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Analysis of Business Attributes in Information
Technology Environments

Hong Joo Lee*

Abstract—Information technology is changing the business value chain and business
systems. This situation is due to the business value chain and the value creation factors
in business. Technology companies and researchers are developing new businesses, but
many companies and researchers cannot find successful ways to analyze and develop a
business in a specific way. In this paper, the following will be explored. First, the value
creation motive in business is analyzed through a literary review. Second, business
attributes are analyzed while considering the value creation motive and business factors
in management. Finally, the business attributes of information technology are studied
through a review of previous research that has been conducted on this topic.
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1. INTRODUCTION

Today’s researchers on corporations and businesses are presenting information technology
(IT) as a factor in the creation of business values in the future and are studying IT and business
from the viewpoint of business competitiveness [1,2], business strategy [3], and work effective-
ness [4].

A report published by the OECD presents information and communications technology as an
essential factor in the creation of business competitiveness and business achievement, and ex-
plains IT as a new motive for business growth [5,6]. Lee (2007) also stressed in his study that it
is crucial to use IT to create business values [7].

As mentioned, IT, as a key element in the creation of business values, has brought about a
change in the economic system and in companies’ business value chains, and a great number of
companies have recently tended to increase their investments in IT [8, 9, 10, 11, 12,13].

In particular, various types of businesses that capitalize on IT are emerging due to the recent
change in business environments and the progress in IT, so a systematic and rational analysis of
new businesses is desperately needed. In response, this paper analyzes the business attributes of
companies that are required for the emergence of IT as a value-creating factor in today’s busi-
ness environments, for the creation of businesses and their values, and presents such attributes in
a fresh way.

1.1 Research Process

This paper conducted its research inthe following research process. First, the motives for
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value creation in the IT environment were analyzed in terms of technology and business, respec-
tively, to analyze business attributes. In addition, the factors of companies’ value creation were
analyzed through a review of previous research that has been conducted.In other words, the
managerial activity factors in the creation of business values were analyzed, and the factors of
companies’ value creation using IT were studied by analyzing activities that are aimed at creat-
ing values in terms of IT and business. Second, the value creation factors using IT were studied
by analyzing the findings of previous research. Third, the future business strategies of compa-
nies were analyzed, particularly the factors that are studied in companies to create future values;
and based on the analyzed results, the attributes of business value creation are presented in this

paper.

2. RELATED WORK
2.1. Motives for business value creation

Karmarkar (2007), in his paper, analyzed the composition ratio of the American Gross Do-
mestic Product (GDP) [14], and found that IT based businesses have recently taken up a large
proportion of this GDP.

His paper analyzed that while physically produced products took up a major part of business
value creation in the past, IT services are now a major part of business value creation, and mo-
tives for this business value creation are based on IT.

The Nomura Research Institute (2002) and Michal Porter (1996) maintained that business
values are decided according to what value creation motives work in designing and embodying a
model [15,16]. In addition, Sung Hyun Chun (2001) asserted in his research that the value crea-
tion motives of a business model could be analyzed in large part in terms of the technology and
business aspects [8].

In other words, as the enabling technology foundation, which makes new business methods
possible turns up, an analysis is made of the manner by which the business opportunities and
various enabling effects provided by this technology should be used for value creation. This
studies the business value creation factors, which are provided by technology, by analyzing the
technology attributes that make new businesses possible.
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Fig. 2. GDP distribution ratio of the US economy [30]

Table 1. Value creation field of a business model [8]

Value Creation Field Definition

This is a case wherein the motive for value creation is triggered by technology. In other words, as the
enabling technology foundation that makes new business methods possible turns up, this aspect looks
for a method of using the business opportunities and various enabling effects provided by this tech-
nology for value creation.

Technology aspect

This is a case wherein the motive for value creation is triggered by various business considerations.
Business aspect The motive for value creation is brought about by various business motives such as finding out what
kind of business method should be designed.

2.2 Business management factors for creating business values

The research on business value creation conducted nowadays by companies is still at a stage
wherein systematic analyses are not yet sufficient and have a limited approach based only on the
business experiences of those at a working level. Therefore, a systematic analysis of business
value creation is needed.

Cho Dong Sung (2007) explained the business management factors for creating values as
strategy, management, and operation.

He analyzed as the essential factors for managing a company the explanation of its aims ac-
cording to the social role of an organization, the grabbing of an opportunity, and the utilization
of the opportunity by optimizing it.

Likert (1967) concluded in his study that the operations and leadership of an effective organi-
zation are connected to the achievements of a business [18], and Marcione (1983) studied the
productivity of a business after it adds technology innovation ability to its traditional labor pro-
ductivity. In addition, he presented as the main factors of attaining such productivity a techno-
logical production process and an organizational structure [19].

