=EH4 Y 2006.01.28
=EAANY 2006.02.10
AALSE Y 2006.02.15

F9ders A A294
200611 2¥ pp. 89~119

K % e-Marketplaced| ™ FHE #Erol
&3

=3

AR

T.

AE7)gd g 5L FA ¥ % FAEIAS BAe HAS AGRe
FE BAAE "ot oA @ EAle FRALAE o] &3te AR BT
ol R oz BAHAY AEHY AHgo] ITHHA RAEA AP A
2, " A2®E =9fthE 2 AAd gu g Foste ARTe 2 A2d
< 243 a2a AdE ALY ddwt RREAE J9E F ve RE
ougtt FEAI 2] A E vehle AHEA BFolv 4T 24 5=
A= 37T ALY Abgo] AAF ook g £ ke oA FEAI2E
o AHEE 53t AR F e ol& NEL oA F8E AFFAR

+ ARG FYLFoAYS 2w
o eUE TAETANY 25
sxx ARG AL
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okl

olgig =Ale §& Moz s FY e-Marketplacedl M = w7}A] ]
t} 2 B9 e-Marketplaceo] tidt #Alo] Zulgd] utal A ARz &
AR LA AE A Fdhe Al]EE 1,00097) o]l Aeg BHusHz 9]
=D F3] ¥ JFAEE Adstne dFEE 7dd ¥ uAe A#E
Holm glch

A7t FAE F2o2 3 ARFDol} T e-Marketplaceo] #E3F of
BEo A3 A R B Eolgte Aol =EUS | A DA
A7 el 2AE 5ol & ¥ o] HFHAA dojd

of dt}% ol% b Aol AT £EEL st FAHAME AHEA A7
o] AT & IXg 1d HAlo] %2
BAME AAYEE BT F
olo] B dAFoxEe Y e-Marketplace?] —’[L— ALl B Aol HAlA
o] 9L v)A e dFRd S NPy, AFENE Bl AFaAdES AA
Hog BAM gugtogn FA e-Marketplace’} FE4A 9 AT AA=F
2ZA B we) 883438 ¢ e VERARE AFstaA
FHAQ A+dAE s o 2t
i) A9 F&AGAN ALEA A FoAd= B7dtn 15t AA
Ho2 AAHA E3HA A NS APAFE T FHIoh
ii) %9 e-Marketplace®] F AMEAR FHHAES] FAA G| 9T 1|
d F Sle 8UES HYPAT7Y nFAE B =&2drh

i) 5—554 5429% 3 Jud 8950 AeA APe| FFL wA L7}
g 432NE B9 AZSTL, AERe BelEE 2AWSE AGEl
A}%xu Bol o] e AHgR Ao] oPA FAAEAE HED,

1) AAA B e-vtAEHo0| 29 o] §FN agld IS AF
‘1}/\}5}4 =, 2003. 12, p.23

2) Ram, S., "A Model of Innovation Resistance," Advances in consumer Research,
Vol. 14. 1987. pp.209

3) $4%, “BFEARI ey FLGAE HAAGS #F A7, FIAFAT, A20
A A1Z, 2005. 2.

)

AT, FYvsE
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1. [FEEM £33 e-Marketplace

ZEEAR dEez 198080 B0 JIAEL 714 A
T3 ok ok BPR(business process reengineering)oll Al A1ZE A Al

TEANEEY ZEA A EFEE olo]H o, e-Marketplaced] 83k
3t ZeAx 2dg BEolnh o2 Q) Arid7 Rt 4 e
AL oA HZHE o] FARNA HJT BT FEIge] wee] A
HHA R st EdAAE Y Wl 187Euitt T izl Ebe Foje
] & (Moore's Law)o] A&so L7 = AT

19903t ERP(enterprise resource planning)Al2=ge] = RAA 7]¢4& A
AHE el JEA 2" g ol =E ¥R, 2 23 BEAT FrRIE
Aze z23:A HJth ol @ 7ol e-Marketplace®E T4 3= 714
Axzztz oA FH L Fvl £2FA JBHATL, o] AHYleZ Q3
BE o] F H&o] IA olych

Aeidlz 2e ALE EJD 7tdM e “UEAZ 3999 47} nol®
UEAZS 7H] & n2 2H A Eot's W7t Z(Metcalfe)®] W3, e “A
# Feizst F71g Wetet 1 77 n2 BE mlE FMEH e YEYA
3= FAEA HAT £ A G g #A, AdTFEERY FYL o}
%44 (outsourcing)®] F7+E 7MAgov, ol HlE e-Marketplaced7t @4

€ 7127} AiS (29 2-1] #=).

e-Marketplaceo] T8 A& Malone et al.(1987)59] A& A3 A =
Ao tiF AFE FFE B2 FASA 3 o] FojAn Slth Bakosde

g g W
B4 1 o)

(it #N o
o 4 ox

4) e-Marketplace= Electronic Marketplace, Web Marketplace, Virtual Marketplace,
Market Maker 522 d@A 7% &

5) Malone, T, ]. Yates, and R. Benjamin, "Electronic Markets and Electronic
Hierarchies:Effects of Information Technology on Markets Structure and Corporate
Strategies", Communications of the ACM, 1987, Vol. 30, No. 6, pp.487-497.

6) Bakos, Y. ], 'Information Links and Electronic Marketplaces: The Role of
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e—Marketplace—ea— ‘A Zdstn A BejRret FuiA AEF A #F
£ 28T F YA e 2AL FBA2HOZ Gartner1§F(2000))-&
“’0‘}"} ol’de] e-Markete] B 2Z9| FeZ HHE HAAZFH (e-community)”
2 A9gstn gtk 2AE(20009L “e-Marketplaces B Yl 5 UEHIANA
tre] FEAre o FulARt] ARE & F JEE FHE 289 AR
2, NFR-F38 09502001092 “DERAA bde FF7I93 v 7
710] AFFG Au|zd] i FEE FHetn 213 AEY AW A8 18 F
AE 7HEEP el A osta Ut
ol Aol &2 EF¥& 2 o e-Marketplace® “BEF tho Fuixie @
Wiz 7k JEl 7Rt AARELd Be 993 EXS Aln I ARE @
A AFUEE 4T F de 7MY AF e JEHY 7ete &84
olgtz FoJd & Urh

[28 2-1] e-Marketplace2l S&uid

XML —>\
B2B AZEQQ —»
gE‘l'ﬂ—»BZC R
»scm ——>

Outsourcing — ™ >e—Marketplace

BPR —L—» Metcalfe’s Law

\/

Moore’'s Law ———————>} ERP
CAM ——»

HE20s5HE8Y9 32 —»j

'}
L] L] LS
19804 th 19904 O 2000~2002

SZYUREANZHE —>

Xt&: G. Means and D. Schneider, Metacapitalism: the e-Business Revolution
and the Design of 21st Century Companies and Markets, Price
Waterhouse Coopers, 2000.

