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Abstract 
 
There is currently a trend in which companies’ use of B2B e-hub integration is increasing due 
to the benefits that B2B e-hubs can offer. The continuously expanding Internet is also a factor 
that speeds up the integration, allowing companies to interact and trade 24/7, eliminating the 
barrier of different time zones when doing business globally. It is also said that the traditional 
physical intermediary will be replaced by B2B e-hubs which connects buyers and suppliers in 
a virtual marketplace and facilitates commerce in a global environment. Based on this, the 
purpose of this thesis is to provide a better understanding of the use of B2B e-hubs. In order to 
reach this purpose, two research questions asked how B2B e-hubs can be described, as well 
as the value they provide. Based on the research questions a literature review was conducted, 
resulting in a conceptual framework that was used to guide data collection. A qualitative, case 
study methodology was used, relying on interviews to collect data. The findings indicate that 
catalogues as a trading mechanism is most suitable for B2B e-hubs in the MRO industry and 
that storefront and product catalogue fees are important for the e-hub to generate revenues as 
well. Moreover the findings showed that it is the quality of the core service which generated 
the most value and not the value-added services. It was also found that by participating in a 
B2B e-hub, companies can reduce procurement costs, product costs and increase capacity 
utilization in their core activity. 

 
 
 
 



 

 
 

Sammanfattning 
 
Det existerar i nuläget en trend där företags integrering med B2B e-hubbar ökar på grund av 
fördelarna som de kan erbjuda. Det kontinuerligt expanderande Internet är också en faktor 
som driver på integreringen vilket tillåter företag att interagera och handla med varandra 24/7 
vilket eliminerar olika tidszoner som barriär för företag som agerar på en global handelsplats. 
Det påstås även att den traditionella fysiska mellanhanden kommer att bytas ut mot B2B e-
hubbar vilka sammankopplar köpare och säljare på en virtuell marknad och underlättar handel 
i en global omgivning. Därför är vårat syfte med denna avhandling att tillhandahålla en bättre 
förståelse för hur B2B e-hubbar fungerar. För att uppnå detta syfte ställdes två 
forskningsfrågor som frågade hur B2B e-hubbar och det värde de erbjuder kan beskrivas. 
Baserat på dessa två frågor genomfördes en litteraturgranskning som resulterade i en 
begreppsmässig inramning som följdes för att samla in data. En kvalitativ fallstudie användes 
med intervjuer som datainsamlingsmetod. Forskningen indikerar att catalogues som en 
transaktionsfunktion är mest lämplig för B2B e-hubbar som agerar inom industrin för 
eftermarknad och att avgifter för skyltfönster och produktkataloger är viktiga inkomstkällor 
för e-hubben. Utöver det pekade studien på att det är kvaliteten på handelsfunktionen som 
genererade mest värde och inte de värde-adderade tjänsterna. Studien visade också att genom 
att delta i en B2B e-hub så kan företag reducera anskaffningskostnader, produktkostnader 
samt öka kapacitetsutnyttjandet i deras kärnverksamhet. 
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1 INTRODUCTION 
This chapter will provide a brief background to B2B e-commerce and the growing importance 
of intermediaries to facilitate procurement. Furthermore, the concept of B2B e-hubs will be 
brought up in the problem discussion. The chapter ends with the research questions and the 
purpose of the thesis. 

1.1 Background 
Business-to-business (B2B) transactions are according to Murtaza, Gupta and Carrol (2004) a 
significant part of business activity and is projected to exceed $16 trillion in the USA alone. 
Globalization and the decrease of trade barriers is expressed by Johnson and Johnson (2005) 
to create new demands that have to be addressed, but on the other hand creates new 
opportunities and markets for businesses to increase revenues. Another element affecting the 
way of doing business is the Internet and electronic commerce (e-commerce). Due to the 
introduction of the Internet, Angeles (2001) forecasts that by the year of 2002, about 60 to 
100 per cent of the business transactions amongst industry leaders will transfer to the 
electronic medium. 
 
McGaughey (2002) defines e-commerce as an umbrella term which covers trade on the 
Internet. He further continues by saying that the basics of e-commerce are the buying, selling 
and marketing of goods and services on the Internet. However, it is important to take into 
account the changes that occur to the supply chain due to the Internet and e-commerce. The 
increased competition amongst companies also makes the managing of the supply chain 
essential in able to ensure that all activities involved are working harmoniously and efficiently 
together (Stevens, 1990). Johnson and Johnson (2005) explain that the traditional supply 
chain in B2B transactions is characterized by a supplier relationship that is hierarchical and 
vertically focused. They further state that the new technology facilitates commerce in a global 
market place and that traditional supply chains will over time be replaced by e-commerce.  
 
Murtaza et al. (2004) claim that the relationship between buyers and suppliers changes and 
that the businesses’ core activities can benefit from the electronic medium. This is because of 
the reduction in search costs which lets businesses concentrate on their core activities instead 
(ibid.). The Economist (2000) estimates that B2B commerce online could save up to 40 per 
cent depending on the industry the business operate in. The level of output could also be 
increased because of the cost-savings that occur (McGaughey, 2002). By that reason McIvor 
and Humphreys (2004) argue that B2B commerce will rapidly increase. McGaughey (2002) 
agrees and states that the growth in B2B e-commerce has outpaced the other forms of e-
commerce such as business-to-consumer (B2C). 
 
The benefits of B2B e-commerce is not only the shortening of the supply chain and cost 
reduction. Lu and Antony (2003) are of the opinion that businesses experience greater price 
competition, enhanced relationship management, access to new customers and suppliers and 
improve the market efficiency. This is why so many businesses use e-marketplaces to buy and 
sell goods on the Internet. Lu and Antony (2003) estimate that there are 4,000 B2B e-
marketplaces worldwide. An e-marketplace is defined by Stockdale and Standing (2002, p. 
222) as “a distinct system of suppliers, distributors, commerce services providers, 
infrastructure providers and customers that use the Internet for communications and 
transactions”. 
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Janssen and Sol (2000) argue that the traditional physical intermediary is threatened by 
electronic intermediaries that can offer additional value to the buyers and sellers. Electronic 
intermediaries, which from now on will be referred to as e-hubs, are according to Stockdale 
and Standing (2004) too important to ignore and leaves non-participants outside the 
competition. 

1.2 Problem discussion 
E-hubs have several models of classification. To begin with, Piccinelli and Mokrushin (2001) 
recognize vertical e-hubs which serve a specific industry and horizontal e-hubs that cut across 
several industries. One of the most well known classification models is Kaplan and 
Sawhney’s (2000) model in which they recognize four different B2B e-hubs: 

• MRO hubs. 
• Yield managers. 
• Exchanges. 
• Catalog hubs. 

 
There are several other classification models, but Stockdale and Standing (2002) argue that 
the classification models created are not dynamic and do not take into account to the changes 
businesses undertake on a competitive market. The models can however illuminate the usage 
of e-hubs and give an overview of how they are operating. 
 
There are three different types of ownership models for an e-hub: 

• One major player in the industry owns it. 
• An independent third party sets up the e-marketplace. 
• Several major players within the industry get together and run the e-marketplace. 

(Murtaza et al., 2004, p. 329) 
 
Johnson and Johnson (2005) mention that there is a current trend in some industries where 
independent third party businesses act as intermediaries for the business transactions. Lu and 
Antony (2003) claim that independent third party e-hub operators are usually neutral and not 
biased, in which they do not favour sellers over the buyers and vice versa. They further state 
that neutral e-hubs attract both buyers and suppliers since they are treated equally and by that 
reason have the highest potential to succeed. However, Kaplan and Sawhney (2000) highlight 
the importance of attracting a critical mass of buyers and suppliers which enables the e-hub to 
act as a true market maker. Yet it is suggested by Lu and Antony (2003) that a lack of 
financial assets disables half of the European e-hubs reaching the critical mass which could 
open opportunities for other e-hub operators.  
 
In order to attract the critical mass of participants and creating a sustainable e-hub, Daniel, 
Hoxmeier, White and Smart (2004) emphasize the importance of offering value-added 
services. They also mention that the early e-hubs only tried to facilitate the procurement 
process for buyers and suppliers and that only a minority of e-hubs today offer additional 
services. Hence it follows that many e-hub operators are failing to differentiate themselves 
from their competitors. Stockdale and Standing (2002) concur and explain that the offering of 
value-added services, thus providing more than just a trading mechanism, is crucial when 
buyers and suppliers are selecting an e-hub.  
 
Kathawala, Abdou and Franck (2002) explain that an e-hub can offer two different services 
which are core services and value-added services. They define core services as the market 
intermediation activity and the aggregation of buyers and suppliers. Value-added services are 
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further defined as the activities intended to make things easier for the participants. Daniel et 
al. (2004) points out that it is not sufficient for an e-hub to solely rely on transaction related 
fees. However, Lu and Antony (2003) illuminates that complementary services such as 
reductions in inventory and improved service levels can be difficult to achieve. Kathawala et 
al. (2002) are of the opinion that for an e-hub to survive and be competitive in the future it is 
essential to offer value-added services. E-hubs have to find a way to generate revenue not 
only from pure transaction related fees, in which Stockdale and Standing (2002, p. 230) have 
recognized a variety of income streams: 

• transaction related fees; 
• membership/licensing fees; 
• sales of industry information; 
• value-add service fee; 
• advertising and marketing; 
• sales of accumulated marketing data. 

 
It can be argued that both the core services and the value-added services are facilities that are 
provided to make the supply chain more effective and efficient for participators. Kathawala et 
al. (2002) recognize that e-hubs facilitate B2B transactions by lowering procurement costs 
and product costs which increases capacity utilization. 
 
As for the development lifecycle, Murtaza et al. (2004) estimate that e-hubs are still in the 
immature stage. Lu and Antony (2003) continue by predicting that in the future only five per 
cent of today’s e-hubs are likely to sustain on the market. They also note that there is a pattern 
of big e-hubs out-conquering smaller ones. 

1.3 Purpose and research questions 
Based on the problem discussion above, the purpose of this thesis is to provide a better 
understanding of the use of B2B e-hubs. In order to reach this purpose we will be answering 
the following two research questions: 
 

RQ 1. How can e-hubs be described? 
 
RQ 2. How can the value provided be described? 
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2 LITERATURE REVIEW 
This chapter will review previous studies that are relevant to the research questions stated in 
the first chapter and the overall purpose of the thesis. A conceptual framework will also be 
provided to specify which studies that will be used for data collection. 

2.1 Describing e-hubs 
This section will present a deeper review of how e-hubs can be described concerning different 
ways of classification, design elements, activities and income streams. 

2.1.1 Classification models 
Piccinelli and Mokrushin (2001) explain that e-hubs operate in horizontal and vertical 
industries with the purpose to facilitate the procurement process for participants and make the 
supply chain management more efficient. They further claim that an e-hub offers information, 
value-added services and in most cases trade opportunities. Stockdale and Standing (2002) 
argue that the classification models that have been established have created some clarity in the 
complex but rapidly growing market for e-hubs. Although, they state, the models do not take 
into account the dynamics of business activities on a competitive market, they are of the 
opinion that the classification models introduces the new concept and can still offer somewhat 
of a framework for businesses when selecting an e-hub. 
 
