


On these grounds, the following describes this study. First, we analyzed
the nature of relationship structure for relationship merit based on a source
of competitive power. Also we suggested that it is necessary to built
informational relationship by means of IT.

Second, we analyzed the effects of informational relationalization based
on the relationship marketing of the companies with computer systems and
the apparel industries in the US.A. Then we classified the type of
competition in the informational relationalization.

Third, we analyzed the present situation and problems of the Korea
fabric industry. Then we suggested the relationship marketing strategies,
types and roles of small and medium companies as a system regulator
based on the potential competitive power by informational relationalization.

Finally, to reinforce the competitive power of small and medium
companies in Korea, we suggested that is an essential task to build the
system of an open relationship structure based on informational

relationalization.
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HHYEQIE B8t F40| WS Yuuioto] st 917

I.

il

e FRdE 7Y WEHoRE 959 HF ¥ ARRES Rgsx
Aol =7etn JPA HAn AZe AdAT}E LSS 2T 2 5
sith. 53 feiviete] duhpgo) A mEK) s HEBEY BT}
EwodllE 27T MAAGoR B dFE Bl & BERTEIA
HMFEFES Hol= AlelE el B 4 A A Bk Bhol AMAn

FHBAAM S BIRBEFC) HE5HE 71ed BN A¥ES MELE Y8 22
#E st AT, Alde 2AE $elsts Eaee dd Az o,
Ta7Idel d¥e 2 EREH YA Eain ’%1}?«12 @olvjd ot

= Bdlle] SZACHy ol Tk

SRl el MRS Fopnt ho R EBRKITIA Aolds £ 9 A
A7F? T Ahp¥olsts olf dwte R @S o) Hobsle] A
mkE Aolgtes e K@Este H#HSS dvtEx Atk 988 uRyom
TR KeXRoh Wkl MietA st % 3ud Hgprme 7
e 3 on) 43 JEEHS I AAAR] PAMPEERE el otk

v Fued M iR R e oW @aie MmEEsn K
£HA THEX FU2Z FELEES oo/t Qe o] o). #RLE
fEmste BBCAECAA Aeir7kx i FIEESe AAN=ET e s1eq)
FALHEES] TEEES] A% olojan Aot Ik o)A R 9 Fih
¥ HARKY viEe] e HEERE £ mEds A A AY 9eg
AR e RHS Telu HEMW 6ike MRlss doz flpg
o BRIl M2z Bkt 8 & e AU 2147 HAT ERLHEE
#BE A f8 Bo 2RAd dupg BB BILHES gt AP
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o9} e AztdlAM U Fi¥ WRH Bl B BBEXLY T
FRS oo go] gosig 4 s Aotk

AR, LY BWH ARE AX A3t k. 25 WP @HeX
R EEaRol A Al AEIZE 5B, 3B WMo E 1 fhigo) WERHI gtk uiEhA
ol Mo WRAHL 1 f¥o] S A A2 gghel A #H5HH, 2
f¥o] FREEC UE BEEES Bigol 8 At AN BEERIMY
W Bk Alul2e EfgolY GBS U5 BREAAM ASERE RS R
-BEEE e B BREE Uolrlxn Jd (4FHE— 1992). BEE
RN PR EHLEMY WPoly ModE THRERE THoz ¥
RFIM BREEES Fd, stolHla AdeNE w=e duE dyzts B
TR %o stolula gy, B H/ER Fol mPIa Aok olg &
o] exd gmel HAHME MHINES HPHTOA LEEEI LXEH
AE7re) HR, R BFkEe] #R Hode AALHez7A A
B3 et (kgL 1992).

WE/ MU~ 38 My 9x AR
AMRARENY

OHAEMENS CIRtQ R &2

E <]
ey
THEH MU A 2

(29 1] D¥EP A7HA kT (EH SHE— (1992), p. 79)
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HEJEQIE Bat A7 wHolotof 23t of

=AM, #EAECLA Y (relationship marketing) EBEEEC) SR(LI ] Wa IS
BE7T BEMAHAT St 259 f# LRIME HHENGY B2 A A
2 #EREARC AT Aok EEEge B2 AEHR MELE
A ¥EEhe] FBHARS MM 9ot (Malone and Rokart 1991). u}g}
AEERBA] o3 ¥R ERARC SBLS T 9aM s RBE 249
BfREE S AFHeln UENAH oAy A2dSe] £msn Yok
(Miles and Snow 1986; Bradach and Eccles 1989; Powell 1990; Bahrami 1992).
iy §-2]9] HUNEEES oA Biarwol Ay ki 259 FEHpkol
e Gedta, 54 MFEc M Holux Eam 9o

rir

E 7e o WA gy 2o AL FAHoR ARG,

AN, e5d WPRH M4 o FHRAQ relationship merits sy 3=
ol HT RFMES] 428 BAGD BEHE A8 HEw misbe &
EES AAEAd.