Inter-organizational Informations Systems in Vertical Markets", Journal of MIS,
Vol. 8, No. 2, 2000. pp.31-52.

7) http:/ /www.gartner.com

8) AAE, “entAEU |29 BH} AW, ALY TR, FTANY ATRDA,
2000. 6.

9 HAR- 449 -0l9%, “Fh 7199 entABH 2 Fofol FFE NAE R,
Z3AREAT, 2001. 6. pp.57-78.
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2. 835 e-Marketplace?] 71%

{2 FHAY Hee] AAA FIAY WPz 1 vFo] FAHEA F
o e-Marketplaced] &g #HA o] Folxn Jth

dtA o R F9Y e-Marketplace® FTAZFe] AAGANE ALy 43
B2Be] & Eol2 $EHAY +UAA, a8l o859 HEE A%, €%, F
AE & e 71%E 73 e AU Ately BEEgn & 4 o,

59 e-Marketplace7t F2 FARAR Y o2 AHRH L8N FIHA
fgirte|Ellgts 019 FEAYLA 75 TFd Frxu2E A F
gt FIRXEAo Bl foid EAZ UATh

2% A E F9 e-Marketplacezte £ojHtle 71529 HE A=

FAAH LA EY FYIEAL0|E gt &7t B ®e] AHEHo $to
U 2 gAg AR HAH SR 7Y e-Marketplace 2= &7 B
AztE o] 7t e FA 0| THI),

79 e-Marketplacer: AAFE S YPdte FIFA 4 Aula AFIAY
A o] A2 /A A HE Front Offices FA3ME FA FH9AFIHAN 29
(EDD 2 7199 FBA2HIS)H F71H02 dAEH[Y 2-2] #=).

32T F9Y e-Marketplacee AlBZANS} #HG 4F HHW AFL
EE 9 J1EgE2a9 AN, HASH, v P 5& Bl FEYGA AFH

2

10) A%, “F9 eviAZdol2e %3t A%, e-BizKorea, A47d, §ZAAAAIEY,
2003. 2, p32.

11) FHYANLLAEE T2 vEod, sy, 05FE B Y9 gixzd 99

Fugol g A/EA o¥ HY W FEEL ¥ 7 Sk FEAYLHAE

AHN LFQAE &oldtA HFE 715 & 7HAL Yol 53], Ao &R 17

AR SoAA dr|del w8 Agezn I YA JE F45EALYAY o

AMe 2 540 A

FgalolEd dutygog Agigdi(rade leads)Ht H|ZH 2 7]3)(business opportunity)

e £ o9 2 o9 52 AR ad3 PAY g ¢ MHA BT olys 9%

B A2, AlojHAAl, gulelo] W, B8 F FAAN, 43 g suiAn g oo
FAREE AFE AllEE oudchAEA - £33, “Sevet FAYA A Fo
AdgArlol B9l B3 wel, EAREAT, A2E A23, 2000. 11, pp.71-72).

13) 24, AA e, p22

14) Z7rduiAg, AR g, A/ udy, FA/F9E3, F48A Az € 9
A AE/HR, FARE, 2F/AYAE Stetete B4 2 n9dy a9
FHER Zo] FHE o]7x itk 2y LU B ATHE BH A
A GE BAZ 2T ARG WaE At st AA o)

18 2

12)

[ o o3b et rIF it
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Muj o) g3 229 nA" S 7hedtA et B ohle 299 F8 4
23], AdzA9 z3 2 A28 AFFo2H BAAAEY A T
22 &olaA #F 1, buyerst sellerd EAZ AL F HEd & AFTL
ZH B9AY 3713 IAE FES & JA ok SRR buyeryt seller
#E A A9 28 History#7b vl E3 AFoln Ak o|F9 4F 2
ZtE AF Ao AN ANZ HA ol ol tig Hgko] @ FHTHE),

2 o

(28 2-2] MAFel ctA

AIJ.LA}> uqu> 2> gﬂa> )4|9,> ;i}

29 e-Marketplace ‘——+——

A& TR A

3. SEATRITRS] HEEID

(1) AF2RF Mg 2 A3

(el

1) Xgtel iy

Age A4 deedA W3sI1E AFde Aoy, ol g A W
o gad =7e AT #A Ho gh®. Zaltman & Wallendorf(1983)19
“Aztd g AY F, JAAFL o)A E HAFEE e 4o o

rr

15) LA E o] G2 uolo] B Ao AgxA G479 T4 FAHUA R
Az Q5 A 2E flEE 7Y e-Marketplace® 3UTH.

16) AR, “AAFS AGLHAolES g3 ALY, FFHRAT, A5E AE,
2003. 6. pp 186.

17) & d7c e FHUAASe] FuIle HHo2Me
£ BRAA $28 & Y= APadss EAFS 3
e-Marketplace7} °]E1‘1 olgke 7T UM #HAT
aFAE 1) gAAT FF AT, i) gAuls F4 BE A7E FHeE ’éﬁ%%‘i}.

18) Ram, S., "A Model of Innovation Resistance," Advances in consumer Research, Vol. 14.
1987. pp.209

19) Zaltman, G., and M. Wallendorf, Consumer Behavior: Basic Findings and Management
Implications, John Wiley & Son, 1983.
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3t old BHE RAGE T dhe oW PF'oR Hu FUXNGE ‘YA
FEotA dod e B2 Fgacth

Gilroy & Desai(1986)20)= AM&-2F Agg "A 3‘(resistance) 3= E
AT AFHY "AR7Hanxiety)' 22 REHE 238 Ao %%3}93\5}.
AFH A A2E AL 3 9oA Y A 2H] }%73: 31 = A, Ee
AlzdolM AdE FRE AR e Afoln, 237 Age A2dE
ofd =+ glo] AH&7]= AR old g AXLE 7}?‘]5_’ AHgo] EAHTS

= A5E 9ngd

Ram(1987) A& “Wste] o4 Pdz Jotn =7e "2 3
datsien, §49 F8a7F AAF] Fof, o) &, Al #E FRE Y53}
€ 3 M HIE HE8 7 e AR o2 AA AAFGF EAse
Aoz Hth av HAAPRIE T HAAFS Ted] ¢83 Fike
gl igel obd HE JiEe® B JAAYe] FSEFE o $&o] dojun}
FAstah
NYAFE EdE & A7 A8 ALK YA AFge Bos B
, “§9 e-Marketplace®] 423 F NN T e-Marketplaced] W& 2183
2 Q3% Wstd dig FAAA HAdte BHAY S WA F3AHA HE
P2 Bt ol AR AYL 71E ATFEANA VeI A
B PAH FUE 2@ = weld g Agae tud ey
A F3ol Aggd x3¢E 4 gt}

t:l

JIN' L o |

o

2) Rame| & AIX & DE

Ram& AATo] et ALt Ao Jae 2= 89S0
o]z FohJI o5 AY Q9E7Y] HFAS Veh]= A3
3HA .

