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1) o] 827X Fo e-Marketplaceo] t# d3 2 SAwE” BEAYwAL, o
TESAE i] %ﬂo;‘l 2003. pp.113-131.

2) Ram, S., “A Model of Innovation Resistance,” Advances in consumer Research,
Vol 14. 1987. pp.208-212.

3) Roger(1995)¢] 8Al #& R 9] o3y Ao LIRS AA-H5-24-43-
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BHE Bo TRV A, BRAeY 2ANEE A £4-84 7
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1. 9 e-Marketplace®] 7§13

e-Marketplacex JEY § WEHZ FA the] 329 tge 7ujat
Lol ARE € & A=E F5HA 342 48 FYPste IFACIRD97
7HEe NS Eo 48T AAYT o|FA 4 UEE §FE BB 2
HSHd), Fuatel BujzS oA QAtAA o] BeF HFES FHE UAE ¥
AN AFstn dAHez At Fujr} o] FoR & AAE AT

A7 o] o] 2o]A & e-Marketplaces AEH Y A AFHE A3 e 7hd
°ltt. #9 e-Marketplaced FA|Zte] AARAAE AQDst7] 9% B2BY
TokE FUFAS £E4A, 28ln o5 FRE AF, 9, AN &

¥

4) 79 e-Marketplace®] H¥#& #ZF Y3, KTNET, KOTRA § 9
AY FE2 $991 goh AAEE 237 199839 & %
HoZ BFETY 90 FHE oFYou, 20039 FZARA
olshd ) %237}]*}(915% 2 23 5 2170A7 9l Y
2 Hax3 Qo olE F9Y e-Marketplaced] $g°] FIHT

& ]11—: RMFAe] 982 Asighs 9njdg,

5) Raisch, W. D., How to Succeed in B2B Electronic Markets -A Review of the
e- Marketplace Strategies for Success in B2B eCommerce, McGraw-Hill
Publishing, 2001.

6) Simba Information, The Electronic Marketplace 2003: Strategies for Connecting
Buyer and Sellers, Simba Information Inc., 1999.
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F2 o3 §F ¢ FAsH oA & g2 FY 59 RS
AFstn glom AEYE Fall AL AFe] #wo) € Fof 2HE FEFAY
A ddo] 553 0¥ FEE AN £ Ut 53] A2 £ APY 29
A di7Igel s} dAez @ 949 Ye FAFILAY g
© 79 e-Marketplaced] £84& Avtn & <
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2. Zlsg o2 o] o e-Marketplace

A2 “AYT =4 997 MY AZste ofoltoiy AR T £
A2 7}%%F(Zaltman, Duncan & Holbek, 1973)8" £ “/jQolv & A4
997t AETn A Gste olojtlel, #8 F A (Rogers?, 199%)'0.2 A
e Aol ¥wrdQ Asfoln}.

Ao dg FEE F A Aol =98z du stue 2uA g
AZ guidtes Aoz gutdog “AAF' oz FHHY, 1 &4 FAE A9,
28127 gk ® g2 shve A9A E2 AAede dAE dnjsie e
2 9oz Vgy'or FHHN, 2 4 FAE 2FolU 7] "k

Zlegde g4l sdndez galo diido] Arigoltt Yale 39

N'do] W3l(change), A (advance)o| 22 71&3AN L 71e¥s) Zledd

7 HTL, "JANY e-Marketplace HEA D " AAZA DT, FFTAAA A3,
A174, 2004. pp.157-176.

8) Zaltman, G., Duncan, R, & Holbek, J, Innovations and Organizations,
Wiley-Interscience Publication, John Wiley and Sons, 1973. pp.8-20.

9) Rogers, Everett M., Diffusion of Innovation, 4th ed., The Free Press, 1995, p.163.
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10) o1, “HiMeolge WU} AFFE" A9gdT, FF39E3), 2748, 1999.
pp.1122.

11) Swanson, E. B., "Management Information System: Appreciation and Involvement,”
Management Science, Vol. 21. 1974. pp.178-188.

