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ABSTRACT

While the adoption rate of electronic commerce by organizations has
grown significantly over the years and that they have achieved substantial
savings and benefits, it has also presented numerous new challenges for them
to conduct business activities in the electronic environment. This trend has
prompted a need for existing business models to be reviewed, including the
adoption of appropriate e-commerce models which is important for
organizations to maximize their success in the electronic environment. This
research investigates the factors influencing the selection of electronic
commerce models in a business-to-business electronic environment by using
depth interviews and case studies conducted with agribusinesses in Australia.
The findings revealed 14 factors as being important to the selection of
electronic commerce models, and this type of strategic decision is usually
influenced by a combination of these factors and not just by a single dominant
factor.

Keywords: E-commerce, B2B, Strategic Decision-Making, Australia,
Agribusiness

1. INTRODUCTION

Over the years while many organizations have reengineered,
downsized and cut costs in different ways, others are still investigating new
strategic initiatives to deliver positive business outcomes. These strategic
initiatives include the use of modern technologies to harness the benefits of
electronic commerce (e-commerce) which has in turn transformed
organizations by strengthening customer and supplier relationships, and
establishing new markets and opportunities” . The emergence of
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e-commerce requires existing business models to be rethought radically to
reflect the transformation required by organizations to take advantage of the
many benefits offered by this new challenging environment™ . The adoption
of e-commerce has been stimulated by benefits that may include the ability
to address specific, niche-market customer groups using highly customized
campaigns, collaboration, quick decision-making and increased flexibility™ °.
This is particularly evident in the business-to-business (B2B) segment
where e-commerce has grown significantly over the years and that
organizations have achieved substantial savings by conducting their
business activities over the electronic environment’.

In view of the growing adoption rate of e-commerce by organizations,
there is a need for them to critically review their existing business models so
that they are capable of meeting the challenges presented in the e-commerce
environment. The adoption of appropriate e-commerce models is therefore
important for organizations that wish to maximize their success in the
electronic environment. Organizations are also faced with a wide range of
e-commerce models, with many factors influencing their ultimate selection
of the models. The selection of B2B e-commerce models is one of many
strategic decisions that organizations make in the pursuit of conducting
business activities in the electronic environment. It is important to
understand how organizations make these decisions and the factors that
impact the process when selecting B2B e-commerce models. While previous
studies have been conducted to investigate: (1) how organizations should
make strategic decisions in general® % (2) which factors are known to
influence an organization’s strategic decision making process'® ™*; (3) the
detail and development of e-commerce models’* 3: and (4) the
classification system for the types of e-commerce models'® **. However,
nowhere have the two disciplines (i.e. strategic decision-making and
e-commerce model) been combined, despite their significance in
technological innovation®®, sustaining global competitiveness®® and the
increasing need to re-think about the existing business models®’.
Furthermore, although e-commerce has emerged since the late 1990s, there
still appears a lack of empirical research in the area of how organizations
make their strategic decision of B2B e-commerce models to be adopted,
which is the key focus of this study.

With limited prior studies conducted, this study posits that the factors
impact on the steps and methods used in strategic decision-making are also
likely to influence the selection of B2B e-commerce models. Therefore, the
key focus of this study is to investigate the impact of these factors on how
they will influence an organization’s selection of e-commerce models. Hence,
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this paper addresses the question: ‘What are the factors influencing the
selection of B2B e-commerce models in agribusiness organizations? Why?".

2. LITERATURE

Strategic decision making is a critical process in any organization,
which can be regarded as a series of different steps that organizations
undertake to formulate strategic decisions™ *°. Various methods are used to
conduct the steps involved in the strategic decision making process®® . In
addition, factors both internal and external to the organization will impact
the steps and methods used in strategic decision making®* 2%, These factors
will be the focus of this study whilst there is little known about how they
will influence an organization’s selection of models and in particular for this
study, e-commerce models. These factors will now be examined in more
detail.

