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Chapter IX

E-Business Experiences
with Online Auctions

Bernhard Rumpe
Munich University of Technology, Germany

ABSTRACT
Online auctions are among the most influential e-business applications. Their
impact on trading for businesses, as well as consumers, is both remarkable and
inevitable. There have been considerable efforts in setting up market places,
but, with respects to market volume, online trading is still in its early stages. This
chapter discusses the benefits of the concept of Internet marketplaces, with the
highest impact on pricing strategies, namely, the conduction of online business
auctions. We discuss their benefits, problems and possible solutions. In
addition, we sketch actions for suppliers to achieve a better strategic position
in the upcoming Internet market places.

INTRODUCTION
Electronic commerce will be the enabling technology for the forthcoming

revolution in local and global trading. Virtual, Internet-based markets allow for
entirely different forms of trading (Höller et al., 1998) than are known so far. Local
and, therefore, sometimes monopolistic markets become global and more competi-
tive.

Expectations are that, in the forthcoming decade, the Internet will be a market-
enabler of unforeseen possibilities. Just in the last few years, it became apparent that
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doing business on the Internet can simplify marketing and purchasing considerably.
Figure 1 shows estimates of the worldwide trading volume on the Internet (Forrester
Research, 1999) that remarkably still hold. The part of e-business that is based on
online auctions is growing equally. Therefore, an increasing number of online
marketplaces have come into existence. Online marketplaces simplify the establish-
ment of new alternative purchasing and selling partnerships. In the C2C and B2C
areas, this fact has been widely recognized, and numerous new B2B marketplaces
have been emerging in the last two years.

In most market places, sellers may advertise their offers, and consumers and
industrial purchasers can distribute their demands via the Internet. Whereas these
forms of establishing connections are important, it is the use of online auction systems
that has an effective impact on the pricing structure. Auctioning is among the most
efficient and fastest concepts available to achieve fair and competitive prices and
identify the optimal business partner.

The chart in Figure 2 shows the core issues of electronic sourcing, which can
be separated in an economic and a technical layer. The technical layer includes
exchangeable documents based on the EDI standard, e.g., EDIFACT (ISO, 1993)
or (UN/EDIFACT, 1993), or XML as a technical infrastructure (W3 Consortium,
2000); protocols for their safe transmission; and electronic payment systems, etc.
The technical layer strongly supports, and is driven by, the economic layer. The
economic layer focuses on the introduction of new strategies and techniques to let

Figure 1: Worldwide trading volume on the Internet (Forrester Research,
1999)

 

1331 

843 

499 

251 

109 108 76 52 33 18 
0 

200 

400 

600 

800 

1000 

1200 

1400 

1999 2000 2001 2002 2003 

B2B 

B2C 

Billions  of US $ 



 

 

11 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/business-experiences-online-

auctions/25779

Related Content

Application of Haar Wavelets on Medical Images
R. El Ayachi, M. Gouskirand M. Baslam (2015). Journal of Electronic Commerce in

Organizations (pp. 41-49).

www.irma-international.org/article/application-of-haar-wavelets-on-medical-images/133395

Service Encapsulation-Based Model for Smart Campus
Ying Chen, Runtong Zhangand Shouyi Zhang (2012). Journal of Electronic

Commerce in Organizations (pp. 31-41).

www.irma-international.org/article/service-encapsulation-based-model-smart/72998

E-Commerce and Mobile Commerce Application Adoptions
Charlie Chenand Samuel C. Yang (2006). Encyclopedia of E-Commerce, E-

Government, and Mobile Commerce (pp. 284-290).

www.irma-international.org/chapter/commerce-mobile-commerce-application-adoptions/12551

E-Government and Social Exclusion: An Empirical Study
Liz Lee-Kelleyand Thomas James (2003). Journal of Electronic Commerce in

Organizations (pp. 1-16).

www.irma-international.org/article/government-social-exclusion/3417

The Mobile Phone Telecommunications Service Sector in China
Michelle W.L. Fong (2007). International Journal of Cases on Electronic Commerce

(pp. 19-38).

www.irma-international.org/article/mobile-phone-telecommunications-service-sector/1522

http://www.igi-global.com/chapter/business-experiences-online-auctions/25779
http://www.igi-global.com/chapter/business-experiences-online-auctions/25779
http://www.igi-global.com/chapter/business-experiences-online-auctions/25779
http://www.irma-international.org/article/application-of-haar-wavelets-on-medical-images/133395
http://www.irma-international.org/article/service-encapsulation-based-model-smart/72998
http://www.irma-international.org/chapter/commerce-mobile-commerce-application-adoptions/12551
http://www.irma-international.org/article/government-social-exclusion/3417
http://www.irma-international.org/article/mobile-phone-telecommunications-service-sector/1522

