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dzt stAt °l°ﬂ 7195E B2C A=A
AgAM 2HAES AFE viAE A sy
ELE S M:‘% o?fﬂ g FUg =R
Axrt ¥du ¥ & ot Eg, AHAER
23 ARE B Foi7t Helda AAdgs 7b
Ag olg B FAYE wEHoz X )
o A3 B2C AAMGAYAA o] FojAE A
e AE FASAA o5E AZeHF wet wley
d= o& 9 Al A&HY Aoz diHu
ATH(F=HATE, 2004).

ojd wet 11zt AR EE EoldlA= B2C A
AdANE WeE Be AdFE0 FPHIA
a2y gREe d7E2 4¥E o84S °'EH\
ARIES ABIE o]&or A4t FRI|E
40| &(Technology Acceptance Model: TAM)
of ZAsIA Ale]E o] &d FFE FE LAE
< Zohfel = AH(Bhattacherjee, 2001:
Devaraj et al, 2002; Gefen et al., 2003:
Koufaris, 2002: Parthasarathy & Bhatta-
cherjee, 1998: Shang et al., 2005). & 79l
£9 B2C &3 E 0| && AIEY o] &3 FY
Al st ﬁ%‘% *}01— v 9g F&stuz ste
AR AM oo dgads FAsATh. E}F B2C
AgAR A AA7E 4ol kg Agfolnz
A WM4E Fo dFedez motste g
(Gefen et al., 2003 Jarvenpaa & Tractinsky,
1999: Lee & Turban, 2001: McKnight et
al., 2002). 25 ZFAE FollMe dAFEL
Nerds AF HsE ’Eoi LB E o] 49
dejet d¥ede 2 de A7 FYH
42 L R o -?:OMWE ezl 44
FATES HReE B2C £3E9 Tuig
g A7t FAE ged F2 AR P F

Q

r>4 r[r

,..
O

Flo r\
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gt30] B2C 4&¥ oA 4wzt Pe)ot

12 &, 283 Feexe] JFLAES I
otatxal st thAlba et al., 1997: Brynjolfsson
& Smith, 2000: Hoque & Lohse, 1999:
Hoffman, & Novak, 1996: Hoffman et al.,
1996 Keeney, 1999: Korgaonkar & Wolin,
1999: Ratchford, et al., 2003).

a8y B2C 4% E o] go] ©Edt YAoE
Fol obd FEIleS o4 AEY Flge
AollA £ of gX AFE F RopollNg] B2C
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2o} ol 5 RollNe A7E ARed 1

dn ol2 Fotel eyl aPBqel Al
s ugt R98 A9 A2,
e BN B A7 129 745 ER
o WY W AR 4843 gol4 ol A
£ AHQAN gAN Belol B A
A9 opARolN EoET YE nAToe B
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B2C TR7iziolM DHIZo] Yyeolnt pajerof ol FFoll st AT JEFS-TWYIIA-U2| o2 BE 29

2

(customer value)7t F8¢ olf& DAEL
AEANE G5t GAEA FHglel Al
ojFo] g syt dvn #dEHe A
FAES Adstn sicke Holvh AF, =z
AE7lES o4 AAEAYAMY o =
27 A9} A A1 del At ol Fofict
& 4 Aok I, o 2ATA| N g AT
€ e ATEAM FasH bdRolA 4o, At
AddA DAZIX = Ao d7aEd &) 3
T fdte dAWFE F9 SR dAsHD
3ltH(Anderson & Narus, 1998: Corfman &
Lehmann, 1991: Flint, et al., 2002; Gron-
roos & Ravald, 1996: Kotler, 1994: Naumann,
1995; Vinson et al., 1977 Woodruff &
Gardial, 1996; Zeithaml, 1988).

ole] wet B AT AL JEgdH A,
azla xRl Foje] AFgleR 93}
Al QAE & IAXNE FHoZ B2C HAM
A nAY5E A¥stn (AFYEE d
Zotaa sttt &, £ die AWM =9
AE7sd g AZ4E f847 & FHL
2 3 YA E Fobd 71e5E, B2C AAGA Y
oA mAgo]l A2 74 A 2iEe] HA

X
RO

(o}

J2

_

o

Zole) Fa F4u5d nARED ATole o)

ol9A AL T3 JE/IE AHRT, o]E E
B2C AAAN AASAA AGue P2 A

Il OI2X tjdnt A7l MH

4% 2 479 240 ¥gde A
28 D% 2t ol HA 2EEL
22 ARES A& oo GAHQ Ao
2 7gEE A M ol2s F1ees,

Agold =9
A u%:g_g {

7T -

<]
A, A8 B 8998 BFT d7RF ol o
Ege 7122 B d7e A#y d¥dE HEe
7 g

2.1 7lzrerd

Davis(1989)¢] j3j At 7148524 Fish-
bein & Ajzen(1975)9] TRA(Theory of Reasoned
Action) & HjZ 22 ©]8 839 FHI|&F A}
L2 PEE AFstn BHSE AR Hopg

(3 1) B2C MARHeHolA NAotZD} RFtofelrel HEN 2
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e d72 Hrhen g Davisd 7€+
£5de Az4d £84(PU)H 24 (PEU)Y
F g ®Evt AHeARe] Hx(A) g BE=(BI)
o F8 ¥MFEUYS 24T 2o, Jles4d
FoAg dsE 3 Add f84e 27
A ERTE FEAIaHo] AHBAY AR ARE F
Al Aolgke AHgAtel FHA gE o9, A%

H folde AT BE =8E 7&0)A %3
T ERE AaEE o]EE £ e Jd FR'E
oJv|gcH(Davis, 1989).

Z7) 1eF4e 49 §oldo] F84dd 4
S F0 5847 3 AHEAEY HE B 089
Tl %S Fe Aoz ¥ HAU a2ln

-+

gxo o ZA 4FS FE AR a9 JleF
4 B AFEAM RaHa Urh(Adams et
al., 1992: Davis, 1989: Davis et al., 1992;
Igbaria et al., 1997 Koufaris, 2002: Straub
et al., 1995, Szajna, 1996: Venkatesh &
Davis, 2000: Venkatesh & Morris. 2000).
Davis(1989) °o|F 7las&d #¢ v A7
S 98 71& 7erse £F - SUEHAT
WEAHC R Davis et al.(1992)2 HE ¥
g G@o] mtes HEFsden, A9 7]
54 A7 HE ¥t g dgE d7H
T A HZY Jlesd #d AFAFE 718

E(external variables)
stz Y. 7lesres
9] dF2= Venkatesh &
Davis(2000)2] TAM27} dlot. ol& 712 71&F
Lo AZE FE48E FAoE ofd i HY
SES AT d7olth. TAM29 F8 A+ =

1198

He BA Jlesd AFES 712 U 9,
AZtd golHEd A4E f849 FEUGE
o 2 43S 7H-el et o]9 MPRRES F
Moz sta At &, A4E 849 HAg8Q
E2t UAH EF(cognitive instrument) =
A3 A A& (social influence) TEA 29 BAE
8215 3

< FALE 3a it

§ =7 ZaA29 AF Wgze A5 @
A/ (job relevance), 8 FZ(output quality),
A7} 494 (result demonstrability), A4 &
ol To| X3, o] MFEL TAM2AA AH
Aoz F8Ad 932 nAle AR HFHU.
ulddo] AMBA g8 TaAae WMEEL ZHA
74 (subjective norm), AP (voluntariness),
olul)(image) §22, o VFER K84 2 -
Ao Aol e Aoz dFHAT. FH
T FAZR JFE @ol A EAEC] Y F

wrlgel #8dTin ARdrie FRA P A
§A%0) Jus%E olgsHE Az o 3P
G 3T £F, ALY 2B e ol
ozt 2AEI7 G Ao AFAUD, ol