12) Gilroy, F. D. and H. B. Desai, "Computer Anxiety: Sex, Race and Age,”
International Journal of Man-Machine Studies, Vol 25. 1986. pp.711-719.
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¥H Markus(1983)19& A3g A4t oxd EHo=z ugAsA &
2 A’e 2 Aosty 9len Maher & Rubenstein(1974)14& “Al 281 & A€
718 ARote R AFS FYqa o) FAFLR “EYF R 71X
g APgol W £A"e 2 JYepddn #3453 gt

Zaltman & Wallendorf(1983)19¢ A A E "dA FHE X e L€
PFrolgta Fosta gidh,

Ram(1987)2 HAAFL HT¥F2 B3 “dsld o3 v vtz
=7le AE'E oo, A9 F4A47F AAE Foj, o] 4, Al
B FEE GS3te 3N HEE LT & YE AR o)2NAA
AA o] EAsted ol Wale] I AP EAHF At Asrt A
g otk 2v HAAFRIS 53 AL E d&d] 547 ity
gt 7ol old B Adgez B3 HAAZPe] TEL i F80] Lot

1) Rame| HAXNg RHATF

Ram(1987)162 Sheth(1981)179] @7 4 71& AFoA 9 d&std A
845 FAS AAFA QoA AHgate Age dFE vX e 8UE
A4, o1& 9 BAE delE o83 ¥AAFY 2dg dsgdehiz
2-1] &=).

Rame] HAA Y RdolM e JAAG J&E vlXe 2UA& A74E 34

ot o oSt

13) Markus, M. L., “Polities and MIS Implementation,” Communication of the ACM,
Vol. 26. 1983. pp.430-444.

14) Maher, P. M, and A. H. Rubenstein, "Factors Affecting Adoption of a
Quantitative Method for R&D Project Selection,” Management Science, Vol 21.
1974. pp.119-129.

15) Zaltman, G., and M. Wallendorf, Consumer Behavior: Basic Findings and
Management Implications, John Wiley & Son, 1983.

16) Ram, S., op. cit., pp.208-212.

17) Sheth, Jagdish N., “Psychology of Innovation Resistance: the Less Developed
Concept(LDC) in Diffuion Research,” in Research in Marketing ed. N. Sheth 4,
Jai Press Inc., 1981, pp.173-282.
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AE: S. Ram, "A Model of Innovation Resistance,” Advances in consumer
Research, Vol. 14. 1987. pp.209 R T4,

18) Rogers, Everett M., Diffusion of Innovation, 3rd ed., The Free Press, 1983.
19) MAEo] AFTFu7t e (EL7beA)S R, YA o AL HAHEFNL
$H)8 + A0® A dojd HolRn n3 Ao
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BASE 71Folg d0E £4& Ee 71742 AUEF)Y JAER (A 9
23z & ¢ °“4 ol Al i 4RAQ JAEAFAF (FEEA) B
& o] Rogersoll 23] AA % ch20,
(28 2-2]dA & & Axo] JAEARZARF L ZA S5BAR £7E
@ A A (knowledge): FAA A&27t HAZEA N =&Hn Qﬂ%xﬂﬂ o]
0 715S A o= Fx o) E e v
@ A Z(persuasion): ZAZR AH&A7E HAld e $53FR =& vl3oA
HEE F4ste A
@ 2% (decision): A& FE3}EA AMIFERNE AHste &5 FA3
= ©A
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o 8% FHH PR o] HAU 7E AHE FRAREFANE +
= @A
Ao FE&AA AN AR lAL DAGHE F43 71Zo] 3, AFF
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20) Rogers, Everett M., op. cit., p.163-167.
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(28 2-2] Rogers® QJAIZEY 2

4 i :’ H )
v v v v v
PNE sas A% A oA
(knowledge) (persuasion) {decision) (implementation) /' | (confirmation)
28 |—p ASH 28
™ (adoption) [ (continued adoption)
W usol 28
.. ¥ (later adoption)
X
=7
(discontinuance)
Ji2 / HEH I

(rejection) » (continued rejection)

XtE: Everett. M. Rogers, Diffusion of Innovation, The Free Press, 1995. p.163.
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A HAXGLS FeHAL & AN 2t o dAFez a1 X
< TR S e FHHe 2T AA, Rame A& & W &
EstAY Z14st O AAo] FFAcG Ba flev o AL 1 F
%) w2t drtEA vl 4 itk wWeEbA Rogers(1983)7F Al E 48 @3}
lojdtty AA g ¢+84EAZ] 2FDAE HLE e #4777
e 2¥) WA 2avt ok UA, HAA G AXNFeR 4TS

