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The appeal of doing business on the Web is clear. By bringing together large
numbers of buyers and sellers and by automating transactions, e-marketplaces
expand the choices available to buyers, give sellers access to new customers
(buyers), and reduce transaction costs for all participants. Entering the emarketplace is related to the business process of reengineering, connecting of
information systems, gaining new knowledge with training and learning, and
making investments in new information technologies and software. Such
organization must take very careful steps to prepare itself for a successful
entrance on the e-marketplace. Only this kind of approach will enable the
organization the full use of the available opportunities and will bring expected
business results. The paper presents the different types of e-marketplaces and the
use of e-marketplaces for business. Furthermore, the results of the research that
was done among 250 large organizations in Slovenia are presented. The current
status of the use e-commerce and e-marketplaces in large organizations in
Slovenia is introduced. In addition, organizational factors found by large
organizations to be important for a successful entrance to the e-marketplaces are
presented. We conclude the paper with recommendations for the organizations
that intend to enter e-marketplace.

1. INTRODUCTION
The use of the Internet and Electronic Commerce in the late ’90s caused
the disappearance of intermediaries between the buyer and seller. A seller could
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sell his products and services directly to a buyer without an intermediary in
between (Shaffer and Zettlemeyer 1999; Wigand and Benjamin 1995; Choi and
others 1997). With the advance in the development of Electronic Commerce
technologies, new types of intermediaries were established. These new
intermediaries were offering new value added services. New intermediaries
attract a lot of new buyers and sellers with new services that support the trading
process between them (Clarke 2001, 596; Chircu and Kauffman 2000, 7;
DeSisto 2000, 4; Chircu and Kauffman 1999; 109; The Economist 1999,
Barling and Stark 1998; Zwas 1998). This new way of doing business describes
the e-marketplace, which represents one of the new business models developed
in the late ’90s. The e-marketplace is the result of using innovative technology
in business processes.
Doing business on the e-marketplace enables sellers to enter new markets,
to find new buyers, and to increase sales. On the other side, the e-marketplace
gives a buyer access to a broader range of products and services offered by
sellers. A buyer has the option to quickly compare various offers by price and
performance measures. The e-marketplace services support the exchange of
large amounts of data about the supply and demand between the buyer and
seller, and the implementation of business transactions (DeSisto 2000, 4, Lenz
2000, 2).
There are many different business models of e-marketplaces. In practice,
we can find a lot of evidence that the e-marketplace is supporting many
different processes between a buyer and a seller. Some e-marketplaces support
only the aggregation of supply and demand, and the searching and matching of
buyers or sellers. In addition, many e-marketplaces support different types of
auctions and negotiations. On the other hand, not many e-marketplaces support
the entire trading process where business services such as contracting, finances,
logistics, insurance, legal, payments and other services are needed (Pucihar
2003, 140).
2. DEFINITION OF E-MARKETPLACE
The e-marketplace is a virtual marketplace where buyers and suppliers
meet to exchange information about product and service offers, and to negotiate
and carry out business transactions (Archer and Gebauer 2000). Furthermore, in
the age of the Internet and with the emergence of new information and
communication technologies, the e-marketplace is a Web-based information
system, where multiple suppliers and multiple buyers can undertake business
transactions via the Internet (Russ 2001, 2). The e-marketplace uses Internet
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technologies and standards to distribute product data and to facilitate online
transactions (Segev and others 1999, 138).
An intermediary can provide four important mechanisms that cause
marketplaces to add value (Christiaanse and others 2001, 424; Bailey and Bakos
1997):
 Matching buyers and sellers to negotiate prices on a dynamic and real-time
basis,
 Ensuring trust among participants by maintaining a neutral position,
 Facilitating market operations by supporting certain transaction phases,
and
 Aggregating together a large number of buyers and sellers.
Intermediary functions may support a multiplicity of activities, including
brokerage – auctions payments, logistics, legal, consulting, or may support
inter-company communications through third party inter-organizational systems
and related systems (Bakos 1991, 296, Choudhury and others 1998, 472, Segev
and others 1999, 138, Archer and Gebauer 2000, Kaplan and Sawhney 2000;
Grewal and others 2001, Russ 2001, 2).
The success of the e-marketplace depends on the perceived net benefit of
buyers and suppliers. From the viewpoint of transaction cost economics,
information technology helps to reduce transaction costs, risks, and
coordinating costs of e-marketplaces (Clemons and others 1993).
In order to understand strategic implications of the e-marketplace, we must
focus on the following characteristics (Bakos 1991, 297):
 An e-marketplace system can reduce customers’ costs for obtaining
information about the prices and product offers of alternative suppliers as
well as suppliers’ costs for communicating information about their prices
and product characteristics to additional customers.
 The benefits by individual participants in an e-marketplace increase as more
organizations join the system.
 The e-marketplace can impose significant switching costs on its
participants.
 The e-marketplace typically requires large capital investments and offers
substantial economies of scale and scope.
 Potential participants on the e-marketplace face substantial uncertainty with
regard to the actual benefits of joining such a system. Occasionally, this
uncertainty remains even after an organization joins the system.
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There are many different types of e-marketplaces operating today. We
may divide e-marketplaces into those controlled by sellers, those controlled by
buyers and those controlled by neutral third parties (Berryman and others,
1998):
 The e-marketplaces controlled by sellers are usually set up by a single
vendor seeking many buyers. Its aim is to create or retain value and market
power in any transaction.
 The e-marketplaces controlled by buyers are set up by or for one or more
buyers with the aim of shifting power and value on the marketplace to the
buyer’s side. Many involve an intermediary, but some particularly strong
buyers have developed marketplaces for themselves.
 Neutral e-marketplaces are set up by third-party intermediaries to match
