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Small and medium-sized enterprises, defined as firms
employing up to 250 people, are the backbone of the Euro-
pean business community, generating half of gross product
and therefore are the main targets for the adoption of elec-
tronic commerce models, at this time intensively being in-
tegrated in almost all types of business. Electronic com-
merce is treated as one of the most efficient tolls for busi-
ness processes optimization, based on more effective con-
trol of information management. So electronic commerce
can be compared to other traditional forms of competitive
advantages, but the main difference in this case is the im-
portance of information technologies base for electronic
commerce adaptation. But these new business opportuni-
ties have a very specific dimension for small and medium
enterprises because of their size, financial abilities and
relatively small turnover. The paper aims to analyze the
possibilities to integrate the electronic commerce models
in small and medium enterprises, defining the main factors
that influence the electronic commerce integration and
their significance to successful small and medium business
approach to electronic commerce usage.

Keywords: electronic commerce, small and medium
enterprises, business process.
Introduction

Information economy, based on growing possibilities
of information technologies use, is treated as one of the
most important events in world economy during the last
15-20 years and is correlated with the appearance of new
business development models, implementing cost decrease
and activity efficiency growth. The spread of e-commerce
in various economy sectors is related to the modern busi-
ness characteristics: huge and constantly growing competi-
tion, decreasing variety of competitive advantages, durable
treatment of profit, as the result of cost reduction. Tradi-
tional competitive advantages like modern technologies,
low cost level or suitable geographical location become
less significant because of globalization process. For this
reason companies are looking for new efficiency increase
possibilities.

Problem and relevancy. Small and medium-sized en-
terprises (SMEs) are considered as the base of European
economy, generating about a half of gross national prod-
uct. The faster and faster spread of information technolo-
gies in business processes do not overtake even SMEs’
sector. The evaluation of SMEs characteristics shows the
existence of specific factors that determine the success of
e-commerce in small and medium-sized business. Scien-
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tific researches in this are can be divided in two groups. In
the first case there are given the results of researches, done
in different countries or geographical regions, that charac-
terize e-commerce spread over the SMEs’ sectors (Cloete,
2003; Di Nicola, 2003; Kadlec, Mares, 2002; Kendall,
Tung, 2001). In second case there are given specific tech-
nological decisions, relieving e-commerce use in SMEs
(Chanu, Hui, 2001; Kevin, Patrick, 2001; Mehrtens, Cragg,
Mills, 2001; Menendez, 2002). In both cases it can be no-
ticed the deficiency of broad-brushed study, designating
essential factors, influencing the success of e-commerce
use in SMEs’ sector.

Research object — electronic commerce in small and
medium business.

Research objective is to define and assess the main
factors that influence the adoption of e-commerce models
in small and medium enterprises.

Research methods — systematic, logical and compara-
tive analysis of scientific literature.

In this article there are analyzed recently internationally
known authors (J. Fraser, J. Coppel, M. Brookes, Z. Wahhaj,
I. Lewis and oth.) and Lithuanian authors (V. Kavali-
auskiené, T. garapovas, A. Gatautis, P. BarSauskas and oth.),
researching the e-commerce and its influence on SMEs.

E-commerce impact on economy

At the beginning of e-commerce development most of
authors (OECD, 2002; Lewis, 2001; Coppel, 2000) used to
identify e-commerce as the source of new format transac-
tions, conditioning new possibilities for transaction proc-
ess. But after the spread of information technologies use in
various (in size and industry sector aspects) companies,
e-commerce becomes more and more important in com-
pany’s processes and starts being treated as the framework
of business philosophy (Fraser, 2000; Craig, 2000; Heffes,
2001). Since the mid 90’s e-commerce conception evolved
from the separate electronic transactions in goods purchase
or resources supply, based on business-to-customer or
business-to-business models, to dynamic business ecosys-
tems, based on the merge of separate markets and value
chains, created on the network communication framework.
In the aspect of business processes e-commerce can be
defined as the use of electronic networks with the objective
to simplify and fasten all phases of business processes:
from the production of goods to the sale and delivery
(Kavaliauskiené, Sarapovas, 2002).

