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A Study on Encouragement Strategy of Electronic Commerce planned
Event to Young Class of People
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Abstract

With the development of online shopping and the rapid growth of IT technology, among various
forms of online shopping the intense competition also more deepen. So in online shopping and
offline shopping can get differentiation characteristics of competitiveness, so our marketing target
is the couples and planning to couples’ activity is necessary. In this research, it is planning and
implement an web site to design and implement sales strategies for the young people. For this, we
analysis based on the existing commercial site's event planning of couples, design and suggest
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strategy for increasing sales,

construct a web site with couples’ birthday marketing strategy and

various commemorative activities and customer visit web sites with activities more prominent as

the goal, and with marketing planning and

information configuration as the centre.

This is

expected to be through to increase effect of the part of the object by customer group activities to

improve sales.

» Keyword : e-Commerce features, event, marketing, internet
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Table 1. Analysis of menu at each site

Al =3

HOME, ME=7|, &ZIH F25p|,

ZEFo TIZHMIE], ZEKDR

HOME, OI82Ml, B, F2=3),

oi5k{Ed o
S OlolAT, HNE, AES=
A UEO[iof, BCAlRL SIS, A, EE
Z2lo, IHME]
wrn HEMATY RSB, ASHESY,
WY

ECHoiEd, Esi==2p |

SO ofSehl, AL, FEZF],
HolgE, TZHMIE], HERMEX],
2{=a|c(of HSGYER|, HEM=FIHY,
OV [SZXIYY, 7 EISUHE, JEME,
SgsiME

Ho
o
_O|£
R
o,
o

o
ircd
oflt
Z
ML
@)
w]
oflt
inj
e
8
oflt
1>
i
-
ox
_O|L
£
&,
>
N
N
o

o
2
N
K
X0,
vl

FI(
o
2]
o
[}
o
o,
op
e
>
>,
)
=
ofy
jins
ol
(gl

BolFogA Es FAoz ST Yk B of

S S RECDEE

S ARSI Qltk o] AREoME 1S &

e oMlE F710] ¥ES, A 45T 5 9
|

ool ¥Zo| BHOE A2 4 gk
)

&
e
=
e
e
ilg
RS
I
o

M
(o3

F

e
N

it ofN L
)
4

| I A w1

wel AolEd e #e AFEIA BT 5 Je B
Mo} 29 A ¥ 4 Sl ZeAE e tidael o
o AEste wuska ok 1 olsllE 4 shed A
ST B2 F0] F5HER AR TP A2UE 29T

= w

o QIck olelAE ] Ad Eo] griAom A
Aol G, Byt ofel, 4 Fol tje ARE FET
golt}

.‘d
ox

el vlje} AfelEeAE 3 Hole mehe w7
ABE Gl AR AR TS LN B WS B

ol5 Itk ol AOlET} B AlolEs) Apust BAoz Al
de Ae 2dR 4 5 L AZ0] Tohd 4 9t ojold

Ron egEhy Qor, 284 Y Alas

o

o & AoliE Apust Yo YBOE ARIE B
4, oMIE AZ, WAIEANL, ABY 2 vl
Apgst 3AoE AAFIA ok F8 G e Thes)
o
AR © o A Ji Fa clgA 2 A}
2 5ol Ui W7t AuE AT, Qo DASE Y
F wS 279 3u glo] AvRoEM W FEE B
8 gk
COIE : o oMIE AFo] 7I%le] EH) A
o PyHoe AFshe At aHoE TAES P
£2 3408 g 5 AT 4F oE FHE Sud,
3} e
3

e

77 AE 1 Tole g s

FrEal) 9 B AN 714 Wee Agges

W AR AZzE iE 4Ee) Bl £ 59E Srle)

SolAlE ofe) Al F2e) o)

& e ) Tt oIE A BhEe) Aus) 47
=y

cohEA) BE A 4E b R YA eldel]
Apl2eg F3to] Toh )88 AN, AL F W)

71 & FolE FEAE AlolEd BF B4 SUHE =Eok=

H 2 XS M2 ofolH Hlw
Table 2. Comparison to item for encouraging strategy

3 2=
A E IL o33
oIE ot TE ?2} MZ | B ol
A (A Aol | AH A Al
of
E[ ] 0 0
Molglese o| ©
221 0
EMI0|ES} HMiF 0 o)
oHIE o| © 0 0
Vi ¢)
B SR o
OHIELt
wrg | ©
7 x| A 0




