80 A H1S 20024 3 (pp.167-171)
The Journal of Information Technology. Vol.5. No.1
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p=d

e Marketplace- B2B A#dY 3 FHF2A QN
£ 7MY ARAE AAAFeR £ AQdd dAHL

E AiA 7

2574 usg T

@
e

A% F2AHNN)T 2y 2 A
FA4Q e-Marketplace?} 574 3

sAgE ’31°] e-Marketplace@ e} 2 A5 1 Ut} e-marketplacer: Fujztel BujalolA AFsHe ofF

5 ded wee

&5 Z718 1 ot FAYZAM e-marketplace: M2 FFIAE EHste AR

A goj7te Fuulgs 92 5 gd. FI4AY A$ e-Marketplace® Huju|&-& @333 A2 a4 A
EZL YET 5 & 713E AFSt) olo] e-marketplace 7IGEE B2F vxy2rnd2A WY Y

QAo AEY Holth. oldd AEoIA Aohdr] JHNE

Agg AAE ojAUol gk oo Wg Fujz}

o BolAe) Ggo] FAUNE 4¥ RE Aol B AT BHo|g

. NE

gzd A Ao A e-Marketplace?) 74 84
Eo] A3 A& AR 71FEA I 84
& ¥ Ytk F, AAAE AN2E9 A
A FE5A FolA ARG g 2 FA9
Fg, 228 AAAN FALZAH v of
T ANZAY 98e 2

oldle 714 A%E Fxd 29 33 714
EX AES 98 YR @ BHo] Fo}
AP 71 A 759 A2E £5 A7 9
3 wjg EF3lch oldl e-Marketplacer® <UE
d 5 UEYZ FAA o FFASYG 9
FujAzte] AdE ¥ 5 UEE 759 28A
ANZez 71E9 ded AAH 7t A3}
9 B2B &£ E Alo]ESE &H3 & e

* EMEMSD =HALSR us

2 7 FE19S 94 - ERse A
ZQ Aty oltt.

A 2~3dzk Bojga A H=2Y2x g

Fol 2l 43 AAH god 2
E 2zEd 7199 28 AEo LA
sxele] AF HHA7t % Y e F
Aol ofdl wal 7igizt AAFAN(B2B)7E
21471 BFREH 343 A A28 AA
AAY ¥Ygoz Bl e-Marketplace7t X
el J1gEL FAHeg AHAN A A
o Ay AZ Ao dojuz o oA ¥
AAAR R 7147 AAEARNE EAAEEA,
e-Marketplace7t 7143t AAZANY AQBe
2 AAHAN FEHEAC] 7t&s Hi Utk
e-Marketplacet B2B A#9 & /24 UH
el BEA e Y F2ANN)
2 H2Y2 AYE FEAA FE MY AR
Addl AAAHeZ EF Ao #38 +33F
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9l(Vertical) e-Marketplace®t &7 A3 44

£ 4927 9 (Horzontal) e-Marketplace® €} 2
g5y Qo

meid B dPdAE AEE Aegdd
e-Marketplace®] A3 EA 3 Hujzel Fuj
ol o]&3ol =ud TASL ZAET A
284 %9 e-Marketplaced o]&4¢ dF9 A
7l BFste @ujzie Fujzte 9% A
g2 AHBR A o}

Il. e-Marketplace® O|E&
Syl

1. e-Marketplace@ Jlidn EA

1) e-MarketplaceQl Ji4

e-Marketplace(e-marketplace)y= viti2 <l
HY & WEHYZ JoA g9 FFA%4 g
o FulAze] AdE ¥ & IEF FFHY
FNA 98E F3e 71del MY NEe
dol Aeje dgsA JANAFE REE U
ig= R

e-Marketplace®= 7|2 Il & N9 Adg

AE NN EZ8 AdAAZ uvFo ¥4&
2o ol 71& AHEE AP Bz
ot Fofart 2 A Y o 2o A
At MGl Azt T AGE dod
A2e e AZoezA 1 YAE sz
Att. =3 e-Marketplacer® &894 A on-line
marketplace), A4 ZHelectronic marketplace),

