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Vaile, Grether and Cox(1952)7} A|A$H X524
499 AZAA, o, 2o e 2 7
2l §5A2E Ao 2, Lokl %
2 Ore $57158 Sk AaTaeo
57 AR G Aae] Ae Fiel v
2] Z-otal Qlth(Agrawal, Agrawal and Singh 2006;
Hsiao and Chen 2014; Ranchhod and Gurau 1999;
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o BEHoR AeelT 3

S04 A4 7]
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Picot-Coupey, Huré and Piveteau 2016).
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A g e 2ol 87 H«= 752 mefsteiof
St -5 2 ollA A28 U2 Alg-st= AlH]
A AR 4=2(Service Output Level)©] 4-H|2}2] A
H|A 2= Q(SOD, Service Output Demand)oﬂ Hto}
52 W57 skl dUT 457158 Saw

(Bucklin 1976).

AEH 02 {5 AA= 22 Z4(Bulk breaking),
33+ 2] (Spatial convenience), T 7] A|7+} v
o A]ZH(Waiting and delivery time), A1} ThQFA
(Assortment and variety), 117} AJH]2(Customer
service), % & A|-5-(Information provision) 5} 7=
AH| A AIHES AlEot7]  2ldll(Anderson and
El-Ansary 2014), =2 4] &, &Fd o|d, 52, 94

4 AR5, 38, 7R, 99 2, 03 24 53}
2o 9o §E715S SAste] fokvalie
Grether and Cox 1952). IL& AS}o] Ut ¢ &
Ml AHAle] 80 b e e SEo] A
W2 ATES ARSH SEAR AdE 4
gt 71 0] B 2(Bucklin 1976), G5 QA= A H| Ao A
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Ath= AE2 2 | Ao g oS 4= Q=1
FARE Z1, 7HA& Huskl, AR E HE
sto] Hrop 42 AE-S Hrh AEs 71402 B
=2 2705 AFste AN Fuld 5 Udth=
=2 2ol 7] 857 (Online Self- Efficacy) 7}
27| B Z o] th(Faqih 2013).

AH| 2] =2 22l A7 a5 & AFellA
MZAHE tde = 23eh An2F ek | oA
T A=, 2] AR 2R 20
stel 85 SFHA1717] Yol &=, ZHAP|E,
adnt o], 5J A WA Tk 22 ekt H
AE Foll A=Az gAsta, Foj JRE o
6] 8ok Ao A tolZF A3 ol HHE
Hhe WA o] A=AQ SitaES dBotH, o=
FEo] gle A AxAA ol AH AZE a4
of. E3F I 21199 o 2l &age] A=
2old 50, 60t oY T EFol 22kl POl A
olde A AT FAO BAYEE AE T8
AHAZO 2 TS ol FAE ol 2’ Aol
574 2vAZo =t 7] dethe e AR
I E88 9 AT 4 2021; FH=FAE 9] 2020).
] F-50] TheF e} Tt A H| S 2] FSHE HF ot
o], 22kl 43 Z7]oll= Fdoll et Ay-d] whet
o] 7Fa ot ' 1A E AB[AE 2] T F=0]
(P8A1 4, 9= 2013; Peterson, Balasubramaian and

Bronnenberg 1997) 714, 7+, & 52 Zol =3
2 geto] 4] g2 FAARE S glom, A
Alo] =198 Q15 HItH 48] o] 24
2h, 22 sl HAEshy] o e A Q4
F 3 otUE AARE A 5F} A4 ] AH|7t
A F7FSEAL = FAlolH (1 H Q1AM E 2021).
ooz B £2el 43 YL R 2
A

OtE  A-H|ZK(Smart

Consumer) = SHA|Z o1, o] E9] 2a¢l &g

ohet Q147 5L o] 0] am]Ae} chf vehy

F5o] 7ol etel ao] ofEt B S
7] $I3el GUrHe o] Al 878 F5A1717] §I%
HPEEO 2 QlAlo] WSt on], AE A Eak U
FOR 545t 454 Hrol ] MEgo R 45
sh= 234 Bz Qsks) 5 Zlolt), o} & of
et 4HA BEe) Wels miH9R e §8
M58t A0 Btk by thg Aol A &
AT ST A2 MHT ERATE vheo
2 AvapEe] el age] tie A4 Ao

ek A
il )
AS 7121 Jch(Machin et al. 2019). ZfotEZE-S

& Fobsha vheel A 710 7171 e
EA 2kl A ZFshH= 21 © 2 (Rosenberg 1979), Ao
SOl =2 AR A4S 7t AvlE F8A] of

o] =2 AH|AFE 419] Z(Quality of Life)S FFATA|
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Q2 2=2A7]7] Y 719 D AE 78Ee 7 AFEE T SkE TEol T 85 "ot
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Developing an Online Channel Eco-system Framework and
its Applications’
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ABSTRACT