many buyers to many sellers.
We may divide e-marketplaces into horizontal and vertical marketplaces. A
horizontal marketplace addresses a specific function (e.g. human resources,
office supplies) and serves a wide range of industries, while a vertical
marketplace focuses on a wide range of functions in a specific industry, such as
chemicals, steel or automotive (Baldi and Borgman 2001, 630, Ramsdell 2000).
We may also classify marketplaces into four categories (Kaplan and
Sawhney, 2000):
 MRO (Maintenance Raw and Operations) hubs are horizontal markets that
enable systematic sourcing of operating inputs,
 Yield managers are horizontal markets that enable spot sourcing of
operating inputs,
 Exchanges are vertical markets that enable spot sourcing of manufacturing
inputs,
 Catalog hubs are vertical markets that enable systematic sourcing of
manufacturing inputs.
As previously mentioned, an intermediary provides different services to
buyers and suppliers on the e-marketplace. The most commonly used services
on today’s marketplaces are related to maintaining a product e-catalogue,
negotiating support and performing on-line auctions (Lefebvre and others
2001). The aim of intermediaries, i. e. e-marketplace service providers, is to
provide a wide range of services to all the participants on the e-marketplace.
Among others, these services include product development, logistics and
insurance services, payments and similar. There are not many marketplaces
operating today that offer such a wide range of services. Most of them are
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oriented in providing services of matching buyers and sellers, negotiation and
auction services (Dai and Kauffman 2001).
3. PROBLEM DEFINITION
The appeal of doing business on the Web is clear. By bringing together
large numbers of buyers and sellers and by automating transactions, emarketplaces expand the choices available to buyers, give sellers access to new
customers (buyers), and reduce transaction costs for all participants. By
extracting fees for the transactions occurring within the business-to-business
(B2B) marketplaces, market makers (intermediaries) can earn vast revenues.
Hence, since the marketplaces are made from software – not bricks and mortar –
they can gain scale with minimal additional investment, promising even more
attractive margins as the markets grow (Haag and others 2002, 212; Kaplan and
Sawhney, 98, 2000). An organization will enter an e-marketplace only if it will
see enough benefits that might be gained with value added services on the emarketplace. That is why it is important that intermediaries know the buyers’
and suppliers’ needs very well. This will enable them to provide value-added
services and provide the necessary critical mass of organizations to the
marketplaces (Pucihar 2002).
Entering the e-marketplace is related to the business process of
reengineering, connecting of information systems, gaining new knowledge with
training and learning, and making investments in new technologies and software
(Bakos 1991, 297; Archer and Gebauer 2000). One of the main requirements for
successfully doing business on the e-marketplace is the use of e-commerce in
daily business. An organization may enter the e-marketplace as a buyer or a
seller (supplier). An organization must take very careful steps to prepare itself
for a successful entrance on the e-marketplace. Only this kind of approach will
enable the organization to a full use of the available opportunities and will bring
expected business results (Archer and Gebauer 2000). For that reason, it is
important to research the factors that organizations need to consider to
successfully enter the e-marketplace.
Based on literature review, we can find many advantages and opportunities
coming from the field of e-commerce and e-marketplaces (Podlogar 2003, 127;
Pucihar 2003, 140). In a real business world, we can find many cases of
successful as well as many cases of unsuccessful use of the e-marketplace, on
both the buyers’ and sellers’ side. Unsuccessful use of the e-marketplace might
be caused by improper services of e-marketplace providers. If services of emarketplace providers do not add any value to the buyer or seller, then in the
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long term, they will not choose the e-marketplace as a way of doing business.
Thus, the e-marketplace will be forced to close its business since it will not
attract a sufficient critical mass of companies. Without a sufficient number of
sellers, buyers cannot choose among different sellers. The same rule also
applies to buyers - if there are not enough buyers on the e-marketplace, then
sellers do not have sufficient interest to join the e-marketplace since they will
not have parties to whom they could sell their products or services.
The direction in which the e-marketplace will evolve is still quite uncertain
because of the quickly changing environment and fast development of ecommerce technologies. In the long term, only the e-marketplace that will offer
the most value-added services will survive in the turbulent global economic
environment. As e-commerce connects markets to one global market,
organizations will have to be able to compete on the global market. They will
try to gain the competitive advantage in different ways, which includes doing
business on the e-marketplace. For that reason, it is important to investigate
how organizations need to be organized to successfully enter the e-marketplace.
By knowing these factors, organizations will be able to better prepare to enter emarketplaces successfully and to be able to compete in the global marketplace
(Pucihar 2002). Doing business on the e-marketplace in Slovenia is not yet very
widespread; however, there are some indices from various organizations
showing their interest in entering the e-marketplace. Since Slovenia is in the
process of joining the European Union, this research is especially important for
organizations in Slovenia, who will soon have the opportunity to operate and
compete on the common European and global market (Pucihar 2002).
4. PRIOR RESEARCH
Various authors investigated and found the following organizational factors
to be important for a successful entry on the e-marketplace: proper organization
of information systems department and level of use of information technology
in the organizations, awareness of benefits of eMarkeplace use, level of top
management support in the process of an organization's entrance onto the emarketplace, formulated electronic commerce strategy as a stimulation for
entering the e-marketplace, training for the use of e-marketplace interface and
programs, awareness of and possibility to make extra investments needed for
entering the e-marketplace, ability to set-up and maintain an electronic
catalogue of products and services, ability to assure the standardized form of
data and the readiness of business processes for an inter-organizational
relationship. The important organizational factors, found in prior research, are
described in Table 1.
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Table 1. Organizational factors found in prior research
Factor

