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ABSTRACT

Over thepast coupl eof years, thel nter net hastaken off and or gani zationswill
soon reap economic benefits on it. E-commerce will therefore hopefully
emerge as an efficient yet effective mode of creating new markets although
most managers still doubt the economic impact and profitability it has.
Enabled by global telecommunication networks and the convergence of
computing, telecom, entertainment and publishing industries, e-commerceis
supplanting (maybe replacing) traditional commerce. In the process, it is
creating new economic opportunities for today’s businesses, creating new
market structures. Managers of tomorrow must therefore under stand what
e-commer ceis; howtheapproachtothisconcept will be; and howit will affect
the economic position of the organization.
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These questionsareasked: What isthereturn oninvestment (ROI) on
e-commerce? What isthe effect of e-commer ce on the strategic alignment of
the organization? In addition, what is the economic effect of the strategic
alignment on the organization? This paper explains the economic impact of
e-commer ceand how it can be used to create new marketsand to improvethe
strategic alignment of the organization.

INTRODUCTION

Overthepast coupleof years, thelnternet hasgrownalot anditispossible
that organi zationswill soonregpeconomicbenefitsfromusingit. E-commerce, as
oneof the' products’ of thelnternet will thereforehopefully emergeasanefficient
yet effectivemodeof conducting global commerceal though most managerssitill
doubt theeconomicimpact and profitability it has. Enabled by global telecommu-
ni cation networksand theconvergenceof computing, telecom, entertainment and
publishingindustries, e-commerceissupplanting (and mayberepl acing) traditional
commerce. Intheprocess, itiscreating new economicopportunitiesandcha lenges
fortoday’ sbus nesses, creating new market structures, and changingtheal ignment
of theorgani zation. All organi zationsincreasingingly must focusontheir delivery
gpeedwhilefacinganincreas ngdegreeof uncertainty. How doorgani zationskeep
economicgrowthupwhilestill ddiveringbusinessva ue?

Theestablishment of linkagebetweenbusinessand I T obj ectiveshasal so
consistently beenreported asoneof thekey concernsof | Smanagers(Reich &
Benbasat, 1996). They arguedthat thereisfirstly aneedtoclarify thenatureof the
linkagecongtruct (socidly andintellectualy) and secondly toreport onaproj ect that
wasdevel opedtotest thesocial dimensionof thislinkage. Itisimportant that all
executivesareinvolvedduringtheestablishment of theeconomicandsocial linkage
becauseit createsabetter understanding of each other’ slong-termvisionsandtheir
self-reportedrating of thelinkageandalignment. Based onthedatathey collected,
Reich & Benbasat argued that understanding of current objectivesand shared
visionfortheutilizationof I T areproposed aspromising potential measuresfor
short- andlong-termeconomicaspectsof thereported socia dimensionof linkage
anddignment.

Traditional processesand management conceptsthat focuson optimisation,
efficiency, predictability, control, rigor and processimprovement arenot flexible
enoughto createtheapplicationsandinfrastructureorgani zationsneedtoachieve
economic success in these competitive times. The organization needs to be
adaptableand needstofocuslessonwhat traditiona e-commercedevel operssays
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