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An empirical study on the factors affecting the

participation of B2B e-marketplace:
from a perspective of buyers and sellers.

Sang Soo Kim, Young Koo Kang

Abstract

The purpose of this study is to empirically investigate the critical
success factors affecting the participation of B2B e-marketplace from
a perspective of buyers and sellers. The research model presented in
this study suggests that the success of B2B e—marketplace depends
on the degree of participation of buyers and sellers. It is
hypothesized that the participation of buyers and sellers is related
with several contextual factors. The contextual factors included: (a)
industry and market factor; (b) internal environment factor; (c)
product factor; (d) inter-organizational factor; and (e) B2B
e-marketplace system and strategy factor. An analysis of data from
31 buyer firms and 31 seller firms reveals that those five factors
have a significant effect on the participation and success of B2B
e-marketplace. The implications of the study are discussed and
further research directions are proposed.

+ £ 97E BK21AKY ] 2§ Lolx F4HAS
o Sista qAEEA/A % Wt w

~
2
#xx Internet & Dream Co., Ltd. A3 &



180 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

1. ME
1.1 A9 H&

HZ e e Hdn @A g9
TFojztel FFAE] AUl AR
ARE s, JHAAE 75T + Y
+ B2B e-marketplace’} W& &5 2 A3
3tar vl B2B e-marketplace® A XA
Aol FAste Fuiziel FIFAR ZFNA
2Y BEEE Y F e 713E AT
THE o)F wio) e-vlzy2d YR
Hgor RZx 3 gl

B2B e-marketplace® S&#A AlE7 A
TFolskA =HE Ful vde AEE
tHez AF Tl sbe, Fol B 9&
o Az, Tl A2 RHA Fd, ¥
o A8 £&4 Fd, FF AF L A
A 88 7hE, FEA ZE 689 7
T T FA T UG oj¥e de
4 Aot whdel B2B e-marketplace® %
A AMEFH Au2E FAujste FF 714

oo B8l A A Freo §o)i,

¥

LIty

¢l B2B e-marketplace’t &5 1 gt}
a3y fREE e B2B e-marketplace® =
el AdsaE ¢E gASHDL QA 2
31 AL w2 dFFE H3 AUtk BB
e-marketplace7t #8435z R3e de
BE& 8AE0°] AAIT, B2B e-marketplace

9 md R, 7o gIxge AF
AQ Tl AF BY 15, A" FHA

2272, AdsEs AF 2L Muxg

SEUe] Wd 48 3
2]lE°] B2B

o £ A
3 9y 2
e-marketplace&]
ozt & # Urth

2 AP M= B2B e-marketplaced &
43+ B2B e-marketplace®| ZFrojziel F#
7143 FF 71de] #AY o Rl weky
A FFE TE Aolghw AT Fu
stk okl ol 7 FF 7199
Uzt 43 a9 HEgd 4L Egz
B2B e-marketplace®l €9 WL 3|
A FRAEH B2B e-marketplace7t &4
32 7tsAde] 8 Aotk a8y B2B
e-marketplace®] T2l TFojzte} FF Ao
Hze 438de AAdez Bdstes 4
TE A2 ¥Holt, wetA B2B e-market
place®| #A43st WS FHEr M=

B2B e-marketplace®] 174¢l Fuja}e}
TR EFHAAMe HAFAS BEMY g

7t A

¥ AdF9 54 B2B e-marketplace?)
A FAARN Fuj A1 FF 1Y E=2
B2B e-marketplaced] A3 8.9l % B M3l
B2B e-marketplace&
A3t Aol A 2’*041}01 —?UH 7]<§
4 FF 7199 =7 B2B e-market
place®] A F898 R
e-marketplace2] ¥4 3} worg
B2 AAEE 2 5 e Re
A A, B2B e-marketplace®] &4 7]4E
B2B e-marketplace®} 1 A}Ql uf 7|
7 71dY JY2E A4 = 97
o B2B e-marketplace 2438 4 9l
A AFE FHE + UAS Aol o
4 B2B e-marketplace %9 714 &

T

|
P

e e £ =2 ro

oft v



A9A M43 An empirical study on the factors affecting the participation of B2B e-marketplace 181

T ZIdS FE V19 FAdE 2347

2, ARG FHAY S s WAL
A% 5 A7) G £YHS Fuy 5
e eluh

o°.
=8, 7 714 FF 71de] Zldstx
A+ B2B e-marketplace®] A¥ 29 %
obdozd Fu 7Idz FF VIS #4A
B2B e-marketplaces E#d4 AIEZEHES
=Y £ AdE WUe 28T £ 8 Ao

M T RE
. ol &

A el e Pl ZEA
2o ZEAHE Eolm, FE7IYS uAH
Hoko] 5848 =9 4 7] dEd 7114
o AR AndE AA 74 £ UL
Aojtt, HEF B2B e-marketplace® E 3
Aol A 2 BE3 iiﬂrf‘; EdE 7]04

W e-mlzuss

il

O

2. B2B e—marketplaceQ O]
=% Hl4

B2B e-marketplace®] E}@A % AF T
Zo #F AFE AYui L o2 FAR
(intermediary) S o] #3 dFto 7|9+ g
3 th Williamson(1985)2 &3¢} +
w27t U g AKRE Ax; Y1
Fe EE BRI gAY ds A
ujgo] L AlELA] grojol A AA A
AXE Adulgo] ERdtn g A
M &2 7194z AdelA JALE A o
T AsE FEAdd AR g4 713 =4
Y 59 73F9 gFol EA5) GE
A AN E o #AED ERLS HA
371 98 2 Adu|gol E97HA4 Fgt
3 A e FHie A WLe B
ZAatn], AHE Fds}e FAzte dF5S

—

>

ZA37] Yk e F(governance
structure)7t EA3HA "ok st ol
Malone, Yates and Benjamin(1987)2 A
Bo)&9 857 wole wayq FAg
T8 AAHoE ZASA Ha, 2% 6§
2 Ha ZAase Al Aol o Z&A x
A HAUEES 254 Adn o =3
A #AA WE e S+ (asset
AE  AdEe 534
(complexity of product description)ol] uhz}
23 qAUESE AdgstA =Hed oladl
T 79 EAo] BE %8 78‘-?-01]% H A

specificity ) o}

AR A E "‘:13"394 =
Al I AYES &43)
I STk FR71EY 3
2 Ate] ExAA T AF
o] yrolx] A 5101 dA e
ol U o s

Malone, Yates and Benjamin(1989)¢] <
TFAME BRAE Ziw doier Faist 7]
dell mRE dFe BHAed @9 =
¥ A (single source channel)oll Al A 2}A]
oz daEY, AF 54 wel EFEg
7b & Ho e AFE AAAF FE4
Adstn, AMEY FEA o 5‘0} v i 7}h o
HAY i B3 AFL 2
&AW G S %017‘:— %-"4 A7)
o 2¥e 28 F Adn FFsA
Bakos(1991)9] dAFolA& &3 HHA
2<& A RYA(information link)9+ A
% (electronic market) 5 % 7}
2 TRz, ARz § A4 2
ya a

Ll)

PAt 248 ES Soled 24 S

g A ZIdH LA %—‘2}54‘11



182 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

cED

of scales),

FEAME F529 7 A(economies
Azl 9 (first
advantage), %) 4] & (switching cost)e] %
83 AE I ARAFY] KA
H 9o} 7 Al (economies of scope), 3¢
9] %] 44 (sustainability of competitive
advantage),  F /R3¢ & (power  of
intermediaries)°] T8 &L A ot
3z F3F4o.

