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The effect of the information on the buyer’s trust in the e—

marketplace
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Abstract

The buyer in the e-marketplace makes a transaction without facial interaction.
Therefore how to provide buyers with trust is the critical factor of the success in
the e-marketplace. To solve this problem, the market—-maker provides
customers with various kinds of information. In this study, we analyzed the
effect of the information on the buyer’s trust in the e—-marketplace.

— 301 —



0l

I.

CH

|.

Hel

A 20l Al

. HAE

ol
ol

oJ
Rl
K]

o

S

HAHE A

At
(=]

&2l 9
Ol=

=

)

trust)

INE=
dUHE

to

F(Proposition

o

NS
(=)

Hel

dE™o=

2etol

ol
—

-

=

x
A

o
=

HlJ
)

~

19

Hel

EE

7].
o101 XLt

Hell BH=Z Rie

e

=1
o

JU

uir

t

o

=z &

EHOH KO

HeE

maker) 2t

MHBIAD

2l
=

M

i)
oJ

0l
X0
uir

ol

Ol

BN

Al

CH &t

Heitt E 20

A eIt

(¢]
il

3

0l
sl

<

ol
3

0l

z
ol

o3
<k
oll

El]
ol

HICHS 8].

=
[—

HeH

Ol
X0

I.

oJ

0l

ct

At

o2
AIZ2ITIF A

N =
= /| —

10

Rr

ELl

7o)

oF
o
X0
30

OFOIAM M=

E

o1

=
[—

02, 3, 4, 6, 7].

_lu_
110
ol
=

oI
ol

ol

<J

0l

<0
Kto

ol
KIr

o
80

B
10
[0

t

Xl

= OH XEOHl Al

o

At JHE EOHXOE 22

e

OtLIet Al

F

I
[

OHA HAEtd, 2l JIE

&

Or2tolet= &0l

=

i0)

i
Iy
Kir

oJ

F2LCH
2 O

(9]

S&0lct

it
[w—

Olet  #Z0l <

[—

[—

A =20l A
OF2UOIA 2ORKHOIH MISE D A= Ch

=
[e—

A HIR

Bl
7l
Al

- 302 —

2ct



NYYEOR MOl HT-X|

NlZotes

OH Xkt

o

7o)

JU
iy
RO

ol &) NH OF o J
= & 0o & W o)
= Rr ~ Ho
=] T m x =

= K = ol -

=) .

< ~

A Fij KO nl =
R —_ —_ ]
o1 = = =)
24 2 E)
o 9 = = 0l

%._ il Ee) () x
) R S
wog M W <0
K 53 0 JJ =
Rk 0o W8 =

N & RO —

H Y
Wz it il
i S WB B of
- M oW A o RO "
T U0 RD B KO T
W T W
Kr Kr Kr
2 2 I & |

MR

W E N R ol Ry
RO | B RO R R | =g
Sl [T mar | | D BR
MD_ S d Blouwz mﬂ_ 0 )
RN A R ol
W e S| mss x| 28
=|T3D | e | PR A TR

RO

OICtH.

)

=0t

J

<

B0

al

w0

3.3 FOHXIIL A

AAE

Hel

ANZBELXIL HB6t=

3.1

OO E A 0=l 20K

E

3=

SO0l

—OH Kt

=P\

o

RO
Rl
KF

ol
H

7o)
OH

B
Ho

1o

i

2oty it

CH &t

Heloll

Ul

- OH Kt

Ul

RO
[

fivt]

Al

<

oll
ol
0l
oH

0

EN

)l

-

ol
H

ok
40
=

Eil)
0o

=] ESe]

O Z E 0l

=N

2 OICt.

=
[—

A =201l A

MetAd CHs

ol

Hel

HN3&=

&0l A

&

Ot

NlZotes

S0l ORI}

oF3t

E

Ha:

ur
<+
Ol
M

Ot =10ILCH.

i
J

g

<

EnYs NS

3.2 HONAIL HIBdte 38

- 303 —



=
il
¥
7]

KD
<+

4. Xtz

3| Al (Regression Model)=2

[—

[—

A =201l A

=
[w—

ol
RO
A0
Rl

_lu_
110
g
H

o
180

Al

ALt DEO A= 0.4830|%ACH.

