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- Development of Performance Measurement Model for
B2B e-Marketplace using BSC -

A o

Park Cheol Soo
Abstract

This paper suggests the process of performance measurement system
development for B2B e-Marketplace using BSC (Balanced Scorecard). As the first
step, main features and factors affecting performance of e-Business company and
especially of B2B e-Marketplaces were derived based on the literatures. For the
2nd step, the normative performance measurement model for B2B e-Marketplace
was suggested. Especially, the research range that the model covers is restricted to
the neutral and systematic sourcing B2B e-Marketplace. And, the performance
measurement model was based on BSC, for the BSC is very powerful and sound
tool among all the available performance measurement systems. Also, the model
was based on the AHP (Analytic Hierarchy Process) to make the model more
structured, and to draw weights of performance measures from experts
Key-Word : BSC, B2B, e-Marketplace, A % 7}

1. A &
e-Marketplaceo| Al Z7]dl& 7147 A4 A7k (Business to Customer, B2C)] A=t
AAHE EA438 HAYH, oA EEH= 7197} 719 3¢ (Business to Business, B2B)<
AAZANN ARFS 258 Ao2 dA4ET Gartner Groupsl 13 B2BAAFE
7v A EE FAFE 7] AFsie 200430 B2CAI A oF 1087 € Ao AP
3tz Aok 19T AAZAYE SEFEA @ B L, 19T ARAIAHS V1P E
2 3l g o, 22, 44 B, 5L & nAdE, 98#g F BRYL T2
Az Ag AdEUS 539 =88 = Qe 7|38 AFFo=N ¥EEAH Q=2
£ A4713 22 59 g4 2AE A gl ')
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I3y e-BusinessE ©}3] A& AFol7] Bibes £AARUE ATy B FxHn
qom, Fxo tfdt 7t E 27]4) A= vl $- ojfth 18|22, e-Businessd] A#AE
SutE A Frishr] YN E AFH xS A HAFAY 80 nHHE Y AE
£ FAlo #slador gk (Shachtman, 1999). )8 HoA e-Business 7199 EAlo) 2=
N2g Azte] AztzAe] di) e-Business $48& #d A=Al 89l Tgla 19
g3 71518 AARItHE HE of$ f-840) Yk

£ AT Ee-Business A F M  HlF S AAstn ¥F & H4FE BY
Roez HYHE B2B e-Marketplace®] A#AH7ME 4% S AEstuzx o
B2B e-Marketplace®] 54& wds JAH/IEH S AAISH7] 98t 19929 Kaplan
#} Nortonol] &3} AAY #3734} K(Balanced Score Card, BSC)E 7|¥teg ®
F& AN, A 4L At AT EotilA G851 e AFHEMALY
(Analytic Hierarchy Process, AHP)¥M ¥ &S 53 Ry 7/I1FXE =F 3Ih

g B AFojr= BSCE 71t 2 39 e-Marketplace?] EAd &3 z+E
BAANES MLstn, AHEY Hr71E g8 heAE FEAd 53 FovEe
tEAE A7 93 AHPUHES Z 439 B2B JE7IZHH HERAE 3t 2oH,
olg#] E AT AANE H/ET 7tFAE B AldiRA S AR