Choudhury(1998)8] QA=
HARAAHIOS)AE 2 7199 AN
E4(F8
A& HE A (market variability), £+ &
BA 2o A F QA (strategic signifi
cance of the I0S), &< Z7|(size of
bargaining power)el wet AAH & §
HHoz HAdste sMEstA x4y
o g AL ARAAH] A §¥ &
A2 7l (electronic brokerage)et A3
% % (electronic integration)?] 9L 7|F
o2 ZAZ FBAAH(0S) FEL oA
F ZA 7 Al 2"(multilateral 10Ss), A3}
A %537 (electronic dyads), A4 =3
(electronic monopolies) .2 F&E3t %t}

Sarker et al.(1997)3} Bakos(1997)<
742} (intermediary)7F &8 29} Foi&
@ 3l(aggregation)dt] RO AHAZT LA
S A HEFH MU2E JFAPL
24 Fojzte] dge F& Wi g4 A
I vl gs H2AA AR 2EE4E FU
Al71E olde]l vtz FFAT. FAA
(intermediary)9] 9L A3 AF AR
£ 3 E4dA4 Adgs aH4F2E A
3= 71F, AEY T4y FRE Jds
MY HHo FFAE A £ A &F
= A4 7%, gRa, Ao 2 930,
q4, 4%, % 79 € TF @9, Fx

R A FF AF, 2 28 AFFY Z2

mover

%27

B 844 (demand uncertainty),

of¥

fical

HAo FTEAe FoiaE HdHE £ A
71%, #d B A 3x9 YL F
AHE F4 7%, IT QzZg2ed e
F 7%, FulAe) FEAY 279 FES
ZAeE 7l T2 UFo & £ 9

T3 B2B e-marketplace?] A& 29 %
gdstel @ B AF7 HZo WYy

2 e @

? M
3o
=
%
@]
=
o
<&
)
=
Q
Q
[aN
w
=
o)
e}
L
¢
W
DN
e

-marketplace®] 9@ 43 2208 HE

s, AT A, AdAE F9EA, FHA
7bd ARYE 75, AgH gEY
714 71 5 7 A2 AA A

~

N
d
oXx, i

7@;&20}‘,&&
N
N
on ~

oK

Follit(2000) e-vl=yxe] 34 A
scloz Hod, "™ AAT 7|d £§,
AY, FE3 alrE Ao 57E A
Alsta glen o]E& B2BWHS e Aol
B2 RohE e 2U2 At ZA A 4§35
1z & Ao Atttk o] FojA A
o) e-¥]2U2E £ Yrtr] A8 F
gk 2oyt oS Axste Ay, n
Hol& e-vlZY2x £ AT P 3
% dAe] dads vt AHF 7
3@ e-B2YU2TL Moz £
AWM 71 57 A Folof T
guiste Aolxn, AFLE el e-HlZY
2 a3 4 a1 HHsA FF
o} #elFlojor & el vix|ge
2 A gralaFol AAHT e, o
T 77 el & Rolw aEo] Yshe
vz Fi7tE setsle Aol wWad
Fd@sn Yok

William Blair & Company(2000)9)A]&
B2B AAgA A AFstr] A8 z )
o 3 g<eoz 1071AE AAdzZ Ut
107k2] 8le2e Fo 7idy +, #FY9
719 el 23 #A, B2B £F4, A

AAY 7I9eF =, 71E back-office Al

o 1



A9A A4Z  An empirical study on the factors affecting the participation of B2B e-marketplace 183

sel B, A del 94, wel AQ F
o) me A, 5% F8 é AR A
|

A, 714 249 ZPol AAHUT
Mckinsey &  Company$9}  CAPS

Research(2000)E F 522 uze g

e-marketplaceol Al AFE& 81 Y= 50
AMALel AFYAEY JdHREE  FEA
e-marketplace?] F3& ZZAE/JA &
2] & (project/specification managers), &%
%338 (supply consolidators), &4 X
& (liquidity  creators), i Ay
(aggregators), 7@ %70 ¥ (transaction

facilitators) 2.2 F#38t1, FFHE=Z AHFQ

A& AABA

Harmanek et al.(2001)& B2B9 AF &
oz wWEd e-vH|ZY2 H AT AFY F
2 7 ug, Ha AAGxte] A4, #

SURL

4], e-review #|%(conduct), 27z A=l
=, 71 ARJdEY 75, —‘?”""3, TE4
2 HR Holygel gr Zo] =

]

place®] A $& AlFoz9 A
T4 Ax, SCM#Y <A, gz FF F
o] Fasittm Hokr}
01'7““2(2000)"5 &%

o] g (2001)2 =W B2B e-marketplace
o] EAHL nzyxr mdo ok Alxw

iy, 17 g S AR AF FF
o2 Hotow oF FHaY A 7F =
Ao digk ojsf, ;Y FoF dw7te &H,
Akqd value chain®] HIA&A AA, TFA
o Fujat Y=o e Az" 75 A

FHA g1 *]X‘ 08 A% ©4F, FHA

e
:|o
ot °

ox, J
-
Hz
rzi
JXE
iy
2L
M
o
10,
)
f

= o] 87}1] Hi'g. A& AA S
ZF9(2001)2 B2B e-marketplaced] T
% 2 YNA FAse 7dEC] LA
3t 7HXE motsts o] F L8k Al
g A7 A Z2Ax9 583 A&
g By Mula F 37kA AE89dE
A Al 8+ A T
A9k sHEE(2000)E W MRO
-marketplaces 2831 Y= 7IHEY
o4} MRO e-marketplace® o]
Fi1 e HFES 2MAT
Eo0] MRO e-marketplaced =370
283ty HaAlMe Fo 7Ide Ars
mhiest wl$ Fa3txn, #e 7IGES A
F 5% ¥4, €% 7199 MRO e-market

place®] AlolE 715 Fo] v FR8HA

o

U N o% g0 @
IIQN\OO?-“B

B2B e-marketplace?] A
Z B2B e-marketplace®]

=
FE e 2de VY

4d R A 54, 71D Uy 873 54,
A7t 54, B2B



184 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

(2" 3-D3 2ol HAsAY.

(1¥3-1) B2B e-marketplace®] A& @35 A1nd

u] 7 9] A+ g ol
BTG BREAY = 71e
AEF 54
Z77 54 B2B
Al 2R B A 54 e-marketplace
23 790 AEQol @43t
ARG BEEA 23 7199
F—s
LRI cazm
AF 54
zA3 B4
Nsd 2 29ET 54
3.2 A9 Jtd 4 H4e T EG S 7ol &3 e A 2 ANY 84 5
dor @Asta, Ad 2 AF 84 54
Z1del Akl 2 A 84 =24 sge < 7O J1YY BAHY AR FE 7Y
W 87 B4, Adse AF 54, 719 o 2HE AR A W B AR, A9
7t £4, B2B e-marketplace Al2® 2 & e ZAE, ZA A 98 AHE,
- 2 5 RE
o Aeg EAo] B2B e-marketplace®] A% AAel Ay AR, Ad 259 A=, A%
o dae 2= B BNy M 57 o v¢A44 A%, F8 71934 79 71
o AT JHHe HAHG tel BE vdgAY A= F 9Ny wMgR

Z A8t % tHWillamson., 1985, Malone et
3.2.1 7|99 MY/AE EAH EANT B2B al, 1987, Premkumar & Ramamuthy,

e—marketplace A& 79| 2+ 1994,1995; Lee., 1996; Choudhury &

Konsynski., 1998; Porter, 1998, Schmitz,
79 9% @4 Agetm, wdsw 20000

ARG B5L FYse f71A0I Y Hl(a) = 7o 714 249/413 &3 5

o] 9B AL 7o) AW AT Y A 42 ol 7199 B2B e-marketplace?] 4

25 RE Wo| 4¥e F3: ] gy, T ¥ Fo

719de] ARE P e-vZUA £ T g Hi(b) @ &&F 71 A/ &% 5

A% Hee = stsAo] = ooz A2 &F 7199 B2B e-marketplace] A

7199 9% %7 o] B2B e-marketplace?] Tol I £

AEol %S FE AE E487] A T

ol 714 =%



H9U A4ZE  An empirical study on the factors affecting the participation of B2B e-marketplace 185

3.22 719 Uy 4 5414
B2B e—marketplace & 7o A

B2B e-marketplace?] A ¥d 9L =
F e £ & 29L& B2B e-market
place® o] 831 UE 7|de U A4
Fdelth 7Ide Folv FRIE AF

%

37 AeAE A2 A9%F 2 A9 v

n

N

N

BN

oX

R

2

o

=2

ot

ok

H

N

i o
*g, r_>i

BN

ol 2
2
(o
o
e

L
£
o
ftl
N
2
lo
ox
s
o

g

=
-mar ketp]ace4 qF

e-marketplace® #o] 9% HBI|=d o
g ool g AY, BER7IEd U ML, 4
AR " A 5 Y v SHA
U Hwang, 1991, Premkumar et al. 1994;
Premkumar & Ramamuthy, 1995, Teo et
al,, 1997-1998; William Blair & Company.,
2000; Follit 2000; H¥EE 2000].

—_—

H2(a) : v 7199 R8s 54L& ¢
ol 7149 B2B e-marketplaced] Al &d 9
g Eoh

H2(b) : &5 7|4 WH3ZE 542 &
B 7199 B2B e-marketplaced] A& <
FE T

3.2.3 ME S43 B2B e—marketplace
q43 7tel A

B2B e-marketplace?] A Fd| dFL =
F UEe = g2
e-marketplacedl A A & ==
. 71222 B2B e-marketplace7} 4]
57 AdaiMe Ad=E AFH A8l
EXo] Fu 7dx Z2F 719EY =9
%LSH‘DF ok aEzz Adgste AEFY
°] B2B e-marketplace®] A&l <3
A B4yl HAA Tl 71dH
719¥E tdE AAsdY. B2B

-marketplace®] A& 4TS & 5 UYE

ol o Jlm _134_ _!