There are many factors not only regarded as important influencers on
the strategic decision making process, but they may also affect the choice of
B2B e-commerce models which itself can be regarded as a strategic decision.
This is because the choice of e-commerce models to be adopted will form
the framework for organizations to pursue their business activities in the
e-commerce environment and more importantly it can also affect
organizations’ overall strategy and strategic direction®” ?*. These influencing
factors can be classified into two categories; internal and external. The
literature on organizational strategic decision making suggests that factors
that are considered to be within the organization’s control are termed
internal factors and those beyond the control of the organization are termed
external factors®® %',

There are nine internal influencing factors identified from the literature.

These are: (1) organizational structure and culture® %; (2) types of business

strategy®® 2%, (3) resources available?® ¥; (4) technological infrastructure
and knowledge®™ 3% (5) market positioning®™ 3% (6) on- and off-line
marketing strategy and objectives®* *: (7) understanding of e-commerce
models®® 3'; (8) nature of products or services?® **; and (9) target market
segment and market scope®'*®. On the other hand, there are seven external
influencing factors identified from the literature that may impact strategic

decision making. These are: (1) type of industry or sector®® *: (2) buyers
and suppliers® *: (3) competitors® *%; (4) environmental factors'® ?%; (5)

market trends*® *: (6) consultants** *%; and (7) strategic partners® .

Based on the literature reviewed, a preliminary model (Figure 1) was
developed suggesting that although the selection of e-commerce models is a
unique strategic decision, traditional factors (both internal and external) that
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would normally impact such a decision will apply in this context.
Furthermore, the relative importance of each of these factors in the strategic
decision process will also be examined as it is proposed that some of these
factors may be more important than others.

4 )

Internal influencing factors
¢ Organizational structure and culture
o Types of business strategy
¢ Resources available
e Technological infrastructure and knowledge
e Market positioning
¢ On- and off-line marketing strategy and objectives
¢ Understanding of e-commerce models
¢ Nature of products or services
\o Target market segment and market scope / Strateg;c decision on
the selection of B2B
4 N\ e-commerce models
External influencing factors
o Type of industry
e Buyers and suppliers
o Competitors
e Environmental factors
o Market trends
e Consultants
e Strategic partners
- /

Figure 1. Preliminary model for the selection of B2B e-commerce models

3. METHODOLOGY

This research was exploratory in nature and had adopted the case study
methodology, which was used to confirm or disconfirm the factors
influencing the selection of e-commerce models identified in the literature
reviewed®. The case study approach has been justified on three bases.
Firstly, case study research focuses on an organization or industry with the
intention to rigorously explore and extensively analyze the contemporary
real-life experiences and events while maintaining the holistic and
meaningful characteristics of these experiences and events. This captures the
richness and depth of contextual meaning (such as the rationales on the
factors influencing the selection of e-commerce models) that can give rise to
possible new insight*®. Secondly, the approach undertaken by this research
aims to investigate the complexity and dynamism of the context within the
organizational settings and events such as the influencing factors for
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selecting e-commerce models in the agribusiness industry*> *. Thirdly, case
study research provides a more informed basis for theory building than
surveys and is considered to be suitable for new research areas or research
areas where existing theory seems inadequate®™ *’. As evident in this
research, there is a limited number of prior research studies conducted in
this area, particularly in the agribusiness industry context. Through case
studies, this research will attempt to investigate the complex business
environment in the agribusiness industry, which provides a real-life account
of the research issues raised in this research and builds on theory for further
conclusive research.

Twelve agribusiness cases were judgmentally selected based on the
criteria that they have operated in the industry for a minimum of five years
and have been involved in B2B e-commerce for at least two years. These 12
cases were equally represented by six large enterprises and SMEs
respectively. For each case, two interviews were conducted with the
managing director or equivalent (who is involved in managerial activities)
and a middle-level manager or operational staff (who is involved in the daily
operational activities), to determine if significant differences existed
between (1) large enterprise versus SME perspectives and (2) management
Versus operations viewpoints.

