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WL Aot ARFANNGE HEY BF £ UYL e <
BN 2 soRdolgn & 4 Atk @A LAAANE Agee avde
ﬁvHAPOIEOM AT F2F PR Gl JE3a AAYANE s Ao
NEQATE 289 Aol EY AFAE 2u PBol NG A=Y Fo IE
& & wm dste] 2erel Aol 2l YHsh AR Aol YFHUY AL AF

3t Utk 24 s 9 UdEHol~(Web Interface)E 83t §3E 243
Atk YR, W7 Aujalo]ES] Ol aQle A uolA mEd A%
Yol gzt vz 942 F9 =g FUAEY] 9% T 48 F 5 9
o adddx E7stm, 229 FHujAtolEY ujgd FAE Y3hd, -Q-E]"’V'*"HOI]
A dF Fo xet A7)v AdjatolEY TRl 2z BA ATFE FHHXA
gt 2 dAFo ZHE A7)ul AujrlolE ]}l .9.‘{1-4 Zn]2}9] ?:]é]' o
o] =7t 474] o #3k Aol 53], ol2AEUYE AlHATE AFEHE 7983
Aok @71k Aujalo]ES] Tzl a1 (DA E :F"i“"-l} (2)3 R YAl
3 283, DARY WES5HEE F23h §€216 Fujrtol B Yl el
AH] A9 @_EE HEEHY vaiAo] ojfoFg, AHA} A3E ¥y (DY
Ao 784 A= (2)FEY 784 AAE 2, ()YPAIEY &o]A
AZ7F AHEEAT B A7 BAZA A ostd, 47 AujrlolEe] 371A ¢
Al gl aFe= AlolES FREAN AH Y YAUSH 183, AR e

oK

ZHe B ange 420 e HES 47 ¥ gEo] FRHCE G v
A Aoz usdn. a9, e $4¢ BE Foldol 4T o =)
FARY 9PL NAD Age AFE ATHT Yok



1. A&

A7iAo = JEHAER Y2 4FH Rd2 AF
2 I nz2Y2qA Y JFTMsA0 FS HIZ

and O’Keefe 1999). B, &% 2 Aules ezl
ol gAL By Ao® Hrls oA i(Watson and McKeown 1999). §§71%F 7 of
o g #AY) FFE VM Fe FFE WXE 895 B A7 JAFE 4=
2AtHLee and Clark 1996; Sandholm 2000). & 7170 J&g v|X= SHHT|
#ato] ezl Aot A A izt AojHE AT vtk vt AviEd I
tAe) 4 agm, AR vdANLS 4EVHEY AR A dFE vA=
HHez d7Hoid vk ok gEo], gE7ME3 dFed g Hxe 4F F
Axe 4FL ulAE A7 Ao EPWse AF AR AT TR
Hojx 13l

£ 82 i oo

Lz Aoiel 1AWz dEH o] He PUAVIes 28T 4 U
gl f o] 2~ o] t}(Baty and Lee 1995; Burke 1995; Chau, Au and Tam 2000). ¥%+3
A Al Eol A AvjAte] FulAdAL 4 YRRISRIF 9 FRUEYD AR A+
Ho}Aut dth(Spiller and Lohse 1997; Sterne 1999). &gkl FF A7t AH]
AAA ARE AFIHE YHE 2vxe) FHARY T FE AR VEdD
(Alba et al. 1997; Cross and Smith 1996; Hoffman and Novak 1996; Sterne
1996). dAl A7)ute] AxPAAGALO|EN A TlRIRIo]qro] FgL H X = o] EFRI
T dE(framework)o]l EA3A] Z=th(Jahng, Jain and Ramamurthy 2000). 4
Ao}, #4718k Aol e Ao dgE v e PoiAdagled #F aAEH

2 AN=A gk

2 @aTe BEE 9% AvAeEa A AR auae) Fulol B
HEE 2 Q2] FIn st =Y BAE BYSE Aotk WA BF
A AEHAAE G710 Auatel £ AEsglon, tuge AR 4FE A
TEASH 2 BEAGon, ¥ IAULeAL FEHAS 2%, Y HAY
o FEHAAES FRY FEHAAE 283, FolAHEeE Y dAE
M5E Polulglth o], Y@l tid LUl HEY Fod JEE HES B3
o Shusoich

B =g T4L 149 Ao oo} 28olAE AN AujrlolEe] B 2d
A7 AU WAl Wrheh At ES Hrhel Qojxel DARIolo
Bte] 7| 2ERL AR HEo), YAIEY URAelfe] 2Fo) Bk