Author

Facts

Organization of the IS
departments and the
level of use of
information technology

Auer and Reponen
1997
Bharadwaj 2000
Grewal and others
2001

Awareness of benefits
of eMarkeplace use

Porter and Millar,
1985
Malone and others
1987
Bakos 1991
Steinfield and
Caby 1993
Steinfield and
others 1993
Streeter and others
1996
Turban 2002, 690
Ramsdell 2000,
181

The use of information technology and
proper organization of information systems
department in an organization are important
for the achievement of competitive
advantage in the e-marketplace and they
enhance the possibility for more successful
business on the e-marketplace.
Main benefits of e-marketplace use are
lower transaction costs for all participants.
This leads to a more effective business.
Doing business on the e-marketplace
enables a company to simplify business
processes, and to facilitate a faster search of
new buyers and suppliers, and faster
entrance to new markets.

The level of top
management support in
the process of an
organization’s entering
the e-marketplace

Formulated electronic
commerce strategy in
an organization

Turban 2002, 676

Training for the use of
e-marketplace interface
and programs

Grewal and others
2001

Top management support is most important
for the successful implementation of
electronic commerce projects. It is
important that top management gives
initiative for entering the e-marketplace and
assigns a responsible person for work on
this project. It is also important that the top
management tracks and encourages the
work on the project.
Formulated electronic commerce strategy in
an organization is very important, as
electronic commerce is a strategic issue of
today's business in the competitive market.
Electronic commerce is, for most
organizations, of critical importance. It
enables them to compete in global
competitive markets and, furthermore,
enables their survival.
While
entering
the
e-marketplace,
organizations also face new programs and
interfaces that enable doing business on the
e-marketplace. For successful use of
programs and interfaces of the emarketplace, it is important to provide
training and education for users.
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Author

Facts

Awareness of
and possibility
to make extra
investments
needed for
entering the emarketplace

Factor

Bakos 1991
Archer and Gebauer 2000

Ability to set-up
and maintain the
electronic
catalogue of
products and
services

Choudhury and others
1998
Enterworks 2000
Mello 2001

Ability to ensure
and provide the
standardized
form of data

Dai and Kauffman 2001
Esichaikul and
Chavananon 2001
Buescher and VittetPhilippe 2000