Ram(1987)¢] Ao ostd Al&R=e HAANGE N2ty FAEAT A}
g2t B4 9 A WA Z B4 S 34K 2002 maE B 2 9u AR
AE HA3 HF2L A Ao w293 ) olate AYe

20) Gilroy, F. D., and H. B. Desai, "Computer Anxiety: Sex, Race and Age," International
Journal of Man-Machine Studies, Vol. 25. 1986. pp.711-719.
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Fool A =3

(mechanism)&

© Lo
=2 ©

oFA MEE

&G ol A4} e
£e s A8 A4y 1k ¥4
g4 Azlsha e el gL AL

F3hw ETRS

wolgo) £
& AgsA B
oA A

249 &7 48tA £38 ot e Aotk AT 7Y AR

o] # g}
g shebalol & Folth. B A2ty

A& Fole WFeE A

o

(28] 2-2] Ramel AIX &

FEETY 94X Fd gAAZGE o] ARl 2T 890

2994

BeiH golejol Palolekd JoiH Hol

< FR8F & Aoln.

LRI X ABR = BE HNIUEB
“ ABR Z2¥ 22 IR [PS > o9
CAUE O C X CEHEY OAE/
cHEH S0 2 0 Z W e H O A E
SX2E s Mo - 0l B/l o &
=2 &S ORI X B S
CEEA e ¥E BUNQE] « 24
B S A2
* ANBX H ZE 2 2 Ol MO EAMAE ¥4
A8 4 R AE AL
=gy > PRBAE B4 ceud
23748 Lt 0l
AR s
gy A S
RN
x T 7
oS ¥
{ "PEE |
L =g
I
2o s ot s
I_| TR T F—+ [«
y
| == s8HE
At&: S. Ram, "A Model of Innovation Resistance”, Advances in Consumer

Research, Vol. 14, 1987, pp.

JAAFE FaA7] 9% A
2o] Tl ALgAlA xEHIA T
2 H4o] 44 EE 717 0%

SRR

209 M +AN.
o] god = Ao o 2E F
o213 £&8HQ Fwd o] FIHO

4. AT Halo] 48 %
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ATt ALgAle] HalAge FEE £ glu 714

7129 FHA79 AES Ram(1987)9 @d75d S EZ 2 dFMe
9 e-Marketplaced] @ AH&2F Aol G e 89002 H(FY
e-Marketplace)®] 54T} AHEAHFILA) SYHFTE FE239 A7

T2 &&3tuz gk gio 54 WEoe Rame dFEdoA Al4"
FUA o)A, A¥AY, BIFHE, 2eln Al 54 ¥4 Rame] 47 52d
X ALgE AelA MFE dF £33 79 e-Marketplace® o] &3t= F
AAdA e AN GH Falo] U Qg A7 459

(@ # Mul2a 23 B MU

[ =i

) Mula EFel HHRe

Mul 2 AEH 98] T34 (intangibility)2), o] 24 (heterogeneity)??), &3
/3 (perishability)23), ¥] ¥ 2] (inseparability)202] &4& 7}X|7] o Eoff Mu)x
FAE Aoty de B oflgo] BET 13y BHAHOZ MulAFA]
g &2 “5F Aul2d 43 Yo ZH He AAd(EE )9 A
2 A Z2 HE'R FHn JvH).

B A7AEol MElE FAE S35 A3 OFT SHLRBE A
Aok PZB(1994)7F A1 SERVQUALEZo] 7k dg] ol&sx th
SERVQUALE® & AMu|2 FHo] Mul~g T7]de Aulxd thg 7]diet

Ay

21 *11:'4]_’:&\:}2]133‘19_& FrAAY Bolx JHE AN = EANY ¢ £ ge
EAE 7HRTH

22) AMul2E A AEFAC o7 7tx] FAEAHA Q4 B8] i g nAd g
Au|27b kg nAe g A9 bgE 7hsAdo] gldh

23) Mul2E AGAY ALZ 23 4 gV g FAvlsx gow Ak

24) A& ALole ANE AFE 2AHNA AFs}= 7441‘ 2 2o ALE EE A3
€ Aol #7] dojutr] wEd AT *‘ﬂ% i T Aoy Mulzs AARA
A 2u7b A dojur] djEo Atz LW E v‘i—ﬂ‘% F Qi

25) Parasuraman, A., Zeithaml, V. A. and Berry, L. L., "Communication and Control Proccess
in the Delivery of Service Quality,” Journal of Marketing, Vol.52, 1988, pp.12-40.

26) AU 2E4E Z43te Uyd= SERVQUAL 29 9|9 SERVPERF 2do] ¢}
t}. SERVPERF Ed2 AiriFozw Mul2 EFAE A= WYoeg Cronind
Taylorel 9l 2= H(Cronin, Joseph Jr. and Steven A. Taylor, “Measuring
Service Quality: a Reexamination and Extension,” Journal of Marketing, Vol56, July
1992). ¢] &39S SERVQUALS 7|3 4328 oM ArgEdner 7
AEo] glon AFFotdA ZTHA ANIHIT e Yot
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A 29 AAZE L vmstd Hrtdnn 3@ olg A4 JF37} 71
FEET Bdod Au|x FAo] dre AL Yn|die 2 Bde $2 AH2
F4& vehdoh

PZBE MYl F49 3 < 93 A20F JEFE AAsd auArt
Ael2=8 B71g & e 97 5 R 107K Ad S wHEo] A 2%
<E 2-2>¢ 2L 574A Ade] Mulx F2 AP e AU £ U

<E 2-2> PZBe| MHIAEZX HHER

Auls F3 24 ez E4 A9 R
3 4 (tangibles) E2F AA, A, A, AL E FY F
A1 273 (reliability) okg Mu|28 g § A3 AFE Fhse 7Y
8k-2 A (responsibility) | A Al A&3tn Z2H4Q A A5 ATt oA

8}Al A (empathy) I AT F e FAELY A4, 7, A9 F
F7+A (assurance) A A AFsHE wge) g A 5

XI2: A. Parasuraman, Zeithaml, V. A. and Berry, L. L.,"Reassessment of
Expectations as a Comparison Standard in Measuring Service Quality,” Journal
of Marketing, Vol.58, 1994.

