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ketplaces®] ZAA FA7t A" At

Fue o FAMeR Az ua A=
& A Azde A SbsHe] Fobd

7}4 1: B2B e-marketplaces o} o} &
71 g sgo] Fhshe] uwie} 7]
9] B2B e-marketplaces 3i 2l
e 37 Aot

1.2 & e[

@A Ad BAANA NZE ALE
A% 283 PHd wE HEHLE X
HstA ArhHeide and Weiss 1995). A2
+ AEd2e] Fg v8o] & AHolgtx 7]
dEojd o, 7] axel ARFAE
fAs A e A3 &FE HAF FA
of 2L FAAY AE2 A stz A
ZE=tH(Dwyer, Schurr, and Oh 1987; Wei-
ss and Anderson 1992), B2B e-market-
places®t 22 A A=dE AMEstes A
2 dA EA%2 JE & A A2EE
ZEANZAAE B2, o] i A A#st=
2z gEVSe] ARERA L] FFF B
AE Z33e vEL 7t getA, 7

A% v g
aAx A"t e o

A g Ao,

=0
=21

h=Nge}
= =

7Hd 2
714 ¢} B2B e-marketplaces &
A #AAT Aot

A% wgo Aun AFVSE,

2. E4H Q09I

e O —

2.1 BEXe| =

2 M2 AAA= e-marketplaces
o F8g IFE vAY vof B AA
Z+Z0] e-marketplacesol] 3o ditid,
F4 7]l AR qY5& B

st 27171 9o AP 2 A
-marketplacesoll ZFAdtE AL
ZFA 7192 89 F e-marketplacesol] 3
q3tE o] B dHS F zlolg AdH
Hannan and McDowell(1987)+
ATM~7]1e] A= digh Holg & o] &3}
AgHoz HAANE AAAY Fi7le =Y

AAY =2dAt gAaE =9 Aws

o
FHAATE Aoz vehget

>
i
L
[¢])

74 3. e-marketplacesol] Fost= AR
A BAAY F7b F7 el o
2 7199 e-marketplaces I
AEE 3718 Aojdh

2.2 MR ok wE(ol

BRE slolceile] WAy SHE U
A4 Y FAE AA A Hdg 2
-

F e o4 &8 FAIIAY AH

e EFolv AltHol # 4 vk 23d
Ao A e AT Jn Adgg
ZIFER FAHAAY, ©E 9¥ 3AH
A Add 7lEd Adgs Zad F Ue
992 77Xz At} e-marketplaces’}
214 el MA Abdel oiE] A3 A
S of71F & Q7] "W AY HIe 4



B2B e-marketplaces &

ool ¥¥E DiXl= 221 89

Y Ao e-marketplaces® FHE FH3t
A Zas + ot Ad-02 A §3
o &3 v 71Y9E2 e-marketplaces 3
oo digt & TSI 44 €8 A
olth, FASHAl AR A HE} 2L &

Abgt 948e P FE Ut e-market-
placesZ% € 7[d=E& Y} ygk AAY
AAAQ EH diiFo AHAFEE
placesE FH3AY &L e-marketplacesoll
gk 259 AT AY e T‘EO}E—E”
a7stA "ok o8d FRe

AT Bl don AdH A ﬂ% ol11&
TEE /A U olgd A
ketplacesoll A A3 E ojn1E
71 Hojut 27t8d 4 &9 F =
e-marketplaces & 7Zasly] d&Ed ¢
< Z3AA "d. wElA, e-marketplaces
A FAdtes 71de FRY FH, T2
& Hdate AL 7] Ystd e-market-
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e-market-

=

744 4:  e-marketplaces Fojel| it A
ok A H3le] el Fobg
of m&l 7149 e-marketplaces

o grE F7M8 Rolo

#33 A 2z &7
?*33101 ATk AA

Hol 23 2F2 U 71E AT 93
W, #7 BgAye x4z 233
#A, AHNe FeE ¥l8(Achrol, Reve,

and Stern 1983; Pfeffer and Salancik 1978)
o JEL mAE e 87 AYow 1
HEolx gt 873 EFAAe £33 9