=4, HHE PR BRE vixe 82 deo HAHH A" pus
AR KIREM P OEES ERCAY BHE vgoz BMIgon, BEK
BfR(bol slol M BEEEEo] FRIS ERelgrt

AR, et mEEe] BRY RIERS 23y, M9 WEE e
fbol o3 BB HR WS sldow dulpko) FEviAY BESH A
I AAY FEEY BE 2 &FL #Rsgo

FoR2 et H/ipEe HBNEL Z3er]) QS WwEe R
AhE o2 st BENEY BIFRBES MRS e NEe FRY AAWe FEa
T Aol AFEE FAgE He A st
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0. FRH REEEI FHRO RRML

1. #2h BEEROZA S RREBE

HA WG - S HmEe AdeMEe EANL%S AdoA WA - #iE T4
o LR BRE B o FHE oFAL olwWel A WMPELL
(sustainable competitive advantage)E guss] 3% A2 {KFE (cost
leadership), Z5il{t (differentiation) & #h{l, (focus)ol3lct. HH REREHY i
= ol Mol S RS FEM MR (dyadic relationship)ol 23t HhEkEir
RRE 1§ AAoln, olnje] My BREM A5 A=e A=A FH
Byucly f24# (strategic alliance)o]t}. o]zl 3l HimxRy f2#t= d7l Vendor$t
Customer$}e] BAff, Buyerst Sellerste] MfHE7T  FA ol 5=  Dyadic
Relationship®] A4 Z7A& zteth as A2d #Epe Ao A= Network
Relationshipel )3 Market Asset?] %8 ZE=2 3iv, ojH o] HMK HF
EArE YS37] 9§ A2 Network Capability?} €t

2% F2 vAY EWETFE 4PsolM SREE £t BHERSS MR
(relationsips) 2 ul@ o] uwlel RH) FRE ME71Y AL aRd RiR
o & (scale meritpol A HES FI&E (scope merit) Ee B FRF
(relationship merit)2 ©] ¥ 1 olc} (FREEHT 1992, 1993).

W paxol Ext AFUANY Axt A BRHEES Higol oeh &
e FIRS PS8 £8 £ £5 glvh o9 Zo] € W WFEE: BPE
e pEsts Mol ¥k MEEEY SAA wet 13% S AE B
7 849 4% Qx, B KEN SRR 342 5= Ao oS3 B
U EELE BEEES 59 dZ9 o9de 537 HdMe JIdEd
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HHYEYAE B8 Z247/9 MY wuiote] A AR

Network CapabilityS #3412 2a7 9o, @#ah &1 7)uto] S &
Eibe MFsEs 252 ~=€3 127 9}

2. BtkEe) BOFERS 2 A9 BB

AL WRbE F2 BEN, AR L+ 208 BRI 240 HiE HiEe
BIfRILDZE S4lel MUk John 3} Griff (1984)t &¥MME WELZE g%
e AABBGRE ERES REMN HAM HeS USojst: mWan 4
E#3 (partial network)®2 R3 ol HAMIEE BEAMG (capital
relations), B MR (commercial relations), {H A& B8/% (personal relations)
ol EgH AUk A

8 AHE— FAERZ, DB (1990) WEY @) Takn RS
Hiws Sdsto]l i, A 2 PRMMCISE SS9k BERGRS F3d
o olE2 XREF BAS BEMMS vTsdM A f¥d S5 hpE
TS o= A DM Y, Be, E£BRNE R 2 EE 2o PRE
el X #Hed Fxa A (SHE— BHES, wfB 199, P
126). Aol A= RIIAEM ko) WERE =5 AELES) WES T
of ME BaugelmAME e iAol 209 M e RS e =
T Rl Abghe] BIfR7E ohltlelE TEEZC 54 7l A2 got
TE TESE AVl 9ed @R HEBRE dolAT LRMES 2
ot (fREETCE 1993, pp. 7-9).

Y BR ¥R E dA BIER MRS 2d BmEre Bae

D 7l Ae) Bk olehe ol Williamson® FHO2 S A9 HHLE L
BN ALESE £ol8 NAHE AOT AN HELESIE Oi o
w8 Aol7} lct.

_71_




Qs Aze EiEHRel AT Jdk REETY RN E AAC Ao
2 HpEsty BEstE KB4  (mass production), K&l AlY (mass
marketing)ol A Rolvh k@S] FIBET ExkEel FIME AT REEX
it (mass customization) (Kotler 1989; Pine II 1993; Pine 1I, Victor and
Boynton 1993; Boynton, Victor and Pine II 1993; Westbrook and Williamson
1993) wh2jo] UERGE § olelrtA) chpd BEiEe ol gt BES vAH
7h9) Fak EEEro] s Eojx o|53te] WEEY FolEx AU+t (Ives and Mason
1990; Schmitz and Rovner 1992; Bessen 1993). g E JIT Aj29&
o) g3l EHEBAY WY H#GHE FEVHE T WMPEME HBMIE
&1t} (Frazier, Speckman and O'Neal 1988; Tanabe 1992). BEE-UEHRE BWE
Zo f¥y XM MG ol EFEHZM (EDDE 5T NEo HRE
®F#4 (Holland, Lockett and Blackman 1992)°] BE #E¥ ¥ oy K
FPEEIOl 744 UEhdat ek AEA R AME BHRBEY ¥R RK
#H{t (flexible specialization) (Piore and Sabel 1984; Storper 1989 Piore
1994), BiE Le BEEEE (customized automated production) # Z3F8 3HE
HABE R (computerized integration manufacturing; CIM) 9] o]§o= H
WxE T4 #hsc) 455 gich (Jonscher 1994).

