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INTRODUCTION!

E-commerceisoften associated with the buying and selling of consumer
productsover thelnternet. Whilethisnarrow definitionof e-commerceiscorrect,
many other commerceand businessactivitiesalsofall under theterm*e-com-
merce’. The stakeholders who create commerce, either actively or passively
construct and determinethenatureof thecommercial relationship. Theaimof this
chapter istosuggest thee-commerceDifferentiation Framework,whichusesthe
natureand activitiesof stakehol derstodi stingui shbetweenthetwo major typesof
e-commerce, namely Busi ness-to-Business(B2B) e-commerceand Business-to-
Consumer (B2C) e-commerce, Thisframework will useexamplesof e-commerce
inSmall and M edium Enterprises(SMES) in Singaporeand Australia. Thestudy
wascarried outinthesetwo countriesover aperiod of four monthsin 1999.
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E-commerce has captured the attention of businesses large and small,
government officia s, academics, andthegreater public, duetoitsrapidgrowthin
recent yearsandtheamount of money it commands. A ccordingtoarecent forecast
by theGartnerGroup, thegloba market for B2B e-commerceal oneisexpectedto
risefromUS$145billionin1999to US$7.29trillionin 2004 (GartnerGroup,
2000). Whilenot being overwhelmed by such forecastsand statistics (OECD,
1999), e-commerceisaphenomenonthat promisestoimpactbus nessoperations,
government policies, consumer buying behavior, andmany other el ementsof the
modernsociety.

Thedefinitionof e-commerceisstill indeterminate(Clarke, 1998; DCITA,
1999, USDC, 1999). For thepurpose of this chapter, e-commerce includes
commerceand businessactivitiesthat areperformed over el ectronic networks
(bothfixed and mobilenetworks), including upstream and downstream supply
chainactivities, andconsumer purchasesthat areinitiated through e ectronicmeans.
Thedifferent typesof e-commerceactivitiesareessentially determined by the
stakeholdersinvolved. A review of existingliteratureine-commerce(K alakota&
Whinston, 1996; Lawrenceetal., 1998; Rangan & Bell, 1998; Riggins& Rhee,
1998; Whinston et a., 1997) identified the two maor typesof e-commerceas
Business-to-Businesse-commerce, andBusiness-to-Consumer e-commerce.
Creatingaframework for distinguishing thetwotypesof e-commerceactivitiesaids
inidentifyingand understandingthestakehol dersinvolved, therolesthey play, the
natureof e-commercerel ationshi ps, andthe potential benefitstodifferent stake-
holders.Itishopedthat theoutcomeof thisstudy will enabl ebusinessestoformulate
strategiestoaligntheir businessoperationsmorecl osely withe-commercestrate-
gies, thusimprovingthemanagement of resourceslikerawmeaterials, |1abor, capital
andentrepreneurship.

Thisstudy drawsone-commerceexamplesin Singaporeand Australiaas
thesetwo countriesareconsideredearly adoptersof technological innovationsin
theregion.

LITERATUREREVIEW ANDRESEARCH

FRAMEWORK

Onthesurface, thetwoidentified categoriesof e-commerce(B2B and B2C)
appear tosharethesimilarity of using el ectronicnetworksto enablecommerce
activities. However,amoredetailedandysiswill highlightwherethesmilaritiesend,
and what the distinguishing features are. This chapter thus proposes the e-
commerceDifferentiation Framework for distinguishingand categorizingthetwo
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