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Electronic commerce is treated as one of the most ef-
ficient instruments for business processes optimization,
based on more effective control of information flows. E-
commerce infrastructure is that part of the total economic
infrastructure that is needed to support e-commerce proc-
esses and to conduct electronic commerce transactions. It
includes investment in computers, routers and other com-
puter hardware; satellite, wire and optical communica-
tions and network channels; system and applications
software. It also includes expenditure for support ser-
vices, such as web site development and hosting, consult-
ing, electronic payment and certification services as well
as human capital, such as programmers. In essence, e-
commerce is the secure trading of goods, information or
services. Contrary to popular opinion, an e-commerce
solution is not simply a single component, rather a collec-
tion of individual parts that together allow information
exchange to take place across the electronic networks.
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. 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. The spread of
e-commerce in various economy sectors is related to the
modern business characteristics: huge and constantly
growing competition, decreasing variety of competitive
advantages, durable treatment of profit, as the result of
cost reduction. As electronic commerce develops, it could
have profound impacts on individual sectors of the econ-
omy as well as on macroeconomic performance and eco-
nomic policies. Electronic commerce growth could have
significant effects on the structure and functioning of
economies at the firm, and industry level as well. These
changes are likely to have influence on prices as well as
the composition of trade, labour markets and taxation
revenues. E-commerce integration to business processes
is considered as realistic possibility to strengthen the
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 a small and medium-sized business sector must evalu-
ate possible benefits from e-commerce adoption in busi-
ness processes. Traditional competitive advantages like
modern technologies, low cost level or suitable geo-
graphical location become less significant because of
globalization process. But before making decisions of e-
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commerce adoption in the company, it is important to
define and assess the main aspects of e-commerce envi-
ronment. The paper aims to analyze the problems of
business-to-business e-commerce environment assess-
ment and to identify the essential elements of this envi-
ronment.

Keywords:  business-to-business electronic commerce,
business environment, e-commerce environ-
ment.

Introduction

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
bankruptcies 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 ad-
vantage, but like the necessity, trying not to lag behind
competitors. 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 ecosystems, based on the merge of separate
markets and value chains, created on the network com-
munication framework. In the aspect of business proc-
esses 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.

Problem and relevance. Since the mid 90’s
e-commerce conception evolved from the separate elec-
tronic transactions in goods purchase or resources supply,
based on business-to-customer or business-to-business
models, to dynamic business ecosystems, based on the
merge of separate markets and value chains, created on
the network communication framework.

Companies, which are trying to adopt e-commerce
decisions, should notice that e-commerce is not only the
tool for business perfection. Inadequate use of e-
commerce decisions may result in business cost increase
and business efficiency reduction. This situation may
occur because of various crucial factors, acting in the
environment of e-commerce systems.

Research object — the environment elements of busi-
ness-to-business electronic commerce.



Research objective is to identify the essential ele-
ments of business-to-business e-commerce environment,
that are the most important factors for decision making
within the specific e-commerce system.

Research methods — systematic, logical and com-
parative analysis of scientific literature.

In this article there are analyzed the works of recently
internationally known authors (F.Cacheda, J.Coppel,
A.J.Davies, K.C.Laudon, R.Sertvytis, C.C.Kriiger et al),
researching the business-to-business e-commerce model
performance environment.

Technological environment

E-commerce, as one of the results of modern tech-
nologies spread in almost all business sectors, is closely
connected to the abilities of technological environment. As
C.C.Kriiger (2003) states, one of the background factors of
e-commerce environment is appropriate technological
equipment, treated as the base for e-commerce decisions
realisation. The main elements of e-commerce in techno-
logical structure viewpoint are as follow (Ivezic, 2003):

1. Computer systems. This is the background for the
information technologies, where the e-commerce
system is formed. Computer systems usually are
described by their technological features, which
are one of the main boundaries for e-commerce re-
alisation.

2. Electronic networks. Those networks supplement
computer systems and create the possibility of e-
commerce use by eliminating the distance factor.
E-commerce can be efficient only in the case when
individual computer systems can be connected to a
conjoint network. The best known electronic net-
work, which is often treated as the only e-
commerce technological environment, is internet,
where the “global accessibility” idea is realised
(MacInnes, 2003; Benbunan-Fich, 2004; King,
2004). But it is important to assess the fact, that
internet is not the only environment for e-
commerce existence. The e-commerce decisions
can also be realised using other types of electronic
networks (i.e. intranet) (Bogdanovych, 2004).

3. Software. The software is the instrument for e-
commerce functionality realisation. Software can
be treated as the environment that guarantees the
encryption of information transmitted in the way
that is acceptable for information user. The func-
tionality of software ensures the lower probability
of mistakes, related to human factor or cultural
barriers (i.e. unclear terms, language barrier and
other), and also guarantees the precision of infor-
mation processing (UWA Consortium, 2002; Ca-
vusoglu, 2004). Besides, the software creates the
possibility to connect the information receivable
with internal information flows that allows com-
pany’s processes optimization.