2) 9 e-Marketplace2| AH|A ZEZE X4
29 e-Marketplacet: ©S3 Z& SHAM dA AFE Hulx ST #

NEES

T d¥e FFL AR Fo] ofd YAIEY f‘l*‘%l A& ”LO} 7183
2 oM FERaZE 7|uto R o] RojX|7] Wit FFA Fwo] gl
ER), F9 e-Marketplace A¥]& A FAL o] & o] &3te AHEAL, AIE
VEYa 43 a4dz A3d3E vAE A 5 Aux AFGA v o
A AL 7R
AR, T4 e-Marketplace A¥ 2 AFAe ALEALS] 278 TEA7]7] 9
o] o AA3 R AF B oY SZAAA W& du, AHEAE



# % e-Marketplaceo| W@ #f& Ehiol B HE 9

ol Z&3te AolBZE AT Avle] RS Zedn ¥ 5 Yok

olMY ¥ e-Marketplace7} 71&9] Mu]2¢t FAE E4& M2 12
A 71&e Mu| 27t Auj A FACA nAR FHL FFEo] Fo
g o] FHe-Marketplaced| X & Al 2719 /o] & 9&S v|AA €t o
2t 79 e-Marketplace A¥] 2= FAE thFed glo] dubdl Mulxe] &
A Bgk ofdgt JIEYlolg: WAzt e SR E 1R st sodsor &
Aol

olo] B AfdA = PZB(1994)2] SERVQUALEE A AAIS 5714 214
< F9 e-Marketplacest FEAIA FAAA Auj2 F2 SAZ 848 F
Ae 278 Aula FEAAY AT S ATFHTFE &SR

9 e-Marketplaced| A 212 gdole} & Myl 39 BT A&
ougte Aoz Aula AFGAe g A By ohe} A FgHE PR
of thgt AZNAMAANE T} HSA S T e-Marketplace AH| AS AT
3t g oA WA FH|A o2 B e-Marketplace AbEAbol Tigh =2+
Q Mulze] AlF 2 AMEREY] 87 i A& &S T

. B st

FURAY

9 e-Marketplace AH&el thet FHAAES] AF8AS FotEr] A3
Ram(1987)9] HAAF 2dS 7R ZHdHaz Adstd AT
e-Marketplace)®] S43 ALEAHF-AHGA) S4LS ATATE ZE&3iA )
a8l3 F9 e-Marketplace7} S1EYldl] 7]6ke FH7|s HAIA QTS A H]
Zetete] PZB(1994)9) Mu|~Fd 2¥ S 45 783 §

E
Mulx F2 qFLES ATEZA TFAHT

27) 2 dFdAM s g4Auls F2 54 H52 PZB(199]) dFeA E45HdY 57tA F4
A4 2270 -4 SHFEE 45 FASE 2709 PAnle FAAAAFA, v
)7 6 AAFEoR AFAE HEo] AEsh
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wetA £ AFollX e Ram 23X AHEHAE Add gale S &

Fee F9Y e-Marketplace®] S4HTFL AHEA 540 G ste FAGA
5494, 283 PZBREE AN F28 9Mvx FAUS 55 SHAFE A
&3to] 79 e-Marketplaced] A&t ALEAHFIUA) A #AE stz
ot b2 SRS FHUF vAe SFBANM AR Boxetn
dte 2AMTE FYstd 2 2HIHE o

AFHST MdH #AE A (28 3-113 2o

(28 3-1] 72y

(R o-MP)S |H(H1)

- ADIE O F NEX &0l T(H4)
- =g
- =254
NETHR AR =4 (H2) v
> NERRY
-sNAy
- SIS O3 B

8 AdlA B2 |4(H3)

- A2 A

=

oS o

2. HZIRER

(1) 9 e-Marketplacee! SM= AMEX HE ZA(H1)

F9e-Marketplace AH&AES A3 A7lE AHERM] 8 AAHE AE
e Axo wet 2 Erh FHe-Marketplace ©]- &A1 A olJot F&
dol ®ol AREFE el AMEAY] T AFsivin AXEFE 7Y
e-Marketplace A}-&215¢] 7(1 g izt a3y FYHe-Marketplace?t A
&3t7] By HFEFE YA 42 AdHAY AFES fed
(Rogers, 1983; Ostlund, 1972)28).

FHe-Marketplace 54 & 23 o]F & A9 AHYA| ZAH Fdelt



¥ % e-Marketplaceol]l Wt (Ef#E ol &g K 101

g4tz 22 A spXuaddA e o9& gt} Schiffman &
Kanuk(1991)30L Aol AFEA D #Adle A3 olfdo] ¥e&FE A
o g Age Attn FFF}AC.

Bde-Marketplaced] F WA SA4 AFHE 7€ /Y AAZE &
F&79 879 dXAol Utdn AZHE A E(Schoemaker & Kanuk,
1991)°]th. Ram(1987)& 19 A-FolA AL&ztelA Agetx] e Al of
A AHRAELS AFge] Atn FAU

Fde-Marketplace®] Al WA 54 EZ L 7|€F 2L (TAM)Y AHE
o] AT whdEE MFeR AHEAE HAls dubt gA oladtn A
& ¢ dEe7t s AT o8l oEE FRE It oW EF7EY
Alxdlo] A4ty Helstn @ ERsittn AzEe A FAAR AHEAE
o] Fgoly ALgrbeAdo]l wolAA & tge dF(Davis, 1939; Davis et
al,, 1989; Agarwal & Prasad, 1998)3DA] AZE u} St}

olgl g EFAE Y4l & £2& AAAINA HH, AAR A& olF)
SAY A7 olFn BRE W ALAESY AYE & AoE vEud
(Ram, 1987).

o] A3} Zo] Fde-Marketplace S48 AE0] AHEAF Ao X FTFE
A7 E FEstd oga 2o

Hi-1: 3d3A o]fo] F&F& A48A AYL 4.
Hi-2 : @] R&FS A8 AFL At
H1-3 : BE3Ae] 5245 A4 A2 A

e
T
A~
T

28) Rogers, E. M. Diffusion of Innovation, Free Press(NewYork), 1983; Ostlund,
Lyman E., "A Study of Innovativeness Overlap," Journal of Marketing Research,
1972.

29) AFE EE, ¥, 7HF, BT SAM AAFo] 71EAFA vmste] dvh o
Fes} e H@AR o9 e on el

30) Schiffman, L. G. and L. L Kanuk, Consumer Behavior, 4th ed., Prentice-Hall Inc.,
1991.

