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Online Value-Added Chain

Content Creation (cc)

Main value-added activities:

* Original content creation

* Writing, composing,
scripting, directing, etc.

Output (examples):
QText/audio/picture/video
material, multimedia assets

Content

Content Packaging (cp)
* Digitization of content

« Editing, layout design

* Customization

» Content-based software
development

QCable TV channels (MTV),
video/PC games (Sega), online
service channels (Finance on
AOL), Web sites (Www.wsj.com)

Market Making (mm)

* Program development, full
service delivery, catalogs,
competing content

* Original programming
 Customer access mgmt.

* 24/7 customer care: help desk,
directory services, anytime
anywhere availability .

QOnline services (AOLY; portal
sites (home.netsca$e~:com, It

Y

“portal” in 1995; Yahoo!) .
Electronic

Market,

Transport (1¢)

Main value-added activities:
+ “Byte transportation”

* Transmission (narrowband
versus broadband; wire line
versus wireless)

» Switching, routing (1:n versus
n:n)

Output (examples):
OVoice communications, data
transport and distribution

Delivery Infrastructure

Delivery Support (ds)

 “Byte logistics”

* Internet access, virtual private
networks

* Server platform management and
operations

* Transaction support: billing,
online payments, electronic
money/cash

QLocal access points, guaranteed
bandwidth, authorization,
financial settlement

Customer

Interface, Systé_ms (is)

+ User equipment intggration:
hardware, software, and
connectivity

* User interface design, navigation

» Authoring tools for multimedia

» Application development:
browsing, searching, etc.

* Middleware development

OMicrosoft's Windows OS and
%raphlcal user interface,
etscape Navigator browser,
Nokia’s cellular handsets and
Symbian OS

Source: Adapted from Schlueter, C., and M. J. Shaw. 1997. A Strategic Framework for Developing Electronic Commerce. IEEE Internet

Computing, 1(6): 20-28 (22).
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