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A Study on the trust factors affecting repurchase intentions
in a B2B e-Marketplace

Jong-Man Lee Ju-Byung Jang Tae-Gyong Kang

Abstract
This paper is empirical study on the trust factors affecting the repurchase intentions in a B2B
e-Marketplace by survey instrument based on Likert-style 5 point measurement scale. The objective of
this paper is evaluation of relationship between repurchase intentions and trust. The focus of this paper
is the antecedents and consequences of buyer trust in a B2B e-Marketplace, not trust intermediaries or
in third parties that might mediate between the buyer and e-Marketplace.
The findings of this study are expected to increase the awareness of B2B e-Commerce adopter and

implementers about the importance of trust in e-commerce participation.
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