Eu ‘lN O_L.
rr

(D

AFES EAL AF TFY A, AFY
7vA9 B3, AFY F3F -’F—T"-_‘-, A E <
ZES FE, AFY AES AE 5 5709
A2 A3 Y cHMalone et al, 1987

Choudhury & Konsynski,, 1998, Bakos,
1997, Lee, 1996; #HW<E, 2000; °lF <L,
2000].

H3(a) : Fuiste AF 54 7o 714
o] B2B e-marketplace® &) 2L F
o},

H3(b) @ #ojste AF 54 & 74
°| B2B e-marketplace®] Al ¥ol 9SS F

3.2.4 =%zt E43 B2B e—marketplace
g5 7ol A

B2B e-marketplaced] A3 4¢SS
F AT E g2 Fa3d 89& At
71dES] 2F3 EAoltt. B2B e-market
placet 7]Q4ztel] AHE 7] AsHAM o] &
st 28l FEolr] wEo A Aol
1ol gt At 2, 38 2 dd A
A7t FEF5e] ot B2B e-marketplace
7F #4435t 7teAde v S Aotk
At 71479 £ o] B2B
e-marketplace®] Ao ojwWI gL F

ey



186 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

AE FAs7] A o 14 T
d ¥z dF 71E2E& HAE%Y. B2B
d

ric

7

—_—

D

-marketplaced] FH3= 71Q9EY 22
de A ZAALY FEVY A, A
VAo mE A A W3 Ax, AF
ol W& AQBAY o], HTF A
A F4 @4 AE, A FAAY ¢
e, A FARAEY AsAlE A,
Al JARAZS " T T ¥EsE &
A sl g cHWillamson., 1985; Hansen & Hill
1989; Premkumar & Ramamuthy, 1995;
Dyer., 1996; Hart et al., 1997, Schmitz,
2000; &F9¢.,2001].

o =

ML oo e

Hd(a) : 79} 7149 =27 EX4L Fu)
7194 B2B e-marketplace® A Zo] A3

& &

H4(b) : 37 7199 227 543
7142l B2B e-marketplace?| ¥l
o.

of ol
o ol

KB
=

)t

e—marketplace A2 72| ZtA|

B2B e-marketplaced] A3 dFL &
T AT E & F8I% gL B2B
e-marketplace®] Al2®3 &9 HFojr}
A#ste B2B e-marketplace®] A& o]
Helsta, dFHold B2B e-marketplace
& o]&¥ 7137t Fol A Aotk =T
BZ2B e-marketplace®] +% 71d9 &9 A
go] AARE9] FHAQE FIANZY F e
W 29E B2B e-marketplaced] A% 7}5
dE Eol A Aojoh
wtgl A B2B e-marketplaced] Al2=® =4
3} $4 A& EAo| B2B e-marketplace?]
AEY dFE FE AE BAE7] H8A
F Y A7 tEE AAEYEY. B2B
e-marketplaced] A2¥ 2 29 AF EA

taol 3dA FH A5 HA oA
Ax, AFS I A=, Ay 714
T, AE 2 719 BRY oA, AE
714 BAreo A=A, Aade] A, Al
ol HYA, Al HEQ HUAY, 3 YUALY
gy A, A AF BA, BoAHA,
MEst g Mulz AR, 7ls 2 AEls
HEE T e ¥FEE SHEAY
[Premkumar et al. 1994; Sarker et al,
1997; William Blair & Company., 2000].
H5(a) : A|293% &9 A 54L& 7o)
719 el B2B e-marketplace®] A& 93
o}
H5(b) : Al2d3 & ek 54L&
71 ¢l B2B e-marketplace® 439l
=3

I g o
Yo 2 ol

J

tio
AN

of ol
o% ol

L.
=

HN

3.2.6 B2B e—marketplaced 42

B2B e-marketplace®] A& Foi 71¢
I FF 7149 =Y aHE YFoA FH
Ao i 71949 B2B e-marketplace
=9 B AEE 7tAY AF A, A

uovgel Az, A 2 QY dy 59

dF 2eA TU, A FE4 2R, A
T AR g, FrAHA AN BA F
A, Tol g5 ¢AAY BR, 289 T

& 97}

E 53 sz VY FRE Ax
X 207 ZAY}.
F37199 B2B e-marketplaced] =9
29+ 25t 149 R, A" v &9
a7, 4o A8 A4 2 AHE wFe A

&4 T dF 2 U, WEd FL



A9 435 An empirical study on the factors affecting the participation of B2B e-marketplace

187

3.3 Xt2 &g

¢l B2B e-marketplaced] ZAEE FH 3
% 7} B2B e-marketplaced] Q=& siA
g F39 §x A7 E T&dt. A8
ol dzsvlz & 470e] B2B
-marketplace 2 7€} 313 e-marketplace
Fostn A 71de Y2EE FHI T

F 8009 A HEAE e-mailZ WX

N

fD _1),

-

ﬂ Ao g 2001d 11¥ 129%E 12¢
1547k Fuff 719 33%9 ¥F 71 4%
7t sl Eon, o] 7hgd o] RAG
SH-(Fojab 2%/EFA 3F)E A 314
of e 713 3109 FF 714 AR
A B AMgE AT AEA &0
3L olfE 71ds ez e ARZ
A7b AE #-RI} olunE TR
@79 doisel Wy s9Ee] BB
e-marketplaceo] #HH 7|4 AR FF
FH3A7] HFolth EFF e-mail HE
o] AuiHez HdEXd @377t oy

Mo of o

AE B ¥ & v ojfgdn By

.

4, 25 2 AR 7FA g

i, viE AL 1009 wivke
%iﬂ?—j MEE 10009l d& 4 714,
12 7M7bE 129%U71d74x] EEH A
EY HAEo &EE FEAe dut ALY
MEY Hi A7 tdsiA REHA
o <X 4-1>. B2B e-marketplace® %3
Tuj Az FujAde HA 1009 -’F—’f—‘ﬂ]/ﬂ
1009 ©]47kA] g EXE et 9l
it B2B e-marketplace AlO|EE E 3
Adste AFSE BF SHLE ZAE H
I A AzA, A du)e] {FR/25E
F, AT 8 ARE/ SAE 7E 5 U
'E—

gol AYHL AA.

m

<E 4-1> BE 719 I ETAA 54

W = Tl 71 Fa714

Hlx vl -& i H] &

M7/ A 3 9.7% 2 65%

4 gul /A n) ~ 7 22.59% 8 95.89%

7124/ %% /3] 4 12.9% 3 97%

24/ 4 %) 5 16.1% 2 6.5%

Y 71g9 g% 88/ 2 1 3.2% 2 6.5%
A&/A A 3 9.7% 3 9.7%

% 1 3.2% 4 12.9%

B8/ARI @ 4 12.9% 1 3.2%

et AZY 3 9.7% 6 19.4%
o) AL/ A F- 12 3879% 14 45.2%
o ialol e 2 a/2% 3 9.7% 5 16.2%
FEze A4 sa/e g 14 45.1% 6 19.4%
bl 2 6.5% 6 19.4%




188 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

1009 =] g+ 11 35.5% 21 67.6%
1009 ~ 4009 7 22.5% 0 0.0%
nf] Z of 40049 ~ 7009 0 0.0% 3 9.7%
7008 o)A 9 29.1% 4 12.9%
&g 4 12.9% 3 9.7%
5094 vlgk 13 41.9% 21 67.7%
50% ~300% 8 25.8% 6 19.4%
44 5 300" ~ 7009 3 9.7% 0 0.0%
70098 o] 6 19.4% 3 9.7%
& 1 3.2% 1 3.2%
19 wjgk 18 58% 20 64.6%
B2B e-marketplace 19 ~ 109 2 6.5% 2 6.5%
Fojod = o)l 109 ~ 1004 11 35.6% 6 19.4%
T 0 0.0% 3 9.7%
AR 8 10
Agsts AES | A Mg FRA/BFEE 13 7
53 (2529 AL LRE/SAE 22 5
7 EF 6 17
4.2 712 A 4 o 1dH FF IP9EL FFHOE A
W ZA ZF=st us- Adon =75 o
HE 289 7z 54 249 Ag ge = Aol 571F W @) R £/
3 e zad HFso waARAg<x =AY 2T ARG HIA @w AL
4-2>. AA, Fu] 7]|9dE2 B2B e-market 2 YeEgth
place® EalM de aTHRAM Ful AR AR, 71de] WF &3 E4AMe 70
284 =y, AP stRos AE T, 7199l 29&F9 AU #A], A5 A
To] v& MY A EUAH g5 S = 24, AR7)Ed A ALH gdre o$
Ho A AYRos we FyZ Fa o) A Jdegd 28 71 Wy 24 5

o] FE 713 Z71A Ad #A &
A @ Fo FFe Y FE HeFe
A Jdehwth ol Ful 7|dELS B2B
e-marketplace® T34 Hl& dd € AF
EsAY 2L VEAHA gdE = A
AT Y& HA FF 719HY A &
A FA 2 o) g5 BN I B2
298 g AMAe 2 UAA XEE
AAslz Qloh E=S F