FHo2 2o 32N E ATRYR AL ARG 42N ) B
g3 Adel FAol Bold SR 5AAAE AAARH 24ARE ANAD
dio) A9AFL AFHAL. 6olAE BT P AT FAY FFATY
e AFEAT

2. ERQAT

A A7hae qEEA He T, FolA olojde ERPom Rusn
2} & AFAHQ FHE z2E A Ao]ltH(MaAfee and McMillan 1987). ZAvlE A¥
Hog v 7}A Fehrt EA T HKlemperer 1999). 4324 F/NAv e} YL I
FAAES HAstABAAH 281, FAAFRAREN} EAGE ASHA A
of Agsts exaAAviE a2 eaRus Ests, LaURuE &
o Rkel FFAY ol wet £F7F FEH AT, v FEFAI BT st
7%, AulE 9@l EDIge] §aolgtm @th(Heck 1998). AHAe] 471 B4
ol FFAY 7 B AL, ArvkpuRuetn sy, aHA) shdola F
FA} B4 A, WizwAdST g Atez auxe} BRI} EE
Boojatold, Y wESAWE D ok B A7E AuRrl By Ao D
= drlwavAniel 7]wBR Aol #4384 Aok

L7110k AujAlo]EE B3l ofd Walog AujrlolEV} JHF A& F o] el
ARAFZol F&FE v E 7HE T3 ¥l 229 (Lee and Clark 1996), 971t 3
wjel gAle] g ZEAJ AFE o] FH3A v} 9lth(Sandholm 2000). 4EFR U
o 7, A7 ARFY & ARGFAAANZY] a8 FFL vIAE FL
g eQoz ATHR b Qo) 283, FFAAY 2H|ZH AR Aol Ee] A
A EFHo] A¥HA iR 713 Hed A2 veEhd vl JHKlein and
O’Keefe). 22 ZAujolA AFQ AAXe A2u|Ae] AMEHA g dig
A5 oTAAURY B 283 Aceg AFH v} YhJarvenpaa and Todd
1996~1997). L=Z &7 A7 743 A AojFL e At 7t e
JEFH o] ~E &8 fgalelgtes §53& 7R dvE Aot

2.2. WAL EN A9 tRedel%
B oA YAolEojA Auo Hosr] 9F WA AdHHolx A

3t gty LEFAR A AFAAZ FF & doBRx, =ARD, ITF

—- 82 —



Z}o} AH|A}Zh] EE T 4 YE A, 2 A= Al oA &
LA HFo] oy ALE=E L}E}‘r}‘:} 28JQ Al AvAe FFA 2 &AM
of AEIY A3 HEE AHA = BEUFOE A He FvE AsH, 9
of 717 & o= fMAolEY il dojA e 2FE A&t AUahng,
Jain and Ramamurthy 2000).

YAOlE TA1 29& fALolE HrhoA 7 F837 Q407 W, vy
g 7]EE0] AdHHTE Ik Alo]ES QI|EE Agto] Aol wep ®ET,
ALl ES YAl 203 §7 AolE IxAL F44 WEetti(Zhang and Von
Dran 2000). f1AlelE a4 doiA, tadF4g0] 7 & AHA 2%
e Z1oHet AAl AauAe] FejdeetsE Ant@ AolHol dgol ATHARH
Nakayama Kato and Yamane 2000). FR A2 o] &4 A= ojx 74k Afo]
EY ORI U &3 EY FHIZFY T Yoz, FEHIHAY FHe
e aFEolM e 2] FulEAR A dF Fo FFE WAA I
(Ariely 2000; Chau, Au, and Tam 2000; Hoffman, Novak, and Chatterjee 1995; Palmer and
Griffith 1998). AR F @ UAA Y A&s FeE 83 A UdHA 2=
A 2dol thgt $Z(Acceptance)?t E-8(Usage)ol 23 2247} ATHChau, Au and
Tam 2000).

Y71RE Aol ES] TR AH|AFAHLE FAFHAE Aol Fasith @Rt
olghe AadFzol fAW ALgAeto) A aniAtolA FEe) uig Fuje)
EE A7 RALeE vehdul vk AR Pl AL AH|Re] AR
of uhz} chpsiA BASSR T, 1] WE AED TANCE ASE DKo
Qom auAe] 547 Nxd) BAe A2 RS 2AND + AB
2 BT (Allen 2000). T2, YA =0) ARG £ulAe) ol A A
AYPAALE v E g Ao ZAAZFHA 93FLS nHtiJahng, Jain and
Ramamurthy 2000). Aol EoA C]AIQ1Q Q& &3 44T 7|£o 2 AAdH A
2 7]& EA3X geoh vyl Human Commuter Interfecae®} dhE «Q 2-A 34191 E
ol&”e MR HFEA AN fAAAY Az A AT UL 2L F
Felnd @R FAL LF AT} oML oFE GFET 3 ThHartson
1998).

