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The study on the factor of adopting e-marketplace and its perfor mance

Abstract

The rapid development of Internet technology has brought more business transactions
through Internet among companies. At the same time, it also produces a new application
environment based on the virtual e-marketplace. The purposes of this context are to exploring
the factors for adopting e-marketplace and the performances after being implemented.

The main focus object of this study is placed on Manufacturing Corporations. Here the
factors of adopting e-marketplace are considered into three dimensions. those are
organizations, production/operations environments and technologies. The study focuses on
two parts: The first part is concentrated on the adoption factors, which affect the
implementation degree and implementation performances described above. The second part is
concentrated on analyzing the relationship among adoption factors, implementing degree and
implementation performances. The survey is done by sending questionnaires via mail with
total number of 550, only with 161 returned. The percentage of return is 29.27%.

The study result shows the adoption factor affecting implementation degree is
compatibility of technology and supplier activities. The study also shows the adoption factors
affecting implementation performance are relative benefit and compatibility of technology.
The barriers of adopting e-marketplace are in order incompleteness of both regulation and
certificate of electronic documents, old habit of transaction and insecurity of electronic
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transaction. Currently e-marketplace has brought improvement on performance in areas such
as increasing the correctiveness of transaction data, shorten the transaction time and

upgrading the corporation competitiveness.

Keyword: Internet, eMarketplace, Adoption Factor, Performance
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