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Abstract

As the e-marketplace becomes the core of management activities, researches on motivation,

transaction type, strategy, satisfaction, risk management, performance evaluation, etc. have been

actively studied, but the factors influencing actual utilization have not been fully. Especially, the

factors that affect the intention of the users are limited without consideration of internal environment,

external environment, e—marketplace characteristics such as operating rules, characteristics of the

company to be used. In order to derive the determinants of B2B e-marketplace use, this study was

conducted to examine the

e—marketplace characteristics as independent variables,

participation qualification, The results were as follows.

relationship between

internal environment, external environment,

intention of use as dependent variable,

First, the previous study limited the

determinants of intention to use to either internal or external, but this study presented an integrated

model that considers both factors. Second, the characteristics of companies participating in e—

marketplace were identified by using participation qualification and activity scope as control variables.

» Keyword: e-marketplace, internal environment, external environment, e-marketplace characteristics,

intention of use.
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[I. B2B e-Marketplace

2.1 Definition
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Fig. 1. Research Model

4.2 Research Method
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Table 1. omposition of questionnaire

Questionnaire

Source

It was supported by CEO and used.

It was used to cope with demand instability.
It was used to utilize spare funds.

It was used to promote e-business.

Internal
Environ—-ment

The product characteristics were adapted to the e—marketplace, so It was used.

Hadaya(2006),

Homs(2001),

Wymer & Regan(2005),
Chong & Pervan(2007),

Claycomb et al(2005)

External

Environ—ment affected by the partners.

lts usage wa

[

Its usage was affected by government policies.

Its usage was affected by Competitive Environment.

Al-Qirim (2004),
Gengatharen
(2005),

Wang & Cheung(2004),

Son&Benbasat(2007)

&  Standing

Its usage was affected by mission and vision of the e—-marketplace.
Its usage was affected by operational Rules of the e—marketplace.
Its usage was affected by ownership structure.

Traits of Its usage was affected by the extent of the companies participating in the | Gengatharen

e—mark—etplace marketplace.

the e—marketplace.

Its usage was affected by the e—marketplace's services.

lts usage was affected by the characteristics of the companies participating in

(2005),

Yu(2007)

Pateli & Giaglis(2004),
Ramsdell(2000),

Son& Benbasat(2007),

&  Standing

It will be introduced to other companies.

Intention of Use Its choice was the best.

| will continue to use the services provided by the e—marketplace.
If it provide a different service, | will use the service.

Hong,
Sangjin(2006)

Han, Eunkyung,

etc(2011),

Gengatharen & Standing[9], Son & Benbasat[17]& #%3}
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5.1 Demographic Characteristics of the sample

FEL F 21100]a, FoARAS FFAA 48.8%, T
A 16.1%, & tF 35.1%°|tH<Table 2> #x). S5HYE =
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o uluk 0.5%, 7009 |4 0.9%°|th FELS FFPA L e
glo]2 37 ool st 509 Rkl FAAAF

Table 2. Demographic Characteristics of the sample

Frequency | Percentage

articibation Supplier 103 48.8
ulifioation Buyer 34 16.1
both 74 35.1

o Domestic 90 42.7
A;z\:gzs Oversea 30 14.2
both 91 43.1

Number of One 58 27.5
participating Two 57 27.0
e-marketplaces More than 3 96 45.5
Less than 50 203 96.2

number of 50 " less than 300 5 2.4
employees 300 ~less than 700 1 0.5
More than 700 2 0.9

N=211(100.0%)

5.2 Reliability Analysis and Factor Analysis
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Table 3. Analysis results of the measurement model and reliability 2 204E Foix} Ay G5 S B4 AeoA =1
WZ2=0 B3l QHBLA anlAlZg o] A EAo] o]&o %
Classification Factor Eigen Cronba 1_‘1‘11 IHTJ' S, ]Tiﬂ_’ 5, € ]—/\EE] ] =70 ] ]o“]»l—oﬂ
Loading | value | ch's « nx= ks AyHoisd, B4 2Ee Adj. R2vb
The product characteristics 222, F{ke 13.012(p<0.001)i o8t 3 o] g oo gk
were  adapted to the e N
e-marketplace, so It was 770 S A E FYns Hee W 8](t=2.280, p<0.01), W4
used. 373(t=3.547,  p<0.001), eu}%‘\% ol EA(t=3.497,
It wa§ used to promote 691 D<0.01)°]9}D}.
Internal | e—business.
E:nv;rnotm It was supported by CEO 666 2170 662
and used. ' Table 4. Regression Analysis
It was u§ed t.o. cope with 522 ‘ Model 1 Model 2
demand instability. Variables B B t B B t
It was used to utilize spare | g5, Constant  [3.588 1.814
funds.
Ilts usage was affected by part\‘cl\patllon .003| .015| .215| .003| .059| .955
Competitive Environment .818 Control qualification
External [ ——— —— — variable Ag“"'“es 272] 2322177 442| 117|2280
Environ N Y| 792| 1.826| .668 ange
ment the partners. Internal o16| 241 3.547
Its usage was affected by Environment el
government policies. 728 Independent External 080l 102]1 336
variable Environment ) ) )
Its usage was affected by Traits of 3.497
operational Rules of the .842 e—marketplace -230| 270177
e—marketplace. - 9.037 13.012
Ilts usage was affected by ol ol
the characteristics of the 826 Adj. R2 109 200
companies participating in
the e—marketplace. 1 %<0.05, **p<0.01, ***p<0.0001
lts usage was affected by
Traits of |the e—-marketplace's .822
e-marke | Services. 3.851 .887
tplace | |ts usage was affected by
the —extent of thel g VI. Conclusions
companies participating in
the marketplace.
Its usage was affected by entAZY ol 27} oA} FFAE Ashs Mol &E
mwssm: talnd vision of the .766 /‘Hif_’ A]’ﬁ7l§43 U}\HO]NE‘ ‘/F%_Q_i %ﬁ‘s}_ﬂ g}]\q‘ —1—?—6‘]
e-marketplace.
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I will continue to use the 717 o] Vo1l AAslE 8o FHE AL
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Intention - - . =
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