“

S8, "AAF FEA AN HAAFYg B AF-HUAY YL
J BTEAT, @573 993, A28 33, 19%4.
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79  e-Marketplaceel w3 FAAAEY ANF8AE LotEr] K3l
Ram(1987)9] AAY RdE AFREY frameworkZ AH&-3tH, 43} 0]
<38(1994)2] AT vfFA7tX 2 Ram 2D ALE€ 370 B4 5 g4
o FHA Fjagez Y EFAZEAAAY B 8902 & A7
oA AYA 7t

T2t £ ArolA AgEHold dPESFE Rame] A7AM AHEHAE A
Ztel Ao EAd dFete £ e-Marketplace®] 543 Ram =@ dlA 9]
AHEAE 540 lgete FAYGA EHo2 TR EPAFE 833,
FAAdA Y galo 3 ANFgS FEHALE G831nz) .

St Rogers(1995) 2 Bagozzi(1999)9] &Alol +49A Ry 4l
FAAR AHEAZE A F 4372 AR FAGA AR REfle]l &3]
= AR AAGAE 271HSE FAAR AHEALY F43 71 Zo] WEE vt
AL F A&FE AFAY gt HAe FLGA(XA-45-2F-43-
Aol met dAE Ao Aozt gleA e oJRet dAMRE HAAY] I
= A e 890 dERY AR E HFsuA ot

AT ETY Y8 2 o5 AEE AAE =43 89 [2¥ 3-11%
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(1) 9 e-Marketplace2l SM 3 AIX e ZA(H1)
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1) &ty olH

ol Aol ALgA A £&57] HaMe ALY JHE HAAY £ &
stk A zhs| ook et Rogers(1995)€ Ztid o|d-& “Yilo] gAlste 7l
&9 olojtiolg Rt} ¢4 FE" &3 AL, Ram(1987)L “F&A Fo
A& 71E AFEY AFY £5, AHEAY U, 98, 714, EF FA
duh} oz Qs s Axrdn Bk Schiffman &
Kanuk(1991)22& 8419 AEFEGFH At A3 o]Heo] ¥&+5 A
o g Mg Adn Fe

79 e-Marketplace®] F&d AAMZ 71EY FFHA FFE4 vl

22) Schiffman, L. G. and L. L Kanuk, Consumer Behavior, 4th ed., Prentice-Hall
Inc., 1991.
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@Wqﬂﬂ 7}1]%‘: AHAQA ool B o]F TEFoZN Bt B o]
< 2z Atz R Zste FEYALFE T e-Marketplaced] tidt A
o] ‘9\1’°Va‘ et} o]28H 9 M FET F Uk

HI-1: #tj& o]Fo] RE&+& FIYH FIAYE I

2) X 5t

Yalo] AL Falol /&R, HARE, 849 &7 FFREYRD
AZtE e A =otHRogers, 1995). 718 43 29 A AZE Yo =
YHAS o A Ee V58 F/EA g o-ra°] A3 #do] ¥
o} Ram(1987)& 19 AT A& A AZeA e HAld dsfA A
37‘]": e A o] Atz FAstAT

AdA7t HAY JFAHE A H|Fo] HUADGHEAY F9H
e- Marketplaceﬂ EAASITNEA e FAGAY &F BFHA| Rdie A
e 2 AYE 2 AoE JAHH, o]2N g 2 AF/ME FEl
& gk
HI-2: FgYo] RET5 PIGA xS I

0?.

>

Yo RE FHo AL BHANE /IAAY dE58 F g ZA
3 e 53 HAx fEE 33 AEA B
oA, AAA, AgA 98] ada AZste FSe AHERe gl g

A= d¥S Yely F8o A AFS §tA EHOstlund, 197223;
Sheth, 198124),

Bloom et al.(1994)2 159 3D FRI|&S E&3to 7ol 7]
dE AAY T flo] 259 YF, A%, FY To A} FBE AT
T A e we}t AAA, AYgA, Pz fEE M F U3, oy

23) Ostlund, Lyman E., “A Study of Innovativeness Overlap,” Journal of Marketing
Research, 1972. pp.341-343.