Ao

23. 4719 A9 4oRe 29

A7 AujAlol 29 QoA 29108 TeT 2L Al 7HAS FROE LR
24 gtk A, AlolE TEEE, B4, AR WEZW A, FRe) OAASW



o2 REo)A W% AuiAtelEol tg A29E FHEE AFsn Uk

AR, AolE F2EAL A (DIolot2d AR 2AZHOE o B £ ¢l
o} (#Eo]o}-L2 Yahoo! 2B}, eBay2E}d T} 72 Information Grouping, Page Size,
Main Information Font size, Color Matching®. 2 FEEojZAt} )AH ZASHIM &
Dividing Section, Listing Information, Listing miscellaneous information and function®. 2 -
EHolRT Ade Y T e, HolE Foz FHdd. R JEY
o2E ouAE WA HAF1 & FRE GFoE HAFE Yahoo! ZEFYO]
A3, YEARGEo] ojujA 9 FAAEE BAFE eBay2EB U] Aov, JFA
Bol HFEFFARRSY JAPHE FAN BRAF= AmazonZElgo] Tk Listing
miscellaneous information®l #]33t= 27k AR YdE& $£3HQ @y +33F ,
J Wiz FEHAL

4, AR YWEZHUL (HDYF] oG FxAHEG QUIolEL] HAF 75
G)LEE A% A AR e AVEA bFeE Yok (1) g 288 F
ZARE FEAY HAASHF F4, Ao]ES Bl AogHe FFE TR
o QAIES] HEd 715 AR Fol Atk )REE A A FRe 7t
AR R} LA RY FFA ARE T

AR, AR ARISHAAE FE WESHY 24 JE YdgHd JF
Hojd dAISHAA o3 e g nFEoh (H)71EFQA AR R g )%
FRE QUEAHE @B RE FEHAIY. RAFA dRaE oeFd 2ok
(H71E23 A ZAEE HolE9 AT Ao|ES g AFHE B FFolth
@YFEFREE FEFFTI B FRe & 2¥ AF F5F FALEA AFse
Font Size2 TAHO AUth OUFTAEE FZFE diF Zxo AFHE W
dx aga, TR AA Y dFe TMedRE FAHNIH. WEABEE A
B3 wigA R Zxe FFARRY FR FFE FHHqA.

3. dF=2dy A4 A
3.1. 4+xd

2 A7oAA 47t AujatolEE E4617] fAstd A2 TRASH AR =R
o] 29 TAME §831%th TRAO|EL ALEF Algge] g Ad2 P9l i@
HEe FHA d@=HAA o, Foo o HEs EF FAAU =9 9
&S v BAE 7F 1 2THAjzen 1998; Fishbein and Ajzen 1975; Talor and Todd
1995). TRAC| &2 AH AP FENA SLEHA §RHAAY, LA =71 UAA
A, AR a]le] AuAE AEste AEe AR 2 dBH & B
31 ) THAssel 1987; McFadden 1986; Sternthal and Craig 1982). Tl £¢] AH| X} P FE



2 QAHE-GAZ oot TRALE JWOE vy FuhAFol oFol3
2 2881 AL e

TAMO| &2 ARl dg ALgdHE 54L& Hdgst=d AP (Davis

1989), thg B Sl 3-8 9 t(Taylor and Todd 1995). AXAA ol 2] &g <l
45 H718l7] 98] €45 A tH(Chau, Au, and Tam 2000). TAM©] &

Web Design Percelved USefulnessé;,:’:'

Factor -We Design

~ Information

-Site
Architecture : S—

|
~information !

