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B Transachons between a company and the consumer over public networks
“for the purpose of home shopping or home banking encryption for sectrity
" and electronic cash, credit or debit tokens for payment.

“Transactions with trading partners using EDL

Tiansactions for information gathering such as market research using
barcbde scannérs, information processing for managerial decision making
orgamzatlon problems solving, and information manipulation for
“operations and supply chain management.

Transaction for information distribution with prospective customers,
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Stage 1: B~ commerce applications have been divided primarily into three basic
stages. At stage one organization set up the basic internal information that enable
internal operations to be carried out using computer system. In addition connecting
to Internet and providing Internet access to all employees in the organization for
information access and mailing facilities help organization to develop basic aptitude
for using these facilities for E- commerce purpases. Developing and keeping
organization website for generating awareness and disseminating Information to
larger andience simultaneously is another building block at this stage that can be
used later on for e- commerce activities.

Stage 2: At this stage organization develop interlink ages with other stakeholders
Jike distribution channel members cuistomers and suppliers. Thisis done by enabling
the organization website for order placement and customers services through
interacting interfaces. Installing extranet to develop online links with all the
stakeholders and using information systems driven by MRP Il Organization can
also register on extérnal portals to increase visibility on net.

Stage 3: Organizations at this stage fully operationalize e- commerce in fractures
and start using it not only to support physical flow channels but also develop
processes that help carry out complete transactions using electronics communication
systems. This is done by converting the organization website to completely e-
enabled site ready for all kinds of transactions and by implementing e- commerce
processes with suppliers and distributors. ;

‘Most of the Indian organization in manufacturing sector are operating at stage Iof
_e-commerce process and therefore, hardly generate revenues through e- commerce

root. In fact e- commerce infrastructure is used to facilitate information sharing as
per requirements to support the present distribution and supply side network. E-
cornmerce has not taken the firm roots in India because of some myths that the
organizations believe to be true. The table below indicates the myths and realities

 of e- commerce [2].

E- COMMERCE: MYTH AND REALITIES

'The Myth The Realities

j) Online transactions and e-commerce will i) With security/ encryption system in

never take-off as the selling process on the _place, online negotiations can be

net does not allow negotiations tobe _ _confld}er}hal. A firm can also conduct

conducted. negotiations off-line and carry out all
activities related to order processing
online.

ii) While e-commerce will naturally
result in an additional marketing
channel, it will essentially be
complimentary to existing channels.
‘Redundant middleman may be
replaced, but distribution channels
would benefit form increased
efficiencies, wider reach and lower
overheads.

ii) B-commerce will result in dis-
intemediation, This will eventually result in
a backlash from intermediaries/

channel partners.




CTORS BETWEEN VARIOUS SECTORS 39

E-cor»mca'mmmnom: A COMPARATIVE STUDY OF FA!
OF INDIAN INDUSTRY

'}if) We have to implement ERP before | iti) Internal networking is necessary, but
we can think about e-commerce. a full-fledged ERP system is not a
e prerequisite  for  e-commerce
implementation. Companies that have
basic legacy systems in their purchase
and marketing divisions can short
online activities.

iv) While last mile connectivity,
bandwidth etc are still to develop to
world standards, the internet can be
‘leveraged with existing facilities for
achieving significant operational
efficiencies and improved marketing,

piters Today, March 2002 [8].

ctm‘e is not in place
ting for that to

and hurdlesof e-commerce

Improved supply chain efficiency

corporate image

e P (L s

'k of adequate infrastructure: Some CEOs considered bandwidth Jimitation the
problem, and most of them said infrastructure for e-commerce was inadequate.

e fsecunt}' for e-commerce was considered another bottleneck for e-
erhentation. ' '

tion facilities: ‘These are not yet established in India for e-commerce
itation. Payment mechanisms are still in the initial planning stage only.

cyber laws.:’Many CEOs said cyber laws, announced by the Indian
ent are not clear and are insufficient for the growth of e-commerce.

High sCEOswere unanimous on the fact that e-commerce implementation
involves high costs.

ustomer and vendor readiness: Most customers and vendors are not ready for e-
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commerce, even for the few companies implementing e-commerce. Channel
partners, most of the suppliers and customers are not ready for e-commerce even
though they are aware of e-commerce and its benefits [8].

Methodology

The Study: The study is exploratory in nature and was conducted on different sectors
of Indian industry. Originally fifteen factors were listed as triggers to e- commerce
implementation after reviewing the literature. The Industries selected for the study
were Auto Components Industry, Building and Construction Materijals Industry,
Office Automation Industry, Packing Industry, Metal Industry, Indian Engineering
Industry, Electrical and Electronics Industry, Chemical Industry, Pharmaceutical
Industry and Logistics Industry, which are numbered in the table as Industries 1-

10 in that order.,

The Sample: The sample was drawn on random basis from all industrial units of all
the sectors who have implemented e-commerce in India. Total 296 companies of
different sectors were surveyed. as shown in table 1. The survey was through
telephonic interview and through e-mail. '

The Tools

For Data Collection: data was collected by administering self-developed
questionnaire. The questionnaire was pre tested ona small sample of 25 companies
located in and around Indore. Split half reliability was computed on the data
collected through pilot study and it was 87%. The reliability coefficient was 92%.
The manufacturing units were provided the complete list of fifteen factors and
were asked to select the most important factor that triggered the implementation

of e-commerce in their organization.