31) Davis, F. D., "Perceived Usefulness, Perceived Ease of Use, and User
Acceptance of Information Technology," MIS Quarterly, Vol.13, 1989; Davis, F.
D., R P. Bagozzi and P. R. Warshaw, "User Acceptance of Computer
Technology : A Comparison of Two Theoretical Models," Management Science,
Vol.35, 1989; Agarwal, R and J Prasad, "A Conceptual and Operational
Definition of Personal Innovativeness in the Demain of Information
Technology," Information Systems Research, Vol.9, 1998.
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2) Rl EME AEX ME ZAH(H2)

Zmud(1979)7} A A g vl ¥ e-MarketplaceE: F43te AlEAES
£ 549 wet A9 38 et 2=t O F U

FAgAe] 54 F AAFL A9 FE4A7F AP S 7170 Aedtan
e A3E 9njdle A2 2 Fynn & Goldsmith(1993)32)= EA1/d &) oist
o f2E AL Azstnz ste AEF 712 B3t

Premkumar & Ramamurthy(1995)€ 259 A3R)qA, Arlee 34 4

AL WEdy] W&ol 2ol i sivtrzrt & 230 Jde 2 H4ES
29 £5 o] Ar|EE U FAFH g dotednn gth £ 23
71EA27be] g BEE 23 JdAY 58 s Bdor A A

A7zke] l7) wgel Al A AFLE Fo2N A &0 A d¥FE 1
At 8 tH(Premkumar, Ramamurthy & Crum, 1997)39).

FdAA A 89 F o shvte WSt ti g B = (attitude to change)
olt}. Larsen(1993)2 HAAZ TS AHEAS £/doln ol W3t g s=t
t FAAEA A8 g 2 589 4 Atz AR 29 F3Le g4
o g FFAEY HEE Holx AMEAEC] A F&d FF AT oY
A3AFet 39 A E HoFAHDamanpour, 1991; Ettlie & O'keefe,
1982; Ettlie, 1983)35),

T3 Sales & Mirvis(1985)& 717 ] ¥©3tE &3t AHEAES] UvtA
9 H=7} AFEA 2" Ao g 2159 whgd {o& dFE AT
FA43tn gtk W F9 e-Marketplace7t ¥1stE o718 4 Aotz B4

32) Fynn, L. R. and Goldsmith, R. E., "A Validation of the Goldsmith and Hofacker
Innovativeness Scale," Educational and Psychological Measurement, Vol.53, 1993.

33) Premkumar, G., and Ramamurthy K., "Determinants and Outcomes of Electronic
Data Interchange Diffusion," IEEE Transactions on Engineering Management,
Vol.42, 1995.

34) Premkumar, G., Ramamurthy, K. and Crum, M., "Determinants of EDI adoption
in the Transportation Industry," European Journal of Information Systems, Vol.6,
1997.

35) Damanpour, F., "Organizational Innovation: A meta-analysis of Effects of
Determinants and Moderators," Academy of Management Journal, Vol.34, 1991;
Ettlie, J. E. and R. D. O’keefe, "Innovative Attitudes, Values, and Intentions
Organizations", Journal of Management Studies, Vol. 19, No. 2, 1982, pp.163-182;
Ettlie, J. E, Organizational Policy and Innovation Among Suppliers to the
Food Processing Sector, Academy of Management Journal, Vol. 26, No. 1, 1983.
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W] dig] Ad eBjx7t 83804 9ok & Wl o)
3 £AZHQ HEE Ad AFEAE F9 e-Marketplaced] el = F4 A<l
g B ¢ glom, AYS A E ez HArh
ol 2L FAYA §48%Uc) 79 e-Marketplaced] g AHEA}F A
o HAg 9 AREE dysd dgd 2o

H2-1: A3 Fo] R&FE AL gL A
H2-2 : ¥iste] Qg st $HRL5E A Age 2o

Q) BMulA EXH EMI ALEX HE BAHHI)

F4d e-Marketplacex 83 Hu|x FH848 X8t 917 wEol ¢
Mul2 F249 54 298 IFHANA ¥evhd AHEAY AAgSs AR
2238 4 9th Parasuraman, et al.(1991)9] AFdAd & Mu|A E4L 59
3, A, v, B4, 248 T o Aoz pAskey & 479
Me 247 shgdnE dTHSFE a3yt

Au2EH0] B4 20l F AL old Ao B NI £ 2Fo] 7}
A de Nedd A BE-g oulgtel. Ram(1987)2 Aol oJ8hH,
Ao AHEAE galE AHES7] B A Be oE AR 7Y §eR
FEH 4& ARV Aol ddtn BAY, AR} AFste el A
F71el digk A=) Qlitm A wf o A o] Wole ZAod JERTH

M~ E29] BA 99 F wtgAH L BY e-Marketplace A H) & A FA
o] AHEALE w3 44 MU AE Al Fstee YA E AFEAY AdlA
A ztete AE2 gebstgnt B E 29 e-Marketplace® 7]%°¢] Egsittad
Agtx o]l E FAEsta Adetes Auj2rt AHERE ol HlokstA AZdEnt
AR Z™e] ohd XZA4d ks didez &%) AHEAEL F9
e-Marketplaceo| W& S atA 2 ol

o2 o 2L AP ¥ & Uth

H3-1 : A8 A 0]
]

2 e Age ad,
H3-2 : WhgAo 2

AgA Age A
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B X
g oAe 89L& BFAstuz 3t F F9 e-Marketplace®] 54, 94
=
b
3

AR B Z(involvement) & £ &M Ao o3 e AHEA
o Azte Fo4 AT WA /A #EE Ynigtes 2o, Fodrrt Ere
AL 2 g o] AHEA A F8F U E AUn] A& B g
olgt= oujojtt. Wt oW A Fo 3l AAEI} FL AEAle @ ALE
A Atoldle 1 AFT #HESt] AEF A2, dAMTA, A&£HQ0 JH F
T, BEZ R 59 FHAA Aolrt EAE Aolt)

AEY 5(1999)¢] dFdMe FARY] HYPQQoz A8x 82 AFE 8
o, 23z A% Qo vwo] AHEYTE 19 dFd oFd, e
201 AFolvt Mulzrt AHERLY] 7|27 A o BR O st AR &
T 718 AN A4E 0 #dEe FolAE AL JEy.
AE 8L A &7 X E BEA T E AF d& A JdElge
o, 3 Fuje} ALge] oA At HHol EAY A AEF AR o
g BRIt A Ueve Ao AL

ol ¥ AR XME Zaichkowsky(1994)e] PlI(Personal Involvement
Inventory)$} ©]8H2(1990)8] AT & ENE, A1z #AEr7 JPHA T
917 AHERE A g Alele] BAM HEgE A 2d 989 S HF
Al g

oA T 2 A S FET & AU

H4 : A} 83 B2 F9e-Marketplace E4, FAYGA &4, Ay &
F3 EAo] AEA A7 A e JFo g 2AGEL )