Ae TEUGEC o]4st -5
oZx ARRRL A9 A9t FdEve WgR
ol FoA M &< o TS Lo} oju|A]
7t f8Ad AFAeR dFe T eE
Ak

olg{gt TAM2 d7oM Er2E J& 7lerd
o T AGHFE It A, olnlA|, A
A ol gAalditel&(Innovation Diffusion
Theory: IDT)# 23S BAAE Zethe 3ot
Z, AR £847% &oj4L IDTY A oA
(F887 A B2 ol AHEAle 93 7]
£9 ABg 4o ¢ ytu AZAHE Ix) 9
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>
P
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B2C HxpaH oA D2aizel Myacl

4 g9 doz Apgate o
Mol o] &3t7] otk AZete ) FY?
Adeltt. 23 Davis(1989)9 7leF4X
IDTERH =4 Zdojgta £ 5 slth

Rogers(1983)¢] 4uHAgl dASitol 2 29%
Ho| #yog 288 A7A= Moore & Benbasat
(1991)°]t}. o]5o] 1T AAst & A7
g4 F8 AERZE ouA(YAlVlEY o%
o] Atsl A"l Woj A *}*9‘7\]'9] A9 (status) &
FeAttn AZste F3E), A (FAA 44
A7t ZAA ol wiAE ”‘JE}MW Halrl=e] A9
AAARE e Ax), AR AAGEFE
o] &3 AFr} FH3AI( tangibility)% 7
7N (AR ezt Ao
AollM & 4 e BE)
FE&T BHHA

2704 (§ol 4
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< 7ML

°] *P%XM A7)

HU

o2
2 d7Asd gs B2C

S E%, By AR
Aol e Ageld @ 4 de ARU(EE W)
> B A750 745 g QEAoR

Cheung et al.(2000)% Chang & Cheung
(2001)& Ed Sle AHeAES WAeR o
Aeiyl 4o gL Fv 89T ¥

olge| ¥ A
AEC] QB o] & 2
2 e =g gl wing g
B4 (perceived complexity)® AHEzHEE]
A AT Adelet & 5 e &
Hnear-term consequence) £%1°] JHY F
7 Yo dg= Fe &‘—i 45} Lerderer
et al.(2000) & 7154 R9dS U2 AR
o] A (Web) 58 & J A+E Felstd 42 3
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ot xTrofe zof ojxlE

dgoll W&t A7 71EFE-1U X -AE 0|82 BY =29

H(information in need)$ AX. & (information
quality)e] 71549 &l dd &S 1 |2
E&l AFSAEL o8 ZEo] e ¥ AIEE A

s urt 28 AoE #MsRY. 1E,
Morris & Turner(2001)+ AHEAEe] QA o]
£ AgoM AY bt oW @ qEE stevt
gzt o AFsisid

39, Al-Gahtani & King(1999)2 BFRAIX
g o] &9 Fg HYPadded HAFdr 9 e
4243 FHFAEA %‘%‘(EUC)ﬂ} A8 &4
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.55(p<0. 01)19} *}QX} HE(p=
2% fostgin, &olde HEd
274g AUTHB=0.35(p<0.01)].°]
o} fAFSHAl Adamson & Shine(2003)%
AHEREY] Al aElo] O BhEL BT HUYAN
HeE A2"l F3AE 2Fse YRR W
83t (Delone & McLean, 1992). ol
< ZBBA BHE B3 8T Loliol 4
HEAHEAL B o] g HAFsHd
84 r=0.63(p<0.01), &°]43: p=0.64(p<
0D,

a8]3a Seddon(1997)2
(1992)9) IS HZ24E
3 ALgARREe
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DelLone & McLean
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4% - olEY

74 F840] AHAEE %943}71} FE mA
Aoz dIsigint. yopt wEE LA Al
< o] &fe i“i Al =H 01%23 olojd Aoz

997)8] & IS AErdg /ézx% sz BEME
o Az 840l MVé %i““‘ A W5

nATHEe| FF A+ Devaraj et al.(2002) 9
g8 A, gL JlerErd e gubzo
2 AMERLY FeF LA s ool J|E
eas A7SIN B2C AAAAY BE An
ZledA F845 oMo g7t e Ao
ze{gd o} ol $&HE o, Ve F
A He7t 2AVEE olF & de HYeYE
(o]

2 A%d 7 g Aeg Fad. 2
& kil

0.001), &olAd: B=0.51(p<0.001)].
B

2
4
flr
~
by
lo
2
iy
o 1

o)

71E 7 A7E goliol &

7Hd Hi1E 233z, 7l
E9 84 9 folAo] Zhzt nAut
Fohe 7H H29 H3& A% st o
A gt}

ok L

= rulo - e

-

t

ol

H1: B2C AAZAHYANAM AHEA7F A8 &
oL F8Ad H(+H)Y dFgE & A

ol t}.

H2: B2C AAPIA A AMEAZE A8 £4
)\-L_CL _p_ﬂ]n}-Z:oﬂ 76]( _g] °§ rS 7}i
H3: B2C 7‘42}”713}]01]’\1 AHEAL 73de 8o

e ADE H(+)9 L F A

2.2 2771%|

oA o] ofE (e AF, Hulx, A28 §)
of tha] x|Zg 71X (perceived value)$t A|ztg
PFolrd B A AFE A9FRY ATER
o A" d7EelA AF SRS v E
A nAo] Azt s el A F(HE2)dM
1AE0] HYoly} o]gE =7 AL T, 1
Aol Azg 7HAe a3t viAE EopollM mg
% fdte dAWSFE F9 shta AdaEd]
$ttH(Anderson & Narus, 1998: Corfman &
Lehmann, 1991: Dodds et al., 1991: Flint

et al., 1997; Gronroos & Ravald, 1996.
Kotler, 1994; Naumann, 1995; Vinson et
al., 1977: Woodruff & Gardial, 1996: Zei-
thaml, 1988). ol2ig nA7Fx] #AA AL EA
e dtAES 7ol Agste M4, AE E
A, M2 FAol 19 Vg 2sAY YA

HAS AFo nAEe X E AZsA = A
M 71 Sl rldeg dFeE & dva 7
233 oh—;}

ag|m 71Ee U}?ﬂ‘%‘
Ao g A+ ,
az 5 7K %X&Oi =4H 1 Ut (Flint, &
Woodruff, 2002)." o4 E8EeA =g 1

1) Flint et al.(2002)& 2A71A)q) B3t @A
o, & dpdye AMAL F u &
38 typology) 2 neigic},

1200

‘81_”%—4 7%l el exchange. trade-off. typology §¢ Al 71X #3oz FH3a}
<A FrAtsitn et A

1248 71Xl oigt B4 & w3hAA (trade-off) ¢}
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(F 1) 2Z7tx} gd=rel F 7ix| 2y

DA e B g dAFAE
Hauser and Urban(1986), Zeithaml(1988)
IA47I e o] FARAM|GHACR ’ '
2EHA ;g;ﬂmi;o] ]} Ao ].é;]lol;ﬂ—ig]‘_—_ Tellis and Gaeth(1990). Monroe(1991),
(radeoff) | ooy |Babin et al(1994). Rust and Oliver(1994),
N ' Ravald, and Grnroos (1996), Kotler(1994)

o a3 7R & ofd tiie] tid 2749 A | Sheth et al.(1991), Bolton and Drew(1991;
(twojo ) HbEol 7bx Hrlejdd ol +H-E411992), Anderson and Sullivan(1993), Woodruff

YPOTogY o A2H £4¢ et (1997), Lusch and Vargo(1998)
Wie dEHes w83 (trade-off) & ] ]o}o:] 7 e

SHtypology) gt & & Ut

Aare] AdE w3k S8 (aspects of exchange)
oA 7HQle] ol® tiiel diE) FAA/MFAAL
2 FAS wFH dgste ddozRE de o
SRS gt (E Do dFAE F a4t
Ag Ao dEAHQA AFAR] Zeithaml(1988)
& IAMNE W) 7R FReR Aosided, o
E 7 283A ZHE A WA o) AR Aol

- 7He @& 7FHolth(Value is low price.).

- 7He Wrb AEeN dske Aolth(Value
is whatever I want in a product.).

- 7HE Wk AEd 7HRdAM e Edoltt
(Value is the quality I get for the price I
pay).