In the current online distribution industry, there are various channel members, and they perform complex
channel functions. However, existing researches on online distribution channels show limited understanding of
current channel functions due to the general theory of channel function theories established in the era of offline
traditional distribution channels. Furthermore, the online channels are simply treated as adding another type of
channel to the exiting traditional channel systems. In the results, previous studies represent the distribution
structure as too simple to analyze the actual reality of hybrid channels. In addition, the previous studies adopted
only the general types of channel members such as manufacturers, wholesalers, retailers following the traditional
study of Vaile, Greater and Cox(1952). This perspective on the members hurdles the appropriate analysis of the
new types of channel members in the new online environment.

Therefore, the purpose of this article is to present seven modified channel functions that have been extended
from traditional channel functions to enhance understanding of online distribution channel system, and to present
the online distribution channel eco-system framework which schematizes the structure and the functions of online
distribution channels members. To achieve the purpose of the research, this study used the qualitative research
methodology which examined wide range of literature reviews on online channel systems and conducted several
in-depth interviews, focus group interviews.

First, this study identify the changes in the online consumer behaviors. The expanded channel functions are
presented by deriving changes in consumer service output demand(SOD) through changes in consumers'
perceptions and behaviors in the online shopping and identifying the core competitiveness of online retailers to
respond to them.

Traditional distribution companies have conducted several channel functions such as physical possession,

ownership, promotion, negotiation, financing, risking, ordering, and payment to match service output level
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coincide with consumer’s SOD(Valie, Grether and Cox 1952). However, the characteristics of the Internet, such
as non-contact, asynchronicity, unlimited space and time, and access to unlimited information, make online
distribution channels show different consumer behaviors from traditional distribution channels in the purchase
decision-making process. And this make changes the consumer’s SOD(Park 2002; Talarzyk and Widing 1994;
Hoffman and Novak 1997).

In particular, the adoption of online shopping in daily life has led to the emergence of so-called smart
consumers with high online self-efficacy, and their perceptions and behaviors of online shopping are observed
differently from previous consumers. In terms of perception, smart consumers tend to focus on self-centered
consumption, such as pursuing quality of life and sparing no consumption on tastes and experiences, and show a
consumption tendency that gives importance to values, such as having fun or conforming to personal values. And
convenience-oriented consumption tendencies are observed in favor of convenient and time-saving services. In
terms of behavior, it is characterized by comprehensively searching for information using various media and
actively participating in corporate decision-making and communication. These characteristics of smart
consumers have changed SOD, and companies have developed core competitiveness to meet SOD, and these are

developed into seven extended channel functions.

<Table 1> Extended channel functions

Extended channel functions Definition

The function by which a product becomes a commercial product. This function includes product

Commoditization . .\ . s
branding, usage method, product recognition, product expectation, and the distribution process.

The function to manage the product so that it can be finally delivered to the consumer through

Retail management . . . .
8 securing a stable purchasing location and stable purchasing process.

The function to stably manage a variety of product combinations so that consumers are sufficiently

Assorting .
attracted to retail stores
The function that recommends appropriate products by using consumer taste information and
Customization customers' past purchase history information, and enables customers to stably bond with a retail
store
Payment The function that provides consumers with payment convenience
The function to manage the entire logistics process so that products can be delivered to consumers
Fulfillment . .
at the right time and place
. e . The function is required of a business after the end of consumers using of products. This provides
Discommoditization

services such as disposal and resale after consumers have used the product.

Second, The online distribution channels are schematized as an online distribution eco-system framework. As
shown in <Figure 1>, this study suggests that the online distribution ecosystem includes channel participants with

new channel functions.
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<Figure 1> Online Distribution Eco-system
Finally, in-depth interviews, focus group interviews, and documentary investigations were conducted to find a

practical and policy application implications. The extended channel functions and online distribution eco-system

can be used as a basis for understanding the online distribution industry and deriving strategic directions.
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Framework