F 714
e-marketplace S E&|A wnof 3}
3

AelX= dgse Adst 24, Ads
A4, dE7Isd A AEA HES
- =4 HEE

G, AF 544 E AF F24 =&
gt daiMe =A Frig wdel AF
TR 2 AFe s A daiMe
% o3tz H7hsti UG F =
T ZIdAE AFe FA ®
Fote wide] AF FHe tddE w®
B7beta AU
ohRA, =23
& 7t W
40924 "¢ EA dehkted, ole AF
7bAel ME o v AR FEAAE W

X X ore & o

E
=
=3

=



A9A A4Z  An empirical study on the factors affecting the participation of B2B e-marketplace 189

B8 F USE guidny. ¥F vgELe H2A B2 v @A #Hrhslz ddot
ZAL BEAAAME 7194t HFEY o= gt 33 7192 ol 7ol vlsi A A
A H7Es vbdol A 1d#Y FPo 28 2 29 HeF B4 JEESL HAAFo
= %A Hrtstac. 2 9 Hrtetn Jdu
ARA, A" L 2o HEF EA A A 35 71de Tl 71del BlEA
Tul V1S A"y b 2 e Ao Alagl 9 A BEA FEEL AAFY
= B2 ATE & e Ay qF, 2 o2 g #Hrtsta U
7F M2 e 2  Mula 75 2 A
<# 4-2> HAF £33 71z BAEY
" AE T u 7 4 T HE N4
s =% w3 e =% 2 7
m-1 A-e 1A 9 AEF 3612 A5 ne B8 2.741
m-2 7o H-go Ay 3580 nAE v g9 Ay 2.806
m-3 ¥ 284 3 3.774 ¥ EAEA Fd 3.516
e-market | -4 Ao FH4 Sr 3516 & =} 2.709
place m-5 AT Ao s 3.096 AFE TE71EY 44 2.580
wogy | -6 AU Ad#A FA 2.580 AF AxesEy 2o 2.677
m-7 FulgEe A n 2.419 AAEY =38 AXM 2.709
m-8 L FoE £3 unEs 3.258 238 3 2.838
m-9 714 ZAE Az 3.096 7192389 An 2.967
V-1 To71He Y A= 3.129 THF7IYY w48 AL 2.897
V-2 +H7199 B8 HAE 2911 TH7Ige uAdE Ax 3.276
V-3 A W Ao gn 3.838 A Ul A s 3.862
Aol A g | V-4 Y Auo gx 3.193 9] Ao Ax 3.207
S = A V-5 A YA Ay A% 3.064 A AUt 9 Hw 3310
ST -6 AAAY AY AE 3.161 tEEEEEER 2.896
V-7 Ad 259 A= 2516 Gld 28 Ax 2.741
V-8 Al @A Ax 3.161 Aol Bt A Ax 3.387
V-9 AE9 AN A 2.806 AEo v FAg Ax 3.193
V-1 AR AT A 3.387 a4y #AH AY 3.548
V-2 F7 g g3y 2.967 F2 Ay 8§94 2.935
e V3| e 28 A% H54 |3709| A L JFo HIA [3645
s |V Adel o] oA 3.129 Aol el 947 3.258
“eTe 1 y-5 BHR7|E hat o] EH Y 3.161 AE7|g i ol gAY 3.290
V-6 AR7|g g A 3.343 B 7)Eol i AU 3.387
V-7 ik 2 a8 xg 3.193 A 2 ad x4 2612
VI-1 AE E79 ¥ 2.967 HNE SF O3A 2.793
VI-2 AE JtA A A 3.032 HE 7139 44 3.103
MEEAY | VI-3 ALY E4 & 3.290 ANE2 EA 7 3.482
V-4 ANEY] TEs AL 3.295 ANEL EFs AE 3.137
VI-5 AE s Ax 2.741 AEY g3 Ax 3.206
VI-1 Al BAR 7He] EY 4 13322 A @A e stey 4 | 3.896
ViI-2 | 7HAC ©e ANBAERAE 4096 | 712 & AYBARSAE | 2.862
EHL VI3 [AEFH WE AdBAS] Xo]| 3387 |AE ol GE AeAS zFo]| 3310
E3(A AT vI-4 A 249 g4 3.296 Az 529 &4 3.483
A) VI-5 AW FAAY g7 died 3.258 A FARLY) @] g™ 3.586
VI-6 | AWGAAZS] 435 A2 d4 3258 | AdRARIzEe] A5 A= @A | 3419
ViI-7 A BAAZEY HY 2.451 Aol FARRZEY] 2.965




190 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT
VI-1 o] A 3R A 2.838 oo YA 88 A 2.645
ViI-2 HH oA 58 A= 2.875 HA A 58 A= 2.967
VI-3 AES dIH A= 3.064 AEY UINH A= 3.032
Vi-4 A 714 HE= 3.225 A 7tA HE=E 3.096
e VI-5 | A @ 79 AR A (3319 AF P 7 Hue o | 2709
129 "me| AE 2 79A%0 A4 [3322] AE % gy AHyg  |2035
EL VI-7 AL B 3.645 ANzge ¢4 3.064
sojMer | V-8 Nade] Hed 3.380 ANz=de] Hely 3.225
=4 VI-9 ARAHRY HAA 2.903 ARYAEY HEA 3.096
VI-10 3 YAt SEAY 3.09% 39S BR Y 2.741
Vil-11 A AFHA A= 2.387 A AFHA A= 2612
VI-12 AR 2516 R 7pAq ) = 2.645
Vil-13 NE3 2F AMHlE HE 2.193 M st Auls AR 2.354
VI- 14 715 2 Muls BEE 2.967 N 3 Ml BEE 2.806
4.3 Bt 2 MEY 24 Folr}, 8¢ A& Fgsio F3HE &
AEL 7z 830 Rz WMy 54T
431 Bl 24 HEL F Ae AL AT FEHS
2 s g(® 4-31
B2B e-marketplace®] A¥& FAHe A 29 BAM Az Fo 7l AA/AR
2 Bgso) 7 54 Uuht AgsA & TEES 4I FE 89 A A= A<,
AHAsE BAS) gaA By 24 B84 2 5 VR EREUn. T 7
(validity tesd & AAstach, ol sge) 9 WP @7 S48 A4 W FIT
sqe =A% 51 Bae Ay 5 &5 VAR, AE S48 =AT 54
4 U 874 =24, AFE B 2AV 5 & Ztzt @ e Qo] FEHAA AF
A, Nad 2 9 dH¥ 54, BB 29 %2 2A% 2oz Hosyrh Alx
e—marketplace_cl] /‘é—g—- %— 67H 1%2; -E'_— %}T’]’ %Oél ﬁ%‘: —::_-!‘Ag% Z(_)]E- -8—?_1, '\%og %j_
29 5 2 gl dalN A% EN(actor T £ A= 8, w7 AE2 811 T
analysis)& $3sdch 29 JA PHe A2 BHHAT vpARez Ful 71ge]
27} 8 A(varimax rotation) ¥4& A3 BB e-marketplaceS o] &# M 4L AH
Qe o Wie Azt FHAmT WEE g "z 893 #A TR 8L T 2
7ol BAE guHos dojmgos g7 A2 EFHIS
stm M4E 7re BAE AFAA 47
<E 4-3> P 71 dEadel adws
- 5 Component
54 ) 24 23
gk a2 = g 1 2 3
WA ARAE 876 -.078 192
HgT7E 89 AU A= 740 -.128 412
T J)gde wAdY AE 699 320 -.300
/1% e W A AT ~0.097 871 123
A A7} 9]
gy |O8FF A% QAR A= 0.044 860 0.086
AEAREY AE ~.039 145 772
mEEY 8< Aue v g = 250 459 678
NS BABY B 507 -.113 646