24) Sheth, Jagdish N., op. cit., pp.273-282.

25) Bloom, Paul N., Robert Adler and George R. Milne, “Identifying the Legal and
Ethical Risks and Costs of Using New Information Technologies to Support
Marketing Programs,” Marketing Information Revolution, 1994.
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AEAZL 419 F£42 Adlste A2 FAINAD.

FAAAY 2% T e-Marketplacettes d4& F8stetle 29 4
] & (risk cost)& A E3teof dct. & AU S 53l 39 WAHAE 4F
FAY AREZS AFE | 7INE FSAIIA RetedA v A9
WA e dlolut EDIS E£3&3 AR 8 AZsiA He 43 o
Te FEFE AYEL F9GAY Ao g Agegles 2434 Eot
OJEZN T VS 2" & 9;1‘3}

HI-3: A2Ztd f1go] #&+F FHYHY FUAZE I

galo BHEA4L il 4 —’—;?—E°ﬂ FEgS Feu, Ao Estd EF
2 $u3cH(Rogers, 1983; Ostlund,

197229). o] 7le+& 249 A4 Hedd Widde Moz 587l
U A[2EY] ARd] FoiF ez AL »YHYE E4E HE FEE Ut
o' EA71&o|v Aladle] AMg3ly] Helsty € Edeittn AAHE 2+
FAHA AHEAES FEoY AHEIEsAel mobAA €rh(Davis, 1989;
Davis et al, 1989; Agarwal & Prasad, 1998)27. Ram(1987)& Alo A ZFE
23 Bt B0l ¥&4E YA U Aol Adtn AASA

9 e-Marketplaceztes A& F&3ted AodME FHAA 7 A se
gAlo] olsfata A&7 APAY, FA/F B E A 2 AY sMede
Eobd Aoln, o] 2RH tga Ze stdo]l A¥EH

Hi-4 : Filo] BFe+5 P §RixgL a0t

5 a0 e AN Fa
" B9 A9 FEL olYsle A F&o BF JAAAE M2

26) Ostlund, Lyman E., op. cit., pp.342-343.

27) Davis, F. D., "Perceived Usefulness, Perceived Ease of Use, and User Acceptance
of Information Technology,” MIS Quarterly, Vol.13, 1989; Davis, F. D, R. P.
Bagozzi and P. R. Warshaw, "User Acceptance of Computer Technology @ A
Comparison of Two Theoretical Models,” Management Science, Vol35, 1989;
Agarwal, R and ] Prasad, "A Conceptual and Operational Definition of Personal
Innovativeness in the Demain of Information Technology,” Information Systems
Research, Vol9, 1998.
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# 9ok B agod A9 AHgae 2 249 HAS AdgsA @2 A
olth. & @ AUyt F& 2 o] A HAAFo|U Mu|2ET o WY
A N2e AFo Jerd AL A A4S A A bl +83A
%1 E0 fEAolY BH3 RS AARGY dFEEHIE 7Ind Aot
(Ram, 1987).

79 e-Marketplaced] JANE FHAA7} AzAste HAF ol e AA
AL Al 4L F A2 Atk F FAYAIL F9 e-Marketplace
9 4o N AANAHIL £&FE 2 AFL FoH2 AL 44H3, o=
A o Mg =28 7 3o

HI-5: A& £&75 FEIAS gIAFL 2.

L2 827 drpd HAA 3 (innovativeness)S 7HA L Y=
o A FH$HH, AL YA F4A7 P L 71AC] AFdnA g
g2 on 3}, Fynn & Goldsmith(1993)29+ Al gl st Aj=
S AEstnz ste LA F712 Bgith Al 2Axos Ee W
&tz g7 f &) gale] 7HAE A ojHo v Y HE Y F8&
A 257 AL woled Aolde BAL gt o33 HANFL 2UF
o] FEA 2" FNtrzy ARV AR T AP FF Ad
ol o3 il 8 L A 4L vjAA ot

Premkumar & Ramamurthy(1995)& 159 |F30 A, A7l&L 34
S WESY) dfEo 2o g JwFzst F 23 J1de a2 948

&
j=
29 4% 9ol 47142 g A3Ho2 WolsAT T Atk T =

Fo dr
N ox

)

28) 48, “AATHe] B3 ALER F4370e] A DALY FAFEAT, &
TEAARN RS, A44, 2002, pp.162.