Readiness of
business
processes for
interorganizational
relationship

Esichaikul and
Chavananon 2001

While
entering
the
e-marketplace,
organizations may face extra costs, such as
new technology and programs needed to
connect to the e-marketplace, necessary
training and education providing for users,
and necessary business process reengineering. Organizations should be aware
of possible extra costs and have to have the
possibility to make the necessary extra
investments.
If an organization does not have an
electronic catalogue of its products and
services, it may be a limitation for entering
the e-marketplace. Design and maintenance
of an electronic catalogue of products and
services require investments, time and
knowledge. The issue is much more
complex if the seller has a wide range of
products or services with different
characteristics, which need to be described
in a catalogue.
Organizations need to assure and provide
the data in a standardized form. Only this
will enable them to do business with other
organizations electronically. Use of
standards for electronic commerce is very
important because it enables organizations
to
exchange
business
documents.
Formulation of standards and use of
standards are also found important by the
European Commission.
Organizations need to organize business
processes in a way that will enable them to
connect with other organizations. It is
important that organizations are flexible and
know how to take advantage of new
business models that are the results of
electronic commerce.
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In the next chapters, we describe the data on:
Use of e-marketplaces in large organizations in Slovenia, including:
¾ Experiences with doing business in e-marketplaces,
¾ Intention of organizations about entering e-marketplaces in the future,
Importance of organizational factors for the successful entering of the emarketplace, including:
¾ Organization of the IS departments and level of use of IT,
¾ Awareness of benefits of e-marketplace use,
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¾ Level of top management support for an organization’s entering the emarketplace,
¾ Ability to set-up and maintain an electronic catalogue of products
and/or services,
¾ Costs of preparing and entering the e-marketplace,
¾ Ability to ensure and provide the standardized form of data,
¾ Readiness of an organization for an inter-organizational relationship.
5. RESEARCH METHODOLOGY
The research was performed in 250 large organizations with the highest
revenues and a Web page in Slovenia in May, 2002. To be qualified as a large
organization, an organization has to fulfill at least two of the following
conditions based on the 51st article of the Organizations’ Act:
 More than 250 employees,
 Annual revenue of more than 4 billion Slovene tolars (SIT), and
 Average asset value of more than 2 billion Slovene tolars (SIT).
The main reason for making such a choice lies in the assumption that
entering the e-marketplace is associated with extra expenses and extra
investments in new knowledge, business processes reengineering and new
technologies, and it is expected that large organizations have more resources
available for such a purpose. The research was based on a questionnaire. The
questionnaire was designed on the basis of theoretical knowledge, prior research
and case studies. Opinions of experienced experts and information technology
and Internet service providers in this field were also considered. The
questionnaire was divided into the following sections:
 Respondents and organizations data,
 Experiences with the use of e-marketplaces, and
 Factors for the successful entering of the e-marketplace.
In order to ensure that the responses reflect the situation in each
organization, the letters with the questionnaires were addressed to the chief
executive officers. They were asked to distribute the questionnaires to the chief
procurement officer, chief sales officer and chief information officer. A total of
119 useful responses were obtained and analyzed.
6. RESEARCH RESULTS
Most of the respondents are IT personnel (42%), 24.4% of the respondents
work in the field of procurement and 17.7% of them work in sales. Most of the
57

Management, Vol. 8, 2003, 2, pp. 49-75
A. Pucihar, M. Podlogar: Organizational factors for successful entering to e-marketplace...

respondents are very experienced. Almost half of them have more than 10 years
of experience in their field of work (46.2%). Almost a third of the respondents
have 5 to 10 years of experience in their field of work (31.9%). Most of the
organizations sell their products and services in Slovenia (45.4%) and other
European countries (33.6%). The same situation is about procurement. Most of
the organizations buy products and services in Slovenia (45.6%) and other
European countries (37.4%).
6.1. Electronic commerce experiences in large organizations in
Slovenia
Electronic commerce experiences were measured by defined electronic
commerce strategy, defined position of the electronic commerce
director/manager and by use of the enterprise resource planning (ERP) system
in an organization, use of electronic commerce standards for documents
exchange, and the availability of an electronic catalogue of products and/or
services. Almost a quarter of the respondents stated that they have formulated
an electronic commerce strategy (24.4%) in their organization. Another quarter
of the respondents stated that they intend to define electronic commerce strategy
until the end of 2003 (24.4%). More than a quarter of the respondents stated that
they do not have a formulated electronic commerce strategy or they do not have
an opinion about it (27.7%). Another 2.5% of the respondents did not answer
the question (Figure 1).
No answer; 2.5%
e-commerce
strategy will be
formulated in next
years; 21.0%

e-commerce
strategy will be
formulated until the
end of 2003; 24.4%

We have formulated
e-commerce
strategy; 24.4%

We do not have
formulated
e-commerce
strategy; 21.8%
No opinion; 5.9%

Figure 1. Formulated e-commerce strategy in organizations
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Almost a third of the respondents confirmed that they have defined the
position of an electronic commerce director or manager in their organization
(31.1%). A total of 10.1% of the respondents confirmed that in their
organization, they plan to define the position of an electronic commerce director
or manager in the next years.
Another 5% of the respondents confirmed that in their organization, they
would define the electronic commerce director or manager by the end of the
year 2003.
More than half of the respondents expressed that in their organization, they
do not have a defined position of an electronic commerce director or manager
(50.4%). About 3.4% of the respondents did not answer the question (Figure 2).
We plan to define
position of e-commerce
manager until the end of
2003; 5.0%
We plan to define
position of e-commerce
manager in the future;
10.1%