82 R R MR G oCEE(2011. 11.)

3. At st M2 d|w
£ oM 7oA 53 7t AlolE
HE ol Ee rHAECIA o] ARREHI e *Mé—é—
v

o rﬁL‘
ol
=
=
S

>

7k #He ASS tde= HH :‘::—
E} Alo]ES} HluE

819 HEHLA 05 o
i

2009.12

J2l 4. O|HIE A3 3
Fig. 4. snapshot for event execution

<TY ol ARLE 2EE B9 T ool theF
g of2] AFol Wit oS B YA Helglek <™ 5>
ZE S TEF WM om| Aotk

il = &

il 3EHUR i

T 17

rlr

T2 5 ZOIE =7 of
Fig. 5. An exanple of paint ranking service
<ag 6>&

753 w2 Svie] Aaysiviold),

T T

ARLE  aAE

=y RPN B
I LOVE U Q c n 7]

AN

Ut
e

Logn
Uil

az00R

A8

ey

LBl

252 2084 128 022 BUCH @ Daa0E GANEE waa

2ol

e S

a oy Tewa AAsHUR
5
S—
e oy mwen AR
-
SE————
e ey Ty FEHLA
i
R —

s e aoos qoma A=A
-
S ] P

2! 7. AiRHE et vilel Sl
Fig. 7. Main snapshot for direct dealing

V. 8

IT 71%9 WHHoz HREA Ao Wgh= A7t7} 3
M E g1 es WstHoA gtk 53], AEUlE
o] 83 AAIAYR] £BEL FS T LASNA B <

719 54 oA @A ok 53], &HAIEe] 34




T JdEU AY 243 dgE 83

L)
2
‘TL
-
=2
&
)
(a
flo
=
OL
Lz
ro,
)
s
1]
ox,
o
=
d
o

JE0] £ ATollA] 7kl 5101 ﬂ?ﬂﬁiq 2 opAE A=
< THeE Fe TS vt Aulz R viE 3
Aol 714 = A& e Z ulEh

daes
[1] DILee et. al, "Evolution of Online Distribution Mar

ket”, SERI, 2006

2] D. Kim and S. kim "Dynamic Expert Group Models
for Recommender Systems,” Proceedings of the First
Asia  Pacific  Conference on Web Intelligence
Research and Development, Maebashi City, Japan,
October, 2001.

[3] A Cliff D Kania and Y. Beth, "Internet World Guide
to One-to-One Web Marketing,” John Wiley & Sons,
Inc,, New York, 1998,

[4] Peter, J. P, and Olson, J. C. "Consumer Behavior and
Marketing Strategy”, Chicago: Irwin, 199.

[5] CMN, "The Merits of Online-shopping Mall is Low
Price”, 2007.12.14.

[6] http://www.lovemedia.cokr

[7] http://www.photok.cokr

(8] http://www.likem.cokr

[9] http://www.mizia.org

[10] http://www.ticat.cokr

[11] JHKim etal, "An Imapct of Customer Service and

Loyalty Program of Large Discount Store on
Perceived Price and Satisfacion - Focused on
Modeling Role of Monitoring and Communication”,
Journal of The Korea Academy of Distribution and

(12]

[13]

Management, Vol. 12, No. 1, pp5-27. 2000.

HWSung, "Effects of Price Perfection and Store
Attributes  on  Fashion-Related ~ Store  Choice
Behavior -Focused on Department Store, Discount
Store, and Internet Shopping Mall”, Journal of the
Korea Society of Clothing and Textiles, Vol. 32, No.
8 pp. 1274-1285, 2008.

BWJin. et al, "Personalized e-Commerce Recomm
endation System using REM method and Associ
ation Rules”, Journal of the Korea Society of
15 No. 12 pp

Computer and Information, Vol.
227-235. 2010.

X AL N

éi

=
]

5 2

d_o‘

sk gust i

00078 - dgoisky ARAR)
AN A

IT-ROL, BL, UC Netw

orking

Email : sjp@reputer.net

Bmail : kdhong@korea.ackr

A=) .
TiEol

of & &
1906+ FoJeReaL AL ARE
L Foiehstan ARpAISI it

Z)OET%ZH TR EARPSA
ahep s

AlE 71E, HlizU2

o]alax{/\ %u]ﬂa
2 %, HeleolE

el

. helglory@wku.ac kr

9

WA -

- W 2L
AFEARES a5
DRl uide A, JHEl, 9
Efrleiol
Email : s3397220@kunsan.ac.kr



WWwWWw.KcCi.go.kr