In this research, replication logic in multiple case studies was used to
achieve external validity. The construct validity of this study was achieved
by the use of multiple sources of evidence through secondary sources (such
as the company’s business plans, IT plans and other relevant
documentations) which were used to further triangulate the results. These
interviews were semi-structured in nature and conducted in a flexible and
informal manner, which provided a greater sensitivity to potential
misunderstandings by interviewees and also revealed greater depth of
understanding and information about feelings and emotions toward the
specific factors that were considered to be influential to the selection of
e-commerce models. Furthermore, a case study protocol was developed and
used throughout the interviewing process, in order to enhance the reliability
of the study and also to ensure all relevant issues were consistently
addressed and conveyed to the interviewees. The duration for each of the
in-depth interviews was approximately 60 minutes.

3.1 Data Analysis

This research has followed the content analysis procedures that began
with the coding of themes in the interview questions, which facilitated in
organizing the data for easier retrieval*® *. In this analysis, data in each
interview was coded in terms of the actual questions on the interview
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protocol, which could assist in revealing relationships and new ideas or
areas for coding®® *°. The coded interviewing questions within each
interview were then compared and contrasted to identify the key issues and
derive some form of generalization*® *. In addition, narrative text and
quotations from case studies were used to improve the credibility of data
analysis and also to add qualitative insights to the research issues*. The
findings of this research will be discussed in the next section.

4. RESEARCH FINDINGS

There were 24 in-depth interviews conducted with 12 agribusiness cases.
The majority of the interviewees (18 out of 24) were male and the remaining
six were female. Twenty of the 24 interviewees had more than five years of
experience in the agribusiness industry, while the others had at least two years
of relevant experience. All interviewees had direct involvement in activities
related to conducting B2B e-commerce. A summary of the interviewees’
profiles is presented in Table 1.

Table 1. Profiles of the interviewees

Case  Organizational 1st interviewee position 2nd interviewee position
size
A Large enterprise Managing director * IT manager *
B Large enterprise Executive director * Business manager #
C  Large enterprise Director strategic planning # Project manager *
D  Large enterprise General manager * Project manager #
E  Large enterprise Regional manager * Technical support manager *
F  Large enterprise Business development E-commerce specialist *
manager *
G SME Director * Operations manager *
H SME Owner * IT manager *
I SME Owner * Planning supervisor *
J SME Managing director # Marketing officer *
K SME Business manager * Project support officer #
L SME Director * Planning officer #

Note: An (*) refers to a male interviewee while a (#) refers to a female interviewee.

The findings supported 13 factors developed in the preliminary model
(Figure 1) as being important to the selection of e-commerce models, while
the remaining three other factors (i.e. on- and off-line marketing strategy and
objectives, market positioning, and environmental factors) were regarded as
being less important. The results also revealed insights into one new factor
(i.e., government agencies) that could have a significant impact on the
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selection of e-commerce models. A summary of the results from the case
studies is presented in Table 2.

Table 2. Summary results from the case studies

Influencing factors Total number of interviewees
mentioned the factor (out of 24)

Internal

Resources available 23
Target market segment and market scope 21
Nature of products or services 19
Technological infrastructure and knowledge 19
Types of business strategy 17
Organizational structure and culture 16
Understanding of e-commerce models 14
On and off-line marketing strategy and objectives* 10
Market positioning* 10
External

Strategic partners 18
Competitors 18
Type of industry 15
Consultants 15
Buyers and suppliers 13
Government agencies# 13
Market trends 12
Environmental factors* 2

Note: A factor was considered important when it was mentioned by at least half of the total number of
interviewees. Factors with an (*) were regarded as less important to the selection of B2B e-commerce
models, while a (#) represents a newly identified factor that was considered to be important.