Statistical information shows that the idea of e-
business is positively adopted by more and more organiza-
tions. In 1991 the use of internet for electronic business



was almost undiscovered — there were less than 3 millions
of internet users over the world. In 1999 the number of
internet users reached 250 millions and about a quarter of
them used internet for shopping. The value of all internet
transactions in 1999 was about 110 millions USA dollars
(Coppel, 2000), and in 2002 the value of 172 millions eu-
ros was reached only in Western Europe (contemporary
European Union countries, Norway and Switzerland) (Eu-
rostat, 2004).

E-commerce evolution is related to rapid perfection of
information technologies, their growing possibilities of
adoption in various areas and the cost of use decrease.
Though e-commerce boom in 2000 — 2002 ended in bank-
ruptcies of large companies who based their business
solely on e-commerce, the impact of this for e-commerce
spread was minimal and today e-commerce decisions more
and more often are treated not like competitive advantage,
but like the necessity, trying not to lag behind competitors.

Since information technologies keep improving rap-
idly, companies can easier and with smaller cost coordinate
their activities and business processes, using, for example,
e-markets on internet. This type of market symbolizes links
between mass of different organizations and is one of the
main hallmarks of new economy.

The development of e-commerce can directly influ-
ence economy in micro- and macro- levels (Brookes and
Wahhaj, 2000). E-commerce, as the component of e-bu-
siness, determined the development of new business sec-
tors (virtual companies, electronic banking, etc). The im-
portance of e-commerce for entire economy is illustrated
by D. Lucking-Reiley and D. Spulber (2000), who give the
description of new intermediation forms, whose appear-
ance is treated as the direct e-commerce development con-
sequence:

1. Buyers and sellers grouping (it guarantees the
economy of search cost and diminished asy-
mmetry of transaction).

2. The help on transactions performance control (it
allows for companies to reduce the cost of com-
mercial transactions’ technological support).

3. Relief of operations (it helps to reduce the cost of
buying/selling procedures).

4. Buyers and sellers coordination (for example, com-
panies of one industry sector, combined in one mar-
ket).

In separate organization level e-commerce firstly is
correlated to possibilities of competitive advantages for-
mation. R. Gatautis (2002) presents five areas of
e-commerce use, enabling to reach stable competitive ad-
vantages:

1. To enlarge the cost of customers’ choice.

2. To reduce the cost of companies’ choice.

3. To protect companies’ market position or protect
the market from substitutes, using innovations.

4. To collaborate with chosen competitors, creating the
barriers for new competitors to enter the market.

5. To use personalized information, trying to im-
prove customers’ service.

A.J. Davies (2003) prognoses, that:

e During the nearest 10 years e-commerce will de-
velop very fast and it is very likely to await the fast-

est growth of business-to-business sector.

o Large companies will gradually transform the big-
gest part of their traditional business processes to
electronic processes. New companies will displace
the old ones, who will acclimatize too slowly.

The rapidity of e-commerce integration to economy
shows that in the nearest future e-commerce will become
the necessity for any and all business forms, including
small and medium-sized business sector, where e-com-
merce spread is slower then in large companies because of
the lack of resources, qualification, and other factors, being
analyzed in this article.

E-commerce models and their expediency
in SMEs

In European countries small and medium-sized busi-
ness is described as companies, owning 250 employees or
less (Davies, 2003). Statistics, presented by FEurostat
(2004), shows, that in Europe only 0.2 percent of all com-
panies are described as large, while other companies be-
long to SMEs’ sector, and 93 percent of them are so-called
micro-companies with 10 or less employees. The impor-
tance of small and medium-sized business to European
economy is presented by the fact, that SMEs generate 55
percent of the turnover in the European Union. The impor-
tance of SMEs’ sector is especially noticed in the case of
employment — small and medium-sized business creates
new work places notably faster than large business, par-
ticularly during the economic recession, when companies’
flexibility and ability to adopt continuously changing envi-
ronment plays very important role (Menendez, 2002).

