109

2
1 (Commerce threshold)
2 (Hypergrowth)
: 10% ,
20% 90%
2000
: 2003 , 2005
< 36> 2
&
a0% ~
Al H
5w
A7
£7|ch
oA
0%/ “SSTEHA

>
[y



110

< 37>

‘*
A*CE

WE 3

1986 1988 2000 20001 2002

Fan Y e C O DHEpH
3 5
( ) ( )
1.
(Company

(John Hancock)

2003 2004 2005




111

81)

82)

: B2B ( -

81)

82) , , , | , ,



38>




113

(Generalife Insurance Company)
83)

GenAmerica

&)

83) , : ,
84)



114

B2C

85)
AnnuityNet,
. AnnuityN et

(Non-gandard Auto Insurance)

MM, CM )

85) 1998 9
(Lincoln National Life Insurance Company) eAnnuity
, 1999 AnnuityNet.com
(http:/ / www .annuitynet.com)
. 1999



115

86)

(Aggreagtor) ( )

(Aggregator) ( : )

86)



116

(InsWeb)
115
49



117

B2C, C2B,

(B2C),
« ) (B2B)
(C2B)87)
B2C

87)
Pull



118

< 39>

1 : (B2C), (B2B)
2 : (C2B)
3 . B2C
(B2C)
(B2B)

83)




119

(C2B)

B2C . B2C
: B2C ( )
(Persona Life Customization)

(main care)
C ) , ()
/
(Life Style)
(Market
Share) (Life Style Share)

88)



120

< 40>

A

g
AR

e-Business CEO
, 89
89) 2
(Hannoversche Leben) ( 14%,
3.8%), ( 1.3% 5.3%),
(15% 4.9%)

. Mike Kwan, E-business and life insurance
Seminar, 2000.8.22, p.10.

Munich Re Market



121

< 41>

Off-line
- _—
(Low
Cost) ,
90)

76%

55%

1 (TM )
)

M cKinsey/ Yankelovich
90) (Swiss Re UK) 1995 6
91)

, 1998.3, p.97.



122

43%

< 42>
100%
11 90%
g 80% |
J -
i 70%
T 60% |
::i-r; 50% F
T
=4 40%
T 0% +
il 20% |
0 jom t
0% : |

0% 5% 10% 18% 20%

ZHE : Mekinsey) Yankelovich Fariners consumar survey, 1988

25% 25014
ZEE &

20%



DB

123

(segmentation)



124

(Dynamic Pricing)

( ) ( ) 92)

< 43>
() |le——mm» « )
1 1
A
A / A
() | R ()
(™M 15 )

(attractively packaged)

(mass appeal)

92) www .priceline.com
J. Hancock



43>

125

( )
50 "
“ 1000 i
7 10
?




126

) (commitment) ,

99)

< 44>

U

(idle money)

(CEO information, 2000.5.17)

93) ,



cost)

r

(outsourcing cost)

"

127

(insourcing



128

M &A



BM

%)

94) 1998

Priceline.com

(Company Site)

M/ S)

129



130

(Value Chain)
SCM (Supply Chain Management), CRM (Customer Relation Management)



21

(CM)

(TM),

(critical mass)

131



132

2)
(Allstate)
1999 11 2
™ 10
™ 5
20% 25%
, Allstate
(non-agent workforce) , 6,500
(employee agent) (exclusive agent)
10%
™

2% 35%



133

( : Amazon.com)
95) .96)

30% State Farm

97 State Farm

State Farm
( ) (
) H
State Farm
( )

95) (Charles Schwab)

build-to-order approach

96) Conning & Company, p.15.
97) http:/ / www conning.com(Insurance on the Internet: under construction,
May, 2000, the Conning Commentary)



134

T™- CM

™ - CM

3) : (MCM)

98)

99)

98) 4
80/ 20 rule .
99) http/ / www .conning.com/ researchnew/ ConningCommentary (Insurance on the
Internet: under construction, May, 2000, the Conning Commentary)



, CM- T™M

100)

100)
, 2000.12

135



136

(MCM : Multi-Channel Management)
. MCM

(cross-selling), (up-selling)

CM- T™
, MCM



137

Pricng

44>

13

14

©B)

CEO



138

45>

10
13

10
12
1

@

Host

- DB

Password

, 1D

)



(negative-sum game)

139



140

101)
(user-friendly)

101)

, limit



141

(TM,
DM ) Progressive 110%
2

(poor underwriting risks)

, (cannibalization risk)

(first
mover advantage)



142

< 45>
1R =
i | Bwsb T
me T e R
e | @7 =0 sEsol
i - DHF=a M~ s
m L
m 3
m L
m L
F -
(129 i
A ol ef
5)
e

"



143

e_
(A
20%),
B )
c ) 102)
C A
y €
()
e A C
< 46>
( )
(Value) B
102) , 20%

80% . 20:80



144

) e-

(Customization)

(Commoditization)

103)

(share)

104)

103) T. Mukhopadhyay

) (Buyer's Transaction
Cost), , (Buyer Control Transaction),
, (Commoditization),
, (Buyer Dictates Price)
. T. Mukhopadhyay, "Firms in the Digital Economy-Web
Value Creation and Realization”, The 10th KISDI Internationa Corference,
N ov.16,2000



30 n-

104)
, AOL Bank Center

Microsoft, IBM, AT&T
5

145



	Ⅴ.보험사의 사이버보험 전환 및 향후 과제
	1.사이버보험시장 진출모델
	가 .기존사내 웹사이트 방식 (Company 웹사이트 형)
	나 .독립된 사업자 형태(자회사 형)
	다 .사이버 전문보험사 형태
	라 .공동의 보험몰(Aggreagtor) 형태(사이버보험 중개형)

	2 .사이버보험 전환전략
	가 .경쟁우위 비용구조 확보
	나 .고객지향적 전략
	다 .오프라인 핵심역량의 활용
	라 .조직의 효율화 - 제휴 및 아웃소싱 활용
	마 .자사에 적합한 비즈니스 모델 창출
	바 .기타

	3 .사이버보험의 향후과제
	가 .채널간 갈등 극복
	나 .사이버보험의 장애요인
	다 .향후 과제