As stated in the problem discussion, Kaplan and Sawhney (2000) have established a well 
recognized model by categorizing the “what” and “how” businesses. The “what” businesses 
buy consist of two different procurement aspects which are manufacturing inputs and 
operating inputs. Manufacturing inputs are raw materials and components of a product when 
operating inputs on the other hand is defined as maintenance, repair and operating (MRO) 
goods such as spare parts and office supplies, consequently not part of the finished product. 
The “how” businesses buy is based on what procurement method businesses use which are 
either systematic sourcing or spot sourcing. Systematic sourcing often consists of long-term 
relationships with negotiated contracts and spot sourcing when the buyer makes an immediate 
purchase at the lowest possible price. (Kaplan and Sawhney, 2000) 
 
By doing this, Kaplan and Sawhney (2000, p. 98) recognized four different types of e-hubs 
(see figure 2.1): 

• MRO hubs are horizontal markets that enable systematic sourcing of operating inputs. 
• Yield managers are horizontal markets that enable spot sourcing of operating inputs. 
• Exchanges are vertical markets that enable spot sourcing of manufacturing inputs. 
• Catalog hubs are vertical markets that enable systematic sourcing of manufacturing 

inputs. 
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There are however additional models that are of interest and takes other characteristics into 
account. Stockdale and Standing (2002) mention a model that relies solely on the type of 
transaction mechanism used which resulted in five different models for e-marketplaces:  

• Aggregators – collection of product catalogues. 
• Trading hubs – buyer and seller communities. 
• Post and browse markets – bulletin board model where expressions of interest are 

posted. 
• Auction markets – buyer or seller driven. 
• Fully automated exchanges – bid and ask systems. 

 
Piccinelli and Mokrushin (2001) established a classification model in regards to two different 
aspects which are the level of transaction automation and impact on pricing and sales models. 
By taking these two aspects into account, they recognize four categories of e-marketplaces 
(figure 2.2): 

• Content and/or community portals are sales lead channels, consequently a portal 
where buyers and sellers meet but do not close any transactions. The portal provides 
value-added services such as forums, buyer guides, chats, news and earns revenue by 
collecting a subscription fee or by charging sellers a finder’s fee for a successful sales 
lead. 

• Channel enablers are either electronic distributors or sell commerce software to enable 
customers to participate in e-commerce. Channel enablers are common in industries 
where the supplier rely heavily on distribution channels and earn revenues by either 
charging the manufacturer a percentage of the transaction or sales of software. 

• Commerce hubs are virtual distributors and aggregate suppliers’ catalogues, create 
taxonomies to facilitate buying decisions and provide real-time pricing, order status 
and sometimes product availability status. Standardized products with pre-negotiated 
price arrangements are the most suitable for this kind of e-hub. Commerce hubs earn 
revenues by either a percentage of transaction, subscription fees from buyer and sellers 
or aggregation and mark-up of suppliers’ goods for sale to buyers. 

• Dynamic marketplaces are similar to commerce hubs, but prices are negotiated on the 
marketplace through auctions, reverse auctions and bid-ask exchanges. There are three 
types of dynamic marketplaces: 

 
 
 

MRO Hubs 

 
 

Yield Managers 

What businesses buy 

Operating inputs 

 

Systematic 
sourcing  

 

How 
businesses 

buy 
Spot 

sourcing 

Manufacturing 
inputs 

 
 
 

Catalog Hubs 

 
 

Exchanges 

Figure 2.1 The B2B Matrix 

SOURCE: Adapted from Kaplan and Sawhney, 2000, p. 98 
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o Seller advocates focus on sales auctions of for instance secondary or new 
products in which there are shortages that increase the price. They also provide 
additional services such as information on transactions and buyer reviews. 

o Buyer advocates gather buyers to increase their bargaining power and access to 
suppliers and provides reverse auctions and consulting services. 

o Online exchanges are neutral and most frequently provide bid-ask exchanges 
where participants can be both buyers and sellers. The most suitable goods 
traded in this hub are commodity products. 

 

 

2.1.2 Design elements 
Graphical interface – The graphical user interface (GUI) of the e-hub is according to Angeles 
(2001) vital to carefully design. This is, she states, because the creator of the e-hub should 
consider the potential users to hold a knowledge level of beginners in regards to using the 
electronic medium as a way of doing business. By doing this, the adoption from physical to 
electronic medium is simplified. It could also be argued that by facilitating the steps of 
moving to the electronic medium, the e-hub could expand the accessibility of potential users 
to those who previously have been sceptic to the new way of making transactions. Angeles 
(2001) also points out that by offering end users to trial and error the e-hub before the actual 
launch, the administrator can obtain feedback on what is good and what must be improved. It 
is also important making the GUI easy to configure and administrate in case of changes that 
affect the usage of the e-hub or the risk of platform incompatibility (ibid.). 
 
Security – Stockdale and Standing (2002) assert that security, especially amongst e-hubs that 
provides financial support and a high degree of integration, is the biggest issue for businesses 
when moving to the electronic medium. Therefore it is very important for e-hub operators to 
ensure the confidentiality concerning company information and data transactions will be 
sustained. Trust has to be created between e-hub operator and participants which may 
possibly be easier for a familiar brand (ibid.). This could be regarded as a disadvantage for 
new e-hubs owned by independent third parties that does not have a familiar brand that 
participants can relate trustworthiness to. Murtaza et al. (2004) note that most of the security 
breaches have been in the B2C segment but still is a significant concern for B2B e-hubs. They 
further claim that to obtain confidentiality, e-hubs can use a login procedure that has to be 
authenticated by the administrator and also other security actions such as firewalls, virus 
protection and encrypted transactions. With these actions present, they mean that security 
audits can be performed to both test the security as well as handing out the results to 

Impact on Pricing and Sales Models 

high low  

 low 

high 

 

Transaction 
Automation 

 
 
 

Commerce Hub 

 
 

Channel Enabler 

 
 

Dynamic 
Marketplace 

 

Content and/or 
Community 

Portal 

SOURCE: Adapted from Piccinelli and Mokrushin, 2001, p. 5 

 Figure 2.2 E-marketplaces  
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participants to ensure their trustworthiness. It is also of importance that the security actions do 
not interfere with the usage of the e-hub to the extent that exchanges become too time-
consuming (Murtaza et al., 2004). 

2.1.3 Activities 
As defined in the problem discussion, there are two different types of services that e-hubs 
offer which are value-added services and core services. Value-added services covers tools 
such as discussion boards, news, chats, career guides etcetera and will be further discussed in 
the next section of this chapter. As for core services in the means of market intermediation 
activity, they have been grouped by Stockdale and Standing (2002) and consists of four trade 
mechanisms that are used by e-hubs: 

• Catalogues is the aggregation of supplier’s catalogues and enables the user to search 
on the website for the goods supplied. It also offers the users to retrieve information, 
customer support, payment facilities and the ordering of goods and services. 
Catalogues as a transaction mechanism is common with the procurement of low price, 
standardized MRO goods. 

• Auctions can be operated via open bidding or auctions in which specific buyers or 
suppliers are invited to attend. Goods usually auctioned in the B2B segment are often 
related to the core activities of the business, but there is an increasing trend in the 
auctioning of service contracts.  

• Negotiation as a trade mechanism consists of the posting of bids or quotes and the 
consent for responding businesses to make their offer. On occasion the e-hub acts as 
the intermediary thus letting the two businesses remain anonymous. The e-hub may 
also offer facilities such as logistical and financial services. 

• Exchanges hosts anonymous bidding between buyers and sellers and also provide 
financial and logistical services to protect the integrity of the e-hub. 

2.1.4 Income streams 
There are very little research done in this area, but the managing of the income streams is very 
important according to Kathawala et al. (2002) since they argue that e-hubs have to find a 
way to generate revenue not only from pure transaction related fees in order to survive. 
Stockdale and Standing (2002, p. 230) have recognized a variety of income streams that are 
available to e-hubs: 

• Transaction related fee is when the e-hub charges a fee based on the value of the 
transaction conducted on the e-hub. 

• Membership/licensing fee is most established as a one-time joining fee and an annual 
maintenance fee for retaining the membership. 

• Sales of industry information can also generate value through the information that e-
hubs have obtained that is useful for other companies. 

• Value-add service fees come from charging a fee for services such as logistics or 
financing services. 

• Advertising and marketing is used by many e-hubs to generate revenue through 
banners, sponsorships and hyperlinks to other companies. 

• Sales of accumulated marketing data enable the e-hub to charge a fee for the 
marketing data that has been accumulated on the e-hub. 

2.2 Value provided by e-hubs 
Christiaanse (2005) argues that the traditional dyadic supply chain between two parties, for 
instance supplier and manufacturer, are under decline and moving towards an increased 
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collaboration among several participants in an e-hub. She continues by saying that today’s 
businesses are more aware of that their profitability heavily depends on the competition of the 
supply chain they take part of. Moreover, Kathawala et al. (2002) say that managing the 
supply chain in an efficient way is critical for success and that the trend amongst businesses 
the recent years is to participate in B2B e-hubs to achieve maximum efficiency.  
 
When determining the value that is provided from interacting with B2B e-hubs, Rohm, 
Kashyap, Brasher and Milne (2004) claim that separation of the different participants is 
necessary. The producer, buyer and finally the supplier obtain value in different ways (ibid). 

2.2.1 Creating value through core services 
Lu and Antony (2003) argue that e-hubs create value through two main mechanisms: 
aggregation or matching, which is the core service for the aggregation of buyers and 
suppliers. They further describe aggregation as the gathering of a large number of buyers and 
suppliers to a website offering trade-services that benefits the participants by lowering 
transaction costs and broaden the choices, making the market more efficient. Moreover they 
explain that the aggregation mechanism is static since the prices are prefixed, therefore adding 
one extra buyer only benefits the suppliers and vice versa.  
 
B2B e-hubs that are characterized by using the matching mechanism attract and bring together 
a number of buyers and sellers to bargain on a dynamic real time basis. In contrast to the 
aggregation mechanism, one additional participant benefits both the sellers and the buyers in 
form of better liquidity in the market. (Lu and Antony, 2003) 

2.2.2. Creating value through value-added services 
According to Christiaanse (2005) B2B e-hubs that have only focused on aggregation and 
matching have not been able to attract the critical mass of buyers and suppliers to stay 
competitive and survive on the market. Moreover she illuminates the importance for B2B e-
hubs to go beyond and not only offering core services but also provide value-added services. 
Kathawala et al. (2002) categorize value-added services into four categories; 

• Information. 
• Problem solving. 
• Sales support. 
• Field support. 

 
They further explain that B2B e-hubs that provide value-added services are offering financial 
or logistical services, supplier and buyer support activities and information services. 
Humphrey (2004) further highlight that B2B e-hubs should provide a wide range of services 
to the members in form of speed, convenience, personalisation, cost and price. Stockdale and 
Standing (2002) list a number of additional services that are provided by e-hubs: insurance, 
online payment, escrow, completion of customs paperwork, data warehousing and tracking of 
deliveries. 
 