The level of information technologies integration in
business processes is constantly growing. This growth is
correlated with the higher universality of information tech-
nologies adoption, simplicity of use, etc. But it must be
noticed, that e-commerce has a bigger potential to be
adopted in large companies, owning enough resources for
such kind of experiments, while small and medium-sized
companies often sidestep information technologies integra-
tion in business possibility, because of the fear of possible
loss and scarce qualification in this area (Kadlec, Mares,
2002). Researches in Finland and United Kingdom shows
that in SMEs’ sector most often information technologies
adoption is limited to the use of traditional electronic tools
(e-mail, internet, web site) and such tools play only an aux-
iliary role in business processes (Di Nicola, 2003). C.C.
Kriiger, P.M.C. Swatman and K. van der Beek (2003), ana-
lyzers of e-business model formation peculiarities, accen-
tuate one of substantial assumptions in e-commerce adop-
tion — the proper technological equipment, as the base of
e-commerce decisions realization.

While analyzing the possibilities of small and me-
dium-sized business to adopt e-commerce in their per-
formance, it is important to appraise the potential benefits
of different e-commerce models.

Experts of e-commerce J. Coppel (2000), D. Menasce
and V. Almeida (2000), S. Korper and J. Ellis (2000), C.
van Slyke and F. Belanger (2003), and others underscore
three subjects in e-commerce environment: business (com-
panies), customers (households) and government, and ac-
centuate e-commerce models, based on the relationships



between those subjects (Figure 1).

Business-to-business model is described as the realiza-
tion of electronic commerce links between two or more
organizations (Kerrigan, Roegner, 2001). It is the most
prevalent e-commerce model all around the world, being
developed since the origins of e-commerce and all the time
being one of the main e-commerce development stimula-
tors.

The origins of business-to-business model can be re-
lated to “CommerceNet” consortium establishment in
April, 1994, with the purpose to motivate business-to-
business development. At the very beginning this model
was not very popular, companies, in parallel, were trying
to use business-to-customer model with the object to
choose the proper e-business development direction, but in
2001, as D. Trninic (2003) affirms, e-commerce transac-
tions, based on business-to-business model, amounted to
87 percent of all e-commerce transactions and this propor-
tion has a tendency to stay untamed in near future. E.
Cloete (2003) notices, that business-to-business model is
mostly spread in large companies’ sector, because those
companies give big attention to the adoption of new tech-
nologies and business transformation, and the use of busi-
ness-to-business model guarantees higher profitability. The
spread of business-to-business e-commerce model in vari-
ous industry sectors is related to modern business charac-
teristics: big and constantly growing competition, decreas-
ing variety of competitive advantages, durable treatment of
profit, as the result of cost reduction.

Business < —> Business
Business-to-
Y business (B2B)
Business-to- Business-to-
customer (B2C) government (B2G)

tive of business-to-customer model adoption is described
as searching for new costumers (markets).

Main objects of business-to-government model are
taxpaying, transmission of statistical information and pub-
lication of information from public offices. Analogous
functions can be attributed to customer-to-government
model, but in this case business, as the subject of
e-commerce, is isolated, because government interacts
directly with households. Those two models are connected
more with information transmission than business, but they
can also be interpreted as e-commerce models, because of
having positive direct or indirect impact on business sub-
jects’ performance efficiency (Wimmer, 2002).

Companies pay the biggest attention to two main
e-commerce models — business-to-business and business-
to-customer. Those models in literature are described as
the framework of e-commerce. J. Coppel (2000) considers
that  business-to-business and  business-to-customer
e-commerce models will overlap and boundary between
them will almost disappear. R. Craig (2000) also agrees
with the possible synergy of those models, but he empha-
sizes different trends of models’ evolution: business-to-
business model will be more oriented to supply, business-
to-customer model — to customers.

So, the traditional interpretation of e-commerce mo-
dels is going to change. The use from adoption of e-co-
mmerce models in SMEs is related to lot of factors. A.J.
Davies (2003) presents the results of the research in the
United States, showing the need of efficiency growth as
the main reason for business-to-business model adoption in
SMESs’ sector. In this case e-commerce impact on business
efficiency is correlated to cost reduction, while business-
to-customer model is reckoned as the tool for turnover
enlargement (Table).