1 Waren. D. Raisch, The Emarketplace Strategies for Success
in B2B e-commerce, McGraw-Hill, 2001, p.50

AE8I04 TisA M1 200283 38

q viAlEd o)A (web marketplace), ¥ nAE
#lo)2~(Net Marketplace), vt o] 7 (Market
Maker) 522 AR/ E @

e-Marketplacee B2BA#HE ¢ 714302
2 EA%3. &, 719 2ZEQdN o]FoA
d 7143 Ade F2 A= EZ7PH £33
A4 gle JAERY A FE IFIAA
th e-Marketplacee T59] @izt tig
FoiAE gy $3H BA AP FEOG
A4 ARE F£3H AXAN ARE F AA
s Zh o)2) 8 e-Marketplace: dutdog A
dEZ 2559 A B3¢0 gk

oo e-Marketplace 75 & 71950 HF2
1 AE AS AREA AAd duE F1 3l
I, vHAEgo)2 F5E F & + o
E 284d 24& F32 Qe 497 B
v ok Ay g9 7]d 9 A A
ANE 7192 ARaF7r Aashy, ol A
€ 7193 A58 A2 TF0 e w
2. 7oA nAyA B (CRM), T3 3%
(SCM), BAHALBZ(ERP) 59 F84) *
2393 Q& Aotk o& ¥ /YT Az
o A - 34 AGHE HAHE 5 9o
o A wigel oj2774A vl @Az 1S
g ¥4 9492

wetA e-Marketplacet® A A 71A¢ &
27 & Ao sididd, A4 Foiu %
w7t JeIAG F&l o] Foixy] HE] Fof/
wH]g9] 20~40% ool ARHE &I A
g 4 22d ARH dA AA4AA FeA
o} #ojAE usd go2X v2Yys 73
7 ook AR AL FE ZE Ang #
2 A&F dgez AEHA 7HAAIE(Value
Chain)o] =2 Foul/Z229 Ego] FUH

2) Bi8AL, eHIAILIA TR, Sigmainsight, 2000, pp.138-140.
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o AENE 24 9 L2 AFY AL AR FH
Z A 2 ugY a2 A% AN 58 F
dss 5 &9 94 2F o9s 4A 9o
=g dofAer Foja, AY makerd] EFHEL
Held A5 WE&d dE de&d 2 ¢
A BejzedAe AAATE §3d9 7HF3¢
d3% ¢ 3 AFaAd g FuE A3
& & gk 538 FFAYY #AE ¢S 1Y
A a1, FFEFYSS ARY ¢ U4 &
# Fojzt A= e-marketplace ©]-&3HA
- PHOE Az v 45He] dARE 7
& 4 9o 53 A7 FIAE e AU
& Fojdteie AF HAS F F9 ¥
B, AERA 5& e-marketplaced F3}9
15-27%74A ¥4 AR 4 9tk Market
maker= MEE 7197 ANE FAFAA, =
AdA, 33448 5 BB HAYFZ 71
g3

2) e-Marketplace® S&

e-Marketplace Z9g& E&3oz AWny|
A e $FHH L2 e-businessd FFE BA
Fo2x F¥ AAHe w2Ys ndg 4
3 4% 4 Stk e-vAYx #7348 243
T AL e-vAY29 #H€s 2d g2a o
Aot HAAHQA gFolu EE oo &
Aol #AFAA dertg BHRE Rold. F,
el dEg ot AdAE J|Ee Y
AA 71&9 HJHY vEE&E BAstE Aol
o HE3E 71es $hse de u$ dsx
& Aolth stolH A AL AN&Ho 2 A
2 ARAEE 95 dn 7] gEolg.
olgi gt ol AT 717 7JBAA o

4e 2o 7142 Fohln 1AL ol &

3) Warren. D, Raisch, op. cit, pp.43-50.