We have defined position
of e-commerce manager
in organization; 31.1%

Have no opinion; 3.4%

We do not have defined
position of e-commerce
manager in organization;
50.4%

Figure 2. Defined position of e-commerce manager in organizations

Most of the respondents confirmed that in their organization, they use an ERP
system (79.0%). Another 10.9% intend to use an ERP system in the next years
(6.7%) and by the end of 2003 (4.2%). Only 6.7% of the respondents stated that
in their organization, they do not have an ERP system. Another 3.4% of the
respondents did not respond to this question (1.7%) nor have an opinion (1.7%)
(Figure 3).
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We plan to use ERP
system in next years;
6.7%

We plan to use ERP
system until the end
of 2003; 4.2%

No answer; 1.7%

Have no opinion;
1.7%

We use ERP system
in organization; 79.0%

We do not use ERP
system in
organization; 6.7%

Figure 3. Defined position of e-commerce manager in organizations

The majority of respondents who have already applied an ERP system
stated that their ERP system was developed in their organizations on their own
(52%). From the ERP systems of IT providers on the market, SAP R/3 is the
solution most used in organizations in Slovenia (21.3), followed by Kopa
(Slovene provider) (9.6%), MS Navison (9.6%) and Baan (7.5%) (Figure 4).
Baan; 7.5%

SAP R/3; 21.3%

MS Navision; 9.6%
Kopa; 9.6%

Own solution;
52.0%

Figure 4. Type of ERP system used in organizations

The use of electronic commerce standards is important because it enables
the exchange of data among business partners despite the different information
systems that are used in organizations. The exchange of business documents
with business partners in standardized form is most frequently used for
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“purchase orders” (19.3%) and “payments orders” (17.6%). Only 10% of
organizations, or even less, exchange other documents in standardized form.
Other documents, like the “request for quotation and/or offer”, “offer”, and
“product and/or service catalogue”, are exchanged by most organizations
(68.9%) in non- standardized form (Figure 5).
O rder

19,3%

Payment order

17,7%
10,1%

O rder
confirm ation

59,7%

17,7%

40,3%

4,2%

37,8%

57,1%

3,4%

29,4%

3,4%

5,9%

Invoice

30,3%

3,4%

60,5%

5,0%
26,9%

Shipment list

4,2%

63,9%

3,4%

O ffer
Request for
quotation

16,8%

2,5%

77,3%

16,8%

2,5%

3,4%

eCatalogue of
products/services
Other

77,3%
3,4%

68,9%
3,4%
5,9%

24,4%

3,4%
11,8%

79,0%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Standardized

Not standardized

D o not use

N o answer

Figure 5. Use of e-commerce standards in document exchange

Availability of an electronic catalogue of products and services is an
important factor for entering the global market. Most of the respondents
confirmed that buyers can gain an electronic catalogue of products and/or
services on an organization’s web site (60.4%).
Almost half of the respondents confirmed that an electronic catalogue
could be also acquired by e-mail (49.6%) and by CD media (43.5%). A quarter
of the respondents stated that an electronic catalogue is available on disks. Only
13.9% of the respondents stated that they do not have an available electronic
catalogue of their products and/or services in their organization.
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A majority of the respondents stated that e-catalogues of products and services
are available on their web sites (75.2%); and in different languages (65.8%).
Less than half of the respondents stated that buyers can search their ecatalogues (45.3%) and that customer support is available on their web sites
(40.2%).
100%
90%
80%
70%

60.9%

60%

49.6%

50%

43.5%

40%
30%

24,3%

20%

13,9%

10%
0%
Buyers can get
e-catalogue
on web

We can exchange We can exchange We can exchange
e-catalogue by
e-catalogue
e-catalogue
e-mail
by CD
by floppy

Buyers can't get
ecatalogue

Figure 6. Availability of electronic catalogue

One-third of the respondents stated that financial data of the organizations
are available on the web site (33.3%). Less than a third of the respondents stated
that prices of products and services (25.6%) and ordering of products and
services are available on their web sites (17.9%). Only a few respondents stated
that on their web sites the payment process is supported (5.1%) and the
customization of products and services (2.6%) (Figure 7).
6.2. Use of the e-marketplace in large organizations in Slovenia
Currently, there are no business-to-business e-marketplaces operating in
Slovenia. However, we can observe some interest expressed by organizations,
such as Telekom Slovenije, various IS providers and some government
institutions (Government Center of Informatics), to establish the e-marketplace.
In addition, some companies are looking for opportunities to establish private emarketplaces to involve all their partners from the supply chain. In Slovenia,
there are several IT providers who would like to sell their software designed to
operate e-marketplaces. On the other side, we have some organizations that
have already joined the e-marketplaces outside Slovenia. Some of them were
already awarded and won some business contracts (Pucihar 2002).
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Figure 7. Web site functions

The research results have shown that only a few organizations have any
knowledge and experiences of e-marketplaces (Figure 8).