29) Fynn, L. R. and Goldsmith, R. E., A Validation of the Goldsmith and Hofacker
Innovativeness Scale,” Educational and Psychological Measurement, Vol53,
1993.

30) Premkumar, G., and Ramamurthy K., "Determinants and Outcomes of Electronic

Data Interchange Diffusion,” IEEE Transactions on Engineering Management,
Vol42, 1995.



HeEaREMme SARKEY BFENC 3% HE
-E 5 e-Marketplace® L2~ 225
SAETHY Y EXE 23 YoMy TR Jled Agoz A7 A
Zrol 171 W&o Ay RS Fo2H YA £4d FHH 9L 1
o3 3 H(Premkumar, Ramamurthy & Crum, 1997)3D.
79 e-Marketplacedl M &, 44l A& F4dc FIGAe g9 4
of gt AZste 27 FoME HUAHP & AL 7540l
. F, A Fe] ¥e FAAAYTE 79 e-Marketplaceghs 4o o
g Aol Atn B & glon, oj2H b9 HEE FET & I
H2-1: §yggo] R FIGHI+& FrAgL 20}

i}

AL ofE Ao i Ad T 2F0] 7t e 71E€RA Az
A BZ 9ulolch. Ram(1987)2] A7l 9Jahd, FAl9 L&A= HAL A
371 A3 7R Ee b2 ALY 7Y FoRRE d& FH) Ao
AT DAY, UG Agste Aoy AZ2gd dg A don
% o 1 Aol dolxle Ao 2 eyt

9 e-Marketplace A& 71&9] FAYoz Paigd 4F S A28 o]
U AFRde] A5sE oz Yy Jde du/Tojag g A8 7
24 2ol Eout 23 EA7F 9o} o] Gaski & Nevin(1995)32¢] ¢
TAME & + ARo] 2L FEA 2" Foste 7Ytde 4D £F
o ¥ A7t 27EE € F Aot ofed dFAFHo g Alolu F A
e-Marketplace® A g -EFste A g A9 22 st}

FEAA 59 e-Marketplacezts 412 $£43lx FF AT ATHE
Al WA FE g R, T ol HHAE AFete 29GA o
g Ego] BEFE FAAY YA g AL Fold Aol

o2 th&e Mol AYE & 3t

H2-2: Rl gjgt Qg Yol RE&+2 RYYA o &g A}

31) Premkumar, G., Ramamurthy, K. and Crum, M., "Determinants of EDI adoption
in the Transportation Industry,” European Journal of Information Systems,
Vol6, 1997. "

32) Gaski, J. F, & Nevin J. R, The differential Effects of Exercised and
Unexercised Power Sources in a Marketing Channel, journal of Marketing
Research, Vol22, 1985.
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3) 7I&E AFLMol it B

Ram(1987)9] AFolM€ 71&9 g it AFE A AHEAES HE
7b 34, 394, F18FE Ao g AFgo] 2 Aoz vdENTt E
g Sheth(1981)€ ©]1 @ Bt §33 HF #do] e ez Bu 7E
=2 % 71E AFd @ HE 15 ] ZEFE AFL A dehndd
I FA}H

F9 e-Marketplacezte HAY FEAFAMT ol2fg dFZAT BT
A&l 7t AoH, o224 g /ML =2 & Atk

H2-3: 7]& 7o) tjet ej=r} so]Fds5F PoYGAe AL

4.

Q) A TBctAet AT BHHS, HY)

Rogers(1995)€ YAl9] #8A 2¥ (X 4-HE5-2%-43-24)A x4
-2% A ol Fox AERAEL F43 71744 A&HQA HEE AL F
Az FFHAS. 29 AF AT ostd HAe £G4 F AN-U5-
2% dA A Al AY-FAdA 0 e AR FAd g Aol
o Agn B3 lon, ¥ F8ddd wel 747) g8 890 Ao 3
g WAe Aoz dysa Jo.

oY d7Z2HE EUR 4 F434 F AFGAE r1Hoz T A
o ez FESI zh Yt APy Aol & AR uN, T FLeA
ge Ao dg Aol d2A Jdedex F9i7] fstod 474 39
AdF7Hd 48 43 £ U

H3: &2 el A Fe& ga(AFFx: Je>F ).

