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1. A8

719 7 AAGANA dE Bao] EopxH
A BE 7IdEe JdEUE 7Iwtew &
B2B  e-marketplace®l Fq3tn A
e-marketplace”} Al&3sl7] $1% Z2AE& =ZA
d 712 8l &, 43, oY%, 20012
2, A, A AAFE Frtste BuldA
o} FuldA e FArt Ao, X, AA
Agayd Adel FF37F A3 E o] Ao g
AR, e-marketplace?] FHAol FHEFH o}
ok A, thge FohMulze BEE —S‘ T
Atk 20043 Fo 2 7IY7HB2B) HAA
A FERT 27F 93099¥ o2, 2002 15%
570791 ¢, 2003 20Z 6,854 A(EAH 2004,

ol[‘

2005)7 vlus) B o &% F7H o] FoA
I YSs &¢ F Uk AR PR ARG
A w29 FFH F7ke 7IdES] =& #A
= EF3l1 B2B e-marketplaced] w3k &
A AdFEL #3434 dAFFHAY, HEA
2004; °l& &, oleg, HL23t 2001; Kaplan
and Sawhney 2000)2] 473 e-marketplace
o Foste 71de F71¢ ol & o] &% %9]
Aiete R A7 FA oA

A FE, fFAY, 9% 2001, Y54, O]zr
7 2002; Chau and Tam 1997; Premkumar
and Ramamurthy 1995). &A% B2B
e-marketplace®} FHE t}hekg MPA ol A
A B 9t% 0] e-marketplaceo] I wE Al
B agla A #AEYH #HE A7
golB 77k wj g ol HAAoH, £33 wF
A8, AL A BASYFHAAEY, ASHE
9], THAEY)e #AE #FF e-marketplace
o A&A wHoR olojAe EHEHZQ HAE
Mg ¢+ e u$ 8¢ AY 2do
F Age Aot mEA B AT
e-marketplace] sl 7ol Azste o
A8, G2y BAEY &, A EY(affective

commitment), *|% 2% & ¢ (continuance commitment),

T R

—_

T A EA(normative commitment)ol] U] +=

G sherstuat Heh

ol ¢J3 B Ao ©F, AE, tad
A AAEJFHAAFEY, ASH —1%% THAE
Aol =g FHE HESIE, e-marketplace
olg 71de AR wE AF, gAdd &
AZEAHZAEY, ASHEY, 7HAED
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agx ol  FxWAA  EH(structural
equation model)E X3 ozH dAdFTRIE
Brtstn HEE AFEH, v TR gon
=9, E A7y g4 % vy d+E A%
HE A Al g},

2. o] &3 W7

21 2=

Engel and Blackwell(1982)& “X =g it
o] I digtel] WE ALHA 4@ dAHAJG

T ge wEe Adsm on, ofi
(20000 THe| o2 Ao 2¥L E )
47 B3¢ FzIE Adez FRan g
o & AAFAHY BEe AR RE Lo
Ar ARe FAo sjdse B B
248 E UEe wE9 s)xe Ao u@
B7twAgol Fasihn Bm Qv 2@ u
B35, 2¥2(1999E WEL AR P, 7]
Wedd Aok AMA wg, 2D AAH @
93 A wge A 5 stA= TR
2 Qow, ekER, o8 (200)E WEHS ‘A
xﬂ?ﬁ,ol BN AFEE BE: AT"Z P
L=N

dATAME APATE
Efz '&ﬁg e-marketplacedl ™$F Hukz <)
utZoz ®uzl stk £3] e-marketplaced]
Mo uwzEe =2A37] 9= R A
F skt o}2 e-marketplace
Zdd digt dyPAFE wfg 7
& F Q7] WEel AerAA g

& A
o

22 A3

Moorman, Deshpande and Zaltman(1993)2
NAE ANRE AT JE e NP DA
kel o3 7]Ae] oA st
Morgan and Hunt(1994)= AHE “ug e

s Aoz

J

Wl i@ vz YAyl o BuPTow
Relsta gk ol AW FaA A A
A2 A= AHAS 4N FHH N7kl

=) O
d&e F

4 24t} Doney and Cannon(1997)°l

w2d ATl A nALe FFIAY
ol dAY AwAES A F Qe
oftiet 27 Al A diide] & F A=
Ao 2 Morgan and Hunt(1994) <A =43
AMzto g zFo] A e d F LS
g3l ok, Wt e-marketplace ©] € 714
< e-marketplaceo] i3t oY AHS T A

