
T E C H NO LO G Y

B2B eCommerce
From EDI to eMarketplaces

By Daniel Lord

 Table of Contents 



 

 

ii

Daniel Lord 

Daniel joined Datamonitor in August 1999, initially as an analyst in the Consumer 

Markets practice area. He now works as a senior analyst in the ‘Internet economy and 

eInfratructure’ team, and is author of a number of technology reports, including 

‘dotcom strategy’, ‘European eCommerce markets’ and ‘eMarketplaces’. Daniel holds a 

M.Sci in Physics from Durham University and has experience as an Internet programmer 

in San Francisco’s Silicon Valley. 

 

 

 

 

Copyright © 2001 Business Insights Ltd 
This Management Report is published by Business Insights Ltd. All rights reserved. 
Reproduction or redistribution of this Management Report in any form for any 
purpose is expressly prohibited without the prior consent of Business Insights Ltd. 
The views expressed in this Management Report are those of the publisher, not of 
Business Insights. Business Insights Ltd accepts no liability for the accuracy or 
completeness of the information, advice or comment contained in this Management 
Report nor for any actions taken in reliance thereon. 
While information, advice or comment is believed to be correct at the time of 
publication, no responsibility can be accepted by Business Insights Ltd for its 
completeness or accuracy. 
Printed and bound in Great Britain by MBA Group Limited, MBA House, Garman 
Road, London N17 0HW. www.mba-group.com 



 

 

iii

Table of Contents 
B2B eCommerce 
From EDI to eMarketplaces 

Executive Summary 8 

Introduction 8 

B2B eCommerce marketplace 9 

Industry survey 10 

eLogistics – the key to supply chain efficiency? 11 

Chapter 1 Introduction 14 

Summary 14 

eCommerce introduction 14 

Business-to-business eCommerce 17 

How much money is invested in B2B eCommerce technology? 18 

The B2B eCommerce market is driven by business process, not 
technology 19 
Distribution channel management 20 
Online procurement 20 

The competitive landscape for technology 23 
Marketplace technology 24 

Chapter 2 B2B eCommerce marketplace 28 

Summary 28 

Introduction 28 

B2B transactions 29 

Chapter 3 Industry survey 42 

Summary 42 



 

 

iv

Introduction 42 
Internal process efficiency drives B2B solutions 44 
Businesses are moving towards Internet-based marketplaces 45 
Large businesses want to outsource their solutions 46 
Decisions are moving away from IT departments 47 
Conclusions, opinions and the future 47 

The B2B eCommerce business case 49 
From the list of eBusiness initiatives (eProcurement, CRM, online sales, 
supply chain management) please indicate your organization’s degree of 
involvement in each 50 
What are the drivers to considering/implementing a B2B eCommerce 
solution? (rated from 1 being not a consideration to 5 being a primary driver) 52 
Which factors do you feel (will) contribute most significantly to overall ROI 
of a B2B eCommerce solution? 54 
What are your company’s requirements from a B2B eCommerce solution? 58 
Would you consider using an Internet-based marketplace to communicate 
with your organization’s trading partners? 62 
Summary 65 

Chapter 4 eLogistics – the key to supply 
chain efficiency? 67 

Summary 67 

Introduction 67 
eCommerce is expanding the role of logistics 68 
Are business customers ready for eCommerce? 69 
Can procurement operations benefit from eCommerce developments? 71 
eCommerce offers opportunities for procurement 71 
MRO procurement is also moving to the web 73 

What efficiencies need to be developed to benefit from B2B eCommerce 
developments? 74 
What does eCommerce offer to B2B relationships? 74 
Customers should receive complete systems services 77 

Integrating eCommerce in the supply chain 78 
What true benefits lie in combining B2B and B2C applications? 78 
eCommerce facilitates integration of the entire supply chain 79 

What about eBusiness? 80 
eCommerce cannot be adopted without eBusiness 80 
Internal links are the basis of customer connectivity 82 

How far should customers be empowered? 83 
Supply chain visibility offers benefits to customers 84 
eCRM offers a tool for customer integration 85 

Glossary 88 

Index 92 



 

 

v

List of Figures 
Figure 1.1: Key eCommerce development stages 15 
Figure 1.2: Integration is a complex issue for many dotbams 16 
Figure 1.3: B2B eCommerce implementation market, 2000 - 2005 18 
Figure 2.4: Global B2B online transactions, 1998 - 2005 29 
Figure 2.5: Global B2B online transactions by continent, 1998 - 2005 31 
Figure 2.6: Global B2B online transactions by industry, 1998 - 2005 32 
Figure 2.7: B2B online transactions percentage by technology, 2000 - 2005 35 
Figure 2.8: Marketplace revenues, 2000 - 2005 37 
Figure 2.9: Number of marketplaces, with no consolidation by marketplace size, 2000 - 2005 38 
Figure 3.10: Sample Analysis - Country 43 
Figure 3.11: Sample Analysis - Industry 43 
Figure 3.12: Sample Analysis – Job title 44 
Figure 3.13: Degree of involvement in eBusiness initiatives 50 
Figure 3.14: Drivers for implementing B2B eCommerce solutions 52 
Figure 3.15: Average B2B driver ratings 54 
Figure 3.16: ROI factors measured by nationality 55 
Figure 3.17: ROI factors measured by vertical market 56 
Figure 3.18: Requirements from B2B eCommerce measured by nationality 58 
Figure 3.19: Requirements from B2B eCommerce measured by vertical market 59 
Figure 3.20: Would you use an Internet-based marketplace to communicate with trading partners 

measured by nationality 62 
Figure 3.21: Would you use an Internet-based marketplace to communicate with trading partners 

measured by vertical market 64 
Figure 4.22: eCRM and site integration 86 
 



 

 

vi

List of Tables 
Table 2.1: Global B2B online transactions, 1998 – 2005 30 
Table 2.2: Percentage of global B2B online transactions, 1998 - 2005 30 
Table 2.3: Global B2B online transactions by continent, 1998 - 2005 31 
Table 2.4: Global B2B online transactions, percentage by continent, 1998 - 2005 32 
Table 2.5: Global B2B online transactions by industry, 1998 - 2005 33 
Table 2.6: Global B2B online transactions, percentage by industry, 1998 - 2005 34 
Table 2.7: Marketplace revenues, percentage by revenue type, 2000 - 2005 36 
Table 2.8: Marketplace revenues as a percentage of transactions, 2000 - 2005 36 
Table 2.9: Marketplace revenues by revenue type, 2000 – 2005 37 
Table 2.10: Number of marketplaces, with medium consolidation by marketplace size, 2000 – 

2005  
 38 

Table 2.11: Number of marketplaces, with medium consolidation by continent, 2000 – 2005 39 
Table 3.12: Degree of involvement in eBusiness initiatives 51 
Table 3.13: Drivers for implementing B2B eCommerce solutions 53 
Table 3.14: ROI factors measured by nationality 55 
Table 3.15: ROI factors measured by vertical market 57 
Table 3.16: Requirements from B2B eCommerce measured by nationality 59 
Table 3.17: Requirements from B2B eCommerce measured by vertical market 61 
Table 3.18: Would you use an Internet-based marketplace to communicate with trading partners 

measured by nationality 63 
Table 3.19: Would you use an Internet-based marketplace to communicate with trading partners 

measured by nationality 64 