H4: ¢&Y7] mel Agaglo] qac gl Je=Hd2).

33) A1 AA-AS-AYel Gz, a2 AY-FA9 BAZ FESY T P
A9 HAA G Aole AR
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79 e-Marketplacegte H41& #4386 9ol FAYAY Ao 4FE
oA F e A9 F3¥s 2 2HEYL Ram(1987)F F93}-o|453
(19909 HAAY 2dS B2 <E 3-1>7 Zo] Zyasch
Ram®] A Ztd A9 BEA ¥ gS¢dE F9 e-Marketplace® S4%
€ 51 &5 F 140 BFdoE 7891, Ramy AR E49¥4d Y&
ke F9UAS S48y I 3 8 £do2 749 B A3y &
T2 AHEE AAY #F SHEFLS FAAAEY A g A
F=E dtetatr] A8 57le dEEFeE TSR

o}-&2] Rogers(1995)¢] ‘34:1 FE&A A 4 dAE ARG F=

6RO )y

g AFE nAE 89S BA7] 98t T4 e-Marketplace AHE AHAR
g FEdAd o & %_'—%M FAGAS LA A B¢ AEE A
THE A TEAZ

FAAA A i dubA QA Ago] g HELES AT AREEFEL 7
AE 7d Ax2 238U

@) Xt=eol - -24

= 7Y 550 e T FANAE WA E Had gAEY
YA, dHAA (A3, Y2), e-mailFA7 B8] AAE 1000749 FALA
€ W¥ez dEXALE AU

AEZA 717He 20043 8 9‘34_“51 2004 8¢ 31‘27/}21 2392 2A
emails T AHUAMAE A on, 48 HAE 5T AERALE 3
g Ao

Aed 422 9153, o] 3 B FAX 4L HAE 9RE AT £82
7o ARE L& AFENE AAESAT

THE ABE SPSS 110 FAANAE o83t AUt 2P ET
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g4 A4E AFsr] A8 Qv g4 £4& 48, 7t
AFAME t-testdt dFHALH S AR

<E 31> 429 F4E=

R A 235 A7 2T
588 ARAZ -Ram(1987)
Abg-o] HelA -Schiffman et al(1991)
AN A ., “1~TI~
g ol ‘cost/benefit -Moore et al(1991)D g-i~1-4
i -AFAHYAL & 23 0] £3](1994)
A s ARE 2PF = -Schiffman et al(1991)
A BLA ! ~
e[ 4% 879 3ZRAE  |-gugopgamy |
Y SRERLN
o ey 94 -Bloom et al.(1994)
[<) 5 93 60 -
AL A | jen g Simon et al(1994)) 7~1010
= e 98
A Abge] B34 -Ram(1987)
ol a1 -~
ks dztel B34 -Schiffman et al(1991) oi~an
. ‘BHZE 7|vY -8 5} 0] 58] (19%) _
AEE | 5858 RAE | Ram(1o®) 3~ 114
) #1739% A9BE | Fynn & Goldsmith(1993)
= (HAgg A71e/A4 FEHE m-1~1I-3
9 ARz 4= |-Ram(1987)
A AFAR dF 2L
A (A4 ‘A Al 3} L& |-Ram(1987) M-4~11-5
2 E9AAA WP B
e E 5l
S easyy | aon A S
Bl W Az |z gpgge Rl o=
BdAdA AS -Schiffman et al(1991)
A & T o) @
N 15 BF
3 ¥4  e-Marketplacedl| o 4. o1ns
g B R o I T
A AR -Szmigin et al(1998)
9 2R
HAF =
. & L=}
T4 gf@g;;‘ﬂl&% -Rogers(1987) I-1~1-5
7] A
123 o _ HEFEE
Auty P2 ;j] %ir V-1~V-4
o] &3k gMelE
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1 SEdA 54

