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e 4% A7) Aakg dohuw, vh v VA oo tjE A % AA
& ANsRA gt

II. o]&4 w33} A2

1. o[oztef I

olulA e 24 ol EW QIE Aol Aol Qi Asolt) th Wl 4]
AL SR AN, A, A L GRS 5E R s
wolt AEY Awke] ARl olulAle Ade 245 AaA Al
& THYE Bolsoln V)& (AL A&How fAahE 5 rjre AW 2F A
Falok @, 210l 71900 AFESS wobd Lol AnE wdd 5 e 7]
52 AFAAA T, olntAlo] Aol Wl thokg RAAN A AFee 5 1
750 nEHE L 9

olutAl & AR, shu}7l 2 o] 2 (web marketplace), ¥ 5L vkl -8 0] 2 (virtual
marketplace), X A}4 7 A electronic intermediary), ©]3]H.(e-Hub) & ThsHAl &
glojx 3 lom, 1 Ao wak o8] 7}hx| 0|t} Bakes(1997)%= o]n}AS “A] 7o
Felsta gl Rt SRzt AAA Y AlEel] die ARE wehe - YRS
a1 27 ArA| 28 olghal A o519 th3) Mooer(2000)2] 7-$-ol = ojulA L
“OIEl UIES A Aol A ZFAet Lz} Aloo] A7) o] Fojd 4 JuE
22kl Algroletar 3k TEA Hg Malone(1987)2 o|rFAlS “Th4=9o] Fuljzk
S} ool WA A S sk A T AR SRt 2
TR9 A 5002000 “ofe] 1)e] Felatet A Ak AFelt Al A4
zA0% ;}oh;} Tufukalel] o)) Ala 4 QEE FF= ol AR = Y]
ko] ARAANE 93 F o2 AoFArke ek A Fa £(2001)= ov}

e

ins

2) A% 9, “ertAB o) zol A BAmBFF] FuiGFY VAL JF, FYHnA
T A3 33, =4 FA RS, 2003, p. 175.

3) Bakes J.Y., “Reducing Buyer Search Costs :Implication for Electronic Marketplace”, Management
Science, 43(12), 1997.

4) Mooer et al. “e-Marketplace Pattern using Websphere Commerce, Suit Marketplace Edition Patterns
for e-Business Series”, IBM Redbooks, 2000.

5) Malone et al., “Electronic Markets and Electronic Hierarchies”, Comrunication of the ACM, 30(6),
1987, pp. 484~497.
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Aoz AABIATEY Grover(1993)F 244 821, Ha7J#te] x| o] J3
18} 451 th10 McGowon(1994)S H 17493 2ke] A9, 7]44] 33k, %=
7l o] B JEFS n E}_ﬂ z‘s}ﬁc}ll) Sanders & Courtney(1998)
FAET} A &F3AT.12) Hinge(1998)+= H]-&-
FAsLTh13) AAME .
AE AU AP AY 31 710 7GR, HaH g} 3
& SHth4) olnpAl JaFaglor A
] <

Aex wfy, AR 49 9 By 59 adlo

0 [e)
45 A4

o

41 o to
3!
N
N
o

of ﬂJ
ofk

o [-w
=

P

g

S
§ R
S
flo g
e
b
Y
&
a
2,
)
rx
o,
ofy
ko
rot
o2
ot
o,
_v;
i:]
8 Hd

[O o
o

a

2L > o g rjo X Fo ol R
BN
Sy
ox
(o, EL
El

Lo ox mt ml
-
e
=

18 ot ook

alt iy of

)
>
o,

_

o
o2t

6) A%, “B2B e-business®] MZF TS : e-marketplace?] WA} A=F, 20000 sHA A
st A Fetee s E=F, 2000, pp. 363~378.

7 AL 9], Tl 7199 e-rbAlEH o] 2 Fojo] GakS MXE 8]l”, BIHRTAT A1
2%, e+ g4 1sts], 2001, pp. 57~78.

8) Robertson, T.S., and Gatignon, H., “Competitive Effects of Technology Diffusion”, Journal of
Marketing, Vol.50, 1986. pp. 102~124.

9) Kym, Hyogun, “An Evaluation of Adoption and Implementation Strategies for Customer-Oriented
Electronic Data Interchange”, Unpublished Ph, D, Dissertation, University of Pittsburgh, 1990.

10) Grover, V., “An Empirically Derived Model for the Adoption of Customer-based Interorganizational
Systems”, Decision Science, Issue 3, 1993.