_ For Data Analysis: Frequency table of responses on most important factor selected
by manufacturing units was prepared sector wise after editing the data (table 1).
As miost of the respondents selected one of the four factors i.e. internally driven,
customer driven, suppliers/ vendors driven, industry/competition driven andonly
one or two companies selected the other factors, therefore all other factors were
grouped under others for the purpose of analysis. These factors for implementing
e-commerce in any of the sector of Indian industry were numbered in the table as
factors 1-5 in that order. Chi-Square test was applied between different industries
on each factor and the results are shown in table 2. . |
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Resu_lts'and discussion
Table 1 Showmg Frequency of Most Influencing Factors for Adopting E-

Industries
o 13 4 5 6 7 8 9 10
+; + Frequency of selecting the factor as most important
6 8 12 4 4 4 7712 4
6 8 10 6 3 5 5 6
21 8 3 5 10 2 3 2
18 5 5 6_ 8 3 2 5
1 1 2 1 2 1 1 1
B2 |30 |32 (2 |2 |15 |23 |18

W mg Computed Chi Square Values Between Indus’mes

dustry {171°2° |3 4 |s 6 7 |8 9 |10
S Chi Square Values

I8.59 25.36*| 1.79 1.12 0.75 331 | 115 | 20509
756 | 370 1.16 1.35 140 | 1.0 214 ]| 1.68
431 37 145%] 194 | 1.65 | 100.1| 1.45
3.55 0.31 149 { 113 { 3.05 ¢ 0.81

. 5.63 674 | 1.22 | 425 | .97
236 { 463 | 0.64 | 2.03

1.73 | 081 | 2.03
285 | .48
4.54

I11'Square table value at 5% level of mgmf:cance and four degree of
m=949

results table above indicates that Chi square values computed between the
factors that were considered most important is significant only in two cases i.e.
t‘vge_en Auto Component Industry and Metal Industry, between Metal Industry
Engmeenng and between Metal Industry and Pharmaceutical Industry. The
ChiSquare results computed between all other sectors are ms1gmf1cant Theseresults
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indicate that itis only Metal Industry that considers different factors that are deriving
E-commerce implementations than the other sectors. Tt is also significant to note
 that overall all the manufacturing sectors in India consider that e-commerce
implementationis basically internally driven (80). The next three factors i.e. customer
driven, suppliers/ vendors driven and industry/competition driven were selected
by almost equal number of manufacturing units as trigger to their e-commerce
efforts (68 each). The group of factors, named as others in the study was selected by
only 15 units. Thus it s clear that mainly there are only four factors that are
considered as triggers for implementing e-commerce in their organization.

Discussions

Auto Components Industry

The Rs. 17,500 crore domestic Auto Components industry is rapidly transforming

from a low-volume h‘agmented gector in almost complete isolation form world
f cutting-edge

trends to a highly competitive industry characterized by usage 0
technologies. Approximately 43% respondents in the auto components industry
responded that the decision to adopt e-commerce is customer driven. This was
because of the fact that most of the automobile manufacturers are using e-COIMITErce
technologies to cut lead times, reduce cost and improve customer satisfaction and
pressurize their suppliers as well to adopt these technologies to gain competitive

advaritage. Also auto components industry in India is looking forward to play ar
ppliers to multinational companies having manufacturing

important role as su
the world necessitating adoption of e-commerce [6].

facilities anywhere in
Building and Construction Materials Industry

The Rs. 2,10,000-crore building and construction industry in India is highls
fragmented and complex. Technical innovations and e-commerce may not seen
viable. But modern technology is already bringing higher efficiency and output
The fragmented nature, geographical spread and multiplicity of levels irt th
distribution structure for most products offers unique challenges and opportunitie
for e-commerce initiatives. E-commerce in the building material industry is still i
the initial stages. A few big companies in related segments such as cement; paint
and tiles have taken e-initiatives for handling customers .in a better way
Approximately 42% of the respondents believe that their e-commerce initiative
are internally driven and not influenced by customers. Distribution channe

" members and suppliers (as indicated by approximately 20% respondents) too hav
significant impact on their e-commerce initiatives [6].