ols} o] wAIE Al BmFEOoR ] B (relationships)e) H
) AANAY BEEMS ol8F AT BEHEARS BRE 1Hde 9
A FhA el kel FB D ML gRel NE WEES HRMCIAT  wehA
exy oY Az 47AL dotaly] A WiREEC NP ERE
ol M= Es&EFEl od MiREES tEE e xde XE Bt
s

ax e HIEE BRLES N2 ERERQ HEN BIKLE vlusd o
<% 1>3% #Zoh
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AHUYEIE EP Z27(9 HHAS Ywuroto] R4S P

<& 1> RHL B g

HIEN BRIL R BLRIL
Yo Mg Sharing by division Sharing by participation
Sharing between Sharing with
2% A2 ASA Ax A28 Az
A s HY, Y qE
SATE BE |92 - A9 B4 235 87

&4 ole} T& MEEY MMES MRS Hestd Bg < & 2 >9 7y}
<& 2> WHES MR RS A2 F

AR 7= Ax 54 o

AAARUA] |- AFUIA A vlL A7

A mst - JAERFEEF Z7)

HAAFANES |- 28753 HA®Fe] Z7} | Sabre System

- hAIgke] 2 =7} American Gem Market System
- A, AEnlge) A Telcot (u]=-AAk)
- 22 e &4 Inventory Locator System (3}
- Z1E&A &9 g T &)

Reuter’s INSTINET

AAEFEN |- AzEF B A4 NS |Levi Strausse) Levilink
- 9FZ4 ¥ $39) 4 Haggar Apparale] HOTS
- 489 &1 Merryll Lynch2] CMA

- APAR Y 7F
- AAF A

_73_




M. FERE BREES] 57

1. Gilicon Valley ZF¥ A28 R¥ES o BFEE

v 2o 4MpmpERe 804U Futel 91715 drixn 80ddl ¥R olF AN
H Azgdal, £4Y, 2Xedo], tjaz =R, ENA =g 54 7
dee Mg £3718 Polste AARS AN AT o HAYE &
2]9] sl e o & (Saxenian 1991).

Ax, A2 Wele e LY ZIP9EL R F Ae AEE A2
Ay daba, el 2 Mulso HPLE fuggEEd dAUES °l8¥ &
e,

£, ~BEY EHRR 2 7]z AFEE APl T MEB{LE ol 838t
N&d A 2 A2E VY 4E Y 5 AS _

A, o2 ¥ HAEER Tuidel A% FHMMe A€ + AoH, 39
HAE o5 YL ATV A% ¢S & gojA 80dHy T oF o
AEe N2 AFE Aad st ddsks Hzbh {04

19829 4 Y¥ Sun MicrosystemAtys $ 2 xejolde] sf=gojg ~XE
dlojel MAe] HHe Fm, Mz 98, AF £=H % Fabdl AdHAT
SunAl: &8 AT 55352 (ASIC: Application Specific Integrated Curcuits), T
~3 =gtolr, AYTFAA 2L X& dxg 3, ¥, JNE, vk, AClE,
zPE, RUE 52 #LEEZYE BEE s AdAcle HALHIA
Mol o143 27]¢ (printed curcuit board) Za+= stA A7 Z2YEFTl
ols} o] SR K S JEFo 2N Sund VHEE F2AIZ, 719
o 9arHolAe d& AAL 71&g o8T & YA HUT Sunitst 22
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BEYEQIE Bpt 479 ZNE Hwutoto] st AP

ol ¢ o (disaggregation)s EF FMES SUsLUl FEES A0 =
A, AF N2E S 938 F YA gt =g 9RzIgae o] &3}
S2M Sun& FUMA 5dnie] 4He] Fga AAE
i, wd AA-Ads u g Wi S e, AAE Ty NLsiA o
24 Xyt o]F (clone-maker)5& W= 4+ 1gdc}.

oleid da 2 Welol MffMmEol N EERS O Hitd B BiE
2 HTAAH 293 GA 2o A5, @ 71D HOLEHS UES
T Bebgie FAATIE, @ HxEo REYPL Eate Hma e
H &3 P2 BAFAIZIE= Aolth. Tandem Computers& PCBsy AA2 wts
AR Yol Rl SEEBEE $hel, Mips Computer System® fAbe] 9] = 4 go]
AE vlo]lA2Z2 M9 PCBsiz A28 WEXY A4 H7s ftd 3%
37 #ate] QA @ 24 AT

@4 Apple Computere] BHLY¥ HMS B3 7168 AL 7|d S
H289 FAE SATh 19849 Appled HlAAY U4 SETe e 9y
° He dold ZYY AZEo]E YAl Adobe Systemso] 25007 o
= FASAT.  Tandem Computerss A% 4 "y Buslold 3]x}el
Integrated Technology Inc.o} Fa& &< <k 71992 Tandem non-stop system
< ddsts MENT AES A Awsigd.