A gl

47 #BHd dAFe ddxge 47
(Bettencourt 1997; Mogan and Hunt, 1994)¢}
a3 dF(Allen and Meyer 1990;
Gundlach, Achrol and Mentzer 1995)2] % 7}
A2 FEE 4 . Moorman, Desphande
and Zaltman(1993)2 &Y< 714 A& BAE
fFrAEE A&5HA SFoz Ao,
ol AR g FAHA VL A2
22U G Aol gt o]
TAAE Y] dUAY S F= 7Y oA AT
Ax AFHA HYFAHLJQeZ AFH]
(Ganesan 1994; Mogan and Hunt, 1994) $tt},
ojo] wka]l Allen and Meyer(1990)E A Z¢]
S AR AQ ¥H F, A Y E < (affective
commitment), *}4;%-29](continuance commitment),
T8 A2 (normative commitment) 2.2 7hd8tat 1
A g 7dsksich. 4 A &9 (affective
commitment)& “YHAHNIZEE Z7toz 3
choll ik M ]d HA"HEE ousty FAFH
o 4 ohFAel ML %33 Ytk Allen
and Meyer(1990)= =29 W& “ZAH A o]
A X&gA"e 7AAHH Edo|gta Ao}

1o, Morgan and Hunt(1994)‘“ “Z7rat

o 9% w&= 239 7HA dis HFEY
3k o2 = Foldle AT BAAEQ
desta Aok AE A E Y (continuance
commitment)> #Ale} oA z7] o) &
(self-interest stake)ol 7]%3teo] =2 & o] &3}
= 27 AA" AAA AEAH A9 #Ad
H 8o 7125 & Fdd dig a3 ofzas
Zojti(Allen and Meyer 1990; Gruen,

Summers and Acito 2000). o]E& A& E9]
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2 8% wEd BAY AAHY ¥ E) B
A4 BF uD A ArsE Aoz
]

Ut 7 2 & ¢ (normative
commitment)& G T/AE FAstnA
ste AZE =94 oFd 7IxE £ Ha
3 AelF A o 2(Gruen, Summers and
Acito 2000)2.2 AHostx gt} 53 7HAE
de gl 71dEd A Ui FEZHAY
7 ® (reciprocity norm)olut w&7d ol A s}
o #EEo Adn & F U} o] & IHE
o A BAEY #I AFELS AP
4t (Geyskens and Steenkamp 1995; Gruen,
Summers, and Acito 2000; Nuchai 1999), &%
AZ(]44 2001) 5& & 5 e, ol 2
S gAd BAE]Y A 7ER DL AU S
o] &3l B2B e-marketplacedl A 7143 7143k
#AE SAAAFE NILE dAnjgn. &, &
AHEYL 71ge] #AE FAL 4L &F
& 713 BARFAE Yshe(want to) A
ojg, A&HEYLE BA FTHA BE H L9

o)

Adez 71g4Ee] AEH HARAE B2

2 32 Z(need to) AHE ALste 3, 181
THAEYL2 7IgECl wE=Al gor dits=
(ought to) TAFAol that o737 wjiEol ¥
A ol wepA AEUES o83 B2B
e-marketplacel] /1= Allen and Meyer(1990) 2]
R o ols AdS BT st A