2. B2B e-Marketplace$} A3 %7}

2.1 e-Business$} B2B e-Marketplace

e-Marketplace® A RFNA 49 FFA} x50 YWy AHYE o &
F UAEE AFE JHFe] AFE BT AFANFL BujAY F AEe B2ES )
HE $ Jdxn Foiat JFAME EEHA FE 220 JtEdth. 713 AAGA
of ¥ IA FARN} E2Aste B¢ EA5A e B2 FRYE & Yo I
Aol NP ARGARI TR Lol MEZND ALoA o] EHATHE SHFAZFE
58 7Id7 ARAAE Fuixtet dojap Alojol wiAlvolARE FAAI TR
= etz g £ Jdoh F PR E AT BEA g Fuixie) doizt
AA AFEFA ARE o F Ae 7MY FLE AT olE FH3I) #HEFL
ZA, A1 At 435 A LS AAaATE EFE VAL + Ao
oA 5(1999) A7 wEW, JIA ARGAARD, AALARNE FA3t= TR
9} #ojzt BF 7190 AS-Z, Ful, B, 8§, EF T 719 dFHEE Q-
71€S 53 XN AL gujgdd. £ 743 AAGAYY EAL FE5LA, A
gejzt, FFA 59 vl2YUs FEYY gid AAH BAE FAANA T, AEF, 2
2 FFA A Z2Ax &4, A, FFALEA, FAA, #u) 2 wAY, FFA
A Z2 A2 Aol gigh AR disf WAL HIE 7HEstA AEh o] AFAA
AAE B2B v|ZYEE AZFEA o) ZA #AWA Y5 (Supplier-oriented
Marketplace), T =} $] = (Buyer-oriented Marketplace), Z 70 5



<A 7 g 53] A A 5@ Al 45 20034 129 231

(Intermediary-oriented Marketplace)®] Al&9 §8& Wiro] TR I

Timmers(1998)=B2B H|Z42x X498 e-Shop, e-Procurement, e-Auction,
e-Mall, Virtual community, Third party Marketplace, Value chain service provider,
Value chain integrator, Collaborations Platforms, Information brokerage, Trust
service provider 117FA 2 #/3 At 281 o] 117HA v|2Ux 2LE 1 7%
T Axg YAy F=d e E2R}AeH, AR 2 V5 A= EF =
A BFFE E2L JHAEER, €4 vt E ol §F FHE, 7MY AFYH
o] 47}x Rdolt}, Kaplan® Sawhney(2000)= B2B A%< Table 194 2 d2E= A
Ay 7ol EFHR 7o HHE VELE VHAE, 283 ARFEAV SEAHUAA o
Fo wat 2712 2 BHIAT

[ Table 1 B2B e-Marketplace®] EH

HAEE(what)
B2B Marketplace & &

Operating input Manufacturing input

System atic MRO hubs Catalog hubs

sourcing (8 NR: 88 HA) (49 2 22)
A4 (how)

Yield managers Exchanges

Spot sourcing
(8. a8 g) (A &8 WA

22 %8 A% BN =4

1930 ) o] % Zid@H e Wz £33, #4944, ¥=89, 97 5 Ay H4ui=
AR EE ZF2H7 AFAYHGhalayini & Noble, 1996). o123 =& AFs A4
#7o wE AFH AEE T} U SAHAXNEE Ao & "o Ao A7|H
71 A&t H(Eccles, 1991). 53], XA A G 719e 2 Zapake] #El7 721G A G4
F8% 71¢2 533 AAM(Quinn, 1992) ©123 FAH A4 A9 WaAol FH
Atk &F, 71€9 AFA AR &£ A2 YPY FAE FEI= N=E 78
RE AAEAo "aeAo] A7IFRh Karpinski(2001)= e-Business 7)ol 9] A
#3747 wlg F838H, 1 d8A0] SFHAN B PSS AHAHINE A=z
AlgEtz] &3 dukn Py £ I8 e-Business 719 E° AFE AE Yo T2
Az Az 95, 243 @4 M 59 93 NEES 4G22 L Y3 o) &
&aforsty, o] AEAA IT AFASH NBEEH FAE Hol Brhx 3o

olalg AEAQ FAAAZHN 7Nt YHSAH FAE FEST, 7Y A4 2
44 AEBES ¥ YA A7 9T FFFE A AEHEC] AFAES
3 Bo] AUHJG. A& AAE SMART, PMQ, EVA, IC, BSC5# Z& A#=
EHdEL AHSAHARTE ATy AANA AHE B9 BFE ANz,
AFA ABES ol ARy Fu 78 Y2 S4AdF P24 L TR 8o, 3

Z ol 10 Ho

’
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ARAEANA AR A g HAHE AFaFn U 2 AT E BSCE 7)wre
Aerd 293 ICEY Mde =YstY e-Marketplaced] A4S AT AP ESA
B9 2Ug ANSGnA B -
3. BSCE o] 43 B2B e-Marketplace A %37} =3 s