Attitude intention

Content T7[Percelved Ease of Use |
-Information -
Desi .t -Bidding Participation |
sign P ) -Attitude
Toward o
Bidding = i

Bidder Characteristics UD ‘
~Gender : -Bidding j‘
-Economic Status Participation b
-Bidding Experience DDI !
-Risk Preference i v

<a¥1. 9+ 23>

e o e dFY EFPS FEIUT B AT JARTE (DACIE F
2593 AR WEESH 283, G)FEY HAdSHe 3t 8Ud& A
it AA & MFZAE 1999\ Chen and Wellis®] Ao =& wol (1)Y=t
A9 FEAT @¥UARY F84 283, G)YAIIE A1E9 fol4S AHEA
HAtk HES gEHFEA JFe] diFd Bxe FHA gxwFrt AEHAT
G &0}, YAL- 74 (Bruner and Kumer 2000)3 A@AZE 28]z, 48RS FA A
4=F(Kelman 1961; Lelin and Sorra 1996; O’Reilly and Chatman 1986)& 8] 2}¢] Ejx<}
oo FFE VAT LHAY SH4e00R ALY

3.2. 713 43



3.2.1 § 9AY 849 A=

E dFoMe gyl i #gsls AR (DAIE F2EWEH DRR
o] WESHH} AR HAIEZSHE Tt YUt

AA, Afo]E FERFHANME Hololxn AR ZAFHUE 71 o, o9 #
HAE AFEAN g T2 o] Avh QAN g wiF e 43 4w
Aol o8ty A& Fao ERAH FETU AT FAHAA 4FE A
23 %) tHStevenson, Bruner, and Kumar 2000). 22|31, AR EHS] e A2
Eot 1¥Hg Fukste BES A, AH| A A FEel Eﬂlsl 23 E oI, 94
off el &g B &EFHZFHAU 74-°_i UEltH(Chau, Au, and Tam 2000).

=7, AR Uﬂ%%‘?ﬂ qNe FZAEe AFFR a8, PR FHAREE
Taich, olg BAY ATFEA, An YL YT 4"]‘%73"1] iy e I R
S AFstx 9\11:}(Haubl and Trifts 2000). HElAEE LAY AFo] AEH=
g, 443 AT PrtolEel ot BERAE 3V E ARHA 4TS
AFsL AFE AAMRE vEE 9l tHLohse and Spiller 1999; Palmer and Griffith 1998;
Ariely 2000). FARRE Lu]REe] JFA] HAFAPE FeAPLR QFYEE T
AN Aoz Bz

Ax, R OAJSHAAE 7| ERR FEFARR JEFR a8, GAARE ¢
il Ao, 7| EBEE Eﬂol'g—fi}?}oq BAFE AR} YALlE o] ¥HEAQA A
Be] AFE guigitt. FERARE 4FY FEsE & 138, AF AR R
gk Font 37]% 3= ?J’é"zéit HFHEE B Az FFoln JAFR
T JHAAEA R EHRE LTI

AL W5E W7t Fujapol 2] Abgo] AoA F84 AAES $o]4 AA
EE 2ot 784 JAEE Jdo] HAIEE ALSE ¢, Aol Ed i HE
U g9 d ozt e 53 FAHS At AFHe FEolEn & £ do
(Davis 1989; Adams, Nelson and Todd 1992; Taylor and Todd 1995). 94X = ¥
o #Fees Ao® R U AAE F8A4F gz i AAE 784
02 Uy F JHAY A HEye 4EE A% HEs TRHeE 9%
A Ak AR HEo] Ay ]'°ﬂ7ﬂ IRz ried, §84 dAEEs IF
Aoz An|A9 HEo FAHFL 4TS uAn &S %‘.’ 4 A tHHoffman and
Novak 1996). QAlolE £o]A X% T3 HAlolE &89 Hxo ZAEQY o
Fe mAn ASE ¢ 4 Ut}h(Oninas-Kukonen 2000). BlEo], ARAIF F&
Aol 281 &3 FHo BAHR FYIA FAHQA TS UAL UEE
& 4 9JtHSwaminthan et al. 1999). |

R
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2ol YAEE EA AIEE A&t AL Ao AU Fay =¥
FoliL, AMEEY] "HEsitl e FEEL JoT F Utk HE EE £
TYsttha st A fol, AH&o] HEd YALIEE AMEE7] o ol Hlsty
2n ke Fof PAolxo] FAAU FgS w1 Avk(Davis 1989;Taylor and
Todd 1995). ol & 7|22 39 g3 & 7S AT + Ut

7HE1: Al E T2 A EY AR SAHYA dFE v

7Hd2 WAl E ARUELS PAo) B AR FAHHA dFS vIIH
7HE3: A ol E FEOAAL Aol E QA= FAHA] dFS v
7Ha4: FAIE 84 AAEE A dHE Hxel AL FFe "I
7HE5: FEol A HEs dFFY g FAAA FFE vl