wh g sk,

3A7RAL AT

31 43454

<ag 1> dA7xRd

3.2 712 4A

321 9= AF

o H:E  Z& g9y Adxs
e-marketplace?] F714 #AE FAst=d
Z93% 98¢ 3t 28y Tax, Brown and
Chandrashekaran(1998)e]] w29, o] #3
APATES gRrEL 1FHo AFJE 2370
U AFA g FHA odxd FAHAFo=E
A, AAA A FEH} {FAE AT I
A WEE diMe & BHE BRolA &
glt}, 3R 2 e-marketplace®} ©]E o]-&3}
71930l #AE 71Yoe] e-marketplaced
ZFaste FAAHQ BAE A FoEMN,
e-marketplaced] & wZo] A7]HA B 9
T3 $AE YA e-marketplace 2130
FUig dFgs =aEg F A9 53
e-marketplacer AEx|A 3 WAL F3 Frf
2ol Aozt ARA AN D kA A A
AN = IEE ANHE TS5 €S 79
&t} (Bakos and Bailey 1997). welA A3 &
BAE LHAIIEY oA Fad giojn,
WGl tete] AR FAAQ g
giel s W EA3tA F}(Morgan and
Hunt 1994). Z=38F Age Add g &3,
HA g A 54 2 A A
ZAd dig A7 FEEAH, oA V]
gzl F53 APFHoR AAEA7] HF
of 7|zt AF L Au|=GAe] o
AZE 73tsl Al ®ltHGanesan 1994). uwlelA
e-marketplace®l] o gt Ll A A
e-marketplace®] w3t A FFE vl F
S FFE & AL Aotk o] =9F

Edz Bed e e Aeh

[T

O

7}l

322 Ag¢ 9
Morgan and Hunt(1994)= 4128} EQjo&
oAl A E B HAMFR 1% A
FAE A8 ol T bR TN
[e]

o.
98 $95%n Yee BAFH Utk F, A
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B el AFHHY W Ad GAE A
gopgshe] FEs s AAFES A
Al

A4g WA, 2 A} BYFEL Eo}
AgE Aol o|yF EYL 7jEFHoz
718 pA AEH fA B JAEHOR

7138 S A7l A% dr1¥Y A4S
st AL Z AFTHA AU BACd 4
FAQ AdF8Je]l FBH(Dwyer, Schurr and
Oh 1987; Gundlach, Achrol
1995). w3+ Jarvenpaa, Tractinsky and
Vitale(2000)2 AzZ+€ 7P X 279 A2z}
7P AT HAdol AHY AT
Ao F3gS Az A 7HFHE ] A F
7t F7HESE AHY SMEH T W Hee
FolAttu w3l ¢t} £3] Hassay(1999) =
FEAF Y A 2FAER] disk AFelA
Z1gel digk AFe AAHAAEY, ASHEY,
THARE vXe FAAE AA}L Y
ot AEE AN wdAAE jr“‘“ﬁp‘\: 7]??:
ZA(Blau 1964), At34 wg AAE
3 fFASE H AN FoT 24 9F

= (Holmes 1981), Hol7} Az& wd Ao
of digh AZelvt Agoeg EAAE £ A
th. o)A ¥  e-marketplace F7
e-marketplaceol] tg Z& M=Ad& I
=¥ e-marketplaces}te] #AES
A Fobd Aol A o8 94 F7t
AE Aolth, wetr 71Ye] e-marketplace
dafA A AFEFE JHETE, V192
e-marketplace®] 3 EU4S THAE F %
& fFH B £ AS Holdh ojFY =9

0z e Hde dA e

and Mentzer

(&3

Wy d

AR EREE EEDE R TORNCE =1
ma ot

a3 ARE ASAEAN AW 9L
w1 ol

a4 AFE FEABLD A Jge
w8 el

41 28 9 A543

2 A& e-marketplaced] #F3leE 19
2. 2 e-marketplace A F & 993 UE
=3 &bl Al e-mail & L is vy
e-marketplace && 71 FUE Alo]E9 AAH

¢ o839 Are FIIAT % 199% 2]
AEAE 35 5 e, ol F §Hol
HASAY A2 Z3le) 29 3x g
A 1288 Adstn F 18787 HF £
o] &5 A,

i

42 A3 2 +374A
B AFgA Al_E RE HEE Likert 53
HAEE A4l oy, ol HE& 7|EATFI

Ao, 2881 AL AEEdT 194 B &
AL AAEFEES FE7] H3 & A
o A TH HEVIE EWE UL €§IA
7 AFAHE HAESGH. 181 o]F EGQE
AE W&ol AHAY olse IS 2AY
F Ue FIFES A7, 53 #A A
T ATEY APEE AN AT SAHEEES
gAstATt ARy Bz aFt 7]gol

marketplace °|8& AdS FI B o

N
3

e

e-marketplacedl] HAH oz dAnl} wE 3
A ARE vd FES AR A AT
(et&xr, o]=3] 2001; Hassay 1999; Nuchai
1999). E3+ e-marketplaced] w3 71l Al
AAHEE FAst7] 9&lA Morgan and
Hunt(1994)o) A &83 I 5E& e-marketplace
o %EE zAso 4 FES ALESAT
a8 gAdd SAEYdA AAFEYS
Allen and Meyer(1990), Nuchai(1999), Gruen,
Summers, and Actio(2000)2] 93 E 7|22 4
N BEE olfdHen, AFHEY 94
Allen and Meyer(1990), Gruen, Summers,
and Actio(2000), Hassay(1999)¢] d3& 7%