A2E A A e s UE Aods 2
23 st FEo] WolgdA W o)z 1R
ZAojg FAZ Yoi7tA H1 old HelA e-y|
AL 2d2 ofgi HF 548 248 R
Ve AAsA 8o olYd Rdl Hey =
dd4e Aste Rolh Add 2dg @A

2F8L AEA e-vAY2d dAA}EANE

e-marketplace 29 A4HBHA zrolo} i},

e-Marketplacex HAEANY 7HF Faid
53 F U A - 30 AYS FES g
2 093 AF 99 59 3A4AH Aol
sl o2l e-Marketplaced EAL d&
3 71E9 AYFHE WA= FEHRA
@3, H2YL: ZZAH2E ZEFHoZ WA
4 Aot F, QEFQ FolA o]Fojxd £
dodta Be ANHEEL FPHoln &
Hog W3R, AN ZaAH2g B9
g ANE B3 ANLANT € AHNu)$L §
7142 ARANE § Sl

e-Marketplacex 93] 23Xy A3y
58 Ued 28 Aoz AEL Ao ofy
tt. e-Marketplacet AAGAHY 2AE A
o], I WHE FFAZ Adelr] dEd A
AEANY 5EAE 2EsA @4 F, e-Mar-
ketplace® ALY 7HFAZ 2N AE, A
&, Ad 5 7199 7o € doje gdd
BEE AMuxg AFsde FIAS THAY
B2B HAHEAN ARYEZ ‘e-vjz2y2e AA
#og 291 glud

e-Marketplacex 71&9 gd¢&d FAH 7%
g EA3Y B2B 2P & Alo]ESE 43 o}
€ Moz AHUS Fdoz Fupr|dd F

4) 238 Ql 30, eHIAILIA M3 J, ILHSINL 2001,
PRA10H11.
8 TAIZEE2, 20004 38 272



160

#719€ 94 - e FdHA gl
08 q7lde Ze) - 97, Ak, J2(bidding)
Alxg, 7o F 048 AY 152 ¥
€ TE%BUGCM), 3R IAER 2L A
A JleH g T34 ¢ oA R,

48 4F 7teza 5 29 ddzg A

=]
Ue A2 AT + U

2. e-Marketplace? 2%

e-Marketplacex Z#71Tol wel g &
B2 258 4 ed e-Marketplaced 9%
A, T&HY, AAWNS 2 7=, FE2 5
et ERdch gy ofd s)Ee] w B F
sttjgte 434 371 wEsla ¥ e-Mar-
ketplaceE X ZHol1, HAHOo=Z EFilE
oz & AAolr}. o]AL e-Marketplace &9 F
A7t 27t wel BojRHEA(seller-manage
d) - Tl 241 (buyer-managed) - 2717 A (bro
ker-managed) e-Marketplace 502 258 +
Ak,

AA, BohAFNY e-Marketplaces 31}e)
Hoj7igdol e-Marketplaces F%3t1, o] 7Y
dx £F& Fuiske U FujrREo] Fo
she ool B4, FollAEA Y e-Marketplace
T Tuige] Zg shtel Feiride] e-Mar-
ketplace® T3 1, o] At FEFstuz 3
< 059 FFAE Foste Feolr. AA,
FMAFA 9 e-Marketplacer: iAol 2}
7t obd ZIHFR £FHFIAAE) e-Mar-
ketplace® T&311, v FIAS} thge
TFulAzt Fejst= Fejolhn

6) 22} Web Business, 2000. 5. p.150.
7) U8, eMarketplaced SR MY, HHUSD H7A
105, 2000

Asloi HsA ks 20024 38

BOHA S A

ERXNEH

(34 1) SL=HO (12 e-Marketplace

He
oTT

A8 @AY, RHTF ATY, 105, 2000.

e-Marketplace®} F¥#&o] met ddd
AATH S AFgste 2EH $HY L A
gt 3", 2@z 2 d4FY e-Marketplace
g2 3% A e-Marketplace?! "7lolAl 5
2 258 + dv. 3H3FHA e-Marketplace
EA4MI S3kd Nqu2E AFEz,
& U 449 §¥¢7l% 2 H=RYyx
ZALE AFse uE 9.