OH Xt

11',
AI2I01l

It

RO

=
D

ul

=

ol
b=
=

~

Mgz 2490

I&=

o
[—

700
OH

Ul
0

0.266%*

e

— 0.121x%
0.222%

*p < 0.01

= XMy
S8 o

HORKH &N E 2

SHE B2
- THOHX}
- B

Kir

al

RO
=

ul

=
ar

e

gt 3L
dq 32

=1
=

s el =

« 04

=
[

M
=

HH

=

=

4ol &9

=

=

SUE=IN;

g
=<

t

M2X

ol

700
]3]

5%
al
0L
H

ol
20

0.60l

He=2
AT =

KIot

=
[

Of

A
o
11
0

al

0

g ¥ AIAIE

H OF

0l

oA M=s
otLIet

=
=

- OH Kt
=LY

Sof
2 A=

e

Ul

AHO0IE2t

2oIAT

0.617

0.652
0.662
0.527

0.579

0.582
0.545
0.598
0.624

0.644

A2 %=

0.728

0.742

0.684

0.790

MHIA 018

=
3
A 32

Al
=S

e

S

A s

=y

s

=
-

OH A &
Heh

t

)

=
o

o o

E
=

Xl

OH Xt

|

I
i)

H
RO

Alg

- 304 —

0.637

Hel o2& &




2otst Jisdol gt 2A=01 US = Cteet  AMOIEN st =401 2R
A= ol Ad S&0l2t= &t Ao BeEIC
AOIEStE H&ez2 =ZAgC2ZM 2L

[1] ZZL&H etc. “2IEHY ZOH OOIME AIAEH(IAAS)S &H & 28,7
dE2Hel&s==XD, H9-D& M55, pp.963-970, 2002.

[2] Bhattacherjee A., “Individual trust in online firms: scale development and initial test,”
Journal of Management Information Systems, Vol.19, No.2, pp.211-241, 2002.

[3] Chen, S. C. and Dhillon, G. S., “Interpreting dimensions of consumer trust in
e—commerce,” Information Technology and Management, Vol.4, pp.303-318, 2003.

[4] Davis, R., Buchanan-Oliver, M. and Brodie, R., “Relationship marketing in electronic
commerce environments,” Journal of Information Technology, Vol.14, pp.319-331,
1999.

[5] Huang, J., Makoju, E., Newell, S. and Galliers, R. D., “Opportunities to learn from
‘failure” with electronic commerce: a case study of electronic banking,” Journal of
Information Technology, Vol.18, pp.17-26, 2003.

[6] Kim, M. S. and Ahn, J. H., “Management of trust in the e-marketplace: The role of the
buyer’s experience in building trust,” Journal of Information Technology, Vol. 22, No.2,
pp.119-132, 2007.

[7] Koufaris, M. and Hampton—Sosa, W., “The development of initial trust in an online
company by new customers,” Information and Management, Vol.41, pp.377-397,
2004.

[8] Ranganathan, C. and Ganapathy, S., “Key dimensions of business—to—consumer web
sites,” Information and Management, Vol.39, No.6, pp.457-465, 2002.

- 305 —



JSPAE)|

_JA_
e
ur
R

i

AA

—_

S

2001 KAISTOI A

=
[—

mysoo@kangwon.ac.kr)

2 HE(e-mail:

OtRALCH. 2008 2 NHAl SKESHMAH LA

ur

DAl
— O

=O0ICt.

P u=2 A

dgs

imi

or

oF
A0

JU
15

O,

33

9]

n
x
<N

&l
<]
1Ho
iy

RO

_

oJ

iy

iy
RO

r
IH

70

12} e—business

E RS

SOICt.

=0k

— 306 —