The other aspect of e-commerce decisions installation
and support is the need for information technologies special-
ists (Mayer-Gull, 2001). The installation of information
technologies requires special knowledge and this creates the
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demand for information technologies specialists in various
business sectors. The fast improvement of information tech-
nologies and the variety of their adoption areas conditions
the appearance of information technologies specialists’ labor
cost. E-commerce adoption process is skilled labour inten-
sive, which means that labour cost is one of the main com-
ponents of e-commerce adoption cost. R.Sertvytis (2004)
presents three stages of the adoption of e-commerce, treated
as the use of internet for business practice:

1. The procurement of proper software.

2. The creation of products catalogue.

3. The registration of new internet site name or the
adding of needed link in already existing site.

As the additional tasks for e-commerce adoption are
presented the e-commerce connection to current products
accounting system; e-commerce marketing; payoff
through internet integration to e-commerce. It is clear that
R.Sertvytis (2004) treats e-commerce very narrowly, as
the release of products catalogue in internet for final user,
but the author presents the elements of e-commerce sys-
tem adoption process, which quite precisely represent the
nature of e-commerce adoption costs. The experts of
“Oracle” (2004), while evaluating the need of knowledge
and skills in e-commerce adoption process, recommend
outsourcing the functions of e-commerce system support.
This decision would guarantee the higher level of e-
commerce efficiency, which can be reached by using
lower costs for information technologies maintenance,
bigger attention to the main company’s performance,
higher level of flexibility, faster reaction to the changes
of market situation and lower investment to the renewal
or upgrade of information technologies.

In the analysis of e-commerce functionality realisa-
tion in technological aspect, it is important to notice that
the technological equipment that company has is only a
part of the necessary information technologies network,
whose level of spread determine the popularity of e-
commerce. In the case of technological aspect F.Cacheda
(2002) presents two types of e-commerce functioning. In
the first case (figure 1) the direct relation between the
seller and buyer is very week, because information is
transmitted through the intermediary link (server), which
can be treated as database, working independently from
buyer or seller.

The purpose of this database is information gather-
ing. As mentioned above, for seller and buyer it is neces-
sary to have computer system with additional elements —
internal electronic networks, software and information
technologies specialists (Alagar, 2004; Damaskopoulos,
2003; Gupta, 2004). Server (the database) is an independ-
ent system and this means that it is important ensure the
existence external electronic networks for the link be-
tween server and seller or buyer. External electronic net-
work must guarantee the transition of information flows
between server and seller/buyer. If there is the intermedi-
ary link in e-commerce technological system, it is neces-
sary to ensure the technological compatibility between
buyer and seller, because their technological e-commerce
systems are not relative (Martin, 1990; Krishnan, 2004).
The most important is to guarantee those e-commerce
systems compatibility with server.



Other situation appears in the case of direct contact
between seller and buyer.

In this case it is important to ensure the compatibil-
ity between buyer’s and seller’s e-commerce techno-
logic equipment, because this technologic equipment,
which is used for e-commerce transactions execution,
can be treated as entire computer system with integrated
electronic network that connects buyer’s and seller’s
systems.

In case of intermediary link existence
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F.Cacheda (2002) states that in the case of such inte-
gration it is important to ensure the compatibility of soft-
ware and integrity of computer systems. B.R.Katzy
(2002) in this situation accents that compatibility does
not mean the need of the same software or technological
system use, but it is important to ensure the reciprocity of
different systems (i.e. the seller and buyer can use differ-
ent software, but it is necessary to ensure that those types
of software would recover identical information).

In case of direct contact
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Figure 1. E-commerce technological system: two possible cases (Cacheda, 2002)

The thorough analysis of the presented possible tech-
nological systems of e-commerce allows stating that there
are two different viewpoints in case of e-commerce envi-
ronment analysis. The main differences between those
two possibilities, presented in figure 1, are the relation
with the regular business environment elements. If busi-
ness-to-business e-commerce is implemented using direct
contact, then the effect of economic, political, cultural,
etc. environment components on e-commerce transac-
tions is minimal. This situation appears because of close
relations between business-to-business e-commerce users,
avoiding third parties’ participation in transactions. But
in case of intermediary link such an effect becomes more
important, because the relation between e-commerce
partners is not so close and partly indirect.

So, it can be stated, that in case of business-to-
business e-commerce decisions realization, the more at-
tractive alternative is the use of e-commerce technologi-
cal system, based on direct contact.

In the analysis of business-to-business e-commerce
environment elements identifying problem it is important
not to concentrate only on technological environment,
because it is not the only important environment compo-
nent in e-commerce decisions area. It is important to
identify the main components of micro- and macro- e-
commerce environment.