AAH g W

2 d7AM = BZB e-Marketplace & Alg#2e] Wiz g
4L IR ARES A8 A#Hrt E¥E JIweE dAFE  denm B2B
e-Marketplace®] 43H712Q L& A3 BSC 22E 7|%ez 3u Qi

31 33 473 2 d4dHed =&

7149 7kX 7 A RE FEFHEX By 9% FF 43 L dPHT L
¢l % AL Kaplan T 93] AA€ BSCe #83 37 Martinsons 5(1999)0]
A2 AAHY7LE 9js] AAE IS Scorecard, 123 Hasan & Tibbits(2000)°]
e-Business A#&4& 3} AAZ EC Scorecardd) A8y J7+E F1scl. B2B
e-Marketplace &=L 9% 23 ALe 93] EC Scorecard® #d 3 B2B
e-Marketplace®] §4< nels] o4 BHE 'F Algx #H, 24 FHE ‘¥4
2 XHzT BHoE FASATY o)d APAFIE AFAN =2E5F AHHIHY
Z} #3& g Table 201 JeEF T

[ Table 2 43354 BHY AgA7HE ]

23 BSC IS Scorecard EC Scorecard
(Kaplan, 1992) (Martinsons, 1999) (Hasan, 2000)

29 A5 At 7EA Al 7HH]

A% a7 A8z} 5 #A

i B oH2Yys LA Wi T2 AA Y ZaAxe 72

z3 A g vl E94 A3 XA R IT A4k

e-Business #7394 B2B e-Marketplace 9A @72 o8 AT A7t 3
F d3E Pobske ARG 3714 AR S A ZHE A JtAE B7s
E Zol #Holtt. 2z BSCY AF A W&ste BH22 'AHA &3
'S AAHAR, JFAER S A= B2B e-Marketplace®] 3%, 712 nAd of
$HE g5 BARAE AR Ao HA ANE FIseRNA L FHRAZ B2
°]g '9F AgA Yoz Adsgn. VAUWFZEALAHAME 719 AR =
EAL7E drtd ZRHoln FEAOR YPHEIE HrtstmA s EC
Scorecard®] ¢ ¥ TERAMLENE Z2 A2 A AREJEH, 2 AFNA
E UWF FEANE A9 AAHAd dR2 E2/FI}L AHAL BPAAN Zze
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820E¢ =3Pt ARz A 2 HAA FHAA EC Scorecardo A= g
A %o gy ZEA2Y IUE R ZZ AL #FA HIFEdn Bgon,
Norton¥ Kaplan®] BSC$® Martinsons $(1999)9] IS Scorecard AL TES AW E
o, A ZDEFe P AL mEe gz 239 gidE AHEE #dHolmE
HAe A E5& U HA Ao #BAsE Aol 9 EHEstn Bt £ gAF
%3 ¥4 EC ScorecarddlA ZZ¥ WZ e-Business7| 49 ZAHo} A A4S
n e AHAGE ¥4 © AL BHAAM AHEIIE FY3Hh. Table 35 &
A7 A AR e B2B e-Marketplace A @37 28 #AL BogF 3 g}

[ Table 3. B2B e-Marketplace &8 A #4371 239 #4 ]

w7 49
A7 B WA AT e ¥4 BH 4RHE nAW /49 AAARE B
P ¥ AEAA ANE ATHL U, AF AEAE VEA AL Jete
s
37
SERECY BT 9% HzUs ZRAss Bddeln AgHoE $95n YEAE W7}

