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ABSTRACT

This chapter looks into the key infrastructure factors affecting the success
of small companies in developing economies that are establishing B2B e-
commer ce ventures by aggregating critical success factors from general e
commerce studies and studies from e-commerce in developing countries.
The factors were identified through a literature review and case studies of
two organizations. The results of the pilot study and literature review
reveal five groups of success factors that contribute to the success of B2B
e-commerce. These factors were later assessed for importance using a
survey. The outcome of our analysis reveals a reduced list of key critical
success factors that SMEs should emphasize as well as a couple of key
policy implications for governments in developing countries.
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INTRODUCTION

Information and Communication Technology (ICT) can provide a small
enterprise an opportunity to conduct business anywhere. Use of the Internet
allows small businesses to project virtual storefronts to the world as well as
conduct businesswith other organizations. Heeksand Duncombe (2001) discuss
how IT can be used in developing countries to build businesses. Domaracki
(2001) discusses how the technology gap between small and large businessesis
closing and evening the playing field, making B2B and B2C e-commerce
availableto any businesswith accessto computers, web browsers, and telecom-
munication links. Thischapter discusseshow small start-up companies can use
ICT to establish e-commerce applications within devel oping economies where
the infrastructureis not classified as “ high-technology” .

E-commerce is the process of buying, selling, or exchanging products,
services, and information using computer networks including the Internet
(Turbanet al., 2002). Kalakotaand Whinston (1997) define e-commerce using
the perspectives of network communications, automated business processes,
automated services, and online buying and selling. Turban et al. (2002) add
perspectives on collaboration and community. Deise et al. (2000) describe the
E-selling process as enabling customers through E-Browsing (catal ogues, what
we have), E-Buying (ordering, processing, invoicing, cost determination, etc.),
and E-Customer Service (contact, etc.). Partial e-commerce occurs when the
processisnot totally using networks. B2C e-commerceisthe electronic sal e of
goods, services, and content to individual s, Noyce (2002), Turban et al. (2002).
B2B e-commerce is atransaction conducted el ectronically between businesses
over the Internet, extranets, intranets, or private networks. Such transactions
may be conducted between a business and its supply chain members, aswell as
between a business and any other business. A business refersto any organiza-
tion, publicor private, for profit or nonprofit (Turbanetal., 2002, p. 217; Noyce,
2002; Palviaand Vemuri, 2002). Initially, B2B was used almost exclusively by
largeorganizationsto buy and sell industrial outputsand/or inputs. Morerecently
B2B has expanded to small and medium sized enterprises, SMES, who can buy
and/or sell products/services directly, Mayer-Guell (2001). B2B transactions
tendtobelarger invalue, morecomplex, and longer termwhen comparedto B2C
transactionswith theaverage B2B transaction being worth $75,000.00 whilethe
average B2C transaction is worth $75.00 (Freeman, 2001). Typical B2B
transactions involve order management, credit management and the establish-
ment of tradeterms, product delivery and billing, invoiceapproval, payment, and
the management of information for the entire process, Domaracki (2001).
Noyce (2002) discusses collaboration asthe underlying principlefor B2B. The
companies chosen as mini-cases for this study meet the basic definition of B2B
with their e-commerce ventures as both are selling services over the Internet to
other businessorgani zations. Additionally, both provide quotesand theability to

Copyright © 2004, Idea Group Inc. Copying or distributing in print or electronic forms without written
permission of Idea Group Inc. is prohibited.



19 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/b2b-commerce-infrastructure-success-
factors/8749

Related Content

E-Business and E-Commerce

Stephen M. Mutula (2010). Digital Economies: SMEs and E-Readiness (pp. 148-
173).

www.irma-international.org/chapter/business-commerce/36109

HR 2.0: Transformative Strategies for Small and Medium Enterprises
Sima Das, Monojit Mannaand Subrata Modak (2024). Innovative Human Resource
Management for SMEs (pp. 277-287).

www.irma-international.org/chapter/hr-20/337919

“Glocal” Small Business for Sustainability: What Reporting?

Guido Migliaccio (2018). Maintaining Sustainable Accounting Systems in Small
Business (pp. 274-301).
www.irma-international.org/chapter/glocal-small-business-for-sustainability/206409

CMM FastTrack: Experience and Lessons Learned
Hareton Leungand Yvette Lui (2008). Software Process Improvement for Small and
Medium Enterprises: Techniques and Case Studies (pp. 158-169).

www.irma-international.org/chapter/cmm-fasttrack-experience-lessons-learned/29626

Estimate of Effort in Software Implementation Projects

Maria Julia Orozco Mendoza, Evaristo Fernandez Pereaand Claudia Alquicira
Esquivel (2008). Software Process Improvement for Small and Medium Enterprises:
Techniques and Case Studies (pp. 313-326).
www.irma-international.org/chapter/estimate-effort-software-implementation-projects/296 36



http://www.igi-global.com/chapter/b2b-commerce-infrastructure-success-factors/8749
http://www.igi-global.com/chapter/b2b-commerce-infrastructure-success-factors/8749
http://www.igi-global.com/chapter/b2b-commerce-infrastructure-success-factors/8749
http://www.irma-international.org/chapter/business-commerce/36109
http://www.irma-international.org/chapter/hr-20/337919
http://www.irma-international.org/chapter/glocal-small-business-for-sustainability/206409
http://www.irma-international.org/chapter/cmm-fasttrack-experience-lessons-learned/29626
http://www.irma-international.org/chapter/estimate-effort-software-implementation-projects/29636

