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{Abstract)

This study aims to, looking from a standpoint of network, has investigated the
shipping industry’s B2B e-marketplace, the characteristics that can earn electronic trust
from the users, and characteristics of the web-site. It has examined the mechanism
whereby electronic trust be earned and how it affects web-site involvement and service
transaction intention. Ultimately, The study attempts to make proposals whereby such
trust can lead for a cooperative trading community in the shipping industry’s B2B
e-marketplace

The Covalence structural equation modeling was designed and empirically tested for the
shipping industry’s B2B e-marketplace. The shipping industry employees were given
questionnaires and data were analyzed.

Except for perceived security of the three characteristic factors on the web-site, the
perceived site quality and characteristics factors in operation only affected co-variables.

Transaction Fairness was determined to be the most important factor among exogenous
factors increasing electronic trust. With regards to transaction rules, if a transaction is
beneficial only to one side, then no long term transaction will not take place. If the
concerned parties properly recognize that transaction fairness is crucial to electronic
transaction, then it will enormously contribute to successful operations of shipping
e-marketplace.

Also, Perceived efficiency in transaction also affects electronic trust. This reduces

transaction costs and speeds up and simplifies the transaction process.
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It has reduced greater time and costs than existing off-line transaction, and would
positively affect electronic trust. By making an open forum for participants to obtain
information for transaction, they can gather useful information, and at the same time, the
web-site operator can provide information, which, in turn, will increase electronic trust in
electronic transaction. Furthermore, such formation of trust in electronic transaction
influences shipping companies in such a way that they will want to continuously
participate in the transaction, raising web-site involvement. The result of increased trust
is that shipping companies in the future will do business with each other and form a
foundation for continuous transactions amongst themselves. Consequently, the formation
of trust in electronic transaction greatly influences web-site involvement and service
transaction intention.

The results of the study have again proved that in order to maintain continuous
business relationship with the current clients, electronic trust in virtual space, which
operates the shipping industry’s B2B e-marketplace, is important for the interested
parties.

Key Words: Shipping Industry, Shipping B2B e-Marketplace, Electronic Trust, Service
Transaction Intention, Web Site commitment.
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Figure 1. Research model
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This study was made questionnaire
based

definition of the variables before carrying

items which was operational
out final questionnaire. The analysis units

in this study was selected for the
shipping employee utilizing shipping BZ2B
e-marketplace. The date collection was
practiced from 29, February, 2007 to 29,
April, 2007. The participants in this study
was the shipper in Busan and Daegu
Trade Cooperation. Except for careless or
no answer questionnaires, This study was
distributed total 300 questionnaires but

utilized 146 questionnaires.

Table 1. Export ltems of The Shipping Company

Frequency Percent
cloth and textile 16 110
leather and shoes 8 55
wood and furniture 6 41
oil and chemicals 3 21
mechine/tool 11 75
electronics 46 315
metd and sted 5 34
food 2 14
IT products 45 30.8
others 4 27
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The analysis results in this model was
followed as Chi —square=496.227, P-value=
000, DF=323, GFI=.834, AGFI=.826, CFI=
943, RMR=.038, NFI=.856, CFI=.943. The
this results was showed satisfactory to
the Model Fitting.
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Table 2. Confirmative Factor Analysis for Hypothesized Model

Variable Measurement_items estimate (t_value) reliability SMmC

quality 1 1.000 528

_ quaity 2 1.117(9.339) 623

Sﬁgﬁ‘ﬁy quaity 3 1239(10.400) 915 771

qudity-4 1.128(10.327) 759

quality-5 1.092(9.016) 581

Perceived fairness 3 1.000 .681

transaction fairess 2 1.051(12.400) .880 .750

fairness fairness 1 1.005(12.358) 747

Perceived efficiency 2 1.000 780
transaction 844

efficiency efficiency_3 1.010(8.297) J11

. community 3 1.000 .901

;ﬁﬁu‘ﬁ?y community 2 0.906(18.430) @1 815

community_1 0.987(15.999) 728

, security 3 1.000 728

P;Cﬁ:';d security_2 1.138(13.859) .896 .860

security_1 0.956(11.394) 624

commitment_4 1.000 .639

Ste commitment_3 1.157(11.484) 885 .758

commitment commitment_2 0.987(9.751) ' 576

commitment_1 0.899(9.584) .561

trust_4 1.000 574

trust_3 1.015(9.964) 604

etrust trust_2 1.042(9.833) 871 618

trust_1 0.892(9.540) 631

transaction 4 1.000 122

transaction transaction 3 1.029(11.997) 905 .660

intention transaction 2 1.119(14.061) ' 802

transaction 1 1.052(12.891) 721

2. JH24d

1) Research Model Assesment

In reviewing the SMC assessment and
research hypothesis, This study analyzed
and building

exogenous latent variables, namely perceived

structural model based
security, perceived site quality, perceived
transaction efficiency, perceived fairness,
community and

perceived endogenous

variables, namely e-trust, site commitment,
transaction intention respectively<Figure. 2>.

o] AFANE ARFEHS Folo] =
o AP w4 FPtGEd, 2o
s A= Ad, x?=303.563(df=296,
p=0.369), GFI=.880, AGFI=.835 RMR=0.032,
NFI=0.912, CFI=998% el o]eist 2
T Tl drbARl BrplEs vlud
W, AR FAF F 2P AFEE 17

3+ GFI9} AGFIZF Z71(90 o)h)S ZZA

IR
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Figure 2. The Statistical Results
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Table 3. Structural Equation Model Results

Hypothesis Peth ;a‘i":;g CR sMC Result
! F)ercii;/e(ej-trsuescturity 09 1263 mpr[l(;:ted
2 Perce“’f' :ttri StQ”d"y 23 2078 supported
3 E‘E‘ggff‘ﬁg 240 2747+ 754 supported
4 Pﬁ;ﬁ:’g I:ajr"tu's(t’” 319 2460+ supported
5 Percei‘fd ei?lgm””ity 162 1.966* supported
6 etr“fon:r:]it\;vg;tsm 721 6.820¢** 562 supported
7 S il 829 8,048+ 687 supported
Intention

* p<.0B, ** p<.Ol, *** p<.001
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