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EXECUTIVESUMMARY

Commerce One (or C1) developed software systems enabling companies to transform
their purchasing interactions into real-time trading networks. Commerce One
acquired the e-business budgets of many Fortune 1000 companies. On December
28, 1999, as a highflier in the dot-com era, Commerce One sharply increased to
$1,655 (a split-adjusted) per share. In the constellation of corporations, Commerce
One was a bright star. Soon after, diminished enthusiasm for the company and its
nascent business-to-business (B2B) software industry deflated its stock value. On
October 15, 2004, CMRCQ, a new symbol for Commerce One after being removed
from the NASDAQ in July 2004, plummeted to $0.03 per share. In the period of
devaluation of the stock market that followed the dot-com era, Commerce One
became extinct. This article will examine the rise and fall of Commerce One by
exploring the industry backdrop, the key events in the company’s history, and the
challenges that ultimately overcame it.

Keywords: B2B e-commerce; content management services, e-marketplaces; e-
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ORGANIZATION BACKGROUND

Commerce One, originally based in Pleasanton, California, wasaleading pro-
vider of well-devel oped softwarethat assisted in the collaboration of businesseswith
their partners, customers, and suppliers. Foundedin 1994 as DistriVision Devel op-

ment Corporation, the company became Commerce Onein 1997. 1n 1999, the com-
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pany went public (NASDAQ, CMRC). Supporting processes and transactions, Com-
merce One created superior online buyer/supplier rel ationshipsthrough the Internet.
Asapart of aglobal e-commercetrading network, Commerce One had been ontop
of delivering advanced technologies. It brought worldwide diversefirmstogether to
conduct e-commerce on acompetent businessplatform. It a so devel oped libraries
and languagesto help shape many of the conceptsbehind XML (Extensible Markup
Language) and SOAP (Simple Object AccessProtocal). Over theyears, thisorgani-
zation hel ped companies adapt their Information Technology (IT) assetsto business
opportunitieswith new functionality and flexibility intheir practices. CommerceOne's
businessservicesranged from I T tologisticsand management. For instance, the Com-
merce One Conductor, the company’sintelligent platform for composite applications,
ass sted businesses by integrating partner applications, devel oping adaptable processes,
and managinginfrastructure changesfor businessnetworks. Another product wasthe
Commerce One Supplier Relationship M anagement, which automated the source-to-
pay process by lowering costsand increasing control. Commerce One' smajor com-
petitors, to nameafew, were Oracle, Ariba, 12, Vitria Technol ogy, webM ethods, and
BEA Systems.

Theglobal workforce of Commerce Oneat itsheight included morethan 3,800
employees. Theseindividualswere skilled in consulting, integration, and customer
operations. Mark B. Hoffman, the former chairman, president, and CEO, led the
executiveteam and brought the organi zation to the | nternet. Hoffman, prior tojoining
Commerce One, co-founded and ran the database software company Sybasefor 18
years.

Commerce One'sfiscal year wasbased onthecaendar year. Thefinancial state-
mentsfor Commerce One'slast quarter filing for June 30, 2004, showed that the
company’srevenues decreased to $4.7 million compared to $21.4 million for June
30, 2003. However, Commerce One reported about $4.2 million and also had to
raise additiona capital to continuewith business operations. Since spending on soft-
ware had declined globaly, economic conditionswould haveamaor impact on Com-
merce One' sbusinessoperations.

Commerce One's products and serviceswere availablefor companies, large
and small, and could be configured to meet each corporate need. Commerce One
madeit possiblefor morethan 600 companiestowork together withtheir customers,
suppliers, and partners, including Citicorp, Boeing, Shell, Eastman Chemical, Telecom,
Becton Dickson, Reliant Energy, M TR, British Telecom, Crestive Planet, Bell South,
L ockheed, WellsFargo, Nippon Telegraph and Telephone Corp., Roya Dutch/Shell
Group, and Singapore Telecom Group. Commerce One set up officesin Hong Kong,
Korea, and Japan. Commerce One' sstrategic partnershipsintegrated GM, Chryder,
Mitsubishi, Pentellus, and Columbia/lHCA Hedthcare Corp. Theworld wasanatural
market placefor Commerce One.
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