SR RARS UEE 4 Esle BEY S40) 9@ sl gag
5 ¢ 4

<E 4-D>e THYAEY 9y 54& 8%F Aot

& 59 11 13.4
el 29 Az4 24 71 86.6
A 82 100.0
A -AAAE 28 342

A% 4 9FAE 14 17.1
Af-EAE 13 - 158

dub7|A 2 FuF 8 98
HEFEH 5 6.2

HAEEE |25 4 A% 2 24
7Y 2 AEF 1 1.2

FTTAE 2 24

24 2 717 3 37

71k 6 73
A 82 100.0
108 ol&t 13 158
1% - 503 21 256
neg ~ | 51% - 1009 36 439
T 1019 - 3009 9 11.0
300 o4 3 37
3HA) 82 100.0
AEFEY 59 e-MP 23 28.0
o |[TA7IHY £ eMP 14 17.1
ZE+0714E B e-MP 36 439

YAIE Dy oy 9 1
& < 0
3 A 82 100.0
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€279 dele FE9H ARA L Hske A A4 Al &5
442 IR Jetdth. A5E59 2%, A7 AAANEE HAFsle F
A HF(342%)°] 7HE =A debgen, AF R ARAE 17.1%, HF
-3letA| Eo] 15.8% ¢o.2 Uyt F8 o] &3l= e-Marketplacet: AHF
=3 97198 25 E ol &dte 4AV 67MAR M Bk BRFE
L 237041 M7 E L 14704 2.2 et ofgd] A o] & A
getn $ET GA ARZ AAHAL.

2. EFRAT A8y 24

He

A W AR AT AP E gl M e dTEATEY HIYH
A= FE7F AA oo} gt

M4 8342 F2 8AdEHM0] AHgHet, & dFdAe <& 4-2>9%
2ol 9 e-Marketplacegt= 49 54 5719 8AF il ALEAR] F
qdAe 54 3 &9 zeln FHAFE 82 Ui Adad § F 9
9 gRlo] F&HUH 8AFSPH LS FAE BHS o8 /#4102 718

QS F239 1, Varimax HH] @2 Az AL AAsA.
T d5EY s A x7te] 413 4E Cronbach’'s aAl+E AHS3te]

r

lo

<13
%3t th. Nunnally(1978)340] &]3tH &ax dFE-old M Cronbach's a7
7} 060]deld &L, 712AT EokdM = 08 28z $33% BH &

FHE S&E I E 0901 30]oio} grkn Fgstm .
<E 4-DOME & 5 ARl B AN A4d WrEd 3P
Cronhach’s aAl5E 2% 07~09 Alo]2 5@ WA ¢&4 & ¥eiFm Yt
meia 7F BSE S 25e FEE0) 247 jgoz By & eSS U=
O & 4 9o, Zzte] M5ES i 2ALE AFs] BHE £ vt

34) Nunnally, J. C, Psychometric Theory, 2nd ed, McGraw Hill, 1978.
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23 [ AR T4 e-Marketplace2] 54 9449 54 | A%
My |32 | Fl [ R [ B M| ||| FR| R
o-1 1] .671
2oA | 0-2 | .802
ol | -3 | 745
o0-4 | 674
= o-5 719
AR43| 16 7%
o-7 764
Azt | O0-8 637
A¥ | O-9 613
= o-10 672
| e B
94 [m-13 763
23 [ O-14 662
e =
4% | -3 647
m-4 614
A A M-5 607
m-6 713
71&4 | m-7 794
Felx| M-8 701
2 V-2 739
| A% | v-3 748
= V-4 793
T V-5 716
<E 4-3> AN BN ZI
27 29 273 W Cronbach’'s ¢ | &2 &
B ol 0.8892 4
- A 0.7896 2
% e-Marketplace o
o Sa(amay | A28 A4 0.874 4
B34 0.8587 2
AA & 0.9023 2
eixel B4 YA 0.8937 3
_‘?_ A g‘_}‘ Al 2] A
(Egu) M4 0.5196 3
Z1Ed 2o gig e 0.8521 2
YA G (EEHE) | 448 0.7173 5
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3. 7HERF

(1) H1z} H2e| H&& T

A7/ 13 A3 29 - & F9 e-Marketplacegte A1 #8314 o
A FAdA AL Fdsle 8902 T e-Marketplaced] 548913
FAdAe EHaQ0g BFE, o8 ¥est A AWF 4FE nA e
V& detstana st Wk B9 e-Marketplaced] 54 #HE 570 W
Fo F4gAY 547 #¥@ I dF4E SHUSE dtn, JAAYE F&
He4g dld th33] A M (multiple regression analysis)S AAISFATHKE
4-4> A x).

