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Abstract  
 
SME’s are considered as key feature in the economies of every country. This crucial sector 
plays an important role in the development of economy’s infrastructure by providing 
employment generation, innovation and wealth creation. The implementation of new 
technologies, use of ICT (information and communication technologies) and electronic 
commerce in SME’s with their operational environment has provided numerous 
organisational opportunities. This thesis work stipulates the development of e- commerce in 
SME’s. In this research work case study of two Swedish companies has been done which 
demonstrate that how these two companies are embracing the strategic role of e-commerce in 
business–to- business perspective, as business-2-business e-commerce capture the big share of 
e-commerce.     
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1 Introduction 
 

 
In this chapter , an overview of the thesis is presented that includes a brief introduction of e-
commerce ,the concept of small and medium enterprises ,characteristics of SME’s, benefits 
and barriers for SME’s.  

 
With the astonishing growth of the internet many companies are finding new and exciting 
ways to expand upon their business opportunities. There are very few successful companies 
that don’t use computers in their everyday business activities, which also mean there are few 
companies that don’t use e-commerce. To emphasise the point that the effect of the internet is 
so widespread in today’s business communities, one online article stated that more than 
100,000 companies have internet addresses, and 20000 companies have home pages on the 
internet as of February 1999. (DataQuest, 1999). These numbers have more than tripled since 
1995, and trend shows no signs of slowing.  
 
 
Electronic Commerce was built on a Foundation that was started more than 125 years ago 
with Western Union's money transfer as an example of telegraph technology. In the early 
1900¡¦s the advent of credit cards as a payment system revolutionized the process of 
automated commerce functions. In the mid 1980¡¦s the introduction of the ATM card was the 
latest improvement to electronic commerce. The Internet was conceived in 1969 when the 
Department of Defence began funding the research of computer networking. The Internet, as a 
means for commerce, did not become reality until the 1990¡¦s. Before this time, it was mainly 
a tool for the army, and a research device for some American universities. Its popularity grew 
when it proved to become a fast and efficient means to conduct long distance transactions, as 
well as an effective way to distribute information. 
 
The electronic environment can be intimidating to many smaller firms and the developments of 
information system such as electronic marketplaces remain a mystery to many SME’s.   The 
1990s have witnessed the proliferation and hyper growth of the Internet and Internet 
technologies, which together are creating a global and cost effective platform for businesses to 
communicate and conduct commerce. There is no doubt that the growth of e- commerce will be 
enormous proportions ($2.2trillion by 2004according to Arther Andersson, $1.3 trillion by 
2003according to Legg Mason Wood Walker, and $ 2.7 trillion by 2004 according to Forester 
Research) this plat form is providing the opportunity for large and midsized businesses to 
leverage past IT investments and fundamentally reengineer the way in which they do business 
and interact with customers, suppliers, and partners. Additionally, this is enabling smaller 
businesses to gain the efficiencies and cost savings that once were afforded only to large 
businesses (Weller, 2000). There is evidence that shows that how SME’s around the world are 
embracing electronic commerce and spending increasing amount of resources on information 
technology. For example, the US Small Business Administration (2000) reports that SME’s in 
Germany, France, and UK spent around $106 billion on IT and telecommunication in 1999. 
Similar studies shows that this trend in other regions around the globe, such as North America, 
Europe and Asia (USSBA, 2000; Webb and Sayer, 1998; Le and Koh, 2001). Also, research  
shows that SME’s that utilize the Internet to conduct business have higher revenues (USSBA, 
2000).  
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Ghobadian and Gallear (1996) argue that SME’s are fundamental for current economies, and 
their importance is both at the micro and macro levels. For example, they found that over 99 per 
cent of the enterprises in the EU are micro, small and medium enterprises, employing over 70 
per cent of the total workforce. It is estimated that SME’s earned $3.5 billion in e- commerce 
sales during 1997 and this figure can grow from $25 billion to over $300 billion over the next 
few years (USSBA, 1999). According to USSBA (2000), it is expected that 85 per cent of the 
SME’s in America will be conducting e- commerce over the internet by 2002. Small businesses 
in Germany, France and in UK spent approximately $billion on IT and telecommunications in 
1999, while other small businesses world wide spent about $450 billion on IT and 
telecommunications (USSBA, 2000). 
 
When the technology bubble burst in 2000, the crazy valuation for online companies vanished 
with it, and many businesses folded. The survivors plugged on as best they could, encouraged 
by the growing number of internet users. Now valuations are rising again and some of 
dotcoms are making real profits, but the business world has become much more cautious 
about the internet’s potential. According to America’s Department of commerce, online retail 
sales in the world’s biggest market last year rose by 26% to $ 55 billion. (A survey of e-
commerce, The Economist 15may 2004) 
 

1.1 What is e- commerce?  
 
         Zwass (1998) uses a broad definition of e-commerce noting the significance of 
information transfer. He refers to it as: 
 
‘‘The sharing of business information, maintaining business relationships, and conducting 
business transactions by means of telecommunications network’’ 
 
Electronic commerce denotes the seamless application of information and communication 
technology from its point of origin to its end point along the entire value chain of business 
processes conducted electronically and designed to enable the accomplishment of a business 
goal. these processes may be partial or complete and may encompass business to business as 
well as business to consumer and consumer to business transactions.(Wigand 1997, P5) 
 
 

1.2 SME’s 
 
The sector of small and medium sized businesses (SME’s) is an important factor in most 
economies and considered to be the life blood of modern economies.  
 
There is no unique definition for Small and medium-sized enterprises. According to Pobobsky 
(1992), a study conducted by the International Labour Organisation (ILO), more than 50 
definitions were identified in 75 countries, with considerable ambiguity in the terminology 
used. The enormous variety of criteria applied includes size of workforce or capital, form of 
management or ownership, volume of sales, production techniques, client numbers and levels 
of energy consumption. 
 



 3

 
According to the European Network for SME’s Research (1998), a lot of companies in 
Europe can be classified as small and medium-sized enterprises (SME’s) and due to the 
uncharted area of SME’s; there is strong need for a better knowledge about their specific 
characteristics. More so, the emphasis that comes to be placed on SME’s is also associated 
with the failure of the large scale manufacturing sector in meeting many of modernisation and 
growth theories (Khalid 1995). To Landström and Johannison (1998), research about small 
businesses in Europe is also fragmentary and heterogeneous. 
 

1.2.1 Definition of SME’s 
 
In terms of definition, there is no single, uniformly acceptable one for small firm (Storey, 
1994). Firm differs in their levels of capitalization, sales and employment. Hence, definitions 
that employ measures of size (number of employees, turnover, profitability, net worth etc) 
when applied to one sector could lead to all firms being described as small, while the same 
definition when applied to a different sector would lead to different results (Quartey, 2001).  
 
“UNIDO’s definition for Industrialized countries 500 workers and more Large firms, 100-499 
workers are Medium Firms and Small firms with less then or equal to 99 workers. 
 
“SME’s definition according to Commission of the European Communities (EC, 1996) 
Medium-sized enterprises have 50-249 employees, less than or equal to 40 million Euro, total 
capital employed-less than or equal to 27 million Euro. Small Enterprises have 10-49 workers, 
less then or equal to 7 million Euro in revenue and total capital employed-less than 5 million 
in Euro”.  
 

1.2.2 Characteristics of SME’s 
 
In order to clarify the strategic role of SME’s in global economies it is important to 
distinguish their inherent characteristics. SME’s have their own characteristics which 
distinguish them from big companies Such as: 
 
Organization: 
 
Organizational structure in SME’s is organic compared to a more bureaucratic structure in 
large firms (Ghobadian and Gallear, 1996). SME’s are characterised by an absence of 
standardization and formal working relationships, usually have a flat organizational structure, 
and staff development is limited. These characteristics make SME’s more flexible to 
environmental changes and research has found that small firms are perceived of as being 
significantly more flexible than large firms (Storey and Cressy 1995; Levy 1998). 
 
Risk Taking: 
 
 Hambrick and Crozier (1985) suggest that several risks are involved in rapid growth, and that 
the “stars” of rapid growth manage these risks successfully. However, there is also research to 
suggest that the risk taking propensity and patterns do not differ between failing and 
successful small firms (Delmar 1995). 
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Flexibility: 
 
 Because of shorter communication lines between the enterprise and its customers, the SME’s 
can react in a quicker and more flexible way to customers’ enquiries (Hollensen,2001). 
 
Externalities:  
 
 Externalities are those activities by an economic actor (e.g. an enterprise) which may have 
consequences for society, positive or negative, beyond the individual firm or its employees. 
This concept is often used to justify state intervention to curb pollution, but can also justify 
support for small businesses. Small businesses are seen as important sources of new jobs, 
regional development, innovation  and competitiveness. (Sara Carter, Dylan Jones –Evans: 
Enterprises and small business2000). 
 
Monopoly:   
 
 If markets are dominated by one or small businesses, then prices may be higher and output is 
kept lower than the ideal free market equilibrium. In such circumstances, it may be justified to 
provide support to small businesses in order that they can compete with monopolistic larger 
businesses, and hence benefits customers through lower price and wide choice.  (ibid) 
  
 

1.3 E- Commerce & SME’s 
 
Electronic commerce is fulfilling its early promise for business- to- business trade. 
Marketplaces that connect buyers and sellers are up and running in many product categories, 
and are creating value by making trade more efficient. The experience of early participant 
suggests that an electronic marketplace can capture saving of 10 to 20 percent on sales and 
deliver lower prices for buyers. (Kennethet al; 1998) 
 
Although large organizations provide much employment and training across Europe, in many 
areas it is the small firm that provides the majority of opportunities for employment, learning 
and development. Growth oriented small business make a major contributions to economic 
development and employment generation within local communities and national economies 
(Smallbone and Wyer, 2000). For example, the European commission recognises that the fate 
of SME’s is vital to regenerate areas where traditional industries have contracted due to fierce 
global competition (commission of the European community, 1998). Small firms play an 
important role, representing around 99.8 per cent of all business activities in the European 
Union, and accounting for 68 % of total employment and 63 % of business turnover (Matlay, 
2000).  
 
The use of information and communication technologies by small organizations has been 
regularly monitored by the Small Business Research Trust (SBRT) since 1985. the SBRT has 
reported the increase from 36% of SME’s having personal computers(SBRT, Vol.1 No.3) to 
near saturation by 1996( SBRT, Vol. 12 No.12) cited in Gray and Lawless, 2000). Brock 
(2000) notes that small firms use ICT more as tools to support organizational tasks like 
administration and accounting , rather than for formal , internal communications as in larger 
organizations. The size of the firm does not necessarily determine levels of ICT awareness, as 
very small firms can be high IT sophisticated (Gray and Lawless, 2000). 
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1.4 B2B E- Commerce and SME’s 
 
Business–to–Business electronic market places are the advanced form of e-business which 
brings together buyers and sellers to conduct commercial transactions by electronic means. 
Their different forms range from simple catalogue-based online buying and selling to 
sophisticated process integration solutions. In this way, e–markets contribute to improving 
efficiency and enhancing the productivity and competitiveness of enterprises. However, 
despite the potential benefits of business -to-business e-commerce, the participation of small 
and medium sized enterprises is still relatively low as compared to large companies. 
 
B2B e-commerce in SME’s has been becoming a popular way of conducting transactions 
between companies in European Union countries. Many enterprises have adopted ambitious 
strategies to increase the efficiency of internal business process as well as to improve and 
streamline the customer relationships. (EC report 2004). 
 
 

1.5 Problem Discussion 
 
E- Commerce, i.e. buying and selling online is becoming a very popular way of conducting 
transactions between companies. A large number of companies have adopted ambitious 
strategies to increase the efficiency of internal business process as well as to streamline the 
customer relationships. SME’s seeking to develop a strategy to support participation in 
electronic marketplaces requires an understanding of both benefits to be gained and the 
barriers to be overcome. This section of thesis examines the literature to identify the strategies, 
benefits and barriers. 

1.5.1 E- Commerce Strategies and SME’s 
 
E -commerce has provided a lot of opportunities to improve the performance of businesses. E- 
Commerce is one of the most popular form of electronic technology applied to businesses and 
its impacts on competitive strategy and its formulation is regarded to be 
fundamental.(Lanckriet an Heene,1999). The selection of suitable e-commerce application is a 
strategic way which must be made in the context of company’s competitive strategy (Evans 
and Wurster, 1999). The suitable option about e-commerce strategies for brick-and-mortar 
SME’s is expansion of their customer base and leveraging their customer services (Sekhar, 
2001; kienan, 2000; et al).   
 