2 4l F5E o]t AR eR A
2d%  Allen and Meyer(1990), Gruen,
Summers, and Actio(2000), Hassay(1999)2]
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AFE 71E2 4l $HE gt 2
TN AEHE ZHAEE 23EAL Fa
o4 AAHoE FARAA B FA 2

X (exploratory factor analysis), Cronbach a,
FE-H A FHAA A, A agRry
(confirmatory factor analysis) 53 Z2 £4
71HE o] &3}l H x5 32 Y (scale
purification)S AAs4d. o|% 2 HEE
8H(scale purification) @A & S|4 A9 ot
293 BAES HRAEY, ASHEY,
THAEYS dA9A4 S FA4T B9 ofy
TAALE Fdd AF & HAFAU

=

LR

B2 S Anderson and Gerbing(1988) 9]
Y of) E%a} ZARADSE TA3L o} F
LISREL 8702 7 #7tstith <&I1>C
A E S YR FARYY AP EE T
£ Jsd FFELE  RAFATHX2=327.34,
df=110, RMR =0.055, GFI =0.83, NFI = 0.94,
CFI =0.95). =3 <E1>A & F YKo

HG o)A Cronbach agte]l .77~.902 wi$
< MRS B FHY a8n AN
NFA A 86~.939 FAR AFAE HAF

=

-
=
It
A

<E1> SHELEH

i %59tel e-marketplace ol& AYoz ¥
1. 9 §l/\} HAAH o2 e-marketplaceo) “*% 3= 1.0 19.24
Al g 81 92 73
1. ] e-marketplace’= $-2lol A &4 A3}t 19 12.62
2. %2+ 9| e-marketplace7} A3k RE M@ 9 1549
3, o] e-marketplace= ®-&9 st} 9% 17.06
4. o] e-marketplacet= A4 oZ ¢ ALY AT AAS &1t 77 12.33
AAHAHEY 90 93 8
1. $8= ©] e-marketplaced) AP OE °H7'—‘}° 7HR ok 82 1350
2. 58 34k} o] e-marketplace Atolels dA| 7ol &}, 84 14.13
3. %8 o] e-marketplacest UWH T *}‘ﬂ‘&ﬁl]; A A A stet 92 16.41
4. o} e-marketplacet ¥ A9 Fa¢ HEUL & 4 9t 94 17.06
A&HE 86 9 72
112‘ S{l:narketplacegr ARBAASZ 25FAH AFAA Fo} 2L 75 1170
B2 g FUA weA 2 Aot}
%;“—A;I-g}f;-] lmzrkem%aéeQH TAE BUE S8 3Ated Age v &l 8 1395
3. -2 3A= o] e-marketplace®t $o.2 AHE A%s] L Aejrt 9 16.68
4. A%H o2 o e-marketplacest AHTVAE FA8D 4ok 87 1464
WHHES 7 86 61
L.1 gla%rgl " eitpiscg’j}’é} 0 2oz AddE #A7 wEe de o 1020
2. ANBAE vis A2 nbga shA| °‘U}Jl A Zhghet, 90 15.11
3. U7k ol e-marketplaceste] BAZ A&she olfF shi: 0| 5 1220
e-marketplacee] o3 A4E chale Aol =9 Hoz &‘ﬁs}ﬂ uj&ojr}.
4, o e- marketplace@«‘ 7%141‘4 & %Gﬂ_‘%% =g 3] 4E 74 1.19
o A&4oz AAE FAskE Aol vhgattta Azdn ’
FTAMAT FEEA
L o RED (Inter-Constuct Correlations)
1 2 3 4 5
1. obE 349 1.02 1.00
2. A3 3.31 64 63 1.00
3. BAHES 302 66 ) 7 1.00
4. A&HEY 247 71 32 42 42 1.00
5 T HES] 377 53 4 58 65 34 1.00
2 dl X_] '6}-;
(x°=327.34, df= 110, RMR =0.055, GFI =0.83, NFI = 0.94, CFI =0.95)
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2 9k gl AR i 5 R4 H]
&2 YEl=  AVE(Average Variance
Extracted)ZHo A EE FHE7F 503 43
v wHE2Yy ARE RAFIY. waA
AVE Z3, HAqFAHA9 FAA F94, =
28 7ANE AP & AYE g B o
7& A8 Al8d SAFES AAHoZ JF
Bl A (convergent validity)2 AYxz Yotxn
2 4 3glth(Anderson and Gerbing, 1988;
Bagozzi and Yi, 1988). 38 Hxeo] metd
A4E FANED Fa3AT A did 95%
EFLA FUFA A (two-standard
interval estimate)’} 18 X%3}l=X
7122 At &, FAMNENL e
Zkzko i 95% Foat
(two-standard error interval estlmate)7} 12
ZsHA He BS ol WHEIRGA ] EAS
A Fe 740]“4 ?Jé} 2 &g de #dET
ol EAlste AR B F Ut wEx 2
AT A ABAF dig oJmd F¢ —’}‘—
AAANNE 18 EFstA @&