According to Christiaanse (2005) integration with B2B e-hubs offer improvement in 
efficiencies due to streamlining of communications, support of collaboration and buying. 
Christiaanse (2005, p. 96) further claims that collaborative services “allow multiple 
companies to manage inventories, design products and manage projects more effectively”. It 
is estimated that the B2B e-hubs that offer collaborative services also will be the ones that 
provide the most value to the participants, illustrated in figure 2.3 (ibid.). 
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2.2.3 Benefits 
Derived from the activities in the core and value-added services, several benefits are created 
for both supplier and buyer. Rohm et al. (2004) explain that the value a producer experience 
when integrating with B2B e-hubs is; lower transaction and administrative costs, reduction of 
inventories and better flexibility in production. For buyers, B2B e-hubs have simplified the 
search of suppliers and thereby reduced search costs, made prices more transparent and 
competitive and improved the cooperation with suppliers. The suppliers have obtained value 
through reaching a greater audience, consequently expanding the markets (ibid). 
 
Kathawala et al. (2002) present several benefits that could be gained by both buyers and 
suppliers when participating in a B2B e-hub supply chain (table 2.1). 
 

 
 
Stockdale and Standing (2004) have also identified an extensive list of benefits that 
businesses can gain when participating in B2B e-hubs, seen in table 2.2. 
 

Lower product costs 

→ 
 

 

More vendors 
Greater liquidity 
Wider selection 
Less inventory 
Vendor management 

SOURCE:  Adapted from Kathawala, Abdou and Franck, 2001, p. 457 

Table 2.1 Benefits experienced by buyer and supplier 

Lower procurement costs 

→ 
 

 

Less time 
Fewer errors 
Greater standardization 
Streamlines processes 

Increase capacity utilization 

 
 
 

Increased productivity 
Scale to local businesses 
Expanded market 
Yield curve pricing 
Revenue management 

   Figure 2.3 Advantage gain with e-hubs 

SOURCE: Adapted from Christiaanse, 2005, p. 96 
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2.3 Conceptual framework 
Miles and Huberman (1994, p. 18) state that “a conceptual framework explains, either 
graphically or in narrative form, the main things to be studied”. This section is thereby 
dedicated to illuminate what studies our thesis will rely on. 

2.3.1 Conceptualization – RQ 1 
In regards to our first research question which is describing the e-hubs, we will use the 
classification model made by Piccinelli and Mokrushin (2001). Their model will be used since 
it is the most extensive and elucidating one we found. The four types of e-hubs Piccinelli and 
Mokrushin (2001) are: 

Advantage 
 
Access to a wider range of 
markets 
 
 
 
 
 
 
Greater potential for 
partnerships 
 
 
 
 
 
 
Flexibility in 
administration and 
communication 
 
 
 
 
 
 
Convenience (24/7) 
 
 
 
 
 
 
 
Information 
 

Benefits 
 
Suppliers get access to a 
wider market both 
domestic and globally. 
The buyers benefit from 
the greater supply of 
different goods and 
services plus lower prices. 
 
The communication that 
B2B e-hubs offer through 
multimedia and e-mail 
improves relationships 
and thereby broadening 
the support for the seller 
base. 
 
The integration into an e-
hub smoothes the 
progress of administration 
and makes it more 
flexible. Furthermore it 
enhances the 
communication internally 
and externally. 
 
Even though countries 
have different time zones, 
the opportunity for 
businesses to interact and 
place orders 24/7 is 
convenient for all 
participants. 
 
The importance for 
participants and the e-hub 
itself to be well informed 
is achieved in some e-
hubs due to the 
accumulation of 
information. Moreover the 
exchange of information 
is heightened through the 
offering of multimedia 
applications for 
marketing, tendering, and 
design purposes. However 
some degree of trust is 
necessary among the 
participants to rely on the 
available information. 

Advantage 
 
Improved customer 
services 
 
 
 
 
 
 
 
 
 
Updating information 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Lower transaction costs 
 
 
 
 
 
 
 
 
Differentiation of products 
and services / 
customisation 
 
 
 
 
 
 
 
 
Ability to enter supply 
chain for larger 
companies 
 

Benefits 
 
E-hubs have the ability to 
bring a service into line 
with participants needs. 
Thereby suppliers can 
customize products and 
services more easy due to 
the convenience of leaving 
and receiving 
specifications via the e-
hub.  
 
Traditionally information 
to customers through, for 
instance, physical 
catalogues including price, 
product and delivery 
information are expensive 
both to print, distribute 
and updating. Operating 
in an e-hub significantly 
reduce costs associated 
with these catalogues and 
offer a more flexible 
approach, making it less 
costly to update various 
information. 
 
Costs associated with 
finding buyers/suppliers 
are reduced. Furthermore 
transaction costs referred 
to payments and order 
tracking can significantly 
be reduced when 
integrating into e-hubs.  
 
The available information 
in the e-hubs makes it 
easier for businesses to 
benchmark, making the 
process of identification 
where they can 
differentiate their 
business to another’s 
within the marketplace 
more convenient.  
 
Companies of all sizes 
have the opportunity to 
participate in an e-hub, as 
a result of this; larger 
enterprises have the 
chance to increase the 
width of suppliers. 
 

Table 2.2 Benefits to be gained from SMEs participation in e-hubs    

SOURCE: Adapted from Stockdale and Standing, 2004, p. 306-307 



Literature Review 

 
11 

• Content and/or community portals are sales lead channels. 
• Channel enablers are either electronic distributors or sell commerce software to enable 

customers to participate in e-commerce.  
• Commerce hubs are virtual distributors and aggregate suppliers’ catalogues, create 

taxonomies to facilitate buying decisions and provide real-time pricing, order status 
and sometimes product availability status.  

• Dynamic marketplaces are similar to commerce hubs, but prices are negotiated on the 
marketplace through auctions, reverse auctions and bid-ask exchanges.  

 
We will also use Stockdale and Standing (2002) to ascertain which trading mechanism is 
used. This study will be used since it is the most extensive one in regards to the four trading 
mechanisms: 

• Catalogues. 
• Auctions. 
• Negotiation. 
• Exchanges. 

 
The variety of income streams that are available to e-hubs recognized by Stockdale and 
Standing (2002) will also be used. The reason for choosing this study is because it is the only 
one we found listing a multitude of income streams but still had very little literature written 
about it. We will observe the e-hub and see if they are using any streams that are not 
mentioned in the theory or if they are only using the following income streams: 

• Transaction related fees. 
• Membership/licensing fees. 
• Sales of industry information. 
• Value-add service fee. 
• Advertising and marketing. 
• Sales of accumulated marketing data. 

2.3.2 Conceptualization – RQ 2 
In order to investigate and describe how the e-hub provides value-added services we will rely 
on Kathawala et al. (2002) who had the only study we found that categorizes value-added 
services into four areas.  

• Information. 
• Problem solving. 
• Sales support. 
• Field support. 

 
Combined with this we will also overview their extensive list of benefits, as seen in table 2.3, 
that can be realized when integrating in an e-hub and examine how the e-hub provides value 
to the participants. 
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Regarding the benefits that can be obtained we will also rely on Stockdale and Standing 
(2004) who recognize ten areas of benefits with using e-hubs: 

• Access to a wider range of markets. 
• Greater potential for partnerships. 
• Flexibility in administration and communication. 
• Convenience (24/7). 
• Information. 
• Improved customer services. 
• Updating of information. 
• Lower transaction costs. 
• Differentiation of products and services/customization. 
• Ability to enter supply chain for larger companies. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Lower product costs 

→ 
 

 

More vendors 
Greater liquidity 
Wider selection 
Less inventory 
Vendor management 

Lower procurement costs 

→ 
 

 

Less time 
Fewer errors 
Greater standardization 
Streamlines processes 

Increase capacity utilization 

 
 
 

Increased productivity 
Scale to local businesses 
Expanded market 
Yield curve pricing 
Revenue management 

SOURCE:  Adapted from Kathawala, Abdou and Franck, 2001, p. 457 

Table 2.3 Benefits experienced by buyer and supplier 
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2.3.3 Frame of references 
In table 2.4 our conceptual framework is summarized showing the theories and what factors 
we will rely on. 
 

 

Table 2.4 Frame of references 

Research question 1 

Rely on Piccinelli and Mokrushin 
(2001) classification model: 

• Content and/or 
community portals  

• Channel enablers  
• Commerce hubs  
• Dynamic marketplaces 

 
Rely on Stockdale and Standing 
(2002) trade mechanisms: 

• Catalogues. 
• Auctions. 
• Negotiation. 
• Exchanges. 
 

Rely on Stockdale and Standing 
(2002) income streams: 

• Transaction related fees. 
• Membership/licensing 

fees. 
• Sales of industry 

information. 
• Value-add service fee. 
• Advertising and 

marketing. 
• Sales of accumulated 

marketing data. 
 

Research question 2 

Rely on Kathawala, Abdou and 
Franck (2001) categorized value-
added services: 

• Information. 
• Problem solving. 
• Sales support. 
• Field support. 

 
Rely on Kathawala, Abdou and 
Franck (2001) table of benefits 
experienced by buyer and 
supplier 
 
Rely on Stockdale and Standing 
(2004) ten areas of benefits: 

• Access to a wider range of 
markets. 

• Greater potential for 
partnerships. 

• Flexibility in 
administration and 
communication. 

• Convenience (24/7). 
• Information. 
• Improved customer 

services. 
• Updating of information. 
• Lower transaction costs. 
• Differentiation of products 

and 
services/customization. 

• Ability to enter supply 
chain for larger 
companies. 
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3 METHODOLOGY 
In this chapter we will explain the research methods we will use in order to carry out the 
purpose of the thesis. The methodological issues to be discussed are purpose of research, 
research approach, research strategy, data collection method, sample selection, analysis of 
data and quality standards. 

3.1 Research purpose 
Saunders, Lewis and Thornhill (2003) classify the purposes of a research into three main 
categories: descriptive, exploratory and explanatory. 
 
Descriptive is explained by Saunders et al. (2003, p. 97) as “The object is to portray accurate 
profiles of persons, events or situations”. They continue by clarifying the importance to have 
a clear picture of the subject on which you want to collect data on.  
 
Exploratory studies are according to Saunders et al. (2003) appropriate when the purpose of 
the research is to explore. The research makes it possible for the investigators to orientate 
themselves within a specific subject area. An exploratory research is useful if the researcher’s 
agenda is to clarify the understanding of a problem. The implementation of an exploratory 
research demands high flexibility and adaptation of the researcher’s due to new information or 
knowledge of the subject might be known during the progress. Moreover they explain that 
initially the focus in an exploratory research is broad to become narrower as the progress of 
the research advance. (ibid). 
 
Explanatory is according to Saunders, Lewis and Thornhill (2000) suitable when trying to 
determine or explain different variables and their impact on each other. Eriksson and 
Widersheim-Paul (1997) further write that explanatory researchers try to identify the 
underlying factors that jointly cause a certain phenomena. 
 