4.1 Internal Factors

The findings revealed that there were seven internal factors regarded to
be important to the selection of B2B e-commerce models. All interviewees
(23 out of 24) except one agreed that resources available were critical to the
selection of e-commerce models. Interviewees agreed that resources (such as
human, financial and physical) available were essential in determining the
capability of the organization to develop, support and maintain the selected
e-commerce model in a feasible manner. Furthermore, effective allocation of
available resources could also contribute to improving an organization’s total
quality management, and therefore it was important to ensure the resources
were well matched with the selected e-commerce model. This was supported
by an interviewee stating that “We’ve to ensure that the company has the
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required resources to develop and support a particular e-commerce model so
as to compete successfully in the e-commerce environment”. Another
interviewee also commented that “Regardless of which model we intend to
adopt, we have to make sure that the company has the necessary resources to
pursue it”.

Target market and market scope was another important influencing
factor for the selection of e-commerce models, with 21 of the 24 interviewees
indicating its importance. Most interviewees suggested that their
organizations had to determine the appropriateness of a particular
e-commerce model to the nature of their targeted market segments and
market scope, as each type of e-commerce model could have different
strengths and weaknesses in these areas. Interviewees also agreed that their
selected e-commerce models were based on their customers’ needs and wants
in the various market segments. This is supported by an interviewee
commenting that “We have been successful in using this model (solution
provider) for a particular market that requires value-added service”.
Furthermore, the adopted e-commerce model should meet the nature of their
target market so that organizations can take advantage of the strengths and
benefits characterized by the selected model. Supporting this, an interviewee
stated “As we service a wide range of markets (for example Australia, the
United States and China), their (target markets) needs would be different”.

The nature of products or services was seen to be another important
factor that could influence the selection of e-commerce models. Nineteen
interviewees suggested that because the functions and characteristics of the
types of e-commerce models differ from one another, it was essential for their
organizations to determine the appropriateness of the adopted e-commerce
model as to whether it would meet the specific nature of the products or
services being offered. An interviewee supported this by commenting that
“We also offer online services (such as commodity pricing, market analysis,
publications) that are different in nature from the commodity like products.
1t’s difficult to fit a single e-commerce model into products and services that
are different in nature”.

Technological infrastructure and knowledge was nominated by 19
interviewees as being important to their selection of e-commerce models.
Interviewees agreed that their organizations’ technological infrastructures
(for example software programs and networking capabilities) and knowledge
(for example e-commerce and computing) were crucial to their selection of
e-commerce models. This factor helped organizations determine their
technological capability, to develop and support the selected e-commerce
model. This was supported by comments from interviewees such as “Having
the necessary e-commerce and computer knowledge has provided me a better
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understanding of which e-commerce model is appropriate for our company”.
“I think it’s important to make sure that our company has the necessary
technological infrastructure and knowledge to support the model that we
intend to adopt”.

Seventeen interviewees mentioned that the types of business strategy
adopted by their organizations were essential to their selection of
e-commerce models. Interviewees believed that the e-commerce model
adopted had to fit well into the appropriate business strategy, which would in
turn assist their organizations in accomplishing and achieving their overall
strategic goals. Some of the supporting comments include, “It’s important
that we take into consideration our business strategy when selecting the
model. We’ve to make sure that the model selected has to be in line with it
(business strategy)”. “I'm always being reminded that the model adopted
has to be able to support and achieve the objectives of the business strategy”.

Another important factor influencing the selection of e-commerce
models was organizational structure and culture, which was supported by 16
interviewees. Interviewees indicated that organizational structure and culture
were not only seen to dictate how objectives and policies were to be
established within an organization, but they also have an impact on strategic
decision-making, which included the selection on e-commerce models. An
interviewee supported this by commenting that “/z’s important that any
strategic decisions made, including one like this (selection of e-commerce
models) are focused on achieving the goals and objectives of the company”.
Furthermore, interviewees also believed that e-commerce models that
conflict with an organization’s culture would be difficult to implement, as the
model would not generally be supported within the organization. This was
supported by an interviewee’s comment that “/’ve been with the company for
many years and I believe that the company’s culture has greatly affected the
way we make decisions and do things. This also includes how and why
we 've selected particular models to conduct our business”.