7HE6: BAIE #8A dAEE dEFY grdd AL dFS T

3.2.2. 20|A5H e & AT Hx= 9=

in)

LZE oA Y FAE Rl dHo &S nAE 298 =F3=T
ATTATE A5 A3, AAAQ X57F AMEHO gity &H]RLe] QIFFAEH
ZAz27b FAEAAE, AejA] FEAY doqojag FAAI LA FFAE LM}
ANA Aulztole] AL AT AT HAAUEE AASL Ak (Myerson 1981).
=, YFo|&F Aol FAolEL AH|RY AAE A EHSA dBEHAUHGD
ek = Ut} o]} o], e XA Anxte] JAE EAT Xu|xte ¢
Zol g Bl=g Foolko] #FI ATV} o]FojR HiHo, 22l AujoAE o}
2 FHEHA Gk gE, A8 QA dEe digh AT av|Rpe] A
AL czaidAdvolA e AvAte] HEe #Hdo olxo F@go] srsEzo
(Bruner and Kumar 2000; Jarvenpaa and Todd 1996-1997). o]¢} tt24, &9
Aol A thEe dEl digh Anzte] o] YFo] Wi HE Fooxd
FHE T ALE AqAHAAY, WA, AHAL AQE EAQS nH3 g 2

& 7Hdg 49 & Ak

AT 2RRe] AQE HA

42 YZo et ol IS v
7hd8: anzte JiUE §4L )3

AF Fo] xo] JFe vjATh
4. 499 34
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® 43d7E ojzdEy QuntE=ggnd AFFA FRGAES BPoz F
ARE FAHE, o) Fulol B4 Yol Yr TALS WYz 4N
A%k 4 SR AHANLE LEAAD 44T GASE TR GRo
@ Azl 49

& A3t a3 Ea}am FAEe A 5387 o 479
\

4.2, 494z

4—-4’“@ HEEH =(test-bed) & AHE3] AT FEE 71 A4RAAAA AL
OJEE ERIFHA AdL AYPH A Plott 1997; Regev 1998). HlE F&3 A4
A, TV, AlA 2 AFEHA 22 4719 FFES Adse A3 A EE 9o
A AR BAEEA APHAT AT AALA ] EujF 10749 Ao]ES} 9
7tA 9 A& dig 7AAER 2uA QAYEE JEE Abd] Z{E AR
APAAZA M AA 2499 43 AYE F AFE F3d doljd BERE F
AAZRow, F 712 FAAEE G dES St AAGFE HEso, 48
WEA7d 284 E T3t 47HA FAFEEAA, TV, AA, ZFEF FIE A
etz & o, (D7 94 AEs FAda, (2)2e5803e =S 3
Few, BNdd g H35e] F=E #Asglen, WAEAAA &L s
. 283, 2HAAWAIEE F3o G)-AA dE +849& AAFA
glon, (6)FR det 848 FAAF e, (LA AwA]E &8 Lo]A
FANZAoH, (8)YZe WF =9} U]'X]‘E'-}"i 9YFE Fo =g A=
3tk YAl 840 B AX 9 dRE QAo Eo #Ag njEgAHQd FRO
g3 on, Alol Bl talele) gt "{1214 FEL EQATY AR #AIF F8
A =E PAtolEY tARIRTE 4FS] AR digt §393 dF Jre &
23 7*1]:"@1‘:’3 EXS i ogE FEoINeY, & FEgle 1qE 5 A
, B8 8ol4 AANEE 28R Al EE FEEtET oJF S L7
o 42 digk gi=s QA uALEE Hitd, AR txl
FTHtA AAH BFHo F£EE EAY. kAo z, JFd o

149 FAE fede k9 £F& E9o.
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il Ad 54, AN 2% GYNEE 2 BEARAE) 414 4EA
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I AEY4TH oz FAEH
AXEo] 1000719 HrtEaE zHTﬂl
7H WAF 3.63& AAFAFoH, 289
, A8 AP AEZTE 3538 dol d F AN ol Fidl U
‘F&]E]L]- EH}‘]'OE /\1/\]

B =9} 3o 915011 oY Hous xE

HU 99
SRS

Holxle Aoz JElTh 18T

o o)
=3

BEL Bl £
om, AA AR FeA
1) Mg 2.04

aulRbe] 37bA AAEsE gFel W@

Hag EE3ged,
Eo] Azde AT 28AA Al ETL
-Q—E‘r"lﬁuﬂA}OI_L J¢} Do|glom . Fo} B #9st= AujAlo]EE BAS
I, B2E A Y AAE ¥l gzws 2 o3

