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Abstract

Considering rapid development of Electronic Trade in Korea, it is an important issue to analyze consumers’
satisfaction and e-loyalty. The purpose of this study is to find the affecting factors on the determinants and utilizable
intention of electronic trade trustworthness and e-loyalty.

In the literature review, it was made to compare and analyze the precedent papers about electronic trade
trustworthness theory, Keller and Aaker(1992), Yun, Seong-jun’s(2000) model of the trustworthness.

This study investigates the concept of the satisfaction, e-loyalty in electronic trade site and its determinants,
and tries to establish e-loyalty analyzing model. The model of the satisfaction, e-loyalty electronic trade site is
tested here using data from 106 samples.

The major finding of this paper would be summarized as followed : And then it was used the empirical research
method to test hypotheses which was established based on the precedent studies :

1) electronic trade factors are positively related to the trustworthness on the electronic trade practical, not being

trustworthness of the functionality on electronic trade practical in international trade company.

2) trustworthness of electronic trade practical is positively related to the e-loyalty in intemational trade companies.

Key Words : Trustworthness, Electronic Trade, e-Loyalty, Utilizable Intention, Stability
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cll:]
7o 2848 An & e 7S EdHa Yk FIPAE
AE olF7] A AATYE B, AAFY AIE LYREL I P
AulZ, & JEUZAA 2 TS Ao ERA A28 AFsta ok

TSN JAFSL TR % L 4T A4, S9N R £, BAIA §F 3, 7)
4 R AT FE 29TF B 23, AZE AdH 22, AN 2 71D A2, Aug 2
Y 2725 R ZEAR, A4 2 dEEA, §8 2 BAYE, 987 2 29 ARUR
ARLA 7% § F997 A WE 2891 Aok

FAIAZL AAF4ARE 2] AaiMe A Fust dAF ook ot A A Bt
A7t Aol @ 2AU SARY Bh ool gaglel AAA FRAILE AU 5L
Aolgte 7IdE wBez E T2 AR A%5S 7wskA gode gA"gn Y $ ot
(Mayer et al, 1995). AAFAN Ao BA ARGARES BANN ABHE 24 F AL #&
AHRE ST 5 Y dd VA FHES ¢ & Aok

AAFRY 184E w07l A FABA AlEE AR FYPEFL FEFoZN FAAA
A 1ARZE i, ARG, v A g A7 F OFF AU 238 U £ JES
ARI2E ATHoF At o2 @ FHUA Alo)EoA FAYAL L & e A28 F

2 d7E AARES Be3n Ut PAYAY AARY 2529 Hulx Agse) o) B4
gtk 23g 23] A8 AMs F4 01§ YEES WE F -F4Ee] 23 Paruraman o
al.(1985, 1988), Jarvenpaa and Todd(1997), & <1(1999), &4 (2000), Moe and Fader(2001), Reichheld
and Schefter(2000), ZASQUD) 5o ABRTE Evhz AL SA0) AT FEYA) Az
o e34ES NXE BEES BATYT.

2 47E PAQA AATGE B8 QoA 2AA dBe n AR
& 98 Red A=Y ARTY 0|89 eFHEA WAL YL
o AAFYe) APEst Eolde 8¢ BNTORA /199 Fust Bl AANT AR,
Aty 22, +24F 4238 2 oY, ARYY, F9T, AREG § ARTY Av Y@
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1. HAI2Y AH|A BN

vz FA AMdTFAd BeNe deHER 248 £ g oY Adolte Rol WAE F
detm Aok & AAde Holk F A FuojA AuAg Hrisiy, o] £ &Aoo Mulx F3&
T AR delAd glch Gromoos(1989)E o2 71&3 FZ(technical quality)? 7154 F3
(functional quality)= B 3st3icth 7|&2 F42 47FD(outcome quality)ojztix k. 7]53 FAL&
aHo] AQul2 AFAZLEH Au2E e BN 27E 424 F4FD(process quality)o] 2t
= 3tk AFFELE ne] AU 2 oA I WHE AEs AEsta AMgsteTte B Ao
2 Aulz g n Ao 2etdg ¥3she Fjdolth
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BARE, A3 2 S48 § Odd FAARE AFse AlEE AFATHO), 2001
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D AR - §HLEN0S FEAYAE] wololZ AAHAY A AFE TusT AF A2
2& $5% & Y% s TUA FADANN AF L AZINE FHAFORA A B2
o £4¢ FE AlEolth ot AdiAtolES RATYMelE BT ol ARLA

ARIEY FSodle mlEed, dres, 2HTE 2 A g d9ER TEH gAEC] A
FEA LA R F5E F 5 Atk FAIXEAIEY Ao FE AQddoly Hlzys o
FUYEl (opportunity) & 53 FEYULH L 29 TE HRE ATk ogtel F iE*AMEh Y32
g A, Atold] HAIAE, #eutole] B2E, Hgolv BAAR, AR, SR Fo B
B AF3ct

