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Identifying Sustainable Strategies in Korean m-commerce Industry
with SWOT-AHP Analysis : Focused on Twenties

Jin-Min Kim" - Sung-Yong Choi”

Abstract

Purpose: We study sustainable strategies in the advent of the expanding m—-commerce industry. We
also aim to draw customer—oriented strategies by jointly using SWOT and AHP methods.

Composition/Logic: This paper consists of five sections. First, Section 1 provides the study’s
objective and an overview. Section 2 illustrates previous related studies in the literature. Section 3
describes our research models and methodology. Section 4 explains our primary results. Finally,
Section 5 discusses concluding remarks, including further direction and the study’s limitations.

Findings: The results demonstrate the following. First, customers want services tailor-made for them.
Second, customers more actively participate in the production—-delivery process by directly asking for
their demands. Finally, it was found that new mobile channels do not replace old, traditional channels,
but rather, coexist with them.

Originality/Value: We derive customer-oriented strategies for the m-commerce industry using
SWOT-AHP methods. These can highlight each side’s strengths and compensate for their
weaknesses by jointly using qualitative (SWOT) and quantitative (AHP) methods.
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