Selling; 3.4%

Service providing;
3.4%
Buying; 2.5%

No answer; 13.4%

Buying and selling;
1.7%

No expericences;
75.6%

Figure 8. Experiences with doing business in e-marketplaces

Only 23.5% of the companies cited at least one business-to-business emarketplace that is interesting for their organization. Only 11% of the
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organizations already have the experiences of doing business on the emarketplace. The research results show that 2.5% of the organizations already
have experiences of buying, 3.4% of selling, 3.4% of service providing and
1.7% of buying and selling on the e-marketplace. Three quarters (75.6%) of the
organizations have no experiences and 13.4% of the organizations did not
answer the question (Pucihar 2002).
The research results are in line with our expectations. The e-marketplaces
are new ways of electronic commerce that have been developing very fast
during the last few years. For that reason, it is very stimulating that there are
some organizations in Slovenia who have already been doing business on the emarketplace. We may find even more stimulating the results when we examine
organizations’ intention to enter e-marketplaces in the future (Figure 9).
Intend to enter as
a buyer; 2.5%
Intend to enter as a
seller; 6.7%
Intend to enter as a
buyer and a seller;
7.6%

Intend to be a
service provider;
0.8%
Intend to enter
eM arketplace in the
future; 26.9%

N o answ er; 10.1%
D on't think about
entering
eM arketplace;
11.8%
Intend to enter
eM arketplace by the
end of 2003; 11.8%

D on't know; 21.8%

Figure 9. Intention of organizations about entering e-marketplaces in the future

More than half of the organizations (56.3%) are thinking about entering emarketplaces in the near future. More than one-tenth (11.8%) of the
organizations intends to enter the e-marketplace by 2003 and more than a
quarter (26.9%) of them in the future. Some organizations already know how
they will enter the e-marketplace: 6.7% of them will enter as sellers, 2.5% as
buyers and 7.6% as buyers and sellers. Less than one percent of the
organizations (0.8%) intends to enter the e-marketplace as service providers.
Only 11.8% of the organizations do not think about entering the e-marketplace
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in the future. Almost a quarter (21.8%) of the organizations has no opinion
about entering the e-marketplace in the future, while one-tenth (10.1%) of the
organizations did not answer the question (Pucihar 2002).
6.3. Organizational factors in large organizations in Slovenia
Relevant organization of the IS department and a high level of IT use are
important factors for successful entering on e-marketplaces. Only 32.7% of the
respondents confirmed that the IT support group in their organization is large
enough to offer effective support to the users. Almost half of the respondents
(45.4 %) believe that that their organization has adequate knowledge about IT.
Many more respondents (69.8%) confirmed that they follow the development of
and possibilities for the IT use in their organization (Pucihar 2002).
Not many of the respondents have the awareness of the benefits of emarketplace use. It may be one of the reasons for the low level of e-marketplace
use in large organizations in Slovenia, and vice versa. Less than half of the
respondents (44.5 %) disagree that in their organization they are awarded for
successfully doing business on e-marketplaces. In addition, many respondents
(34.3 %) disagree that they are aware of possible troubles when doing business
on the e-marketplace. A good third of the respondents (37.8 %) disagree that
employees in their organization know the benefits of doing business on the emarketplace. Almost half of the respondents (49.6 %) also disagree that an
organization’s employees know what e-marketplaces are the most suitable for
their organization to enter (Pucihar 2002).
Top management must support the use of new business models enabled by
modern IT. Nowadays, it may be the only way for their organization to gain
important competitive advantage in the global marketplace. More than half of
the respondents agree that the top management in their organization supports
new ways of business (67%) and investments in electronic business (54.6%)
(Pucihar 2002) (Table 2).
Many of the respondents could not define or answer if the costs of
preparing for and entering the e-marketplace are low or high. This may explain
the stated costs being neither high nor low for e-marketplace services (34.5%),
cost of e-marketplace fees (32.8), costs of setting up and maintaining an
electronic catalogue of products and/or services (40.3%) and IT costs (31.9%).
The highest number of the respondents think that training and educational costs
are high (44.5%) (Table 3). Their answers could be attributed to the lack of
experience using e-marketplaces (Pucihar 2002).
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The majority of respondents agrees that they are able to provide the
standardized form of data. Almost half of the respondents (46.2%) agree that
the characteristics of their products and services are easy to describe. More than
half of the respondents (63%) agree that in their organization they are able to
offer standardized data about products and services (Pucihar 2002) (Table 4).
6.4. Importance of Organizational Factors for successfully entering
the e-marketplace
A majority of the respondents stated each of the following organizational
factors as important for successfully entering the e-marketplace (Pucihar 2002):


