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Abstract

This chapter introduces XML-based e-commerce standards that have emerged within the
past decade. The chapter describes the history of e-commerce standards, and then presents
representative horizontal and vertical e-commerce standards by detailing their functional-
ity, and how their development has been shaped by various stakeholders. The chapter also
describes the potential for these standards to transform B2B practice by providing three
industry examples. The chapter finishes by suggesting directions for future research by
describing factors that could influence the future of these standards. Due to the central role
these standards are likely to play in future e-commerce activity, most firms will at some
point need to become aware of their capabilities, their application, and potential impact.
This chapter is intended to provide an overview of the situation as it is understood today,
and presents likely scenarios for how these standards may progress.
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Introduction

E-commerce (electronic-commerce) refers to business over the Internet. The two major
forms of e-commerce are business-to-consumer (B2C) and business-to-business (B2B).
While B2C caters mostly to consumers, B2B e-commerce refers to one business selling to
another business via the Web. According to the Gartner Group, B2B e-commerce is expected
to grow from $145 billion in 1999 to more than $7 trillion by 2004, which will represent
more than 7% of all sales transactions worldwide.' Traditional electronic data interchange
(EDI) standards are well developed and are what have been used for decades as the basis
for pre-Internet B2B e-commerce. However, it has been widely recognized that traditional
EDI will eventually be supplanted by newer Internet-based B2B standards. These standards
have only begun to be significantly adopted in select industries the past few years so their
impact can be discussed mostly in terms of potential. As a great majority of e-commerce
revenue comes from B2B transactions, and most of that comes from transactions carried
out via traditional EDI (Knorr, 2002), the newer standards have the potential for becoming
a foundation technology for generating a majority of e-commerce revenue in the not-too-
distant future.

The mission of this chapter is to introduce these newer e-commerce standards. We begin by
describing some basic background and history of e-commerce standards. The chapter then
presents representative horizontal and vertical e-commerce standards by detailing their func-
tionality, and how their development has been shaped by various stakeholders (e.g., formal
standards bodies, vendors, etc.). The chapter also describes the potential for these standards
to transform B2B practice in industries where they are adopted by providing three industry
examples. The chapter finishes by suggesting directions for future research by describing
factors that could influence the future of these standards. Although we have tried to reduce
the technique jargon, there are still a number of basic terms that are necessary in order to
discuss these standards, how they have developed, and are beginning to be used.

Background

E-commerce is fundamentally changing both companies’ business processes and the value
chains in which they operate. Greater automation speeds up business processes and makes
them more efficient, promising productivity gains—and greater prosperity—both now and
in the future. In order to enable e-commerce, common format conventions, or standards,
are fundamental to the success of e-commerce.

Astandard is a framework of specifications that has been approved by a recognized standards
organization (de jure standard), is accepted as a de facto standard by the industry or is one
of the open standards (Hawkins, Mansell, & Skea, 1995). Standards provide a blueprint for
the future of industries, offering both stability and neutrality to a set of specifications. By
providing a target for development, standards reduce the time and cost needed to develop
systems and services, increase market access and acceptance, and reduce administrative
and materials overhead. In today’s e-commerce, standards have become a strategic tool for

Copyright © 2007, Idea Group Inc. Copying or distributing in print or electronic forms without written permission
of Idea Group Inc. is prohibited.



27 more pages are available in the full version of this document,
which may be purchased using the "Add to Cart" button on the
publisher's webpage: www.igi-global.com/chapter/commerce-

standards-transforming-industry-practice/8711

Related Content

Core Business Processes in Enterprise Planning: Choosing the Structure of the
System

Victor Portougal (2006). Business Processes: Operational Solutions for SAP
Implementation (pp. 168-193).
www.irma-international.org/chapter/core-business-processes-enterprise-planning/6094

Extended Single-lteration Fuzzy C-Means, and Gustafson-Kessel Algorithms for
Medium-Sized (106) Multisource Weber Problem

Tarik Kucukdeniz, Sakir Esnafand Engin Bayturk (2019). International Journal of
Operations Research and Information Systems (pp. 1-15).
www.irma-international.org/article/extended-single-iteration-fuzzy-c-means-and-gustafson-kessel-

algorithms-for-medium-sized-106-multisource-weber-problem/229426

Optimizing Series Repairable Systems with Imperfect Repair
Mohammed Hajeeh (2011). International Journal of Operations Research and
Information Systems (pp. 92-102).
www.irma-international.org/article/optimizing-series-repairable-systems-imperfect/53471

The Semantic Side of Service-Oriented Architectures

Catarina Ferreira da Silva, Paulo Rupino da Cunha, Parisa Ghodousand Paulo Melo
(2010). Semantic Enterprise Application Integration for Business Processes: Service-
Oriented Frameworks (pp. 90-104).
www.irma-international.org/chapter/semantic-side-service-oriented-architectures/37934

Models and Methods for Decision Making Support in the Negotiation Process
V. E. Krivonozhko, A. A. Piskunov, A. V. Lychevand M. A. Ivasechko (2014). Handbook
of Research on Strategic Performance Management and Measurement Using Data
Envelopment Analysis (pp. 349-371).
www.irma-international.org/chapter/models-and-methods-for-decision-making-support-in-the-

negotiation-process/121493



http://www.igi-global.com/chapter/commerce-standards-transforming-industry-practice/8711
http://www.igi-global.com/chapter/commerce-standards-transforming-industry-practice/8711
http://www.irma-international.org/chapter/core-business-processes-enterprise-planning/6094
http://www.irma-international.org/article/extended-single-iteration-fuzzy-c-means-and-gustafson-kessel-algorithms-for-medium-sized-106-multisource-weber-problem/229426
http://www.irma-international.org/article/extended-single-iteration-fuzzy-c-means-and-gustafson-kessel-algorithms-for-medium-sized-106-multisource-weber-problem/229426
http://www.irma-international.org/article/optimizing-series-repairable-systems-imperfect/53471
http://www.irma-international.org/chapter/semantic-side-service-oriented-architectures/37934
http://www.irma-international.org/chapter/models-and-methods-for-decision-making-support-in-the-negotiation-process/121493
http://www.irma-international.org/chapter/models-and-methods-for-decision-making-support-in-the-negotiation-process/121493