oje|g HAAM B w HEe

A EASE Aoz B 5 Qo

rL_&
% T

44 A(rAFG7t R AT

<E2>E AEZE LISREL 87022 7
g Aytoltt, 7HE A Edeo Huby HigEe
F47l5d $E02, 29 Rl ABHYE
¢ Hlz=d FFolAT(x2=35858, df=116,
RMR =0.054, GFI =081, NFI = 093, CFI
=0.95). =3 & AFoA AL 4709 7HA
257 BAHcE 7 Aoz ey
5, U2 g )Y FF¥E 1A Ao
tehe 7HE1(t=859), A¥e ZAAEYA A
(+)9 4%S& vA AHelgete 7HH2(t=10.23),
e ASHEY A+ dFe 1d A
oltkgte 7HE3(t=551), A=e TFHAHEYDI
)9 %S WA RAojvets 7HE4(t=7.02)
257 A=A 4, AEHEFE 9T 3
HaF BEM ofo], 72 ANRDE &&3
o OUHESANFH-ZAFEY QUE-AFH—
AEHEY, QUF—-A->mHA = i

HHPEHE HESAT <E-3>A YR
o] OE-AFH-AAHZAW=778), QU=
—>ANE-A LA EY(t=5.00) @UNF->AE -7t
HAHEA(=6.06) ZF OlFFdAM F& 3t
HEFHE AU d&eS AYE & N &
g 2ol M £ u, A B2 57%, AR A
Y2 36%, ASHEYL 80%, THAZY
62%7F A¥H1 5S¢ F AU

<¥E2> A¢krde] LISREL #3423

2 EEEE] THag W
) AFg { t-value | A5 | t-value
& — ME(H) 066 859" g
NF - HHHEH) 080 | 1023 el
A3 - A& E(H) 0.44 551° REE]
A3 - FHHEYH) 0.62 702 e
HE-N2- FHAEY 053 | 778
HE-43- A43 89 029 | 500
HE-NE - Y EY 041 6.06"
M;l) 51
A#44E3) K
r (Zl*‘”“ﬂ) 80
r—(ﬂ-ul b \?_o ) &

oo

i} 3§§38 df=116, RMR =0.054, GFI =081, NFI = 093, CFI =0%)

B AFE e-marketplaceo] Fodta 9l
A 719< Ao A &3
e-marketplace® ©]&& FFA717] H 3
RO E e-marketplaced] W3k 71ge wt

M
o
A

Bl b

2 e g4 Taga volrh tagE @i
9 FHo] dFAolgte FHA M3t
22 st & Az uigg F A3
w3lE# ZmoA e-marketplaceo] it
AT 71gol AZste vEEFo] A9} thxtd
HAZR(HAAEN, ASHEY, THAEY
of d&& A £ ASFS At ol & HF
wA AT 53 AFHoz B AT A
= % e-marketplace2] @A 7Y =,
A8, dxdd BAEJEAAEY, ASHE

