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An Analysis on the VECs(Virtual Export Channels) in e-Trade

Z9Z(Won-Gil Cho)

A gt HAl ey

ERp
I.4 & v.4d &
0. 7MEA19(VECs) 2] o] &3 w4 R as|
M. 7FHdEA4(VECs) 2] &89 Abstract
V. 7P<4=E A9 (VECs) o] E3F Hhet
Abstract

This paper makes a valuable contribution to understanding how the Internet may interface with existing
channels to export markets. It classifies the market and firm-level capabilities that may have an impact on
how effectively firms can use a virtual channel to export markets(VECs).

The most important findings of the paper are that it matters less what function the Internet serve-whether
it provides information, tries to build interactive relationships or is used to sell products or services- than
hoe fufills its role.

Finally, the Internet can facilitate direct channels to market. Export sales ability is essential, and is more
important the length of time spent exporting.The Internet to add value to existing export channels.

Key Words : export channel, e-marketing, e-Trade, VECs
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