WA H™(vortal: vertical portal)e 54 T2

o fr o
[k

=
ot MY FHLE YRAARLE FHE o
2717 $47e BAE 2e A E2L 3

a

k8 o & Eol, d# e-Marketplaced 7%
st 44 dd - % 58 AFE

%Y (hortal: horizontal portal)e 574 #¥o|

U Aol F3elA gn e AES E oy

A #AFs3, 45 & 2 JledA S #

gt JE8E - 4AF - €A e-Marketplace 5

o) A1, AF75 et ERY ¥ e-Mar-

=L

8) BISA!, FAMM, p.1A52
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ketplace T°] o 283 " 7}vl3l(mega-
market)e RE7 $9& AHANA ¥ FHE
TR Ao A9 market makersZ o)At
9 AFUEY FFAEY AFH AH29
AFUES XY YHE ATse q8E 579
3k} 10

0] 2} 8 e-Marketplaced] 714 & A4& T%
Tl 5 B¢ AR BAE 2dTezN 7}
AQss 2AdY & gon, EULd AnE
Z9oz24 Auugs Fa¥ & YJde 0g
& AT ad 7€ 999 FEHAS
Tz g ddez e Ui 374 e-Mar-
ketplace?t 9 & BAsed AN A=
Aol gEdHn gt 2 dr|dEel W
Fulzg A2de &N APstn
AdE HH3F e-Procurements FF sjutg 3
gel 719 F4 e -MarketplaceZ YElE AR
o2 doln, FFPAI FEAHLE Ps=
A8 e-Marketplace®] Fejx 893 F3H1
Ak olHF AM2E FHAE I e-Mar-
ketplaced] A@dAANA 9 F29 FAE A
A% 7148 =oE digitelg & 4 gtk

T3 PR AR we A
- 930y - FE5TAY - J2AAMAY - g
2733 - AR AFY e-Marketplace 0.2 F&
& ¢ gz, Fxd wg v =g Jag
o2 FEY 4 gt uATez e-Mar-
ketplace® 75% o FEAU 9L ¥7 3
7t et e eZEql 4 FE¥, &84
d4 Fx¥, A5 Ul71Y9 FEY e-Marketplace

ToE EFE & 4

e fe

9 O3S, eMarketplace JIHOIGIEL HISEZIS, LGHMZT
2t A]FS, 001. 7. p.42
100 B. Mahadevan, Business Models for Intemet-based E-
Commerce: An Anatomy, Califomia Management Review
Vol.42. No4, 2000, p.57.
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3. e-MarketplaceQ MEXA

e-Marketplace7t 43347 HdMe B2 =
AEo] k. 4 e-Marketplace7t A% A&
o] AFstd Fug 7iwkE FHstdgop gt}
, Guht B FAqrIdE FrE £ glov
7} #Aolth e-MarketplaceE F& 2 A
n g Fojxe ddr. A 2Fo] o=y
AoA ez FAZL g M o F
# FHlgle] 2EXE vpAEdolats 5%
O FEAEY Rold. A YA T&A
S AHAdig B3] AdAE 29490 949
33 7je5dd g FAG nert g3

w2} e-Marketplace?t 4 8157 Asix =
e 2& g zdo Beasd AA, 3
gAEe dAAFo] dasdid. AF7AAe A
PAYPNME Y2 T4 SAGAE] Ay
o ZF&Fo] dwtror BT BAdA AY
7} o]FolF e}l 281} e-Marketplaced] M= Al
k3 A A ol A dFd B
A T3 ANE ok 3t7] HEA FHA
7 F9Ado] FoA€E

A, 3A89AT gEBAs A8 uF
A2k 34 Agolu A= HE5GAY Al
29 REFo A% SdAH B 5 de AAH
e FLLE W BALATY AF -
FHo] 23] AP Qe 9 FUdME
2 Zeel ZAPYAE] e-Marketplace =3 7
AHoZ FE3}1 Yot L FF e-Mar-
ketplace 848t AP &l 2 71540 wuh

A e-Marketplacer EAA d$ 719
Fodetst RIS & £ A1 FAAHQ
AA48e $1¥ 4 9o B AEZEL &
3 AAAHoZ 149 o719 e-Marketplacet

BEA 3, o Hed FAAL 23N 2 9

¥
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A9 Ae AQd zHE Aoy Foldle
e-MarketplaceZtol & @5 A o] £& olo &
ol o 1070ujgte] Zul¥ e-MarketplaceT
o] goldg ez A3 glrkll