Sun, Tandem % Mipss} 22 FAES ZHFe o] MAg Yaro] o o]y
& 71l A3 o]Rold = gl:, ol WE VY5 HEo) e AL
DASAE. o1 SEe] o]4e AT W JPEY TAY A ooy
°f wj¢ ¥l Yedoh.  Apples} Silicon Graphicse] 91w kool o
$369,563, $230,00091 wie, IBM3} DEC: zhz} $139,250, $84,972¢) -3}t c}

N
N

(Quinn, Doorley and Paquette 1990).
orel@ Az W vEYat red AR4 WiEbE 02 ey
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BAE WAEA B ©F HAFHG $FSol AEHHA BFF, A27 7
Qe 159 figgsde FEU4HY HS oEaA BY, HfEREEC ¥
AR Az A4, AL L Az FF FAHAAM B2 deE LoE
2, olze 222 3288 AT FAH - APy At Ao AA
o G AN fiEEEs FEstE WA b FEL AR F
HJoz Mz GE SRS A Fn, A3 AR AR Fo, ANF R *

FFe) WFo] Y|P 92N THEHo 2o wdA #HEEES o
Aol 228 28y A2 W Az dES HE¥ESe BA=
ol 8 Aol Qoli Yo A AF@AY IBM] MEHASG= Tl
wrt

AgaE wae vEgadi: HEEE (reciprocity)e] A& @ AL
7193 fE e BMES olBch UREY BAE JITY AnIASHE
Yoja 4713 BAE FAstE A5EYS xHSh ol AA= AT Y
go] WEHUL W AZE o] 83A ¥e BYE &7, oz wiel 24
9e %23, 714 Aoy AFL AYsy M2 nAL Fed =& F
oZH HBEEE 4P F Utk F AFEH AN2d 7IJES GHE W
fhf- A (market intermediary)ell A R&#iE) B4% RN (relationship builder) 2
2 9go] W33 Ak

Agg Ao ARE Aad 71T sREEDds U¥e AA 3
MR u, FAAES AN gaEe FAST F dyee 4 2
JQee & 71ge Adrt Ax AP 20%E @A donz figEEt 1
Az F549 #AZ FAFHA Feoh. B2 g7 $EE s PG
gxole Oed FTHELEZ ol BAEZAY ANE FAEY. HEE £
pibE 719ES We T AEL HAO) famsts A B oy} AL 7
& £ae AASn Y4sts HEEEEL AEdd. a3 HRERESLS A

F
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NEYEHNASR S8 271 ZHMe gfuuoto] St oip

RE AEFely FF2] A 2 AN &7 GARH BEEY HHe s
AT mWEAM olgY MRt MMk AXL FEUR JEH- TEHuEs)
obd A4 E REER Rkl

ot o] AE Wl FAFEH A2d VPSS WAER BRAY A w
REMEY M F59 Sebel tesle A9 Wee #iEEI AE
Uy F2o) 2HE @FEa Qo) Hewlett-Packard Apple Computers} 2-&

HE 7|HE By ol Silicon Graphics, Pyramid Technology$} #& 9@
deidl VIdERE B MEE ARE AL B #EET TS Bl
sh NARlE dfstn Aok olEd JYEL MR AAe AFostn A
zahed BRSNS dEe AZzuHe] BHENS WELHD Ak oS
HIE Aol M e #a%E miE7 379 FIEE) BREA At 2o dAe] of
Yz B#ifel SR 712 3}51—1@94 ey HEAR TR o] A T B #4#02)
AHZE BREES veer 3tk o5 %M Hh olud AR(kE LY
HA eskAeh, A2 B 549 R BHEE YN A48
dols % HENAY od HF 71x Yo 757 AHo|t} (Saxenian 1991).

£

2 Jui#E IR BPH HRE $6)

1) RE SMEXS) BB nEHEM

A 2047 SRR ERESHA U8 o3 e Fae AL
AU 197434 1985 Ate] £UE L) wF e 22 Zrbelg o, 19854
S FAaNXEL 12709 23] o]F FYE uFo] FTANORE 4% B
S 2w 50%0 2adm, oF 2 ABolMe RAgEFHE 1986d HA x
HAHRF 12%8 AAstydrt. ol g=goe] 21 AAzHn Fuss A3

E

- 977 -




A 80dd FuA e vl= A7) AR, aujAlge] £, LuAe) SAFAE
o) B 5o 9% WHel AHstel UPBFE 197610 WA vhEed 16%01H
282%2 Z7}etATh

du AEHQ ARolN dMkEAM AF NFEAAN Ft 56-60F 7t
AR Qe A4 KEEES ©1F 617% vl Azte] 2aHA e
el NE 71 29 =EQle) 49d J¥E A glew, EEHMEIE T
o) Rl o] 13%o) 2abmd ARl 8%, o AAIAT 3%, 42 Az
J7t 15% £a)e Bk 7o) 6%9] Mgy g3 5% HuELHE
e tstw, 32 AAe) & ulEgdl 2@ vg WAL AT & IF "2
o] 24%0] @A H@, ©1F 2/37k avidAelA Pt (Hammond 1993).

olsl L& MMAENS] WIS BUEY) Siste] 1985d % REWEMES =
QA HAT AEEES SE WEEES Adsto Wasic ME TRl
B A58 B £ JAEE FHE RoR ot dFHoR HEAMN
7 g ME 2 B HTe 2ol desith oY REHEAN SRS
wgto gy ool Az AR viste] wrk HIF AL, Bk F A
Aula #F, 2o #2 dERRle] 7hsshA |t