Since the purpose of this thesis is to provide a better understanding of the use of B2B e-hubs 
and our research questions are formulated as “how” questions and requires descriptive 
answers, our research purpose of this essay will mainly be descriptive. However, elements of 
exploratory research will also occur in this thesis since we are exploring B2B e-hubs to gain a 
better understanding of the area. There will also be an influence of explanatory research since 
our compilation of the gathered data will be analyzed and explained in our conclusions. 

3.2 Research approach 
Saunders et al. (2000) state that the qualitative method does not strive to generalize the 
problem, but instead it is intended to give a deeper understanding of a specific problem. They 
further state that method is flexible, giving the researcher the opportunity to correct possible 
weaknesses and incorrect formulations or add lacking questions. Miles and Huberman (1994) 
also state that qualitative researchers usually work with small samples of people, nested in 
their context and studied in-depth. Due to this reasoning we decided to obtain our purpose of 
gaining a deeper understanding of B2B e-hubs by using a qualitative research approach. 

3.3 Research strategy 
Since our research approach in general will be characterized by a qualitative research, we are 
now about to choose research strategy, consequently how we will collect the data. According 
to Yin (2003) there are five primary research strategies; experiments, surveys, archival 
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analysis, histories and case studies. Yin (2003, p. 5) continues by saying that the choice of 
strategy should be based on three conditions; 
 

1. The type of research question posed. 
2. The extent of control an investigator has over actual behavioural events. 
3. The degree of focus on contemporary as opposed to historical events. 

 
Saunders et al. (2000, p. 94) define case study as the “development of detailed, intensive 
knowledge about a single “case”, or  a small number of related “cases”. They continue by 
explaining that this strategy is appropriate if you want a deeper understanding within a 
specific area. Moreover Yin (2003) writes that a case study is suitable as a method for 
gathering data  when “how” or “why” questions are being asked about a contemporary set of 
events over which the investigators has poor if any control.  
 
The compilation of all these conditions shows that a case study is the most suitable strategy 
for our research. The research questions are formulated “how” and that strengthen our choice 
of case study. Except from this, the researchers have no control over actual behavioural, and 
the research focuses on contemporary events. Considering all these aspects we are in 
accordance with Yin (2003) recommendations when selecting research strategy. 

3.4 Data collection 
Since we did a case study, we could according to Yin (2003) collect data through six sources 
in which we selected to use three of them for data collection, namely documentations, 
observations and interviews. Hence it follows that the majority of the data we gathered was of 
primary, first-hand information. However, we also relied on documentation which is already 
gathered secondary data. The strengths and weaknesses of the three sources selected are 
shown in table 3.1. 

 

Strengths 
 

• Stable: can be reviewed 
repeatedly 

• Unobtrusive: not created as a 
result of the case 

• Exact: contains exact names, 
references, and details of an 
event 

• Broad coverage: long span of 
time, many events, and many 
settings 

 
• Targeted: focuses directly on 

case study topic 
• Insightful: provides perceived 

casual inferences 
 
 
 
 
• Reality: covers events in real 

time 
• Contextual: covers context of 

event 
 
 
 
 

Weaknesses 
 

• Retrievability: can be low 
• Biased selectivity: if collection 

is incomplete 
• Reporting bias: reflects 

(unknown) bias of author 
• Access: may be deliberately 

blocked 
 
 
 
 

• Bias due to poorly constructed 
questionnaires 

• Response bias 
• Inaccuracies due to poor recall 
• Reflexivity: interviewee gives 

what interviewer wants to hear 
 
 
• Time consuming 
• Selectivity: unless broad 

coverage 
• Reflexivity: event may proceed 

differently because it is being 
observed 

• Cost: hours needed by human 
observers 

Source of evidence 
 

Documentation 
 
 
 
 
 
 
 
 
 
 

Interviews 
 
 
 
 
 
 
 

Direct Observations 

Table 3.1 Six sources of Evidence: Strengths and Weaknesses 

SOURCE: Adapted from Yin, 2003, p. 86 
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3.4.1 Documentation 
Documentation gave us the opportunity to collect secondary data from the website anytime 
we wanted to and letting us according to Yin (2003) review it repeatedly. We took part of 
their annual report giving us an insight on general company information, but we also looked 
for available supporting documents that could further explain the activities and services the e-
hub offers.  

3.4.2 Interviews 
Yin (2003) claims that interviews are one of the most important sources of a case study when 
collecting data. Interviews were our choice of primary source since it allowed us to focus 
directly on the case study topic. We decided to conduct focused interviews because, as Yin 
(2003, p. 90) states, “the interviews may still remain open-ended and assume a conversational 
manner”, consequently giving us flexibility but still allowed us to follow our pre-determined 
interview guide. Two telephone interviews were conducted since, in comparison to face-to-
face interviews, they are both time-saving and cost efficient but still offers many of the 
qualities that are characteristic for the face-to-face interview. 

3.4.3 Direct observation 
Yin (2003) is of the opinion that if the phenomenon studied is not purely historical, a field 
visit can be made to make direct observations of relevant behaviours or environmental 
conditions real-time. Since e-hubs offer the convenience of 24/7 availability, we decided that 
a direct observation in the state of passive interaction with the activities offered and letting us 
browse the website is suitable since it would give us additional first-hand information besides 
the one we collected through interviews. It would also give us a deeper knowledge of the 
interface and activities, giving us a good foundation and insight before we conduct the 
interviews. 

3.5 Sample selection 
 
E-hub criteria: 

• B2B e-hub 
• Global actor 
• Established and active 
• Profitable 
• Swedish 
• At least 500 participants 

 
Based on these criteria we decided to focus our study on Endorsia, a MRO hub that has more 
than 1100 participating companies in about 80 countries with order line transactions between 
160,000 and 180,000 every month. Their head office is located in Gothenburg, Sweden. Since 
it is a Swedish company we argued that it would be easier to get in contact with the person in 
charge of the company. 
 
We also decided to conduct an interview with a participating company which was AB Sverull, 
a Swedish company that have their head office in Jönköping, Sweden. Their part in the e-hub 
is as distributors and is an authorized SKF distributor. 
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Interviewees’ criteria: 
In order to gather information relevant to our research, we needed to find interviewees that 
had deep knowledge in the area and able to answer questions about their business. 
Considering this, we decided to interview the chief executive officer (CEO) of the e-hub, 
Joakim Winggren, as well as the purchasing manager (PM) of the participating company 
Sverull, Göran Hegestig. Both where referenced as the best source concerning the structure of 
the e-hub as well as the usage. 

3.6 Data analysis 
Yin (2003) states that it can be very facilitating for the researcher to start the case study with a 
general analytical strategy since it helps determine what to analyze and how. There are three 
general analytical strategies in which we selected the one most preferred by Yin (2003) which 
is relying on theoretical propositions, consisting of the data collection plan being based on 
research questions and empirical review. 
 
After the data has been collected, Miles and Huberman (1994, p. 10) state that qualitative 
analysis consists of “three concurrent flows of activity: data reduction, data display, and 
conclusion drawing/verification”. The three stages are explained by Miles and Huberman 
(1994, p. 10-11) as follows: 
 
Data reduction is “the process of selecting, focusing, simplifying, abstracting, and 
transforming the data that appear in written up field notes or transcriptions”. This part of the 
qualitative analysis “sharpens, sorts, focuses, discards, and organizes data in such a way that 
final conclusions can be drawn and verified”. 
 
Data display is “designed to assemble organized information into an immediately accessible, 
compact form so that the analyst can see what is happening and either draw justified 
conclusions or move on to the next step of the analysis the display suggest may be useful”. 
The data can be displayed in different types of matrices, graphs, charts and networks. 
 
Conclusion drawing and verification is the final stage where “the qualitative analyst is 
beginning to decide what things mean—is noting regularities, patterns, explanations, possible 
configurations, casual flows, and propositions”. 
 
During these three stages of analysis we undertook a within-case analysis which is comparing 
empirical data with theories. 

3.7 Validity and reliability 
Validity is described by Denscombe (2000) as data and methods being “correct” in the means 
of data reflecting the reality and methods measuring the right indicators giving a correct 
result. Reliability on the other hand, is described as a measuring instrument such as an 
experiment or a questionnaire being reliable and consistent, that is to say if the measuring was 
repeated it would give the same result. 
 
Yin (2003) recognizes various case study tactics that are of use when trying to establish 
validity and reliability, seen in table 3.2. 
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Construct validity: establishing correct operational measures for the concepts being studied 
(Yin, 2003, p. 34). The construct validity of this study has been established by using three 
sources of collecting data which are documentation, interviews and direct observations. We 
also interviewed two different companies. On one hand we interviewed a company 
participating in the e-hub, on the other hand the company that runs the e-hub. The interview 
guide has been reviewed by others to ensure it is not poorly constructed. The interview guide 
was also sent out in advance to the interviewees so that they would have some time to prepare 
their answers. Lastly, the interviews were tape recorded certifying no information would be 
missed out and enabling double-checks of the answers. We will also try to increase validity by 
analysing the interviews individually at first and finally discuss our findings with each others 
and see if both have analysed the data the same way. 
 
External validity: establishing the domain to which a study’s findings can be generalized 
(Yin, 2003, p. 34). The external validity of this research was established by using what is 
recommended by Yin (2003), which is analytical generalization. This enables generalization 
of the results of data collection and comparison with the theories presented in the conceptual 
framework. However, the validity could be affected negatively in the means of 
misinterpretation and faulty translation since we will be translating the interview guide into 
Swedish, conduct the interview in Swedish and finally translate it back to English. 
 
Reliability: demonstrating that the operations of a study—such as the data collection 
procedures—can be repeated, with the same results (Yin, 2003, p. 34). To minimize bias and 
errors we use focused interviews and aimed to keep the interview guide free from leading and 
subjective questions, which were weaknesses of interviews according to Yin (2003). The 
interviews will be saved and documented in a case study database so that others can repeat 
our analysis. It should however be noted that the perceptions of different individuals vary on 
how to process the collected data which could affect the reliability.  
 

Table 3.2 Case Study Tactics for Four Design Tests 

 
Tests 

 
 

Construct validity 
 
 
 

External validity 
 
 

Reliability 

 
Case Study Tactic 

 
 

• Use multiple sources of evidence 
• Establish chain of evidence 
• Have key informants review draft case study report 
 
• Use theory in single-case studies 
• Use replication logic in multiple-case studies 
 
• Use case study protocol 
• Develop case study database 

 
Phase of research in 
which tactic occurs 
 
data collection 
data collection 
composition 
 
research design 
research design 
 
data collection 
data collection 
 

SOURCE: Yin, 2003, p. 34 
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4 EMPIRICAL DATA 
This section will present the empirical data that has been collected through observations, 
documentations but mainly the interviews that has been conducted. The two interviews that 
were conducted were made with the CEO of the e-hub Endorsia as well as the purchasing 
manager of the participating company Sverull. The data collected will be presented in 
regards to the research questions and the structure of the conceptual framework.  
 