A 4
Customers < » Government
Customer-to-
government
(C2G)

Figure 1. E-commerce models

Business-to-customer e-commerce model includes
transactions between the retailer and consumers of final
goods. G.E. Christensen and L.B. Methlie (2003) accentu-
ate that this e-commerce environment most often is used
by e-retail companies and is characterized by such factors
as wide assortment, personal contacts, unlimited time, ef-
fective advertising and various possibilities for SMEs’.
The main forms of business-to-customer model are elec-
tronic store, catalogs, databases (for addresses or phone
numbers), etc. (Baron, Shaw, 2000). The process of buy-
ing-selling takes between company and consumer of final
goods. Consumer makes order for goods/services in virtual
store (web site). Clearance can be executed in virtual store,
usually using credit cards, or physically, after the
goods/services are delivered/performed. The main objec-
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Table
Drivers to implement e-commerce (Davies, 2003)
Drivers to implement Business-to- Business-to-
e-commerce business, % customer, %
Improve efficiency 28 17
Increase turnover 22 23
Stay ahead of competitors 21 17
Driven by customers 14 9
Develop new products/services 12 8
Enable collaboration 6 2
Follow the trend 5 7
Driven by suppliers 5 3

The analysis of A.J. Davies (2003) research results
concludes the fact that e-commerce integration to business
processes is considered as realistic possibility to strengthen
company’s position in the market, so in near future it is
very believable for e-commerce to become the necessity
(market entrance barrier) in some industry sectors, where
e-commerce models can generate considerable cost econ-
omy. In that case it can be concluded, that any company in
small and medium-sized business sector must evaluate
possible benefits from e-commerce adoption in business
processes.



Factors, influencing e-commerce models adop-
tion in SMEs

Summarizing e-commerce adoption and benefits in
SMEs’ sector, it is purposeful to analyze e-commerce inte-
gration to small and medium-sized company’s business
processes in two directions: business-to-business integra-
tion and business-to-customer integration, additionally
evaluating the impact of business-to-government model for
SMEs’ business efficiency (Figure 2). Evaluating essential
success factors of e-commerce adoption in business-to-
business and business-to-customer directions, it is neces-
sary to take into account generic factors, influencing both
models, and specific factors, influencing only business-to-
business or business-to-customer model adoption.

Competition. Competitors’ decisions to adopt
e-commerce model may be the main motive for the com-
pany to adopt analogous model, because e-commerce can
become important competitive advantage.

Qualification. In SMEs, the lack of information tech-
nologies specialists generates comparative high cost of
e-commerce technical supervision. Also it is important to
pay attention to the fact, that the owner or manager of
SME can avoid information technologies adoption in busi-
ness processes because of psychological motives
(Barsauskas, Sarapovas, 2004).

Market structure. Efficiency of e-commerce models
depends on market structure characteristics: number of
participators in market (customers), their geographical
spread, etc. For example, it’s clear that higher benefit can

be generated in markets where customers are far away
from company, because in this case possibility to com-
municate in distance becomes one of the most important
factors.

Financial resources. E-commerce integration in busi-
ness processes is related to some expenses. Those ex-
penses mostly depend on the complexity of e-commerce
system. Besides, e-commerce adoption and supervision is
directly connected to the need of information technolo-
gies specialists.

Information technologies. The success of e-commerce
integration also depends on possible information technolo-
gies. For example, in United States average bandwidth of
internet channel is greatly bigger than in Lithuania (for the
same price), what means possible problems trying to real-
ize e-commerce decisions, related to the need to transform
huge amounts of information, while in USA such model
can be adopted without specific problems.

Without already discussed generic e-commerce adop-
tion in SMEs success factors, it is necessary to analyze
specific factors, influencing business-to-customer model
adoption in SMEs: spread of internet, government’s sup-
port, customers’ pressure and partnership relations.

Spread of internet. Spread of internet is a critical factor
in the case of business-to-customer model popularity. If
internet connection is only accessible for small part of con-
sumers, company’s possibilities to raise the turnover or to
gain strong competitive advantage are minimal, limited to
the number of internet users.