2 o Uzt £o BRL4IT o B
440l e RAA ZAREL wHAY
5o A4B $3& L 4 foH(Ro-

bertson and Gatignon 1986), 737‘3 A& Aol
o A8 FALS F=s8HH,
BH 98 47 ﬁaﬂﬂ M2L 7les iﬁ
st Ago] Ath Ettlie(1983)E £
< 7l WHEd did ZHa
, AHeie] o wE g A¥
Xﬂ Al8tA . e-marketplaces
a# A 7] WF o)A

o 2

Hir

o

4 o
2

>N rll' FL ‘494 0_L4

3} )
marketplaces®ll Widt HHE 7|HE
AFle 2L A1 & e
€ F/HPIYE L &
Heide 1993). m}etA], 7]
e FaAZ 4 Y= e-marketplaces&
Z3ete] g rled AqEdeoEy EF
A A Aol

M 5 7 Ao FESFE V)
9]  e-marketplaces FAo%x
=

7+ Aot

O



90 SWAHT MsH M2¥

3.1 7% 718F9

Ao 8o JFE "HE FoF =
AY EHEL AEY 2L 239 ATE
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o 2% AL WITL JE Adcom- 1. HE TE MR

plementary assets)®] /Md& F87FH A2
Apgte] ofbel &3t Fujgr #E
2 24E £ £FETH(Srinivasan et
al. 2001, 2002). EA3He A7 AR A
NE2E 7led 3% g £55 3
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74 70 719°) e-marketplaces®} #HEH
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S Bo] 7S E, 7199 e-mar-

ketplaces FAx=E F7HE A

B AdFZgE= Z2HZ ol
& L9HoXE e-marketplacesd] 7|HE
o] st FFE mAE 2UE TH
stz @k Az #3E AN AP
MRO(maintenance, repair, and operations)
e-marketplaces”t A €5}t Wt MRO
e-marketplaces®l] st e 4dF 714
3 FoAET =Tt de R 7AiM 24,
AR, Folg d@stn Je B &
A AEAHA JHFE FHSFAS. ol
Ae R A 71zxdtd, HEA7 HFHo

A 3 A o

olt}. 2 SN
B aTe Az, A4, £%, T2 Auz,
ALY FAA FulE @D FYAES
ddoz HH BEF $H b o8 3
27k #3A} $7 Ak B¢ $A B
(B 1) SHXIe| QIFEASN &4
SEXe 54 HIZ(H|8) SE7IHe EM SILCIES))
e G2t 100(74.0%6) 1009 wjgt 11(8.1%)
° o 2t 35(26.09) 100-299% 24(17.7%)
ZOEH 10(135%) UH%OJI 3(1)_4999-1 36(266%)
300 32(23.7%) 500-999° 44(326%)
1 o] 00 A8(5:5%) 10009 o4 20(14.8%)
50 ol 45(334%) 10091 ©5t 8(5.9%)
100-4999 29(21.5%)
4] 33 ola 48(35.5%) AY4 | 500-999% 39(28.8%)
K B ol 87(64.4%) 1000-29997%4 48(355%)
30009 o] 11(8.1%)
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% %, 97 Yol AT thgo o8 4714
oy uge 2yt 291 Hx 99

e ¢
< 43 3F Fo v SgAA HEXE
oA Byt olad H]$E HZA(nonres-

ponse bias)o] Z7|¢} F719] 9 Alo|zt
o HluEMg AAT A, giFEe A

AA zolg HAFI YA EFAG HFTH

oz ME KFaEIA olgd VYL F
13571 dAAt. AEsdAe 543 714

9] EAL <E 1> AAHY Ut
2. 47 PANEel 5

e-marketplacesol] FAgoZHN JdFHE
AFHA oz AgHe diA Agd
g FoR vz FFY AHXE 437
934 O‘Callaghan, Kaufmann, and Kon-
synskis(1992)¢] ZAIEE FAHIA o] &
3uck. 259 FAFo] EDI &7 A
23E& 2531 JdeA#HE, 7IYe] EDIZH
+ # "7 e-marketplacesHE 9l

o] wlg FASE7] #WEel e-market-
places 702 F£Asd o] &AL 7Y
2 2eAs 7lddE AMula F33 Add
ul 7zl 2HegR oz ALY A v
£& Weiss and Anderson(1992) ZAH &5
Eol 71x3le HAH AF v, F T 6
A FEoz FAFNUT A 12 #YG &
A& =A317) 984 O'Callaghan, Kauf-
mann, and Konsynski(1992)2] =%FolA =)
Ag AR 7ide EDI £& = 3/viAY
A s e Jles Fye AR
g A 71d=e F3H gEAE, AR
9 FqHT T 379 FEoz FAFHUT

