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An Analysis of E-Commerce by Local Governments in Korea

Se Hun Kim* - Daihwan Min**

B Abstract &

Local governments in Korea are involved in three types of online shopping sites : ‘direct operation’, ‘outsourced
operation’, and ‘sales agency.” They are different in terms of the site operator and the charging mechanism among
a local government, the site operator, and local producers. This study analyzes their differences in site traffic, local
producers’ participation, promotion, and partnership.

The results from the investigation of 72 shopping sites are the following. First, shopping sites of the ‘direct operation’
type and the ‘outsourced operation” type show significantly higher participation of local producers. Second, the
‘marketing agency’ type has significantly higher number of promotional activities than the ‘oursourced type” which has
significantly higher number than the ‘direct operation’ type. Third, the number of partnerships in the ‘marketing agency’
type is the highest. The ‘direct operation’ type is the second and significantly higher than the ‘outsourced type.’

On the basis of the analysis results, this paper suggests an incubation ecosystem model as a better way of
involvement by local governments in online shopping sites.
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(Table1) Online Shopping Malls Associated with
Local Governments

Region Shopping mall
Seoul -
Gwangju -
Daegu www.daegujangter.com
Daejeon -
Ulsan -
Busan blmall.com
Sejong www.yfarm.cokr
Incheon www.ghmart.com
Gangwon-do \liiwsé&ftagsvsflrrrl];lidlirng
Gyeonggi-do 12 sites including

www.kgfarm.co.kr

16 sites including

Gyeongsangnam-do egnmall.net

22 sites including

Gyeongsangbuk-do WWW.Cyso.co.kr

17 sites including

Jeollanam-do inmallkr

8 sites including
www.jbplaza.com

mall.ejeju.net

Jeollabuk do

Jeju Island

14 sites including

Chungcheongnam-do WWwWw.nongsarang.co.kr

Chungcheongbuk-do | 7 sites including ecjmall.net
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{Figure 1> Online Sale of Agri-Products
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<Figure 2> Types of Online Shopping Malls by
Local Governments
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XFHAE <Table 4>9F 2t

{Table 4) Mean and Standard Deviation of

Variables
Std.
Type Mean Deviation N
Direct Operation |160.08| 162.07 | 12
Outsourced =
Unique Operation 11478 | 14583 | 40
Visitors
Sales Agency 186.05| 17453 | 20
Total 142.13| 15787 | 72
Direct Operation | 6383 | 3355 | 12
Outsourced 685 | 3634 | 40
Operation
Producers
Sales Agency 3345 | 2251 |20
Total 5801 | 3569 |72
Direct Operation | 3.08 3.23 12
Outsourced
. 6.38 3.39 40
Promotions | Operation
Sales Agency 10.25 3.96 20
Total 6.9 423 72
Direct Operation | 2.92 1.78 12
Outsourced
. 1.58 1.3 40
Partnerships Operation
Sales Agency 6.35 1.69 20
Total 3.13 255 |p72

42 7tdel 48

Variance)e AT}

Al FC e, d Y, el ey e] FEatk
gHo] Fdatrhs 7Pl ok AR A AR} <Ta-
ble 5> AA|E ] T} 28] 0.810]04 *F
T gol sdsttt= AFIHEE 7148 &
stos AL g U M A sl

AoR oA

{Table 5) Box's M Test Result

Box's M 16.251
F 719
dfl 20
df2 4459.831
Sig. 811

Tests the equality of the observed covariance
matrices of the dependent variables across groups.
a. Design : Intercept+TYPE.

{Table 6) MANOVA Test Result®

Hypothesis|Error| ..
Effect Value F af at Sig.
Pillai's Trace |.928 [213567"| 4 66 |.000
Wilks's Lambda| 072 [213567°| 4 66 |.000
Intercept| Hotelling's 110 g loisssml 4 | 66 |000
Trace
Roy's Largest |19 qulo135677 4 | 66 |00
Root
Pillai's Trace | 950 | 15.156 8 134 [.000
Wilks's Lambda| .178 | 22656°| 8 132 |.000
TYPE ?‘r);iﬂmgs 3913 31791 8 130 |.000
gng Largest 1omoole2303°| 4 | 67 |00

a. Design : Intercept+TYPE.

b. Exact statistic.

c. The statistic is an upper bound on F that yields.
A lower bound on the significance level.

<Table 6> A kel gt MANOVA 374 4
W5 HolEh Pillai®] 23}, Wilkse] #eh, Ho-
telling®] E#lo]2, Royel Hujtell ot A4 4
I}, B 5% ool A Jek 1 Apol 7t S-S
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(Table 7) Levene's Test of Equality of Error

Variances®
F dfl df2 Sig.
Unique Visitors 840 2 69 436
Producers 1.414 2 69 .250
Promotions 631 2 69 535
Partnerships 949 2 69 392

Tests the equality of the observed covariance
matrices of the dependent variables across groups.
a. Design : Intercept+TYPE.

MANOVA HZE AFZ A Hdo] =9
ol Ho] W gonz FA|HoR o
Wao] A ol Ak 7+ o7} QA 2w n )
ekl AMEASS AASIT) Tukey®l The]
L ASE T Za_” = <Table 8>FJr ﬂr:}
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(Table 8> Pairwise Comparisons(Tukey HSD)
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Dependent variables (I) Group (J) Group (-] Std. error Sig.
. . outsourced operation 45.31 51.62 656
Unique direct operation —
. sales agency -25.97 57.27 893
Visitors

outsourced operation sales agency -71.28 42.95 228
. . outsourced operation -4.72 10.74 899

direct operation -
Producers sales agency 30.38 11.92 034
outsourced operation sales agency 35.10° 894 001
) ) outsourced operation -3.29° 116 017

. direct operation "
Promotions sales agency =717 1.29 .000
outsourced operation sales agency -3.88" 097 000
) ) outsourced operation 1.34° 0.49 022

) direct operation —
Partnerships sales agency -343 0.55 000
outsourced operation sales agency -4.78" 0.41 000

Based on observed means
The error term is Mean square(Error).
", the mean difference is significant at the .05 level.
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(Table 9> Hypotheses Test Results

Dependent
~ Hypotheses T I
variables ypotheses Test Results
Unique | direct operation = outsourced operation
Visitors = sales agency
Producers | direct operation = outsourced operation
> sales agency
Promotions sales agency > O}ltSOUICed operation
> direct operation
Partnerships sales agency > direct operation

> outsourced operation

<Table 9> QoFd A3} o] Xz} 423
o ol ute}h Al A ZfolE B
2 011*J§E9.1Jr 0] 4B Ao E9]

A7y Ao \AA7E A BAH SR {28 2ol
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2
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59 A& Sl M = ‘gl ) aFEo| 7MY
H54 o2 v &S kol glong Az &
BEg g g fFPoR2 gsta, ARAE
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