- 7RE Wb A3E AddM de Rolth(Value
is what I get for what I give.).

Zeithaml(1988)& A
21@ 7}74‘\: ‘7’%8 7}

HYBIIT M34A HM4ZE 20054 88

=l
Hauser & Urban(1986)% A7[XE 10|
AEg FHA/MFAAQ vE oy mie] A&
o|F(ER) R HFsta 9o IAVAE B4 o
H o]5o] m@dEe ez zEsigdd. ddn
Gronroos & Ravald(1996)= 7199 43&

A4 A%e ANA 7N g AFse Rels, 1
Aol A viAEA 2T E FA St &
o5 uATEE TA7IA

o 938 aua DAPIE U dPnEs
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Mol A7 AwkAQ 7hx HFR AL o)
53 Ade] Ystn vighe HAE 53] A
T2 QREE AFALE FPAUTE A
ot} oldl dis}h Woodruff(1997) ZA7IANE
AF A2 o8 AFAA nAL A4l
19 BRE 2437 A9 AF &4, A
oj& A F& AWAoz Hrlgn HFste
et s9th. Woodruff ©1919] Anderson &
Sullivan(1993)= o] Azt 7k “AlF (A
H| )] ] g digh MxkAQl Hololw 74
Holm x&AHQ AH Hrie BAHE e 1
#Hstart,

a3 Woodruff & Gardial(1996)% A7}
A 879 54 9 EXE 4] 9 AT
H1 gle AF 2 MHaY mEo2 3 2AE
o] 543 AMS M TAEIE dste Aol
g uAe] Aoz Fostu Stk oL 1
AAx AR 2dog2e B3, AF "), AE/
BI= @, @, 34 B3 BER T F83
oo dFsldct. E3, Flint et al.(1997)% 7]
Ao} 2uzk 7o) A RHAESY F8A4S Fxst
o, 714 E0] o3& #A viAEE R3] Y
e 2AEANA 7HHE AFstdor gt F338)
o gk o5 AR AP BEE Tdte
32 A (implicit belief)old, &9 HE 4
gl gury 71A], ;o] o]o] WAL IS st
E 4H9 878 7HA(desired value)9t Az}
2o tigt #rp AP sEA A
(value judgement)olgts= Al 712 Feje] 71X

AdE) EARET FAs Uk olEe ol

olejo] Wy

|

& A 7 B e aARE R 27
HE A7eY ohjz nARFA A AAHL

dFe AR, 719 2 d7AE2 o9 ¥2

1202

i
=2
X
!
3
~N
X
)
o

ArE2ke] A FEAFLE A 1
o 9%E F= AR AFHR 9\13}(7::"6}?'1"’
A8, 2002: George & Jones, 1996). &,
A e DS AP F2 2
< R (E) N =1 72
< o FojoEE Ze R ¥y
APl M o2l #AS nAY AFE
hEZke] A BEAdE
B2C AAEAY #AHoz E8atd B2C HAAY
Al el a7t 7E aaEd AgsE 89
o2 zse 7 H4AE dAsln o8 HIs)

7 g,

N
=)
o to a R

=

H4: B2C AARAHANS 27 4TS

o A(+)9 dgE £ Aot}

2.3 A=

AFE FT 5o e NI A gt E
AAENM S ZHA Adssa o A&
Bolo| A A3 Agste Atz AFkts Alge]
ojd EAEZo] Ao} BHAE ZEIE A EA
b Rl viEe] Az A B 2 A Tl 2
A& & 972 F3gsta AHJohnson-George
& Swap, 1982: Mayer & Davis, 1999; Mec-

Allister, 1995: Rotter, 1971). Z2ln Atgjgt
AME AHE &olA WAE ARE T #A &
A B AlEE0] BEA dolgolm Y T/
Ax o2 /fdsieol d3=n vk(Fukuyama,
1995; Granovetter, 1985: Misztal, 1996:
Zucker, 1986). Ao e 4Alze At 3

AAStAL B34H ™Az 20065 8Y
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o) el 7128 ANAY Ao o A7
F831tH(Axelrod, 1984: Lewicki & Bunker,
1996: Tyler & Degeoy, 1996: Williamson,
1993).

aela BPE FoplMm Al #g
&ustA Res

AdFE=
oth tiXAe® Rousseau

et al.(1998)2 A5 vkt MEdES Fstd
AZE BRG] o=t g gt AR 7]
2A8d kA (vulnerable) & Zrdlele =g

A9 A dEE st olge 4lsle] #t
g9 EAL AFE A39ZEA (interdependence)

0T

o 4 A1 Aoz ndd @ Pl ge

AT
Ax 78 F A ¢ F U 79% 2 3
o BAAM FAHE A AF 75 FL

3t & Ade
(relationship)elA A
e #/A e e Az 243
5ol $oh(Berry, 1995: Dwyer et al., 1987:
Moorman et al., 1992; Morgan & Hunt,
1994). 5 FARAITEY] #A BHAM Aze @
GAALE A GAEAE FAlste ojEdte
(a willingness to rely on exchange partner
in whom one has confidence)’ 2.2 A3
AtHDwyer & LaGace, 1986: Moorman et al.,
1992).

Aol gk & thE AFAE2Ql Morgan & Hunt
(1994) & AZHE A BAAk 2124 (reliability)
2 B2 (integrity)ol W& &4 (confidence in
the exchange partners re]1ab1]1ty and integrity)”
o2 Aoste FAH A9 FA(confidence) S
8% oz 7hFsigin C’]'ﬂ?} galo tigk A

Ay

BASAT H34H M4E 2005 8Y

g

R oo T

2T 79T anARE BACNA B
A18A o] (social benefits)ETh
o 83 ZAoF UAHD YK Gwinner et al.,

T3, o3 T ALY A BH
A7 Al Ak AEA
(expertise), 4134 (reliability), 7143 (inten-
tionality) oA HIEE Az} FAte] dig 4d
(belief), 74 (sentiment), 71th(expectation)?]
Adez B3 githe Aot}

agim olHE A #HNAM Az gL
T 7KE v g A jfAs A0 2
A9 AA(relationship quality) W & &
(feature) 22 31 FHM(Dwyer & Oh, 1987:
Crosby et al., 1990), ¥ ¥Wsl= &4 24 =
Aol A AR 82 (determinant) 2.2 A&dtd T
Azl 25 (conflict)® ¥ F(cooperation)
s AYste 482 e Aoz Adsada 9l
tHAnderson & Narus, 1984). E3 AZe= @
< (believability), 2l-&(credibility), %% (honesty)
o2 Mulx FA3 P ARUAods 23
e 8Qle 2w 32H3 gich(Anderson & Weitz,
1990: Mohr & Nevin, 1990; Parasuraman
et al., 1985).

Garbarino & Johnson(1999)2 4lZjq A3t
AFATE FAUcH, oL JI9FH 2T
474](01] CRM) AZolM 1 - A2 n7 AGE
Mz gz2A 148 F Sle 8A5d T &

2513%.9.