EEY BEEe HXAES BREhE o (29 208 2Tk

XES) MMEEL WESTY SEABE ko] FEstu o, HH
B0 #molu RS A/ hREe] F4ol Hu glel R AR
S AAAAge] 1YE ALY Qe Ax2g Aderd 542 et @
2ha) 2ES) Mgz BWRH d5AAE B o FokelMe gl 45
He Aol ohuz gl Axge] Aol s A7 dvh AEHEA AT

o ASE ol AAT AWM Z Bopsl AAL zFsE Tsol AR

L
2
-
el
el
=%
(&
=2
i

8 Zasth oA AYT ANxg A 4L e VBEE RAHE O
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BEYEQIE B Z247(9 ZM= gwuroto] @S AR

(29 3] 2o

—  Fiber FAststade] REA (75%)
Producer -10t) 7| o] A1 90% o] A4S He
I &4303
HE ——  Textile Brl ANA
A& Manufacturer - 6,0007] 71
4 = VEER - 120 7ijiel A1) 25% A
———  Apparel DERR PR
Manufacturer - 15,000 71 2.2 o)F 70%7} 509 o] &t
o F94
L e3eia
— Retailer HAEe A3t
J CTR R Bk, GMS, $EA, A
4, AEH
Consumer B A (sophistication) 4] 3}
COEH R W Y, B auRT
e Z

(79 2] XE9) 8t @ RIEEe) EEme
&%l ; Hammond J.H. (1993), p. 187

Fiber — | Textile [—

Apparel || Retail
FASLINC TALC

VICS

]SALFLINC

Supplier
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- FASLNIC : Fabric and Supplies Linkage Council
; AL B BNEEEY ARUANRE FAs L FYAH
- TALC : Textile and Apparel Linkage Council
; SRR RFEMEEES IT LS 53
- VICS : Voluntary Inter-Industry Communications Standard
; 71%9] Bar Coding, EDI, A ZAH o] w7 71 FAHE 2719
F4 923
- SAFLINC : Sundryies and Apparel Finding Linkage
;1570 ZAR@AS 50709) trim A@EEe HAYdEZ AHAPS EDI A
o ngd, 54 s AAzIA %, 4F AAX KA

7] g2

HN
tlo

[2% 3] s - R - BNPEERD FRRHAN
%#} ; Hammond J.H. (1993), p. 209

2) S ML) ERETHA BB

FEEEANE A3 AAE SHM (variety)F7hsh RERQEL S JEE
Fgpol dutstxlm ok wEbA ks (mass market)o] AMEhA A P
Hith (specialty market}o] F7heti floiA aujate A€o} F& wlg FA
A gk AEe 27 qA AYe Zol Frhgthe A EEXZHl S
ozM 71999 dAAME Fib (zero-sum) Wifel Bk =P AL F8
z7te 5353, 849 27 A4 o AFE FHA BED

o)) % KAERS WA TrHX 2e&d BFoer veidoh RAA, 2¥A
9 7lzo mE $MiE Eki SEMES FTes IRETSY 2, EE
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AHEUEIR JP ZA0IY AW fuuroto] FAB AR

BEMS FX87] AP REM HBFHES FTFE kNS 2zlou
(Zakon and Winger 1987). o]e|dt o] haio] st sekpy oz &
Bt (variety)d} EME (efficiency) S FAlo) F33as w8, = wWalsl= &
MR B FE ME7) AF ERHET B ERELY Fo9 LEMS 24
FrdtE s =go] vehtA s

oleh oA ZIMM HKMEES ElolESA Fgai=d HEdd s 2ol A)
EHAEL REBEA 2D EE L RHEMT DEA fHE UESTY b)g
3 OHEY olde ZRTozH HYF ABLAT NS £ U= Ao
A@steh. The LimitedAte] 2§ uls EE Zoeln, FRd JEe A4
Al A A28 7hA L AERE #e UENZE =98 #i Tamt
(supply-arm subsidiary)ql MASTe] ¢|&sl1 ity 3+ Benettono] 7% ¢
7 A= olelele] IS AT, Bui= AAAH HEZE FIh Levi
Strauss¢} Liz Claibornex 973 #e¥= ZHM #Hd@Ee =3 KELTHS
A4dats 9lt} (Hammond 1993).