191

A9A A4ZF  An empirical study on the factors affecting the participation of B2B e-marketplace
=5 20l 23 gy 1 Component -
Ao 2 dF9 A3A4 .865 -.0745
714 2 el g ol Ao Fo9A 777 351
s = A 2 dHe x4 765 .365
P AR i3t o] §H Y 720 208
- 459 A A4 117 .928
S8 | A9% 29 73 A9 B94 203 855
AB7| o Wd AgA 255 680
54 £l % &% Component
AEY FF3 A= .813
A= AFe Ads A= 804
= AEFL HI%QJ EFAFE 803
e AE TR O4A 592
Zﬂ?ﬂ}ﬁ/] et A .300
A4 89 z23 23 Component
HHFALRLS] E7] g3 788
AEFG e AdgaA A3t .766
S R, ARZAAES FEY 4 17
2 o Ad 3o 24 678
= a4 AR AT B 610
A G ARz 43 AF 84 608
7HEe W AYEA Hsl A= .308
= o 5 o = Component
54 29 &4 &% 3 > 3 1
AFE D 7)Y AR A .887 152 -.055 135
Q4 g0l A 713 HEL 778 .363 -.113 -.038
e AE 2 7IdHEY A4 751 131 376 201
712 AH ol KA 631 355 394 -.056
Al 2= oo YA 6 4w 224 .834 -.109 161
o il AEY YA A= 437 742 -.036 .146
o a9l 3| UAl 81 M -.129 .640 106 527
;; A oy 58 = 310 587 | -.014 133
“; A 2€lgol Al&Ele] A A -.019 ~-.094 .955 -.065
=8 Ao Hay 077 -.010 937 -.005
F7F AHj & 141 241 -.046 .846
F-7}A u] 2~ MEs ZE: AujA Ax -.093 .245 -.112 687
29l A% AF BA A= 528 105 | -.136 | 619
715/ 02 ET .292 -.152 442 573
=4 20l 25 g 1 Component -
Tuf v g "y .819 220
A T4 g 790 029
o v g Az AHEE 7}‘73—4 AF Tl 784 211
Aaa | ae AT 584 2 690 092
= 714 A8 A 592 .346
=4 2o FolE B8 WEE 588 066
&% AT A gr 503 489
A 2 T 859 AAN g8 .183 892
89 27130 A" #A FA 037 875




192 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

o
e
~N

o

o4 Ho o

S
R &

Nic) » =
dm og M

ot of u

ox
o
=
M

A, B2B e-marketplace®]
Fo2 BHI F Z agd dEA 8
B AM(Factor analysis)g& <839t <&
4-4>. FF 71949 A4/ EAHdAM=
AR AE 89, A 72 8%, A% H&
A4 89 F 3709 8¢ F&IUH F

<E 4-4> BF 7Y 4B299 QAR

7149 =4 Ede B& 2

Z7F 89 %5 2719 8oz ¥

Fu
i
2

. Component
E. X o] =3 5%
=0 ‘8“._ o J‘ 1 2 3
Forde aid A 897 157 049
AN E NEIEEEEER 894 141 058
P TF90 a4y HE 693 -.552 102
e/ 24 P ECECELER 430 314 271
NES Ad 259 A% 387 181 356
= EEEDEEEL 172 858 2088
© | HTEad CETCEE 132 849 151
. ARe WY A= ~080 ~.040 924
MEedad A7) Bt AE 279 231 802
54 8¢t 24 78 Component
AR 7|Eo dig o} FH 884
Ade 229 9459 334 862
W F7 Aol e§3A 849
237 |(WREAEH Az A XY 825
= A2 9 g A4 71
AR7IE g N 672
EEEE LR 652
=4 Q9 2x5y 1 Component -
AES HEs AL 917 077
it B
g EERS AEe AEs A% 862 059
AE 4 £ —171 916
= A A
54 ) A :g ' AE F79 oy 363 609
29 AE 7Ae A4 565 575
= g0l 2xoy Component
1 2
AHAFGAIAZY 34884 917 163
REREERS 796 -.031
)
il e N I ot e EERERE 715 241
4 A FAAzEe] HEY 4] 414 411
A A 717 WE AYBARGSAE -.220 .836




A9 A4E  An empirical study on the factors affecting the participation of B2B e-marxetplace 193

Q0] AFREN WE AgaAg o) .355 .788
- AN FAAe] H Y 517 668
. } Component
£A4 [’ 9] =2 23
o [o] (=} 1 2 3
AE L AR EY AgAy 831 - 077 3258
ARAE WA 801 ~ 066 219
A 2ee HeA 678 272 099
Al2el 9 9 AW7t4 EE 657 181 035
Al 2 W R 601 281 442
3 AE 2 dARe G 589 400 ~ 053
P e R Az BEs 575 469 255
;a Bopaju) & e iﬂj; BA A= 134 943 046
a5 aol Adst wE: Mua A 248 755 334
4 - B7b Au) 2 521 534 289
oo AE] Ut AR 197 -015 825
e EERETIRE; 158 199 794
“; HA Ay v8 Jx 293 398 626
24 EEPEERE TR — 054 548 558
=4 9.0l 2xua 1 Component -
AAAE Fg AA 871 047
Ll By En 722 376
Sty IRy AFEEA 249 694 - 019
19 a9l ol g wlgo] Azt 679 382
R AMEADT 579 7o 646 455
. 71972448 Aa 592 386
=9l _ AE TR A5 A 083 915
a3 W& 7t & £t 100 746
gl Afae] gy 272 702
PEIREER 411 480
432 MM BAM ot Ales g8 AT (exploratory
research)?! A$% 05~06 A%, 712 A
8 A5 MdE o= AE 9484 91 F(basic research)d] A$E 08 AR, 18
A ZAHFASAE 24817 YA 2184 A EAE HdF A7 BeE 09 ol
(reliability) ¥48 AAlstct. AgA & Ao] vigAscty LA gt
Hold FYg el diste] vlm 75 B AT o Zidg 3F 7199 A
E4 =TE AMEste W2 248 H4e s 8% 2 o]g axE AT 2 299
AFR7F ZAY, Bls=d A3E Jd& £ 9 A&usl 2y AFE HAzo] 06030z
T HAEE 9udc) HE gmo AFiyge HEEe] 0.70)4 )7 fgEo] zZ A=
28 & ALgs) o] A8 Ade] dldm A& Yd 4 9ot
v}

v} 3 Cronbach) &3Ha) A48
AA H2ESAD. duryoz

iy
rh
ot
N
=5
o
o
*?
(@)
\V4



194 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

<E4-5> TG 4EL R EQ mdel AHYEA

B4 89 Cronbach’s Alpha
ATz 8 0.7136
24/ 54 ARy A= 4%l 0.7890
vEggyg 8 0.6647
. AAg 0.8315
5 23 A=A T

|HT R 52 A9% 89 0.8069
AEFEA AE &< 0.6276
2L 54 A 89 0.7625
AH a9 0.8457
Al 2 €l 3} £dAzg 8¢l 0.7906
SAANY B Alad g9l 0.9259
B A 89 0.7058

8387 89 .
p— 144 0.8373
A 8 0.7686

o

ox
of4
fo
re

<E4-6> FF7IH X ! =9 5ol AHHEY

we

4 821 Cronbach’s Alpha

ATz 89 0.7626

ALY/ A B EA AR e 8l 0.7343

g &4 8¢ 0.7131

719N E 3 EA4 WEgd 89 0.8996

e ANE 7| B8 0.7936
AEEA =

ANE AHEALRL 0.6033

a0 EA REFR 0.7646

Af#A LR 0.7310

e _Azdad 08529

A~ [e]

cone w4 A~ 29 08417

sgd=gaql 0.7858

N v 2487 84 0.8421
=57 .

f&Z7 8¢ 0.7534

4.4 7td A3 = g9, HEEAH 2 5
e-marketplace®] A 32 Bl&

4.4.1 NQUAR SHI B2B e-marketplace B4 T 8 5 2748 49

3712, B2B
A7 a3

d
¢

oz BRE

o MZ 7t A o7l W& o]s 2ETY AW EME

284 Ful 199 AA/A% 543 B2B

7k Hi(a)e ol 7199 24/A4% 5 e-marketplace®] 4&3te] BAE EAEA
A3 B2B e-marketplaced] A¥37He #A O<E 4-7>.