Top management support to new IT and ways of business (87.2%);



Formulated e-commerce strategy (82.3%);



Trained employees with information technology and knowledge (84.4%)



Modern IT infrastructure (81.2%);



Readiness of business processes to connect with business partners (80.5%);



IT department support in the organization (77.9%);



Use of an enterprise resource planning system that enables them to connect
with business partners (76.3%);



Defined position of an electronic commerce executive in the organization
(77.1%);



Availability of an electronic catalogue of products and services (67%);



Experiences with electronic commerce (67%).

The importance of organizational factors for a successful entry on the emarketplace is shown in Table 5.
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Table 2. Internal organizational factors
Strongly
disagree
1

Organizational factors

The level of agreeing in %
Average
Strongly
No
value
2
3
4
agree answer
5
0

Organization of the IS departments and the level of use of information technology
Information technology support group
is large enough to offer effective
support to users.
In organization we have enough
knowledge about information
technology.
In organization we follow the
development of and possibilities of the
information technology use.

10.1

21.8 31.9 19.3

13.4

3.4

3

2.5

16.8 32.8 34.5

10.9

2.5

3.4

5.0

38.7

5.9

4.1

0

19.3 31.1

Awareness of benefits of e-marketplace use
In organization we are aware of
14.3
30.3 18.5 10.9
6.7
19.3
successfully doing business on emarketplaces.
In organization we are aware of
11.8
23.5 24.4 16.0
11.8
12.6
possible troubles of doing business on
e-marketplace.
In organization we know the benefits
10.9
26.9 25.2 16.0
10.1
10.9
of doing business on e-marketplace.
In organization we know which e23.5
26.1 22.7 7.6
3.4
16.8
marketplaces are the most suitable for
our organization to enter.
The level of top management support for organization's entering e-marketplace
Top management supports new ways
1.7
10.9 16.8 38.7
28.6
3.4
of business.
Top management supports
2.5
10.9 27.7 31.1
23.5
4.2
investments in electronic business.

2.6
2.9
2.9
2.3

3.8
3.6
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Table 3. Costs of preparing and entering the e-marketplace

Very
Low
1

Organizational factors

The level of costs' in %
Very
No
3
4
high answer
5
0

2

Average
value

Costs of preparing for and entering e-marketplace
Costs of e-marketplace services
Costs of e-marketplace fees
Training and educational costs
Costs of set-up and maintaining an
electronic catalogue of products
and/or services
Information technology costs

0.8
1.7
0

17.6 34.5 21.0
15.1 32.8 24.4
6.7 33.6 35.3

0.8
2.5
9.2

25.2
23.5
15.1

3.1
3.0
3.6

8.4

40.3 31.1

5.9

14.3

3.4

14.3 31.9 31.1

5.0

15.1

3.3

0
2.5

Table 4. Ability to ensure and provide the standardized form of data

Organizational factors

Strongly
disagree
1

2

The level of agreeing in %
Strongly
No
agree
answer
3
4
5
0

Average
value

Ability to ensure and provide the standardized form of data
Characteristics of our
products and services are easy
to describe.
Our organization is able to
offer standardized data about
our products and services.
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5.0

16.8 21.8 28.6

17.6

10.1

3.4

0.8

8.4

31.9

12.6

4.0

15.1 31.1
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Table 5. Importance of organizational factors
The level of importance of factors in %
Organizational factors
Top management support to
new IT and ways of business
Formulated e-commerce
strategy
Trained employees with
knowledge
Modern IT infrastructure
Readiness of business
processes to connect with
business partners
IT department support in the
organization
Use of enterprise resource
planning system that enables
connecting with business
partners
Defined position of
electronic commerce
executive in organization
Availability of electronic
catalogue of products and
services
Experiences with electronic
commerce