Micro- and macro- economic environment

The analysis of business-to-business e-commerce
performance environment it is important to assess micro-
and macro- economic changes, which are conditioned by
the growing speed of e-commerce spread.
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The very first e-commerce impact on business results
is treated as the reduction of products or services prices.
This means that the adoption of various e-commerce
models has a big impact on competition level in market
and the individual companies’ competition politics.
This impact can be most clearly noticed in the market of
digital or knowledge-based products (Coppel, 2000). The
manufacturing of this type of products (i.e. software) is
specific in the case of costs structure: the idea or creation
of the very first product unit is related to quite big ex-
penses, but marginal cost of product copies making is
close to zero (Ash, 2003; Gopal, 2003; Tan, 2003) and
usually consists only of package and distribution cost
(Smith, 1999). This cost structure guarantees the obvious
scale effect, so manufacturer must pay big attention to
pricing politics, which could ensure the maximum bene-
fit. The simplest decision in this situation is to produce as
much as possible and to use the low-cost strategy. But
most often the demand for products is limited, because
customer almost always has few alternatives and most
customers are not minded to choose the new product
which requires practice to use it. This problem is espe-
cially important in software sector, because every new
program is related to new rules of usage and users are not
minded to change their habits (Lamb, 2003). Besides,
only in exceptional cases there is no analogous product in
market, which could guarantee needed functions for cus-
tomer.

The assessment of market situation allows stating
that low-cost strategy is suitable only in exceptional
cases, and this means that the creators of digital products
must pay big attention to the formation of pricing poli-
tics, which could guarantee the defraying of cost and the



receiving of profit. Such kind of companies often uses
specific marketing politics — the emphasising of the main
product or service. This decision ensures its desirability
for various market segments (Coppel, 2000). For exam-
ple, software can be segregated by quality levels: ease
level, update frequency, technical services option, and
customer interface complexity. In this case it is important
to assess that in market there exists the limit of product
segregation possibilities, which is conditioned by price
competition.

So it can be concluded, that e-commerce, in which
the main purpose of usage is cost economy, in the case of
knowledge-based products it influences indirectly the rise
of price competition (Meijers, 1999), and this is treated as
a negative impact on the prospective benefit of e-
commerce adoption.

E-commerce, which influences the most of com-
pany’s performance processes, has impacts on company’s
personnel and entire labour market. J.Coppel (2000)
states that the spread of e-commerce influences labour
market and employment in direct and indirect ways.

The development of e-commerce creates the demand
for specialists in e-business area, but has a big negative
impact on the structure of labour market in case of quali-
fication (Cattaneo, 2002; Davies, 2002). The spread of e-
commerce conditions the decrease of labour demand in
selling and supplying sectors (salespersons, cashiers, sup-
ply managers, etc.). This situation appears because of
partial automation of sell and supply processes. But it is
also important to notice that e-commerce conditions the
growing demand for information technologies specialists,
who are able to maintain company’s information systems.
The experts of “Databank Consulting” (1998) forecast
that the growing spread of e-commerce will have the big-
gest impact on those workplaces, whose goal function is
information concentration, systematization and transition,
i.e. insurance brokers, financial brokers, travel agencies.

OECD, analysing the spread of e-business, claims its
impact on macro economic level (Scarpetta, 2000). It is
stated that information and communication technologies
(ICT) symbolize the technological change in economy,
which overwhelms all sectors and long-term growth of
productivity. In the scientific research of Australian Gov-
ernment Department of Communications, Information
technology and the Arts (199) it is evaluated that the
main e-business impact on macro economics level may
exceed 2.7 percent. The research of “Goldman Sachs”
(2000) allows stating that long-term country’s gross do-
mestic product (GDP) may rise up to 5 percent. These
researches are based on positive e-business impact on
maximum product output in market. But it is important to
pay attention to the fact that presented researches are
based on limited presumptions and it means that their
results cannot be assessed without discussion. Presented
results and the experience of companies show that in
most developed countries (USA, Denmark, Australia,
Norway, etc.) there dominates the opinion that labour
productivity indicators are closely related to significant
technological changes, though obvious proof of this fact
does not exist (Coppel, 2000).

There also exists the opinion that the development of
e-commerce may have an impact on economic cycle and
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payoffs between economic subjects, and this, in turn,
may influence country’s monetary politics. While the
attributes of economic cycle use to change, there exists
the need to guarantee efficient inventory management,
which would ensure lower level of average inventory in
the sector. Such an impact would change the cycle of
inventory accumulation. Besides, in case of growing
price competition level in product markets there would be
more workspaces, and the level of inflation would slow
the growing speed for a short time. It is also important to
notice that monetary politics would be influenced by
faster payoff in case of information technologies usage.
Faster payoffs would create the problem for principles of
interest rate and frequency (Friedman, 1999).

The essential elements of business-to-business
e-commerce environment

Business-to-business e-commerce is closely con-
nected to various elements of economic environment, but
the summarization of different opinions of the authors
(Messnarz, 2000; Van Roessler, 2000; Scarpetta, 2000;
Friedman, 1999) allows stating that the main factors that
influence business-to-business e-commerce performance
most of all are:

o Industry sector.
o Company size.
o Internationalism.

Industry sector, where company performs, has a
huge impact on cost economy, if e-commerce model is
used. D.Gazzotti (201) states that individual industry sec-
tors create different changes to reach cost economy in
case of using information technologies, so company must
more clearly evaluate the particularity of industry from
this point of view.