1.5.2 Benefits for SME’s to Adopt E- Commerce 
 
The advantage of e- commerce participation for SME does relate to their ability to keep pace 
with a changing business landscape. Brought about by information technology (IT), these 
changes include facilitated access to global market, changing production methods and costs, 
enhanced communication, reduce transaction costs, and stimulated competition(Scully and 
Woods,2001;Timmers, 1999;Tumolo,2001). The size of the firms enables SME’s to be more 
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adaptable and responsive to changing conditions than large organizations (Walczuch et al., 
2000) and to benefit from the speed and flexibility that the electronic environment offers. 
 
The new environment promises much to SME’s from e-commerce, but adoption levels remain 
low (Levy and Powell, 2003; Mehrtens et al, 2001; Poon, 2000). This is partially due to lack 
of understanding of the benefits SME’s can achieve (Goode, 2002) and of unrealistic 
expectations of benefits and the difficulties of evaluating them (Poon, 2000). In contrast, the 
literature on the electronic marketplaces does not differentiate between sizes of firm, but 
rather takes a “one size fits all” approach to benefits (Fariselli et al., 1999). 

1.5.3 Barriers for SME’s to Adopt E- Commerce 
 
E-commerce has often been described as the gateway for SME’s to global market. However, 
despite the potential benefits, many SME’s are facing problem to engage in electronic 
commerce. Many SME’s are not achieving even minimal levels of e-commerce adoption raising 
concerns as to why adoption programmes, many of them government led, are not more 
successful (Jutla et al., 2002; Korchak and Rodman, 2001;Van Beveren and Thomson,2002). 
Major barriers to increasing adoption remain: lack of resources and knowledge (Cragg and King, 
1993; Mehrtens et al, 2001), the skill level of business operators ( Darch and Lucas, 2002;Duan 
et al , 2002), the lack of trust in the IT industry (van Akkeren and Cavaye,1999; Bode and Burn , 
2002), and the lack of e-commerce readiness in some industry sectors(Lewis and  
Cockrill,2002). A further barrier is the lack of recognition of the potential to improve business 
appropriate to the effort and cost of adoption and lack of understanding of the realisable 
benefits (Goode, 2002; Poon, 2000). 
 
Those SME’s that have overcome these barriers and started along the road to online business 
often remain reluctant to move into the electronic marketplace environment. The evidence for 
this being increasingly reported in the business press (Ersbschloe, 1999; Howarth, 2002), but 
remains largely anecdotal. However, research into the effects of global markets and supply 
chain is beginning to examine more aspects of SME’s’involment in e marketplaces (Fariselli et 
al., 1999; Gulledge, 2002; Stockdale and standing, 2003a). 
 
 

1.6 Research Problem 
 
Small to medium-size firms (SME’s) make substantial contributions to national economies 
(Poon and Swatman, 1999) and are estimated to account for 80 per cent of global economic 
growth (Jutla et al, 2002). However, despite a wealth of initiatives from governments, 
significant concerns remain as to how smaller businesses can benefit from the electronic 
environment (Van Akkeren and Cavaye, 1999; Korchak and Rodman, 2001; Lewis and Cockrill, 
2002). 
 
Although the availability and falling cost of personal computers have had a major effect on the 
ability of SME’s to compete in electronic commerce (Cragg and King, 1993; Poon and 
Swatman , 1999), the impact of this has been a mixed blessing for many firms. The breadth and 
speed of the changes brought by the internet have radically altered the business landscape. 
Firms need to plan effective strategies to realise benefits from the dynamic and information rich 
environment (Downes and Mui, 1998).  
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Purpose 
 
The purpose of this thesis is “to describe the development of e- commerce in SME’s in business- 
to- business perspective”. 
 

1.7 Structural Body of the Thesis 
 
After that  Chapter first , the structural body of the thesis is as: Chapter Second: Literature 
Review, here we have described the strategies, models , benefits and barriers of SME’s ,this 
chapter gives the better understanding to reader about the problem area. Chapter Three: 
Conceptual Frame of Reference, in this chapter three research questions are formulated which 
are relevant to literature review. Chapter Four: Methodology, in this chapter research strategy 
and research approach is described. Chapter Five: Data Collection, empirical data is selected 
from two Swedish companies. Chapter Six: Analysis, here selected data is analysed in both way, 
within-case analysis as well as cross case analysis. Chapter Seven: Conclusions and Findings 
this is the last chapter where conclusion and finding are presented from our research work. 
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2 Literature Review 
 

In this chapter we have discussed problem area in detail where strategies of e- commerce, 
models of e- commerce, benefits  and barriers of e -commerce by SME’s are discussed in 
detail.    
 
Benefits of e-commerce for both large and small companies have been well established and 
documented (Josph et al., 2001; Bellman 2001; Schneider and Perry, 2000).Despite the 
shakeout of dot-com companies, e- commerce has been growing by staggering proportions. A 
report by the US Commerce Department noted that whereas traffic on the net was 100 million 
worldwide by the end of 1997, a billion people are expected to log on by 2005( Ingersoll , 
1998) . Forrester Research, a reputable research firm, has predicted that on line business to 
consumer sales will increase from 20.3 billion dollar in 1999 to 38.8 dollars by 2002(Korper 
and Ellis, 2001). Consumer e- commerce is expected to reach 380 billion dollars by 
2003(Dedhia, 2001). In the immediate future, business to business transaction volumes are 
expected to outrank business to consumer transactions (Tiernan, 2000). 
 
There is no doubt that the large companies appear to dominate e-commerce, but small 
companies have increasingly joined the trend. Involment of  small businesses in e- commerce 
was estimated by the International Data Corporation to be over 4.3 million by 
2001(Kienan ,2000)and by Access Media International to be over 5 million by 2002 
(Tiernan,2000). According to Forrester Research, 45 percent of small companies, 85 percent 
of medium size companies, and 98 percent of large companies will participate in e-commerce 
in 2002. 
 
 
SMEs Take Up of E- Business Techniques 
 
 
Table 1 presents data on the take-up rates of different aspect of e-commerce by SME’s in a 
selection of EU countries and Norway. In these countries, between 86 per cent and 96 per cent 
of SME’s use ICT and over 60 per cent have Web access. A smaller proportion of SME’s 
have their own Web sites, especially in Italy, and those percentages fall further for making e-
commerce purchases and e-commerce sales. These take-up rates among SME’s in Europe are 
impressive and equate well with US take-up rates for all types of business enterprise (Buckley 
and Montes, 2002). However, they massively overstate the level of e-business (and in effect 
only e-commerce) engaged in by SME’s. 
 
Table2.1 SME’s e-business adoption rates in 2001 – selected countries 
 
 
SME’s (%)         UK       Austria      Sweden      Italy       Netherlands        Norway 
Using ICT              92          92           96               86               87                      93 
Web access         62           83           90               71               62                      73 
Own Web site     49           53           67                9                31                      47 
Making e-commerce 
 Purchases                 32               14             31                  10                   23                           43                                           
Making e-commerce 
 sales                   16            11           11               3                  22                      10 
Source: European Commission (2002, p. 4) 
---------------------------------------------------------------------------------------------------------------------------------------- 
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2.1 E-commerce Strategies and SME’s 
 
E-commerce offers a rich array of opportunities to improve business performance. Choosing a 
particular e-commerce application is a strategic decision that must be made in the context of 
the company’s competitive strategy. Strategic approach to e-commerce decisions has become 
increasingly important as a result of the explosive adoption patterns rendering competitive 
aspects crucial (Evans and Wurster, 1999; Straub and Klein, 2001). E-commerce is one of the 
most popular forms of electronic technology applied to businesses and that its impact on 
competitive strategy and its formulation is regarded to be fundamental (Lanckriet and Heene, 
1999). Adapting to changes in technology is a key factor driving competitive advantage 
(Porter, 1980; Miles and Snow, 1978). 
 
An empirical study by Straub and Klein (2001) identified three progressive levels to which 
companies evolve in their attempts to pursue e-commerce strategies. At the initial level, the 
 

• Focus is mainly on cutting costs or raising productivity.  
 

      At the second level  
• The focus shifts to the use of e-commerce to access new customers and 

markets. 
 

• The third level builds upon gains at the previous levels; companies seek 
sustainable competitive advantage by attempting to achieve a complete 
integration of e-commerce into the company’s overall business strategy.  

 
Most large companies advance to the third level objectives whereas SME’s focus on the first 
and second levels. Third level objectives reflect greater complexity and risk (Straub and Klein, 
2001) and SME’s are less likely to pursue these objectives, at the present stage is the learning 
curve, due to their relatively limited access to slack resources to absorb the risks. Also, more 
sophisticated e-commerce features such as personalization for customer specific content may 
be more affordable to larger companies (Korper and Ellis, 2001). Among the e-commerce 
strategies (Sekhar, 2001; Kienan, 2000; Calkins et al., 2000) the suitable options for the 
brick-and- mortar SME’s includes expansion of their customer base, leveraging their 
customer service, and improving their purchasing management. The e-commerce strategy 
associated with customer base expansion entails operating a Web site to provide product 
information, building brands and advertising, and selling products online (Sekhar, 2001). One 
survey has shown that a greater proportion of SME’s use e-commerce as a mechanism for 
marketing activities rather than providing online purchasing (Rosen, 2000). Online sales 
opportunities face limitations due to security risks (Patton and Jøsang, 2004), perceived by the 
potential customers to provide their credit card information online (Griffith and Palmer, 
1999;Rennhard et al., 2004), and the concerns over the cannibalization of a company’s 
traditional channel sales by the online sales (Tiernan, 2000). 
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2.1.1 E-commerce strategy to Access new customer 
 
 Another e-commerce strategy which constitutes a supplementary measure to the strategy of 
accessing new customers is customer service (Pitera, 1999).Features for customer service 
include, for example, providing thorough product information, implementing a question and 
answer data base, designing an easily navigated Web site, making it simple and secure to 
order online, warranty information, and clearly stated return policies and procedures Korper 
and Ellis, 2001; Schneider and Perry, 2000). SME’s may also utilize e-commerce to reduce 
their purchasing costs. E-commerce allows for a low transaction cost environment where 
search, price and terms negotiation, payment and settlement related costs decrease 
significantly (Kambil, 1995). Moreover, in the e-commerce context, the information 
asymmetry advantage by the suppliers, where the purchasing company falls prey to the 
suppliers’ premium pricing resulting from a lack of knowledge of the competition’s products 
and prices are also diminished (Strauband Klein, 2001).  
 
It is contended that SME’s formulate the aforementioned e-commerce strategies consistent 
with their competitive strategies. Widely accepted understanding of competitive strategy is 
offered by Porter (1980) who distinguished between differentiation and cost leadership 
classifications. 

2.1.2 Differentiation and Cost Leadership strategy   
 
SME’s tend to favour a differentiation strategy and are less apt to pursue cost leadership 
strategy due to their inability to utilize economies of scale (Miller and Toulouse, 1986). 
However, SME’s may also favour a hybrid strategy (i.e. combinations of cost leadership and 
differentiation strategies) which may yield multiple sources of competitive advantage (Wright 
et al., 1991; Miller and Dess, 1993). Hybrid strategy may be feasible for the SME’s in 
particular owing to their adaptive and flexible characteristics. Differentiation strategy 
compares with Miles and Snow’s (1978) prospector strategy, cost leadership strategy with 
their defender strategy (Segev, 1989), and hybrid strategy with their analyzer strategy 
(Venkatraman and Prescott, 1990). Differentiation and Prospector archetypes strive to grow 
by offering innovative products, a greater array of product features, higher quality offering 
than the competitors, and superior service. Cost leadership and defender archetypes tend to 
grow by offering lower prices than competition, create a stable domain, and rarely seek new 
market opportunities. Hybrid and analyzer archetypes strive to defend existing product 
markets through efficiency oriented approaches while seeking new markets through 
entrepreneurial endeavours (Venkatraman and Prescott, 1990).  

2.1.3 E-Commerce Strategy Focused on Customer Base Expansion 
 
E-commerce strategy focused on customer base expansion is more likely to be adopted by the 
SME’s pursuing differentiation and hybrid competitive strategies rather than cost leadership 
strategy. Cost leaders rarely scan the environment for new opportunities, have lower risk-
taking propensity and focus mainly on defending their turf. The SME’s pursuing 
differentiation and hybrid strategies are likely to adopt e-commerce strategy focused on 
customer service in parallel with the strategy of customer base expansion in order to achieve 
superior performance outcomes (Kienan, 2000; Reynolds, 2000). 
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2.2 Models of E-Business Adoption 
 
In this part we are presenting three popular models of e-commerce which are adopted by 
SME’s usually. 
 