SME

[ Spread of internet

IT

[ Customers’ pressure

[ Partnership relations

Qualification

—1

Competition

B2C

E-COMMERCE BASED SME |

B2B

. R

Efficiency

Turnover

Market share
New products

Figure 2. E-commerce integration in SMEs: success factors

Government’s support. Government’s decisions may
have both positive or negative impact on e-commerce
spread, especially in SMEs’ sectors. It mostly depends on
legislation in e-business area (Kendall, Tung, 2001). Be-

67

sides, there is indirect impact of government to
e-commerce spread in SMEs’ sector. It can be illustrated
by Lithuania’s example — income tax privileges for com-
puter equipment buyers raised the number of households



having computers, what also means increased number of
internet users — one of the main factors of e-commerce
spread.

Customers’ pressure. In some cases customers have
strong pressure on the company which may be forced to
accept or decline the decision to adopt e-commerce. For
example, software production purchasers prefer buying on
internet, what means the necessity for small or medium-
sized company to offer such possibility (Mehrtens, Cragg,
Mills, 2001).

Partnership relations. B.M. Sadowski and others
(2001) accentuate the possibility for SMEs to maximize
benefits form e-commerce adoption in business, creating e-
markets, based on partnership relations, where goods/ser-
vices of more than one company could be offered and the
total cost of marketplace maintenance would be distributed
between all partners.

Suppliers’ pressure/support and the nature of relation-
ships with suppliers has additional impact on business-to-
business model adoption success in business.

Suppliers’ pressure/support. In parallel to already dis-
cussed customers’ pressure, suppliers may have the same
power. In this case pressure from suppliers can be very
hard, because a big manufacturer, owning electronic sys-
tem for orders acceptance and processing, may refuse to
collaborate with small or medium-sized company, not hav-
ing possibilities or needs to contact with supplier using his
electronic system (Chanu, Hui, 2001). But in this case
there also exists the probability of suppliers’ stimulation —
supplier may accept all e-commerce adoption and mainte-
nance costs, what is very important for SMEs.

Relationships with suppliers. Relationships with sup-
pliers determine the success of business-to-business
e-commerce model adoption in small and medium busi-
ness. If the supplier is permanent and supplies the main
resources (goods), e-commerce adoption will condition
notable cost economy for both partners (Kevin, Patrick,
2001). But if company has no permanent suppliers or has a
big number of them, there exists probability for
e-commerce to generate additional expenses, bigger than
possible cost economy.

While analyzing business-to-government model
adoption in SMEs, it is necessary to pay attention to the
fact that in this case essential decisions must be taken
from public offices. If government devotes enough re-
sources to realize such e-commerce form, then small and
medium-sized companies will be forced to adapt this sys-
tem. But it’s very believable, that this change in activity
will condition minimal expenses (acquisition of simple
technological equipment, short employees training to use
the system, etc).

Conclusions

1. Electronic commerce today is judged as one of the
most effective success factors in a lot of business
sectors. Electronic commerce enables to reach not
just the higher efficiency of activity, but also to cre-
ate the competitive advantage, influencing com-
pany’s success in the market.

. For the small and medium enterprises sector, which
generates about a half of European Union gross na-
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tional product, adaptation of electronic commerce
models in a near future in some business sectors
may become the necessity. For this reason it is im-
portant for small and medium enterprises to evalu-
ate their possibilities and potential use of electronic
commerce adaptation.

. The effort of small and medium enterprises in the
context of e-commerce integration in business is
mostly limited by the adoption of traditional infor-
mation technologies (e-mail, internet, web page),
but for the reason of effective e-commerce use in
business it is necessary to integrate the higher-level
e-commerce decisions: e-markets, catalogues, etc.

. Small and medium enterprises can use the potential
of e-commerce in three directions, adopting busi-
ness-to-business, business-to-customers and busi-
ness-to-government e-commerce models.