11) McGowan, M. K., “The Extent of Electronic Data Interchange Implementation : An Innovation
Diffusion Theory Perspective”, Ph.D. Dissertation, Kent University, 1994.

12) Sanders, L. G., Courtney, J. F. and Tan, Margaret, “Factors Influencing the Adoption of the
Internet”, International Journal of Electronic Commerce, Vol. 2, No.3, 1998.

13) Hinge, K.C., Electronic Data Interchange: From Understanding to Implementation, AMA
Membership Publications Division, American Management Association, New York, 1998.

14) 498 - 234, @3 £37199] AEUS o g3 AR FA U Myl B A
T, S RAT A2 AT, FE d AR ES], 2000, pp. 31~39.
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15) A45 - YA, “AlolmFo o] & d gl wieto] #dt A4, AGAA AT A234d 138,
gt 94 A AT, 2000, pp.39-60.

16) Asd - A, “AREAo] MAFA &5 Aol v I A7, AENAA
AAYNAT Aled A3, 6¥%°1E1HWZW7M12@, 2006, pp. 69~87.

17) o) - B&=t - kZHi “"*710“ AR g olo] B3 AP, EAARAT 410

18) &5 - @%a, «s}% AT Bgrr gue B AZAT 220 AR A
H| 22 FA 077 FAAAAT A2 435, A4 98], 2011, pp. 81~112.

19) )it - ;o:/\].‘* AT A BFe5zn HTEAS 93t BT #3t A= T
AR AT 539, TETAATEED] 2012,

20) ©3H - Z2F, “Str TA7IFY uTradeHub -8 2 A3} A4 Qoo #at A A,
TR AT AsA AT, F5FFH RS, 2013,

21) &83] - HMW, “gh FA7|Y9Y] AAFGEEE el TG Fel e AFAT,
F98k3]2] A38H A1z, S=F-5kE] 2013,

22) ¥ed7), “FAaF97199] uTradeHub A28l 37t} ddvlete] gt A+, A AFA|
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7Hd 3. AFQR1L FE7I99] olnpld g ool o] S wE Flojt)

3. MXAIAZ|(e-Trust)

A4 8] S AelFa olast] daHE WA A o ols)t Aa
w]ojof st} Al 3k sfolo] thE Alghe] ol ox|e 4= gt AutalE 7

oy = Ffele] T Aol HEke] @Eo] olEFel Kol sttt o]
SRR EEED
T A7 el wolu} ofko] Methelm, kAo A o el Aele

olgfgt UutAl Aol el HAAlFE Y e fFFsle], Al
(e-Trust)= QUYL ol Q= ofnplel] digh 1o A& onjgriar & 4= Qi
Z, A8l Aol = olnfAlel A OHOJ A= ﬂ:@ﬂﬁ]oﬂﬁ TFufatel FFAF FE
o A&l oo AQlE thed Zlojghe otk HAAIFEE AL g &of=
Yousafzai et al.(2003)20l 2|8 AF&-%7] A &6}}&}.

AN A Aol A 71 T 28 A Fo] shs AU A EQ] A7 &z
AlEelt), &, °1EM ae] FAAE A7) fsiAE ofgA dAEE SR
A7 w9~ F83tth2n AAAIE 9] S AnAER st g IE YA T
nal] gEE }~ 7 Wi g o]f-o]7] wjitolr}28)

bl

=

23) Rotter, J. B. “Generalized Expectancies for Interpersonal Trust.” American Psychologist, 35, 1971.
pp. 1~7.

24) Frost, T., Stimpson, D. V. and Maughan, M. R. C., ”Some Correlates of Trust”, Journal of
Psychology; Vol.99, 1978, pp. 103~108.

25) Schurr,P.H. and Ozanne.J.L., “Influences on Exchange Processes : Buyers’ Preconceptions of a
Seller’s Trustworthiness and Bargaining Toughness”, Journal of Consumer Research, 11,1985.

26) Yousafzai, S.Y., Pallister, J.G. & Foxall GR.,, “A proposed Model of e-trust for electronic
banking”, Technovation, 2003.

27) Reichheld,F.F. & Schefter, P., “E-Loyalty : Your Select Weapon on the Web”, Havard Business
Review; 2000.