Endorsia company information – Endorsia was founded in 1999 by SKF with a clear vision of 
providing a global platform for doing business with distributors and end-users over Internet. It 
was from the start an objective to share the platform with other prime brand manufacturers. In 
2001 SKF sold 80% of the company to five other global industrial companies; INA, Timken, 
Sandvik and Rockwell, all taking an equal share in the company and thereby providing the 
base for neutrality and further growth.  
 
Today, Endorsia has customers in 74 countries, the buying application is translated into 17 
languages. Up until September 2005, more than 6,5 million order lines have been placed on 
Endorsia. The US based company, MRO Software, a company being in operations for over 20 
years, with more than 8000 customers around the world, provides the core technology. The 
platform is based on a scalable, robust architecture that provides a secure, user-friendly 
interface. Members enjoy content-rich catalogues, advanced search engine and drill down, 
and real-time processing. 
 
March 2006 Endorsia registered the highest number of order lines ever in the company’s 
history: more than 235 000 order lines in one month. The first quarter of 2006 is 35 per cent 
better than the first quarter of 2005, which shows that the market is considering eBusiness to 
be an increasingly important strategic tool. 
 
Sverull company information – Sverull is a family owned company in Sweden. It was founded 
in 1970 in Jönköping to work as an independent SKF distributor for local customers on the 
after market. In the beginning they mainly sold bearings, but now they also sell seals, open 
transmissions, lubricants and many more products within the MRO industry. The thing that 
the products have in common is that they all are power transmission products and function 
around the shaft. The company has approximately 50 employees working on five different 
locations in the southern part of Sweden. Annual turnover is approximately 15 million Euros 
and have roughly 7000 regularly buying customers. Sverull also participates in the B2B e-hub 
Endorsia. 

4.1 Data from RQ 1 
To find out if Endorsia could be categorized in regards to the classification models, whether it 
may be a content and/or community portal, channel enabler, commerce hub or dynamic 
marketplace, questions related to activities and transactions were asked. The CEO of Endorsia 
explained that their e-hub works with the industrial value chain between manufacturer, 
distributor and end-user. Commerce is enabled between manufacturer and distributor as well 
as distributor and end-user, but the CEO notes that the most transactions that are made are 
between manufacturer and distributor. These transactions are enabled through the product 
catalogues from both manufacturers and distributors which are aggregated on the e-hub and 
allows participants to browse them. Endorsia is updated in real-time, provide net price 
information, order history and product availability status. To enable the distributor to make 
purchases from the manufacturers, they need a specific ID number from the manufacturers to 
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enable them to browse their product catalogues. This means that the distributor can not 
compare prices between the manufacturers unless they have different ID numbers.  
 
Endorsia is according to the CEO world leaders in its industry which is standardized MRO 
products such as bearings, chains and seals and is sold to original equipment manufacturer 
(OEM) companies. The owner structure of Endorsia could be described as a consortium of 
several major players within the MRO industry that owns and runs it. As for prices on the e-
hub, the CEO points out that one time every year prices are negotiated resulting in static 
prices for one year. A facilitating service that Endorsia is offering is an integration solution, 
which means that Endorsia helps the participating company to integrate their enterprise 
resource planning (ERP) system with Endorsia. By doing this, all the information that is 
available at Endorsia is available on the company’s own ERP system, thus allowing order 
placement with all the connected suppliers on Endorsia without leaving their own ERP 
system. This enables the companies to save time since placing orders and receiving 
information are handled in an automated way. The integrated solution also supports advanced 
shipping notice and order line acknowledgement. In addition to this, the CEO state that within 
days after the interview was conducted, the system will also support invoice which may 
increase the efficiency. 
 
In regards to the trading mechanisms that an e-hub can offer to enable transactions, the CEO 
of Endorsia explained that they have several different mechanisms in use. He mentions that 
some of the companies use request-for-quotation to make transactions but that it is not 
desirable for the sellers since it on one hand is a costly mechanism and on the other hand 
would favour buyers more than sellers, reducing the price of the products. Since Endorsia is 
biased towards the sellers, this trading mechanism is nor common or desirable. Another thing 
that he thinks is a reason to that request-for-quotation not being that demanded is how the 
market is operating, and that this kind of trading mechanism is not that useful as in other 
industries. What is the most commonly used is ordering through the aggregated suppliers’ 
catalogues, which he points out is very important and thinks this is because of the MRO 
industry they are operating in. The CEO of Endorsia explains that before the introduction of 
e-hubs and web shops, companies used to burn their product catalogue on a CD and send it to 
their distributors which is common within the MRO industry. Endorsia has improved this in a 
much more efficient way since the catalogues are available 24/7 on the system and can be 
updated on demand without the need of a physical handout. 
 
The several income streams that are used by the Endorsia is described by the CEO to differ in 
regards to whether it is the manufacturer, distributor or end-user that are using the e-hub. As 
for manufacturers, they are charged for a membership fee, fees on the amount of storefronts 
they use, transaction related fees and the amount of products in their catalogues. When it 
comes to distributors, they pay a membership fee and if they are using any integrated 
solutions or sales solutions which include software offered by Endorsia. The reason for not 
selling industry information is explained by the CEO with the argument that Endorsia will 
probably never have more knowledge about the MRO industry than the participating 
companies. He further says that Endorsia wants to profile themselves as skilled in e-business 
and by joining them companies can increase their profitability by the facilitating way of doing 
business through their e-hub. This train of thought can explain the reason to the modest 
offering of value-added services. Endorsia’s purpose is to facilitate transactions and enabling 
businesses to be more effective, in which the core service of transactions is the part of the e-
hub that is highly important. The CEO states that “The most difficult part in this kind of 
business is not to enable trade but to convince clients to do e-commerce”. When we asked the 



Empirical Data 

 
21 

purchasing manager of the participating company Sverull if they wanted any new value-added 
services such as discussion boards or industry news, he stated that they want the interface to 
be easy and understandable and that the ability to make transactions are the most important 
part. As for advertising and marketing, the CEO of Endorsia states that it is a sensitive area 
since they want to manage the participating companies with a neutral approach, and that 
advertising and marketing could be more suitable for B2C hubs. 

4.2 Data from RQ 2 
To investigate which value-added services the e-hub offers and if they could be categorized 
within the areas of information, problem solving, sales support and field support, we spoke 
with both the CEO of the e-hub and the purchasing manager of a participating company. We 
questioned them what the value-added services are and also if and how they use them, in 
which the respondents had slightly equal perceptions. The CEO stated that value-added 
services is not of great importance for the business and pointed out that most of the value is 
generated through the core service. He continued and explained that when they are 
introducing their e-hub to a manufacturer or supplier, they say that “if this is going to be a 
great deal for your company, we have to assist you all the way out to the distributor”. 
According to the CEO this is a service they offer that is of significant value. Moreover, he 
mentioned that they have done a customer support survey, which resulted in that they are 
planning to introduce instant messaging via MSN so participants can receive support directly. 
The CEO also mentioned that two new services will be launched in the nearest future. It is not 
official yet but he said that it will be one new sales solution which will be easy to use to a low 
cost. For distributors and buyers a new integration solution will be launched which will 
increase functionality.  
 
The purchasing manager stated that it is the system itself that generates the most value for 
Sverull. However, to improve the generated value, he demanded a service where gross price 
lists are punched in from their suppliers or punched out from Sverull to their distributors via 
Endorsia, into/from Sverull’s ERP system. This service would according to him further 
reduce costs associated with administration. He further pointed out that for a service to 
generate value for Sverull it has to be easy to use, if not, costs associated with time and effort 
will exceed the value generated from the service. As for the actual services used, the 
respondent at Sverull said that they currently only use the buying function, but that they are 
about to start up a sales and order integration system as well.  
 
As for procurement costs, product costs and capacity the purchasing manager explained that 
because of an improved automation/standardization and decreased time effort to search for 
goods and handling orders, the administration costs have been reduced and thereby also the 
procurement costs. Derived from this the liquidity has been improved and the product costs 
have decreased. The inventory can also be greater matched to the demand due to the easiness 
to submit orders quickly. He further explained that today it is very important to be efficient in 
order to make money and that the integration is a step on the road to be able to increase the 
capacity. He further stated that since they can reallocate their resources and focuses more on 
the customer instead of administration and transactions, revenues have increased. 
 
When it comes to the ten areas of benefits that participants could experience, we started with 
investigating access to a wider range of markets. The CEO explains that the network Endorsia 
has created with approximately 1100 distributors in 80 countries definitely is seen as an 
opportunity among the suppliers to expand their markets. However he has noticed that some 
suppliers are of the opinion that they have too many distributors and strive to reduce the 
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number of distributors and make them more exclusive rather than increase the numbers of 
relationships. He continues by saying that Endorsia can contribute to achieve exclusiveness or 
closer bonds as well due to the business system, which can boost the integration between both 
parts. Sverull’s respondent had a slightly different approach and explained that through 
benefits such as convenience, accessibility and in a quick way gain access to price-
information, stock and delivery status have been the triggers for increased closed deals and 
thereby in some degree expanded the market. Additional to this he highlighted that the 
integration into Endorsia has made it possible to give quick answers to the customer and that 
it is of significantly importance to affiliate the customer in a quick way, otherwise the risk is 
overwhelming that the customer is moving on to another supplier, as a result of this, the 
market might have expanded. 
 
Looking at greater potential for partnerships the CEO of Endorsia explained that suppliers 
want the distributors to put most effort on them over other suppliers. By utilizing the B2B 
trade system and making it possible for the distributor and supplier to trade in the same 
system makes the process smoother and more rapid considering communication, price-
information, convenience and information. The CEO further explains that the distributors 
might appreciate this as they experience that the supplier can offer better service and 
information than other suppliers are offering since the suppliers use the B2B e-trade system. 
Thereby the relationship can be strengthened and also generate increased revenues for the 
supplier. However, the purchasing manager of Sverull had not directly experienced any 
improved business relationship, but adds that it is possible that it might have affected their 
relationships.  
 
Regarding flexibility in administration and communication the interviewees were in symbiosis 
that it had become smoother and more flexible, handling administration and communication. 
The respondent at Sverull further described that the flexibility in administration, 
communication and the increasing automation that the business system offers, has made it 
more convenient for them. The integration into Endorsia has enabled them to put time and 
effort on the customer instead of searching for goods. The CEO at Endorsia stated that “we 
should assist our customer, so that the customer can focus on his core activity”. 
 
Moving on with Convenience (24/7), both respondents agree that it is important to be 
available. The CEO stated that it is important to offer accessibility 24/7 since Endorsia has 
participants in countries with different time zones. Moreover he explained that the most 
transactions took place Monday to Friday but that transactions were made in the weekends, 
24/7, as well. Finally he informed that Endorsia guarantees access to 99.8 per cent. The 
respondent at Sverull illuminated that the constant access to partners product catalogues 
enables them to place orders when their partners have closed for the day. Furthermore Sverull 
extend their time for receiving orders from other participants. 
 