)% Edte olzdl
92 @osqh

}\-]3?:5]

Ao Eztel JUBAE FAsk] nYgLd, FAYCE fel¥ JBVAT RAF
3 A
X 1. Means and Standard Deviation of Website Perceptions and
Attitude and Intentions for Bidding Participation
Auction __ Perceived Usefulness Perceived Bidding Bidding
Site  Web Design Information  Ease of Use  Attitude Intention
A 4.81(1.18)" 4.84(1.11) 4.92(1.28) 5.02(0.92 4.24(1.31)
B 3.87(1.32)  4.23(1.34) 4.58(1.41)  4.54(1.11) 3.84(1.28)
C 4.66(1.30) 4.84(1.23)  4.82(1.15)  4.73(1.12)  4.10(1.34)
D 5.04(1.28) 4.99(1.21) 5.11(1.17) 5.09(1.08) 4.70(1.28)
E 4.44(1.47)  4.45(1.22)  4.56(1.29) 4.67(1.21) 4.02(1.53)
F 3.47(1.51)  4.05(1.29)  4.36(1.46) 4.03(1.33) 3.36(1.33)
G 4.62(1.26) 4.51(1.35) 4.60(1.33)  4.73(1.28) 4.12(1.45)
H 3.93(1.39)  4.31(1.26) 4.41(1.32)  4.32(1.34) 3.94(1.46)
[ 4.37(1.43)  4.58(1.26) 4.81(1.30) 4.74(1.21) 3.87(1.70)
J 5.77(1.07) 5.48(1.28) 5.84(1.26) 5.84(1.07) 5.62(1.20)

Indicates means, Standard errors are mn parenthesis.

X 2. Correlation Coefficients of Website Perceptions
and Attitude and Intention for Bidding Participation

Perceived Usefulness Perceived Bidding

Variable Web Design Information FEase of Use Attitude
Intention of Bidding Participation 0.64 0.52 0.50 0.62
Perceived Usefulness of Web Design 0.59 0.55 0.69
Perceived Usefulness of Information 0.60 0.64
Perceived Ease of Use 0.68

! All correlation scores are significant at .0001 level.
5.2. WAL E tiAel eeln AXEste] BA
23719 JQAE MeE g 4484 JAE FE FE4 AANE 283, A 8oy

AAEE Lrt.



5.2.1. AlolE = 49

AVl E FREHIAAE IA (DHo)olEH (AR ZASHE Yyo] 1S
E 7259 ARz #3373 2k 30dA, (DHlololg AHRE, AR
o] 2FB5YNA Yahoo!FE 9] IFFL dAR1F FRo g F84 °1X1E9Jr
ALg 8ol QAR F, 37HA UAERWMF BF FHFHoT SAY FoHL B
olx Ut GOFH Y 1FFL UAd #8484 "JZ]EQ} FE T84 QA= 13
Aoz EAA FA4E vehin Aok 28U, HojAAle] 29 EEALIZE Q1A
T W o}l FRE A Fe ALE YRt X, (DARY FAPSAL
YAtelES] HBE I of AHE FUoZ YFE A, 37HA AA=E 9
EF $A4 544 44 BoFa ok #UE HEde AR f84 UA
T &8 fol4d AR ()9 #AE A BAA FdAE Hola o A
Ho] ol¥-L& eBay, Haggle 283, Amazon®H|e] AR BF BEAPFozg ¥
AR Fo4& Bojx Ut} 7|E FAREE 1—}%6}— A, HdA B £33
Z otz wgHolA 72U AE, 2HAES 2FFQ AAE Rojm YSE ¢
F At a8eEg, 7Md1e BEHo 2 AR,

Aok 2o Mo AHE 23, ANAE EEE F AT AL AlEY 7
Ho A olZdE A LA ER $9E e B¢ 238 $PHQ
A4E AolFA "k Yahho!HFeld AR 2FFL Adsin: AHE V¥,
AR MEF e Jet AR MAdEAE 2uAdA BHEU Q4L FtAeA
A= Aot o228 U dAGAH] AZH2EH A(Infrastructure)7t A3
5tA] Rtil, AAEANE EE3trol RGEAY AXNAATY HAFAAAE A
I Qe AL AAste] 2 W, AolE FEAY FWY Bge 2T A4
47N B G0l ohd AYE BAT & ATk

X 3. Site Architecture and Website Perceptions
Site Perceive Usefulness Perceived MANOVA

Architecture Web Design Information Ease of Use  Wilks’ A
1. Layout
Intercept 4.72(0.27) 4.41(0.25)" 4.46(0.21)'