2.2.1 Adoption Ladder Approach 
 
SME’s take-up rates of ICT and the techniques of e-business along with their geographical 
patterns are, however, only snapshots of business level processes of investment decision-
making and innovation. What is more, when they are viewed from a purely technological 
perspective, they tend to suggest that engagement with the technology of e-business is 
sequential and progressive. The sequence begins with the use of e-mail and progresses  
 
through Web site development to the buying, selling and payment mechanisms of e-
commerce, to the supply chain management of e-business and the new business models built 
on full immersion in the technology. This “adoption ladder” approach is favoured by the UK 
government’s Department of Trade and Industry (DTI) and is illustrated in Figure 1 which 
details the elements of organisational sophistication that are seen as accruing at successive 
steps on the ladder. Indeed, the ladder lies, “at the heart of [UK] governmental understanding 
of the adoption of ICTs by existing small firms” (Sergeant, 2000, cited in Martin and Matlay, 
2001). It implies that business benefits derive directly from the organisational change and 
increasing ICT sophistication that the Internet facilitates. That change is progressive and the 
greater sophistication derives, in turn, from the supposed unique qualities of the Internet: 
  

• ubiquity; 
• interactivity – that permits collaboration; 
• speed – that allows businesses to build quickly; and 
• Intelligence–endowing the ability to retrieve, store and process 

information. 
 
These qualities, it is argued, offer new ways of organising value chains (especially 
disintermediation and reintermediation) and allow new forms of marketplace to emerge 
(Kenney and Curry, 2001). But, to achieve the goal of becoming an “e-SME’s”, the Local 
Futures Group (2001, cited in Dixon et al., 2002) suggests that firms must cross two digital 
divides. The first divide involves acquiring basic ICT skills and technology to operate e-mail 
and simple brochure web sites. The second digital divide is the threshold to e-business proper, 
and requires advanced technology and IT skills (including R&D) and a wide range of 
specialist business skills and knowledge in areas such as management, strategy and marketing. 
 
 The benefits of this “adoption ladder” approach are that it highlights the transformational 
aspects of technology and the key social processes from which it emerges (Scarborough and 
Corbett, 1992). However, it remains a profoundly and problematically deterministic view of 
change and implies that: 
 
Technological necessity operates by welding science, technology, markets and organizations 
together in an objective and interlocking chain (Dixon et al., 2002, p. 6). 
 
It implies that all SME’s have the need and opportunity to follow one prescribed course; with 
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the implication that not to finish the course (cross the divides and climb to the top of the 
ladder) is some kind of failure. 
 
 
 
 

 
Figure:2.1 
 

2.2.2 PITs Model by Foley and Ram  
 
Perhaps a more sympathetic way to view and interpret patterns of take-up of e-business 
techniques among SME’s, is provided by Foley and Ram’s (2002) PITs model which better 
accommodates the diversity of application and adoption of ICT and e-business approaches 
amongst SME’s. The model has two elements: what functions ICT can be used for in the firm, 
and what activities it can be applied to (Figure 2).First, ICT and the Internet can be used by 
SME’s for three increasingly sophisticated activities, which give the model its name: 
 
(1) to publish and publicise information on a web site, such as product and contact                        
details and other “brochure ware”, plus terms and conditions or delivery schedules; 
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(2) to interact with customers and suppliers through automated communications systems that 
are more than the simple exchange of emails and, for example, verify credit cards or recognise 
returning customers; and  
 
(3) to transform the way a business undertakes its activities, allowing customers to specify 
delivery times and places or enabling real time tracking of deliveries, for example. 
 
Second, this progressive e-business sophistication can be applied to some, or even all, of a 
number of areas of business activity within an SME’s (also see The Economist, 2000b). In the 
finance area, for example, it might be introduced for account reconciliation with customers 
and suppliers, online access to banking, and to communicate and transact with accountants 
and statutory bodies on tax matters. Foley and Ram (2002) recognise six of these areas of 
activity in SME’s (Figure 2): 
 
(1) logistics and delivery; 
(2) finance; 
(3) purchasing and procurement (including the management of infrastructure and support      
services); 
(4) operations, processing and assembly (including process, product and services R&D); 
(5) marketing and sales; and 
(6) after-sales service. 
 
 
 
 

 
Figure:2.2 The PITs model of ICT adoption by SME’s 
 

2.2.3 A Stage Model for E–Commerce Development 
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          O’ Connor and O’Keefe (1997) and Timmers (1999) describe business model of e-
commerce. The first O’Connor characterized the models by the level of information content 
and level of transactions. Later on Timmer (1999) characterizes a business model using two 
dimensions: 

• Level of functional integration 
• Degree of innovation 

 
S. Subba Rao and Glenn Metts and Carlo A. Mora Monge believe that ‘ A stage is a set of 
descriptors that characterize the evolutionary nature of e/commerce’. Such descriptors are for 
example, brochureware, online catalogues, online financial transactions, etc. the propose that 
e-commerce development takes place in four stages (see Figure 3). 
 

1. presence 
2. portals 
3. transactions integration , and 
4. enterprises integration 

 
 

 
 
Figure 2.3: Stages of e-commerce development and their characteristics 
 
Though the stage model as proposed appears sequential, it is necessary that a company begins 
at the presence stage and then progresses through subsequent stages. The model allows for a 
company to enter at any stage. As technology and e-commerce awareness increases it can be 
anticipated that any SME’s may enter a later stage, leapfrogging earlier stages in order to 
accelerate its development process. Every stage has benefits and some barriers for SME’s 
have and described in the following paragraphs 
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2.2.3.1 Presence 
  
Most companies make their first steps in electronic commerce by displaying their company 
brochure and product offer on a Web site (Timmers, 2000). The presence stage involves the 
initial steps that organizations do to get involved in a digital environment. This stage is 
characterized by an organization having a ``window to the Web’’ (Barry, 2000). At this stage 
the Web site provides information and primarily one-way communication to any potential 
user. This stage is best represented by a company having a Web site that provides information 
about the company’s products and services, contact information, and other relevant 
information in a static manner. Another important characteristic of this stage is that there is no 
integration with internal and/or external processes, and the presence is primarily used to 
attract new customers (O’Connor and O’Keefe, 1997). 
 
Facilitators 
 
 Facilitators of this stage include not only the physical creation of the site but a umber of 
activities and/or management level mindsets that would precede the development of the site. 
One of the most important facilitators at this stage is commitment. commitment refers to 
strategic organizational motivation to use the Internet as a mechanism for achieving some 
strategic objective whether it be increasing sales, providing better service to existing 
customers, making information more available and/or at a cost savings (i.e. catalogue 
shoppers). Thus, commitment is considered to be a necessary factor for the long-term success 
of e-commerce development. 
 
Other important facilitators include content, price flexibility and competitive access cost for 
the target users. Content (Jeffcoate et al., 2000) refers to the effective presentation of a 
product or service on a Web site. In other words, a company must have a product that presents 
itself well through this medium and have taken the appropriate steps to ensure that the site is 
attractive and user friendly. Price flexibility refers to the ability of a company to absorb the 
competitive environment of the Web and still achieve acceptable levels of profitability. The 
nature of the Web is that a regional pricing strategy can be almost immediately exposed to 
global competition at a level that, when transportation cost is taken into account, may make it 
infeasible for a given company to do business beyond their regional market. Therefore, any 
company contemplating such a move should do planning prior to investing in a Web channel 
to make sure that they can handle the competitive environment. Access cost is an external 
factor that refers to the relative cost of consumer access to the Web. Access cost is a 
governmental/technological facilitator to the extent that government policy and regional 
technology availability is in place to support vibrant Web usage for the targeted users. 
 
 
 
Barriers 
  

• The barriers a company may face at the presence stage include: 
 

• Technological resistance within their organization and in-house know-how’’ or 
expertise; 

 
• Acceptance of growth by managers; 
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• Financial investment; and 

 
• Development of telecommunication infrastructure. 

 
 

Although top management may be convinced of the new direction and be committed to it, 
lower level managers’ attitudes toward technological acceptance could be a significant 
obstacle to the successful implementation of e-commerce (Durlacher Research Limited, 2000). 
An alternative is to use an e-commerce consultant to work with and guide internal staff 
through this critical step. Management level acceptance can be a barrier because there are a 
number of issues including aggressive growth, increased competition and the potential for 
performance pressures that may accompany any new undertaking. The financial cost to the 
organization, including hardware investment, training, and adoption cost, can be very 
substantial for SME’s and therefore be a barrier in adopting e-commerce (Walczuch et al., 
2000). While the cost of software and hardware has significantly decreased in recent years, it 
remains significant for certain types of businesses. For example, a company with an extensive 
product mix may incur substantial costs related to reproducing their catalogue on the Web 
because of the lack of adaptability of the publishing technology they currently use. Another 
barrier discussed here is the development of telecommunications infrastructure (APEC, 1999). 
The non availability of competitive telecommunications capability and the development of its 
infrastructure is an important barrier to e- commerce among SME’s (Le and Koh, 2001). 

2.2.3.2 Portals 
 
The portals stage is viewed as the introduction of two-way communication, customer or 
supplier order placing, the use of profiles and cookies. The main difference between this stage 
and the presence stage is the capability of two way communications between the business and 
customers (B2C) and/or between businesses (B2B). The information provided in the presence 
stage can be coupled with facilities for ordering, product feedback, and product and/or quality 
surveys. This allows not only the attraction of new customers, but it also allows the company 
to engage and retain visitors, and relate them to their individual preferences for customization 
purposes (Le and Koh, 2001). Another advantage of this stage is the ability to link 
information displayed with inventory data, and search capabilities for the users (Timmers, 
1999). It is important to note that although there is two-way communication at this stage, it is 
not possible to process financial transactions. 
 
 Facilitators. There are three important facilitators that come into play at the portals stage: 

• internal organizational changes, 
• investment and 
• usability. 
 

At the portals stage the Web site becomes an information gathering and disseminating tool 
that must be connected to more than just the marketing or sales department of the organization. 
Others within the organization must be connected to the system in order to handle the 
increased traffic of the e-commerce system. This means that additional investment in training 
and hardware/software could be very beneficial to the smooth implementation of the 
organizational strategy. Internal organizational changes at this stage can enhance the 
additional inter-actions taking place with customers and suppliers. For example, re-structuring 
the sales department to ensure that Web orders are filled with the same priority as other orders 
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will encourage the further development of the e-commerce side of the business (Vlosky, 
1999). Another facilitator at the portals stage is usability, which refers to the development of 
user-friendly Web site interfaces and designs. The internal users are more likely to adapt  
 
 
quicker if the system is easy to use. External users are also more likely to utilize the system if 
it is properly designed and easy to use (Chapman et al., 2000). 
 Barriers. In addition to all the barriers listed for the previous stage, at the portals stage there 
are two important barriers, first, 
 
• development of B2B interfaces and, second,  
• cultural and/or language issues.  
 
 The degree of integration at this stage is driven by the level of technological development 
outside the organization as well as within. If suppliers are not capable of or are not willing to 
utilize the system, further   development can be hindered. The organization may be faced with 
a dual problem whereby small suppliers are technologically deficient and are not developed 
enough to participate while at the same time much larger suppliers may be technologically 
inflexible and not interested in participating. The organization faces substantial challenges in 
attempting to overcome these issues and may find out that an ideal structure is not obtainable 
with the current supply base; therefore adjustments may have to be made to the level of 
integration and/or the pace of the development. Culture and/or language (Zhivago, 2000; 
Timmers, 2000) can become more of an issue here because of the fact that the Web site is not 
only being used as a marketing front but is being relied on for effective business 
communication. The sudden move into a global marketplace with two-way communication 
can produce multi-lingual requirements on staff and cultural issues on web site design and 
product/market strategies. 
 

2.2.3.3 Transactions Integration (TI) 
 
The transactions integration stage (TI) is differentiated from the portals stage mainly by the 
presence of financial transactions between partners. This in turn will require higher technical 
capabilities and IT infrastructure and, thus, SME’s will face new challenges to overcome. An 
important characteristic of the TI stage is that interactions can be for selling as well as buying. 
This stage can include the participation in virtual communities, that allow participants to share 
information around an area of common interest (Timmers, 2000); electronic auctions, where 
sellers offer products or services to buyers through a Web site with a structured process for 
price setting and order fulfilment, third party e-marketplaces, where a third party provider 
places the catalogues of suppliers online, and offers catalogue search, ordering and payment 
facilities in a secure environment to purchasers. Integration at this stage is viewed as the 
integration of internal processes, which allows for the optimization of all the operations of the 
organization. Also, the level of collaboration and sharing of information between partners is 
considered to be low. 
 Facilitators. Here are five facilitators for this stage. They are: 
 

• the ability to extend IT technology within the SME’s from a financial 
     investment perspective; 
 
• the ability to have acquired or to acquire the necessary internal IT 
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          competencies; 
 

• partnerships for B2B and third party opportunities; 
 
• e-commerce community development; and  

 
• selection of competitive payment systems. 