\._ ot [ S S8

o>_‘,(‘

FHAAT. o8> A FT7ES T VIgH
Ak BA BN wE= A, Y, HEs

BEE W7 EASE RO

A8 WrE 29 AR

40199 3% M—;—% Wios FAsET ¥
o

A An, 7igds @
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Jém dEst 45 oz vW*
Wo & e n Pee
ERnE A8s B0 wjfeke Aoz 7
o m@, 24 AFe] 9 Fe 29
o oig BEE, A4, BEols,

92 24,
owq

PO .&E ro,

tXH Byl Eﬂ%AEf*ﬂ il
A% AEHY BAS fA] delMe A=
8o T8t AEstdd A8 8o FEFE
A5 v dF oze FUEces 2828 ¢
ATt

&8 AAdRHe T
9 fdste Ao

#Asd B2C AAZAY
¥ A4+ Jarvenpaa &
Tractinsky(1999)8l d47F U} ojgL #A
THES ZUOE AHUAZA A2 E “AH|zl7}
BolAtel] cjEstele AP 0T Hoste A7)
A =93 A Zobe AFd tig FE w2
o5& Qe Al A Al o
PSR BRI TR (size) 7t EA
Skt (Jarvenpaa et al., 1999).
& INEo] AeY Mol

PAAFE A (belief) ®

0]

.L_M

: 09‘,
rz,:

o
o

wn i wle
gy rlo R

4 = (o fr -

H
89l

}

)
S

o
t
ik

3
H

O

(2@ 2) Jarvenpaa & Tractinsky(1999)2|

4% - ojzy

Sl

r R

a2slo, ¥e)A g% o] &(Theory of Reasoned
Action: TRA)Z A8 & ©]&(Theory of Planned
Behavior: TPB)& AR 27} gz dag
Ft ReE 2Id38tgth(Fishbein & Aijzen,
1975. Ajzen, 1985). =3, Al AAHE 7}
BROR Art o] Fola A fgo] Futgd)
el A9 98 el ®Hixd B(-)9 A
Aoz nAsHtH(adE 2) F=x). 27 ©
Aefull FHolA 24 AE FHog 359
HZE 18493 o|xgtd 198HS tldoz 3l
1579l Amazon.com® B3] Internet Bookshop
oz Agstd ndel gl dxy #
g HFadr
%Y, Lee & Turban(2001)& B2C AAAA
EH"*W 2] AEYl &M E Al B AF
2 AT AEAG S
£ E A= dPeds
AW FHE ZABIAT o] So] 7FY3t 4lF9
FRAEZE o 7IA] WFER A Al 4l
&(trustworthiness of Internet merchant),
S A QeI 418 (trustworthiness of
Internet as a shopping medium), ¢Zat 29l
te go

1

o

o
yus

9 b e N

2o

o
T

A

LI

¢

2
=
=R
=

(infrastructural(context) factors).,

(o 7194871, AFEASA) Solth. 22 22
SEOM THNEE FHo B olnix oY
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B2C ARMAeollM RZiEel M0l XhFoHolLol ojxis %“EMI st A7

’*‘]7\}94 A8 728 (trust pro-
< H]ZH °151L“ ’\Jég‘

Sol9ie},
SERE

332 McKnight & Chervany(2001-2002)
T HAAPEAYAA AEe aABAZE D (CRM)#
28 8% Weddez BFetn ofd tid A
o] B3sitha Aetetn, "]ﬂ"“ e pdst/ =
Aglel PAMEE FHY 84S
-TJJ'?}%E}. o]5L A 4516—1’, A4l 2l g
5o A BAEL 2o AAFAY A A3
= A 7 FH(typology)d TA/MEE Ze A
o2 A3ttt ole AEE Follld =EdE A
2l3lel= A (disposition to trust), Atz]Ee
A =-7]9 A8 (institution-based trust), A3
AzlgA g8d T o
beliefs) @ o= thgk A-&(trusting inten-
tions)olth. McKnight & Chervanys ©}glgt
Al 7 FRMEES AR LR sl sl &
Asta, 239 AFMe oF FHFOZA
& A58 AE Adeet 25 §Y AAE
ojg} & 4 9l+ McKnight et al.(2002) <f3l
A A g FANEEC de BlBAde] HE
YAt ol5& A 1A AFe FANEE dE
Eld-& A3 A8 1670 9 AdEE 4
g ot 34 dRES AT i Z22
olao) A dhgte] 438 14039 diEdE gt

A& (trusting

ZAASHeiTE M347 FM4E 20054 8¥

7le+8-247ix|-22 0|82 B =Y

ARAL, B BN Fo8HA &5
E4(Confirmatory Factor Analysis: CFA)&
AN 4 23, o5 Ate A Al
7B FANEEY U 2de HAPAFEL diF

nEgad £Eo2 Jridet. £8 29 3
g2 4E2 GFI(Goodness Fit Index), AGFI
Adjusted GFI), NFI(Normed Fit Index),
CFI(Comparative Fit Index) &°l &5 0.9%
de Aoz Jeiyt,

A3 BAHARPEAN EF) ZokdllA A
B AFES FFPA T HES A, AIe A
AR F FAQ 7143 v ke /A FAl
A Fostn ARE HAMAIlE 8 84 HE
gtke Holoh, B3|, T BARAte At M
Aol AR g o] FoixlE B2C AAMIAH
ErtgsiA Awste A8 (d: AFHE
&4, ZaolyA] A, AF We/FERAY 74
5) 8 48, A FAAAAA nAs
< Ag AR digd AFE FAGL e
Hojtt. oldl B2C HAIAN A7 A A
AN aAEAA AT F Sle FUE ATeHA
ofgt, B2C AAMEAH YAEL o] AR 4
T T S TEHeR =94 d7ER o
(Brynjolfsson & Smith, 2000; Clark & Lee,
1999; Jones et al., 2000; Jones & Morris,
1999 Steinaruer et al., 1997; Palmer et
al., 2000; Ratnasingam, 2000; Urban et
al., 2000).

g, %E}?l-‘ﬂ ABRAelA zmAo] Azl ZA

AN e

Aol Al w2 Al gu nAREIe A #
#4S 58 Ad+E= Balasubramanian et

al.(2003)9) A7t ook ol 29 FA
(online investing) oA FAAIEo] &89 S
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HES - o1y

E(brokers)#e] #A MM A4 A&(perceived
trustworthiness)ol ugt&d] QgZ F
o2 st 239 FAAEL AT
= A8 AT, H3Y 7HE AN, uE
AE] o2 2l FAAEAA AdE A7)
3, olHg Add mel 22}l FAAEL PFot
A e Folt. v, FAAEAA ol 22t
A FAHAEA g Ade] FAE A5, FAAE
< 2 FAYEAA Fe wERTR A B
£5 AzbsbA 9 sk%th. Balasubramanian
et al.(2003)2 22599 289 FAAE, 9=
hl Bz Agtel 203WE oz @ EAd
A AZkE A go] uATE fofsiA dFE F
= Aeg AFsaY. 2%, B2C AR AHAA
ool A AFE DAREE o]F & glo] &
Adrte g9 7Md5E HAste o&

la=d

Zstnzt

o

¢

H5: B2C AAAHNA o] AzHe Mg
2ARE] B (+)9) I%E F Aol

2.4 THIE
DAREL oA Boldd od AT FAZ,

ol

59 aAFAHEY AT FE2 vlAe Ao
stets] 1 9lth(Anderson & Sullivan, 1993:
Taylor & Baker, 1994). nA%E9 7jdL 2
A F AR #HA Aol Fed(BEEH 2
44, 2002), A HA nATE dL Jlg-E2d
2} #)2{thed (expectation discrepancy paradigm)
AM e& BEoz A AFA BAste A
(performance) & 7]t (expectation) 9} ¥l e
ZH TEARE APste Aoy, F UAE 74

B

1206

A (cumulative) IATE AFdoz AdAHE]
FAE WA HAATREA nAnE FYgE gn
gt

Z1-E43] el st nAwEE Ad
sted Ao WIMEA T R¥Ee JdEY
2do|t}
(Cadotte et al., 1987 Halstead, 1999: Oliver,
1980: Oliver & DeSarbo, 1988: Swan &
Trawick, 1981; Szymanski & Henard, 2001).
o] Rdg AHlatEe] AstE AF A% (perfor-
mance) ¥ FA2 AFY AAHY FH Yo &
v R7F A Fe dd] 7HA= 7]dl(expectation) 7}
A 2Hgete] ARErhs doltHOliver, 1980).
&, 2HAEL AFY AsToR 29 AHFd
3t BES AR ste Ao] o, A AEY
A disted 7D Zldiel o] %o AF d5&
Hlwste TEEE ZAAdve Aot o] Rl
aujREe] AR e FAHAT AFE U
dthe A-g4Fo]E(adaptation level theory)
ol 84 ZAZ &tH(Yi, 1990). Oliver(1980)
AE Aed U 7IhE HEFEeE £ F
of, olgigt o] &5 &H|A TE dFo HELFL
EX 7idEdx 2d S YAt

g, BEAAR FoldME 7|-ELA e
gYE &8st AHgA BES A7 AFE0|
AAE, AHEARY 7l FFo] A28 Ao o
A dgs nR=7tE AR Ginzberg(1981)
o] d77F dEAelet & # ot 1 FEAX
dol taf ALz A e 7 AlxE BA 7L
7F 7= 71t ztel & Zldle] A olgtn B
ottt ol 7Y #FAGL Az gt
Abgate] Bz, Alx" o] &3 fojd H(+)9 B
A4e 7Y, AHeA 3, AR A4 2e