g HES AT YAEFol dojua dErL A4l FEHT &N
RestE Bt

g4 L A48 B

32 A4t ed

B AFoMEs ANAARLAL B2B e-Marketplace?t A3 o2 957 43 Hadt
842 Ao3ta I G¥E AAYIHAFSER Y FI9A AEE FANAT A8 FaY
< e-Business ¥ B2B e-Marketplace®] &3] digt 71€Y AFEES F3 BZ2B
e-Marketplace?] 4¥2.2& Attt HA AIG7E BHe AHe9e Hrs7Y )
AEH Az AEH FEG FIAHE F2 AFeder &F Yt A, ¥ AL
A B89 A3 Q9e Margherio®](1999), Timmers(1999), Sculley & Woods(1999)€¢] &
FAME 2AES =&3on AA, WHE Z2Ax0 43292 Timmers(1999) 79
A AAE Industry.net, Citius, Trade zone% 2| B2B e-Marketplace?] Al#lE o2 3}
Reow, vpAlgo e HAR AHAL #He 471292 Bontis(1996)A 7oA AAE AH
A8NE ZATFRAY, FYAL, 4D Aoz BRI A 4 #-AM =&
& A3 d3 Pr71FES Table 49 Uehict

33 A3#4R7 AT 23

E AFox AAE B2B e-Marketplace A 371 238 7zl 98 AHPEHY
¢ 3FH&3¥h AHPE Thomas L. Saatyd] 28] 1971 7idg drlE A2A
2oz gildy EAE UEYAZ FL AF ZYPoE FH3lo HId¥d AHPE
Uiy o2 JAIEAA EZZHNAE ASTFRE TS, 1 ASTFRE FAsT Y &
2:7ke] o] 9] W (Pairwise Comparison)ol]l 93 &S F3ld, o]&9 7FXE F3o.
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B3 Bstz, grE gAAA EAE AZFFoeR AT JArEAE AT, 9
AHAAR FANA FF 3 71F(tangible and intangible criteria)®} ©igtol] #d AR E
ARz AFAZ AIEA 7iYoelgtn & 4 v AHPE ©j3 EAE AFFHeoz
FH3 3 AN A A2 SHAAM AFstd 9] NEEE JERE, 39
Exo #HAA 39 J1FS #AEY JMFERE o3t F, JAAAEAY FF
NE 2 dgts AZFHeoz B, olduus PBE oo tigke] $HAEHE =53
oz HA9 e MAFE TFolt} o)y T AHPE ARAHQA 7t 71F3 FA4H
Hrt N1E9 AAFAAS Q3 BokAe EF AMSE $ i

[ Table 4 A7} A<Q A ]
TARHED | 29
[ A 2
ASHE [958 AL 45, 559 59 ATA 7E
S04 [FAAR a9 +98 uae 98 294
T Naea o198 29 vd 5& ade 498
2. 9% A8R 4
AN e a2y Ao e aad

TAAYU S AN TE BEHoT Whol g8 ALAT JE GANE gL, AALAN A2, 9
2 |Hmae ws gne Bedd d2 59 19
cen VA0 REASE A5, LA BEE ATHA AN U2 @ £AY F54
T o] wEHEA 3
A&z BA |(A18212) B2B e-Marketplaced] W3 91 £ =
3. UR T2A2 #34

BEAAZZA 4o o1 4B Ue ANE AT 4FE Hase v
Ad ZEAZ |FE NN AR, €5 59 olZE Ad A @Ae ZEAE
B 2w, T2 AL FF3 FE, On-off line ¥8 5& ¥dse Adxe ==
A
JATSIE E 73 [Web site®] ALE BI85 %7t ANZ9 g4 % Au2 £
2 94 3 NI B

R&D HAE 9% R&D 8%
TE AN |xAe AW N9 AL L ZATE AN

T8 |zH0) ue T TR

Z99 299 444 9 UEE A%
AHPS] F84& AA, A2 AL AKE st AP AL 7€} AFAA
71ES HEHEE T3 SAHI}EY Ao (Saaty, 1980), X, HIAF Al ©rlE
o] B ZAE 9 JIEoE HARE MAESH, AFHoE BTN 43 o]
dulaed &g J|goz EJRF A3, FAH FA WHEE 7HesHASHL(Saaty,
1980), AA, AU FRE AFs) 3l FX2 EFEE 5 Avhs SHAAN F8£4
o] ZAxH1 o (Saaty, 1980), UId, 7AY /ALY gArrE wF3te JGE A}
ZAAo] 7t AR o o] BoE W o]lg FHE| st &of3tL(Weiss
& Rao, 1987), Tt A, AFT2c FTANZY HZ Ugd wg FHo] Loz
548 A= YArZEA ¥do)tH(Chan, 1993).