The suitability of industry sector mostly depends on
the number of participators and their relationships. For
example, in the sector of mining there is a limited amount
of large participators, which have detailed information
about other subjects in this industry sector and situation in
market, so in this sector the impact of e-commerce, treated
as the possibility to get more detailed information, is
minimal. But in flight tickets sector, as D.Gazzotti (2001)
states, the information plays one of the main roles. Com-
plete information in this sector is rare, because there are no
participants, who would have detailed information about
all processes in the market and competitors’ performance.

It can be stated that the biggest possibilities to reach cost
economy, using business-to-business e-commerce model,
can be found in an ideal competition market, and the lowest
possibilities appear in monopoly or oligopoly. This means
that in case of e-commerce practical adoption possibilities it
is important to assess the concentration of industry sector.
Because e-commerce radically reduces information asym-
metry, it can be noticed that business-to-business e-
commerce generates bigger benefit in ideal competition
situation than in monopoly (Mayer-Guell, 2001).

The success of business-to-business e-commerce
model adoption also depends on the receptivity of infor-
mation technologies in specific industry sector (Laudon,
2004). If companies regularly directly confront such tech-
nologies, they are ready to adopt these systems in their



performance. For example, information technologies are
more often used in computer technique trading companies
than, lets say, by building materials manufacturers. This
statement is illustrated by statistical data from USA in-
dustry, which characterize the internet business-to-
business commerce spread by types of industry sectors
(figure 2). Statistical data show that business-to-business
e-commerce is most often noticed in computer and tele-
communication equipment, aeronautics, and defense sec-
tors, where companies often confront the newest informa-
tion technologies.

IT services
Aeronautics
Pharma
Automotive
Tourism
Machinery
Publishing
Textile
Construction

Food

20 40 60 80 100

% of companies using e-commerce

Figure 2. The spread of e-commerce in European countries (EU-
7) in 2005 (E-Business Watch, 2005)

Company size is also an important factor, which in-
fluences the success of business-to-business e-commerce
model adoption. It is stated that e-commerce ensures big-
ger benefit for bigger companies. This proposition is ori-
ented to the possibilities of personnel amount reduction,
adopting e-commerce decisions. It is clear that in small
company, where supply and resources management func-
tions are realized by one employee, the positive impact of
e-commerce adoption for personnel amount reduction
would not exist, because in any case one employee would
have to work. It is also important that the adoption of in-
formation technologies would require additional specialist,
responsible for the maintenance of information technolo-
gies. In this case small company would experience loss.

In big companies there are a lot of employees in sup-
ply and resources management area, so e-commerce al-
lows reducing the number of personnel in these ways
(Stich, 2002):

¢ Order submission becomes less labor-intensive, so
the needed number of people, working in order
processing area reduces.

« As it has been mentioned above, e-commerce cre-
ates the possibility to lower the level of average
inventory. This means the reduction of warehouse
workers demand.

o Smaller warehouse (in case of average inventory
reduction) conditions the lower supply on support-
ing workers.
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It is hard to define the suitable company size for e-
commerce adoption, because this criteria depends on
various, not interdependent, factors: company’s perform-
ance nature; complexity of supply system; organizational
management structure, etc. K. Tarabanis (2000) states that
competitors of even almost the same size, performing in
the same market and making analogous products, can
have different possibilities to adopt e-commerce model,
depending on companies’ supply politics (that are the
principles for suppliers choice — is it only cost, or also
long-term partnership, quality, etc.), personnel politics (if
there are strong trade-union, the e-commerce impact on
personnel amount may be minimal).

Internationalism is significant element of business-
to-business e-commerce environment in geographical
aspect, analysing communication barriers of different
countries. These barriers, as K.Tarabanis (2000) accents,
appear because of these reasons:

e The cost of communication. Using traditional com-
munication channels — phones, faxes, etc. — the big
impact on communication cost is procured by call
prices, which depend on the country. For example,
if the supplier of Lithuanian company is in Lithua-
nia, then communication costs would be several
times lower than in that case, when the supplier is,
let’s say, in Sweden or Italy. The usage of infor-
mation technologies makes communication cost
lower and equal, without reference to the geo-
graphical distance between partners. It is impor-
tant to mention, that the usage of electronic com-
munication channels (i.e. internet) are cheaper
than in the case of traditional communication in-
struments usage.

o Language and cultural barriers. In international
business, in case of using traditional communica-
tion channels (most often — phones), there exists
one very important aspect — language. Buyer must
understand seller’s language and vice versa. In any
situation, there appears additional cost, related to
higher salary for the employee, who speaks for-
eign language. If, let’s say, company has suppliers
in Turkey, there appears the problems of finding
the worker, who could speak Turkish and would
have needed experience in products supply man-
agement. Also it is important to mention, that in
the case of communication using phone, there ex-
ists the possibility of cultural barriers (unaccept-
able phrases that may insult partner), which may
have big impact for further partnership. If partners
use information technologies, orders are presented
in digital shape and can be transformed to national
language for seller and for buyer, without refer-
ence to the order execution language.

o Time barriers. If company and its supplies are in
different geographical areas (different time zones),
there appear problems for direct communication
(i.e. phone). In the case of e-commerce orders can
be submitted at any daytime, without reference to
suppliers working hours. Usually e-commerce sys-
tems have special databases for orders collection,
which can be processed at any time of the day.



