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ABSTRACT
This chapter discusses various business process supply-chain models and
emphasizes the need for organizations to apply CRM concepts and to integrate
the Internet within the functions of the supply chain in order to be able to gain
good customer expectations in the era of e-commerce.  This chapter outlines a
framework for developing a Web-based supply chain integrating model based
on SCOR and key features of CPFR, and attempts to link this model with
Business Process Reengineering, and with traditional productivity improvement
programs.  The development of a Web site at two levels is suggested.  The first
level is within the public domain and the other is limited to supply chain
partners.  The chapter incorporates fuzzy set theory into the dynamic of
production scheduling to allow the integrating model to deal with vague
constraints, and to enable conflicting multi-criteria objectives to be managed
effectively in the production environment.
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INTRODUCTION
Traditionally, firms did not consider the potential for their suppliers or customers

to become partners. Instead, they may have competed with their suppliers and
customers, fearing that they would be taken advantage of by them (Frendendall &
Hill, 2001). As a result, firms were constrained by their customers’ or suppliers’ lack
of collaboration and unresponsiveness. These attributes prevented firms from
responding quickly to changes in the market or to customers’ requirements.

Changing conditions of competition have forced organizations now to adopt a
different strategy.  Lambert and Copper (2000) point out that one of the most
significant paradigm shifts of modern business management has been that individual
businesses no longer compete as autonomous entities, but rather as supply chains.
Managing the supply chain has become a means of improving competitiveness
(Chantra & Kumar, 2000; Lee, 2000).   Proactive supply chain managers begin to
view the supply chain as a whole, and promote customer-focus, supplier partnership,
co-operation and information sharing (Jayaram et al., 2000).  Three major develop-
ments in global markets and technologies have brought the emerging supply chain
management (SCM) to the forefront of management’s attention (Handfield &
Nichols, 1999):
1. The information revolution;
2. Customer demands in areas of product and service cost, quality, delivery,

technology, and cycle time brought about by increased global competition;   and
3. The emergence of new forms of interorganizational relationships.

Today, the effectiveness of an organization’s response to rapidly changing
market conditions will be determined by the capability of trading partners (Power &
Sohal, 2001).  Members within the supply chain should “seamlessly” work together
to serve the end consumer (Towill, 1997).  The notion of supply chain management
(SCM) is therefore holistic, rather than functional, and of strategic, rather than
tactical, importance.

 The association of supply chain management with e-business offers new
challenges for marketing.  In addition, the explosion of the Internet and other
telecommunication technology also has made real-time, on-line communication
throughout the entire supply chain a reality.  The Internet allows companies to
interact with customers and collect enormous volumes of data, and manipulate it in
many different ways to bring out otherwise unforeseen areas of knowledge (Abbott,
2001).  The concept of Customer Relationship Management (CRM) is one of the
new ways of interacting with customers (Galbreath & Rogers, 1999).   The aim of
this chapter is to explain the possibility of developing a Web-based supply chain
integration model that enhances CRM and collaboration among supply chain entities
by incorporating the advantages of existing supply chain reference models.  The
chapter defines SCM and introduces CRM and its dimensions.  CRM, e-commerce
and information sharing are considered as three major constituents of SCM (Figure



 

 

23 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/web-based-supply-chain-

integration/25784

Related Content

CBDCs Around the Globe: Scenarios, Experiments, and Implementation

Endeavors
Maria Shilina (2024). Exploring Central Bank Digital Currencies: Concepts,

Frameworks, Models, and Challenges  (pp. 169-193).

www.irma-international.org/chapter/cbdcs-around-the-globe/341669

Usable M-Commerce Systems: The Need of Model-Based Approaches
John Krogstie, Petter Bae Brandtzaeg, Jan Heimand Andreas L. Opdahl (2003).

Advances in Mobile Commerce Technologies (pp. 190-204).

www.irma-international.org/chapter/usable-commerce-systems/4878

Economic Conditions as an Environmental Moderator of E-Purchase

Intention: A Meta-Analysis
Sam Zazaand Michael A. Erskine (2022). Journal of Electronic Commerce in

Organizations (pp. 1-20).

www.irma-international.org/article/economic-conditions-as-an-environmental-moderator-of-e-

purchase-intention/298644

World Trade Point Federation: Bringing E-Commerce Capabilities to

Developing Nations
Nikhilesh Dholakiaand Nir Kshetria (2005). International Journal of Cases on

Electronic Commerce (pp. 39-52).

www.irma-international.org/article/world-trade-point-federation/1475

mVine Ltd: A Case Study of a New Digital Music Label from Conception to

Launch
Joanna Berry (2006). Cases on Electronic Commerce Technologies and Applications

(pp. 73-93).

www.irma-international.org/chapter/mvine-ltd-case-study-new/6221

http://www.igi-global.com/chapter/web-based-supply-chain-integration/25784
http://www.igi-global.com/chapter/web-based-supply-chain-integration/25784
http://www.igi-global.com/chapter/web-based-supply-chain-integration/25784
http://www.irma-international.org/chapter/cbdcs-around-the-globe/341669
http://www.irma-international.org/chapter/usable-commerce-systems/4878
http://www.irma-international.org/article/economic-conditions-as-an-environmental-moderator-of-e-purchase-intention/298644
http://www.irma-international.org/article/economic-conditions-as-an-environmental-moderator-of-e-purchase-intention/298644
http://www.irma-international.org/article/world-trade-point-federation/1475
http://www.irma-international.org/chapter/mvine-ltd-case-study-new/6221