 
A SME’s at this stage must possess a higher level of technological ability in order to run the 
e-commerce business (Chesher and Skok, 2000). For this reason they must either have 
competent staff available to work on continual adaptation of the e-commerce effort or be able 
to obtain such services at a cost that will not erode the added value of the expected results. 
This is considered a facilitator because the SME’s can anticipate this need and plan for it, in 
other words it is within the strategic control of the SME’s. Partnering with a third party e-
marketplace and/or other businesses in B2B efforts is also something that can be addressed 
through planning and is necessary to achieve maximum benefit from the technology. The 
development of relationships with other businesses/customers and groups helps develop the e-
commerce community within which the SME’s can seek new opportunities for increased sales 
growth and profitability. A final facilitator is the selection of competitive payment systems 
(Fariselli et al., 1999). Here again the SME’s has control over the selection process and must 
make certain that their e-marketplace relationships can support their choice. The transaction 
cost of doing business over the Web is an important strategic consideration. Therefore careful 
evaluation of alternative systems and negotiating for the best rates is important (Bishop, 1999). 
This is an important area for collaboration between SME’s. Groups of SME’s can negotiate 
for better rates to help alleviate some of the transaction cost disparity between large trans-
national corporations and smaller enterprises (Farkas-Conn, 1999). 
 
 
 Barriers. There are a significant number of barriers at this stage because of the complexity of 
adding financial transactions to the e-commerce effort. With the addition of money 
transactions many external barriers, which are beyond the direct control of the SME’s come 
into play. Here are five of these barriers as: 
 

• financial systems; 
 
• governmental tax and trade policies; 

 
• security and/or privacy; 

 
• governmental contractual and legal environments; and 

 
• treatment of intellectual property. 

 
Financial systems vary throughout the developed and under-developed countries and the lack 
of compatibility can result in enormous problems for SME’s trading across borders 
(Walczuch et al., 2000). The lack of compatibility may result in either making financial 
transactions virtually impossible or making them so expensive that no added value is obtained. 
In this same vein are governmental tax and trade policies because taxes and/or tariffs may 
have to be reported and paid across borders. 
. 
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Security and privacy is another major concern because of the transmission of financial data 
including credit card and other financial related account numbers and information (USSBA, 
2000; Timmers, 2000; Bollo and Stumm, 1998). The regulation of encryption raises the 
potential for smaller enterprises being locked in to using a third party for transactions, 
potentially further increasing transaction cost to the SME’s (Timmers, 2000).  
 
Another important barrier at this stage is the development of international laws regarding the 
enforcement of contracts, taxation, privacy, patent, copyright, and trademark (USSBA, 2000; 
Timmers, 2000). The legal issues also have been discussed in the literature (Abell and Limm, 
1996). Under a proposed new European law an SME’s would face the prospect of being sued 
in any state where their Web site can be accessed (Sanderson, 2000). This kind of legal 
exposure is beyond the financial capacity of most SME’s. 
 

2.2.3.4 Enterprises Integration (EI) 
 
Enterprises integration (EI) refers to complete integration of business processes to the extent 
that old-line business is indistinguishable from online business. This level of integration 
involves high levels of collaboration between customers and suppliers. Enterprises integration 
includes full integration of B2B and B2C business including value chain integration. This level of 
integration utilizes the e-commerce systems to manage customer relationships (CRM) and the supply 
chain (SCM). This level of integration is e-commerce + CRM+ SCM. This stage is somewhat of an 
ideal concept for the ``e-world’’ environment. Many of the requirements of this stage still have 
technology problems and over-whelming integration issues. Successful players in the EI stage 
will be able to distinguish themselves if they: 
 

• intimately understand their partners’ current and future/strategic needs; 
 

• work proactively with their partners to create solutions that address 
     these needs; 

 
• use information sharing; and 

 
• have long-term contracts (Lacerra et al., 1999; Krause et al., 1998). 

 
It is argued that significant opportunities for improvement often lie at the interfaces between 
the various supply chain member organizations (Handfield and Nichols, 1999). 
 
 Facilitators.. The characteristics of the enterprises integration stage include all e-commerce 
and non e-commerce aspects of the enterprise. At this stage they become melted together to 
one system that serves all the needs of the enterprise. Whether an order is initiated by a Web-
based customer or a mail order customer does not matter. At this stage the e-commerce 
departments disappear and all business processes are fully integrated across internal systems 
and external collaborators and customers. The critical facilitators for this stage are first,  

•  the competencies of internal staff, second, 
• business process integration and control, and third, 
• back office integration.  

At this point technological considerations (barriers) interfere with the ability of the SME’s to 
help itself. Technology gaps exist now so that completion of this stage is not even possible 



 20

until further development occurs. Once the solutions are available however, the enterprise can 
begin the process of full integration. 
 
Barriers. There are significant technological barriers at this stage based on the fact that 
numerous technology gaps exist for SME’s to completely integrate all business processes. The 
barriers here include technology availability, technology diffusion regionally and globally,  
international standards for trade and transaction processing, development of e-markets, and 
network complexity. 
 
As we move into the future it is only a matter of time before these obstacles are successfully 
addressed. Most of these processes are dynamic in nature and involve very complex 
interactions between governments, technology based companies and the growing e-commerce 
world. Governments can encourage and influence technology diffusion within borders, which 
would increase the demand for e-commerce technology. Technology based companies, the 
producers of e-commerce solutions, will then have the required demand to make the 
appropriate investment in effective and efficient solutions to the technological issues. The 
need for international standards to handle financial, trade, legal, and security issues is also a 
barrier to full integration as well as a current issue for financial transactions (Le and Koh, 
2000). 
 
As companies move into new markets and with an increased emphasis on outsourcing non-
core competencies (everything from manufacturing to applications management), companies 
are conducting business with greater numbers of partners than ever before and are looking to 
information technology for better tools to manage these relationships (Upin et al., 2000). This 
in turn will undoubtedly create network complexities among the players in a supply chain. 
 

2.3 Opportunities and Benefits of E-commerce to SME’s 
 
E-commerce boasts number of opportunities and benefits to the SME’s some of which 
identified by yannis A. Pollalis 2000 and prime faraday technology watch may 2001 are as 
follows. 

2.3.1 Access to Global Market 

It tends to be assumed that over recent decades the world's economy has been characterized 
by increasing globalization. Precisely what this means is unclear but a popular view is that 
markets are now global, that everywhere large and small firms have equal access to markets 
that span the world. Moreover, it is also suggested that such activity is increasingly fuelled by 
access to the Internet and use of electronic payment systems. For example, a consumer in the 
European Community interested in unusual books may order a volume from a specialist 
supplier in North America, paying by credit card; the order and details of the credit card can 
be conveyed on the Internet, hence the transaction (at least prior to delivery) can be completed 
in seconds.( yannis A. Pollalis 2000) 

E-commerce has a potential to give SME’s access to global market immediately after the 
implementation. SME’s can gain global access to customers and suppliers by just launching 
the website.  
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2.3.2 Low Cost 

SME’s can achieve the low cost of communication e.g. order getting, order processing, 
promotion and advertising by implementing the e-commerce. E-commerce gives the 
opportunities to stream line internal and external processes to improve the cost efficiency of 
the SME’s. Access to global suppliers, appropriate level of inventories, in time deliveries will 
not only save the process cost but also prevent the cost incurred due to errors and 
inefficiencies (ibid). 

2.3.3 Improved Processes 

The process of going "on-line" with key business processes, from sales to production control 
requires mastering of the possibilities offered by information systems. Multimedia 
development tools, data base access, email, electronic documents become all part of the daily 
activities and key elements of the operations in even the smallest company that wants to 
benefit from electronic business (ibid). 

2.3.4 Enhanced Communication 

Markets throughout the globe tend to be dominated by the large global producers, the giant 
transnational corporations. It is in this context that there is a potential role for business among 
SME’s, and more particularly in the way in which this potential role may be influenced by the 
opportunities resulting from developments in electronic commerce technologies. However, 
one can argue that while in the short run the power of the Internet may favor SME’s, the 
growth in electronic commerce raises the danger of greater domination by transnational and of 
reduced openings for SME’s. Nevertheless, appropriate public policies may avert this danger 
and lead to new opportunities. These policies would include education and training which 
provides SME’s with the knowledge to access new technologies, linked to their awareness of 
possibilities for evolving appropriate networking relationships. The policies would also have 
implications for financial issues, as well as for the deployment of systems of electronic 
commerce at regional and global levels (ibid). 

2.3.5 Stimulated Competition 
 
As regards the selling of goods, it can be stated that sellers have adapted the internet to their 
current modes of business by using the internet as a new means by which to reach their 
consumers, but they have not moved beyond their traditional business models to take 
advantage of the power of the internet. The consequence is that, in the short run, the power of 
the internet as a sales vehicle will be inversely proportional to the size of the seller: the world-
wide web can instantly transform a smaller firm into a global distributor; by contrast, large 
corporations that already have their distribution network in place often find the web to be a 
niche channel, with direct web sales registering only a fraction of their total revenue. 

Finally, SME’s who do not keep up with the evolution are in danger of being left out in the 
international competition, particularly where larger corporations are pushing business that 
could be attractive for SME’s, e.g., the Japan Airlines website publishing invitations to tender 
internationally for non-strategic supplies that were previously limited to a small circle of 
suppliers. Other European companies are currently planning similar initiatives (ibid). 
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2.3.6 Networking 

The potential role of networking among SME’s in the context of electronic payment systems 
and virtual market-places lead to broader considerations: they raise queries about the role of 
electronic commerce regarding the formation of production networks, hence queries about 
synergies in creating appropriate networks which span production processes, electronic 
payment systems and virtual market-places. By a production network we mean a group of 
firms that co-operate over such input activities as finance, training, research and technological 
development, product design, marketing, export promotion and distribution. There has been a 
tendency for discussions about electronic commerce up to now to ignore these wider concerns 
involving production networks and hence these potentially crucial synergies see the overview 
of discussions reported in European Commission (1996). 

Leaving aside electronic commerce, for the moment, if SME’s are to be more than marginal 
players in the economies of the future, there is ample theoretical and empirical evidence 
pointing to the possible need for these firms to co-operate in certain forms of production 
networks. A considerable amount of recent literature has focused on allegedly successful 
groupings of firms, such as "industrial districts", "clusters" and "webs" as "systems of 
innovation (Yannis A. Pollalis 2000). 

2.3.7 Efficiency and Effectiveness 

Electronic Commerce aims at improving efficiency in terms of lower costs, improving 
effectiveness in terms of widening market potential and better meeting customers’ needs and 
enhancing product and service innovation, notably through customer-supplier interactivity 
(ibid). 

 

2.4 Barriers for SME’s to Adopt e -commerce 
 
 The barriers to e-marketplace participation sometimes reflect the more generalised barriers of 
e-commerce adoption, but are discussed here specifically in relation to the marketplace. The 
eight barriers to e-marketplace participation are identified in to two groups. They are 
classified in to two groups internal and external. 
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Figure:2. 4 SME’s barriers to e-marketplace participation 
 

2.4.1 Lack of Support from Market Maker 
 
Market maker often aims their marketing at the large corporations and do not perceive the 
difficulties of smaller companies and their differing needs (Howarth, 2002; Stockdale and 
Standing, 2003b). Although some marketplaces carry statements that they support smaller 
businesses, they may charge initial fees that are beyond the resources of many or require an 
understanding of, and commitment to, specialist software. SME’s are unlikely to commit 
resources without a recognisable return of benefits for the investment of time and money 
(Korchak and Rodman, 2001). 

2.4.2 Lack of standards 
 
The lack of a common framework for buyers and sellers hinders the development of many 
marketplaces. Currently, e-marketplaces often adopt their own platforms without regard to 
any industry or technological standards. Gulledge (2002) reports that over 120 standards that 
extend XML have been identified. Such variety can deter participation by large and small 
firms, unwilling to commit to software and training before they can identify returns on their 
investment (Howarth, 2002; Lucking-Reiley and Spulber, 2001). 
 
 

2.4.3 Understanding of the environment 
 
SME’s often do not have an understanding of the nature of the Internet and how it interacts 
with other methods of trading (Stockdale and Standing, 2003b), although this is not confined 
to smaller businesses (Porter, 2001). It is important for SME’s to understand that the Internet 
is not a substitute for established methods of trading except for companies that are created 
specifically for the Internet environment such as Amazon .For the majority of business the 
Internet is a complementary tool that can enhance their current business. 

2.4.4 Supply chain integration 
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Smaller companies do not often see themselves as part of a large supply chain. They 
underestimate how e-commerce can facilitate interaction with larger firms within a supply 
chain by enabling the sharing of information, electronic ordering (thereby dispensing with a 
paper system), electronic fulfilment, tracking, and efficiencies in cost and time (Korchak and 
Rodman, 2001). If SME’s do not understand that e-commerce competencies will support their 
ability to function within the larger supply chain they will lose out to other firms which can 
operate in the electronic market. 