YA, e-MarketplaceZ E&3H02 83}/
e QR dFZ2A28S ofye 7]
AL AFZ2 A2 e Fejsist Aegslojof
g & J1dES AAAY A4 AYsx
g 4FEIZALE ATF3te Ao WA 9
L3

A A, @3] e-Marketplace® 7531 o
7o) ZFAgozH 7idEee] ZFAYo Z3HA
T 2t §, 7& AANEEE AR e
Aoz AAGAd(e-Marketplace)d] &35 u}
2 e g ayy g2 JgEel /& 4A
HAE S adz AR, YAEE 75
e 5 AR H4E& B8 Front-end
A¢ F2oE gL =8E 7goE whdd
@ - FEAe - Aude] - /4% 2 EF-
d Alzd P24 2E8F 3
ol Ut

AR, SCMae A7 ¥ashl2 e-Mar-
ketplace7} 43337 At e-Marketplace®]

T AZEHY ERFo] NEsAY SCM
{Supply Chain Management)o] 433 oz @
Aot gk B2B A4S B3 Fulsts A%
Tojel 23 R AA, Ax ot 2 Fxne 7}
£ A% ¥ 5 FBE VYUY T2 A28
o AA7 deasit B JJEL ov] HIF
9 2&3E Y3 ERPEFA ¢ =93 =
HHQA AIA LS FE8n 9Tt

UFA, EFsHAYe] "as. s Feolx

11) 22t Web Business, 20001 533, p.16t.
12) 2L, BB Markewplace® 2, LGHRAITZ, AT,
2000. pp.41-42

HHSIOR Ti5A H1S 20024 3&

A5 §A87 dAAE g A,
ARE Bgolm AED Ao HmREA
FA% Toja RE7 B4 & Qe HA
Wz Ao B5Holnh o po| HEH} 2
¢ DB8etn waEAL o yite o gl
ol EZgE 4Fzd0 Ao

wehA e-Marketplace?t B4 3H5]7] $jsjAE
4 dxes £34 vdo] Huygy, o
Z.A%uc BA - 24 - OGS EY  AF
A4A S PP BAlzo AEE HAHo
of & AMojth wF ZAEZ HAe A4
@20 ZAEES AR oldEa godw g
& AZo gs dAY BAEz EEoe i
ARNE2ZIE 2B FEAAY 58] ¢ 8
= A 24% £ o dAeEa §F
8 zglo] AAgd wa pe FAR $4¢
AN EZS JAvt B& QFuid gEA B
Agozn & Z2L Az g2/ A4
14z AAGAY B Fojacle]l H1 gtk

FojAEL £Q EBL Hz - Pojay] ol
1, #oiREL AlolEsiy gE ARstERa
= RAsol 37 g2o] BB YL ¥
4 9t 714e @ BIBARA 48 g 7)
de7 Ad 2 AuTY 58 & 4 ook @
. olgdd £3ML AFE & Y= Mar-
ketplace7t A4 9} +4& HslA @ Aol

ol ox

g

™ ook of iy

2

. e-MarketplaceOiIM2Ql 20H
Kot TOHALS] oist SiE|

1. SHBIAUASZS 2An =
£ol Hg



e-MarketptaceQIMSl OIAIQ BOIRICI HEE2N

AEYE v F§ ARIE A FAv
s 24¢ TEFez viygEn Utk
AAGARZ FES A2 e RE A3H
Zrel AdQlol AAAE e 1 97l
ol AHF v goz FA nAHE, FEAL,
Y2dA 5¢ 7MestA e ddA A8
A AAHY AA g2 old wet JEY2
2 29% @ 3% 71&9 147 29, 584
9, B¥E4 23y #2344 5 EFS F
A4 dEE ez AFA Yeld F A
o Azt Aol A NRE 3 #o 2
A gax FHoluh AHFHoA W3] ol At
Ao} ALM 5& T d Rl HEdoq 4
AdE € & Ao