B AFdA Az ste ARSAE AZEYLS A AAE BZB

Y TEAX
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e-Marketplace®] A3 H7} 7|1£5& AHPE ) A £35lA Figurel® Zo] @ oA
). A4S = B2B e-Marketplace®l A #3712l X3 o]l FAoz 1 319
FT < B2B 43 B3 (Perspectives)ol Al AA7EA], FALEAE, WRZZ A2 HA
2 Aoz FHHY g 5L AF8QA9 A (Strategy) 5L HSAIA T4
3tx, wtx e g HALEd vetd AASAFAXNEE H7H7IE (Evaluation criteria)
o d3A4d 4 U

4. AZAT B4
41 A7 2342 34

2 A7 AFAHr 23 AL 584 AFE AA oFo Mo o @A
Olve 91(1999) dFlA AAE 1194 BSC /A #4& A &3t ZIZNE #A
dAZ T2 FYRAT. 124 FH 43 R q44ReYd =F24 BSC AL
o] 152 A7AE 230, 7149 7HA7F AdeMRE FEHA A FodH. 284
€ GAAFARNE AL BSC A2 1124 T 6249 siBdct o 124 43d
#3 2 44T R ez YA EE =&

Figure 1. B2B e-Marketplace 4337} A2 23
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53] 128AdME HA/PIESE EE37] Hs dgdATFEES VIRe® BZB
e-Marketplace #8 AE/IEFR JHHFE F3 < 33

AHPYHEES AH&3o AAH(HrE AFEYE Adsn ‘474]"1]’\1‘“ B2B
e-Marketplace®] Z} AIAAHEY FLE th o2 93 AEIIEA AHP
AEZAE Tl FRLEE A& 584 2FHY AFS 1749AE A4 =228 =2
3y 2 AFY JIFAE vEHLRZ I V19E Yoz B dTFodA JidE B2B
e-Marketplace©ll *éﬂ%‘ﬂ 23& A&

!
_\\N-
o
ot
¥

42 REAA S A5+H

AHPHEI &9 Aol wal B2B e-Marketplace A3 ¥ 7 289 #AAHZ Astaql
b AR EETR M58 £5317] 98] B2B e-Marketplace A%7F 108 A Z+ A&
E& o] Yn W (Pairwise Comparison) 2E& AAs4 ). AE 4L E-Business”] ol
A B2B e-Marketplace &% 2}, B2B e-Marketplaced] £2}3 ZAdo] gle WA sige
I 2E, B2B ®oF A8& 7IF AAHYEE, AEJL 23 B2B AHAIY &9, B2B
solution YA ZFA Fo 2, a7 Fofd 13 ol AL 713 ARNER FAEA
o} dlolg £4 A AHPYHEA AAse a3 nlgol 01 <& HAEA 44
9}, 0.2 o]3}Ql A& =] 6712, Expert ChoiceE o]€3ld 71EXE Ar&3A .

5. 43 As¥AH 23

B AFdA 2A¥ FuU B2B e-Marketplaced] 43E e o madE 4 ¢
E ARgste 7 713 J1EXNE 5%, 2A§ Z7E & Table 59 2tk WA
7 By 2QEE AMBW §¢ Figure 37 o] 9% A& @A 49%° F
852 71 A JERT, I o Ui TAx #H(225%), 34 2 Hzt
A BA76%), AHA7HH BR(15%) o2 o FedTE AAET B £ 9. o
71E HHFINN F2 AFH AgATo] oA FAGUY Re) PojEE
A7e BdFE= Aot =, B2B e-Marketplace® AFH7 AdE AFTH YIS