H1# H29l 7HdAF 23, 723 AAd g 498E Yehlle R2e
069322 F5ULA FAGA] JAATY W3 T F 603%E FSUHETE
Aol 7l5dE ¢ & Aok 2 AA 239 AFEE YHeldl e F-values
32901 FZE 000022 423 ¥ 2F9 AP E Holu Uth

<E 4-4> H1z}l H2ol H&Z& =

sgus B B t |se | R |F|3%
Ch 3372 3600, 000 6% 329
Aogd oy |-1012E-08 | oo -oou| g 72k
AgY |-02% ~aw1| 3746 00 A9
A 949 | 0118 o2 23| os A9
24 | o 131 1m0 7%
A&} [9436B-02 16 2047 a1 A9
ga4g  |17eE- | -0 -0 712 7%
A=y |08 —au| 30437 o g
NEITZE o 1210 1961 046 A9
1) =p<0.05, *p<0.01, ==p<0.001

2) EHUS: X
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=
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Rogers= 19 ATFoA A9 #4244 F A4-44-2% DA A&
A FE4A7E AF-8A dAY] AHEAEYG A gF o] o Agn

e $YOE AU AWE TR oln BAlY Atk HAA
9 Be 93¢ LA AZ4nd s9ch AR Yu2e Fose, €4

AFE ABRTE B t-testE AN B <F 4-5>7 2L Y9 4
GAE Agateld] AF A2HE & & AUk

TH4% 79 e-Marketplacette HAY FE&AF A AA-HE-AAHG
AS FEdAE S d8-3A gAY FAAARG APl ¢ A deEve
Reg X459 Rogers] d72A#HE At Yok ole AH-84 @7
ME HAd dd Aol AL uisin, olgy FAYAst Fd
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e-Marketplace®t= A& 43t QA4 wet AP zolrt EAFEE §
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1) xp<0.05, *=p<0.01, ==p<0.001
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(3) H4e| HE&AH

Roger(1995)& A9 494 B X2-2A &4 olFdx A&z
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gA de FAAAE FE8d Al SAH(FY e-Marketplaced] 54)
AHERHFEG A 5420 E SHESE, A S EH5AFE FYs OF
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FE M B upe} Zo] X-HE-AH 0 Ye FAAA S NG| G
= HAE 892 AP N2 YAld U dAEHE BENHYY =7
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Bgy |07 0167 |-1088 | 023 | 2
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ABSTRACT

An Empirical Study on the Factors Affecting the Innovation Resistance to
Information Technology of Trade According to Adoption Stage

-Focused on the e-Marketplace-

Song, Sun Yok

Innovation resistance toward technology products such as e-Marketplace is
an important concept in business to business marketing. But most of
researches and literatures have not been focused on innovation resistance.
Therefore, the objective of this paper is to confirm key factors that effects
on the innovation resistance. Additionally this study will be revealed the
factors affecting the innovation resistance to information technology of trade
according to adopting stage.

Based on the past literatures, the innovation resistance of users can be
viewed as dependent on two sets of factors came from the study of
Innovation Resistance Model(Ram, 1987):perceived innovation(e-Marketplace)
characteristics and user(trading company) characteristics. Perceived
innovation characteristics consists of relative advantage, compatibility,
perceived risk, complexity, inhibitory effect on the adoption of profitable
innovation. The user characteristics consist of innovativeness, beliefs and
attitude toward existing trade method. And user adoption stage came from
the study of Innovation Diffusion(Roger, 1995). To make it simple, this
study divides groupl(knowledge/persuasion/decision) and group2(
implementation/confirmation). In the result of the empirical study, the
hypothesis 1, hypothesis 2, hypothesis 4 were supported partially and
hypothesis 3 was completely supported.

Key Words : Innovation Resistance, Information Technology, Adopting

Stage, e-Marketplace,