Office Automation Industry

. The IT revolution has changed the office automation sector, with cutting edg
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‘tech blc:fgy:;_jf::béiut:ts making paper less offices and real time communication a
reality. The Indian office automation industry has been quick to adapt to global
trends, 6fféring its customers a wide range of products. In the office automation
“industry; e-commerce implementation is either customer driven {(40%)or based on
internal considerations (36%). E-commerce is yet to generate any revenue but the

is "conf_ident abouit the future [6].

indust

0,500 érore Indian packaging industry has developed rapidly in recent

host of factors such as the entry of multinationals in the food,
verages sectors, increasing competition, and a greater overall
mportance of packaging. E-commerce is expected to play a

e Indian packaging Industry. Most of the consumers in the
industry said that e-commerce adoption is equally driven by customers,
ors and distribution channel members. Large consumers, especially in
r have started adopting e-commerce and in certain cases are forcing
ing suppliers to follow the suit to integrate with their systems [6].

_be

Stiy in general has been one of the early movers in e-commerce
*a small portion of respondents believed online transaction of metals
take-off,"as online trading does not allow for negotiations. The most

ale for implementing e-commerce were customer driven (38%)
d by internally driven (31%). Worldwide trading of the products, minimal
and the need to retain customers through better service and faster
e e-commerce attractive [6)]. '

ering Industry

Engine

,000.crore Indian engineering industry views e-commerceas a platform
on and information exchange. The most important benefit of e-commerce
ansion in marketing reach. The secondary benefit stemming from
include pre-transaction and post transaction issues involving
lf_ij__ifihation exchange. The most important rationale for
commerce was both customer driven and industry/competition
espondents were tinanimous in agreeing that there is a scope for
omplete product portfolio or at least a part of it over the net [6].

Ele,ctncga; andElectromcs In'.dustr)_r\'j |

___.npplemen'tation of e-commerce is expected to result in improved sdles and
- consumer service through better information dissemination while negating the

B 2 e e
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threat from spurious parts. In the Electrical and Electronics industry, e-commerce
implementation is suppliers/vendors driven (37%) followed by Industry/
competition driven {30%). The industry considers e-commerce as a part of a long-
term strategy to minimize costs incurred in fransaction processing. Firms are nearly
unanimous in their perception that profitability improvements are likely to be

. significant through e-commerce [6].
Chemical Industry

For the Indian chemical industry e-commerce does not represent a paradigm shift,
but is perceived to be another IT phenomenon that can be gainfully utilized to
expand marketing coverage and achieve seamless information flow to enable faster
decision making and customer service. Most of the companies perceive that e-
commerce would improve supply chain efficiency and reduce marketing/
procurement costs. . The most important rationale for implementing e-COMmMETCe
were customer driven (33%) followed by internally driven (26%)[6].

Pharmaceutical Industry

The Tndian Pharmaceutical industry view e-commerce as a tool that would aid
community building and to a smaller extent reduces costs to better supply chain
management. It is expected to supplement the existing channels in use by the
industry and most companies do not foresee substantial proportions of thei
revenues being generated through this medium. Companies are also, using the
medium in order to provide people with more information on diseases and th
products used to cure them. Many companies target the influencers-physicians
Access to separate value added sections is made available to doctors upo
registration on site. For example, GGlaxo- SmithKline-Beecham offers in-dept
research reports and studies on specific topics exclusively (for free) to the docto
community. The study shows that implementation of e- commerce 1 main!
internally driven (50%) followed by customer driven (22 %)[6].

Logistics Industry

Logistics companies have been attracted by the coming of age of the internet a
time to order and time to marketing became shorter and more efficient with mor
{ransactions taking place through the internet, it also meant that companies becam
more customer-oriented and their services more efficient, The Internet was als
used for internal exchange of :nformation through EDI (Electronic dat
interchanges). The e-commerce implementation in logistics industry is maint
customer driven (33%) followed by industry/competition driven (26%)[6].
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Conelusion ™
e-commerce in India is still very low which shows that
The basic and most important factors responsible
plementations of e-commerce have been discussed and compared for various
7 manufacturing organizations. The result shows that in most of the
3 the factors responsible for e-commerce implementation are either
ctistomer driven or internally driven, There are number of predictions, which
hishliphts a generalized implication of e-commerce implementations. The range of
“stions as markets assipilate the opportunities afforded to them
éf;cg.}_lg_ifs, clear from tﬁé_f_%malysis that Indian industry considered
ors as friggers to their e-cofnmerce efforts. Inter industry comparison

'leaﬂylth_at the Industrial sectors do not differ significantly with respect
ions regarding important triggers that kick started their efforts
commerce in, their organizations. Only one industry i.e. mefal
rs factors that are significantly different than the other industries, -
ghtly so because they are suppliers to-almost all the industrial sectors having
erent. considerations for ithplementing e-commerce. All these mild

have added up to show significantly different considerations in
ting e-commerce by metal mdustry [1]. -

The 'i__riipkméntation of
India has still a long way to go.
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