73 - AolHoPAA HAFEE AT AolEE AYANFAE, BALATE 71948,

1) Bakos, Yanis, Toward Friction-Free Markets : The Emerging Role of Electronic Marketplaces on the Internet,
Communications of the ACM, August 1988.
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2HSE 2 23, A AL Addd £ B4, EFES R BEAE, U8R 2 U5ZA, ¥
¥ BARE AL 5 ARY 7% AYLAVIsE A2 ok 53] I FHEEA|ES 3
AR 9 Aol B AYrt RS FEHF AA7} o] FoIAE P2 F(one-stop) FHANH 2T} AlF
He ANGAAIEE B4 o O dfEo] AL Axlzd Sdstan 3o /

2. My

FHXEAIE AMul2of dfgt 2134 (Reliability) & FH XA E A F&3 MU~ D& F Y
2 B o3BT F Qe THE 9 v]@rH(Parasuraman et al, 1988 ; Jarvenpaa and Todd, 1997).

A7 FAH7) AdME ted 3PAE AAA Hewd A GAE EF(chaos) DA ZA HAY
Adel AL Fate ¥ FEAe FR] A dig B3l ried] A, g 4F 75 3
AARZ AQete EF WA A H ol 7id ABe FAo dg £72 Mk £ MIE EE
5 44 w8 g dAlolth oluele Asrt EXA gAY EAsHE AR AFHs
Eoll &3] AIRTHE A ot EX dAE AFE AIsE GARA AL ALEAY] FAEY
& BAFE ARAEE AGASE FH 02N Versignoluh Visast 2-& AHE o] AYsEt o
14 HEAE gAF A= dAH Azl o&ste FejsiA €k AR dAE J3E FA%e
GAZA tHdo] FREJE W HA=, FA, UF, Yol 12x r1e¥y & Ay
HEe F9E 7180 o B AHEAE S 53 S st Fuw 93S dnh o] Ui
A FuiAES WA Ao &3] A LA E A "ok

AAF9999] AFoAE QY 71YelA A AT A7t 2ATZ Fog JFE vk
2 FRsAE L 1A AUAR B3I, 284 FEAG 52 a7 e Foie o
Aol 8 & Yot ol2d AFAFAE Mulz 7| QoA nAdA Fdg ey HEE AFee
Avte Aoz AF 4 RS Fodte Ao Fasiths A& AL JYcHGwiner, et al,
1998)9).

FHIEA|EE FAFY B HUARE A&H o2 QA o|&&elA AWM AMuj2E
AEE 5 Slolof gt o]AF Au| 27t AR o] Fold W] FATHAL|E Mu|2o tiF Ao

AAT ol 2 ol§AY VEEE £Y + AL Aol

N

2) 379Q - Zold, FHTHAE AMulA o]fzle] WEagld #E dF, FAGIUF=EA, T3, 2002,
pp.149-159.

3) EAE, € £PE AOlE JEx AR Pl nXE Jo] AT AN H WY, BIHATF A
297 A3z, 574483, 2000, p.356-357.

H AAF, AelU3e] AEAMRA EFFae] DANSH vl o] AF AT, DHNEH I AT, 1999, pp29-53.

5) Gwiner, K. P, Gremler, D. D, and Bitnet, M. J.,, Relation Benefits in Service Industries : The Customer’s Perspective,
Journal of the Academy of Marketing Science, 26, Spring, 1998, pp.101-114.
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3. ek

AEUA AN AvAHES] FHEE e-FA Seloyalty)etal 3cho dubd oz Luln FAEE &
AAFoIY 719l tg uAe] NsHE 2 PHE T, e aFEHR 2L AEAYAA
o IAEE 54 YAolE dizk e BE 2 FAZA Adste & U Aol tiSohn, 2002).7
EE aAFEEE 2HAEY ofd AW vgd did JUE vwko g el AJEE RSt
3z}t st 29 dxdu AYE 4 ¢lrhAssael, 2001 ; Harvey, 1999 ; Z3A] £, 2001). Au]= 2

A S (service loyalty)= 17e] T} A%, AFHEE, BACT b g HEHQ AgHEZA A
v 2 oA s A 7P 223 Ado s HFETHCaruana, 2002)9 22U Oliver(1997)¢] X A2 A

H| 29| 37 ZA) T (customer loyalty of services)E A3 F3 L =8 AAoln] H2eo] AT HE
oy

Az AR dg *453"4?“9— *a‘iﬁi‘%l F2 oxegl FFM ATHUT Lee and
Cunningham(2001)-& Ajujx £2& HqujA 4 ‘:01] =