Considering information, the CEO told that the participants have more knowledge about their 
businesses than Endorsia ever will. Because of this, they are not offering any accumulation of 
industrial information. The purchasing manager at Sverull agreed and explained that they had 
no desire or demand to take part of such data either. However, both respondents highlighted 
that the participants have access to information about the other member’s product 
specifications, price-information and delivery information. The CEO continued by saying that 
the information has not been better than it is today since it is easy to update and take part of 
the information provided via Endorsia online. Moreover he said that it is important to ensure 
that all participants have access to the same updated new information.  
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In regards to improved customer services the respondent at Sverull stated that since it is easy 
to leave specifications and requirements via Endorsia, the errors on orders that might occur is 
reduced. Moreover the CEO informed that he had talked with several of the participating 
manufacturers/suppliers and said that some of them had up to 40 per cent error rate on the 
orders before they joined Endorsia. Now the number of errors on orders is reduced to almost 
zero.  
 
As for updating information both interviewees had the same opinion. The CEO at Endorsia 
explains that the possibility to update product catalogues is significantly more convenient for 
businesses when integrated with e-hubs than traditionally paper catalogues that could not be 
updated and sent out as often. Even though electronic catalogues existed before e-hub 
catalogues in form of CD-ROMs that were send to customers, the opportunity to update them 
and send them are more complex compared to e-hub catalogues that can be updated every 
day. The purchasing manager added that administrative costs are reduced since there is less 
effort to update and time can be utilized more efficient because the more complex update 
procedures are replaced by a more convenient and flexible process. 
 
When it comes to lower transaction costs the CEO stated that it is difficult to measure and 
that suppliers do not want to reveal the amount they are saving because of competitive 
reasons, but he continued by saying that a significantly amount of transaction costs are saved 
both for suppliers and buyers. The respondent at Sverull stated that their integration with 
Endorsia has reduced the number of working hours and estimate it to 5 hours per week. This 
is derived from less administration. He further said that the time for searching goods has been 
reduced and that this enables them to focus on other activities.  
 
Continuing with differentiation of products and services/customization the respondent at 
Endorsia illuminated that when integrating into an e-trade system, the information provided at 
the e-hub makes the process to benchmark easier since the latest price information, stock 
status and delivery information always are available for the participants. Taking this into 
account, it is definitive a competitive advantage compared to not participating in an e-hub. In 
contrast to this, the respondent at Sverull had not experienced any of these benefits. 
 
The final benefit was the ability to enter supply chain for larger companies. Since distributors 
need a contract or a specific ID number to browse the product catalogues of suppliers, the 
ability for small companies to enter the supply chain of larger companies just by joining the e-
hub is absent. 



Data Analysis 

 
24 

5 DATA ANALYSIS 
This chapter will present the empirical data from previous chapter compared with the existing 
theories that has been presented in the conceptual framework. The collected data will be 
analyzed and we will also look for patterns whether the findings verifies or falsifies the 
theories.  
 
As mentioned in the methodology chapter we will use a within-case analysis to compare our 
findings with existing theories. We will also follow the three concurrent flows of activity 
mentioned by Miles and Huberman (1994) which occurs when analyzing qualitative data 
which are; data reduction, data display and finally conclusion drawing and verification. 

5.1 Analysis of RQ 1 – Describing the e-hub 
Piccinelli and Mokrushin (2001) established a classification model in regards to two different 
aspects which are the level of transaction automation and impact on pricing and sales models. 
By taking these two aspects into account, they recognize four categories of e-marketplaces; 
content and/or community portals, channel enablers, commerce hubs and dynamic 
marketplaces. In table 5.1 the characteristics of the e-hub that we investigated when collecting 
our data are compared to the characteristics of the four different classification models. 
 

 
  

  
Empirical data on e-hub 
characteristics 
 

  
Piccinelli and Mokrushin (2001) 
theory 
 

 
Enables transactions 

 

 
Commerce hubs, channel enablers 
and dynamic marketplaces 

Aggregates suppliers’ catalogues Commerce hubs and dynamic 
marketplaces 

 
Charge a subscription fee 

 

Commerce hubs, content and/or 
community portals and dynamic 
marketplaces 

Provide commerce software Commerce hubs and channel 
enablers 

 
Charging a percentage of 

transactions 
 

Commerce hubs, channel enablers 
and dynamic marketplaces 

Provide real-time pricing 
 
Commerce hubs, dynamic 
marketplaces 
 

Provide order status 
 
Commerce hubs and dynamic 
marketplaces 
 

Standardized products with pre-
negotiated prices Commerce hubs 

Provide request-for-quotation  
Dynamic marketplaces 
 

Level of transaction automation - 
high 

Commerce hubs and dynamic 
marketplaces 

Impact on pricing and sales models -
low 

Commerce hubs and channel 
enablers  

Table 5.1 Classification models 
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As seen in table 5.1, many of Endorsia’s characteristics overlap with the different 
classification models. We are however of the opinion that there are some considerable 
characteristics that points toward a specific e-hub. Since content and/or community portals 
according to the theory presented by Piccinelli and Mokrushin (2001) provide a vast amount 
of value-added content but do not close any transactions, this kind of e-hub can be ruled out 
because the e-hub we investigated offers a very limited amount of value-added services but do 
close transactions. Our reasoning for excluding channel enablers is that the e-hub actually has 
a high degree of transaction automation, i.e. direct sales are made on the e-hub, which is not a 
characteristic for channel enablers. There are actually only two different classifications that in 
some degree are in accordance with the characteristics of the e-hub investigated. On one hand, 
we have commerce hubs which aggregate suppliers’ catalogues, decrease communications 
costs for both buyers and sellers, provide integration to ERP systems, provide real-time 
pricing, order status, product availability information and works best for products that are 
standardized with pre-negotiated prices. On the other hand we have dynamic marketplaces 
which according to Piccinelli and Mokrushin’s (2001) theory share many of the commerce 
hub’s characteristics, but prices are however negotiated within the actual marketplace through 
either auctions, reverse auctions and bid-ask exchanges and is argued to be the most suitable 
for commodity and near-commodity products. We would argue that the e-hub we investigated 
mainly is a commerce hub, but due to the fact that they actually offer a request-for-quotation 
system which enables negotiation within the e-hub, it could to some extent be classified as a 
dynamic marketplace. 
 
Stockdale and Standing (2002) mention four different trade mechanisms that are used by e-
hubs to enable trade which are; catalogues, auctions, negotiation and exchanges. In table 5.2 
we present the two trade mechanisms that are in use on the e-hub compared to the theories 
that we presented in the literature review. 
  

 
 
As shown in table 5.2 the empirical data that we collected on catalogues as a trading 
mechanism is in accordance to the theory that was proposed by Stockdale and Standing 
(2002). It is however interesting that an e-hub that enables trade of low price, standardized 

 

Stockdale and Standing 
(2002) theory 

Empirical data on e-hub trade 
mechanisms Data supports theory 

Catalogues offers the users to 
retrieve information, customer 
support, payment facilities and 
the ordering of goods and 
services. They continued by 
saying that this mechanism is 
common with the procurement of 
low price, standardized MRO 
goods. 

Catalogues are aggregated on the 
e-hub and offers users to retrieve 
information such as real-time 
pricing, order status, product 
availability information and 
payment facilities. The goods that 
are traded are low price, 
standardized MRO goods. 

+ 

Negotiation consists of the 
posting of bids or quotes and the 
consent for responding 
businesses to make their offer. 
The e-hub may also offer facilities 
such as logistical and financial 
services. 

A request-for-quotation is offered 
by a few of the suppliers, allowing 
buyers to post quotes. However, 
the e-hub does not offer any 
facilities such as logistical and 
financial services. 

+- 

Codes:   +   Data fits/agrees with/verifies theory 
             –   Data does not fit/agree with/verify theory 
            +–  Data somewhat fits/agrees with/verifies theory 

Table 5.2 Trade mechanisms 
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MRO goods also offers negotiation as a trade mechanism. The theories state that negotiation 
is more common with the trade of commodity and near-commodity products and that it is not 
uncommon that the e-hub also offer facilities such as logistical and financial – services that 
are not offered at all by the e-hub we investigated. 
 
Kathawala et al. (2002) claimed that e-hubs have to find a way to generate revenue not only 
from pure transaction related fees, in which Stockdale and Standing (2002) recognized a 
variety of income streams; transaction related fees, membership/licensing fees, sales of 
industry information, value-add service fee, advertising and marketing and sales of 
accumulated marketing data. In table 5.3 the empirical data is presented and compared to the 
theories of income streams mentioned. 
 

 
 
Our data collection in regards to the income streams that the e-hub uses shows us in table 5.3 
that they use only two of the six income streams mentioned by Stockdale and Standing 
(2002). We did however discover two new income streams that have not been mentioned by 
any of the scientific articles that we have been reviewing which is a storefront fee and a 
catalogue fee related to the amount of products in the suppliers’ catalogues. The e-hub does 
not sell any industry information or accumulated marketing data since participating 
companies already have this knowledge. As for the value-add service fee, they do not charge 
participants for their value-added services. Finally we have advertising and marketing which 
is avoided to attain a degree of neutrality. 

  
Stockdale and Standing (2002) 
theory 
 

  
Empirical data on e-hub income 
streams 
 

Transaction related fees 
The e-hub charges the manufacturer 
a transaction related fee for every 
transaction made. 

Membership/licensing fees 
The e-hub charges both distributors 
and manufacturers a membership fee. 

Sales of industry information 

The e-hub does not have this income 
stream. The reason was that the 
participating companies probably 
always will have more knowledge 
about the industry than the e-hub. 

Value-add service fee 
The e-hub does not have this income 
stream since they do not charge the 
value-added services. 

Advertising and marketing 

The e-hub does not have this income 
since they want to sustain neutrality 
to a certain extent and advertising 
was believed to jeopardize this. 

Sales of accumulated marketing data 

The e-hub does not have this income 
stream since they believe that 
participating companies would 
probably always have more 
knowledge about the industry than 
the e-hub. 

 
The e-hub charges the manufacturer 
on how many storefronts they use. 

 
The e-hub charges the manufacturer 
on the amount of products in their 
product catalogues. 

Table 5.3 Income streams 
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5.2 Analysis of RQ 2 – Describing the value 
Kathawala et al. (2002) stated that there are four different categories of value-added services 
which are; information, problem solving, sales support and field support. In table 5.4 we list 
the four categories and match the empirical findings of value-added services with the 
corresponding category. 
 

 
 
Considering value-added services the CEO explained that they are offering support for the 
supplier all the way out to the distributor which would in some measures be classified as field 
support. This as well as the sales support they offer would support the theory of categorizing 
value-added services stated by Kathawala et al. (2002) to some extent. It should be noted that 
the CEO and the purchasing manager both perceived the core service providing the most 
value and not the value-added services. The purchasing manager of the participating company 
highlighted that it is important that such services are easy to handle and not too time-
consuming which would eliminate the value they are trying to offer. With the reasoning of the 
CEO as well as the purchasing manager it is noticeable that both consider the core service the 
most important service, making value-added services in some degree superfluous. It is also 
noteworthy that the only value-added services that are offered, are offered so that the trade 
can be facilitated as much as possible.  
 
Kathawala et al. (2002) presented a table of benefits that can be experienced by both buyers 
and suppliers if integrating with an e-hub.  In table 5.5 we compare the benefits in the areas of 
lower procurement costs, lower product costs and increase capacity utilization with the 
empirical data that we collected. 
 

