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Abstract

E-Marketplace is a part of E-Commerce Business; nevertheless, it has its
own unique characteristics. E-Marketplace serves as a medium between vendors and
customers; however it is considered to be an online trading, which is similar to
E-Commerce. To offer E-Marketplace service is to be a medium between vendors
and customers, so the provider is also responsible for the transportation of product
and be able to communicate with customers in case the problem occurs as well.
This study was conducted to further study the factors of Communication with customer
and Logistic Service Quality, since no study had ever studied on these factors in the
field of E-Marketplace before. In this study, the conceptual framework had been
developed from the model of E-Commerce (Trust-based consumer decision-making
model) which two factors had been added; Communication and Logistic Service
Quality, in order to study the intention to purchase via E-Marketplace comprehensively
and efficiently. Furthermore, this study also analyzed the customers separately based
on the confidence of customers on E-Marketplace. The customers were separated into
two groups; high-trust group and low-trust group, and all of these sample groups

were analyzed.
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The result of this study was concluded from the analysis of data
gathered from sample groups of 500 respondents, 250 of high-trust persons and 250
of low-trust persons, by questionnaires. It showed that factors of Perceived Benefit,
Communication and Losgistic Service Quality had an effect on Intention to purchase
of customer positively in both high-trust and low-trust sample groups. However, the
factor of Perceived Risk caused negative outcome only on the low-trust sample
group but has no effect on the high-trust group. In addition, factors of Communication
and Losgistic Service Quality also had negative affect on the factor of Perceived Risk in
all analyzed sample groups. From the result of this study, the frontier of knowledge
in E-Marketplace has been expanded and E-Marketplace providers can apply this
knowledge for the achievement of their business. According to the research finding,
E-Marketplace providers are recommended to give priority to factors of Perceived
Benefit and Communication before other factors in order to create comprehensive
Intention to purchase of their customers. E-Marketplace providers should also estimate
the trust of its own customers, so that the result of the study can be applied to the

customer more appropriately.
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