A 2z AP }AEE SAHs7] At AR
ZREY 94Y Fx, A FIzFdge &
8 A& =A% Robertson and Gatignon
(1986)8] w7 7lx3ld & 47 FEo=
FAsaT. AA BHE FA5H7] ASA
AFel i F8 uAY 8 EFHAA, 7]
%W3sle] £x = Robertson and Gatignon
(1986)3% Weiss and Heide(1993)o 71%3}
o F TN FEo2 FASINT FHeR
o yYyHFoz sdm NEL 7E AY
oldfistn A& FFae £3

FAHoz zA FFES HlA
HEEHA 2R 7lso ¥hs
Al A9} TR HoHE J|&eH 7
3] 3 9 (technological opportunism):= 87 &
Bog zEla AZE HAH 7l&E ol
& & JE 71ed WA sgo2 AoH
7184 ZAHcomplementary assets)2 371
ol gHoz ZAHYH(Srinivasan, Raji,
and Rangaswamy 2001). "lA=oZ e
marketplaces®] #jelT & “e-marketplaces
£ Ht=A] o] 88 Aot “&Foll e-ma-
rketplacesE® HAFH o2 =Y Folrt"9}
2ol 271 dEo 2 ZHFEHIU

2 ot

rlr o off
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(F 2) A2y &4 dxt
A7 x| =5 AME|H|% 24 £ g8
tha Adde] tig win ¢F 4 879 4
A& 6 1246 4
71€3 713 F9 8 8744 6
7| &AM 3 8549 2
AA74 3 9311 3
59k A g3 6 9383 6
AN 87 9 1544 7
Aguts GoE AMREATE <E 2> o o ®4ZF, x*= 481.96(df=443, p=.00),

s, 7 BEAA B4E 4T AdEe
AHE A%7H 07 4L WD 917] W,

GFI= 097, CFI= 092, NFI= 090, RM-
SEA= 0049, RMR< 004322 w&xd

Nunnally(1978)7} AA & A= & & F&E& 93 U Ro=Z Yetuch Z#A
FakA et o7 /sy AFEITHC FrEHoH
dEoze TAMEEY JAFEHIAS o EAAAT <FE 3> AAEH )
927 98 RE AdEY 54 29 oh
¥4 (confirmatory factor analysis)& &3k g, Zt NG ES wdEldd BME
(E 3) 253 Q084 #1}
24
=2 t 34B) 2 t 2 B)
71&2 71359 13.42(.96) 8.33(.77)
AE-9 JAHg3 13.98(.97) 8.32(.70)
ARG 13.03(.95) 11.53(.88)
A el dig vja =& 11.36(.89) 7.85(.68)
GRS 957(97) 492(.48)
AABA 8.56(.79) 4.92(.48)
7| &AL 12.15(.98) 8.86(.77)
—_ X?= 481.96 (df = 443, p = .00), GFI1=0.97, CFI=0.92, NFI=0.90,
RMSEA=0.049, RMR=0.043
¥EE tge p 001814 frejd
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(£ 4) &Y BlgdE2Y 4o

b x| 2t m Heta & e
ARz X? ArT X?

A-B 33 30.71 34 290.64 259.93
A-C 27 28.82 28 304.29 2047
A-D 35 5325 36 33358 280.33
A-E 27 3H0 28 110.70 75.69
A-F 3H 52.78 36 15464 101.86
A-G 27 371.71 28 98.62 60.91
B-C 25 24.21 26 24947 225.26
B-D 33 39.09 34 31833 279.24
B-E o) 26.60 26 106.04 79.44
B-F 33 58.30 34 17960 121.30
B-G 25 26.62 26 106.04 79.42
C-D 27 32.4 28 259.09 221.05
C-E 20 29.12 21 104.40 75.28
C-F 27 4112 28 15751 116.39
C-G 20 3587 21 112.31 76.44
D-E 27 51.23 28 134.44 83.21
D-F 35 45.38 36 143.40 98.02
D-G 27 2791 28 97125 69.34
E-F 27 41.00 28 10941 68.41
E-G 20 29.93 21 116.81 86.83
F-G 27 33.07 28 108.66 7559