Not
important
at all
1

2

0

0

Very
important

No
answer

5

0

30.5

56.8

4.2

4.5

0

0.8 13.6 33.1

49.2

3.4

4.4

0

1.7

40.7

44.1

4.2

4.3

0

1.7 12.0 41.0

40.2

5.1

4.3

0.8

0.8 11.9 35.6

44.9

5.9

4.3

0.8

2.5 14.4 38.1

39.8

4.2

4.2

1.7

2.5 14.4 33.1

43.2

5.1

4.2

0

7.6 11.0 39.8

37.3

4.2

4.1

0

5.1 16.9 33.9

33.1

11.0

4.1

0

3.4 26.3 40.7

26.3

3.4

3.9

3
8.5

9.3

4

Average
value

7. RECOMMENDATIONS
If an organization wants to enter an e-marketplace successfully, it is
important that it has clearly defined the strategy of entering the e-marketplace.
It needs to know what the goals of doing business on the e-marketplace are. It is
important that an organization has a clear vision of whether it will enter the emarketplace as a buyer or a seller. Since there are many e-marketplaces present
in the global market, it is important that the organization knows the emarketplaces that are relevant to its business and its goals. The organization
needs to investigate what is the process of entering the e-marketplace, what
types of services are available, what is the price to subscribe and use a service,
etc.
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It is also important that the top management supports the project of
entering the e-marketplace and that they have a clear vision and strategy how
they will exploit the benefits of this new way of doing business. A defined
position of an electronic commerce executive in an organization might elevate
the importance of electronic commerce and electronic business for the
organization. It is also important that employees are educated and trained for
such a way of doing business. Usually the e-marketplace providers offer all the
necessary training on how to use different e-marketplace software.
It is important that an organization is aware of the costs that will appear by
entering the e-marketplace. In addition to the direct costs, such as e-marketplace
annual fees and service fees, organizations will also be faced with various
indirect costs, such as training costs, investments in new technology or maybe
even investments in setting up and maintaining an e-catalogue of products and
services. Only if the organization has a strong vision about entering the emarketplace and if it is aware of the additional costs that may appear, it will be
able to assure the necessary resources. Every organization has to calculate the
expected benefits and costs because, in any case, the expected benefits have to
be higher than the expected costs in order to make a choice about entering the emarketplace.
The availability of an electronic commerce catalogue of products and
services is important. Organizations that intend to enter the e-marketplace must
be able to offer standardized electronic data about their products and services.
The use of electronic commerce standards enables the connection of different
information systems. This is especially important in the case of entering the emarketplace because many organizations that are using different information
systems need to communicate with each other.
Almost all e-marketplaces operate on the Web-based information systems,
thus it is important that the modern IT infrastructure, which enables Internet
commerce, is in place in the organization. Many e-marketplaces operate on the
basis of information systems integration, this being especially valid for
consortia based e-marketplaces. As many organizations have implemented
enterprise resource planning systems, it is important that they are able to
connect their systems with other information systems of business partners. The
use of electronic commerce standards and different interfaces for business-tobusiness systems integration make integration processes much easier.
It is important that organizations have their business processes ready to be
connected with business partners. They must change and modify business
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processes to the new way of doing business. The necessary changes of business
processes are dependent on the type of e-marketplace that the organization is
willing to enter. For example, an organization will have to make more changes
if it decides to enter a private or consortia-based e-marketplace rather than third
party e-marketplaces. To enter a private or consortia-based e-marketplace, an
organization has to consider changing its business processes because the next
step will usually be the integration of information systems. To enter an
independent third party e-marketplace, it is usually enough to use the Web
browser to make an order or to participate in an on-line auction.
The e-marketplaces are new business models that are developing and
changing very rapidly. Therefore, it is important that the business environment
encourages organizations to use such models to gain a competitive advantage in
the global market. Governments need to play a key role in such activities.
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ORGANIZACIJSKI ČIMBENICI USPJEŠNOG ULASKA NA
ELEKTRONIČKA TRŽIŠTA
Sažetak
Privlačnost poslovanja putem (World Wide) Weba je jasna: agregiranjem velikog broja
kupaca i prodavača, te automatiziranjem transakcija, elektronička tržišta povećavaju
izbor dostupan kupcima, ali i pružaju prodavateljima pristup novim kupcima, te
smanjuju transkacijske troškove za sve učesnike u trgovanju. Ulaz na elektroničko
tržište je povezan s reinženjeringom, povezivanjem informacijskih sustava, stjecanjem
novih znanja putem treninga i učenja, te investiranjem u nove informacijske tehnologije
i software. Organizacija koja namjerava s uspjehom ući u elektroničko tržište, mora se
za takav korak pažljivo pripremiti. Samo će takav pristup organizaciji otvoriti potpuni
pristup svim mogućnostima koje stoje na raspolaganju, te dovesti do očekivanih
poslovnih rezultata. U radu se predstavljaju različiti oblici elektroničkih tržišta, te
uporaba elektroničkih tržišta u poslovanju. Nadalje se iznose rezultati istraživanja
provedenog u 250 velikih slovenskih poduzeća. U istraživanju se razmatra trenutna
razina korištenje elektroničke trgovine i tržišta u velikim slovenskim poduzećima, te se
izdvajaju organizacijski čimbenici koji se cijene bitnim za uspješan ulazak na
elektronička tržišta. U zaključku rada se iznose preporuke za organizacije koje
namjeravaju ući na elektroničko tržište.

75

76