2 2A3y] 9§ spdeldh Ful 7149 A 24 A A/ 549 PR

A/ B Y TE 8, BB A 7% 292 B2B e-marketplace®] 439



A9B Al4ZF  An empirical study on the factors affecting the participation of B2B e-marketplace 195

A FR 8AF TAAHLE {3 ¢
28 BAE AL e Ao Jgd §
Ho A FER 8dH HEsEYd 8Ude
B2B e-marketplace®] A& 3= THA o]

 ALE YERWY oy TFu 7|H9
AU AR AR 53, Y AElol v

SE, 79 7192 B2B e-marketplace®
g&3te 7o &5 LS =oln

7 71d3e A71Ed Ad #AE FAE
I USE 9t} o] 2L A= VMM

Hi(2)& R EHoz AXdvn B 4 9

<E 4-7> 7l 7149 A49/A% A3 B2B e-marketplace®] 4 &3 A# EY

. A
o AT a7z ea AAZE 2 HEgd 84l
O
Hg 23 29l 0.282 0.000 -0.214
#A F2 29 0.221 0.356% -0.182

1) & Qe e AuAF
2) *1 5% &9 F&

T8 7199 A/AE BT
e-marketplace®] Al &7+9] S|
7b4 HI(b)S 37 7199 A4/A1%3 BA
< UgdE 379 2993 &
B2B e-marketplace9]
8037 e A BN FIA AASA
L<HE 4-8>.
TH 24

23, 75 7199 B8 2=

<E 4-8> T8 7199 A/AF 543 B2B e-marketplace®] %

e-marketplace®] A
© AR ey
W AR BE =
7]?3-\: B2B e-marketplace?
Z, 9AY a]%g] a7
AL FE i, ASAE

T3 v & *F'lc.” EJ}% 5
Fsta itk o] &
3 A= M HIb)E RFEHOZ AT

B,

lis
24
o
fu
ne
[
o,
do
o
>
>~

o FAAR | g2z 00 | 24 2= sa WEgd 29
H) g A7+ 892 0.031 0.500** -0.141
& F7F 89 -0.226 0.041 -0.111

i

(<]
D 8 e 22+ oAy

[}
2) % 5% fo) 2% 1% Fo

wl)l

4.4.2 L|§ &H E43 B2B e—marketplace
g3 7| A

7F9 H2(a)2 T} 7149 Uiy 870

B2B e-marketplace®] A3 JI& FT
g 437 A% Mol 7o 714 9
W 37 542 Ad 8% BIF 8

o2 y¥o 7] wWFol B2B e-market



196 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

placed] A3F& Yeluls 2709 8d3 A
2]

# E4e FYSFAGU<E 4-9>
a4 2, FH4d 89 #A A
8% &9 FABAE #E 2 YEHR

A %@a@

=
N
2
o
_Qi
m\n
o
3
o
ob
ox
USL
ga f
Ko

J 7} B2B e-marketplace A3 719 A4 A&

22 4ol HIHAFE, FF 190
dE Aw Y50 golfdel WA AF
A9 WGl A7 w4
b ugnn ¥ 5

2
stk ol 7199 A9F ade ug A
7 293 ¢ ABBAE wolm Ut

%%9] AT AY, Fr1HQA A
B2B e- marketplace«] o] &

o Tl ] g9
Az, Ade $94 B2, 97 584 3
gt e wg A7 aRE AT FL

of m] gt

w ;; ﬂa%$£;?j - A9% a9
g d7 29l 0.188 0.343*
A4 =3 a9 -0.337* 0.108

DR ¢ £ AoAF
2) 2 5% 9 £33 = 1% F9 +=F

T8 719de Wy 874 543 BZB

e-marketplace®] AF 7+9] #AZ BA 3
7l 9% 7Hd H2(b)& UF 873 EA4S Y

e 1719 8¢ 3 B2B e-marketplace?
Azl 27 8079 A#F EME FIA

A )
2T BN A, FF 74y R 84
A& B2B e-marketplaced 43F F H|&

Bl-8 Azt

A7 87 g AFAAE A Y
o2 JEyt. ol&
2 A, =& £33 IT ¥ B2B e-market
placed] =3 &8 FAHHYLTE B2B
e-marketplace®] &8 =7t £33, ol A4
Ao +¥, 4F 284 Az, vAY v
9] Az, ALFE FA T FHAA
Hg 47 a3s A Aoz U

i)

VAl
=]

g 27}

v
i
4
=
+

D E o8 2A: 39
2) * 5% #9) FF o 1%9) §9 57



A9A #4Z  An empirical study on the factors affecting the participation of B2B e-marketplace 197

443 HE S41 B2B e—marketplace
g3 7t A

Tl v1del SHoA AE SEA3 B2B
e-marketplace®] A ¥zt BAE A
H3(a)& SaA 43 AE SAHL
YeEtUl= 3 7ie 223 B2B e-market
place?] A&& 733 270 g9lztel ¥#

<E 4-11>° A=t

S|
Ao BA An

, T 71de] FujEs

<E 4-11> o 7149 AFE

AL dvg "z 2y #AA F
Fol AoBBAE Holm Ut} o]

del AFelA Foiste AE
B2B e-marketplace®] Aol oj$
2A4E AAstT U F, AEL
7b ggdta, AFe] s, AE
AHE7 £31, 713 dAHAGo] &4
, Tl 7192 vE HP agst an
N43% B4 e anst ade Zi
3=

fo 2
o o
o)

_\LL_nm
(o]

=]
==

O T

o du % o

o oH

Lot e oo o b oz

£ /43 B2B e-marketplace A &7te] A2 4

AE] % a0
}
H& A7 a9l 0.377*
A FH 29 0.481 **
1) X <o) =2t ABAS4
2) % 5% $9 $F sk 1%9] §o 23

FF 7199 F9elN AF 543 BB

T
o

=

i -
4

o

A RS BAE 4B B B

] 5}.03‘;],

place® FA AMES BI7F 47 dE
AAALY ¢d, dF 284 Az, vpAE
g 2, AaisE g2 T

g 273 ad%E Fode RAE U
<E 4-12>. 9o A F9 ALEAR 29L&
e F7HeE ABBAS e HoeE BA

rN

HAed, ol AMF AL MEY 7
g =4 A EgFE FF V1A FE HE
o] 4B Fx AF 1y BE, A3 A3
AR 2L uiE FY 2HE FdE AL
ol mj ghe},

<& 4-12> ¥H 7199 AE EA T B2B e-marketplace A 37r9 Ao A

X‘] o
L‘im 2 AENLLY AE 184 29
O
Bl & A7 9.9 0.525" 0.104
& =71 89 0.218 0.402°
1) °P~4 fZH‘r SaAS

?
w
OO
B
lo
4r
MM
*
*
X
lo
£
o
4
N




198 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

4.4.4 =27t EM31 B2B e—marketplace Ae JveEdE 1 9 29de B2B
g5 749 A e-marketplace®] ¥ <& 4% 27 820

FAH BEAPAE Rola YA &FUH o=
Tof  Zidel AR 543 BZB T 1497 FF 714#e A= BB
e-marketplaced] A3F zte #AAE A e-marketplace®] ¢ 2 8o Z HFIFE&
H4(a)& F3hA A3 A<E 4-13>. Foi B F gldh
2 B Ax, Fu) 71y 23A% &

<E 4-13> T 71?34 ZZ 7t EA 7 B2B e-marketplace A&7t A#EA

A =3 &%) 0.230
D E 49l 2AE AT
2) * 5% #9 FF #1%9 £ §7

TE 7IYY BN 2H 540 A} AAAAE Holx AT oF A
B2B e-marketplace®] Al &l ulx= 9 I} 7Hd H4(b)E FEAHo2 ARt n
< 74 H4b)E T3A B4 Ao =3 g2 Atk & AF HE6 e TFIA
2 BEAS JeEdE 2 /e 8d3 FF 7] o] WEFA *ﬂw-n- of 2 #A A%, A
¢l B2B e-marketplacee] AF& =A% 2 ]‘?34-4 dd 59 8UEL F9 7Y
20 8979 A= A EME FdA oA B2B e-marketplace® AIHOZ
AAFAT<E 4-14>, o] &3tA ToZN, LAY FH, dF

4% 24 An, 38 79y AR 5 &R Az, oAY H§ #HZ A FE
A F A3 8de v§ H3F aQd & a2 59 ¥E EP ZFHE A A=
7 8RlFGE ASEAE VAT YA &K UERS T
& b A #A 2QL 6E HZ 2

<E 4-14> FF 71949 %Az EA3} B2B e-marketplace A4 37+ FTEA

g4z ag 0.360
W E57ra < -0.042 -0.024
D E ote] A€ FuAF
2 * 5% 9 & w+ 1%9 fo) £7

445 N2" U 2 FHE SH4I B2B TFui 719l AN B2B  e-market
e—marketplace & Zto ZtA placed] A|2d€x £ g EAo] Frf



A9A A43.  An empirical study on the factors affecting the participation of B2B e-marketplace 199

719 ¢l B2B e-marketplace®] A& olw d, Al 80 F Ryl AMula 292
3 FEgL F= A(E BAsY] g A B2B e-marketplace® A &3 #aEAde] ¢l
H5(a)& AZA3AT. Ful 71de] AA sz = Aoz Yeig ot AE 2L 7g9