The summarizing analysis of essential business-to-
business e-commerce environment components is pre-
sented in figure 3. In this figure there are showed all main
environment elements, which were described in this arti-
cle as the most important for business-to-business e-
commerce decisions realization.

It can be noticed, that the main external components,

that affect business-to-business e-commerce adoption in
company, are already described in analysis of industry sec-
tor, company size and internationalism. The main internal
environment element is technology, which allows using e-
commerce decisions. As stated above, technological envi-
ronment can be described as the complex of computer sys-
tems, IT personnel, software and electronic networks.

Traditional business environment
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Figure 3. The complex of business-to-business e-commerce environment components

The traditional business environment elements must
also be identified and assessed while adopting e-
commerce decisions in company. But, because of the
close contact between e-commerce system users and lim-
ited number of participators in e-commerce system, the
basic business environment components, such as eco-
nomic, political, cultural, etc factors, have much higher
impact on e-commerce system parties (buyer or seller),
but not on e-commerce system. So it can be concluded,
that traditional business environment elements have
partly indirect impact on e-commerce decisions adoption.
For this reason those elements should not be treated as
the main elements, because in most cases they can be
described as only a secondary matter in e-commerce Sys-
tem. This statement is proved by empirical research, dis-
cussed below.

The empirical assessment of essential business-
to-business e-commerce environment elements

The proof of importance of presented essential busi-
ness-to-business e-commerce environment elements for
e-commerce evolution is given in empirical research,
made by the authors of this article in the autumn of 2004.
The research was made by surveying e-commerce experts
in the form of advanced interview method. The opinions
are measured in 5 points scale, where 5 is equal to very
big impact and 1 means very small impact on e-
commerce adoption in company success.
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The results of this survey, presented in the table, al-
low stating that the biggest impact on e-commerce adop-
tion in company success is made by industry sector factor
(the average rating is 4.84 point in the given points scale,
which can be treated as a very big impact). This impact is
evidenced mostly in the case of industry sector receptiv-
ity to information technologies (average rating 4.28
points) and market concentration (2.22 points).

Company size and internationalism, which are the
other two elements for e-commerce adoption in company
success, are treated by experts as less important (average
rating is accordingly 3.28 and 3.41 points). The most im-
portant factor in this group is different countries’ recep-
tivity to information technologies (4.09 points), but other
factors that should accent the importance of international-
ism element, are treated as not very important: the price
of communication, language and cultural barriers and
time barriers are rated as having quite small impact on e-
commerce adoption in company success.

The coefficient of concordance (0.492, when critical
minimal rating is 0.6) shows that opinions of surveyed
experts are not absolutely united, so it is important to
pay attention to the standard deviation and variance of
each assessed factor. The evaluation of experts’ subjec-
tivity, which was made by using Pearson’s correlation
coefficient allows stating that presented results are rep-
resentative (correlations of individual pairs of factors
are less that 0.5, which means objectivity of survey re-
sults).



The importance of e-commerce adoption
in company success factors

Table

Average St. Varia- | Number of
rating dev. tion experts

Industry sector 4.84 0.45 0.20 32
Market concentration 2.22 1.01 1.02 32
Recepthlt'y of information 408 1.02 1.05 3
technologies in sector

Company size 3.28 1.14 1.31 32
Personnel size 2.94 1.08 1.16 32
Information technologies 244 116 135 32
owned
Turnover / average inven- 297 1.03 1.06 1
tory

Internationalism 341 1.13 1.28 32
Recept1v1t_y of information 4.09 1.03 1.06 32
technologies in country
Cost of communication 2.44 1.13 1.29 32
Lgnguage and cultural bar- 172 092 085 3
riers
Time barriers 1.91 1.06 1.12 32

Presented results of empirical research confirm the
theoretical presumptions about the importance of essen-
tial business-to-business e-commerce elements for e-
commerce adoption in business success. This allows con-
cluding that in the case of e-commerce adoption in the
company, it is important to assess the possible external
sources of influence to e-commerce decisions efficiency,
that are based on three essential e-commerce environment
elements: industry sector, company size and internation-

alism.

Conclusions

1. E-commerce systems generally are the subject of
influence of traditional elements of business envi-
ronment: economic, political, cultural, technologi-
cal, etc. Nevertheless the research shows that
business-to-business e-commerce models are
mostly influenced by technological and economic
factors, the other ones remaining of rather rela-
tively smaller importance. The argument for em-
phasizing the higher impact by economic and
technological elements of environment is that
within business-to-business e-commerce systems
cultural, political and religious factors can be
eliminated, because in standard business-to-
business system there are a defined and usually
limited number of parties involved. The fever par-
ties involved, the higher chance to make consensus
regarding minimizing the influence of such envi-
ronment components that could be treated as an
obstacle to fulfil the common interests, held by
each party of business-to-business system.