—

(disconfirmation of expectations)

[

X2 rir e

BYSIAT ®34F ®M4aZE 20054 8Y



B2C MMM DATE| MyRelnt XTFoje|Tof njxie ol st AP JE+E-DAA-UE 0|29 S 28

BBy Alaw A @42 2o A dudte
A#RE BEHAG &, B2C AAAYAA
Aot #Hd A2 Bhattacherjee(2001)
Davis(1989)9] 7144293 7[ELA| | &=
nﬂg_ﬂq gao %@ HAQQ.Q£a%.m2
g Udes FEAzgd g & Az74d
T840l BEA RS A&H o] & miAE

3 Attt A A, AHgaE wrEol
J o]_Q__,]Eo]] 7},1} _:,'_7]] 01'0’1:—0—
AT, A4E 84 Fos
o2 Ut ?‘iﬂﬂ o2 7l
d F8480 431} Zo 2% o
steth. 53], 71d9 FZ(confirmation
of expectations)& A48 F&4ET o 2A
AHEAL HES AAste MR ZeyT

FAR #AY nATEL A Ao i 1
AZo] AREo]l FAHo AAHY HHEHR
A Jehded, o) "AZtY A @ oy |
o Azl 2 Mulx ZAge 2AF H'E Fd
(A48 2449, 2002 Anderson, et al.,
1994). ol2|d FAHA Ao AVEL A &
#o] A4S AT 7H-EEA B o3 £
Ao HEATRE AR F3| Zshd, FAANA
AR FAE AAQY aANES W o &
Arsly] wjgol] nAnEe] FEAQ AR U
Wy 9ltH(Fornell et al., 1996). °oJd & |+
£ B2C &3 E¢ v AHELT ¥R &% E)
A A £ 2%E B2 A BE £ES
ARse AolmE, —.;S‘ A &L FH%e
7| -BYAof o3 wEHT FHA fEo] B}
AA Aoz Horo] olF Agsigitt. whehA
2 dFdAE oSS 448 ahwnEe] #F

of et Qe A3t ME Bol FohRR

ar «

s
2>
e mlo
dN o
ol rl‘-o mT[; pa ‘i% }N
2L Ay l@ >
ﬁzwﬁ

o
Jo
o

HASAT m34A M4z 20054 8H

S R R R

g A9 Hoh'e aAnEos
t}(Anderson et al., 1994).
g, aARES AFejwte] 3A AdA
of #F AFEL a7t nHAEAN FasA dF
g0} $tH(Bolton, 1998: Fornell, 1992: Oliver,
1980 Taylor and Baker, 1994). Hellier et
al.(2003)& ATz g zFHoZ NU(ZL
Aujzb)o] Al F&at #4E ustdE o, A
8 AH2E TY IAEEH bA] Prjste A
of et #F o2 Hofdtgen, Fornell et al.
(1996)2 mmaARZAFA  ACSI(American
Customer Satisfaction Index) Z&ol|A ZH:ILUH
AT E AN E neistd nAuEy} )
= el 2 #EdAol e Aoz UFd
3 Mittal & Kamakura(2001)= 57_7—‘1‘?}?
A7) = (3 F) 7}91 HagAA A FA ol ot
ZATI} & AFsin. B4 Ad, 34w
EAFNYZ (B F) ] 2-A dgE F= 1A
EAEEe @HET 94, 604 o4 vo], A

Bolstnst &

e 4 2 So) 7 Aoz pAHNG. 2
Bl 471 AFTEL 7|22 BAC AALA
oM AVEZ-AFujolE7he] olntA FHAA

& ZAY Aoz wosld s HES AR
o] HF3 h’r_ 2 gt

H6: B2C AAMEARAN nAREFS A7l
Zo B (+)8 dFE & Aol

@ﬂ? 2 9479 7MEE(HI-HE) & Zds A7
e (24 33 2o,
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et R S SRR

B Ao B goe H o2 B2C AxEA a8x
2 AYe ATSoln} B dqME A8 £8 B2C AANAY o) A¥AES] HZE 4B L u
< e AE Ayl @iﬂ}oﬂ B ol AME go a7 Y& AZ(3ME o)l AER

i

Uze - olzy

(a8 3) A2y

AAANE B ABNE2)E TP AE]
vkl el Aelstel of'E FE gl
RS BT $RY 4+ YRS st ok of
U9'E FE AL [PFAE B8 A% Y
FoE AR 2% & JES WYL BHAAG

o 4Bol NAHE 2 4B A oA

H

o ZHiE AIRE F AAEANE APE AL EE B M 53 @ AFE s 2
312%& 3R HES 28T 14“ Adel AR SHIEES FAANAG xd HEY A
A AR Ao B 23 ojfe HAANE WA B F9AES B2C HAEAH A
AQ thokdt SRAES 7MY Bl 2& £ e HE 7o AFE AHE] A FaRd &9E
Fog BUHEPY PR, AR o5 9 oF AFH, AF /A FE EYiL, ©
AQAE Bl HE 9 AlERRH dgold & F Q*ﬂi' 7H‘d§93 B2C AAAHS] o
Abeld] ouo] ofd] BAS wa glo] AAsA A AEe Agdste HHE ARG =¥ e A
Fol 98 Aoz A7 fioldth. & A7 F EFEA A FHL W= SEIEE A

AME gEAEdAE 28] & 4T &  HHoE fEs
of ek B3ef w7tz AFeAt HA BYEY Jixstd daHes dEE AA
AABRARE o] 48 7AYo de FES e sild. =%, od 4% 4& =W 4394
2 87 g8 £ drede Aol chiE el g g FA 3089 SRAES WEeE ot
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B2C Mxpdeiol s TZqZe] MYolnt MTFojolzof ojxls Fgol At AP I|E5B-2A0t-UE o2 SE 24

pilot test® AH AZ W& ojvg o8 A= 3.2 Weo| EHn FMUY

g sl ojEe] AAY YLES 75“5}01 2

T AES ¢dat o AF 4EE Cal 2 doA Algd BFEL (R 2)9 2. 9
(Common Gateway Interface)2 ﬁxl"év:ﬁ} & £ & 97sd 2o B2C AASAY B
o UHY HE AEHA dLEAA THIEE 2= 439 Fo FEES AL S
At ’Qv:ﬂ?l" 2003 1149 259%E 129 V€549 F8 F HFEY A4E /847 &
159742 2 20994 9] 7]7be] AgE At o4& HIo TAM2 975 438 Venkatesh

& Davis(2000)¢] 948 7122 94, 18n

( 2) 2 d70M ALBE eiE9 Y 85

Ak Kl ik 23
&Y F Ao|EY AF Fof FHo 41454 PU1
84 &EYE AlEY AF Fof FAe g4 PU2
LY E Alo]EY {84 PU3
£ E APl E o] L-Al9] Lo PEU1 | Venkatesh & Davis(2000)
£ E Aol Ed] thEt W3 o3 PEU2
£ol 4
LY E AOlE o] &Al9] = HIt PEU3
LY E Aol EdiM g 2] folA PEU4
I B Feig AFe] AL b 71 vl (1991)
N Dodds et al.(1991),
7B |2 &N FoiR AT $44 cv2 Z:ichril ( ?988)
I &G 2oM AXNE AF 714 HEA CV3
£ Eo Ao ot FAE A F4 TR1
a2 B ol 7ol oja/e] o Bt IAA TR2 | Balasubramanian et al.(2003),
= £ 2] BAAN TR3 |Jarvenpaa & Tractinsky(1999)
£ o] ekl AlFA TR4
LY E o) foll thgt AuHQl HE CS1
ame |SU8E C18A 7Y CS2 | Bhattacherjee(2001),
TUET T ame olgae 2A4S CS3 | McKinney et al.(2002)
AYE o] &S EF nEAHE AF 7y Cs4
O £PEAMY AF A7 e RP1
2 aBEAAM A spEez AP 7HsA RP2 | Hellier et al.(2003), Fornell et
AT . — 1.(1996)
O agEA AT FY AF o Ao s} RP3 al.
s
L o O