& mAoa ko, Pritchard et al.(1999) A& W3l dld AR zre] Mula FAEY FFE
PRAG F43k0 0. Ruyter et al(1998)9] A-tolx= Ml Fdo] Mulx FAEA 9L Foa
A e g gate] AglelA Aula FAI FAERY BAZ Bt e Jehdoa &)
ATh o] ZTH(1999)9] ATolAE Aulz Fdo] fFol ARl Al FEEY FoAd YFe wA

rir
pocs
o
fitl
«
o
3T

TR B W A F9H A, U= B, T8 BHAA A9+ A B4 @
8 AN B SAAF L Aujad

=H|(Flavian et al., 2001),10) 7 %3

AEA FAE AES HIE e AYA EYoR s sidth(Anderassen and Lindestad, 1998 ;
Gerpott et al., 2001 ; Lee and Cunningham, 2001 ; Lee et al,, 2001). Anderassen and Lindestad(1998)< 4
A FAEE A7 = FAH 7, Gerpott et al,2001)2 A7 %% 3, Lee and
Cunningham(2001)2 2749 F/4J9]7), Lee et al,(2001)2 A7u] o=, AHN A&7y R FHIE,

6) Reichheld, F. and P. Schefter, “E-loyalty : your secret weapon on the web,” Harvard Business Review, 78(4), 2000,
pp.105-113.
7) Sohn, C. and D, Lee, "Trust to build customers’ loyalty in internet markets,” Decision Science Institute 2002 annual Meeting
Proceedings, 2002, pp.657-661.
8) Caruana, Albert(2002), “Service Loyalty : The Effects of Service Quality and the Mediating Role of Customer Satisfaction’,
European Journal of Marketing, 36(7/8), 811-828.
9) 2}40k2003), “Service Loyalty ¥4 34 ¢} Dual Path 2ol 3% o 7-Intrinsic Path®} Extrinsic Pathe} Athd g2
FH02- MU tehel Bl R
10) Flavian, C., E. Matrinez and Y. Polo, “Loyalty to Grocery Stores in the Spanish Market of the 1990s,” Journal of Retailing
and Consumer Service, 8, 2001, pp.85-93.
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Sirohi et al,(1998)& A7e) =2 Ristm Aok LAY Lulel HeH BROA 24 FHE
g 2RseE BEY B A7 FHEY AnA BYSS BE RS HAAY o B
oeel EAEE AT Uk 3 545 gt B vl AR FALAE BT 5 Qo H
HEclgd 2% d(Fishbein, 1978)1D Bt gmshe PEHojor Y= BFeFn 729 YA
249 ATEL o8 FHEAE A ol £83%] ASAT Y Foltk ZdkAl JENDE A
9 AYe FAEN 9L DAL 292 AY AR S4% ABR SHo2 TR

M. 2789 L AN 47

1, 429y

AT A} AR @3 £ =79 AFRY L o A7 2¥E EdE 4A3
t}. Morgan and Hunt(194)= A& “Aejdoiute] 2 &2 A (reliability) 7 )42 A(integrity)o]l that &4l
(confidence)” 0.2 A 9]} ¢ 01, Moorman, Deshpandé, and Zaltman(1993)2 “Al-4-& 7te RIIEY
o dlsll 717A0] 2&E3slel= A(a willingness to rely on an exchange partner in whom one has confidence)”
o2 A a itk vHAR dT7dA & gy #AFE w9 sdel EE ofF Tz
HoAizke] BAEH RS FAHoE NFY FaMo] BzZbE 3 ¢l ow(Doney and Cannon, 1997 ;
Dwyer et al,, 1987 ; Javenpaa et al., 2000 ; Morgan and Hunt, 1994), A3 #AA DA A
AREE @elA $rHMorgan and Hunt, 1994).

£ A7 232 Keller & Aaker(1992)7} 7149} AZE 71doll gt AEA, A4, 529 Ad&
7AW 7ol nAe] &5 WUEAFE AF L MUEE ATH E & Ykn Ve AEE AFHY
Z|2es FEEAT T $A4F000)] ATEHA MNFEo] APAHHES F Alo]E o
Hpasz ANAAALT Q AllE AAN, A7 2z Ay s
Ak o8 EFEL FALE AAFHY AINE Fudy| d8] B AFeNe AT A4,
X“HJ— AT AR, AAFEAF 7154, AAFY 45 2 UERE APUFE s Az

9 289 JIEE FAUFE, 283 AATY BLAEE ZAAWUSE 3 2YE HA}
Sohn and Lee(2002)7h ANE RRARA, 7154, B, A2 B2, 49, 72 2 6gas §
Axol AR Q913 Srinivasan et al.(2002)9) NEnME, A TEEA, ABATA, AL DL AETA,
FUE, oY 437139 AF, A4, € AIEY dad §F eF34Re ZAALQ, Iz