2.4.5 Industry environment 
 
Many SME’s operate within a relationship environment that does not encourage innovation 
and there is little incentive to be the first mover in the transition to e-marketplaces. For 
example, while small companies that supply Ford or Renault must go to the major automobile 
marketplace, Covisint, to maintain that relationship, there is little incentive for publishers to 
go online as few of their buyers (bookshops) are sophisticated e-commerce users. 

2.4.6 Identification of benefits 
 
The perceived instability of the electronic environment hinders the progress of e-marketplace 
adoption. SME’s rarely benefit from being first movers unless action is in response to 
innovations in their external networks (North and Smallbone, 2000) and therefore, there is no 
incentive to undertake risk. There has to be some realistic immediate benefits to encourage the 
first move, before longer-term benefits become an issue (Korchak and Rodman, 2001). 
 

2.4.7 Global trading 
 
The ability to trade globally is often associated with the electronic environment. While e-
marketplaces can support many of the processes required to achieve global purchases and 
sales through offering customs advice, currency exchange and shipping services, many pitfalls 
remain (Ives and Jarvenpaa, 1991; Peppard, 1999). These can include language difficulties, 
cultural differences and import/export legislation. These are not insurmountable obstacles, but 
require recognition and understanding. 
 
 

2.4.8 Financial Constraints 
 
There may be an adverse effect on credit lines from trading through e-marketplaces for 
SME’s that do not have the financial backup to appreciate any differences in the trading 
environment. There is some anecdotal evidence that SME’s credit lines are not geared to 
frequently changing buyer/supplier relationships and financial institutions may be wary of 
extending credit for Internet-based trading. 
  
There is a wide variety of potential benefits and barriers to e-marketplace participation for 
small and medium sized businesses and there is no easy recipe for overcoming the challenges 
and realising the benefits. Some barriers relate to recognised problems common to SME’s e-
commerce adoption, such as connectivity, while others are more specific to the individual 
company such as lack of resources. In contrast, the realisation of the benefits of participation 
generally rests with the ability of individual SME’s to identify opportunities and to plan their 
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online trading effectively within the constraints of their industry environment. Effective 
planning of a participation strategy is therefore of critical importance if an SME’s is to realise 
benefits. 
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3 Research Questions and Frame of Reference 
  
The aim of this chapter is to summarize the literature which is discussed in previous chapters 
in order to find the research questions and frame of reference.  
 
 
At the end of the chapter one research problem and purpose of the thesis is described as  
 
“The purpose of the thesis is to describe the development of e-commerce in SME’s 
in business- to- business perspective”. 
 

3.1 Research Problem & Questions 
   

3.1.1 RQ1. How can strategies of e- commerce be described in SME’s? 
 
Michael E. Porter says that, having a strategy is a matter of discipline. It requires a strong 
focus on profitability rather than just growth, an ability to define unique value proposition, 
and willingness to make tough trade-offs in choosing what not to do. 
   
As we have discussed in previous chapter 2, that among the e-commerce strategies (Sekhar, 
2001; Kienan, 2000; Calkins et al., 2000) the suitable options for the brick-and- mortar 
SME’s includes expansion of their customer base, leveraging their customer service, and 
improving their purchasing management.  The e-commerce strategy associated with customer 
base expansion entails operating a web site to provide product information, building brands 
and advertising, and selling products online(Sekhar,2001). So from the above discussion we 
have formulated first research question. 

3.1.2 RQ2.  How can the benefits of e -commerce be described in SME’s? 
 
There are lot of benefits for SME’s to adopt e-commerce; some of them have been discussed 
in chapter1&2 by Yannis A. Pollalis2000. In 1990s, with the sudden growth of internet and 
internet related technologies which have created a global and cost effective platform for 
businesses to communicate and conduct commerce. And there is no doubt that the growth of 
e- commerce will be enormous proportions ($2.2trillion by 2004 according to Arther 
Andersson, $1.3 trillion by 2003according to Legg Mason Wood Walker, and $ 2.7 trillion by 
2004 according to Forester Research) this plat form is providing the opportunity for large and 
midsized businesses to leverage past IT investments and fundamentally reengineer the way in 
which they do business and interact with customers, suppliers, and partners. Additionally, this 
is enabling smaller businesses to gain the efficiencies and cost savings that once were 
afforded only to large businesses (Weller, 2000). It is obvious that SME’s are embracing the 
electronic commerce and spending increasing amount of resources on information technology. 
So from the above discussion we have formulated second question. 
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3.1.3 RQ3. How can the barriers of e-commerce be described in SME’s? 
 

Electronic commerce has open the way for SME’s to enter in global market, and sometime 
SME’s has to face some special barriers which may be internal of external barriers.  Lack of 
resources and knowledge (Cragg and King, 1993; Mehrtens et al, 2001), the skill level of 
business operators ( Darch and Lucas, 2002;Duan et al , 2002), the lack of trust in the IT 
industry (van Akkeren and Cavaye,1999; Bode and Burn , 2002), and the lack of e-commerce 
readiness in some industry sectors(Lewis and  Cockrill,2002) are major barriers. So keeping 
in view we have formulated third research question. 
 

3.2 Conceptual Frame of Reference 
 

In order to answer the research questions of this chapter we have to build a frame of reference 
and we do it from chapter one and two.  

According to Miles and Huberman (1994), a conceptual framework explains, either 
graphically or in a narrative form, the main things to be studied.  

The conceptual framework is most easily done after a number of research questions been 
made (ibid). To create this conceptualization the following presentation according to each 
research question is made. 
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Research question Theory used to answer Content 
How can strategies of e-
commerce be described 
in SME’s? 

All theories, strategies 
from chapter two and A 
Stage  Model for e –
commerce Development by 
O’ Connor and O’Keefe 
(1997) and Timmers 
(1999) 

- Strategy to Access new 
customer 

- Differentiation and cost 
Leadership Strategy 

- Customer base expansion 
- A stage model for e-

commerce development in 
e.g. Presence, portals, 
transactions integration and 
enterprises integration 

 
How can the benefits of 
e-commerce be 
described in SME’s? 

Theories from chapter one 
and two 

- Yannis A. Pollalis 
(2000) and Prime 
faraday technology 
watch (May 2001) 

- A Stage  Model for 
e –commerce 
Development by O’ 
Connor and 
O’Keefe (1997) and 
Timmers (1999) 

- Access to Global Market  
- Low cost 
- Improved processes 
- Enhanced communication 
- Stimulated competition 
- Networking 
- Efficiency and 

Effectiveness 
 
- Facilitators in different stages   
of Stage Model 

How can the barriers of 
e-commerce be 
described in SME’s? 

Theories from chapter one 
and two 

- Lack of Support from 
Market Maker 

- Lack of standards 
- Understanding of the 

environment 
- Supply chain integration 
- Industry environment 
- Identification of benefits 
- Global trading 
- Financial constraints 
- A stage model of e-

commerce development 
 
Source: Own Creations 

3.3 Emerged Frame of reference 
 
The Conceptualization presented in this chapter allows us to provide the study with a 
framework of theories. This makes a conceptual model evolve of how the different research 
questions connect to each other. First of all, the research questions based on the development 
of e-commerce are described in SME’s, and then three research questions for the development 
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of e-commerce in SME’s. In first RQ.1 how e-commerce be described in SME’s which 
strategies they are using and in which level they are? RQ 2 what are benefits using of e-
commerce and in RQ 3 what barriers they face during adaptation of e-commerce. So as we 
can see, every stage has an influence on the next. Since each research question use a specific 
set of theories, to describe the development of e-commerce in SME’s.             

RQ 1 
Strategies

RQ 3  
Barriers

RQ 2 
Benefits

Development of E-Commerce in SMEs

 
Source: Mustafa’s created  
 

3.4 Delimition: 
 
Almost all type of companies, large and SME’s have intention to adopt e-commerce because 
it has open ways to enter in worldwide market in an easy way. But our study will delimit only 
on small and medium sized enterprises as growth oriented small business make a major role to 
economic development and employment generation within local communities and national 
economies ( Smallbone and Wyer,2000). Small firms play an important role, representing 
around 99.8% of all business activities in the European Union and accounting for 68% of total 
employment and 63% of business turnover (Matlay 2000). In the literature review we have 
discussed three models, “Adaption Lader Approach”, “PITs model by Foley and Ram” and 
“A Stage model for e-commerce Development”. In This thesis we are going to select “a stage 
model of e -commerce development”. 
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4 Research Methodology 
 
In this chapter we shall discuss the choices and decisions concerning the research 
methodology and the case study research strategy which we have selected for our thesis. 
 

4.1 Research Process 
 
Malhotra, says that marketing research process consists of six steps that defines the tasks to be 
accomplished in conducting a marketing research study. And according to Zikmund (2000) all 
research has in common is that it involves a sequence of activities that are highly interrelated 
and that together constitute the research process.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4.1: Research Process 
Source: Malhotra (1996) 
 
 
In our case study, we have followed the research process presented above to a quite great 
extent.  
 

4.2 Research Purpose 
 
According to Zikmund,(2000), the nature of the problem affects that whether the research is 
exploratory, descriptive or casual . 

4.2.1 Exploratory Research  
 
Exploratory research is related  to  discover the general nature of the problem and the 
variables that relate to it and it  is characterized by high degree of flexibility, that has  intend 
to rely on secondary data, convenience or judgment samples, small-scale surveys or simple 
experiments case analyses, and subjective evaluation of the result(Tull). Exploratory designs 
are concerned with identifying the real nature of research problems and, perhaps, of 
formulating relevant hypotheses for later tests. These initial steps should not be dismissed as 
of little consequence; the opposite, in fact, is nearer to reality, for exploratory research gives 
valuable insight, results in a firm grasp of the essential character and purpose of specific  
 

                      Problem Definition 

Development of an approach to the 
bl

              Research design formulation 

Field work or data collection 

Data preparation and Analysis 

Report preparation and 
t ti
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research surveys, and encourages the development of creative, alternative research 
strategies.(Chisnall) 

4.2.2 Descriptive Research 
 
Descriptive research is focused on the accurate description of the variables in the problem 
model. Consumer profile studies, market-potential studies, product-usage studies, attitude 
surveys, sales analyses, media research, and price surveys are examples of descriptive 
research. (Tull) 
 Descriptive studies, in contrast to exploratory research, stem from substantial prior 
knowledge of marketing variables, for this type of research to be productive, questions should 
be designed to secure specific kinds of information, related, perhaps, to product performance, 
market shares, competitive strategies, distribution, etc. (Chisnall). 

4.2.3 Explanatory/ Causal Research 
 
Causal research attempts to specify that nature of the functional relationship between two or 
more variable in the problem model. (Tull) 
These attempts to identify factors which underlay market behaviour and to evaluate their 
relationship and interactions. For example, the extent, if any, of price elasticity of demand or 
the degree to which advertising campaigns may influence sales. (Chisnall). 
Marshall and Rossman (1999) advanced that “exploratory and descriptive research is suitable 
strategy that builds rich and descriptions when the phenomena under the study are not well 
understood.” 
The research purpose and research question indicate that this study descriptive and 
exploratory depend on the objective of the study. This study sought to explore and describe 
how the development of e-commerce in SME’s in business to business perspective. 
 
 

4.3 Research Approach  
 
There are two methodological approaches i.e. qualitative and quantitative which are used in 
case studies. It depends upon the information which is investigated; the qualitative or 
quantitative approach is used (Lekvall & Wahlbin, 1987).  
 
Qualitative Research is an unstructured, exploratory research methodology based on small 
samples that provide insights and understanding of the problem setting (Malhotra). The 
essence of qualitative research consists of two conditions (a) the use of close-up, detailed 
observation of the natural world by the investigator, and (b) the attempt to avoid prior 
commitment to any theoretical model (Van Maanen, Dabbs, & Faulkner, 1982, Quoted by Yin) 
 
Quantitative Research is a research methodology that seeks to quantify the data and, typically, 
applies some form of statistical analysis. (Malhotra) According to Yin, the ultimate goal is to 
treat the evidence fairly, to produce Compelling analytic conclusion, and to rule out 
alternative interpretations. 
We have selected the qualitative research approach as we wanted to get deeper understanding 
of “Development of e-commerce in SME’s in business to business perspective.”   
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Sequencing Qualitative and Quantitative Research 
 
Not necessarily focused on reducing one of the approaches to being inferior or defining the 
other as the real research, a study may include qualitative and quantitative approaches in 
different phases of the research process. (Flick) 
 
 
 
1.                                                 (continuous collection of  
                                                      both sorts of data) 
 
 
2. Qualitative              wave 1                wave 2               wave 3 
  
 
    Quantitative 
 
 
3. Qualitative                            Quantitative                                Qualitative 
    (exploration)                        (questionnaire)                         (deepening and assessing  
                                                                                                    results)                                
 
4. Quantitative                           Qualitative                                 Quantitative 
     (survey)                                 (field study)                                (experiment) 
 
 
Figure 4.2: Research designs for the integration of qualitative and quantitative research 
Source adapted from Miles and Huberman 1994, p.41; Quoted by Flick 2002 p. 265 
 

4.4 Research Strategy 
 
According to Yin (1994) there are five research strategies i.e.; survey, case studies, 
experiments, action research and ethnographic and different conditions derive the conditions 
for which strategy to be used. 
 