AASAT M34A A% 200544 8Y 1209



a7z B3 AFE Zeithaml(1988)9 A+
£ 2722 Dodds et al.(1991)0] 7R3 Xzt
# 7} (perceived value) ¥55 B2C AAEA
# #AYoR F&std FA}AT. B2C AARA
R AR dFEolet @ F e 28] 439
A aHA BE(EL Az %) gdd 9
SollA A9 FEMEE #o= A ginh
HEHSZ Gefen et al.(2003)3F McKnight et

1.(2002) &9 97& Auuw, Ao 7450
‘é‘% A Hol1 AHgA FHgo] Fa3it)
gt B d7eA tEe A #d A

e orlo

anlzEe] B2C HaMIAH LB ETe] A
Hola =71 dolel fdoz nasde. old 1
Ho| Azt &y Fe| ok ol Fufj o] MY o] %
o] A A4, £PZo FHAA, /\sﬂy-g Al 84
o2 psigtt. 1e|n nARS #e MeE
< F83H Bhattacherjee(2001)% McKinney
et al.(2002)¢] ATEE 7|ZXE 3o &BE o
L) g3 Autdel wEy JB ZAL uEHA
A AE o) 5oz FASHT. skAute A1
=& Hellier et al (2003)%+ Fornell et
al.(1996)¢] @75 st} ZAglste] oW A

et £GP Fo A ZH:rL“H 7veld, AAE 7}7—.33
AT 7, BE AFe A A7 b
A BoE AT Jejn B 04'—1““’\1 AA
3 24 W SPSS 10.0€ o] &3 Wgsy Al
g4 2% Amos 4.05 ’\}%'3}04 A A
A 2 AFA AN T AFREY AR By

O

fru
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3% -olzy

gt R T R SRR B e R

V. Az2EN3 =9

4.1 71EEAEA

£ 979 945 3129% tree /)ed
A AFFARANS ANF A%hE (E 3} Bt
/\é%oﬂk]‘:—_ c:‘/\-]_l;l_\;]. Ié-)v]o] 72%0]12}-9_i )\};HJG
o2 wgth AgdzE 3099 2007} REe
AABAAT, 400 o13e BF 22902 199 50
SIS ELIRE RN L RESED I
w47} Eston, AN ol4e 2AASel o
& 98 712H9EY o5 3 39l A
2 & 4 —%o}w

il
s %—4171 HSH 71%*—1?1 7]
= A AT & 479 ’53
T SHAES EFE0Y #HE IHY o8 AR
of thal 12X3F ©]4(38.46%) ol&dthe &0
7P E=A Jesten, tgeg 4~6Ate2 U
Bt 4329 139 o] §AH 304 % H=7t
78 Eot 91.35%% Uehgi, 608 HE9 14]
b ol e A2 7.69%, 0.96%= HA=UCL,
a2la B2C AARANRE FF AF Fuhel o
g A7k 2357(75.33%) 0] 394 Aoz
Eiut 2o nASo] AAdANH disf 344
o2 frietn YAt E, B2C AAAFAY A
9 Fuel g 3ert BFoltn SR AH
T 49%(15.7%)°l1 HZHd A$= 289
(8.97%)22 EMHAG. B2C AAAHRE
g AFE 7o NEE 11~3087 M g2 A
2 yeht 38.78%% 7158t 1 dgeg
34.61%7F 1~108 Ax2 B2C AA3ANE

> L=
Cly %?‘.TL‘E

o fr lo o o

ZHEIT 7343 M4z 20054 8Y



B2C MAMIHEOIA ToiSe] MYgoln MToloTol ojdle Fgol pet A J|ESE-DWIA-AE oj22 &8 2

(% 3) A7SAEY &2
W & = vl & (%)
. ) 226 72.44
o 86 27,56
10¢) o3} 7 2.24
4 200} 123 39.43
309 160 51.28
409 1% 22 7.05
1% 28 8.97
A 34 10.90
g 9 9% 197 63.15
A 12 3.85
Aol 41 13.14
24 57 18.27
R 10 3.21
4 9 A4 174 55.77
A94 22 7.05
34 19 6.09
4 30 9.62

3 AEL Folstda, 23%(7.37%)2 1003 ©f
Ao g B2C AAIAUNE o] &3F e #AH
Aok =g, AT 37481 B2C AAIANUE B
g AF Fole 1~1037F 49.36%°1%03, ta
o2 11~3037} 27.56% % A=At

B2C AzMgA YN Tl AFE FE2 AFEH
#A AFRIE 12.17%, A2/ AEF 11.21%.
89 IBEF 10.57%, SAF 1.37%. =A
5.76% w22 Jeh} ZFdd AF #3E°
Fo8A Agde Ao BAHNAR, dFF A
Z §¥YE(o): Q] 2ACE 29, TAFE 19,
ARA7]) 19, A8 19T AHEn AU
B2C AAZANE Bl ToE AFY M &

HAS R x34A M4Z 20054 8Y

€ 1,0009 ~5% 4 ofsirt 7HF wWol Aol |
E 51.92%% AAFYL, o2 5% 1HY~
109 9 st 21.47%%, 1194~30% € <&t
19.23%, 3194 ~50% 9 ols} 2.88%, 51 €
dA HAuste MNET 39 14 wdAAY HEE
4.48%% 7155t

4.2 MM} Elct B
B A AFA BHL Cronbach’s 08 ©]
2319t (F 4)d Yehd bie} o] {84, &

olAd, AIEA, A, nANE AFodr F9
67 MEEo) i Aess AF L AR F 24
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Uz oy
B S
(R 4) 9501249 #Z Z1}
A% 24 H% | Cronbach’s N
g gz A2 Bhehy T¥o B (3A b
o 8.4 PU1 0.741 - 0.774 '
T . . Absolute Fit
PU3 0.857 |13.166 Chi-Square 138.891
PEUL | 0.869 , pvalue 0.000(>0.05)
o]y PEU2 0.898 |19.018** 0.853 Goodness-of-Fit(GFI) 0.943(=0.9)
PEU3 0.701 13.771* Adjusted GFI(AGFT) 0.908(=0.8)
A7 Cvl 0.800 - " 0.780 Incremental Fit
cv2 0.803 | 11.464 Normed Fit Index(NFD) 0.955(=0.9)
TR1 0.896 - Incremental Fit Index(IFI) 0.979(>0.9)
A8 TR2 0.903 923 181** 0.919 Tucker-Lewis Index{(TLI) 0.970(=0.9)
TR3 0.877 | 21.883" Comparative Fit Index(CFI) 0.979(=0.9)
CSl1 0.780 - Parsimonious Fit
kil = Cs2 0.896 | 17.334** 0.891 Normed Chi-Squarel. 850(¢5.0)
0s3 0.904 23 501** RMSEA 0.052(<0.8)
RMSEA Lower Bound 0.039
Aol el = kP2 0.602 0.693 |RMSEA Upper Bound 0.066
RP3 0.883 9.267**
** P<0.01

559 Cronbach's agtol A+riel%(0.693)S
Aot BE 0.7014& AEstn glo] Wgge
Agge BAgtn @ + o 2gn E}%“é
A& A% g3 (convergent validity)® @8 &
Z4J (discriminant validity) AA8 ot
WA, JE EHBA B4E Y8 38998
(CFA)S AAdld & Ao &3 Hsge
A =3 measurement purification) #3& #
Aok Axed 4y #50008M9 Ane (%
5t 2ok 2 dFoMe Aesd 3 g
Gk