11) Fishbein, B.,, “A theory of Reasoned Action : Some Applications and Implications,” in H. Howe and M. Page(eds),
Nebraska Symposium on Motivation, Lincoln, NE : University of Nebraska Press, 1978, pp.66-116.
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Gommans et al.2001)7} AAJEL Y 4 AlolE 718 EA, 7HXAZE, ZAu A A7 2 Hob B
A ofnlA] 5 S7HA eFH RS Ao $¢ B A7 2YS £Ysed BEAAG ok2d
Held e eael AAFHE JFacld] BE APl FHEY JFRACE WE, Folx, 2
B slAe) Y, ABg 2 748 F2 Fa adew ?‘H?‘f& 7& %(2003)v+ QeI AR
S A3 ST B3 A

- o]F2(2001), o]AIE(001) T ATE %’-71:3}"4 ATRYES HA3UT. Anderassen and
Lindestad(1998)7} A A3tz e AHA FAEE A7d A5 FAF T, 1283 Gerpott et
al,(2001)7} AFE A7l =9} F4, Lee and Cunningham(2001)2] 7] F4 )X, Lee et al,(2001)
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Folejao] fol8 WE WA 7148 Tk Cheskin Research(1999) £314 FAe 197 2
d= EE 334 957 29E AIY Y= AlER d4EgT A AR ATdN 37
A - ZolHEo)e] 5 AHHe FASA B HANRE A&Ho2 BN olgAA A
4 AuAE ATE & glolob Bk W - BEAHQ00N, o] AF@00D, AAZ00) Sol o5u
JEY £YEL FP 29V G JF2A0Z AP 2IVE FFL v}

ARG AL RAQAg Aol BB AFUAelde) ZA4H dg B I
o AEYe BAHT e A2 ok B 49 FuATIH Fujolo] 17T B Ao|
Ede] ARUAIAE 2 AR FE/IE uidch FAS - SEAE0D, olAF00N, AAS
Qo) S0l W e £FEY Aul2Edo] AuA VR DAE JPOT $VHL AuaE
2o $o)8 G v

Crosby et al.(1990)& v} <] wuﬂﬂw 2749 st BEel APHew g2 Ao AL 2
Z53 05, Day ot al(1988)S TAWE] @Al wA o] 2AHY A%L YT BouA
B9l SAE e NNGT FP4n Yok I AW - 2FP0HE 2uiFe] A 43
2 ogo] mE &YVEES} £24E 26IREL AT Aulzod) g Bk 24 94 2 o)
Ag A 91, £ 202 DEET} e 2ARQAND, 2R, 95A 24D FAHY FEL
AAgL FAdc 454 et TASAE JHE nAE 232 A Fo asd o
TN 71AH $EAET AYH 43480 BY G FT 2YL ] 4 40 I
g &gt dutdor WEL 24T Mageoloa E 4 qltkBitmer, 1990 ; Formell et al,
1996 ; Oliver, 199710 WeH AFE7} 2450 AYHoz Je & PP o VEL FolA
FAE GBL NAYT T & AT 2 ATINE ol JE ATARES wRoz tee A
& A,

HI : 34299 $54840) Naze] ()| J8& 72 Zelch
H2 : AAR99 dago] Aol Fwel 9% #4 Rolck

H3 : AAR99 7)540] AfEe] 3el d%L v1A Rolck

e ARG QA40) A AW 9% T2 Rolth

HS : ARG wed AgEe] Awel 9% v Holh

HG : AAR99 NPHo] e el G2 H3 Rolch

12) Bitnet, M.J., “Evaluation Service Encounters : The Effects of Physical Surroundings and Employee Responses,” Journal of
Marketing, 54, 1990, pp.69-82 ; Oliver, R.L., "Satisfaction : A Behavioral Perspective on the Consumer," McGraw-Hill,
1997.
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CH V-2 M2y 3

201 (1Y) 24

FEAAT 43AR
FEdA 9 &7 F=
A & |FHBEABRT AR o]F 9% 7089E |S906E |272
284 |9z 712922 DB Beste AT 25E  |[115  |4109E
gjJutoloj s} AfUANR 9E 145 141 264
Initial Eigenvalues : 7.781, Alpha=0.7682
FHAA S AREA LHTEL & F UL [3.28E 150 -293
TEULHE T AAANT 22 HEo] £o] [853TE 3374E  |.130
oA AEHR BI7}F 2y 358 9.175E  |263
WA 2wy AR o)Fo] TAYTY Te x¥ [6925E 163 |-98E-03
Hgﬁﬂzﬁi}; ;;H WA AR ded) B3IE02 [473
Initial Eigenvalues : 2.784, Alpha=0.8912
féff; o%%% 2 E4o)zo] B3 ARE 138 162 90E02
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