3
g, FEHED)] dut o
2 g, dAdes Adede TFAs
AA T FE U
B, AAE A A BE felw Roz 1
Bt B Ao 43A%e B 9, 4
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Wi

g, oAU BASYHAHEY, A5HE
Qd, FHAZYS BAF R A L@ A
dg WAL F AT WA, BEE A9
b oAt 9E Rez dehgth 24,
19E FAYELR f9% BAL A= Ao
2 yehich A, A5 ASH293% F9
@ BA At Roz yekth uA, 4k
FEAEYT fol@ BAS AE Aow UE
dvh @9, <E2>e AWEARE B L 4
5o WER 9 BASYREHAEY,
M5B, FUHED) Atold Ao BE

3

o] AFE T dAYY BAEJHAAE
A, AEHEY, THHEDLZE oloxn 3l
e HHEaHE 283 Ao F, wEHe 4l
Fg FHA ZAAEQ=778), A&EHE
(t=5.00), THAEU(t=6.06) JFE vAE=
Aoz vgwen o Aifes o]l o

A48 BAEJFHAAEY, ASHAEY, TH
HEQA)e 2 o]o]A 7] ¢4 = e-marketplace
of digt A7t ool e HE H
Fv Aot & dAFeE ey e 2
7HA dAEE Adxz ok AR, AT gl
He TEAAR #EE A4S B F Ut
2 A+ e-marketplaced] #HoJst= 71d e
4oz e-marketplace BZAS A e-mail
& W87 e-marketplace #d AFUH
AtolE Q] AARE ol&3le IAE FxE
wol AEE AL AAT B AT
M7t 23498 1 EMgdes sla
7] W&o dEAE 53
(o)

OH]I

£ 3] e-marketplace ¥ ¢
AFUE AE SR AS AdAe 54
o] ¢kztx o] 2] € 7 (self-selection bias)
7F 4AE Bgo & F

gA B AT AFHE HE3Ed oA ®Ho
AR Fo7F dasitda & 4 Ao =4,
B AFoA A8y mdo] Q@A EAg

gt At lds Agdel ok AA, 5
d¥rY HA7](common method bias)e] $-# 7}
ATk E ATdA Aot AHARgrr &
AEA AolA FHHAT= HAA ojeist H
71¢] $-#7F ") HE AFo) A" HE

e A YRS FF5n B4 AE
4 o= v AFAAE odF ¥
Ag HNAs) fstel wok Auwg AT AA
7 aFHn Jh wad ool Age
dste mlele ATE e Re Ygem
FAsolk T otk AA, E AFAAE A
259 ofalgd ABAA A HEo] He
4 AAL 2 Yud 2AE AAsdgou,
Alele] AFNAE FEE A

58 AT AF 449 AA 2 FHm
th B, & Ao = e-marketplace ©]-£&7]
4o wE, AF, A9y BAENHIZHE
o, ASHESN, #HAEDY FATE HE
Ao FF dAFoAe Rl dgEe =
°]7] 3 AVIA T FHE g AP
Fof AFUTE AANY dart g Aotk

(11 AAE, AEX2004), “e-vlAE o]+
g A2 HEFelH Fof ZF
Hoto] B Al A" Information
System Review, 6(1), pp. 67-84.
[2] Y54, °]&T(2002), “BZB e-r}7lEe)o]
29 FEFE] FFE PlA= 29l
&3
[3] ¥+, 2YA(1999), “ZAerEHH o] A
T E
(4] A&, F3F, °ol¥=2001), “F7]%
9o e-mfAF o]~ Foo] FFS HA=
L2917 FYFESGASL 11(2), pp. 57-78.
[6] ¢HER, ol =3](2001), “¢TEI W £ FEH
Ale] uAFHEo] FJEFEL A= 29l
g3 A g JdEY &£FE U4YE
FHoz)” FYFEGFAS, 11(4), pp.
135-153.
[6] ©]A=(2001), “FujAF-Fejzt ZAE ¢
oxbel RFAL" z2 gt BRAIEHS

r
.

[71 o)A (2000), “zATEHFo Bt

ol

#

[wd]
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[9]

[10]

[11]

~ Antecedents of Affective,

[12)

[13]

[14]

[15]

[16]

[17]

(18]

A u@” 28| E 7, pp. 139-166.

o] &, o€, H23H2001), “B2B e-1}
AEgo]x Az FEHA FFS
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