• The research question posed, 
• The extent of control a researcher has over actual behavioural events and 
• The degree on contemporary as opposed to historical events. 

 
 
 
 
 
 
 
 
 
 
 

Qualitative 

Quantitative 

Continuous field research
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Table 4.1: Relevant situations for different research strategies 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Yin, 1994 
 
Experiments: Marketing experiments hold the greatest potential for establishing causal- and-
effect relationship. Experimentation allows investigation of changes in one variable, such as 
sale, while manipulating one or two other variables, perhaps price or advertising, under 
controlled conditions. Ideally experimental control provides a basis for isolating causal factors 
by eliminating outside, or exogenous, influences. Test marketing is a frequently used form of 
marketing experimentation. (Zikmund 1994) 
 
Surveys: A survey is a research technique is which information is gathered from a sample of 
people through a questionnaire. The task of writing a questionnaire, determining the list of 
questions, and designing the format of the printed or written questionnaire is an essential 
aspect of the development of a survey research design. (ibid) 
 
Case Study:  The essence of a case study, the central tendency among all types of case study, 
is that it tries to illuminate a decision or set of decisions: why, they ware taken, how they were 
implemented, and with what result. (Schramm 1971) quoted by Yin 1994. 
 
History: The historical method deals with past, and is used when no relevant persons are 
alive to report (Yin 1994) 
 
Archival Analysis: archival information holds that the goals are to describe the incidence or 
prevalence of a phenomenon. The use of archival information is difficult when this topic is 
coming research area. (ibid) 
 
From the above discussion we decided to use case study for our research strategy. We chose 
case study because we are going to study contemporary events and without any control on the 
behaviours and this can only be done in case study.  
 

Strategy 
Form of research 
question 

Requires control over 
behavioural events 

Focuses on 
contemporary events 

Experiment 
How, why               Yes                Yes 

Survey 
Who, what, where, 
how many, how 
much 

             
               No  

 
               Yes  

Archival analysis 
Who, what, where, 
how many, how 
much 

 
               No  

 
           Yes / NO   

History 
How, why                No                   NO 

Case study 
How, why                No                  Yes  
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Moreover we will be conducting our research by having two cases study, by looking on 
strategic role of e-commerce in the selected two SME’s. 
 

4.5 Data Collection   
 
 In this section we shall describe different type of data collection techniques, and also the 
technique which we are going to choose. 

4.5.1 Data Collection Method 

 
Yin (1994) says in case study, the data collection can be by six different sources. They are 
documents, archival records, interviews, direct observation, participant observation and 
physical artefacts.  
 
Table 4.2: shows the strengths and the weaknesses of each of the six sources of evidence 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Yin, 1994, p.80 

Source of strength Weaknesses

• Stable – can be reviewed repeatedly. 
• Unobtrusive- not created as a result of 

the case study. 
• Exact- contains exact names, references, 

and details of an event. 
• Broad coverage- long span of time, 

many events, and many settings. 

 
 
 
Documentation  
 

• Retrievability – can be low. 
• Biased selectivity, if collection is 

incomplete. 
• Reporting bias – reflects (unknown) 

bias of author. 
• Access- may be deliberately 

blocked. 

Archival 
Records 

• Same as above for documentation. 
• Precise and quantitative. 

• Same as above for documentation. 
• Accessibility due to privacy 

reasons. 

 

Interviews 

• Targeted – focused directly on case 
study topic.  

• Insightful – provides perceived causal 
inferences. 

• Bias due to poorly constructed 
questions. 

• Response bias. 
• Inaccuracies due to poor recall. 
• Reflexivity – respondents gives 

what interviewer wants to hear.  

 
 
 
Direct 
Observation 

• Reality – covers events in real time.  
• Contextual – covers contest of event. 

• Time-consuming. 
• Selectivity – unless broad coverage. 
• Reflexivity – event may proceed 

differently because it is being 
observed. 

• Cost – hours needed by human 
observers. 

Participant 
Observation 

• Same as above for direct observations. 
• Insightful into interpersonal behavior 

and motives. 

• Same as above for direct 
observations. 

• Bias due to investigator’s 
manipulation of events. 

PhysicalArtifac
Insightful into cultural features. 
Insightful into technical operations. 

Selectivity. 
Availability. 
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Source: Yin, 1994  p80 
 
The difference in archival records and documentation is that archival record concentrates 
more on quantitative and precise information. As we are working on qualitative research, so 
we can think about documentation. 
  
Direct observation can not be used due to cost and time limitation. Same is the case with 
participant observation and physical artefacts. Since there is no need for data on cultural 
features or technical operations.  
For documentation we have used SME’s web sites and the material from them. The 
documentations provided better information about how SME’s are using e-commerce and 
Interviews were used due to its ability of providing a deep insight. 
 
According to Zimmund, there are two different ways of gathering information about a 
situation, person, problem, or phenomenon. Secondary data, where information already exists 
and we only need to extract it. This type of data is taken from the secondary sources. While in 
primary data, we get information from primary sources. 
 
We have based our research on both primary as well as secondary data. We collected our 
primary data through interviews, for this purpose we interviewed one person in these two 
SME’s. And we collected our secondary data from their websites.  
 
According to Chisnall (1997) questions can be closed-ended or open-ended. Responses are 
strictly limited in closed-ended questions and the respondents are given a choice of different 
alternatives to chose from. Chisnall (1997) further says that open-ended questions call for 
response of more than a few words, and the respondent has a freedom of answer, that can be 
the detailed one and in the interviewee’s own words.  
 
We conducted two forms of interviews, face to face and telephonic. But we were mainly focus 
on face to face interview, as we believe that questions can be replied properly in face to face 
interview. 
 
We also sent the interview guide to the persons to be interviewed by e-mail so that they have 
a look what we were going to talk about and mentally prepare themselves for the answers.    
 
The face to face interviews took about one hour each. The interview language was English 
which is business language in worldwide. During the interview we took notes in order to 
document empirical data. While interviewing we followed the interview guide.  
 

4.6 Sample Selection  
 
 For our research work we have selected the size of SME’s according to the definition of 
SME’s by Commission of European Communities that medium sized enterprises have 50-249 
employees, less than or equal to 40 million euro, total capital employed less than or equal to 
27 million euro, while small enterprises have 10-49 workers, less than or equal to 7 million 
euro in revenue and total capital employed less than 5 million euro.  
We are following this definition because it is define by European communities, moreover 
Sweden is also member of European Union and we think that this definition is absolutely fit  
on our research work.  
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We have selected two Swedish companies, InterfloraAB, and Hugosons. We conducted 
interviews of responsible persons of both companies. In InterfloraAB, the interview was taken 
by Tommy Standar who is responsible for providing information regarding e-commerce and 
in Hugosons; the interview was taken by Marketing manager Bert Ericsson.   
 

4.7 Analysis Method 
According to Alvesson & Sköldbery (1994, referred by Johan) there are about three ways to 
draw conclusions 
 

• Inductive 
• Deductive 
• Abductive 

 
General conclusions from the empirical findings can be drawn by using inductive method. It 
is commonly used when there are few established theories in the study field, the research 
purpose is to form a new theory. Deductive method implies the drawing of conclusion 
perceived as valid if it is logically connected. Usually in deductive studies, already established 
theories and literature is used as a foundation for the new research.  
 
In abductive approach, the researcher starts from the empirical facts, as in the inductive 
approach but do not rejects theoretical pre-conceptions. Abduction follows the way that a 
separate case is interpreted according to the theoretical overarching pattern that, if it was true, 
explains the case. The observations should then be confirmed through new observations 
(Alvesson & Skäldberg, 1994). Yin (1994) further says the observation from the study is then 
compared with the theoretical frame of reference. 
 
Three approaches are graphed below  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure:4.3 Deduction, Induction and  abduction 
Source: Alvesson & Sköldberg, 1994 p. 45 
 
We used deductive approach in our research. We started our research by using existing 
theories in the area of e-commerce because we found it appropriate to start up with the 
established theories to get a solid foundation of our research and to further construct the 
questions in the interview guide and then logically to draw conclusions based on the 
knowledge and empirical findings. We have not used inductive and abductive approach 
because it is time taking and also out of our scope of research.  

        Deduction             Induction           Abduction  

Theory  

Empirical     
Regularities  

Empirical 
Observations 
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4.8 Methodology Problems  
 
   While doing the research, many times we got no response and inaccuracy in response 
because of    interviewer error, ambiguous interpretation of both questions and answers, and 
errors in formulating responses. A successful study can be determined by two factors, 
reliability and       validity. Reliability is the degree of accuracy of the collected data, while on 
the other hand, validity concerns to what extent the study object is measured as it was 
intended to be. 
 
Because a research design is supposed to represent a logical set of statement, we also can 
judge the quality of any given design according to certain logical tests. Whether one is doing 
case studies or any other type of social science four tests are relevant. For case studies, an 
important innovation is the identification of several tactics for dealing with these tests. Table 
bellow lists the four tests and the case study tactics for dealing with them.  
 
Table 4.3: Case study tactics 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source Yin (1994) p-41 
 
Construct validity: establishing correct operational measures for the concepts being studies; 
 
Internal validity (for explanatory or causal studies only, and not for descriptive or exploratory 
studies): establishing a causal relationship, whereby certain conditions are shown to lead to 
other conditions, as distinguished from spurious relationships; 
 
External validity: establishing the domain to which a study’s findings can be generalized; and  
 
Reliability: demonstrating that the operations of a study, such as the data collection 
procedures which can be repeated, with the same results. 
 
 
 

         Tests                                               Case-Study Tactic                                              Phase of Research in            
                                                                                                                                           Which Tactic Occurs  

Construct validity 
 
 
 
 
Internal validity 
 
 
 
External validity 
 
 
Reliability 
 
 

Use multiple sources of evidence  
establish chain of evidence 
have key informants review draft case study report 
 
 
Do pattern matching 
Do explanation-building 
Do time-series analysis 
 
Use replication  
Logic in multiple-case studies 
 
Use case study protocol 
 
Develop case study data base 

Data collection 
Data collection 
Composition 
 
 
Data analysis 
Data analysis 
Data analysis 
 
Research design 
 
 
Data collection 
 
Data collection 
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Reliability: 
 
We collected most of the data during an interview with our correspondent at the two SME’s. 
In order to improve the reliability of this interview we sent the interview guide to our 
correspondent in advance, so that interviewers had time to prepare for the interview and we 
offered them to contact us if there were any uncertainties. We all took individual notes that we 
later compiled and discussed to assure that we had understood everything correctly. We came 
across a few uncertainties and decided to contact our respondent again to clarify those issues. 

Validity: 
 
To increase the validity of the interview we sent our correspondent the questions in advance. 
By doing this the correspondent probably gave us more accurate answers even though he just 
studied our questions quickly before giving the interview. 
 
We also let the correspondent choose English when the interview was held. They had not 
faced any problem while answering in English and we were satisfied with that. The interview 
confirmed that our correspondent was the right person at the SME’s to talk with. They were 
familiar with the terms used in our questions and answered them in a good way. 
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5 Data Collection 
 
In this chapter we are going to present the empirical data collection of two Swedish 
companies, which I have obtained from them personally, via emails as well as telephone. 
Each case study   will be described one by one in detail.   
 

5.1 Case One: InterfloraAB (www. Interflora.se) 
 

InterfloraAB  is a Swedish company which was founded in 1923 by six florists to be able 
to arrange clearing between the shops. They went together and formed an organization 
that would deal with flowers. They were mostly influenced by the strategy that was 
applied in Germany and in the United States. In 1946 the international organization of 
Interflora was formed in Copenhagen and in 1952 the florist agency Blommogram were 
registered as a brand. The quarter of the company is in Stockholm. 
  
At the homepage, the company describe themselves as such: Our vision is to be the 
obvious choice for florists and cooperators by always be ahead in important factors of 
success concerning trade. That makes us the natural choice for consumers in our different 
sales channels. The aim of the company is to offer products and services for joy and 
consideration through professional handcraft and know-how in an inspire ring 
environment where the customer is at hand. 
 