2. The analysis of business-to-business e-commerce
performance environment requires assessing mi-
cro- and macro- economic changes. This means
that e-commerce environment is not limited to in-
ternal company’s decisions, but it also is related to
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external environment forces that cannot be con-
trolled by e-commerce decisions adopters. Analy-
sis of various authors’ researches allows conclud-
ing that e-commerce spread in business has impact
on these economic aspects: 1) competition level in
the market and the individual companies’ competi-
tion politics; 2) company’s personnel and entire
labour market; 3) macro economic level (GDP
amount); 4) economic cycle and payoffs. The most
essential business-to-business e-commerce envi-
ronment elements are as follow: 1) industry sector
(the suitability of industry sector for business-to-
business e-commerce development mostly depends
on the number of participants and their relation-
ships.); 2) company size (e-commerce ensures
bigger benefit for bigger companies; this proposi-
tion is oriented to the possibilities of personnel
amount reduction, adopting e-commerce deci-
sions); 3) internationalism (it is significant ele-
ment of business-to-business e-commerce envi-
ronment in geographical aspect, analysing differ-
ent communication barriers of the members of
various countries).

3. considering technological element of business-to-
business e-commerce environment, it can be con-
cluded that it consists of the following main com-
ponents: 1) computer systems (this is the back-
ground for information technologies, where the e-
commerce system is formed); 2) electronic net-
works (those networks supplement computer sys-
tems and create the possibility of e-commerce use
by eliminating the distance factor); 3) software
(the software is the instrument for e-commerce
functionality realization). The parties of business-
to-business system must address the mentioned
technological issues as a second priority in order
to identify the feasibility of business-to-business
e-commerce project.

4. The empirical research of e-commerce environment
elements impact on e-commerce adoption in com-
pany success allows stating that the most important
factors in this case are industry sector receptivity to
information technologies (average rating 4.28
points) and market concentration (2.22 points).
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Tadas Sarapovas, Aurelijus Cvilikas

Verslas-verslui elektroninés komercijos aplinkos elementy identifi-
kavimo problemos

Santrauka

Verslas-verslui elektroniné komercija vis labiau isigali jvairiuo-
se verslo sektoriuose. Tiriant verslas-verslui elektroninés komercijos
diegimo verslo galimybes ir formas, butina iSanalizuoti elektroninés
komercijos aplinkos elementus ir ju itaka verslas-verslui elektroninés
komercijos modelio funkcionavimui.

Tyrimo tikslas — nustatyti ir jvertinti esminius verslas-verslui
elektroninés komercijos aplinkos elementus.

Viena i§ esminiy prielaidy elektroninei komercijai diegti — tinka-
ma technologiné jranga, kurios bazéje elektroniné komercija yra reali-
zuojama. Technologijy struktliros pozitriu i$skiriami Sie pagrindiniai
elektroninés komercijos elementai jmoneés atzvilgiu: 1) kompiuterinés
sistemos (tai informaciniy technologijy realizavimo terpé, kurioje for-
muojama elektroninés komercijos sistema); 2) elektroniniai tinklai (Sie
tinklai papildo kompiuterines sistemas ir sukuria elektroninés komerci-
jos naudojimo galimybg, eliminuojant erdvés veiksnj); 3) programiné
iranga (tai priemoné elektroninei komercijai realizuoti).

Be to, elektroninés komercijos diegimas ir palaikymas tiesiogiai
susijgs su informaciniy technologijy specialisty poreikiu. Informaci-
niy technologijy diegimas reikalauja specialiy ziniy, todél informaci-
niy technologijy specialistai yra paklausiis visuose tikio sektoriuose.
Spartus informaciniy technologijy tobuléjimas ir jy pritaikymo gali-
mybiy jvairové salygoja kastus, susijusius su informaciniy technolo-
gijy darbo apmokeéjimu. Elektroninés komercijos sistemy diegimas
reikalauja daug kvalifikuoto darbo, todél darbo uzmokesc¢io sanaudos
yra vienas svarbiausiy elektroninés komercijos diegimo kasty kom-
ponenty. Kaip papildomus elektroninés komercijos diegimo darbus
galima akcentuoti elektroninés komercijos sujungima su esama prekiy
apskaitos sistema; elektroninés komercijos marketinga; atsiskaitymy
per interneta integravima i elektroning komercija.

