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Cyber trade : ROADMAP for success

Won-Gil Cho*

Abstract

Roadmap of cyber trade offers members the opportunity to interact electronically with like-mined
individuals and to both create and buyer relevant to a topic of interest. Roadmap of cyber trade
was conduct on the economic effect of electronic commerce according to the method of constructing
the Internet. Firms using cyber trade have difficulty enjoying a uniformly identical effect.

That is, since the improvement effect of the intrafirm business method, unnecessary repeated
manual paperwork and the use effect of being able to maintain the close relationship with to the
parties to trades in the process of prompt receipt and delivery of documents are long-term and
indirect effects, they have some limitation in that they can not be measured as coefficients but only
as scales.

In terms of business management, the intensification of corporate competitiveness improved by
10.00% in case of less than 10 times and by 11.53% in case of 50 to less than 50 times.

And it was found that the effect of profit increase as the number of inquiries was large. That is,
it was found that the effect of profit increase was 10.88% when the number of inquiries was less
than 10 times but it increased to 14.00% in case of 50~less than 100 times.

Therefore, to revitalize cyber trade, it is thought that government, the academic community and

the business world all need to make much research into and sustained investment in cyber trade.

+ Professor, Dept of International Business, NamSeoul University