olg]gt Fdo] olFAE UYukAHI HAHL
Agely AE, vlojold diF FrFIYBEY
A, 71943 AES ¢dE Fu oA 85 @
A, 429 uvlolojs} AYzAg g3y, Z4F
ANE 97 9T SAREEF 9, 22
A oA FEFF gF distg 2@
st dFdAdA g9, 4ES FALAAA
594 @A 4o JHde @
71& ZAFY T2 uay f AP&
g o7t fitz AT Yol
dE & zol7t id. AA AHA 22
AAz FaciAE S s o) 3 A 2
XA =He, Ag 2 ASE 43 JAudgA
E JEHe Ay d2A 9o 23 dI384
£ AA}H T AF g Foo] AEHR
da, AEY 4oy EFE FIEFeIY =
AESFo] gLstA olgdd F2dA9 4
& AAAEDL Aujzo] gF FHE 5 4
Bk olyzt 3 2 Y9 AAFoH A
Ao did ARE A& 44E & Atk
g Aze", JEY B2 2 gyl E 58

—_—

2 op N |x

e
2 8B £

LA W
4
o L

=
T

i o rr

%

o o

o] g3le] Y AY¥su A&Hor AYddn
AGAEe & ¢ doh AFY FEUY dF
ZAATE 9EYoZ & F 2, 8389 B
5 QHUE B8 FA gty 4 gl

2. MAIE FRIIMOI Poterd] At
oIAm 2N

Porterd ZA$9 ¥RE g3 BARdS
71949 AT B3 FrrlEe] %A
ARz FEFEAE BAE. Portere 7]
Aol AFolt Mu2E Aidste] HFAu| A
A 5 A 33& 53 Hade3d &
Foz A Al2dE 7FRA A(Value System)
2 Eds3 gl

Portere 4340 AddA el 3714
o2 oJg#AEo] X ", o= @
71ddol Aduiel A9 Y FAYAA o
& EAY Bywyes 574 AY zdg @
2o 71ge] AUyoez Ay @ACA A<
AAE 42 AAAHE Aot ol B4
4Yg HolFa Yok H|E Porterd 27|E
golle FRA 2] 7IAAY dF2 £
A dgto Arsigel 719 2 Al wiA
9% 1838 o ¢ FE43 2ol

TF & AdelM RE BAAFH FFEHA
88 AL oy, od AgdeME F 8F
o 285 FUAIVIE &1, 2EHoR W3
AN E e, 8FE Alojo #AE wETIE
) o] FAA & 7|dg WS nAoy
TEAY AXAD FIE FFES WA=
gk olgd A4 Agd dig d§ AFe=

13) Michee! E. Porter, Competitive Strategy:Techrologies for
Analvzing Industries and Competitors, Free Press, New
York, 1980.
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A GRS vAE A 249 WEE g <¥ AU e ul g AT 2 F Qi )
2>9 2o de w2 vlo] AFHn AuAI}F AJH T

(H 1) I HIQIQ) 2=E LA

Olg(Margin) JIH0| MidS HiZE = MUIAC! THI JIXIQH MM EQl= HIgDHOl Xi0|
XIS (Value Activity) SdA - JIsXo2 IEL= IR0 2R
JIER BS(Primary Activity) ?:ggg MHIAE &K 2= HOIE Soi R0IXI0D &g, ZIE0) MYIA &
EFE0®S(Inbound Logistics) |FARAE 79 NA. MZMAM 2HiSkE QXK £2. B2, DY 92
2% (Operations) SRARLE IENECE U= UAN A= M|, T&, XTg S0 9%
SRMEES HEEZ IO REANIDI 26t 28, M& 24 5 o2
I Q = O =
DS DoRs ?U'HjD b HZS PRBIEE 8] Rlgt 2. =, w%mé NE DREE S
N HIZQ JIXE =O0IHLE RABI! 2ol 1#¢ttl= MHIASM AX 22 1. =2
M HI 2 =3z 89| B8
xolg= s #=0| °J%6I UE > UTE QIR0 25 JlE U o S
== J|49l oiTg} RXE M=
a8 s NS, HIE, & % A, HE 8§82 2
pIEEY HE L= 8&4 NNg 2ist =
olae] S, UK. B4 & OA22I0 HEies
JiloIma|nE %Eggl. J1E, WLl SA. HE E&WC] S MHMEC! D=2 XNglst

A& Michael E. Porter, Competitiv Advantage:Creating and Sustaining Superior Perfor- mance, The free
press, MacMillan, New York, 1985, pp.39-45.