Technologiniu pozidriu skiriami du elektroninés komercijos
funkcionavimo tipai. Pirmuoju atveju tiesioginis rySys tarp pirkéjo ir
pardavéjo yra silpnas, kadangi informacijos perdavimas vyksta nau-
dojant tarping sistema (tarnybing stotj), kuriag galima interpretuoti
kaip nepriklausoma nuo pirkéjo ir pardavéjo duomeny bazg, kurios
paskirtis — informacijos kaupimas. Tiek pirkéjui, tiek pardavéjui
bitina kompiuteriné sistema kartu su papildomais elementais — vidi-
niais elektroniniais tinklais, programine jranga ir informaciniy te-
chnologiju specialistais. Kadangi tarnybiné stotis yra nepriklausoma
informaciné sistema, tai ry$iui su tarnybine stotimi uZztikrinti butinas
iSorinis elektroninis tinklas, garantuojantis informacijos srauty judé-



jimo tarp tarnybinés stoties ir pirkéjo/pardavéjo galimybe. Kitu atveju
pirkéjas su pardavéju kontaktuoja tiesiogiai. Cia svarbu uztikrinti
pirkéjo ir pardavéjo turimy technologiju suderinamuma, kadangi
informaciniy technologiy kompleksa, naudojama tarpusavio elektro-
ninés komercijos transakcijoms vykdyti, galima traktuoti kaip vienti-
sg kompiutering sistema, | kuria integruotas elektroninis tinklas, jun-
giantis partneriy turimas technologijas. Siekiant tokios integracijos,
svarbus programinés {rangos tarpusavio suderinamumas bei kompiu-
terinés sistemos vientisumas.

Tiriant verslas-verslui elektroninés komercijos funkcionavimo
aplinka, svarbu {vertinti mikro- bei makro- ekonominius poky¢ius,
kuriuos lemia didéjantys elektroninés komercijos plitimo tempai.

Kadangi dazniausiai kaip pirminis elektroninés komercijos po-
veikis i§skiriamas prekiy ar paslaugy kainy sumazéjimas, tai akivaiz-
du, jog ivairiy elektroninés komercijos modeliy diegimas turi didelg
itaka konkurencijai rinkoje bei atskiry imoniy konkurencijos politi-
kai. Si jtaka rySkiausiai pastebima analizuojant ,,skaitmeniniy“ arba
naudojant Zinias sukurty produkty rinkoje. Sio tipo prekiy gamyba
iSsiskiria kasty struktiira — idéjos ir pirmosios prekés kopijos sukiiri-
mas salygoja dideles iSlaidas, taciau ribiniai prekés kopiju kirimo
kasStai yra artimi nuliui ir paprastai apima tik pakuotés ir paskirstymo
islaidas. Si kasty struktiira garantuoja akivaizdZia masto ekonomija,
todél gamintojas turi skirti didel{ démesj kainodaros politikai, kuri
jam uztikrinty maksimalia nauda. Daznai tokio tipo imoniy naudoja-
ma kainodaros politika — pagrindinés prekés ar paslaugos i§skyrimas,
kas uztikrina jos patraukluma jvairiems rinkos segmentams. Elektro-
niné komercija, kurios pagrindinis naudojimo tikslas yra kasty eko-
nomija, skaitmeninio formato prekiy atveju netiesiogiai rinkoje didi-
na kainy konkurencijos tikimybg, o tai mazina i§ elektroninés komer-
cijos diegimo laukiama nauda.

Elektroniné komercija, darydama poveikj didziajai daliai imonés
veikly, turi jtakos ir {monés personalui, taip pat ir visai darbo rinkai.
Elektroninés komercijos plétra veikia darbo rinkas ir uzimtuma tiek
tiesiogiai, tiek ir netiesiogiai. Elektroninés komercijos vystymasis
sukuria darbo jégos paklausa elektroninio verslo sferoje, taciau turi
didelg neigiama jtaka darbo rinkos struktirai kvalifikacijos pozitriu.
Plétojantis elektroninei komercijai, mazéja pardavimo ir tiekimo
srityse dirbancio personalo poreikis, susijgs su daliniu §iy procesy
automatizavimu, taciau didéja poreikis informaciniy technologiju
specialisty, galin¢iy prizitiréti imonés informacines sistemas.

Ekonominés kooperacijos ir vystymo organizacija, skirdama di-
delj démesj elektroninio verslo plétros analizei, pripazjsta jo poveiki
makroekonominiu lygmeniu. Teigiama, jog informacinés ir komuni-
kacinés technologijos simbolizuoja technologini pokyti ekonomikoje,
apimantj visus sektorius, ir ilgalaiki naSumo augima.

Be to, kai kas mano, jog elektroninés komercijos raida gali turéti
poveiki ekonomikos cikliSkumui ir atsiskaitymams tarp tkio subjek-
ty, o tai savo ruoztu gali paveikti monetaring politika. Kintant eko-
nomikos cikliSkumo bruozams, atsirasty poreikis efektyviau valdyti
atsargas, o tai lemty vidutiniy atsargy sektoriuje mazéjima. Tai pa-
veikty atsargy kaupimo cikla. Be to, produkty rinkose padidéjus kai-
ny konkurencijai, pramonés sektoriuje biity i$laikoma daugiau darbo
viety, o infliacijos augimas trumpam sulététy.

Verslas-verslui elektroniné komercija glaudziai susijusi su jvai-
riais ekonominés aplinkos elementais, taciau, kai kuriy autoriy teigi-
mu, elektroninés komercijos poveikio stiprumui didziausios jtakos
turi Sie aplinkos veiksniai: 1) pramonés sektorius; 2) jmonés dydis; 3)
tarptautinis aspektas.