An Woon Suk (2007) presented the fields for creating values in a business as production
management, financial management, personnel management, and marketing management [20].
In addition, Bateman (2007) presented in his book the factors needed to improve and manage the
achievement of a business goal as strategic planning, organization, achievement management,
leadership, and motivation [21]. The study analyzed that rational management decision-making
can be implemented via strategic planning and theplanning of the structure of a business, as a
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Table 2. Business management factors for creating values [17]

Factor Definition
Strate This is a decision-making activity in which goals are set up according to the social role of an organi-
&y zation and its goal of taking advantage of a given opportunity in its exterior environments.
This is an activity in which the resources that are being used to fulfill a chosen strategy are minimized
Management . R ..
or the goals that are being pursued using given resources are maximized.
Operation This means that operation activities are literally executed according to fixed methods and systems.

component that makes it possible to effectively manage the resources of a business, such as per-
sonnel, finance, and information.

In addition, Bateman found that leadership and motivation are the factors that make it possi-
ble for a business to grow in a sustainable way. Jones and Jennifer (2008) analyzed in their book
that strategic planning, organization, motivation, and achievement management are the four
factors that a business needs to maximize its achievements by using its resources to the maxi-
mum level [22].

Daft (2009) analyzed the value creation of a business through theeffective management of
factors such as management strategy, business structure, and motivation for affairs to reach the
highest level of management achievement [23].Haksever (2004) found that the factors needed to
create values in a business are the affairs that could improve its values indirectly, which he
called, "non-financial factors." That is, he found that the time-related factors of value creation in
business are quality improvement, which is a long-known factor; strategic development, human

Table 3. Business value creation factors [24]

Value Scope Value Creation Activities

Financial factors Profit from selling products, profit creation activities, stocks

Love for company, social reputation level, autonomy, continuous profit creation

Non-financial factors methods

Strategic investments in products, future technology, quality control, human re-

Time
sources, long-term management strategy

Table 4. Analysis of company business value factors

: English & Jones &

Cho An Likert : Bateman : Daft Haksever

(2007) | (2007) | (1967) Nﬁgcégf)le (2007) J(ezfg‘(;gr (2009) | (2004)
Leadership N N
Organization
Management v v v v
( Strategy
Management
& Research v v v v v
Developing)
Operation N
Management
(Production, \ \ \ S S N
Financial, HR)
Marketing N N
Motivation N N N
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resources, and long-term management strategy [24].
As mentioned, research on the factors of business value creation and their attributes was con-
ducted from various aspects, and the findings from previous research are presented in Table 4.

2.3 Value creation with technology

This chapter analyzes, based on previous research, why many researchers emphasize the role
and importance of technology in creating business values.

Hiroyuki and Tsuyoshi (1992) pointedtechnology outas the most fundamental factor of a
company’s essential capacities [25]. Theydefined it as the indispensable factor in a company’s
decision-making and strategy implementation. Saul and Jeff (2006) clearly stated that a technol-
ogy-oriented business strategy is needed to realize business achievements, and that technology is
an essential element of the implementation of a business strategy [26]. Schumpeter (1939) also
presented the five factors of capital growth, population growth, market change, technology
change, and production organization changeas motives that are capable of changing an eco-
nomic system, and he defined technology and production organization changes as the main fac-
tors of innovation [27]. Heinrich (2003) insisted that an innovative change in technology will
lead to the restructuring of the competitivelandscape in the industry, andhe presented the
changes caused by technology from the aspects of technology development, capacity for cus-
tomer relationships, attributes of products, value chain, value creation, and product achieve-
ments, based on documentary examinations [28]. In addition, Kim Change Tae (2001) insisted
that information is exchanged between producers and consumers until value is delivered from
producers to consumers through the value chain, and that IT can change the way business values
flow [10]. Seth and Claes (2005) presented a change in the value chain due to progress in IT and
the achievements thatit drove [13]. Lancioni (2000) maintained in his research that Internet re-
latedmakes business management in a company more effective. This was based on analyzing the
findings of previous research conducted by researcherslike Rayport and Sviokla (1995) and
Shapiro and Varian (1999) [11,12,29]. Leem (2002) defined IT as a crucial element of the im-
provement and maintenance of a company’s competitiveness [30], and Hitt and Brynjolfsson
(1996) analyzed that IT provides customers with added value and that it has a positive effect on
a company’s productivity [31]. Tushnab and Anderson (1986) studied the effects of technology
from the viewpoint of products and processes and maintained that as a result of technology
change; products are improved, new products emerge, processes change, and innovation occurs,
all ofwhich will lead to improved achievements in the industry [32]. Margaret and Garry (2003)
studied how technology has brought about a change in the value creation process and the value
delivery system, which has made companies more effective and has made possible their
achievements in delivering customer value [33]. Chun Sung Hyun (2001) classified the motives
for the value creation of a business model in the new economy based on IT in regards to the
technology aspect and the business aspect, and found that technological value creation motives
are triggered by technology [8]. In addition, he explained the business factors provided by tech-
nology in business environments as being both linking and transforming. Robert (2006) studied
the relationship between technology and the value chain by maintaining change phenomena such
as the dissolution of the value chain and the shortening of the product life cycle as changes in
business environments due to technology [34]. Christensen (2000) classified technology into
sustaining technology and disruptive technology and maintained that disruptive technology
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Table 5. Definition of business value creation scope based on technology