Fourteen of the 24 interviewees agreed that it was important for them to
acquire an understanding of the various types of e-commerce models
(including their respective functions and characteristics) to assist them in
their e-commerce model selection. This is because different e-commerce
models might be more suitable and applicable for different situations,
industries, or markets. Thus, having a good understanding of the e-commerce
models would influence their choice of the model being adopted. This was
supported by interviewees who commented “When | was selecting an
e-commerce model, | tried to understand the models and how are they
different from one another”. “It’ll be very difficult for me to select a
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particular e-commerce model if I don’t have any understanding of these
models”.

4.2 External Factors

The findings revealed that there were six external factors identified as
important to the selection of e-commerce models. The influence of strategic
partners was regarded as an important factor by 18 interviewees.
Interviewees acknowledged that strategic partners were crucial to their
selection of e-commerce models as these partnerships were formed to achieve
mutual goals and interest. Therefore, organizations had to consider their
strategic partners’ opinions and viewpoints prior to making any strategic
decisions, which included their choice of e-commerce models. This was
supported by an interviewee who stated “We've formed several strategic
partnerships to enhance our position in the industry and it’s difficult to
ignore their opinions and decisions since we 've a commitment to each other”.
Furthermore, the selection of a particular e-commerce model that was resisted
by the strategic partners could potentially jeopardize the long-term business
relationships. An interviewee supported this by commenting that “I believe
that our choice of models will be affected by our strategic partners. We can’t
possibly use a model that contradicts our agreed interest”.

Eighteen interviewees acknowledged that competitors were an
important influencing factor to their selection of e-commerce models.
Interviewees suggested that organizations tended to monitor their respective
competitors’ strategic changes and any developments that might affect or
threaten their competitiveness. In order to maintain a competitive position
within the relevant industry, organizations would respond to the decisions or
actions of their competitors, and develop and implement appropriate
strategies that were influenced by said decisions or actions, including the
choice of e-commerce models to be selected. Furthermore, interviewees also
believed that it was worthwhile for organizations to learn what their
competitors had done in relation to the selection of e-commerce models. This
would enable the organizations to gain second-mover advantages (such as
shorter learning curve periods) that allow them to compete more effectively
in the industry. In supporting this, some interviewees commented that “/’ve
spent some time observing our major competitors on what and why they have
selected a particular model”. “We do look around and see what others
(competitors) have done or are doing, so that we can make a better choice on
our selected model”.

Fifteen interviewees had considered the type of industry as an important
influencing factor for the selection of e-commerce models. It was suggested
that certain e-commerce models might be more suitable for specific industries
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where their respective features and characteristics would match with the
e-commerce models available. In addition, interviewees also agreed that the
nature of the agribusiness industry is commodity-like and is generally
regarded as a slower adopter of technology and e-commerce activities when
compared to other industries (such as the telecommunication industry).
Therefore, e-commerce models adopted by agribusiness organizations might
differ from those considered by organizations in other industries. This was
supported by comments from interviewees stating “The nature of the
agribusiness industry is commodity-like while other industries might be
different”. “If we were in a different industry, | think our company may be
adopting different models. We have to match the model to the nature of the
industry”.

Fifteen interviewees nominated the influence of consultants as a critical
factor to their selection of e-commerce models. Interviewees indicated that
they tended to seek advice from consultants (formally or informally) when
making strategic decisions that might affect the organization as a whole.
These consultants could be established either as a strategic group within the
organization (usually in large enterprises), or outsourced externally.
Interviewees acknowledged that consultants had the required expertise and
knowledge to guide them into selecting the e-commerce models that best
suited their organizations’ needs. This was supported by comments from
interviewees such as “Advice from consultants is very important to us,
particularly when making important business decisions. We have sought their
opinions on what models to be adopted and how we should be doing it”.
“External consultants have provided us with some good advice on our choice
of e-commerce models to be adopted”.