Kathawala et al. (2002) theory 
Empirical data on value-added 
services 

Information 
The e-hub does not offer any 
specific value-added services in 
regards to information. 

Problem solving 
The e-hub does not offer any 
specific value-added services in 
regards to problem solving. 

Sales support 

The e-hub offers sales support 
and recently conducted a 
customer support survey and will 
be introducing instant messaging 
via MSN. 

Field support 

The e-hub offers field support 
which is one very important 
service that facilitates the 
integration with the e-hub and the 
company’s ERP system. 

Table 5.4 Categorizing value-added services 
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As seen in table 5.5, Kathawala et al. (2002) illuminated several benefits that can be obtained 
when integrating into B2B e-hubs. Considering the lower procurements costs, Sverull have 
recognized less time and more automatic, streamlined and standardised order procedures plus 
lower error rate on the orders. These benefits are in accordance with the theory.  Moving on 
to lower product costs, the theory mention, more vendors , greater liquidity, wider selection, 
less inventory and vendor management as benefits. Sverull agreed that the product costs had 
been lower, but differed from the theory and illuminated the administration costs as the 
underlying factor for decreased product costs. Greater liquidity and greater flexibility in 
inventory had also been recognized as benefits. There are also more vendors and a wider 
selection available on the e-hub. As for increase capacity utilization the theory poorly agrees 
somewhat with the perception of the respondent. The lower administration costs as the 
platform, allow them to focus on the customer, however the purchasing manager do not want 
to say that they have expanded the market, he rather express it as, we might have expanded 
the market as a result from more focus on the customer and thereby increased transactions and  
revenues.  
 
Stockdale and Standing (2004) present an extensive list of ten areas of benefits that are to be 
gained from participation in B2B e-hubs. These benefits are compared to the empirical data in 
table 5.6. 
 

Kathawala et al. (2002) theory Empirical data  on benefits 

 
Lower procurement costs: 

• Less time 
• Fewer errors 
• Greater standardization 
• Streamlining processes 

 

 
 

+ 
+ 
+ 
+ 

 

 
Lower product costs 

• More vendors 
• Greater liquidity 
• Wider selection 
• Less inventory 
• Vendor management 
 

 
 

+ 
+ 
+ 
+ 
+ 

 
Increase capacity utilization 

• Increased productivity 
• Scale to local 

businesses 
• Expanded market 
• Yield curve pricing 
• Revenue management 
 

 
 

+ 
- 

 
+- 
- 
+ 

Codes:   +   Data fits/agrees with/verifies theory 
             –   Data does not fit/agree with/verify theory 
            +–  Data somewhat fits/agrees with/verifies theory 

Table 5.5 Table of benefits experienced by buyer and supplier 
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In general the empirical data verifies Stockdale and Standing’s (2004) theory of ten areas of 
benefits that can be obtained when integrating into a B2B e-hub. However, our respondents’ 

Table 5.6 Ten areas of benefits 

Stockdale and Standing 
(2004) theory 

Empirical data from the 
CEO of Endorsia 

Empirical data from the PM 
at Sverull 

Data supports 
theory 

Access to a wider range of 
markets 

Since they have around 
1300 distributors in 80 
countries, the opportunity 
for the suppliers to expand 
their markets is great, but 
some suppliers rather want 
exclusiveness than to 
expand the number of 
distributors.  

Is of the opinion that services 
such as quick access to 
information, price-information, 
stock and delivery status and 
the convenience to give 
customers quick answers are the 
underlying factors for increased 
the number of transactions and 
customers. 

+- 

Greater potential for 
partnerships 

Integration into a B2B e-
hub simplifies 
communication between the 
participants. Customers 
might perceive that they 
receive answers on their 
questions more rapidly than 
from other suppliers, 
making them prefer the 
supplier who is integrated 
with the e-hub.  

Has not directly experienced any 
improved business relationships 
due to the integration, but add 
that it is possible that the 
integration might have affected 
their partnerships. 

+- 

Flexibility in administration 
and communication 

Simplifies and make it more 
flexible to handle 
administration and 
communication. 

Improved flexibility in 
administration and 
communication plus enhanced 
automatic.  

+ 

Convenience (24/7) 

Important to be available 
24/7 when companies in 
different countries and time 
zones are operating in the 
same B2B e-hub. Making it 
possible for the participants 
to interact any time of the 
day. 

Make it possible to submit or 
receive orders 24/7. Extend the 
time for business. 

+ 

Information 

Information about 
participants’ products, 
prices, stock and delivery 
but no accumulation of the 
latest industrial 
information. Access to the 
information provided is 
easy to take part of. 

Access to members’ products 
specifications, prices, stock and 
delivery. No desire for 
accumulated industrial 
information. 

+ 

Improved customer 
services 

Significantly reduced the 
number of errors on orders 
since it is easy to leave 
correct product 
specifications/requirements. 

Higher quality and less errors in 
orders as a result from the 
simplified procedure when 
leaving product 
specifications/requirements. 

+ 

Updating information 

Updating information more 
flexible and convenient 
compared to updating 
traditional catalogues. 

Updating information more 
quickly, flexible and convenient 
than before. Less costly due to 
lower administration costs. 

+ 

Lower transaction costs 
Transaction costs are 
significantly reduced both 
for suppliers and buyers. 

Lower transaction costs due to 
searching for products requires 
less time, additional to this 
administration costs have 
declined. 

+ 

Differentiation of products 
and services / 
customisation 

Easier to benchmark due to 
available information in 
products, prices, stock and 
delivery status. 

Not experienced any of these 
benefits. 

+- 

Ability to enter supply 
chain for larger companies 

No relevant data No relevant data - 

 Codes:   +   Data fits/agrees with/verifies theory 
             –   Data does not fit/agree with/verify theory 
            +–  Data somewhat fits/agrees with/verifies theory 
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perceptions differ in several areas and the theory is not always in accordance with the 
interviewees answers. Regarding access to a wider range of markets the CEO highlight the 
numbers of distributors as the crucial factor while the purchasing manager illuminated the 
services, such as information, quickness to respond to customers etcetera as the underlying 
factors for a possible access to a wider range of markets. As for the greater potential for 
partnerships the  CEO clearly described that the integration into Endorsia boost the interest 
among distributors to interact with suppliers that are members in Endorsia as they could 
provide them with quicker and better services. The purchasing manager however had not 
experienced any direct improvements considering greater potential for partnerships, but he 
has earlier stated that the services might have created more transactions and thereby we 
believe that it could have affected the potential for greater partnerships indirectly or without 
his knowledge. 
 
Regarding the flexibility in administration and communication both respondents were in 
agreement with the theory , but the purchasing manager  yet found one benefit not mentioned 
in the theory, it was that the flexibility enabled them to put more focus on the customers. 
Regarding the information the theory was verified to some extent, but both of our participants 
said that accumulation of information was not available and they did not rate it high either. 
 
As for improved customer services the empirical data verifies the theory, however, both 
interviewees recognized a benefit not brought up by the theory, the services improves quality 
on the orders, reducing the numbers of errors. Moving on to differentiation of products and 
services/customization the theory was in accordance with the CEO’s perception, but was 
falsified by the PM, who had not experienced any of these benefits. Finally the ability to enter 
supply chain for larger companies was falsified by both of the respondents. This is because 
the theory state that small companies can more easily enter larger companies supply chain. 
But for a distributor to buy from any of the manufacturers, they need a contract or an ID 
number, so this would eliminate the possibility for new, small companies to easily access the 
larger companies’ supply chain. 
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6 FINDINGS AND CONCLUSIONS 
The purpose of this thesis was to provide a better understanding of the use of B2B e-hubs. In 
this chapter we will reach this purpose by answering the two research questions that we 
stated. We will also present the implications of our study for theory, for practitioners and for 
future research. 

6.1 RQ 1 – How can e-hubs be described? 
Based on the empirical data that we collected and the following analysis, we argue that it is 
possible to classify B2B e-hubs even though some researchers state that the classification 
models are not dynamic and that it would be very complex to classify an e-hub. What speaks 
for the sampled e-hub being classified as a commerce hub is that they provide real-time 
pricing, order status, MRO goods, high level of transaction automation and low impact on 
pricing and sales models. We found that the only thing that does not fit into the commerce 
hub classification model is the offering of request-for-quotation as a trade mechanism. This 
would mean that in some degree, the e-hub is also a dynamic marketplace since prices are 
negotiated within the e-hub. It should however be noted that it is rare that this mechanism is 
in use when it comes to B2B e-hubs that enables trade of low price, standardized MRO goods. 
This is due to the industry they are operating in and what goods that are traded, making 
certain mechanisms less desirable than other ones. Since request-for-quotation would also 
enable the prices to be even further forced down, this is something that the suppliers in 
general are not willingly to offer. We believe that in time this mechanism will be eliminated 
in the MRO industry, partly because of its function being out of place when trading these 
goods and partly because the e-hub is biased towards the suppliers, giving them an advantage 
and the opportunity to dismiss this trade mechanism. With the request-for-quotation 
mechanism being eliminated, the e-hub would cover all of the characteristics that a commerce 
hub should offer according to the theory. Nevertheless we believe that it would be an 
important factor whether the B2B e-hub is vertical or horizontal in regards to what goods are 
traded. As long as the B2B e-hub only trade one kind of goods we are of the opinion that it is 
possible to classify it in accordance to the theories. Would the B2B e-hub however offer more 
goods related to other industries, new forces would influence the demand for different trading 
mechanisms or services to be provided. During these circumstances it should be overlooked 
whether a cross-classification should be made in regards to the industries the e-hub is 
operating in. 
 
When it comes to the trading mechanisms we found that the sampled B2B e-hub offered two 
mechanisms which were catalogues and negotiation. Our data pointed out that catalogues is 
highly demanded and is common in the MRO industry and has been so for years before the 
introduction of the Internet and B2B e-hubs. One reason for catalogues being so highly 
demanded is because it offers the buyer to browse the suppliers’ offerings thoroughly which is 
important since MRO goods have many different attributes that has to be taken into 
consideration. Our data also pointed out that the catalogue service offered is in accordance to 
the theory. What we find very interesting is that, even though catalogues have been the 
trading standard for such a long time, some suppliers’ still offer request-for-quotation, 
enabling negotiation within the e-hub. It is also interesting that it seems to not have affected 
the e-hub into offering new services which are frequent with the presence of this certain trade 
mechanism. 
 
We also found that the sampled e-hub had four different income streams in which only two, a 
percentage of transactions and membership/licensing fees, were in accordance to the theory. 
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The two new income streams we found are storefront fees and a product catalogue fees which 
was based on the amount of products in the product catalogues of the suppliers and 
distributors. 
 
By summarizing what we stated above we can in regards to research question one conclude 
that: 
 

 Catalogues as a trading mechanism is the most suitable in the MRO industry and is 
highly demanded since it allows buyers to thoroughly review the products and all of 
their attributes. 