Value Creation Scope Definition

Technology changes

. A change in the type and shape of values that a business provides its customers
business values

Technology changes value

ources A change in the input factors needed for a business to create values

Technology changes the A change in delivery factors that reflect values such as with respect to the prod-
delivery system uct, service, and information

Technology changes the A complete change in the value chain, including the process and distribution sys-
value chain tem of a business

Table 6. Business value creation with technology

Technology Technology Technology Technology
Researcher changes changes value changes the changes the
business values sources delivery system delivery system
Kim(2001) @) @)
Cheon (2001) ¢} 0] 0 0
Christensen (2000) ¢} 6]
Heinrich (2003) ¢} 0
Hitt and Brynjolfsson(1996) ¢} 0
Lancioni(2000) 0 0
Margaret and Garry(2003) 0 0 0
Robert (2006) 0 0
Saul and Jeff (2006) 0 0 0
Schumpeter (1939) 0 6]
Seth and Claes(2005) 0 0
Tushnab andAnderson (1986) 0 0

could neutralize existing technologies and barriers to market entry by changing customer values
on the basis of new functions and attributes [35]. Levitt (1960) said the emergence of new tech-
nologies makes it possible to create new values and simultaneously improve customer values
and replace existing technology-based products [36]. Therefore, this paper consolidates the re-
sults of business value creation with technology by investigating previous research, as shown in
Tables 5 and 6.

2.4 Research on business value creation with technology

According to previous research on business value creation, a research on company strategies
is presented as a major research approach in the analyzing and drawing up of business values in
the future. In particular, this kind of research has been steadily emphasized since the 1960s,
when the importance of a strategy aimed at creating business value began to be discussed fully.

Anthony (1965) maintained that a company needs strategic planning to clarify its relationship
with its environment, due to the accelerated changes in business environments such as technol-
ogy innovation, entry into slow-growing economies, intensified competition among companies,
and the internationalized development of business activities [37]. Schendel and Hofer (1978)
stressed the importance of strategy as an essential idea that a company should possess as it
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changes its perception of its rivals and as its organization becomes more complex [38]. In par-
ticular, the analysis of other business management factors such as technology, markets, and en-
vironments should be conducted in advance to create business values nowadays, and a great
number of researchers have studied and maintained the necessity of the connection between
strategy and technology in a company to create business values to the maximum level
[39,40,41,42,43]. In addition, Suresh and Paul (2000) insisted from their substantial research
that technology and strategy should be interconnected [44].

Researches on companies’ resource management for business value creation have been con-
ducted in various areas by various researchers. This paper pointed out resource management as a
business value creation factor based on the Business Resources Theory [45], in which the inter-
nal environments and resources of a company are presented as a business value creation factor.
In detail, previous researches related to business value creation were classified in this paper into
organization, finance, and operations researches. In addition, "organization management" means
the management of the tangible and intangible resources of a company, including its human
resources [46, 47], and "finance" means the flow of liquid funds such as profit from selling
products and shares [24].

Cho Dong Sung (2007) also defined operation as a management activity according to previ-
ously fixed methods and systems, and defined strategy along with management as a business
value creation factor [17].

In addition, he analyzed market-oriented business-implementing companies as achieving
more [7,48,49,50]. In particular, Hanne and Bjarne (2004), after analyzing previous bodies of
researchon business value creation from the market viewpoint, said that the market analysis
scope includes consumers, customers, and rivals [51].

Moreover, many researchers, including Hiroyuki and Tsuyoshi (1992) and Saul and Jeff
(2006), defined technology as an essential capacity of a company and as beingan essential factor
of a company’s implementation of its strategy in the process of creating business values [25,26].

In addition, researches on the current value factors of a company and its future value creation
that takes such factors into account are being actively conducted. Aaker (2007) found that a
company should set up a management strategy if it wants to create new businesses [52], and
insisted that the company should analyze its internal and external environments to establish an
effective strategy for value creation.

Lynch (2006) maintained that a company should analyze its customers in setting up a strategy
for creating business values [53], and Grant (1995) maintained that a company should analyze
its industry’s internal and external environments [54].

Hooley and Saunders (1993) insisted that a company that is establishing a strategy must ana-
lyze its industrial environments and business environments [55]. Brown and McDonald (1994)
conducted a research to analyze the formulation of future business strategies through an analysis
of present business and industry environments and technologies, by conducting a research on the
process of establishing a competitive strategy [56].