There were 13 interviewees who suggested that buyers’ and suppliers’
influence were not only critical to their selection of e-commerce models but
could also affect the strategic decisions of one another. Interviewees believed
that buyers and suppliers were the basic elements in forming business
relationships and that these relationships existed in any business environment
where the actions and decisions of each could impact one another; thus, they
would expect their selection of e-commerce models to be affected by this
factor. The importance of this factor was particularly evident in organizations
that had established strong and long-term business relationships with their
counter parts (i.e., buyers and suppliers). This was supported by comments
from interviewees stating that “I believe this factor is important to the choice
of e-commerce models because there’s a close relationship between
companies and farmers in this industry”. “To a Certain extent, I'm sure they’ll
have some influences to my decision on which model to select”.
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The final factor considered to be important to the selection of
e-commerce models was market trends, which was nominated by 12
interviewees. Interviewees suggested that this factor played an essential role
when organizations were pursuing a “trendy” corporate image, where they
would not want to be perceived as “out of touch” or market losers.
Furthermore, it was believed that organizations should be at the vanguard of
market trends, where they could be regarded as the market leader in the
promotion of e-commerce adoption in the agribusiness industry. This was
supported by interviewees who commented that “I believed that our
company’s intention of adopting those models is to show the market that
we're among the best that are conducting e-commerce activities in this
industry (agribusiness)”. “When our company decides to get involved in
e-commerce, I was told by the management to find out what’s the market
trend (in terms of the most commonly used model)”.

4.3 Differences within Agribusinesses

There were differences in the responses to four factors based on
organizational size and between management and operational perspectives.
Interviewees from large enterprises had considered the type of industry to be a
critical factor influencing their selection of e-commerce models. This was
because they believed that there existed some key differences in
characteristics between industries and that there was no one e-commerce
model that would match these differing characteristics. Thus, a model might
be selected in accordance with the industry that the organization was
operating in. This was supported by an interviewee commenting that “/’ve
been in two different industries (agribusiness and computing). | can say that
the models that we’re using now may not be suitable to the computing
industry because theyre different in nature and environment”. In contrast,
interviewees from SMEs argued that this factor was not important to their
selection of e-commerce models because they perceived e-commerce to be
boundless and that the industry that the organization was operating in had
little influence on the choice of models. Some supporting comments from the
interviewees included “I don't think the type of industry we re in will make
any difference to the model that we select”. “Nothing can be changed to the
type of industry we’re currently in”.

On the other hand, interviewees from SMEs were more concerned with
two other factors: buyers and suppliers, and government agencies.
Interviewees stressed the importance of the close working relationships they
have with their buyers and suppliers, and this was particularly evident for
those relationships that had been well established over a period of time. Thus,
they believed that this factor could have an impact on the selection of
e-commerce models. This was supported by interviewees’ comments stating
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that “My choice of models could be affected by them (buyers or suppliers) if
we have developed and maintained a good relationship for a long period of
time”. “We have to setup some kind of computer network with one major
buyer so that they re willing to conduct business with us. I think when we 're
selecting a model, their influences cannot be ignored”. However,
interviewees from large enterprises argued that due to their organizations
being larger in size, they actually had the power to influence their buyers and
suppliers in various different areas, including the choice of e-commerce
models to be adopted. An interviewee supported this by commenting that “I
don’t think we’re affected by them (buyers and suppliers). In fact, I think
we re the one that actually influenced some of their decisions on the models
that they have selected”.

Interviewees from SMEs also considered the influence of government
agencies as important to the selection of e-commerce models. This was
supported by an increasing number of SMEs seeking assistance from
government agencies for advices on the conduct of e-commerce activities,
including the selection of e-commerce models. Furthermore, the agribusiness
industry was also in its early stage of e-commerce adoption and thus relying
on the government to provide necessary support and assistance to make a
smooth transition to the e-commerce environment. This was supported by an
interviewee commenting that “We rely on them (government agencies) to
give us advice on what or how the process in adopting not just models but
e-commerce as a whole”. However, interviewees from large enterprises
believed that they had adequate knowledge and experiences (due to their
global exposure) in selecting e-commerce models and did not necessarily
require much advice from government agencies. An interviewee supported
this with the comment “We are a company with many years of international
experience and this has helped us in making sound strategic decisions. And
the selection of e-commerce models is not something new to us. We would
rather rely on our successful experience than on some government advice
that has yet to be tested”.