28) Lee, MK.O. & Turban, E., “A Trust Model for Consumer Internet Shopping”, International
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Gefen & Straub(2004)+= ©|v}Ale] HAAA o Z71sA, 23hnlS 121 I35

g o= HAARIFZE A E o] lvkal 57811 T29) Cheskin Research (1999)°]

wew oluizlle] AAANHE 2F7] AN E A, AlolEe] A, FE 2 A

[} =

T vk w3 2 TRl Eeket 22 71 adl B olnAlE ek B8
FQASAE H AAA R} AdE W Al=e] Au7E gl os) & vid
AR E G BE Eee € 7 v #2253

ol AdAyATEI F2o AT ol &0 kms} o] el
9 71988, ARl e 7e el ko] dAlA AR E = v S
& Aol 7P = vk 5, olvhAlel] ti AR 7F SR ETE a7 50
etdetar ofnpAle EEatal 1o ti SRR 4 Zol7] wEolth

AollA g AFAToF o] 24 wid 2elar &7l e =705 <
BRs vtges ZaoX s a3 22 7HdE Azt @

7Hd 4 AR E = AHFQR13 olvpAl ZEof= 3t BAE viAAE Aot

7P 5 AAAE = 78Rl oAl 2Eo® 3t AAE WiAE Aot

7 6. AR E = 71 el oAl &gl el AAE viAE Aotk

B dolA = oAl &8 =E 3
o

=
o WAEHE AFHOR FHeFA, o

Journal of Electronic Commerce, 6(1), 2001, pp. 75~91.

29) Genfen, D. & Straub, D.W., “Consumer trust in B2C e-Commerce and the importance of social
presence :experiments in e-Products and e-Services”, 7he International Journal of Management
Science Omega, 32,2004, pp. 407 ~427.

30) Cheskin Research, Studio Archetype/Sapient, 1999. e-Commerce Trust Study. Available from:
http:/fwww.studioarchetype.com/cheskiny.
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=4 2912 McGowon(1994), =T 91(2012), o1 FHH £1(2008), ¥+5}+3] 2](2013)
ATE Fxste] 7 AT A B FA45t] YAE 74 AR F45Arh

¢ 2918 Kym(1990), Grover(1993), McGowon(1994), 2143 - 3] 2(2000), #|
F5 - U4E42000)9] 175 vig e R 38 Al YAE 74 AR SA
=l

AR QoS EETt £0(2012), A3 - UEA (200008 Aot IAATE QEH
& HEoE F3s Aty fAE 7H HEe® SA4s3ith

A2} 2] Ranhong(2005), Gefen & Straub(2004), Lee(2001)2] ¢} Flavian(2006)
o] A5 vt o g, ojupAle] gk HAA, AAl 2 el gk oF5o] F, o]
nple] WAdolek= 37 o R Akl S785kSlth

3. A=A gl Bl AS
B AFeliE 2 SAYEE] e WH AL sk 98 azuks &
o ghow AEear. 7t a4l AENE o ke FE A3, <H 2ol wi
npe} Zro] R 2912 0.86, 712912 086, 719 2912 083, XAHAF] 2.91E 0.87
2 RE AHdud £ Ao vehgn
EfAS QolRAS B3 HEelgn 74 HAEE AAE 7«89l 37 F3)
71989l 7hEd, AH-29 37 £ 22la AR 37) £3-S 2 Z(varimax)
3| A8 o] &3k &A1 A @ QA (factor analysis) S A A|SH AT}, < >4 Hol=
A MdeldAo] EHE T
<E 1> EIMA Qo|8EAM Zn}
¢l ool W28 | 201 [202] 203 ] 204
7| 71942 ITol=a} 0.847
71941 CEOiz 0.802
2l 71913 SR 0.761
Al AE3 HA 0.834
NED) oz 0.821
¢l NER S 0.805
l 7|&2 7IEE oy 0.881
7= .
E,E 7|11 Jlesa 0.829
713 PIESEIRS 0.646
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. HE1 SN 0.865
55 HE2 HEHT 0.840
HE3 7 0.603
ofo|AIZL 2.490 | 2.459 | 2.300 | 2.228
AL
(o5=x) 21 41 60 79
<E 2 EHE=9 MEY AF a
i AMEM Al AZM Al (HAZY)
HEQol 0.86
7|zQ0l 0.86
Jleigel 0.83 0.91
HAAE 0] 0.87
o FAuse] AFetdAdy ddeldAd S A3537] 98] AMOS 16.0S
Abg-3te] oA @olRAS At
<E P oA QoIEAM
s.estimate SE CR CCR AVE
M L 0.79 0.10 10.55 | 0.75 | 0.50
- | 22 0.92 0.10 11.87
- | ZH=®3 0.76
e | - | 71E1 0.87 0.11 10.71 | 0.77 | 0.2
- | 71&2 0.92 0.11 11.01
- | 7183 0.71
71 - | 711 0.86 0.12 10.10 | 0.75 | 0.50
- | 72 0.76 0.11 9.35
— | 7|3 0.75
Al2| — | AE1 0.81 0.77 | 0.53
— | AZ2 0.90 0.09 12.42
— | A=Z3 0.79 0.09 11.12
o | - | 9=E1 0.86 0.75 | 0.50
- | 9E2 0.87 0.07 13.85
- | 9E3 0.85 0.07 13.39
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(AVE)©] 0.5 o)A}, 7B A %=(CCR)7} 0.7 o]4-S Ho] HSEerdAdo] grE ¢S]