. The main success factors of e-commerce inte-
gration to small and medium enterprises are: com-
petition, financial resources, market structure,
qualification, information technologies. Adopting
e-commerce business-to-customers model in a
small and medium business, there appears the high
importance of the spread of internet, government’s
support, customers’ pressure and partnership rela-
tions. Adopting business-to-business model, the
main impact is asserted by such factors as sup-
plier’s pressure/support and relations with suppli-
ers. The success of business-to-government model
integration mostly depends on the public offices’
decision to use this model for the communication
with business units.
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Vaida Kvainauskaite, Tadas Sarapovas, Aurelijus Cvilikas

Elektroninés komercijos modeliy parinkimas ir jvertinimas SVV
sektoriuje

Santrauka

Informacijos ekonomika, pagrista informaciniy technologijy tai-
kymo galimybiy didé¢jimu, traktuojama kaip vienas svarbiausiy jvykiy
pasaulinéje ekonomikoje per pastaruosius 15 — 20 mety ir siejama su
naujy verslo vystymo metody atsiradimu, salygojanciu sanaudy
maze¢jima ir veiklos efektyvumo didéjima. Elektroninés komercijos

plitimas {jvairiuose tkio sektoriuose susij¢s su Siuolaikinio verslo
ypatybémis: didele ir nuolat augancia konkurencija, mazéjancia
konkurenciniy pranasumy jvairove, tvirtesniu pozitriu | pelng kaip
kaSty mazinimo pasekmg. Tradiciniai konkurenciniai pranasumai,
tokie kaip modernios technologijos, mazesni kastai, patogi geografiné
padétis, tampa vis maziau reikSmingi dél globalizacijos proceso, todél
imones iesko naujy veiklos efektyvumo didinimo galimybiy.

Elektroninés komercijos formavimosi pradzioje ji buvo tapati-
nama su naujo pobiidzio transakcijy Saltiniu, salygojanciu naujas
galimybes sandoriams vykdyti. Taciau, pradéjus informacines tech-
nologijas placiai taikyti jvairiy (tiek dydzio, tiek pramonés sektoriaus
aspektu) imoniy veikloje, elektroniné komercija tampa vis svarbesne
imonés veiklos dalimi ir imama traktuoti kaip imonés verslo filosofi-
jos pagrindas.

Elektroninés komercijos samprata XX a. paskutiniojo deSimtme-
¢io pirmojoje pusé¢je — XXI a. pradzioje evoliucionavo nuo atskiry
elektroniniy transakciju prekiy pardavimo ar istekliy tiekimo srityse
verslas-vartotojui ar verslas-verslui modeliy pagrindu iki dinaminiy
verslo ekosistemy, pagristy atskiry rinky susiliejimu ir tinklinio ben-
dradarbiavimo pagrindu gyvuojanciy vertés grandiniy. Verslo procesy
atzvilgiu elektroniné komercija gali biti apibGidinama kaip elek-
troniniy tinkly naudojimas siekiant supaprastinti ir pagreitinti visus
verslo procesy etapus: nuo produkto pateikimo iki pardavimo ir
pristatymo. Statistiné informacija rodo, jog elektroninio verslo id¢ja
vis palankiau priima daugelis komerciniy organizacijy. Elektroninés
komercijos raida siejama su spar¢iu informaciniy technologiju
tobuléjimu, ju pritaikymo jvairiose srityse galimybémis, naudojimo
kasty mazéjimu. Kadangi informacinés technologijos ir toliau spar-
¢iai tobulinamos, jmonés gali vis lengviau ir mazesniais kastais koor-
dinuoti savo veiklg ir verslo procesus. Elektroninés komercijos plétra
tiesiogiai gali padaryti poveiki ekonomikai tiek mikro-, tiek makro-
lygmenyje. Elektroniné komercija, kaip elektroninio verslo sudeda-
moji dalis, 1émé naujy verslo sektoriy vystymasi (virtualios imonés,
elektroniné bankininkysté ir kt.).