Information Grouping

Yahoo! 0.65(0.23)! 0.63(0.21)" 0.83(0.22)'

eBay -0.25(0.19) 0.07(0.18) 0.21(0.18) 0.88'

Go -1.12(0.23) -0.43(0.21)’ -0.13(0.22)

Page Size

640£50 -0.98(0.23) 0.10(0.21) 0.14(0.22) 0.99
Main Information Font Size
10£1 0.03(0.17) 0.04(0.17) 0.00(0.17) 0.97'

Color Matching
2~3 col. Combination -0.03(0.12) -0.03(0.11) -0.11(0.12) 0.99



F-Value 21.11" 9.68' 9.52!

R 0.11 0.05 0.05
2. Information Organization
Intercept 6.91(0.28) ' 6.06(0.27)' 6.17(0.28)"
Dividing Section
Space -1.40(0.27)" -0.94(0.25)" -0.71(0.26)' 0.95'
Line -1.18(0.25)' -0.91(0.24)' -0.55(0.24)"
Listing Information
Yahoo! -0.23(0.27) -0.11(0.25) -0.51(0.26)
eBay -1.11(0.19)’ -0.64(0.17)" -1.02(0.18) " 0.84'
Haggle -1.40(0.19)' -0.90(0.18) " -1.03(0.18)
Amazon -1.57(0.27)" -0.90(0.25) " -1.07(0.26)'
Listing Miscellaneous Information and Functions
Upper Horizontal -0.47(0.16) ' -0.17(0.15) -0.03(0.16) 0.95'
Side Vertical 0.04(0.19) 0.33(0.18) 0.22(0.1)
F-Value 2591 12.33' 12.50!
R’ 0.17 0.09 0.09
"p<0.05
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4. Information Content and Website Perceptions
Perceive Usefulness Perceived MANOVA




Information Content Web Design  Information Ease of Use Wilks” A
1. Reference Information for Bidding

Intercept 3.29(0.25)' 3.84(0.23)' 4.24(0.23)'
Seller’s E-mail 0.500.09)"  0.22(0.09)" 0.22(0.09) ' 0.96'
Seller’s Address 0.02(0.11)  0.04(0.10) -0.11(0.11) 0.98'
Bidding Record 0.16(0.13) 0.160(0.12) 0.22(0.13) 0.99'
Evaluation Product by the Site 1.08(0.17)"  0.66(0.16)" 0.45(0.16)" 0.94'
Q&A -0.53(0.11)"  -0.30(0.10)' -0.23(0.11)" 0.99
F-Value 21.24! 7.05" 5.39'
R 0.09 0.03 0.02

2. Convenient Functions
Intercept 4.96(0.07)'  4.97(0.06)" 5.14(0.07)"
Search Engine -0.77(0.09)'  -0.57(0.08)'  -0.57(0.08)' 0.92'
F-Value 71.52 47.90' 44.77'
R 0.07 0.05 0.04

3. Miscellaneous Information
Intercept 3.70(0.10)"  4.18(0.10)' 4.39(0.09)'
Payment Information 0.70(0.12)"'  0.33(0.11)’ 0.25(0.11)" 0.92'

Delivery Information 0.60(0.10)  0.46(0.09)' 0.53(0.09)' 0.91'

F-Value 60.76' 28.50' 28.52!
R 0.10 0.05 0.05

'p<0.05
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¥ 5. Information Design and Website Perceptions