0] %

er.\_

=) [¢]
THS 4

ft

off oX

g 2E %2aQu4 vEe Fus) 9

o

A4=(modification indices: ZEAr9 3.84
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a2ln (F Dol JetsRe] 3% 54 4 A
29 89 A tgho] BF Fojste] 5
o2 =yt 28, (& 4)9M GFI, AGFI &

v g3l 8F a8 2dd g FEAT

AR o2 7]&E AFElA FHEHE %cho %
A7le Aoz =yt AW, Chi-Squared
alue7t Fodted AdEAF7 EA7 A
2 Az2td 4 gloy Chi-Squareo] dig 4
EE Ao e} RIS of gro] #stste
2 484 g & ZE4UF 2§ " Chi-
Square® Hsl7 0134-4 Chi-Square® A%
2 Ui Normed Chi-Square?} 5 v12te] @& %
E718 #3std Chi-Squared] Wt A4S A
Hriske Aog JE AFEAM =95z I
(Hair et al., 1995).

oo ¥ d+9 FFo9¥AM A9 Normed
Chi-Square® A% E A3 5 oy g e A
22 vept £gAFY FA 71ES HEF
gz gol AR o] AW B4
gtz & 5 dg. 7lge] RRsEd

TLI, CFI € Zhu & Kraemer(2002) 4

o > o

A r1° l

N o

e

-va
e
e
o

pai

(& 5) #ER0lE

oAl

7txl-41% ol29 EY =29

AWAY ¥
A5E BYE Ao sdyt 2T, $309
24 238 U2 39S W, ¥ A7 )

o 3% ¥EE F PU2, PEU4, CV3, TR4,
CS4, RP1 5 Q#HEY XX AAL ] £4
He Aol gEe Ao uekdrt

=g #¥ el9A (discriminant validity) &
AR er] 98 54 N3 FauAt g A
YE9 ARAAETG o /e LotEr] A
zZb dEY Ha 24
root of the average variance extracted) &
g2 NEEY A8dA As @s vasidd. 2
#Ao2 (X 6) UYetdlzol &4 /Eey B
B 329 Ag2 ol O& Mgsd 2uuA
Ay ZEG 2 Aoz Yeh} B d3da 334
g e 7Y W EHEEL EAYYR & 5
2 tH(Fornell & Larcker, 1981: Hair et al.,
1995).

% A FZ(the square

AMoflM Hrest by

;i Argel Wy A% @ Cg‘fg:j:m GFI Adjusted GFI
1 - 3.002 0.864 0.819

2 |PEU4<CV1: 29.33122 PEU4 &5 A|A 2.613 0.885 0.844

3 | CS4<CV2: 17.9642 CS4 &5 #AA 2.486 0.891 0.856

4 |TR4<RP1: 12.964Z TR4 &5 AAH 2.253 0.909 0.870

5 |PU2«CV1: 10.710% PU2 &5 AA 2.167 0.917 0.878

6 |CV3<—TR1: 10.009Z CV3 &% AA 2.118 0.927 0.888

7 |RP1<CV1: 6.079% RP1 &5 A4 1.852 0.943 0.908
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(¥ 6) oY Efgtygnt daei 4 22t

Hd AVE"? | £84 $14 24744 A9 AR | Aojox
84 0.919 1
014 0.885 | 0.602" 1
TATHA 0.854 | 0.657** | 0.418* 1
A9 0.929 | 0.619* | 0.627** | 0.553* 1
RS 0.942 | 0.642" | 0.552"* | 0.640** | 0.668" 1
A7ehel= 0.861 | 0.486* | 0.564™ | 0.569"* | 0.569"* | 0.794** 1
" P<0.01
4.3 7WES Svigte] @< A w2t 24 a2 wEsa 8l

4.3.1 729 A=

2 AFA A dFEFH g AMOS #
NZde (a8 % 2o =3 (FE THe & 47
o] 23 thg AvrAQ FAF(fit index) % =
HATET HF TEUSTY THER BHE U
EbfglTt. A7 2o 2R FeA Chi-Square®
p-valueZt 938yt Normed Chi-Square7Zt

(38 4) HNitEl
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o} ole] & AF Bdlo] EMolr] Akl B§x|
T 2 BAV e Reg dddd J)ee 2
A4E2 NFI, IFI, TLI, CFI & Zhu &
Kraemer(2002) @794 =9gE AMOS £4
A%s 371; dRe ™ 2 A
obs}

e gt

To—_ _7-[11_. =2
369 299 LA FEATE B A

2 velsid

HTRyel 43 20

0.741%*
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Myaoint xjFofeizol olXs

ol B3t A7 7T E-1DWIK-ME o] FE =Y

(B 7) oivegel Hutdol S3x|4, ANET BHY 201897 9T 4Z 2t

89-857 A & HHES A2 A Atd Arrde RN SFE
24 -PU1 0.741** & 8 ( - (24 2
A(—-a gt Absolute Fit F%
O QA wx LT al * il
fr84-PU3 0'857” z2ogrags | OO | ohi-square 245.352
8°|4—~PEU1 0.869 p~value 0.000(=0.05)
£0]43--PEU2 0.898** Goodness-of-Fit(GFI) 0.909(=20.9)
20]A—PEU3 0.701** | L0 4 (>3 M Adjusted GFI 0.866(=0.8)
- e 0.191*
A7 -CV] 0.800** | F)—AFeie e .
- = Incremental Fit
AA7HA-CV2 0.803 Normed Fit Index(NFI) 0.921(>0.9)
Ag->TR1 0.896** ) Incremental Fit Index{IFI) 0.946(>0.9)
AN g-TR2 0.903** ‘_‘1)7"1 7};] (_Hj"ﬂ]% 0.931** | Tucker-Lewis Index(TLI) 0.929(=0.9)
- ) - ' ; ;
AZTR3 0877 Comparative Fit Index(CFI) 0.945(=0.9)
AAPE—CS] 0.780™ Parsimonious Fit
AATECS2 0.896** - Normed Chi-Square3.123(¢5.0)
2AREcs3 | 0.904 | VA DEARI) | o 5ee | RMSEA 0.081(<0.8)
FES P E— —ATe = RMSEA Lower Bound 0.069
' RMSEA Upper Bound 0.092
Ao 2] =-RP3 0.904**

* P<0.05 ** P<0.01

4.3.2 7WHF 239 =4

ojzl E AFolM HAT HHEY WAE E
dz BNZERE @4 =93z gdh ¢A,
Devaraj et al.(2002)8] Q7oA 7l&449
F8 F A HFEY §84 2 SoAH 1A

TE A P BF fYP Ao =
Ayt a8u E d7dME 84 8] &
g Aoz et &olyo] Fosta R AL

AU &olgol foetA| 42 A 7l
&9 ¢F Jlesd d7Ed 2He fAet &
3, AA NeTd AFE FAEAEA e &
&+ % z"ﬂ;‘%(post adoption behavior)® ¥
A7 ZAES ABER, K842 HF s

HASAT 5347 H4a2 20054 8

&4 ¥ T e 7l o & frofd W
S0l e 134 4L A5t FF dAHT g
HEAY AFE2ZE Karahanna et al.(1999)
9} Parthasarathy & Bhattacherjee(1998) %
o} A7 At} o] 89 AFMe TEHLE &
oL MEE 7S AHEAEC] o&F F F
Suisgt & 4 e A43F  Al4(continuing
usage)l &o]Aol #ostA] B2 AR FAH