Imonés lygmenyje elektroniné komercija pirmiausia siejama su
konkurenciniy pranasumy formavimo galimybémis. ISskiriamos Sios
elektroninés komercijos naudojimo sritys, jgalinancios pasiekti
konkurenciniy pranasumy: padidinti klienty pasirinkimo kastus; su-
mazinti imonés pasirinkimo kasStus; inovacijomis iSlaikyti savo vieta
rinkoje arba apsisaugoti nuo prekiy pakaitaly; bendradarbiauti su
pasirinktais konkurentais iskeliant barjerus naujiems konkurentams
ieiti i rinka; panaudoti personifikuota informacija siekiant geriau
aptarnauti savo klientus.

Elektroninés komercijos integracijos | ekonomika sparta rodo,
jog artimiausiu metu elektroniné komercija taps neiSvengiama biiti-
nybe bet kokiai verslo formai, iskaitant ir smulkiojo bei vidutinio
verslo sektoriy, kuriame elektroninés komercijos plitimas yra létesnis
nei stambiojo verslo sektoriuje dél 1ésy, kvalifikacijos trikumo bei
kity veiksniy.

Elektroninés komercijos integracija { verslo procesus yra reali
galimybé sustiprinti savo pozicijas rinkoje, todél tikétina, jog ank-
sCiau ar véliau elektroniné komercija taps biitinybe (i¢jimo i rinka
barjeru) kai kuriuose pramonés sektoriuose, pasizyminéiuose didele
kasty ekonomija naudojant elektroninés komercijos modelius. Vadi-
nasi, bet kuri SVV sektoriui priklausanti jmoné turi jvertinti galimy-
bes ir galima nauda savo veikloje taikant elektroning komercija.

Siuo metu pastebima, jog elektroning komercija Zymiai spar&iau
savo veikloje integruoja stambiosios imonés, turincios daugiau istek-
liy tokio pobuidzio eksperimentams nei smulkiojo ir vidutinio dydzio
imonés, vengiancios informaciniy technologijy dél pernelyg dideliy
galimy nuostoliy nesékmés atveju ir nepakankamos darbuotojy kvali-
fikacijos. Tyrimai rodo, jog SVV sektoriuje dazniausiai apsiribojama
tradiciniy elektroniniy priemoniy (el. pastas, internetas, interneto
svetain¢) naudojimu ir Sios priemonés atlieka tik pagalbini vaidmenj
verslo procesuose.

Taciau smulkiojo ir vidutinio verslo sektorius taip pat yra svarbi
elektroninés komercijos modeliy plitimo terpé, kadangi, remiantis
Eurostat organizacijos duomenimis (2004), Europoje tik apie 0,2
proc. visy imoniy priskiriamos stambiajam verslui, o likusi dalis —
smulkiajam ir vidutiniam verslui. Didziaja smulkiojo ir vidutinio
verslo dali (apie 93 proc.) sudaro vadinamosios mikrojmonés, kuriy
darbuotojy skaicius nevirsija 10. Smulkiojo ir vidutinio verslo svarba
Europos ekonomikai liudija ir tai, jog smulkiosios ir vidutinés imonés
generuoja 55 proc. apyvartos Europos Sajungoje. Smulkiojo ir vidu-
tinio verslo reik§mé ypa¢ pastebima uzimtumo aspektu, kadangi SVV
spariau kuria naujas darbo vietas nei stambusis verslas, ypac eko-
nominio nuosmukio laikotarpiu, kai i8ryskéja smulkiyjy ir vidutiniy



imoniy lankstumas ir gebé¢jimas prisitaikyti prie kintancios aplinkos.

Analizuojant smulkiojo ir vidutinio verslo galimybes savo veik-
loje integruoti elektroning komercija, tikslinga jvertinti atskiry elek-
troninés komercijos modeliy potencialia nauda jmonei. Elektroninés
komercijos ekspertai akcentuoja tris elektroninés komercijos terpés
subjektus: versla (imones), vartotojus bei vyriausybg ir $iy subjekty
tarpusavio rySiy pagrindu iSskiria bazinius elektroninés komercijos
modelius: verslas-verslui (elektroninés komercijos rysiy tarp dvieju
ar daugiau organizacijy realizavimas), verslas-vartotojui (sandoriai
tarp mazmeninés prekybos jmonés ir galutiniy prekiy vartotojy) ir
verslas-vyriausybei (mokes¢iy mokéjimas ir statistinés informacijos
perdavimas bei vyriausybés jvairios informacijos suteikimas). Ver-
slas-verslui elektroninés komercijos modelis yra traktuojamas kaip
labiausiai paplitgs elektroninés komercijos modelis visame pasaulyje,
vystgsis nuo pat elektroninés komercijos atsiradimo pradzios ir visada
buvgs vienu i$ pagrindiniy elektroninés komercijos plétros varikliy.