BenettonAt2] Consumer Drawe] 7jd 2 24|27} :rLUHE}—‘r: Ant gakates
Aoz AA Bl Aol o S48 go, =5 Zﬂ?x‘-"ﬂ’ﬂﬂ S FEk
e, AR A& FEXE A2 (order turnaround)S 2o #Th olo] ol
Al B Buyer Pullz Aol B 4 did FEAU Held 77190
4288 AEE UF o)A wFEge] 942e FA 3o, ofFg Buyer7}
AvAte) Az g & d3sHBaE JAPHe] U AN g aso] A A8
AL Bt ThFdel e HER, ATE HBIRER olo|A o)ye @A
B At HIHERE 2L P

°]21% Buyer Pullol 4 Consumer Drawz o] #1312 <] Benettonil: 3
A ARA2R dg FA42 slo] 2449 W YRE Esm, o
T ddE Fae] QA AY wgagE F9d, 54 A=

il
e
ol

Mo
o
K
=
ot
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=g 3o nER A3 - FAE, I9F F/, 2, AP AL
AL A9 FYo= 7HedA 3 3

o]$} & Benetton A 2glel AFE AA, EEHHAA EXAN WR7HA
wx 2657 298w, B4 EHEELE: JAANE B¢ 2AE BEFVIE

& glon, AA Al F3ucE A4 g A& B3 hot F5UE A

Fo] 7hzdte, vld AujAe A% eqdda rizE, i
& ojgate WA Alolze} Mad i FZHoz MEE CAde ¥
2 9lo], tAQlelA] AlAte] olZE AZHE ©E3 AEFTTB/E “hot” =
el M2 A% & vl (Zakon and Winger 1987).

o]8} 72 Benettono] BIIREEES MRS BECECRE ZAd [™ 4]
¢t [2¥ 5]9 2tk

o
o
0
>
G
S

o2

big

1_\m . ,‘
B ,, ‘
New Bamers ;
_ New Profitable Growt J
iyl
{29 4] Benetton®] Consumer Pull TFA A (2" 5] Consumer Pull ©gf2] 3

%%} ; Zakon and Winger (1987), p.22-23
39 Levi Strauss™ M %%, AMREEE BEEE 3 HXES
se gAY uES A LevilinkE T&8o] 443 AG i, £&F
A g 2L SAANE 7HeEA stm glen, dobrt ol BMEREXEN

e

>




HHHEHIE B

Bt 4219 AN gfwytoto] A AP

doz A HT glo}.
LeviLinke] 74 84+

9e3 2o,

< 3% 3 > LeviLink®] HRE%

THRE

15

@ Sell through Analysis and

Reporting Systems
(STAR)

STARE 7]%%¢) POS ARE EA3ld Folg,
ROI 31 B#HAE, A9 ¢9 5& JHE AT
gt

(2 Retailer Electronic Data

Interchange Packages

N8 PColA AEFHER HAE FAFE Av)
BE ADEA - AFEH Y BoAAdHo g =
5 £33 Axngd 2 AN E 2qE0

@ Electronic Invoicing

AZRE, 95 2 BAYRE TFPEE Levio] &
Fe B70) Levit) REAEE wipe &7 Ao
Mol Aol AFANEE Zolm HePn2
s A 7T,

@  Electonic Packing Stip/

Bar-Code Carton Tags

Zt B84 e 7&d JAA 2 2y o
Al E30] Levio] £54EE Wy 3}

o AEdd. 2zt FEAAREE Ao
ERY o Jge dAdez A8 & e &
B 7 2olTh

® Model Stock Management

el 2AUY BEZES olf3le Y5
POSH A3 A8 AvfH o) Levi #ofjrhallo] |
HEso]l @ BofFA 9} SUAE Z2roo)
Vi, FEFE AP

® Electronic Purchase Orders

LeviLinke] A A Fujse oz <ldle] Aujge Al
E3A FEE ¥ F don, gty FEYHA
ko] FolErh

@ Vendor Marking

Leviv= 742}e] EEo] 2, M4 @ X488 &
U F e FdE Bg.  Levig E}‘Qf’ﬂ—t—
Levio) A EWE, UPC = 2 NRMAS UVM =
E 3ol &4 7IEHe oA sFez AE
$AT 4 ok




3. HHA MEEES A
1) IAR B{FHE (Proprietary Relationship Structure)

HN BESEAAE A" 29 e 2EM7 BhAW WS e
frc}. Merrill Lynchi= Banc One of Columbus$} 9] fEHERE = 19799 dF2
dAA (CMA)S TEo BaM HME FHAC oF AFde vz
Zgo] Usgtoy} CMAAYAIA Y FEH X8 AL A8t Sl oif M
Zabo] LS g 2AF 79SS first-mover advantage® ¥ & 3

=0 W EAERY] HBR HES £F KB 2R R 148 =2
BRES O DA AT ERE #HNE 712 + 3o (Bakoes 1991b).

z7]9] Sabre A A®xE ol 3 BAH Madolirh @AM dA A
298 99 dgASo] HuAE AT FFAY FFAL T AL
RE =S FEAATT. o gPA Axdo e BE R FFd H
2% 4 YA Bel wal, ¥ FA 98 e BFH miHel FEHUGD

ASAPo| Hd 3 HirE 2 Baxter o #HEl US5E ¢ 4 A Baxter
=L 7HAS WRoEH Aage] FEeE oo B2 FEE sHAstE St
meba dAAH Ao 2R o) HRRE, A=Y 5 BR EE SHREA
& Zo|7] 9% WWMHAMY o) & Ex HBEEL AT Ao B
g4 52 olHg A AFE Bsts Wdel @ I3 McKesson's
Economist A]2~ €2 o] £33l WHMEHHSS HMgRACl =4 ¥ A=¥ I
=x7b 97l W&o McKessono] Wid =33 o]dg AEd}A wed
(Clemons and Rows 1992).