Perceive Usefulness Perceived MANOVA
Information Design Web Design Information Ease of Use Wilks’ A
1. Basic Auction Information
Intercept 3.65(0.15) T 4.090.13)" 4.28(0.14)'
Tabularization 0.30(0.10) 0.15(0.10) 0.17(0.10) 0.99
Whether Show in the Bottom Page  0.79(0.12)'  0.53(0.11)" 0.49(0.11)" 0.96'
F-Value 22.15" 11.85' 9.63'
R’ 0.04 0.02 0.02
2. Product Information
Intercept 3.47(0.14) 4.05(0.13) : 4.36(0.13) ’
Information of Product Availability 0.80(0.17) 0.51(0.15) 0.36(0.16) 0.94'
Large Picture Option 0.13(0.10)  0.05(0.09) -0.11(0.10) 0.99'
Font Size of Product Spec. (13£1)  0.43(0.10)" 0.17(0.09) 0.25(0.10) 0.95'
F-Value 26.82! 8.63' 6.79'
R 0.07 0.03 0.02
3. Bidding Information
Intercept 4.37(0.14) " 4.58(0.13)" 4.81(0.13)'
Emphasis of Bidding Part
Hyper Text 1.40(0.14)" 0.90(0.18) 1.03(0.18)' 0.98'
Button 0.67(0.20)' 0.41(0.18)" 0.30(0.18)
Whether Bidding is Available
In the Same Page -1.51(0.15)"  -1.02(0.14)" -1.23(0.14)" 0.93'
F-Value 40.90' 21.56' 28.19'
R 0.11 0.06 0.08
4. Miscellaneous Information
Intercept 3.99(0.08)'  4.26(0.07)" 4.51(0.08)'
Accentuation of Payment and
Delivery Info.. 0.91(0.15) 0.55(0.14)’ 0.60(0.14)’ 0.91'
Accentuation of Seller Info. -0.05(0.16) 0.05(0.15) -0.10(0.15) 0.94'
F-Value 47.28" 25.23" 18.67'
R 0.09 0.05 0.04
'p<0.05
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¥ 6. Website Perceptions, Bidder Characteristics,
and Attitude towards Bidding Participation

Variables Coefficient(Standard Errors)
Intercept 1.37(0.41) "
Sex -0.02(0.15)
Economic Status 0.07(0.04)
Bidding Experience 0.01(0.05)
Risk Preference -0.00(0. 04)
Perceived Usefulness of Design - 0.30(0. 06)
Perceived Usefulness of Information 0.01(0. 07)
Perceived Ease of Use 0.39(0. 06)

F-value 15.63 "
R’ 0.54
"p<0.05

AA= WMot anu|zte] JiAE EAo] Qo Fdd= oEd uAE F¥LS
2 g, 9itolEY tald §84 AXNEE 4EHA g0 IHHoE 4Fg 7
AL J5< Holn ot 2, 2HAe ALY 4L AFNIET 2R
g TAHE L AT Urh PFe AP HEs YBFA o= opF
d 9%e mAx %lxl e #1¥ 4 Ao 7Hd5E 717l HUY. JHE6d

3#7. Perceived Usefulness, Bidder Characteristics,
Attitude, and Intention for Bidding Participation

Variables Coefficient(Standard Errors)
Intercept 0.83(0.80)
Sex 0.21(0.27)
Economic Status 0.00(0.08)
Bidding Experience -0.10(0. 10)
Risk Preference 0.15(0. 07)
Perceived Usefulness of De31gn 0.26(0.12) '
Perceived Usefulness of Information 0.00(0.13)
Attitude towards Bidding Participation 0.37(0.19)
F-value » 3.65°
R’ 0.24
"p<0.05
6. 28
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<Appendix: Properties of Emotive Information Design>

Classification

Category Variable Sub variable Value Description :
Index type 1 column—3 column
Yahoo ¥p layout
Information grouping eBay Horizontally layered layout
HammerAuction 1 column—2 column layout
GO Left menu/Horizontally layered
layout
Layout . 640+50
veu Page Size 1024250 Full size
Main information Font Size 1041
13+1
2-3 combination
. Color matching 4~5 combination
ArchSitltteiture 6 or more
Space
e e . Bar
Dividing section Tine
Table
Yahoo image->bidding info.
Information eBay bidding info— image—spec
Organization Listing information Haggle bidding info—> spec— image
HammerAuction bidding info—»spec/ image
Amazon bidding info/spec/bidding
Listing miscellaneous I{I/i((B H\c;rizontﬁll)i layergg(t;n)))
: : : ertically layered(left
information and function HL({T/B) Horizontally layered(top/bottom)
Seller E-mail Y/N
Reference Seller address Y/N
Information Bidding record Y/N
for Bidding | Evaluating product by the site Y/N
Information Q&A Y/N
Content Convenient Search Y/N
Function Take-it price Y/N
) Payment information Y/N
Mllrffcoilln?;gg; S Delivery information Y/N
Seller Y;N
. . Tabularization Y/N
B[?lsfg:rrﬁ;tciggn Whether sho\g ai;xethe bottom of Y/N
Information of Product condition| Y/N
Product Large picture Y/N
Information Font size of product 10+1
specification 13+1
- Accentuation of bidding part N/A
Information Ep Y/N
Design Biddi Text
Infolrmlantigon Accentuation of bidding button Hyper Text
Button
Whether bidding is available Y/N
in the same page
] Accentuation of payment and Y/N
Miscellaneous delivery information
Information Accentuation of seller Y/N

information