%4
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A 725‘1 1£ o83 A & V=2 FYsIx
AHEAFEC] AEIVIE YA|EE
Eis —?—"ﬂt ojv] & e &HA wet
ol ol 8% 8o AFHA Fol
71go] e &old A MFEd &
| & & ASS o3 & 5 4
aehv goldg AYE B dFdM AFe 2
THAELS AYH 7]E AFEAN =o€ )
7 B2C AAEA 34 slelAe] ¥A] BEe
F o0z 2 7 U9 719 wA" 478 7
= ITHE 7o) QR BE A
& Tl e HoAFAH(George &
Jones, 1996). °jo wz} B2C AAPdA A 1
MEol =71 7ix|8Qle ARkEe] Fo APy
l’% & ¢ At &, B2C AARAHINE AE
& FojgdM =7l JIA R QE wEE 21
PR o2 e Ao s ety & 4 Yo
A, B AedA O AlF 89% nATE
ot Ageglor Z&stn Aok Ax 7E
Alg dFET Al B2C AaPEAH A
T AdEle 3AnEE FUATe Qlols & &
sltH(Balasubramanian et al., 2003). Zg]3
71E AFEANA =od aAUREH A7zt
of AAAE & 79 B2C AAIAHAME &
oJFHE Btk offd AFujdee nAZA
=g Hﬁﬂ’“% 4 9lol(Hellier et al., 2003),
B2C Zﬂ < oxgql oA m=od nAuE
& eI eRn Fdste Azt
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5.1 gi7&nlel 9

24 3A B2 (customer relationship mana-
gement: CRM)t Ao} B2C AAPEA A
AMole WA OR oS FALE T dFE v
T+ 8o 2y 34 SN Fash 9AE +
T 898 Y& Fo 9d7¥E e 18 B
gt B dtdMe B2C AAFIAYIM
RS FA0E o] HYQAEE 2ARP]

AeR R dEAQ JlegEolE, nHAHHY
24712 o], Ad AHAM FLEH tFoiAn
UAe AF ]85S BT A7 2L AAsHh

olgjgt o]E0] Fa3 A& B2C HAVIAY
A SIAOIETL #8243 &S hHolmt uAE
vz ag HAto]

=

O R 2

R 2 °lvi B2C HZWHEH Z}Xﬂ Bl‘a‘
siojopst mA L B2C AAPIANE &b He U
< 27 "oe Holrh

€ 79 AnE Hes, rleses &old

o

< AdE 84, A7, g o mE WF
20| AAVFA froF AR =2yt £ o
g HrEd aANSS 6}@] H g A7)

24 BIC &8 A%
Aoz vtk A%
AYARAA BAREE
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B2C MAMAY oA nAokxe] MYolnt MAojzo 0|kl FFof 28 AT 7|E5-2ATH|-ME o2 FF =Y

E O T

o]87] AMe B2C dAEL nAENA U4
o|EQ] AE HHE XSt AF ol FH9
ASYR FAE FAd AFetdort a2
DELE @< Hojoh. EY, 7o) B2C HA
AdA 7HE =714 371 daide Toig A
F 2o AEF 714 (=¥) iy 7}i17} hofok
g Zloln, 71 eg Fujd AFL F8 F2
& fAstodol & Aol

F8 A3 a9l 013} g & 9e ’dil Aot
st Atk o] AFE V122 ¢S W, B2C A
A& A ‘ﬁﬂl“ﬂ 3'_7—‘1011711 A E AT Al
Me AR AL AT F5otd HFs
T LS Folop stu, Aol Fuid A F(AH]
z)o] i o]A/o|Fox XHYE AZS AT
E o o]39] Ao dig FHT At 7€
ofgt, 1A& B2C AAAHE Lu
AN Aoz Agdct
a7 B2C AAARE E¥std 2xeiNe
719-2A47ke] A AN AR A5
AN Bo] 8Ho] & thof(terminology) et
DA Fa8 olfE o]F 5
Ae ¥ 498 248 F 7] bRl o
-% AFAEA g8 309 o]} nARE
Aol st} dAdle ezl

wEe ue} LaEe A g8
kel

A&Aoz

Age
AdE edaie QA Sl HeA AddAE
B2C AAAN Aol 4FAA 2ABAES

HATAT ®34- M4% 200511 89

5.2 AARE

2 979 72 39¥e @A A93uY B
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ol BN i A7EH 2o 7]
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Hel ’\‘lﬂ(Gefen et al., 2003: Jarvenpaa
& Tractinsky, 1999), A9l Fulapgd
o atEF e Festd AFE Fe _1_7“7}X]
(Zeithamal, 1988; Dodds et al., 1991) ¥

£ B3 & d3y 2de £449 9ujrt gle

Ao syl

£ 479 F2EY YA Fnzg AL 1
ARZe] 74 3A dFg F ¥eye deEge
Aoty & IAVZA sl 2B g9 84
olvf AZEA] MEET el E Aoz g
woh B2C AAAHANM n4d8 Wgrt oAy

o PuBAeld wHen Fashl A 4
e DA 29uY $8% Aoz AAge)
meh eedge] Addd 43 wse Fage
% A7ER Y B AFIME Fad W

F2 duida ¥ 4 9t & g A
£ oxage Adst 2e 24 43 s

At 358 5 9E S0l BA @2l WEd A
g use 2o Adeld 348 95U 43
S40n & 4 9ok ot A8 232 A 9
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A% et Aut nAonvH AR A
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Antecedents of Customer Satisfaction and Effects on

Repurchase Intention in B2C Electronic Commerce:
An Integrated Model of Technology Acceptance, Customer Value,
and Trust Theories

Jonguk Kim* - Chung Seop Lee**

Abstract

B2C electronic commerce(EC) has turned into one of the main marketing channels. Because
purchasing is one of the buying activities, 'purchasing behavior at the B2C shopping mall
should be understood basically not as a computer usage, but as a buying behavior with a
computer and the Internet. Therefore, it is indicated that theories of both consumer behavior
and technology adoption need to be utilized in order to adequately explain purchasing behavior
in the B2C shopping mall. However, most of the previous research on B2C EC in the MIS field
are quite limited to adoption/use of computers, in addition to trust. On the other hand, studies
on B2C shopping malls in the Marketing field tend to disregard the use of computer technology
in the purchasing process, mostly focusing on the consumer’s behavioral perspective.

In this regard, the current study is to develop a comprehensive model by which we are able
to explain and predict consumer behavior more adequately in the B2C shopping mall
environment by integrating the theories of technology adoption and consumer behavior. The
model is expected to explain the role of computer technology such as how perceived usefulness
of the web site functions and employed technologies influences consumer satisfaction and
buying intention, and diverse consumer behavior such as when consumers are satisfied, why
they continue to buy at particular shopping malls, and why they do move to other shopping
malls. Theories of customer value from marketing, technology acceptance from MIS, and trust
from general management were borrowed to develop an initial research model.

* School of Business Administration, Sungkyunkwan University, Associate Professor.
** Seoul Institute of Transparency, University of Seoul, Research Faculty.
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Based on these theories, it was hypothesized in the research model that perceived usefulness,
perceived ease of use, customer value, and trust are likely to influence customer satisfaction,
and in turn, customer satisfaction will affect repurchase intention.

In order to verify the research model and test six research hypotheses, an electronic web
survey was performed and 312 responses were collected from online shopping experienced
consumers. LISREL was used for data analysis due to its distinct advantages over other
statistical techniques. The reliability of the multi-item scales was examined and the result was
found satisfactory with Cronbach’s alpha values higher than 0.7. Scales were purified based on
several measures of model fit and modification indices, and both the convergent and
discriminant validities of the resulting scales were successfully verified.

Next, the structural model was examined and the fit indices are found within acceptable
thresholds except for the Chi-square value which usually tends to highly increase with a large
number of samples.

From the LISREL analysis of hypotheses, it was found that perceived usefulness, customer
value, and trust collectively influence customer satisfaction in a positive manner, but perceived
ease of use failed to influence customer satisfaction. Further, customer satisfaction was shown
to strongly affect repurchase intention. The results indicate that consumer's trust toward the
shopping mall, and perceived customer value may have a higher or at least an equal amount of
contribution to customer satisfaction and repurchase intention than or compared with perceived
usefulness of the shopping mall web site. Results are discussed in terms of implications that
both marketing and technological perspectives should be emphasized to increase customer

satisfaction and thereby to maintain their customers.

Key words: B2C Electronic Commerce, Customer Satisfaction. Repurchase Intention, Technology

Acceptance, Customer Value, Trust
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