# A-71€3 713850, B-ARe A49¥E, C-Z A4, D-A8HE,

E-3879 £844, F-uafE, G-71&4%T

A3l 4 FANEGEY e AP An- e FAHE A BAYES dA F %

derson 1987). 7AAQ HEERAH HAFS AWNFI AFEE 4D ASS I

Ztzbe]l #A YE FAMEE EH #Hoz RdS HAsd BHS AN, o

o 833 998N e F U4 AS F AANsst &G 2 AR A =
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B9 AT ¥LE DXl 221 95

7t dotE Agrde BAE £ i A
ol2 Az e TS Azt RE 4
W AEdA AAAA ¥(1)>384F ol
A1 ge Aoz et ¥ug F 2d
dA e ¥golMel zole EF FAZoR
F2F o7t Qe Ao HIFIYeH,
RE %o mdumodA At 1E 2d
o ¥gol o & Rez ek o
AnE B dFdAM AT de AN
dEo] Y g§94de FRsn Jdoe 2

Folt}, HFerFAdol g
4>o] a2 AT MEY AT TA
FE7F <E 550 AAIHIA At}

(E 5) AT 7hidztel

2L g FEELE AN A7
Aol SYRsz YYD 24 A,

B2B e-marketplaces #jo wE 7lig 3
ol F7tgel wet 7149 BZ2B e-mar-
ketplaces A& F718 Aolgte 7HA4
12 Fos Aoz YeEbGTH(B=564, p=.000).
o] B2B e-marketplaces?| A& oz}
A"l Agd FHE o IHFHLRZ A
Z4gel] wel A2 A A2"E
beAdel Eold F USE wIFI Yt
7Hd 20l & e-marketplaces® A& 3=
285E H&o FUEH ¥FE, V9
B2B e-marketplaces Fod=s #AALAE A

=) e &

(‘

SEEA ojERA

Amtap| ojegja

148 -245
246 -.041

HlalE 1.000

Agn & -.180 1.000

71eH 7135 251 -.378 1.000

71& At 256 -434 555 1.000

-112 =079 -056 .040 1.000
206 235 274 1.000
059 223 114 -019 1.000

4.2 AT 7Hd HS

B a7 AAR AT 2dg A=
7] gt IARAME AHESYTE B2B
e-marketplaces #Fojelxel AAQQJoR
nag 770 AT Jdel FUF adEH
< B39 FF B4 B gedo g1
HA7] g 7 A7 AdeE 349 &
EEo] 39l F%H 5 (composite score) =
ARG g2kl M8 AFS A 3

ojlttgt s, B4 A fot I
H(pB=-184 p=.036) HogF3 3l B2B
e-marketplacesZ H#ste] FoAstEd A
gl 8ol & Aolgtn XIZ)@M] HH, 7
dE2 A% 889 dFE 3] 1'10}°1
g4 Adstn e rm urzﬂoﬂ HEE3
A & Aol 7HH 3oME o B2 FFH
2 BA7I9E°] e-marketplacesoll A 3o
3ol ute} B2B e-marketplacesol A Zod 3}

= 7199 = Frredetn ),



96 SWAT MgA H2¥

A 23 fofs Jgs Aoz SHAHTGE
=308 p=.001). ol AAAEC] FIHo=
B2B e-marketplacesoll Al e gel wet 7]
A=L B2B e-marketplacesol| Al 2tz o g
Y £ 4SS BYFn Q. 71 49
Ae AFRY Ad HIZFE  e-mar-
ketplacesZ 9] Fofo] thE o] FrHE)
w2l 7199 e-marketplaces Fd AxEE
F7Hgdetn st ed, 24 Zdd {93
Aoz Yehtth(p=.187 p=.037). B2B e-ma-
rketplacesE& &A43IA1717] fsiXe AE9}
A3 AY 2 /FAFAH Fo] F8F
S AAEIF ok AA AL B3 B
ol F7/EFE 71949 e-marketplaces F
dore FrhsdEtn H4AE M 5
9% AFAE BoF3 hB=259 p=.003).
ol ZIYEL 7 EEAAHE 7ZaA]7)7)
e o] AFoF e-marketplacesE X
e g Vles AdFoEny EFLA
o qAg 7sAdol S ez Jdth
7Hd 6dAE 71del ° 7Aoo R V3F
oz o] B45 7|49 B2B e-marketplaces