Lee (2006) also presented in his paper the model shown in Figure 4 of an analysis method for
creating new business values, which he came up with by conducting a research on business
value factors such as the present internal and external business environments of a company, its
strategy, and its analysis of its customers [57].

In other words, Lee concluded that business values can be successfully determined by consid-
ering the company strategy according to the company’s internal and external environments, cus-
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‘ ‘ As-Is | ‘ To-Be
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Customer Customer Satisfaction Facts TP for Succefssfii Business

Fig. 3. Analysis model for determining business value factors [57]

tomer satisfaction factors, resources, technological elements, and market environments, based on
the company’s present and future situations.

3. CONCLUSION

With the recent emergence of various company models due to IT progress; bodies of research
are being conducted in companies to analyze businesses more effectively andto develop a better
business model. In response, today’s company and business researchers are using IT as the basis
for research on the competitiveness of an industry or a business, company strategies, and work
effectiveness. Similar to this, IT, which is an essential factor in the creation of business values,
has brought about changes in companies’ value chains, the economic system, and input factors
for creating values in business environments.

In response, this paper analyzed the business value creation motives of companies by review-
ing previous works of research. The results of the literary review revealed that business value
creation motives could be divided into the business aspect and the technology aspect. It was
found that business value creation motives are triggered by full business considerations as mo-
tives for creating values, and that technology-based value creation motives are triggered by
technology as a motive for creating values. Thus, value creation was analyzed in terms of busi-
ness management activities, business management fields, achievement-deciding factors, and
value creation factors. This was done from the viewpoint of business management and busi-
nesses, through the results of the analysis of each area based on these business researches. In
addition, technology was presented as the most fundamental factor of a company’s essential
capabilities, and changes in the value chain caused by progress in IT and its production of
achievements were analyzed by reviewing previous researches in which technology was studied
as an essential element of companies’ strategy formulation and implementation.

Likewise, the research was conducted by classifying the previous researches that weremen-
tioned earlier, into the technology aspect and the business aspect, through which the five busi-
ness value creation factors were analyzed. The findings are as follows: first, strategy is the in-
dispensable field for creating values in a company in IT environments. In other words, strategy
was presented as a major research method for analyzing and determining future business values.
Second, resource management is crucial for a company to effectively produce and manage
goods by using resources, a fundamental basis for creating its values. In addition, resource man-
agement plays a pivotal role in creating business values by increasing effectiveness through
management of the company’s personnel and organizations.

Third, through the analysis of markets, marketing elements can be analyzed, through which
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Table 7. Analysis of business value creation factors

Researcher Strategy Resource Management Market | Tech Bl'lsiness
Organization |Financial | Operation Environment

Kim(2001) 0 0 0 0
Ahn(2007) 0 0 0 0 0
Cheon(2001) 0 0 0
Cho(2007) 0 0 0
Aaker(2007) 0 0
Anthony(1965) 0
Bateman(2007) 0 0 0 0
Boyer et al(1996) 0 0
Brown and McDonald(1994) 0 0 0
Christensen(2000) 0
Daft(2009) 0 0 0
Dean and Snell(1996) 0 0
English and Marcione(1983) 0 0
Grant(1995) 0 0
Haksever(2004) 0 0 0 0 0 0
Heinrich(2003) 0 0 0
Hiroyukitami(1992) 0 0
Hitt and Brynjolfsson(1996) 0
Hooley and Saunders(1993) 0 0
Jones and Jennifer(2008) 0 0 0 0
Lee(2006) 0 0 0
Likert(1967) 0 0
Lynch(2006) 0 0
Margaret and Garry(2003) 0 0 0
Melissa A. Schilling(2005) 0
Meredith(1987) 0 0
Robert(2006) 0
Saul and Jeff(2006) 0 0
Schendel and Hofer(1978) 0
Schumpeter(1939) 0 0 0 0
Skinner(1984) 0 0
Suresh and Paul(2000) 0 0 0 0
Tushnab and, Anderson(1986) 0 0
Voss(1986) 0 0
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business creation factors can be studied. Fourth, today’s technology is a crucial motive for creat-
ing business values, and a number of companies have carved out new markets and new fields
with technology. Therefore, it can be inferred that technology plays an important role in opening
new markets and thus, in creating new businesses.

Finally, the environment is the most important element in setting up a strategy. Thus, a proper
strategy can be set up only when business environments are analyzed beforehand.

4. RESEARCH LIMITATIONS AND FUTURE RESEARCH SUBJECTS

This paper analyzed the business factors in IT environments based on documentary bodies of
research. For this research to further grow, it should be followed by a substantial research with
statistical verifications and real business cases analyses. In conclusion, the business community
can make full use of this paper as a basic reference material for developing new businesses in IT
environments.
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