Revised balanced scorecard for evaluating the Internet shopping mall
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Digital Representation

- Consumer has increased
anonymity in certain transactions

- Processes such as receiving
orders can be automated

- Virtual storefronts can be used
- Lack of human contact

- Consumer has greater control
over the divulgence of personal

information
Vlrtua\
Market .
Reach > Richness
- Few geographical - Possibility of reducing
boundaries asymmetry of information
. L. between companies,
- Few time-zone restrictions consumers and other partics
- Economic agents tightly - One-to-one relationships
connected throu built between company and
electronic networks consumer
- Customisability of products
- Increased transaction speed
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. . . Supply chain process
Financial perspective perspective
Mission: Mission:

Enhance a positive Improve business
financial benefit opportunities by
building an Supply

Chain (e-partnering)
strategy

Improve customer
satisfaction and

loyalty

Objective: Objective:
-Control EVA -Expand to new
-Establish and customers, channels
maintain a positive and markets
EVA by management | -Create new business
activities. model
Measure: Measure:
-EVA / employee ($) | -Number of e-partner
-Percentage #)
over/under overall -Number of new
budget (%) customers channels,
markets due to SC (#)
-Number of creating
new business model
2]
Customer Information
perspective technology
perspective
Mission: Mission:

Give a trust and
reality to customer

Objective:
-Understand customer
needs

-Improve customer

Objective:
-Emphasize website
security

-Improve website

service & support reality

-Customizing product | -Improve CRM

& service technology
-Appropriate response | -Improving operation
to customer request to use technology
Measure: Measure:

-Customer -Rate of server
acquisitions (#) downed (%)
-Number of customer | -Frequency of H/W,
) S/W upgrade (#)
-Time spent at website | -Investment scale for
# buying a technology
-Visit per day (#) that support security
-Customer lifetime /reality/ CRM/

value ($) operation ($)
-Customer -Rate of technology’s
profitability (%) utilization (%)
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