Pramonés sektorius, kuriame veikia jmoné, turi didele reik§me

82

siekiant ka$ty ekonomijos, taikant verslas-verslui elektroninés ko-
mercijos modelj. Skirtingose pramonés Sakose yra skirtingos galimy-
bés siekti kasty ekonomijos naudojant informacines technologijas,
todél {moné turi tiksliai ivertinti Sakos specifiskuma Siuvo atzvilgiu.
Pramonés sektoriaus tinkamumas daugiausia priklauso nuo dalyviy
skaiCiaus ir juy tarpusavio santykiy. Didziausios galimybés pasiekti
kasty ekonomija taikant verslas-verslui elektroninés komercijos mo-
delj yra tobulos konkurencijos rinkoje, o maziausios — monopolinéje
ar oligopolinéje rinkoje, todél, siekiant jvertinti elektroninés komerci-
jos pritaikymo galimybes, reikia atsizvelgti { pramonés sektoriaus
koncentracija. Kadangi elektroniné komercija radikaliai mazina in-
formacijos asimetrija, tai tobulos konkurencijos rinkoje elektroninés
komercijos modelio diegimas salygoja didesng nauda jmonei nei
monopolijos atveju. Elektroninés komercijos modelio diegimo sekmé
priklauso ir nuo pramonés sektoriaus imlumo modernioms informaci-
néms technologijoms. Jeigu sektoriaus jmonés nuolat tiesiogiai susi-
duria su tokiomis technologijomis, jos labiau linkusios idiegti Sias
sistemas ir savo veikloje.

Imonés dydis taip pat yra svarbus veiksnys, lemiantis elektroni-
nés komercijos modelio pritaikymo jmonés veikloje s¢kmg. Laikoma,
jog elektroniné komercija naudingesné¢ didesnéms imonéms. Sis tei-
ginys orientuojamas | personalo skai¢iaus mazinimo galimybes, idie-
gus elektroninés komercijos modeli. Akivaizdu, jog mazoje imonéje,
kurioje tiekimo ir iStekliy valdymo srityje dirba vienas darbuotojas,
verslas-verslui modelio diegimas teigiamos jtakos personalo skaiciui
neturés — vienas darbuotojas Siaip ar taip turés dirbti, be to, idiegus
informaciniy technologiju sistema, imonei gali tekti priimti nauja
darbuotoja, atsakinga uz $iy technologiju priezitira. Todél imoné
personalo skaiCiaus atzvilgiu patirty tik nuostolj. Elektroninei komer-
cijai tinkamg jmonés dydj vienareikSmiskai nusakyti sunku, kadangi
$is dydis priklauso nuo jvairiy tarpusavyje mazai susijusiy veiksniy.
Netgi panasaus dydzio konkuruojanc¢iy imoniy, veikianciy toje pacio-
je rinkoje ir gaminanciy analogiskas prekes, galimybés idiegti elekt-
roninés komercijos modeli gali biti skirtingos, atsizvelgiant | Siy
imoniy tiekimo politika ir personalo politika.

Tarptautinis aspektas yra reikSmingas geografiniu pozidiriu, t.y.
vertinant skirtingy valstybiy atstovy komunikavimo barjerus. Sie
barjerai susidaro dél keliy priezas¢iy: 1) komunikavimo kaina (nau-
dojant tradicinius komunikavimo kanalus — telefonus, faksus ir kt. —
komunikavimo kastams didelg itaka turi pokalbiy kainos, priklausan-
¢ios nuo to, | kurig valstybg skambinama; informaciniy technologiju
pagalba komunikavimo kaina tampa vienoda, nepriklausomai nuo
geografinio bendradarbiaujanéiy $aliy atstumo; be to, elektroniniai
komunikavimo kanalai lemia gerokai mazesng suming komunikavimo
kaing, nei jprastinés komunikavimo priemonés); 2) kalbiniai ir kulti-
riniai barjerai (naudojant jprastinius komunikavimo kanalus, svarbus
tampa kalbinis aspektas; todél patiriama papildomy kasty, susijusiy
su didesniu darbo uzmokes¢iu darbuotojui, mokanc¢iam reikalinga
uzsienio kalba; naudojant informacines technologijas, uzsakymai
keliauja skaitmeniniu pavidalu ir gali buti tiek imonei, tiek tiekéjui
pateikti nacionaline kalba, nepriklausimai nuo to, kokia kalba jie
buvo {forminti); 3) laiko barjerai (jeigu jmong ir jai reikalingy prekiy
tiekéjus skiria dideli atstumai, tai atsiranda sunkumy tiesioginiam
komunikavimui uztikrinti; elektroninés komercijos atveju uzsakymai
gali buti pateikti bet kuriuo paros metu, nepriklausomai nuo to, ar
tiekéjas tuo metu dirba, ar ne).

Raktazodziai: verslas-verslui elektroniné komercija, verslo aplinka, elektro-
ninés komercijos aplinka.
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