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BZ2B eCommerce by Region, 2001-2004(in billions, $)
! As a % of Worldwide
2001 é 2002 2003 2004 B2B eCommerce 2004
North America 316.8 563.9 964.3 1,600.8 57.7% ]

" Asia/Pacific Rim 68.6 121.2 199.3 300.6 10.8%
Europe 52.4 132.7 334.1 797.3 ' 28.7%
Latin America 79 174 33.6 58.4 2.1%
Africa/Middie east 32 5.9 10.6 17.7 0.6%
Total 448.9 841.1 1,541.9 2,774.8 100.0%

source : eMarketer, 2001
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Abstract

Emerging digital economy, e-business, especially business to business(B2B) electronic commerce is
understood one most single critical competitive weapon for organizations’ global competitiveness.
According to government white paper, Korea’s electronic commerce records expansion stage in its
volume and variety.

Although Korea has remarkable EC records, still some differences are existed compare to the
developed countries. IT in the developed countries, played an engine for the economic
restructuring as well as for the economic growth. But in Korea, it’s not fully utilized by the
reasons of economic and noneconomic bottlenecks.
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Under the digital economic surroundings, EC or e-Business, is a business system to achieve the
economic efficiency in the levels of an organization as well as a nation. So, we have to find the
ways to utilize our EC infrastructure to contribute for the nation’s global competitiveness. To find
the way. this study recommends two types of policies, pull and push, beyond the OECD’s
suggestion, to government in order to expansion of EC, especially B2B EC.