J+ BZB e—marketplace«l Alz"a &9 BEZL odstn, AF JtHe HRU FX
g EAS JEE 4789 8<l¥ Fo) 3hal, HHo AFAdol wu, A AR
7149 B2B e-marketplace®] A& v Hetgol E&FE, Fri 7|{de& B2B
= 2709 891z A8 B S g3y e-marketplaceE ©| & 7|F7t Zolxm

o< ¥4-15>, ol F;MAM Tl ZIde Fel ¥l 8LY H

a A, Fof 71gel JdAF e A FE4 g2, 4F ag4 9
B2B e-marketplace?] A2z} £9 A o L HY TEAHNE =Y F Yu= A
B4 F AR 828 A3 &4 AF g < 9n gt}

<E 4-15> A 2"d# &9 AF EAHI Fu) 71949 B2B e-marketplace A E7+e] ABEY

o
A =} IR auag eg¥FRY | N2d 89 | EaElaad
O,
H-& A7 a9l 0503 0.004 -0.166 0.117
24 53 89 0.106 -0.112 ~0.234 0.290
1) E <t &ate AaAE
2) x 5% el F=F 1% F9 F

3 7199 ZWolAd B2B e-market O A3 Aad 23 94 dF age
place®] Al2®l3 29 AT EAo| BB B2B e-marketplace®] A& 3 ##Ho] Qe
e-marketplace®] A& 9= 9IS B Ao R Yetd Btde P7p Mula g9d&
Met7] fsiA 7t He(b)E AAsAT H-& A7 ad# ¢ H4ABAE Hole

5 7Zlge] AAEE B2B e-marketplace RoeZ Yelwgrtl o]+ B2B  e-market

of Ala®lyd o HAF EAY N2d g place?} AT AFH AF Aula, A

, =9 A a9l By Mulza 29w sg Mulx, V1E B Anlaoh 2858,

B2B e-marketplace®] 438 A3 2719 3 719<S B2B e—marketplaceg g8

8z AT EHE FYsAUE A AFE F 787 B3, o)

4-16>. 2 o8 H7e AAE 2% + AL o
o] ghrt,

FE543 F5 7199 B2B e-marketplaced] A F7te] Aa A

(s3

[o]
A8

Alz" 89l | R Aulx 29 9 4% 84
0.232 0.608™ 0.164
0.290 -0.032 0.266

D E 99 234 Z8AF
2) % 5% %9 £5 o 1%9) §9 47



200 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

5. &
51 28 € AMAE

2 A= B2B e-marketplace?] A Fo
nzes AF 2A8 7o 73 5 714
A 35

—_—

A Fol Z1dA FF 7194 EAE

= 54,
A 54, M=" +dY 54 T
2 278 ¥, 72 54°] B2B e-market
placed] A&l vAe FFL BN
31709 Ful 193 3178 FF V1 A
TAE 712 FA 24T ¥ 8§38 B4 S
TN 24 SAdM T2 2adES FE
IRt FEd 8ASS FTAHLE A &
Mg FilA A7 HEE dAHAL, 4

.?
e AA Am 3 AAEe dew 29

A A, B2B e-marketplace®] &g 291
24 A7, T V1de =Y EFE v

£ HA7 aze F9 719#39 #A FA
2% 5 5 /e g9og BEH:, FF
7149 =9 2= v & A 239 vE

A

e-marketplace®] EsA4 Tl ##A H &
# 2o FF 714TY A FH 5 E
Zidstz  lew, I3 719 B2B
e-marketplace?] & =}A
A7 27e vjEd Fu E9E VdEi
AsS AAE T
A, A/ &F
e-marketplace®] A4 F7He] TAANAM = Tl
719 2 F8 714 AP AE 8]l
B2B e-marketplace®] A& HE3F
gL Fu e Rez EHFHJ o
4

e AR 147 Aol A7 7]

ol
rJ
r

=
ofp

G AT HHIE FFor s, 1
YEo2A HU AHFHoZ BIB
e-marketplace®}t Z& e-H|ZUYA EYUS
FA& ok & omgig E & o
AR, ol R FF 7149 P 83
A& B2B e-marketplaced] A 3o 43S
A e ReEZ JERY o 22 AR
B2B e-marketplace®! =43 && Sl
A 7ld iR o AEFe AT A4,
1ol AE3 vil=e &8 o, F7
2ol elgd, g8 =3 9 &3
- Faside RS g, o
A5 719 43 HRrste FQ
FoANoZ AAHAAZY] W £
AZ 2aEs A8 d79 A
Ak, 53] Fof 71de] R A
1999l B2B e-marketplace®] A&
a3 o2 Yeyt I ok
194& viAl" AGe] kst SHAA
B2B e-marketplace® HF=Al & 3oF 3}
T 247 e v T 7]sle 7)€
ezl Ful JF il 2 FgUor F
o JdFE FPsek 517] Wi, B} 5
FHolm Moz WHIE SFFejof 37
Aolty. Ze]B=E B2B e-market
place?] =% &84 #2E& TF3A ¥
F137] YA ol Z1de uy @

o 4ol e Fasdds Ae ouw

_IN ._24 rlf ‘{N o4
Jm

4 & ox o O X
o

£ e R

[=]
==
N

- 2
Fu. [€]

iy o
N oh]

_:l oX.

=3 7194 iR 83 E5A43% B2B
e-marketplace®] 43Fzte] A EAA
F8% A F e o gy Ay
ARz vielert w1, AR JEe EE

S2e) ¥e4E, BF JdRe BAE ¥



H9W AH4F  An empirical study on the factors affecting the participation of B2B e-marketplace 201

dAH Aoke Aeoln. o & AF}e 7
o 71de] AdEe] Hrs} vi=st wo}
Hol metd 37 7145 AFl A A
B ARE Ho 44 45 @ 5 7] "WE
o, & 271& xﬂA]s}% TH ldez

2oy A 7ol LS WAEE teAdel ¥

7] HEY Aol ’%711—19— 719E9 A
B3 wE &x8  AYHi, BB
e-marketplace?7} &4 3H oll 3}*1 T 1)
7197 38 71470 #A4 = B B 4F
3 & 7tsAe] wUYE A& AAEI o
o}

U, Awdse AF SA= BB
e-marketplace®] d& e BAA = A
gt AFY 540 7ol 7IdH 5 714
o] B2B e-marketplace®] A 3¥d 2 JIFS
i e 2E JEWY. o] % Ads
B2B e-marketplace’} &A3}57] YA
A ZFAAQ T 71dE FF 719 o

&7} Zofof stEdl, 1 A WA 9ol
AFEo] 2aelew Agstr] AHgasor ok

E AL 9nu3g. u#lA B2B e-market
placeE #AFs7] &M= 28deR

Ayl A AFe BF, AFE YR
IR BE B3R AE, Ad #Ze A=A
gH 59 zgde] Hasithy Bl
oA, 71del z=AR 543 BZB
e-marketplace®] &3t BAAME i

E

33
7149 zZ32z3 EXo] B2B e-marketplace
o] AFo ¥FS Fu YA ¥ HH
T 7199 22 54L& B2B e-market
place®] A3 FEAHo2 JFE F1u
2ol YElt ol FF 7IdEL AFH
AMul2E &M 02 HAujstr] A Tl

Yﬁﬁr«l 4474]?‘ T88HA Ad7le

x\ FasA o4NA %n e
£3] B2B e-marketplaced] A @3}t

ox

SAF Aol BeHQ
b 871 Wi o] #& dAo]

lo
Jm

L
o
o oX
o

Fogzigi & & o

o A5, B2B e-marketplace®] Al2®
$9 AF EA L B2B e-marketplaced] A
ol & FFE Fi e ALE YUEy
ok oy =gl FEAA AAH &4
=7 HdaM e Hajgd ZE7E dojof &
1, FEY $F0) FFejFolool = RA
4 &g E B2B e-marketplace®] 2]
2"yl §o HZFo] BIB e-marketplaces]
BEo S Fo% FFE e AE 9
gtk 53 T 7IdES T8 7149
BEG AF B HERE v FLSH
AAetL JE BE YERG. wdd FF
719e AF#H AMu]~2E BZB e-market
placedl Al Z7] A= BZB e-market

place®] & AHl2 R FIF Mul2E F
8381 A AR o] L ATBe
B2B e-marketplaceZ7t Ao sl
ol Z1gd3 5 71de =g FEgeA
Mate] o] A7 A2"®E TFESL
B2B e-marketplaceE &4 3let= A A A o)
2 FEAHR 29 AT kel Fasus
g AR Aok B QAR ol