BEAH Aa9 EEEC) A2 BEH BES S T2 ded
A2" FfAE 3o AN2¥ fEMe] HES 553 JHAS e AR AN
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HEYEAR B8t Z42(9 HMS Ywuiotg] st Hp

[>

g ATFL2A ol8A7t e AxY 2ARqAZ BRSE V&L =
Holth AAW R (offero] B MEH EE) Tom Ees

FEEEMC) FAEC dal o 2dsln afed S5E SMRBES Eold
oW dAH Nadg 2E g, S5 Asg AEdY oE U EmRE
ol ZolEuw Alad EEK] Y AAEY FAS TAALAG. gheia
theel mA] oY FAM A2 $dAs BERAS TRell, Asgsy

4 FAE FEFSEA Alzg oo ¥e RESL AAY 4 9t} (Bakos

o
rlr

2) ey BfRE (Open Relationship Structure)

American Airline®] 7 FEd kAl A~5) (CRS)} Sabre A|Aule AHER R E
N2Re 344 Age] WG 4 4RVATF2 U Sabre= Ay 30 ol
4978 AAHA As st (Hopper 1990).

A A2d m7lele ERERS A3 Ao 60ddelis o) EH
Aot Alzte] Aol whe} 75 ol A vheks) )

TR EAL 70d Fuboli: FEREgEH] A2w o)Ae e @y
Sabre= American Airline®] 2 oj# 7)%5& BA}E 24FH Aadlo] 5
ATt

AR DA 7Tede] o FPte] wRrE HAsm HrpHow
Tdolt AEFIQIA AR HRSA 2E2oE o] Al2de T3 oaale)
o ofd 52 80%o|do] MaExm Ut} o] A]7]9] Sabre:x American Airline 9]
BAH) N2dolglth. meEbq o Alxwle) o3 BEM S FE F AR
o

0
Y
o,

2t 259 Sabrer Clold BAH RASH obd W olue), gZEyg &
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Fore] AlARE ofut). o] 4 Sabre:= RITHHGERET JTEBE dB A=
g el i o7l Soltt. webA] American Airline’ Sabree] t©f& A
AAAEH} F2ol o] & 858 AEHE EE American Airlineo] A] 7ol A
SabreZ ¥ &] A& #HNt ¥E (halo effect)= 3121}, American Airline2] Sabre
2RES 0|52 Sabre zAH|7F HojEol: FYojrt. fRiTELE 7HE FH 9s)
T a7 YE A" olg AFTHFA REe CRSE A4 oj&¥ "avt
olth 9hef Sabrer} WFEAY R 23W 2 A AL o] &slw ok whel o
H Al AR whERAgR] Febd o Ats 309 el thE Al2gew uiE S
ot Farder g A2g AA FEe AL AL GE Ao
g+ gle A2"dE FEske AL g% o

1710] vtz BAfKEY BRfREBES] H¥tEeolct oleid A2 FFEMMF Fol
T REE AV HHREWS LR Fkd 71Ut olg go%sd o
7} 2t} (Clemons and Rows 1992). -
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H

ko

o
i)
o

.

b

¢

D %8¢ W4 (modularity) ¥ #% T4l
;A& OARld Alage] mate SYHAY S5 7Y 8459 AS
& GoldtA st A=dE MEE A HEATE &S ZaAh
@ 74388 fZ# (Open standards)
GEA S WS BolstAl &L sunk costt EHBRBES FAAZICH
(o) EDL wlol 22T ES e Ajd3e) BF 5

@ #ik 2 WMF (conversion and translation)
; HREGS TR HERRS HEste v &s dErh

(o) vlo)aR TS Adoj} =22 AEL O E AFH F87Hs
@ EBRL HEER
; fEEbEel 2Edsrs A dAdd Austd KM =svde
2 dETE u&ol Befle HAEERWC 43S ved. ooy dd
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HEYEYIE B3t 54719 ZM= o] st o3

Negel Folt £R4E oo

McKesson® Economost #iEAlAwlo]M BE#E /\EHHSS Economosts)
ol&ll FHEE A%, Economoste] FojglE AL ofucth Fa ARAS r%
o2 §5 AxUL AT, nAe dpugel RREL $LEY) g

oltt. FEMAMEES B BWAH 2o st HEEEL/ JEEE g
FHolde vEle o A4S AGAdEe AAgch McKesson? Economost
g T3t FE] 99%E Hrotd UHY AL B9 WE QA4 e 3
A AderdAR,  FAARE dAwkE sd4qe dAE Zrlelr @k

(Clemons and Rows 1992).