(H 2) 23N" U8 &

ZHNE 28 ?E.éf Oll(Example)

AIREIQIR} 720 HXl. MEC| =58t SeiE S2M(Identity). MS[=(Switching Cost), IRR AR, S5
(XIOIZ U EN. HI2C SN 29 o*‘é’ g-‘é% XA, SAXRICL SH. 22 NEMAHIS. B2,
(«_Qé}g) x|c‘=)10." EHO} EED}__M =

>4 NGOl MA, DAUIR S2IDIXI MEAES 2t SN, MR HZ0 2T, AMK0| [
B3N | SiE84 5

o x [BESE A0 dEis. F0Kiel 32 (INKIEB. JIRiRic. MEXds! 2RI Sas. 23

CH A A ([CHRIZHON CHS! D123/81st]. JisiEI8. F0IKIS) 88 S
== A [HEHI8 w8 S50 28 JAR8 S

A& Michael E. Porter, Competitive Advantage of Nations, Free Press, New York, 1990, pp.33-36.

=@ Porters A U ¥ + 9 AAL ARE $97t A W APe g 2
£ PH AY, 3 w839, Ads, 43HE oA *

+ Qo B4, AEste Ade) 7
AN AH, 949 AE Jde T2 A A Festn mAE AR B4 Y
A, 242 2le BE TEALY WAL B A 23442 B8 4 U9 o S4L §9
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A% FoAAA M Qe W faso
¥ o AFS Auge BAYFEFololo}
d AA, AFHE 8T AUHE S)zz
AAYNE AFeE Aol
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wolu Apda § 719l 7HAd Fdste A=
€ g 5+ slda a9t Porterd] ol @
B39 #3 s NI F BFE
Wee Ard go3 2o ARGAY 8%
3

o]

24
A § A sl
, ¥
0. 0359 ez
%
s R R
# 9 M@ e A Aas

(Od 1) 22 &k generic Strategy)

A5 Michael E. Porter, op. cit., 1990, p.39.

\
. Z19e] el xa} %:125 : :\
o 1 i
< A g #a ! '\ o4
% -+ T T !
. g7 i ! ! \
v ' L 4
FReEED) | ! : \
EFEY | cqyas 2574 AR % Skl E=
g% { AB AR == o) g% g5
8%

(08 2) JIXI M2l(Value Chain)

2} &: Michael E. Porter, op. cit., 1985, p.37.

283 Portere 7IGAAE st w9z
B2 &3 7149 &F5& Bosto ztz v LA

AA el ZA¢As ddd 71dg X
T QAT AFA 4FS Bol AAHI AY
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v & A7 Zoo] ojW AL #HEAs BAY
gdold ZtZte] X Ed g 4 BHS

B AAHQA AAGANY 5E FA s
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A Study on the role of buyers and sellers in e-Marketplace

Won-Gil Cho*

Abstract

The evolution of transaction-based business model is upon us. The business models of many
e-Marketplace in their early stages have typically been based on transaction fees. Many
e-Marketplaces have even called out transaction revenues as a core element of their business plans.
The transaction business represents the most simple of business models, but it does not provide a
long-term sustain able advantage. For buyer’'s convenience, wide selection and test price hold
appeal. For suppliers, the extended global market reach and direct access to customers and
consortiums of customers is powerful.

To maxmize leverage of these new e-marketplace, you must from both a buyer perspective as
well as a supplier perspective. Also required is a strategy that takes in account all of the various
e-Marketplace transaction standards and one that allows the easy accomodation to neww
e-marketplace as the market change. These new e-marketplace will need to be factored into the
sales channel strategies. To be successful, integration with these e-marketplaces should occur at a
complete business process level.

This study explored independent and industry-backed current and future business models that
are emerging in the B2B electronic market industry, as well as value -added service models for the
Net market maker industry. E-Marketplaces will evolve into digital work environments in which
real industry collaboration can occur.

* Nam-Seoul University