¥ % e-Marketplaceo] tlst (EF-& #Efidl T3 HE 106

3. A F&af

T

i HE Qof

(1) ¥ & of

£ A7 Ram(1987)8 AFELAA AHE3 d4le] E4297 AL
A EX RS AFHSa ALttt g9 EA 299 Ram(1987)9 &
TEAAA ALEE AR olF, AR/A, BEFHZ, &R B4 L2
Premkumar & Ramamurthy(1995)2] AtolA AM8® YA TR Sales &
Mirvis(1995) @A Wsle] e BEE F&3d SF3AT. A2
o] £4 EA 9902 e PZB(1994)¢] SERVQUALEE S 4% £33 A4
7 w84 E, 228lal Zaichkowsky(1994)¢] PII9+ Park & Young(1986)8] |+
A ALEEHAL ofH T E o] &3] Al Eal BARE ZF AT} AR A
82 Marakas & Hornik(1996)9] A-FoA AHE=H AW ARz, AL4-3]9, vl
& o] &3t FAsAth

T Aol gk dubAQl Abgdel] it A& FES A 33 e
2% YAE 53 HEE SHHIJUT

oj A AFe FHHFY EEIZAYG 2 WgE AZE Q43H <X
3-1>3 2t

@2 Xtzeol - -24

FHFAYed S5H e TH FHEAE deez vxd A"
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<E 3-1> 5YHSY £5 2

250 239% 33954 A7%
283 ARAT -Ram(1987)
T BoA 13 |-cost/benefit 3 |Schiffman et al(1991)
0 PEAAAL EF 593} ol $3(1994)
e
ol D /Ello] HE -Ram(1987)
N}P AZA E;/j ‘;;};]g - w= 3 |-Schiffman et al(1991)
T en 83} o] 55(19%)
£ AHg9] of2 3 .
4 1 |dse) olelg g [Davis(%®9)
. o] 3“ _g] 01 E—‘] _% -Thmpson(1991)
7 Hu49dE NP =
9| wugm |A1eAY edAE | g [RmlE)
o‘j '%‘HO] ia]- }‘331‘5 —Fynn & Goldsmi (1993)
A age ga [ J1ERF B4 vl -Ettlie & O'keefe(1982)
= B 04 A Abgel did o 3
A WA = -Larsen(1993)
q -2 ‘E‘, e-Marketplace®l]
3 2 FEY AR
A A g Al ga | 3
Iﬂ Ao A% = -Parauraman, et al.(1991)
- 59 e-Marketplace’d -Pitt, et al.(1995)
x arosy A ARRA A9 B & 3
A T°F AR Aus A o
g AgRe A4 3
S
Y el F84d :
A & LolHY ©2aA -Zaichkowsky(1994)
? /\]’%Z]' \—0:15 . ?szii T%T‘i/; 3 _o] _5_—]_)—:] (1990)
2
=
2 AHg-2l 23| .
: ez Ag | AR 3 -Marakas & Hornik(1996)
= .8}z 33 -Conner(1991)
%
11 HEEE
e} At & 2] %W 4
o] &3t gAE

Sy, derA (A H2), e-mailFast A& Z1AE 1000719 F9Y
AE gz HEZAE AAISAT 20049 11€ 299 58 20049 12€ 17
7R e-mails 3 A& A gt F 46579 $HARE 5T

T AU El’“ AEo] AL #AZ $HAAE AT vUrA FARNES



% e-Marketplaceo] Wig & Ehiol & #HE 107

W7o oAl 20049 12¢ 18 HH 2005 2€ 7TY7HA M EH HAE F
g AEZAIE ¥ AAER, 2 23 1379 $2ARE ¢ 35T + 4
&’i‘i} Sad F AEL 1195AL o5 B4 AHA 42 A& 11FE A9
F 10979 A85E 243t AFEHE HASAT.
-T—%JE‘ A5 SPSS 120 A olgstdq E4stAt. F8 FAE

714%
gge 28, s 2N, dFHAENY 2837 8Y Solh

HIRS &X

1. et #Hik

SEAE 2GS RS F Jdeste TR SA U vled BAS
S dotE F Utk

<E 41> % FIGAES o9ty 54 293 Aot

27149 dele FIYI AZXA S Hote dAVE AA 90 Ael 2 &
T4 1I9AIE UdEgT AFE5Y 2F, A7 AAAEE HFcte F
AAH vl F(294%)°] 718 EA Jebgon, AH 2 g FAFC] 156%, A
fr-38tA Eo] 128% «£o.2 YEYT F2 o83+ e-Marketplacee A%
F=33 AAE BFE o|Larte A ATNAR M BT ARF
T3 30/MAL A E L 2704 £ 22 vElgT of2E A o] &g
A ¥t FHI FA7E 1070ALE HA UG

2. WEMT ERIE ot

o

2 AToN A8E SHFREL 7 2ATNN BEATH A4 ol 3

£ AZee AT sh}, Aok A7BYANN =PI AEE Lehd

A28 PRGNS GEiE AdERES A3 997t Uk
AEEgd A3l $2 2AR 0] AgH ok BEY 7} F24e]
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4-5H) o] o] Hojof gtz 2o FEHjof gt & AFY & F& oY
3 87E FEANIE v, FAEEAE o 1R 10& V€2 8
FE£39 3, Varimax g @& 73 A S AR 528 8% 3
ol 7} Wifo A F 35% o4& AWE 4 ojof drtn dAdEte 29
A Aol 0.6 174 EFAAT

2 AFNA ARt gle Jd S THEAQ JIE RN FHAEY FHA
Q Hte o3 EF 7] Wi ol MdEe] dx A= A A &4
HAeAE A5 dart ok s9hd S By ¥z 3=
HE Cronbach’s AlphaA|4E o] &3ted] B dF E3 o]& AEdd W3F
o #A (internal consistency reliability) & &3 3l o}