From the management’s perspective, interviewees had regarded
consultants as an important influencing factor to their selection of
e-commerce models. Interviewees agreed that consultants’ opinions were
often sought on matters related to strategic decision-making, and they could
also provide recommendations that were most appropriate to their
organizations’ needs. This was supported by an interviewee’s comment “I
will ask for consultant’s advice whenever strategic decisions are required
and this includes selecting a model”. In contrast, interviewees from the
operational perspective argued that consultants had little influence on their
selection of e-commerce models. This was mainly due to the fact that



14 International Journal of Electronic Commerce Studies

operational personnel had minimal contact with consultants and very few
opportunities to be involved in any discussions with consultants. Some of the
supporting comments from interviewees include “I don’t usually get in touch
with consultants, therefore I don’t think they’ll influence my decision on
which model to be adopted”. “The consultants only do presentations to the
directors, I have no contact with them. I don’t think I’ll be affected by them
when selecting the model”. “This factor (consultants’ influence) is unlikely
to affect my decision on the models to be adopted since I’'ve very limited
contact with them (consultants)”.

5. CONCLUSIONS, CONTRIBUTIONS AND
IMPLICATIONS

This study has investigated the factors influencing the selection of B2B
e-commerce models in the Australian agribusiness industry. On the whole,
findings revealed the support for 13 of the 16 factors identified in the
preliminary model as important to the selection of B2B e-commerce models.
There were seven internal factors: (1) resources available; (2) target market
segment and market scope; (3) nature of products or services; (4)
technological infrastructure and knowledge; (5) types of business strategy;
(6) organizational structure and culture; and (7) understanding of
e-commerce models, regarded as important to the selection of e-commerce
models. In addition, agribusinesses had also considered six external factors
to be influential to their e-commerce models selection, namely: (1) strategic
partners; (2) competitors; (3) type of industry; (4) consultants; (5) buyers
and suppliers; and (6) market trends. The findings also identified one
additional factor (i.e., government agencies) as influential to the selection of
B2B e-commerce models, which was not included in the preliminary model
(Figure 1). In contrast, there were three factors (i.e. on- and off-line
marketing strategy and objectives, market positioning, and environmental
factors) identified as less important to the selection of e-commerce models.

Analysis of the interview data also highlighted some variations in
attitudes towards the importance of four factors (i.e. type of industry, buyers
and suppliers, government agencies, and consultants) based on
organizational size (i.e., large enterprises versus SMEs) and between
management and operational perspectives. Furthermore, it should also be
noted that the selection of B2B e-commerce models was often influenced by
a combination of factors and not just by a single dominant factor.
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Figure 2. Revised theoretical model for the selection of B2B e-commerce
models

The key contribution of this research is the development of a
theoretical model for the selection of e-commerce models in a B2B
electronic environment that includes the identification of important factors
influencing the selection of e-commerce models for agribusiness, which had
been identified as an area that lacked empirical research. In addition, this
research has also brought together two disciplines (i.e., strategic
decision-making and e-commerce models) that had not previously been
adequately studied collectively. The findings from this research have also
added new insights to the existing literature with the identification of the
factor of government agencies as important to the selection of e-commerce
models. This provides a more comprehensive revised theoretical model
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(Figure 2) to be considered by agribusinesses. In addition, this research also
contributes to the practice and managerial strategic decision-making where
the findings were based on practitioners’ experiences and opinions, which
provided a greater relevance in managerial planning and decision-making
processes.

6. LIMITATIONS AND RECOMMENDATIONS FOR
FUTURE RESEARCH

This research investigated the initial development of a theoretical
model for the selection of B2B e-commerce models within the context of
the Australian agribusiness industry and therefore cannot be generalized to
other markets and industries, or the population at large. A more
representative sampling population should be sought and tested in order to
generalize the findings. Future research could focus on confirming the
developed theoretical model and replicating this research in other contexts.
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