The main product of the company is to transmission of flower orders (Blommogram) and 
flower cheques and target market of the company is domestic level.  At present 35 
employees are working and the annual turn over of the company is 200 million Swedish 
kron. 1995 was a honourable year when Interflora AB started online selling and the sale of 
the company much has increased every year since the start of e-commerce. 
  
  

5.1.1 How can the strategies of e-commerce be described in Interflora 
AB? 

 
Interflora AB is absolutely aware of its competitors (e.g. Euro florist) who are also selling 
flowers in Swedish market, so to compete the competitors and to enhance the sale of the 
company Interflora AB has adopted the ‘strategy of new customers and new markets’ 
which is going beneficially for the company, as company has high skilled IT department 
which is completely beware of   today's environment that small businesses need to have 
access to their critical customer, prospect, business associate, and vendor information any 
time, anywhere. For Interflora AB to remain successful these relationships must be 
maintained at all times. Web is being used everyday by company to stay on top of their 
business objectives. Sales professionals in particular are frequently working from a variety 
of environments, because it is vital that they have face time with customers and prospects. 
Their productivity depends on access to complete customer and contact information, 
whether they are in the office or on the road.  
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5.1.2 How can the benefits of e-commerce be described in InterfloraAB? 
 
Interflora AB started online selling in 1995, and it was that time when they were very new 
in the market to sell flowers online which was unique at that time and that benefited the 
company in finding new target groups and young customers. The   goal of the company is 
to sell product across the domestic marketplace so they developed single, core technology 
and marketing network from the ground up to enable the company to reach every potential 
client and to make it easy for every clients to buy products. Before adopting ecommerce 
company was focus only business-2-customers but after adopting e-commerce it has been 
selling products business-2-customers as well as business-2-business.Business-to-
Business is growing rapidly now a days than business-to-customers. 
 
The company offer global payment options, including major credit and debit cards, wire 
transfer, check and cash to customer a variety of options at attractive rates. The well 
established customer care centre provides access to order status information and FAQs 
around the clock and intensively –trained employ answer all customer inquiries quickly 
and reliably that can be reached via e mail either phone.  
  

5.1.3 How can the barriers of e-commerce be described in InterfloraAB? 
 
Interflora AB started the strategic role of e-commerce in 1995, and it was that time when 
online selling was is its initial stage , so in the beginning company has to face online 
selling  problem .As company was so early with commerce and  customers had the lack of 
knowledge about online service so they felt hesitation to buy product online . But with the 
better security service and customer feedback, customer’s started to trust on company and 
sale of the company has been increasing day by day and making profit successfully 
Moreover right now company don’t see any barriers.    
 
 

5.2 Case Two: Hugosons (www.hugosons.se) 
 
´Hugosons’ is a Swedish company which was established in 1987, and at that time its 
name was Goman, in 1995 its name was changed as Samfood and it was owned by COOP 
until 1999. In 1999 its name was again changed and new name was Alviskchark. In 2002 
its name was once again changed as Hugosons. Since 1999 it is working by same owner. 
The head office of the company is in Luleå and at present 80 employees are working in 
this company. Hugosons is 100 % Business-2-Business company and in 2004 total 
turnover of the company was 235MSEK. The target market of the company is north part 
of Sweden and the main products of the company are´´porb etc…As company sell its 
products only in north part of Sweden so its main competitors are Pettersons(Boden) and 
Nordshariq(Luleå). Since 2003 company has been selling its products on online.  
 

5.2.1 How can the strategies of e- commerce be described in Hugosons? 
 
‘Hugosons’ started the strategic role of e-commerce in 2003which was encouraged by the 
management department of the company, and it is some of those companies in Sweden 
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who have adopted business-2-business e-commerce. There are two main features of its 
website, first for general information about the company for every one and second for the 
customers of Hugosons. There is option as Store and here customer of Hugosons can log 
on and register its order which is fulfilled within two days.  
 
Hugosons has adopted hybrids strategies as ‘cutting cost and raising productivity’ and 
‘use of internet to access new customers and because of these strategies company is 
running its business in a well way. As according to Mr.  Bert Ericsson the Cost effective is 
one of the major element when someone is operating in the presence of its competitors, as 
north part of the Sweden is its target market and company is beware of its competitors 
therefore it has provided better facilities to its customers in a cost effective way because 
using the Internet for conducting e-commerce will not assure the company of being able to 
compete favourably with established competitors. They already have the inventory, 
delivery and marketing systems in same place and they can deliver the products as cheap 
(or more cheaply) than Hugosons can. Yet, the beauty of the Internet is that it provides a 
global audience of potential customers and it never closes. Moreover company has strong 
personal relationships with its customers which are also considered to be a bonus for it. 
 

5.2.2 How can the benefits of e-commerce be described in Hugosons? 
 
Before 2003, Hugosons was selling its products 100% offline but since 2003 it has been 
selling its products in a both way, online as well as offline. And now a day its sale on line 
is 70% while 30% is offline that shows the tremendous success of e-commerce in this 
company. Online selling has opened easier ways for stores to read about products and had 
made it easy for them to give order. Company is expanding the use of networked systems 
to improve internal business process to coordinate product design, manage inventory, 
improve customer service and reduce administrative and managerial costs. 
 
Increased awareness of products and services can now greatly expand their markets, no 
need to constrain the focus to only the local scene, but by using the Internet, Hugosons 
can venture into international and regional markets, with greater ease. This dynamically 
changes the nature and the marketing activities of Hugosons, possibly encouraging it to 
expand the diversity of its products to meet new markets. 
 
Regarding cost advantage,company is extremely aware of how they can profit by being on 
the Internet; now they are advertising their products without the huge costs, and delays of 
printing, publishing and distribution. The market is a global one, which adds greater value 
to the costs outlaid for promotion and marketing; compared to the limits of offline. 
 
E-commerce facilities for the customers of company are that now, they can order their 
products on online, greatly reducing administration expenses. Reduction of telephone calls 
to potential customers; follow ups by email; newsletters digitally made, promoted by 
email or downloadable from the website, with reduction of distribution costs; less 
promotional material sent out, printed and wasted; extended trading hours without a 
human presence; are some ways   to cut costs. 
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5.2.3 How can the barriers of e-commerce be described in Hugosons? 
 
As Hugosons conduct B2B operations and its target market is north part of Sweden, and 
its number of customers are also limited, therefore, company don’t face any barriers to 
operate its business on online. Sweden is one of those countries where infrastructure of the 
industry is very good with advanced technology level, and very good telecommunication 
structure, so, according to Mr. Bert Ericsson, marketing manager of the company, 
company and its customers do not face any problem in selling and buying via online. 
Moreover in Sweden, cheating, crime, fraud, is also at low level so this is also one of the 
positive aspect for doing business on online.  
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6 Data Analysis 
 
In this chapter we are going to analyse the data which was conducted from two 
companies InterfloraAB and Hugosons, and this analysis is done within case analysis as 
well as cross case analysis. 
 

6.1 With in –Case Analysis 
  
In the beginning of  chapter 2, we have described the strategies of e-commerce which are 
mostly adopted by SME’s that provides the framework of our first research question, later 
one we have  chosen a Stage Model   for e-commerce Development, which describe that e-
commerce development occur in four stage; i.e. presence, portals, transactions integration 
and enterprises integration. Every stage has its own benefits and some barriers. Our 
second and third research question is formulated on this model, which has provided the 
frame work of our all research questions in chapter 3. 
 
 

6.1.1 Data Analysis in terms of first case: InterfloraAB  
 
Strategy by InterfloraAB 
 
 InterfloraAB, is well known company in Sweden who is selling its products online within    
the country, since 1995 company is operating its business on online, this was a step taken 
by the company to capture the market in a better way. Before selling on online, company 
was focus only in Stockholm and its neighbouring areas, where automatically the sale and 
productivity of the company was low. The management department of the company 
decided that why should not business be started on online to raise the productivity and cut 
down the cost, that definitely provide the more profit to the company by reaching to the 
new customers and finding new markets because InterfloraAB believe that a web site can 
help them establish a brand identity, describe the feature of product and services, sell 
product on online and create a home for the company.  

 
So company adopted the ‘strategy of new customers and new markets’ which matches 
well to e-commerce strategy to Access new customers which is described in the chapter 2. 
Since starting online selling company is getting more new customers by providing better 
customer service. Regarding  the customer service InterfloraAB has design an easy 
navigated web site which provide the security to customers while ordering the flowers, 
and all the information are given on the site so that customer can be satisfy about the 
product. All these features have proved beneficially for the company to access new 
customers because the world wide web has the potential to contribute significant profits to 
the company by expanding the market area , providing InterfloraAB’s  information about 
the current inventory level , giving customers online access to products catalogues , 
allowing online purchasing and by simply bringing attention to the company. 
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Benefits of e- commerce by InterfloraAB 
 
InterfloraAB believe that use of internet has open a new way to access potential customers 
and it has generated more traffic to the company than off line selling because now 
customers can get more information about the products. It is very quick and have saved 
the time . Before adopting e-commerce only a limited number of customers were familiar 
with the company but now it has become one of the famous online company in the 
Sweden. According to Mr. Tommy Strandar, Interflora AB, use of internet has proved 
cheaper, quick and fast medium of channel to provide information and e mails emerged as 
a very affective communication methods, it has nor only reduced the communication cost 
as well as transaction cost. It is an affective tool for two way communication and order 
placing.  
 
Due to use of internet, InterfloraAB has not only able to access its potential customers but 
also increasing its turnover by increasing the sale level. Internet really has become a 
successful new channel of distribution for the company.   
 
By adopting e-commerce, InterfloraAB, has been able to conduct two ways 
communication between the business and customers (B2C) and between business to 
business (B2B).The products of the company has presents itself in a very good way 
through this channel. The effective presentation of the brand of the company 
(Blommogram) on the web has facilitated the company in price flexibility and the 
competitive access cost for the target market. Company has really ability to absorb the 
competitive e environment which leads it to profitable. All these features are according to 
the stage model of e-commerce development in SME’s. 
 
By using internet, InterfloraAB, has been able to get the confidence, increase the 
awareness about its brand, getting the attention of potential customers, spread the 
information about its brand in its target market in a proper way. 
 
Barriers by InterfloraAB 
 
In 1995, when InterfloraAB entered in the e-environment, this was a starting period of e-
commerce in the world, so the major problem lack of knowledge and understanding the e- 
environment that about how e-commerce might be benefit for InterfloraAB and it has 
been observed, lack of knowledge results in a lack of trust and confidence in e-
environment. So in the beginning company has to face this barrier, which is described in a 
stage model of e-commerce development. According to Tommy, with the better security, 
and providing efficient service company has been able to the control these barriers and 
now don’t face any internal or external barriers. 
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6.1.2 Data Analysis in terms of second case: Hugosons 
 
Strategies by Hugosons 
 
Hugosons is a meat company which makes almost 150 types of items, as all of its items 
are regarding to the eatable things which can be tasted by the customers and moreover 
there are some other companies which also make these products and sell in the same 
market so the company have to maintain a high quality of its products to capture its share 
in the market. Even, at the present, company have a very strong competence with its 
competitors, and it requires some promotional activities to enter in the foreign market.  
From the established year 1987, Hugosons started to sell offline in its target market, in 
2003 it enter in e environment to sell its products online. Even now the company has been 
selling its products in the north part but it has been seen the development of the business 
and it has started to develop step by step which is going very well. 
 
 Competing with its competitors, Hugosons has taken step for hybrid strategies i.e. cut the 
cost and raise the productivity and ´the use of internet to access new customers. 
According to Bert Ericsson, the marketing manager of Hugosons, the iterative process of 
developing market strategy and testing it in the real world has undergone significant 
changes in recent years because of factors such as, introduction of new channels such as 
the internet and wireless devices, business process integration, business to business 
exchange. Internet hype might be subdued since the collapse of the dot com revolution, 
but the introduction of the Internet as a business channel is not only here to stay, it's just 
getting started. And, in today's market, a rival force is the wireless revolution, also in its 
infancy and also with far-reaching consequences for business and consumer alike. In 
Hugosons the Internet has introduced a much more profound blurring, which indeed 
amounted to a restructuring of customer relationships. From the user groups and customer 
interest groups of the past, buyers have moved into a much more tightly coupled 
relationship with the company. Now, in the Hugosons the customer consortiums can 
design products, and one-to-one marketing schemes provide individually tailored products 
that customers can assemble for themselves. Experts talk of user experience and customer 
intimacy, as the fabric of the customer relationship becomes stickier, and at the same time, 
more amorphous. In the business process integration, so that  company can  get all his 
computer systems talking to one another seamlessly, is an increasing priority as company 
get more and more of his  processes automated and on the web. 
 
Hugosons is promoting its business step by step after entering the e-market and at a time 
adopted the strategy to cut down the cost and also focusing on customer base expansion, 
which is relevant to the e-commerce strategies described in the chapter 2. Company has 
adopted the e-commerce strategies in order to achieve the superior performance. 
 