A 2e EEES] frel wel BRG] MM ERE
< &4 > Zrh
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d3d g

< R 4> BREE MEE Aol 4

AR BRI PR [ GRl 2
LeviLink Sabre
Benetton2] Consumer Draw McKesson®] Economost
Merryll Lynch®] CMA American Gem Market System
Baxtor2] ASAP Telcot (7] =9 HFAS)

V. H/hi3Ee] BFN HRE AT BBEHAE

1 -2vteh diemE e BLilt PR

TRVl MRS %t foivie BERES 2QA 4L st &
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WL U Y9 REH o} gd AFFe RADEOE BMMERY B
gHe vs dHm U Aotk t%r] #MEXE ARstn Y= A
LES TEAE 2 QAT deelrle] 7HE3R ojAe HMERS X
M| AAE Ydehda Aok AdRadde B$e Azd GNPF 11% =
g AL ged, nfERRINE BA Axde 2%E AALHF HF
A Ageltt. @S AS AfFAdd HFS 18%E AAT o) ¥4
ol A e} A2y de Al

wmE ('91)
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1% x| R}
xH ('89) J1Et 14%
44%
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HYUEHIE BPF X479 AM= Yot st o3

T MMEES PBELC ohig Ml BAL ¥ Y £ g g
AU, ARTMA A ez M) BHE i B8 Rgsel A

oA AfaARTHE WM B ADoln), BALNWE EZ %A
AHMCBEEE F2 HED A =HE Aol olde oA AU s
242 s HEENT Egolt dely MAHoE oldy, HA B %
T ANRH AT A BB FTT A8 sy 9= RESEHO
© ¥o EgolTh

=

< E OS> EXRF SEERE L AAENE HE

T =N E ARG E
AR 38.5 100 103.0 100
HEYRE 19.3 50 55.9 54
w2 26.6 69 60.1 58
o F 7.0 18 30.0 29
A=} 24.6 64 63.3 61
2= 2} 31.1 81 142.3 128
ZeajAE] A2 35.7 93 92,2 90
A 8.3 22 30.3 29
v, Al 21.1 55 83.2 81
HE

FR WEREESAT, MBS
’E :1791d A A E
2. BEEMRE = (FILAA - AA7AA) / S99
3 AAZME = A2 / £44¢

iy

2) BHY 34%, MR 25%, (LY 23%, K& 25%




S e - ASERS TR BAL AN HEEdel 2x, A%
A2 A @A} Astte Aolth WA Aas avel And e <

s 7z 4L BA7 gFdch YvHoR gudEd A KEIRETHA
o FFEEMS 56-665 7 danl, oo mE FHARde] AN FALRLE

Ae T BAMES U ot B EERMes ¥ RAENEIS
& o) Bz ool W 13%o] 2atn Aok '

£3 Hpl vZo] B KM BNEEe AF Axns yHoR A
Brese Ane RFHoz A AFUEe Ade WEH HEe M 2
gole] g1 9= Adolty. seviete KFEEFA WEBEES HAstd o
&9 (2] 717 2o

RN 943 - 9952
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(30-40%) 80% &9)
anzs | ™ g 40% = W reke] 10%
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(29 7] REEERS REHE

i 2 KMEER oY TEHA AL O o A Wy A
Gz @A auzhe] AelA wFEE Zold, AT AMEIY EXERS

value chainol A &% £33 value chaino] EolA 7] wW&Eelth. EEe
AL olgld F2H EAE #As7] #stod 2o R REREHEANAHY &
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F-ejvtet MME¥e] 723 devalue chaing TA|&Y th&a o)k
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YHAG ML

F 7 saze
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HE 9 A9 EPErT
T * 4 47} el W
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S A aE GEEXS fvel uhel BUMREEE EEN MREES B
MEHEE 723 sh7b ok oW BfREEES SAo AYSstE I 4g9
T Mt detd ¢ Adod BEEES] A9 fuhDh¥e) HEe e B,
EF 4 VIgviviel HFES HE7] AT BKA MEEE 5428 s
Ael v Hgstelet o4du. o]E A Silicon Valleyd) Apalolr] 2 uhg}
2ol RN duhiF B PALED S3EHEN BENY AL
TASE Aol FA Alage] WRNES Fole WEkol € Ao}

8 Provan (1983)2 fH#RM E¥ JESIZE 18# (coalition), HHFE
(federation) 2 NEFAHEE (owned organization)d] A|7}=] Hefj= T E 511, B
o] HE MITEIIM (federation management organization: FMO)2] A1 4
utel thA] BERAY BRI (participatory federation), JHIIHY IS (independent
federation), TAEH) M (mandated federation)o 2 B Faldtt. BEE BT
M Y e 7HdA7E TEARJ] AE8S FAE Y, Iy MR A B
BRI sdd ol FAEHA G " 27 AAEA 7lsEA "ok
REH BN = 2222 o oA BETEMAM /1Y) FA=HY, =
& 7HlEA daez M dE Szt gesR Ale &4 "

Provane} WEH AL ZF= KiASAAS BHEHd A o g
3] HEEECIAY Hete] AlAlsle vyl Ada @ 5 Utk #ieEge) A
value chaine] &o}A glof o] & ##A7IE Aol WP b HEYLS 44
=9l g uh7h lvk. v EEES 8ol giF EA) glolM AA mumExe
Aeg vt 7)ge] SAEA Evhd MM FHE g 5 e 92 Al
oh % B Heo oME 3 Uz HR MRS LR Aoz
st F4H7 Jewoy FAdol ddin el BMMEEEMSC YL
HET RiKol A HE22 Ho0) g ALERT £487 2 sMsAel 4
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##¥t ; Provan, KG. (1983), p- 83
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d e dEe WEh Ekete FAle A M wmphe BRE I
gD o]% BRT & YE KBS Frshe o FAUGE F st
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2 hihpk AN AREETCZE AP oL & g Aol ot ek A
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