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ABSTRACT

ThisarticleisbasedononeofthemanufacturersofautomotivecomponentsinIndiareferredtoas
AvantiEnterprises(AvE).ItdescribestheimplementationofaBusiness-to-Business(B2B)website
byAvEforitssuppliersandhighlightsthefactorsthatledtouseofthiswebsite,byoneparticular
supplier.Asanexample,thissupplierisreferredtoasBhusanIndustries(BHI).Thecaseisbasedon
adyadofprimaryorganization(AvE)andtheuserorganization(BHI)todiscussthelevelofuseof
aB2Bwebsitebythedyadanddescribesthefactorsrelatedtotheprimaryhostingorganizationand
theuserorganizationthatdeterminesuse.Thearticleaimsto:understandwhyawebsiteisused;to
describethewebsitefeaturesandhowtheyareused;describetheprimaryorganizationcharacteristics;
how and why those characteristics influence the website use; to describe the user organization
characteristics;andhowandwhytheyinfluencethewebsiteuse.Sourcesofdataincludecompany
documentation, interviews, industrydatabases, secondarycasestudies relevant to the framework
andcompanywebsites.
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INTRODUCTION

Intoday’sbusinessenvironment,withorganizationsincreasinglybecomingmulti-nationalinnature,
itisinevitablethattheybuildstrongandreliableinformationtechnology(IT)infrastructureinan
attempttosupporttheirinteractionswithotherglobalfirms.Theincreasingcomplexityofoperations
in organizations and an increasing environmental uncertainty are leading to a greater degree of
ambiguityandalackofclarityofobjectivesinorganizations.Thisamountstomoreinformationbeing
generatedandprocessedwithintheorganizationaswellasbeingexchangedwithotherorganizations,
whicheffectivelyincreasestheinformationintensityoftheorganizationandtheinter-organizational
processes.Business-to-Business(B2B)electronicbusiness(e-business)applicationsfacilitatesuch
inter-organization information sharing. Greater information intensity of organizational processes
demandsgreater sophisticationof information technology toolswhicharecapableofprocessing
suchhugeloadsofinformationandhelpreachouttoentitiesthatneedthisinformation.However,
settingupoftherequiredITinfrastructurehasnotalwaysresultedinsuccess.Thefailureofmany
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suchITinitiativeshasbeenprimarilyduetoaninadequateunderstandingoftheoverallscenarioof
ITdeploymentinorganizationsatthreelevels–adoption,useandstrategicbenefits.Organizations
failtoenhancebenefitsfromITduetoalackofunderstandingofITitselfanditspotentialtodeliver
strategicbenefits,alackofstrategicplanningforITapplications,andalackofeffectivemanagement
ofITapplicationsandenvironments(GebauerandShaw,2002).Thisisfurtherheightenedbythelack
ofknowledgeoftheexistinggapsbetweenpotentialuseandplanneduse,andbetweenplanneduse
andtheactualuse.TheInternethashugepotentialforbusinessesifadoptedandimplementedinan
appropriatemanner.Thesuccessofanye-businessinitiativedependsonthesuccessfulimplementation
andtheactualuseofthewebapplicationswithawebsiteasthefrontend.

ThephenomenonofB2Bwebsiteuseiscomplexasitinvolvestwoorganizationswithdifferent
objectives,stakeholders,structuresandculturesengagedincertaininteractions.Sucharelationship
islikelytobehighlycomplex.Theremayalsobemultiplefirmsusingthesamewebsite.Literature
showsthatorganizationsdifferintheirInternetadoptionanduse.Thiscouldbeduetodifferencesin
thetechnologies,organizationalcontext,industrysegments,andbusinessenvironment.Theadoption
levelsaredefinedintermsofthefeaturesthatthewebsitedisplaysandthescopetousefortheusers.
AuthorshaveclassifiedthelevelsofInternetadoption,basedonfeatureslikewebpresencewitha
staticwebsite,i.e.awebsitewithcompanyinformation,productinformation,news,events,websites
withinteractivecontent,suchaspersonalizedcontent,emailsupportandsimplesearch,andwebsites
withadvancedsearch,customerservice,dealerlocator,saletransactions,communityanddiscussion
boards,onlineorderingandpayment(DuttaandSegev,1999;Stephan,2001;TeoandPian,2003;
YoungandBenamati,2000).InthecaseofaB2Bwebsite,thecontentisrestrictedtothesupply
chainpartners.Thewebsitefeaturesfordealers/businesscustomersandsupplierswouldbedifferent
incertainrespects.Adealerfacingwebsitewillmainlyhavepre-sales,salesandafter-salescontent
(Liu,ArnettandBeaty,1997).Asupplierfacingwebsitewillmostlyhaveinformationaboutdemands,
payment,andonlinebidding.Analyzingthevariousactivitiesinthecustomerfacingandsupplier
facingprocesses,onecandrawthebiggerpictureorlayoutofthewebsiteatabroadlevel.(Mishraand
Agarwal,2010)intheirpaperhaveinvestigatedtheorganizationaluseofIT-basedinnovations,with
aparticularfocusonB2Belectronicmarketsforprocurement.Accordingtotheauthors,theextent
ofB2Bmarketsuse,HighorLow,isdrivenbytechnologicalframes(benefits,threats,adjustment)
andorganizationalcapabilities,namely,technologicalopportunismandtechnologicalsophistication.
(Barua,Konana,WhinstonandYin,2001)havediscussedtheopportunitiesthatafirmhastoapply
e-businesstechnologies.Theytalkofsupplierrelatedandcustomerrelatedprocessesandinternal
processesthatrequireexchangeofinformation,processingofinformationandsharingofinformation
withvarioussupplychainpartners.Supplier-facingITsystems,mustbecapableofsharinginformation
onprocessandproductquality,resourceplanningininventory,communicationandsupplierevaluation
reports,andalsosupportautomaticordering,onlineinvoicing,orderstatustrackingande-payments.
Customer-orientedwebsitesshouldcontaindetailsofproducts,allowvisitorstocarryouttransactions,
submit,modify,customizeandtrackorders,payonline,andreceiveautomaticnotificationsaboutthe
orderstatus.Firmsneedtoexploittheseopportunitiestoobtainoperationalexcellence.

(Sila,2013)inhispaperanalyzedthefactorsaffectingtheadoptionofB2Belectroniccommerce.
GlobalB2Be-businesstransactionsreached$12.4trillionin2012,comparedto$3.4millionin2005.
Thepapersuggeststhatthetechnology-organization-environment(TOE)frameworkisanefficient
modeltoanalyzethosefactorswhichcompriseoforganizationalandinter-organizationalfactors,
technologicalfactorsandenvironmentalfactors.Theinfluencingfactorswerealsoanalyzedusing
severalcontextualvariables,includingfirmsize,firmtype,managementlevelofrespondents,and
countryoforiginoffirms.ScalabilityisthemostimportantfactorforB2Be-businessadoption.(Kim,
2012)studiedthedeterminantsthatcauseconsumerstocarryoutapurchaseontheirfirstvisittoan
e-vendorwebsite.Trustisoneofthekeydeterminantswhichcanbecategorizedasinitialtrustand
ongoingtrust.Initialtrustfacilitatesthebeginningofarelationshipandongoingtrustreinforcesthe
relationship.E-vendorsshouldfocusonbuildinginitialtrusttoexpandtheirmarketshare.Technology
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