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Digitalized Korea
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Innovator  Early Adopter Early Majority Late Majority Laggards

2.5% 13.5% 34.0% 34.0% 16.0%

Early Adopter Early Majority
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(Creative Openness)

(Creative Sharing)

(Creative Participation)
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= INnfluential Creator
= Digital Mania

» Harmonizing Spiderman

» Variety Seeker
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Harmonizing
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(EX: www.Korea.internet.com)
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(Age of Creative Cooperation)




Michael Porter 5 Forces

Potential Entrants

Supplier Pewer Industry: Rivalry, Buyers Power

Threat off Substitutes




Traditional Minority.

Cooperative Rivalry. Internal Custemer: Creative Consumer

Supplements




1. Internal Customer

Market Sensing Market Relating Acting on Market
( ) ( ) ( )




1. Internal Customer ¢

COOK (Creative Optimizer by Online Knowledge)
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2. Traditional Minority
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3. Cooperative Rivalry

Competitor Cooperating Partner

= |BM, AMD, HP,




4. Supplements
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5. Creative Consumers
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(Age of Corporate Integrity)




Corporate Reputation
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“It Is no longer sufficient to compete on
quality, price or product innovation alone.”

Kash Rangan
Harvard University

“The brand Is what you buy.
The corporate reputation Is what you believe in and trust.
It s not an either/or. You need both.”

Joseph Plummer
American Research Foundation

“In today s world... competition for reputation becomes
a significant driving force, propelling our economy forward.”

Allan Greenspan
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In the Age of
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In the Age of
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Demographic
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Price Promotion

- Mass Advertisement




Passion for IDEAS