AR

e

o 71de ART, olF w9 UI
39 ARUAILE FAAA Foh7ld

(=]
B A= B2B e-marketplace?] A& ol
n2E AFedes Tl JIde FF 7Y
HoZ Urojx gazxoz 43¢

= 2
A dred Agxez AAd BB
A

e-marketplace®] 4F8AEE AFTHOLE



202 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

B A E 3o A=
e-marketplace &4 3} wWeke
Aoy 2 72 SHAAM AL 7R
I AT FF AFoME o] 2L IAH
< FE&A Bt AAAHQ B2B e-market
place®] &3 Wds £EE Ha7h U
2 A7 3 WA #AELS B2 V199
F7F FE3HA EEoe Aot =U B2B
e-marketplace®] A& %7] @Ao7] o
Fo|, B2B e-marketplace® 34 2e¢1
Tuiet BuE TPt 71dY FUF H 2,
2 ARE FIYsn Ue 7IdEY A

e +8 2
b, 2yde) 543 47 54 4 ge ¥

7t FEHA 2
Yol %A vehtn $A4 B4

sal717 ol @k

F3, 714 R gElA ojwdt xjo)zt
UAE AE BHsIA R
e-marketplace AToAlAE ZE 7199 £
€ 5% F dE Wdo] "aslg,

2 A7y 7 ¥A dA¥E A7 By
Zdolt}. B2BY B2B e-marketplaceo] o™

5

fad

Mo

[=d &3]

[1] #¥Y, “B2B e-marketplaced] A&
z47, TLGF37 A, 578%, 2000, pp
34-43,

[2] 2744, 3F9, “MRO e-marketplace
o AFald #g g4 A3,
B7le deoly wWelx AHd, 8d, 2
<., 2000, pp. 18-40.

2 e

g AT add B3 AAZFQ] o2 =Y
o] 7] Wi HEA| ol 7Yzt A
BA2Ee Hy dAFE FAHSE BB
e-marketplace®] A& 249 A3 23S
ga-o 2 FYstdath. o] & FHAHA
B2B e-marketplace2] ATl 43¢ =
UAEe WMFEo] +gFE rtsAo
watA &FF AP Ee 1o A
418 £3]A B2B e-marketplace®] A&l
FEFEE F F Ur HFES Fea, B
ArodA FREA FA JEd HAFES
AANN 2 AAAAHY B2B e-market
place 4% 8¢ 2I¥S AL Jart 9
o}

aAgoz B AFE B2B e-market
placed] g 714& FHoz APHA
71 W&o ¥%¥ B2B e-marketplace
P, AQ AFH EHE nestA] gurh
ady g3, FyE, A AEFE et
A B2B e-marketplaced] A¥829L #§&
Aol A& B Folh wEtA FF AT

—_—

m
rir
Ao

ME ol EAEE x##A  B2B
e-marketplace®] A& 820& EAMgozy
Hop AZHA dF 2745 de + IS

Aol

[3] )9, “e-marketplace AF A"
AR GANRZFE,, 2001

(4] olF e, “B2B
e-marketplace 7% & |
A, 575%, 2000, pp 32-49.

(6] 259, “B2B wiAl & goj29o] s
g7, Tojulz Z&,, 2001

(6] “Az=dAe] B2B Hlz2Y2 2d &

AR A AT, 2000

ARA
Z

2
"LGF77%

”
e,

[shs] 23]



A9@ A4%F  An empirical study on the factors affecting the participation of B2B e-marketplace 203

[1] Arthur B. Sculley, W. William A.
Woods, BZB Exchanges: The Killer
Application in the Business-to-Busines
s Internet Revolution, 1Sl Publications,
August 1999,

[2] Bakos, Y., “Information Links and
Electronic Marketplaces: The role of
Interorganizational Information Systems
in Vertical Markets.”, JMIS, Vol8,
No.2, 1991, pp.31-52.

[3] Bakos, Y. “Reducing Buyer Search
Costs: Implication of Electronic
Marketplaces”, Management Science,
Vol43, No.12, 1997.

[4] Choudhury, V. & B. R. Konsynski,,
“Uses and Consequences of Electronic
Markets: An Empirical Investigation in
the Aircraft Parts Industry”, MIS
Quarterly, Dec, 1998, pp.4717507.

[5] Dyer ]. H. “Specialized Supplier
Network as a Competitive Advantage:
Evidence from the Auto Industry”,
Strategic Management Journal, Vol.
17, 1996.

[6] Follit, E, “The Keys To
E-Transformation?”,
informatiomweek.com, Feb. 28, 2000,
pp.145.

[7] Harmanek M., C. Schlemmer, B.G.
Hope, and S. L. Huff, “Critical Success

Factors in Business-to-Business

E-commerce”, The Views of IS
Managers, Proceeding of PASIC 2001,
pp.238-252

[8] Hansen, J.V and Hill, N. C., “Control
and  Audit of
interchange”, MIS Quarterly, vol. 13,
No. 4, 1989, pp402-413.

electronic Data

[91 Hart, Paul and Carol Saunders,
“Power and Trust: Critical Factors in
the Adoption and Use of Electronic
Data Interchange”, Organization
Science, vol.8, no.l, January-February,
1997, pp.23-42.

[10] Hwang, K. T. “Evaluating the
Adoption, Implementation, and Impact
of Electronic Data Interchange(EDI)
System”, Ph.D. Thesis, State
University of New York at Buffalo,
1991.

[11] Lee, Ho Geun & T. H Clark(1996),
“Impacts the Electronic Marketplace on
Transaction Cost and Market Structure,
International Journal of Electronic
Commerce, Vol, 1, No.l.

[12] Lee, Ho Guen, “Do Electronic
Marketplace Lower the Price of
Goods?”, Communication of the ACM,
Vol. 41, No.l, 1998, pp73-80.

[13] Malone, T. Yates, J, and
Benjamin, R., “Electronic markets and
Effects of

information technology on markets

electronic  hierarchies:
structure and corporate strategies”.
Communications of the ACM,
Vol.30.No.6, 1987, pp.484-497.

[14] Malone, T.  Yates, J, and
Benjamin, R., “The Logic of Electronic
Markets”, Harvard Business Review,
May-~June, 1989, pp.166-170.

[15] McKinsey & Company, CAPS
Research, Coming in to focus: using
the lens of economic value to clarify
the impact of B2B e-Marketplaces,
2000.

[16] Porter, M,E., Competitive Strategy:



204 JOURNAL OF INFORMATION TECHNOLOGY APPLICATION & MANAGEMENT

Techniques for Analyzing Industries
and  Competitors:. With a new
Introduction, The Free Press, 1998.

{17] Porter, M. E, and Millar, V. E,
“How

Information gives you

competitive advantage”, Harvard
Business Review , 1985, July-August,
pp. 149-160.

(18] Premkumar G., K. Ramamuthy. and
Nilakanta, "Implementation of Electronic
Data Interchange : An Innovation

Diffusion  Perspective”, Journal of
Management  Information
Vol.11, No.2, 1994, pp.157-186.

[19] Premkumar, G. and Ramamuthy K.,

Systems,

"The role of interorganizational and
organizational factors on the decision
mode for adoption of interorganizational
systems” Decision Science, Vol. 26,
No. 3, 1995, pp.303-336.

[20] Sarkar et al. “Intermediaries and
Cybermediaries: A Continuing Role for
Mediating

Players in Electronic

B X XAT)

N

ox &
Hoﬂ,éoz'.

o

2

oy @
s
up
2
TR
PN
N,

Decision Sciences® 74 g & A} vkALEH$

HASsAS. A4 ddeAxezz HA
A ALAH(ECRC) £73& 21 35,
A Eoke e-¥l2Yyx A

2

we o oox wu

=

o

—_—

A % e-learning oY,

Marketplaces”, JCMC, Vol. No. 3, 1997.
[21] Schmitz, S. W., “The Effects of
Electronic Commerce on The Structure
of Intermediation”,
Computer-Mediated
2000, Vol. 5, No.3.

[22] Teo, T.SH, Tan, M. and Wong,
KB. “A contingency model of internet

Journal of

Communication,

adoption in Singapore”, International
Journal of Electronic Commerce, Vol.
2, No. 2, 1997-1998, pp95-118.

[23] Williamson, O.. Markets and
hierarchies: Analysis and antitrust
implications, Free Press, New York,
1975.

[24] Willamson, O. E. , The Economic
of Capitalism:
Markets, Relational Contracting. Free
Press, New York, 1985.

[25] William Blair & Company, Lessons
from the Past 10 B2B Thoughts,
William Blair & Company, 2000.

Institutions Firms,

Internet &
Co., Ltdell =3
FFT i g
4¢ Qs
el ZY X

o Business

ZA7F AR A 2=9(10S), A
Simulation Game ¢!

)2
oy