TFAA FHAHRE <HE 4-2>9 Zr}

l

o of
X

2q

ox

oﬂ, JIN‘
o

<E 4-1> SEUH 2 S4

£ 79 19 174

4H 79 Azxygd AY 90 826
3HA 109 100.0

7] - AR AE 32 29.4

Af 2 gRAE 17 156

A& -s8AE 14 128

dutr1A 2 Fu % 12 11.0
HEFEH 6 55

ASEE | 85 £ AAF 6 55
1y 2 AgH 5 46

%#*&" 5 46

5 9 7} 75 4 37

7] e 8 73

A 109 100.0

109 ©l3t 15 138

119 - 501 o]} 19 174

.| 519 - 1009 ©)8} 25 22.9
He 5 1019 - 300% |3} 29 26.6
3009 °l4 21 19.3

A 109 100.0

AHEFLY F9 e-Marketplace 30 215

o8 R - 22 20.2
apole (BT * WWHALY 47 43.1
AR ok 10 9.2
A 109 100.0
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<E 42> 29184 U Nz 24 2
\_7}%\ Az FRER RECES
B i F1 F2 F3 3} 22> |Cronbach’s a
-1 901 | 4891E-02 | 257
vay | 1-2| 89 | 254E-02| 29 3 7582
= 1-31 793 | 9089E-02 | 184
o| gag | 16| 1% 872 | 8.136E-02
o | 15| 8167E-02 | 87 | 8234E-02| 3 6997
eMJ 1-4 | 1786E-02 | 614 192
el . 1-8 185 183 836
= A4 | 1-9 127 | 584E-02 | 801 3 6904
5B 1-7 229 126 758
A |2 E(Eigen) 4.076 2.103 1.325
A E2H(%) 34.062 16918 10.89
A EAH%) 34.062 50.980 61.876
- m-3 | 812 045
LIRS - E O O - 183 3 9073
o ¢ | o2 761 268
_ m-4| .08l 803
5| 16| 132 791 3 8691
A H= 15| i 724
= | 2HeEigen) 3512 1137
> ; A E2H%) 48.969 16.011
°l A% 48969 64.980
9 m-2| 841 119
Al 484 | m-3| 78 253 3 8246
R m-1 761 247
T M o6 | 179 319
2| wed | m-5 204 798 3 7289
- m-4 289 721
I 2% (Eigen) 3.499 1145
SIIEEERD) 49,998 15.967
S| wAgaoe | 109 65.965
V-2 | 83
Y& (b1l B 3 | 94
23 | ¥ v-3| 8%
w2 3%k (Eigen) 6.421
A EAH%) 71.3%6
A 52H%) 71.326
V-1 865
M lv2| m 3 8497
ES V-3 51
W2 1/ % (Eigen) 3.129
A g BAH%) 62.58
A B %) 62.58
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3. fRERARTE AR

(1) HI~H3el #&5Z 3

59 e-Marketplace AH&A Ao 9gg viAe= 2L telr] A3 3
AEAd 4 EPUFENY tFFAA (muticollinearity) < AF3sH7] A3l
BAR 2 9 N(VIF), 34 Z3A4(condition index), A4S ¥AHH] & (variance
proportions) & A&t AGSFATHLE 4-3> F=).

AN B upe} Zo] FAFIZAAVIFG #o]l FE o FAd 8%
1ol 24% 2(1159~1.987) 2.2 Yetdn glon, FAZAAF £ 5 3
219 v e g, aga AgY FuE 94 90 | gt
X

A8e sle Aoz #95UH

o
ft
=
fu
v
£
oiN
ol

<E 4-3> Ct33MY ML

ARSI ELFIEE T R I EER I RS
VIF 1159 | 1418 | 1548 | 1987 | 1435 | 1562 | 1453
1 |1.000 .00 .00 .00 .00 .00 .00 .00
2 |10.532 02 01 01 01 01 09 13
3 |12.153 45 .02 .00 01 22 .03 01
4 (14544 01 09 18 .00 .00 .00 09
5 [15.737 34 01 03 .00 54 .03 12
6 |18613 10 27 17 18 04 .06 .03
7

18.625 .00 .03 .04 04 01 7 45

59 e-Marketplaceo] W3t AH-8-AF A @S AHsted glo] EYAFE
AdE FaoA4E gosly] fstd AlgR AIE FTHEAFLE
e-Marketplace 54 (%3th3 o], A4, EFA), FI4A S FHAAFE,
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el B BE), NUAEA SHWHY, BeS SYAFZ Agaed o
FAALH L ANAATHCE 4-4> 22,

HI~H3S /M43 23 4723 A4 08 4929¢ Jehle R
052602 F&WUFA AHgA AY W3 3 % 526%8 SPAFE 4o] 7}
TS ¢ o AF nd AYEE YeEhlE F-valuet 34602 A
4 23 AYEE voln Utk T e-Marketplaced] 542 F 2184
(BAYA) Aol B AL 29e 4dA oWF BRPoz Yo
o, 2EQA 54 29 FoIME B4l 2eln § Aulx FA B4 &
Q FAHE B340l AgA Aol G WAL Ao vehyeh

<E 4-4> H1~H39 H#ZZA=

=g Beta t Sig. | R F ;‘3};3
constant 4071 5% 346
FdA o] =189 | 2721 009 A4
79
e-MP| AHYA -.092 -1338 | 151 712}
.‘_E.Ag
274 12| 22| 0% FE
49| 8343 -139 | -21%° | 043 e
A s T
=4 “ﬂEH]qu o] 11| 64 e
L)}
R —om| 137|188 N2
E?; WA ~o01| -3102| 003 R
=70

1) *p<.05, =:p<.01

2) SEHEHT ALK X E

AA oL AR A F(-)9 FARAAE Holu 9o Al o)H
Heae gro] AW AMEA AL FTrtete #AC Jh ole ®9Y
e-Marketplaceol] gt FH o|Ho] REFE AR FIJAES] A
Ford & guith. F9A9 B4 HFE(FHAAE, W o ") 94
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Mg A F(-)9 FAR JeEoy A et ALgA A {9
g FEgS vz gtk WSt @ HEe AHEA A {3 4EE 1
22 gdeH ole 3FAH HEE Holg XFo] Al F&o FAH Al
£ 7129 7435 (Damanpour, 1991;Ettlie, 1983; Ettlie & O’Keefe, 1982)
e BEYXNHE 2ot 0|2 ZHE Holg AL AL A¥e 55T
AR et 71E d7E0] FE AEUY =M AHAA o Folj ¥l

2 dpo)M e Ede-Marketplaced] W A4)o) BH s A AN
dA 718 Aoz Evh Mu|A2FE 5489 FodAe whEAol AHex A
ol R(-)9 Hd&E v Aoz YJelgEd olv F9 e-Marketplace A
FTAE ] whgAdol R AL Age AR E v

oA By uiel 2 AAA 7t #9 e-Marketplacegte A& ¢
= A 7HF 2 A Fddte 8L wgAdoz Ygyon o
2 AUA oA, B34, §A9F <ot

A

PN
T
o

&

m]o g Fil‘

@) H4o| ABZT

ATF7Hd HA' AHEA Bodzde ZPAWSE AHESHY 59 &%
Fo nXe FFAAE FRE}T Aotk ole A& BAZY s
ddste A z_}%mu,] AF7Hd 7] W&ol -3
(<E 4-5> 3=x).