      Benefits of e- commerce by Hugosons 
 

The popularity of the quality of the products of the Hugosons enhanced   to launch a web 
site, where customers could see a range of products, their prices, and easily can purchase.  
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Hugosons started to sell its products on online since last two years, and for this purpose 
they set up an easy and well designed website. The language of the website is Swedish 
because at this moment the company is focusing only domestic level where every one can 
read and write Swedish language.  
  
The website of the Hugosons has produced a wealth of valuable new information about 
customer interests and buying patterns. The management department could review which 
products attracted the most interest, which products brought the highest level of related 
purchases, where customers were spending the most time on the site, and which 
promotions produced the best results. Website of the Hugosons has two main features, one 
is general information about the company and other one is for the customers of the 
company where they can log in and places their orders. The e mails  is the most important 
way of communication   in the daily routine  of the Hugosons as it is consider the  cheapest 
way. Websites of the Hugosons provide the facility of financial transaction to its 
customers. According to Mr. Bert Ericsson, by comparing the advantages of internet with 
traditional way of business, internet has not only provided the cheaper communication 
tool, but also it has saved the time and money. It is also becoming an easy promotional 
tool for the company through which awareness about company is increasing. So Hugosons 
have all the features of Stage model of e- commerce development in SME’s. 
 
Barriers by Hugosons 
 
The managers of the Hugosons think that by adopting e-commerce, company has not face 
any barrier. This may be because of some reasons, firstly, this is a company with business-
2-business, and company knows its limited customers very well who always purchase the 
products from Hugosons. Secondly, still it is operating in a limited market (only north part 
of Sweden).Thirdly; Hugosons have provided a better security system to its customers. 
Fourthly, location of the company is in very good region where crime rate is low. Due to 
these reasons management department of the company has never faced any barrier to go 
online. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 



 47

6.2 Cross Case Analysis 
 

In this part, we are doing cross case analysis of the selected firms.  Cross case analysis 
means to compare the gathered data of both the cases and this analysis makes the 
possibility to draw conclusions regarding similarities and dissimilarities that exists 
between these two case studies. 
 
 
In the discussion of within –case analysis, we found that  both of these selected companies 
are embracing the strategic role of e-commerce, and the making much more profit than 
offline selling’s, it can rightly be said that the Internet is  the most powerful tool available 
today for enhancing operational effectiveness. By easing and speeding the exchange of 
real-time information, it enables improvements throughout the entire value chain, across 
almost every company and industry. And because it is an open platform with common 
standards, companies can often tap into its benefits with much less investment than was 
required to capitalize on past generations of information technology. 
 
 

6.2.1 Cross Case Analysis Regarding Strategies of e-commerce 
 
 
While gather data collection and during the interviews from both of these companies, we 
have concluded that both of the companies are using internet in getting cost down and 
raising productivity strategy and to access new customer strategy .According to Straub 
and Klein (2001), there are three level of e-commerce adoption for small and medium 
sized enterprises, firstly, focusing on cutting cost and raising productivity, secondly, use 
of e-commerce to access new customers and new markets. Thirdly level builds upon the 
gains at the previous level; and here companies are looking sustainable competitive 
advantages by attempting to achieve a complete integration of e-commerce into the 
company’s overall business strategy.  
 
 Both of these companies are operating at level one and level two following the literature 
review. Because it has become more important for the both companies to set themselves 
more profitably than the average performance due to the use of e-commerce. The only 
way to do so is by achieving a sustainable competitive advantage, by operating at a lower 
cost. The following table shows the result of the above discussion. 
 
 
 
 
 
 
 
 
 
 
 
 



 48

 
Table 6.1 Summary of strategies of e-commerce 
 
 
 Strategies  InterfloraAB Hugosons 

 L
ev

el
-1

 Cutting cost and 
raising productivity 

   Yes                              Yes  
Le

ve
l-2

 Strategy to access 
new customers  

    Yes      Yes  

Le
ve

l-3
 Gains from the 

previous levels  
    Yes/no       No 

 
Source: Mustafa’s creation 
 

6.2.2 Cross case analysis regarding benefits of e- commerce  
 
Both of our chosen companies are using internet to capture their share from the specific 
market. For this purpose they are using web site, now a days website of these companies 
are only in Swedish but InterfloraAB is also adding the option of English language. Before 
launching the website InterfloraAB was having business-2-customers and was selling only 
in Stockholm and its neighbouring areas, but after adopting e-commerce it started to 
operate business-2 business, and now a day’s sale of business-to-business is larger than 
business-to- customers. The revenue of the company much has been increasing while 
selling online than offline selling.  
 
Hugosons is thoroughly a business-to-business company since its birth, and right now it 
has been selling 70% of its sale on online while 30% offline that shows the success of 
online selling in the company. 
 
Both of the companies use the internet to communicate with their customers, to target new 
customers, cutting down the cost of the products, providing a vide range of information 
about their products, and reducing the transaction cost.  
 
Multimedia development tools, data base access, and electronic documents have become 
the key element for both of the companies.  
 
Below in the table the summary of the advantages of e-commerce is described. 
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Table 6.2 Summary of the benefits of e- commerce 
 
Advantages InterfloraAB  Hugosons 
low cost communication              Yes        Yes  
Improved process              Yes        Yes  
Time saving               Yes        Yes  
Access to global market               No         No  
Reduction in transaction  
 cost  

             Yes        Yes 

B2B Transaction              Yes         Yes  
B2C  Transaction               Yes          No  
Stimulate competition               Yes                                     Yes  

 
Source: own creation 
 
InterfloraAB and Hugosons both have adopted the A Stage Model of e-commerce 
development in SME’s, both companies are operating their business successful after 
adopting the strategic role of e-commerce. 
 

6.2.3 Cross case analysis regarding barriers of e- commerce 
 
Some time companies have to face some special kind of barriers, when they take step due 
to new technology or new environment, therefore, when InterfloraAB started the online 
selling in 1995, it has to face the barrier of trust and knowledge. As e-commerce was the 
new thing and customers of the company were hesitating while buying online because of 
the security risk. But all the credit goes to the management department of the company 
who introduce the better and better security system and within short time, company 
became one of the leading online flowers selling company. And at this time company 
don’t face any kind of barrier and doing its business successfully. 
 
Hugosons started online selling in 2003, and it was that time when e- commerce has taken 
off, and it is really lucky one who has not face any kind of barriers. It may be, due to, 
better management, highly skilled and trained workers. 
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7 Conclusions and Findings 
 

 
In this last section of thesis, we have illustrated the conclusion and our finding which are 
based on the frame of reference and cross-case analysis. 
 

7.1 Conclusion regarding first research question:  
 
How can the strategies of e-commerce be described in SME’s? 
 
As it is becoming harder, for small and medium sized enterprises to sustain operational 
advantages, strategic positioning has becomes all the more important. If a Company can’t 
be more operationally effective than its rivals, the only way to generate higher levels of 
economic value is to gain a cost advantage or price premium by competing in a distinctive 
way. Ironically, it has been seen now a days that companies define competition involving 
the internet almost entirely in terms of operational effectiveness. InterfloraAB and 
Hugosons are seeking speed, agility and hoping to stay one step ahead in the competition.  
InterfloraAB is mainly focusing on the strategy to access its potential customers. While 
Hugosons is mainly focusing on the cutting cost and raising productivity and also to 
access new customers by using the internet.  
 
As both of our selected companies are from Sweden where use of percentage of ICT, web 
access, own website is highly than the other European countries. Both of these companies 
are focusing at e-commerce level-1 and level-2 which are considered to be initial level as 
are discussed in literature review. 
 

7.2 Conclusion regarding second research question:  
 
How can the benefits of e-commerce be described in SME’s? 
 
We found during our research in InterfloraAB and Hugosons that  
 

• The openness of the internet combined with advances in software architecture, 
development tools, and modularity, makes it much easier for companies to design 
and implement applications. 

 
• Simply improving operational effectiveness does not provide a competitive 

advantage. Companies only gain advantages if they are able to achieve and sustain 
higher levels of operational effectiveness than competitors. That is an exceedingly 
difficult proposition even in the best of circumstances. Once a Company 
establishes a new best practice, its rivals tend to copy it quickly.  

 
• Internet and its other components have really proved as new tool for InterfloraAB 

and Hugosons, for conducting their business on online. It has become an easy way 
to advertise, promote, and, to create awareness of the products and in selling. 
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• Internet has provided the cheaper communication tool, and helped in improving 
business process in both of the companies. 

 
• It has not only helped the companies in reduction in transaction cost but also has 

become an effective tool to compete with their competitors. 
 

• When InterfloraAB started its business, it was only business-to-consumers 
company but after adopting e-commerce its sale in business –to- business has been 
increasing gradually.   

 

7.3 Conclusions regarding third research question:  
 
How can the barriers of e- commerce be described in SME’s? 
 
When we asked form the managers of both the companies whether they are facing any 
barrier while going on line, Mr. Tommy Strandar, InterfloraAB, said ‘that in the 
beginning we have to face the barrier such as lack of knowledge about e-commerce, 
and customers were shy to buy online, but by providing better security system, now 
we don’t face any barrier’. 
 
The managers of Hugosons and InterfloraAB claims that their companies are not 
facing any type of barrier while conducting business on online. And at this moment 
they are absolutely working with out any barrier. 
 

7.4 Critical Summary 
 
During our research work, while interviews with the managers, we found that 
InterfloraAB and Hugosons mainly focusing on e-commerce strategies cutting cost, 
and to access to new customers. They are using internet as a marketing tool to access 
their potential customers as well as distribution channel, so both of these companies 
are operating at the initial level of e-commerce. It has been seen; also, that sale in 
business to business e-commerce is rapidly increasing after adopting the strategic role 
of e-commerce in both companies, especially in InterfloraAB. 
 
 

7.5 Recommendations for Further Research 
 

We would like to recommend some valuable suggestions about our topic, as we 
selected sample data from Swedish companies, and no doubt that many small and 
medium companies in Sweden have adopted e-commerce because technologically this 
country is very advanced as our selected companies do not face much barrier while 
adopting e-commerce. 
 
But we would like to suggest for further research on this topic 
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• Our research work was limited only with two companies and further research could be 
done by investigating more SME’s in business-to-business sector. 
 

• During our research, we found that both companies don’t face many barriers to go 
online. But during sample selection we found that many SME’s are still facing 
problem to go online, therefore, we suggest that further research could be done by 
discussing why SME’s are hesitating to adopt business-2-business e- commerce. 
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Appendix: A 
 
 

Interview Guide 
    
   Please tell us briefly about your company? 
 

i. When it was founded. 
 

ii. Could you please tell us short description of your company’s history and background? 
 

iii. Where is head office , how many branches you have ? 
 

iv. How many employees/workers you have? 
 

 
v. What is the total turn over of your company.( if u want to keep secret , don’t give 

answer, ) 
 

vi. What are  your main products? 
 

 
vii. Who are  your main competitors?  

 
viii. What is the annual sale of the company per year? 

ix.  
            What is your main market and main customers? (Domestic or, international) 
 
Questions Related to Research Questions 
 
2.         when you launched the  website of your company?   
           Are you selling products online? 
 
 

i. When did you started the strategic role of e-commerce (use of internet) to sell your    
products   on online?  

 
ii. What are the main features of your website? Every one can log in or only your specific 

customer can log in? 
 

iii. What was annual turn over of your company before adopting the e-commerce? 
 

iv. What is annual turn over after adopting e-commerce? (e.g. here u can tell us increase 
of sale in percentages e.g.  the sale in 2004  has been increased 10 % than 2003 etc  )  

 
v. Are you selling the products at domestic level or at international level?  

 
vi. When you moved the traditional way of business to e-commerce, which kind of 

benefits you have got? 
 



 61

 
vii. What is your focus group B2C (Business to customer ) or B2B(Business to business ) 

or both? 
 

viii. Who encouraged you to sell online  
 

 Internal change agents  
 
                a.   Some one within the managements 
                b.   New Employee 
 

 External change agents  
 
a. network relationships  
b. trade council , chamber of e-commerce 
c. Tax reduction policies by Govt.etc 
 

3. Which kind of strategies you have adopted to sell your products on online? 
 
4. What percentage of your product you sell online and what percentage of your product you 
sell offline? 
 
 5. What are main  difficulties or barriers during adopting online selling? 
 
6. What are the main barriers in using e-commerce e.g technological   resistance, financial                  
investments, development of telecommunication structure? 
 
7. Are you using internet for financial transactions? 
 
9. Which kind of complains your customers described regarding online buying? 
10. How long time you take to deliver? 
 
11.As a manager what you think,  that in future , how e-commerce is beneficial for your 
company . ( your over all view about on line selling) .  
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