TAS AYN BEROE R A4 BHY AAr WY FL3 Hrlsojol
o= AL BRYF 3 o} ol e-Business AHY Z71dE AFH AArg JFA

s

59 298 ¢ F838A Hilsldgok e 7|€ d-F(Shachtman, 1999)& F¢3 3}
= 4732 B £ 9on, E3B2B e-Marketplace AN E ALEAL B o] o § F
s3dE AL AANHETR 2 F Aok £3 B2B e-Marketplace Al o]l A& Z
of Wt AFH FHRE EEse A}?le B FaAol FzxHAA RelFgn 4
A8 2 $ 9o =28 Agedd FoEE oS oFigure 49 2t AFadd] U
Me 84, A Z2A2. AFANRY &, AEA B4 9 £22 T8 Ao
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ARQAdME FEAH173%), Al Z2 A2 (114%), AAEA Y84 710.9%),
AHEAE BAY] F(9.1%), THHFAWE L HZH(T6%), 2 FYEXA65%), BZA
(65%), T9486.1%) ¢22 Fa3tdn A £ Ut o] FAEE FFE FLE
o] FEgE IA ol JMF FLE BHoTHL AEIIEC] BLT R A B
e AFAQUEC] N L FREE Holn YEE ¢ F U

9 T 4 #HEY FTAEZE AHEY ARGUEA #FHAME FYA4
(404%) 7 4AA(46.4%) BT8RN0 ¥ld AT FAEE /HFA9x HIMEHUCH
A4, e 58 XTI AFH FEE AR M F8EA €& AR P}
o, 71& AldolME ¥ FREE ZE A vWE, £ 59 #&2 AX7 B2B
e-Marketplace®] A#AH7telE FAA e AL ¢ F AU A7 ALE2 #H
Me F54E85%)0 718 F88 AH8ez Jriydxn, AFAHNE HFZ
(24.3%) 2 A&z #A 2 F(203%) £22 Fo3ttn FrrE U

F, A3 AFZ2EY FA, AlFe] Erby E&FHAXE HME F Us
HEQ FEAY wFHol 71 Fodite Aolth, EI, AHAHYH Lo HAFEIAV}
DAANN L AZ2adEg R F838A nFojo s AL ¢ F AATH
WE Z2 A2 FHAgNE A Z2H271 508%2 TRLEZ 7B Fa3stx, 1 8he
AR HA(153), A9 Z2A2(186%) B HYAolE FH(153%)2 vl FREE 7}
e ALE HE/ A 2F FrhEAT 84 € AFAGAT 25 Ff, 23] B
3 FERA36.8%)F TRAAH3E14%)0l 7HF F 2383, R&D 2%(166%)3 £
4 A#8A(0153%)2 2x¥ 2B Fasidn Jeigd. Ad AAAE F MR =2
FAEE HQ 292 72%9 FLEE 2 AA AdFo)U, I Yo E Au &
AAa(454%), ANZHF€4.13%), AFER BEE(379%), B FEA2H(3.60%) 5o F
2% AFAXEZ vehygt a8y, & FLEE 2 AAXNEEL gRE 9P
AR B &3t NBEA, ol Y A&z BHY FREJ A #F F UL
A=A Brte 9% giZ2o2 Bl

6. A7 2349 HAF

23 e 2 ¥ FAE =& ML 2P AF L s FuldM A
Al B2B e-Marketplaceol A8tz Sl A&7 2% A9 JdHHEE Fi9 AFHY
EAE £33499. 1 3A-AL 33 2o 1940 E B 7oA AAY 23
TZ2H FTREE vgoE 39 HAXEE 2247 23 AAHIRE S AAL
AHAE A9YA], Global @ local 7H5AE EF 3283ty 72 #¥d=2 6787 U9
71ES AYsgn. 284 d4AE 239 4 AAXE/ AR &8 ' 7199
A7t F848& JEFIAT. E3, F23A fdon A AARNRE T AE
77 &3 7149 A RHIE BYo) Frlsledor & A Ko Wi AEHE AA A
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Table 5 4337 248 7H5A