ANA Fo T Frhstetn e,
A AT AdHeR {3 ARE HAF
I UHP=.176, p=.064). 71EH o2 73 F
oA ¢l =&AL e-marketplaces® MEL 7)
7t @ 4 e Ad2A T, 55F
o2 g Add o3 AAE FAH 7]
3 & 7 Aotk 7Hd TolME 71Y0)
e-marketplaces®l] Wit o B2 7|& 2
& 745, 7199 e-marketplaces 4
& Frhdstae sfed, 24 4
o3t Aoz WEHAHMP=266, p=.018).
e-marketplacesol| A Fost=d] Hagk #
A A4k V4o 2 st F e-marketplaces
NZE A 2T 7ts4de =9

=
T
F3 e Aol

e

W

V. 42
o ATE BF AU A Felel A
@ wse 2eded FAYL AU 3

(% 6) 3|7 &4 &n

B 12k Sig R*
A Aol g vlu FF 564 7.263 000
g & -.134 -2.113 036
33719 308 3464 001

A9} A3 187 2117 037 59
AN 259 3.028 003
71&A 7138)%9 176 1.869 064
A 266 2.397 018




B2B e—marketplaces !

oo ¥BE OiX|= 22 97

© 719 AR AR A #F A7)
o 7147 AR AARE =9sE e 714
AA = AR g JAEA AHE
AFZern 7o) AAFAUE ATHOZ
Edel=d =9 F31, volrt Aap AHA
HE gAY 7198 F Y-S Aol
T AZ B A E 2 Alzvg
o 71zt AANAGY AAe ob# ot
A F JNHAES R ATE P3N

t}. B2B e-marketplaces®] A3 2oz E
WA Ao g Hla £F, AL, 7]
=4 71359, 71E A, AANG, BE9
AAEE, 73 EFgdge] mEEeH,
olF Q<9E°] &%l B2B e-marketplaces
Fojolzof Xz FFS AFHEITE B
2%, 71€3 71359 ve] B2B e-mar-
ketplaces #Jo)xof Aoz 4ig v
Hoo, Umz tix Mo g vlm &
Aeug AA7IE, ZHE AdHE, ?%73
o EFAA, JIEAN BF fo% AFE
HoFoh

2 a7 @J—F‘ o3
AEE AV Q)

A AAHA

o
Y
lo

peh

N od

w3k

g °
T4 g
ar -

il
2}
o2
th
xR
A
R

¢

b
e of
2
rﬂ
H
=
X
PN
N

#g Az
St B Ag: B £ e
719 H FFAAANA oM e A=
2 A48 =87l fistd oqw e %
AR wrter st=Aldl dsiA
2ok #HAQe 71Azr Az} A¥71?,H‘— N

M
“E
4y to o to
B
5
>,
X
£
o
(W2

L N Oiﬂ R
K o {o of

,.
U
2,

L& AXWA wAs vrte x7] dA
gz E 4+ v} e-marketplaces A &2

TEZE AAst7] 98x e 1&g 2289
Az} QoA e-marketplaces 29 &
ok Agko] o]lFo|H 37l Wi, e
marketplacesol| A o] Fox & AAJ}E=
Aol T%ﬂﬂ%~%§@g§.1a4q‘%

e Aol Fasdtth £ ATFdAE AEL

Z1€9 AES f¥d olgd FFF} =F
E4 o]9e] 7|47t e-marketplaces®] &4
3 Ayder B gt BAY 29U
FdH oz mEEty, o)gdt 2UAE0] e-

marketplacesoll A & Fro oj ko) fdkS ulx|
= AdE 2718 AFsgans HeA 2
qul g & 4+ Yt

olglg AT A= HFH2R third par-
ty e-marketplaces *<% X}7} X}Nﬁl Aol
FRAE FAA FATIFES %A 57
B Al ZAAA A digh 4”] RE ARE
Agsti Udok. FAHSZ, third party
e-marketplaces %A= FAAdRrt AE
FAZIFEC st e A 8AqS
AA T sfoprt E’}E}. %ﬂ%ﬁl%ﬂ% H| 7