Imonés didziausia démesj skiria dviem pagrindiniams elektroni-
nés komercijos modeliams — verslas-verslui ir verslas-vartotojui,
kurie literatiiroje daznai minimi kaip elektroninés komercijos funk-
cionavimo bazé. Siy modeliy diegimo nauda SVV veikloje gali bati
grindziama tyrimo Jungtinéje Karalystéje rezultatais, kurie rodo, jog
svarbiausia elektroninés komercijos verslas-verslui modelio naudo-
jimo priezastis smulkiojo ir vidutinio verslo sektoriuje yra efekty-
vumo didinimas, siejamas su ka$ty mazéjimu, o verslas-vartotojui
modelis dazniausiai naudojamas siekiant padidinti apyvarta.

Apibendrinant elektroninés komercijos SVV sektoriuje naudo-
jima ir jo plétros galimybes, elektroninés komercijos integracija i
smulkyji ir vidutinj versla, tikslinga nagrinéti iSskiriant verslas-
verslui ir verslas-vartotojui integracijos kryptis bei papildomai
ivertinant verslas-vyriausybei modelio teikiama nauda efektyvumo
pozitriu.
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Diegiant elektroninés komercijos modelius smulkiajame ir vidu-
tiniame versle, svarbu jvertint $iuos esminius veiksnius, lemiancius
verslas-verslui  ir  verslas-vartotojui modeliy  veiksminguma:
konkurencija (konkurenty sprendimas diegti elektroninés komercijos
sprendimus gali buti pagrindinis imonés motyvas diegti analogiska
modelj savo veikloje), kvalifikacija (smulkiose imonése elektroninés
komercijos techniné prieziiira salygoja nemazus kastus, be to, imoniy
vadovai gali vengti diegti informacines technologijas dél psicholog-
iniy motyvy), rinkos struktiira (elektroninés komercijos modeliy
veiksmingumas priklauso nuo rinkos dalyviy skai¢iaus, ju geografi-
nés sklaidos ir pan.), finansiniy iStekliy (elektroninés komercijos
diegimas susijgs su tam tikromis iSlaidomis; jos, diegiant sudétingas
elektroninés komercijos sistemas, gali biiti gana didelés), informa-
ciniy technologiju (elektroninés komercijos integracijos sékmé prik-
lauso nuo regione prieinamy informaciniy technologijy.). Be aptarty
bendryjy elektroninés komercijos integracija i SVV lemianc¢iy veik-
sniy, verslas-vartotojui modelio diegimo sékmg lemia tokie veiksniai
kaip interneto paplitimas, vyriausybés parama, vartotoju spaudimas
(parama), partnerystés rySiai. Verslas-verslui modelio diegimo sék-
mei papildomos jtakos turi tiekéjy spaudimas (parama) bei santykiy
su tiekéjais pobiidis. Nagrin¢jant verslas-vyriausybei modelio tai-
kyma SVV sektoriuje, pazymeétina, jog $iuo atveju esminiai sprendi-
mai turi buti daromi valstybés.

Apibendrinant galima pazyméti, jog smulkiojo ir vidutinio ver-
slo sektoriui, kuris sukuria apie pusg¢ Europos Sajungos bendrojo
vidaus produkto, elektroninés komercijos modeliy diegimas artimoje
ateityje kai kuriuose verslo sektoriuose gali tapti neiSvengiama buti-
nybe, todél smulkiosioms ir vidutinéms jmonéms svarbu jvertinti
savo galimybes ir potencialia nauda, {diegus elektroning komercija.

Raktazodziai: elektroniné komercija, smulkus ir vidutinis verslas, verslo
procesas.
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