23 Azx | A%ge | HzA P EET tdxckal
local global
At 105 003
Ay w2 | oo E 9 377 005
EERE] 518 012
LAy Bl ol & 126 008
Zay [-82411] Al g gl 321 019
A s TeaT s e
=T EAdAE 279 015
Fdold g2 E 321 021
3 436 A g = 081 .005
[.065] A At E 2 079 005
BRARE 129 008
g 161 011
REL KR 454 050
aade | (o EEREEES o2 o2
REREEE 325 035
349 Fd 169 076
3 169 ARIR BE 278 .021
Al & [.076] AL A% A 182 014
oy 449 7le8d A 331 025
AHg ' EEEES 253 044
- s . .
23 o7 oz 7y 081 014
54 [??331 AL g2} F7)& 134 .023
EIEXE 090 016
AA AdF 441 076
AR B [.(2)8?] Ap8-= D_Jé:a 561 051
i AEA 2= 439 040
gE FE 286 010
Fu Ay 153 Aeza AE3 348 012
TR AA [.034] REE B
;’;’i] il 4 , .366 013
FE AAY .300 034
A .508 &g Al 226 026
“ ZRAx [-114] +& A2 234 027
Ei;lé 225 AE AQuia 239 027
. B]F AAE 220 009
i A4 186 TeAA EaS 360 015
TEAX [-042] Ty B% 088 004
On-offline 88 332 014
Website AF-§ A 219 008
. .153 Bl A thobAd 175 006
Website 2 | 034) EELESET 318 o
u-g A4 288 010
A 314 IT 9l = 471 026
FEAY | [oss) ZH7E A8 53 %5
Zd4 a)EA 130 004
R&D .166 A7e A 254 007
&% [.029] ATFAY A 408 012
wAY E& 207 006
il I RS 151 Gi0
e o 368 ERDEN R 284 018
Ty
[.065] WA eFE 313 020
BAE A 252 016
Fd8 A4 454 012
99 | 3y [ E9d was 407 ot

TAH ol AE .139 .004
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6.1 AHEldT 24

AFoME AT7ETY AT 98 2
]5}93‘3} 53] AMHATE H3 °]E1-‘r"ﬁ—§ T3
8% FU HEH e-Marketplaced 49L&
< B3 A=A
N8 L AR 39 F857) 1% o)4A AHARE A3
]

Ao FH79e ddes AdaTe o
18 HESE 47 19 o HEYxg
o

iz st ok geH 2L sE

7N1E 2 AF8RY #F FAETL 5% o4 A, HF FF 8R4 &= 4FH
AR AS AFAE F59 ik oS MeEn, I8x &L A Aol
£ A3,

A% 3 2 4348 B HolE sy ol 43 .
uA £EE 24 4AA} 2L o8, AP AEASH AHRE FRA.

6.2 A4l A7 23

T 3o AENA =Ed 2y 34 E A3 AP AR dgd 9l
Ae, 4 At AAS sl ARE dYsdh AxLe] AS AAE AHgrtEy 2
oA AEd ABE F INE AYA7Ia, BAAAN F88A Azl 67 ARE
7Vt BAVZE & 7 A BE 2AE | wbsl], BAE 2 281150 A EE 2SS
tt. 4dA B2B e-Marketplace®] A&7l JHFE T3 =28 EIHE 279 I
e-Marketplace Aol &3 Bty 1 27 £ dFdA FHoz Jd SYHo|x
AAH z2EH2E& 7FAE e-MarketplaceSl AAMS] A9, AAE B¥o] 433 s
Egoz 222 WE & I

W, AAA 2299 S kA7l Sy, F83 01X €& MRO e-Marketplaceq! B -
At B9, AXNE EFAA ARFEE Ao Haddon, 53 AHEA BAHAA 2
ZAo] a3yt

th& Table 6& &3 AxLe} BAY] AlAF a¢F A& A9 E 4 9ol Table
62 F3 AASE BAZE A9 AR EY ZolE AHE & Utk AMAVMA #3 Y A
S, AALE 9ol BAIE TS F2 AAXNEE AU ols AALY A
olm] £ARAE HA Y& W UE 7IHQ 9, BARE oFF &g 7]d =23}
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