)
2
2
fo
e o
o
=
_(
of
o °
o %
=

TuzIdS FE71h0l
Zrod 844

=AMoz Fod F717F

Y& Fuizid =

sttel HIAZH /AT F

THaF T Aot

o}2-2], BtoB e-marketplaces?} ©}3 72

e-marketplaces©ll e ¥ e-

marketplacesell

ubng &k 7}‘3‘6‘}‘6‘ o]

ch bod

= 3_7]}\]z1-o]a]._‘:. x—loﬂ}\—] UJ-.Q_ z‘-;(Hz;}o]
Z719E FUAste Aol T3] wfid
g fld NPT 5+ U= J195e



98 WA N M2¥

A ez nHdte AR s &
AL Fdgelst & 4 Ut e-mar-

=
A o2 e-marketplacesol F
A7 Tt e Aol &£aig)
e-marketplaces Zojol] tid AR
3o 4ol Frtstn e Akdd
Re 71, 2 #H £G4l
ol AE J19ECl YAAHSE e-mar-
ketplaces Folol FEI F718 7HA 714
Eolgt & F & Aot

71497 A= AAH
gt vlud z7)9 AFelth @A
Ao digk 2 kA FAA
B oy Zo WA, B A
of olgd TEL tlekd AdL diA
FRAHJq}. 2} AdEE e-marketplaces 3
dojro J3g mXE HdPae FI¥Y
< Aol EAd weE 22 5 A7) o
Fol &% AFME AFEHS NE A
dez EAs AAHE oot o EX,
e-marketplaces®] 3L 1 g2 o
g ggEA EREHAE F Urh wEbA,
38 AFo| A= e-marketplaces?] FEH
2 Ad3gagle gFHo| odA gIAH,
3 EA e-marketplacesoll Al 3= 7]
dEY EAFL st xolrt JdeAE B

sue Ae vzt Yokm gzEh

L

=

=
o
¥

o -4
_:._l‘

)
o Mz X o
o> ot Hord

=EHTY 2003 4. 18
=5

AAY : 2003. 10. 16

o2

ok

=
=

Achrol, Ravi S., Toger Reve, and Lous
Stern (1983), “The Environment of Mar-
keting Channels Dyads: A Framework
for Comparative Analysis,” Journal of
Marketing, 47(Fall), 55-67.

AMR Research (1999), “Independent Trading
Exchanges: The Next Wave of BZB
E-Commerce,” white paper.

Anderson, James C. and James Narus (1984),
“A Model of the Distributors Per-
spective of Distributor-Manufacturer
Working Relationships,” Journal of Ma-
rketing, 48(Fall), 62-74.

and James Narus (1990), “A Model
of Distributor Firm and Manufacturer
Firm Working Partnerships,” Journal of
Marketing, 54(January), 42-58,

Cohen, Wesley M. and Daniel A. Levinthal
(1990), “Absorptive Capacity: A New
Perspective on Leamning and Inno-

vation,” Administrative Science Quar-
terly, 35(March), 128-152.

Crimson Consulting Group (2000), “Realizing
the Potential of Online Exchanges,”
white paper.

Deshpande, Rohit, John U. Farley, and Fre-
derick E. Webster (1993), “Corporate
Culture, Customer Orientation and In-
novativeness in Japanese Firms: A
Quadrad Analysis,” Journal of Marke-
ting, 57 (January), 23-37.



B2B e-marketplaces &0 2IT0) F¥S OIX|E= 221 99

Dewar, R. D. and J. E. Dutton (1986}, “The
Adoption of Radical and Incremental
Innovations: An Incremental Analysis,”
Management Science, 32(November),
1422-1433.

Dwyer, F. Robert, Paul H. Schurr, and Sejo
Oh (1987), “Developing Buyer-Seller
Relationships,” Journal of Marketing,
51(April), 11-27.

Ettlie, John C. (1983), “Organizational Policy
and Innovation Among Suppliers to the
Food Processing Sector,” Academy of
Management Journal, 26(1), 27-44.

Frambach, Rund T. (1993), An Integrated
Model of Organizational Adoption and
Diffusion of Innovations, European Jo-
urnal of Marketing, 27 (5), 22-41.