 MRO B2B e-hubs are the most suitable as commerce hubs since they on one hand 
offer catalogues as a trading mechanism, but also offer high level of transaction 
automation and detailed order, price and delivery status. 

 Besides transaction related fees and membership/licensing fees, storefront fees and 
catalogue fees can be used by commerce hubs to earn revenues. 

6.2 RQ 2 – How can the value provided be described? 
The empirical data that we analyzed show that the value creation by the sampled B2B e-hub is 
provided in many different ways. The convenience to easily get a hold of information 
considering products, price, stock and delivery and also to be able to inform other participants 
about their products are several benefits of the B2B e-hub that we recognized to generate 
value for participants. The significantly reduced administration and transaction costs is value 
generating since this enables the participants to focus on customer relations and their core 
activities instead of the administration of procuring goods. Additional to this, our research 
found that as a result of the flexibility in administration and communication combined with 
the easiness to leave and receive product specifications via the e-hub 24/7, the accuracy of 
order lines has improved which leads to error rates being greatly reduced which further 
provide value in the savings of time, money and resources. The research has also shown that 
participants have obtained value in regards to procurement and product costs being decreased, 
which enables companies to be more effective and achieve higher capacity and efficiency.  
 
Turning to value-added services our empirical data show that the investigated e-hub offer 
sales support and field support and intend to offer instant messaging via MSN and a new sales 
and integration solution. However, our study indicates that it is the core service itself that 
generates the most value and not the value-added services. The study also showed that the 
value-added services that are offered are there to assist the core service into being more 
effective and efficient. Our study also indicate that by recruiting well-known and quality 
marked suppliers, distributors are being pulled into the e-hub with the intention to trade with 
the suppliers that already are participators. This would show that the value-added services are 
less important to attract the critical mass of participants and that an option other than value-
added services to attract participants would be to recruit attractive and requested suppliers. 
Our findings also show that services must be user-friendly and avoid being too complex and 
time consuming in order for them to provide any value. 
 
By summarizing what we stated above we can in regards to research question two conclude 
that: 
 

 The value experienced is not depending on the number of value-added services offered 
by the B2B e-hub – it is the quality of the core service that generates the most value. 
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 B2B e-hubs enable participants to focus on their customers and core activities instead 
of administration of procurement. 

 The services offered by B2B e-hubs must be user-friendly and not time consuming in 
order to provide value to the participants or else they will question their existence. 

 By integrating with a B2B e-hub the company reduces procurement costs, product 
costs and increases capacity utilization. 

6.3 Implications and recommendations 
In this section we will present recommendations as well as the implications for theory, the 
implications for practitioners and the implications for future research. 

6.3.1 Implications for theory 
The purpose of the thesis was to provide a better understanding of the use of B2B e-hubs. 
This has been established by partially exploring, mainly describing and finally beginning to 
explain by drawing conclusions and answering the research questions that we stated in the 
beginning of the thesis. Our study showed that as for classification models, the theories that 
state that it is possible to categorize e-hubs are in accordance with our findings. As for income 
streams we found two new ones that have not been mentioned before. In regards to the 
theories that present the areas of benefits and the value that e-hubs are creating, our empirical 
data concluded that the theories are quite accurate. When it comes to value-added services and 
the significant importance they have according to the theories, our study showed that it is 
mainly the core service that creates value and “keeping it simple” is vital for the continuing 
existence of the e-hub.  

6.3.2 Implications for practitioners 
As a result from our data collection and analysis of data we found that it is of crucial 
importance to strive to keep the services offered as simple as possible in order to generate 
value and increase transactions. We also suggest that our sampled B2B e-hub should continue 
to evaluate customers’ ideas to find out what is important from their point of view. However, 
it is imperative that the e-hub does not try to be everything to everybody. Instead we 
recommend e-hub owners to focus on a few services that assist and facilitate the core service, 
which according to our empirical data is by far the most value creating service offered. 
Thereby we are of the opinion that the core services should be supported by services to even 
further increase its value creating mechanisms by facilitating transactions, which would 
increase the overall value the e-hub is offering. As for reaching critical mass which has been 
difficult for many e-hubs, we are of the opinion that it is important to tie up prominent 
suppliers, thus creating incentives for the distributors to join. We also found that B2B e-hubs 
selling MRO goods should use catalogues as a trade mechanisms. Our recommendations to 
practitioners can be concluded as following: 
 

 To reach critical mass B2B e-hubs should focus on tying up quality brands and 
suppliers which would attract distributors to join because of trade opportunities. 

 It is crucial that B2B e-hubs keeps it simple and have an easily understood interface 
without too many activities confusing the participants and scaring them off. 

 To maximize value B2B e-hubs should besides the core service offer assisting services 
such as field support and sales support to even further facilitate transactions. 

 B2B e-hubs enabling the trade of MRO goods should use catalogues as a trading 
mechanism since it is the mechanism that is the most demanded and desired one by the 
industry. 
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6.3.3 Implications for future research 
Since B2B e-hubs are a relatively new area there is yet a lot to be discovered. During our 
research we have realized that there are areas in B2B e-hubs that we have left out since we 
had to limit our research. It would be interesting to investigate the following areas closer. 
 

 We only conducted a single-case study on a B2B e-hub that is biased towards 
suppliers and operating in the MRO industry. We recommend future researchers to 
investigate other MRO B2B e-hubs to clarify whether our sampled e-hub is in 
alignment with other B2B e-hubs in the same industry or if they distinguish 
themselves in any areas.  

 We also find it interesting to investigate how a neutral B2B e-hub or B2B e-hubs in 
other industries can be described and how they provide value, whether the importance 
of value-added services differs. 

 It would also be interesting to do a research on a company that operate in two or 
several B2B e-hubs to investigate if it has experienced any differences or similarities 
and what criteria the sampled company consider to be most important in a B2B e-hub. 
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Appendix A: Interview guide (English version) 
 
Name of company: 
 
Name of interviewee: 
 
Position of interviewee: 
 

Part 1: RQ 1 – How can e-hubs be described? 
 

1) How are transactions made at the e-hub? 
2) Why this particular trading mechanism? 
3) Are prices pre-determined or negotiated on the e-hub? 
4) What do you consider being your main activity? 
5) How can your main activity be described? 
6) What kind of services do you offer? 
7) Is the e-hub neutral or biased in regards to buyers-suppliers? 
8) Do you offer the aggregation of supplier’s catalogues? 
9) What kinds of goods are traded on the e-hub? 
10) Does the e-hub act as an intermediary or a “portal” where buyers and suppliers meet? 
11) Do you facilitate transactions by offering logistic? 
12) What is the owner structure of the e-hub? 
13) Which of the following income streams is used to generate revenue? 

1 transaction related fees 
2 membership/licensing fees 
3 sales of industry information 
4 value-add service fee 
5 advertising and marketing 
6 sales of accumulated marketing data 
 

Part 2: RQ 2 – How can the value provided be described? 
 

14) Do you provide value in any of the terms 1-10?  Please describe. 
1 access to a wider range of markets 
2 greater potential for partnerships 
3 flexibility in administration and communication 
4 convenience (24/7) 
5 information 
6 improved customer services 
7 updating of information 
8 lower transaction costs 
9 differentiation of products and services/customization 
10 ability to enter supply chain for larger companies 

15) In which of these areas do you provide value-added services? 
1 Information 
2 problem solving 
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3 sales support 
4 field support 

16) What are your value-added services and how would their value be described? 
17) Are you planning to introduce new services that create extra value? 

 

Part 3: RQ 2 – How can the value provided be described? 
(participant only) 
 

18) Do you benefit from participating in the e-hub in terms of 1-10? Please describe. 
1 access to a wider range of markets 
2 greater potential for partnerships 
3 flexibility in administration and communication 
4 convenience (24/7) 
5 information 
6 improved customer services 
7 updating of information 
8 lower transaction costs 
9 differentiation of products and services/customization 
10 ability to enter supply chain for larger companies 

19) Which services are you using? 
20) Has the e-hub enabled you to lower procurement costs? 
21) Has the e-hub enabled you to lower product costs? 
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Appendix B: Interview guide (Swedish version) 
 
Företagsnamn: 
 
Respondentens namn: 
 
Respondentens position: 
 

Del 1: FF 1 – Hur kan e-hubbar beskrivas? 
 

1) Hur genomförs transaktioner på e-hubben? 
2) Varför används just denna transaktionsfunktion? 
3) Är priserna förbestämda eller förhandlas de på e-hubben? 
4) Vad betraktar ni som eran huvudaktivitet? 
5) Hur skulle ni beskriva er huvudaktivitet? 
6) Vad för typer av tjänster erbjuder ni? 
7) Är e-hubben neutral eller partisk i förhållande till köpare-säljare? 
8) Erbjuder ni aggregeringen av tillverkares produktkataloger? 
9) Vad för typer av varor säljs via e-hubben? 
10) Agerar e-hubben som en mellanhand eller “portal” där köpare och säljare möts? 
11) Underlättare ni transaktioner genom att erbjuda logistik? 
12) Hur ser ägarstrukturen för e-hubben ut? 
13) Vilka av följande inkomstkällor används för att genererar intäkter? 

1 Transaktionsrelaterade avgifter 
2 Medlemsskap- eller licensavgifter 
3 Försäljning av industriinformation 
4 Avgift för värde-adderade tjänster 
5 Reklam och marknadsföring 
6 Försäljning av ackumulerad marknadsföringsdata 
 

Del 2: FF 2 – Hur kan värdet som erbjuds beskrivas? 
 

14) Erbjuder e-hubben värde inom något av område 1-10? Var god beskriv. 
1 Tillgång till en större marknad 
2 Möjligheten till att utöka affärsrelationer 
3 Flexibilitet i administrering och kommunikation 
4 Tillgänglighet (24/7) 
5 Information 
6 Förbättrad kundtjänst 
7 Uppdatering av information 
8 Lägre transaktionskostnader 
9 Differentiering av produkter och tjänster 
10 Möjligheten att komma in i större företags supply chain 

15) Inom vilka av dessa områden erbjuder ni värde-adderade tjänster? 
1 Information 
2 Problemlösning 
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3 Försäljningssupport 
4 Kundsupport 

16) Vilka är era värde-adderade tjänster och hur kan deras värde beskrivas? 
17) Planerar ni att introducera några nya tjänster som skapar extra värde? 

 

Del 3: FF 2 – Hur kan värdet som erbjuds beskrivas? (deltagare 
endast) 
 

18) Upplever ni förmåner genom att delta i e-hubben inom något av område 1-10? Var 
god beskriv. 

1 Tillgång till en större marknad 
2 Möjligheten till att utöka affärsrelationer 
3 Flexibilitet i administrering och kommunikation 
4 Tillgänglighet (24/7) 
5 Information 
6 Förbättrad kundtjänst 
7 Uppdatering av information 
8 Lägre transaktionskostnader 
9 Differentiering av produkter och tjänster 
10 Möjligheten att komma in i större företags supply chain 

19) Vilka tjänster använder ni er av? 
20) Har e-hubben möjliggjort det för er att reducera anskaffningskostnader? 
21) Har e-hubben möjliggjort det för er att reducera produktkostnader? 

 

 