i

L

g% T I e ol
3% 1
7= 0.63 1
7| 0.63 0.55 1
212 0.601 0.64 0.544 1
olE 0.691 0.694 0.662 0.69 1
BRI AFL <X 4>0l A Bol, detdao] EA7} D & gl Aol
g Ee A 7148903 BEal 7 AT 0.6940]th o] FEAS
i o

Kel
o] 2(048)7F F W42o] AW ELFFZ340.52, 0.50) K. 2tom g g E}
s

N;

7Hd3tE B2 AMOS 160< ©]-85t ZEEA S Tl AL, A5
BMLE)°| &g F4Hol AHEH AT

AR E o A= X = 155.6(p=.000, df=80), GFI = .89, AGFI = .84, CFI=.96,
NFI=.942, TLI=.94, RMSEA = 08 & X 7R3 o] tA=2 A3}st Ao 2 e}
wit}. GFI, AGHI, CFI, NFI7} 71|91 0.9 ©]/do] A1}, 0.99] 33}, RMSEA=
0.1 B} 22 Ao 2 yYeht mgo] vlas] Aglete], AFatnel 2 Fetevia
g 4 Qloh FREA A gk A2 A <35>l AAEo] 9lom, 7P
gt FAAQ ASAAE Ay ogy 2o

4= i_lf:+ ;f_} t- value | p-value zaj;i
H1 qd58 | - | 239z 0.237 0.103 2.296 0.022 | ==
H2 Il= — | 239z 0.296 0.106 2.787 0.005 | xHe4
H3 71 — | 239z 0.252 0.095 2.654 0.008 | xHe=4




066 FAUFAT X69H (2016, 2)

A, el olupAl E-gojee] FAe ek Pdolrh. AEAF 0237,
o 3 A1) GFE vAE Aoz el

3

A, 71807 8w Al st Motk HZ A 0296, p<0.05=
71EalE Fgofmo Fo7t Ao dFS A= Aoz yehth

AA, 719805 &8 %9 fAlo] #sk Motk HZAF 0252, p<0.05=
719821 &gk frofet H+e FFS nA I Qi

wheba] 7HAL 72, 73S BE AR H T

theom miEd 7HAE ASskaith A5 AMOS 1609 HAEEML) S
Abgete] AFs At e A <i 63 2tk

oh7H - dgS = A
G =3 23 =2 Z1t
H4 | E& - 239z | 0.24 0.07 0.31 2y
22| p=0.085 71 (p<0. 1)
H5 | ZI= - 239z | 0.30 0.12 0.42 =i
22| p=0.013 o7 (p<0.05)
H6 | 71 - 239z | 0.25 0.05 0.30 712t
L2 p=0.121
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7t 0425 ?ﬂx}*lﬂ bR RE S AR dehieh
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ABSTRACT

How to Enhance using e-Marketplace by Korean Small &
Medium Trading Companies?

Young-Joo CHOI - Hyun—-Chae PARK

The main objective of this study is to examine the mediating effect of ‘e-trust
on the relationship between the antecedents related to e-marketplace and the
intention of using e-marketplace. Data was collected from a survey of 169
exporting firms in Gwangju, Korea.

The results of the study are as follows ;

First, ‘e-trust is produced a mediating effect when technology and
government factors affect the intention of using e-marketplace. However,
“e-trust” does not play a mediating role in the relationship between company
factor and the intention of using e-marketplace. Second, technology factor,
government factor and company factor have a positive impacts on the intention
of using e-marketplace.

Accordingly, in order to enhance the intention of using e-marketplace, small
& medium exporting firms in Korea should try more to prepare for factors
related to technology and company. In addition to these, government should
give full support to be prepared for regulations and systems related to
e-marketplace. If e-trust were properly built, the enhancement of using
e-marketplace would be taken place more smoothly. So most of exporting firms
can participate in e-marketplace more actively.

Keywords : E-Trust, E-Marketplace, the Antecedents of E-marketplace