Gartner (2000), “Gartner
Forecasts ~ Worldwide
usiness E-Commerce to Reach $7.29
Trillion in 2004,” press release, Febr-
uary 17, 2000 (available at http//
artnerll.
Gartnerweb.com/public/static/aboutgg/
pressrel/pr012600c.html).

Gatignon, Hubert and T. Robertson (1989),
“Technology Diffusion: An Empirical
Test of Competitive Effects,” Journal
of Marketing, 53 (January), 35-49.

Girishankar, S. (2000), “New Options Fuel
Growth in Online Procurement,” In-

(768), January 10
(available at heep://www. information-
week.com/768/procure.htm).

Hannen, T. H. and J. M. McDowell (1984),

Group Group

Business—-to-

formation Week

“Market Concentration and the Di-
ffusion of New Technology in the

Banking Industry,” The Review of
Economics and  Statistics, 74(4),
636-691.

Heide, Jan B. and Allen M. Weiss (1995),
“Vendor Consideration and Switching
Behavior for Buyers in High-technol-
ogy Markets,” Journal of Marketing,
59(July), 30-43.

Iacovou, Charalambos, Izak Benbasat, and
Albert S. Dexter (1995), “Electronic
Data Interchange and Small Organi-
zations: Adoption and Impact of Tech-
nology,” MIS Quarterly, 19(4), 465-485.

Kelly, Harold and John W. Thibaut (1978),
Interpersonal Relations: A Theory o
Interdependence, New York: Wiley.

Merrill Lynch (2000), The B2B Market Ma-
ker Book, white paper.

O'Callaghan, Ramon, Patick J. Kaufmann,
and Benn R. Konsynski (1992), “Ado-
ption Correlates and Share Effects of
Electronic Data Interchange Systems in
Marketing  Channels,” Journal of
Marketing, 56 (2), 45-56.

Pfeffer, Jeffrey, Gerald R. Salancik, and
Huseyin Leblebici (1976), “The Effect
of Uncertainty on the Use of Social
Influence in Organizational Decision
Making,” Administrative Science Quar-
terly, 21(June), 227-45.

Robertson, Thomas S. and Hubert Gatignon
(1986), “Competitive Effect on Technol-
ogy Diffusion,” Journal of Marketing,



100 SBAF Mg H2¥

50(July), 1-12.

Srinivasan, Raji, Gary L. Lilien, and Arvind
Rangaswamy (2001), “Technological Op-
portunism and Radical Technology Ad-
option: An Application to e-Business,”
Working paper, The Smeal College of
Business Administration, Pennsylvania
State University.

Srinivasan, Raji, Gary L. Lilien, and Arvind
Rangaswamy (2001), “Technological Op-
portunism and Radical Technology Ad-
option: An Application to E-Busines
s,” Journal of Marketing, 66(July), 47~
60.

Teece, David (1986), “Profiting from Tech-
nological Innovation: Implications for
Integration, Collaboration, Licensing, and
Public Policy,” Research Policy, 15, 285
~305.

Weiss, Allen M. and Erin Anderson(1992),
“Converting From Independent to Em-
ployee Salesforces: The Role of Per-
ceived Switching Costs,” Journal o
Marketing Research, 26(February), 101
-15.

and Jan B. Heide (1993), “The Nature

of Organizational Search in High Te-

chnology Markets,” Journal of Mar-

keting Research, 30 (May), 220-233.




B2B e—marketplaces & k0] ¥¥S OiXj= 22 101

The Factors that Influence the Decision of Participation
in B2B E-marketplaces

Jae-Wook Kim
Seong-Keun Yi
Ji-Ho Choi

Abstract

The purpose of this study is to identify the factors that influence the decision of
participation in B2B E-marketplaces and explain the nature of their influence on the
decision. Using survey data from 135 senior managers in business—to-business firms,
the authors analyzed factors affecting the participation intention of e-marketplaces.

We found that expected benefits, switching costs, the primary task environment, the
secondary task environment, the macro environment, technological opportunism and
complimentary asset have a significant relationship with the intention of participation in
E-marketplaces. Finally, we discuss several theoretical and practical implications, and
suggest limitations for the research and future research issue.

Key Words: B2B e-marketplaces, participation, social exchange theory, environmental uncertainty,
innovation adoption