AA 2 °ﬂ 3 dwge 194 (R2=.101, F=8.216, P<.01), 22 7(R2=.201,
F=3.377, P<.01), 327 (R2=580, F=9.872, P<.01) &£2 & oAt}

538 19AdA AH8at BT A& A didt AE¥EE @AY
t=-2.866, P<OllA F9H< EAFE 2At 28AAY F a4 2F
BA o]z B, AT w0l AMeA AT foH #HEP S
etz gtk o] & F wgAe FEd go] AY =7 w el *é*ﬂéi o] 7}
E2 A5t doth 3gAdAE AU o)d@ AFA 2z ARl BE
FEaHrt FFY g JEgen AuFee BF ()9 #HANE
Holm gith o] AR BAEI BE4F AUlE oo AEA g 1
A FFgdo] FHAS gt & & o, AP A £33 g2
gulg ug $ Yt
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¢
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ZHAARFZE ALEE AMER B EE FY9e-Marketplace S4 (A ©] 9,
AP Mulx F2 B4R 238 48E e Aoz UERe
o, FAdA SN E 2HEAE 2E F gk

w2ty d77Hd HiE BE A=

<E 4-5> H4el HE5Z

AL Beta { T |SigT| R F |SigF
Stepl [AHEAF A -318 | -2866| 005 | .101 | 8216 | .005
AR B E -3
A)E o] -372 | -2729 | 008
A -184 | -1640 | .106
Step |88 38 | 2687 | 09 | o0y | 5377 | 009
g -341 | 2513 | 014
W3lo] O HE 139 | 98 | 32
A4 -131 | -1210| 230
k243 -391 [ 2901 | .004
AHER B S -.333
A o]y -.304
234 - 107
234 161
SR -.044
Wt O U= 248
A=A -.081
w84 -201
Step3 DFopzo]e] « ALGARAE | -569 | -4407 | o000 | 980 | 9972 | 000
AFAA+AL A LA R -619 | -6.067 | .000
EZ+A A BAHE 125 | 724 | 472
A AR T = -093 | -648 | 519
W slol P =xrl g2 B 2| 183 | 1371 | 175
A AL AR A 5 -610 | 5228 | .000
WS AL AR -138 | -1.067 ] 290

1) =p<.05, *=xp<.01

2) EHHT ALEA Mg
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V. &%

B AFe Y FYLAEC] FYe-Marketplacedte AL F&3tE 33
A A He AYE o|8Hoz FYstn A dFE A= 8AE
< AFEAL B8 HEs A st ol & 3 #H F9E& AESn dF

283 d3tEE dAsgon, AERAE £3 doj7d LHAEE EU=
A7 & ASsH

AFATHE 2% b3 2t

AA, AHEAHFIAA) A wRe 2d9E gotrry] A A7
(HI'H3)9] H% 23, FYe-Marketplace 548NN Fia ooz BF
dol, FHYA 548 e gAFe], a8z § Aulx F4 B4
A A3 whgdol AL A S vXE A2Z e §
3 Y Aulx FF 8 F WAL AMEA AFe M A 93-S vlX
= Aoz vehydt ol8d Axe FYe-Marketplace AHl A A ZHA S

A& Au)a AZ, AEHQA Jx, 45T A Fo] o] FoAA ¥E B¢
AREARD FEAAL AES BHded 4+ UES gt

A, AHEA BAERE ZAUFE AL EYRESFTE TEUFA AR
A A FFEol o AXe IS /Mg AF/HHY AF 2
3}, FHe-Marketplace 54 8¢ 5 A& oldz HgFA o] 2la Aujx F
2 B 29 FoAMe AFgrte] 24A d&E dtu Y& Aoz VeI

B d7Es g9 8oy A gddes BE&oln gAlA AA|Eo A
SRl za ANE A G FAA G A AFE AGH A7)
old 45278 Tl BAge=zH AT A 72ARE AFSAT
= S9elA 997t o

a8y 7R AN ot 2L FAFE WA HHEAQ] HIH S
HAE F AT AA, AFS5H A B AFAN AEE FAEF
e-Marketplace)®l 54 803 ALEAHFHYA) FH8, YA~ 4 EA
89l 9o Bt} tgd FHE 233 FUHHQA AFHFY sde] gt
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ABSTRACT

An Empirical Study on the Factors of User Resistance in a Trade
e-Marketplace

Song, Sun Yok * Park, Kyu Young ‘- Oh, Ka Young

The almost studies that is related to an e-Trade and an e-Marketplace
only have been focused on the diffusion and acceptance since the
innovation was adopted in markets. The existing studies failed to notice the
resistance of innovation in the course of accepting innovation. The resistance
of innovation, however, is not the contrary concept of acceptance, it is
should be understood as a construct which can explain the course of the
diffusion and acceptance.

This study will be analysed as follows:

First, nevertheless the resistance of users is important, it couldn’t be
presented systematically through acceptance of innovation, accordingly the
concept of resistance of innovation will derive concept from review of
literature researched on prior researches.

Second, the factors which can be affected to the resistance of innovation
of the main trade firms which use the e-Marketplace will draw.

Third, we identify some of determinants that can affect to resistance of
user by empirical study, also we investigate how participation can be
affected by using a contingency variable.

The independent variables used through researched review are the
characteristic factors of trade e-Marketplace which was consisted of relative
advantage, suitability and complexity, the characteristic factors of trade firms
which was consisted of propensity of innovation and attitude, and the
characteristic of service quality which was consisted of reliability and

reaction. This research also examines the association between independent
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variables and the resistance of user(dependent variable) by using a variable
on participation of user(moderator variable).

The sample surveys for this study have been used 109, this study was
analysed by the SPSS 12.0 of statistical tool.

According to the proved hypothesis there are three important factors
which affected the resistance of user. One factor was the relative advantage
and complexity from the point of view on the trade firms characteristics of
e-marketplace, another factor was the propensity of innovation from the
point of view on the trade firms factors, the third factor was the reliance
from the point of view on the service quality factors.

The results also provided that relative advantage and suitability among
the characteristics of e-Marketplace and the reliability among the service
quality characteristics have moderated in the moderated regression which
was tested the association independent variables and dependent variables

while participation of user was using for contingency variable.

Key Words : Trade e-Marketplace, Resistance, User Participation
Moderating Effects, Web Service Quality




