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ABSTRACT

The emergence of e-marketplace during the past few years has enabled businesses to conduct transactions in a more efficient and effective way. Thanks to the development of Internet and e-commerce technology, companies venturing into e-business now enjoy a lower entry barrier with reduced trading cost as well as greater access to suppliers and buyers. Unlike traditional IS implementation like ERP, e-marketplace is essentially an inter-organizational system that features dynamic interactions with various adopters including suppliers and buyers from different industries. Thus, creating and retaining collaborative relationships becomes imperative for organizations seeking to reap real benefits from e-marketplace. 

Different from US and Europe, where B2B e-commerce has been well developed, e-marketplace is still in its infancy in most Asian countries. On the one hand, businesses in Asia are eager to leverage this new technology to reduce trading cost and improve competitiveness. On the other hand, they lack fundamental knowledge about the nature of e-marketplace and how to manage a successful implementation. More importantly, as e-marketplace represents a revolutionary way to do business across and within organizations, it requires adopters to transform existing management structure and business processes in order to fully exploit the potential of B2B e-commerce. However, organizations fostered under the unique Asian culture have been used to doing business in the traditional way built upon trust, power and relationship, being reluctant to change and even suspicious of the value generated by e-marketplace. All these deterrent factors have hampered the development of e-marketplace in Asia and made many B2B e-commerce projects end up with miserable failure.

Therefore, the current research tends to investigate forces that will affect the adoption and usage of e-marketplace in Asia and how these forces develop over time, attempting to identify the typical process of e-marketplace implementation and outline critical factors for implementation success for both research and practical purposes. 


In collaboration with CommerceOne, one of the world’s largest B2B E-commerce solution providers, we will examine several ongoing B2B projects in various Asian countries as the basis of this research. Specifically, we will look at cases of Covisint Asia in Japan, Get2Biz in India and China EB in China. These e-marketplaces are all members of the Global Trading Web (GTW), which is an online trading community initiated by CommerceOne and aiming to promote the development of global E-commerce. As Japan, India and China are representative of Asian countries in terms of B2B actuality, cultures and conventional business practices, we expect to see the emergence and evolution of context specific problems and barriers by tracing the entire implementation and adoption process of these e-marketplaces. Central emphasis will be given to the examination of influence of trust, power, vision and business relationship on the success of B2B E-commerce adoption. Finally, the research will outline a pattern that is capable of illustrating a typical E-marketplace adoption pattern and related deterrent factors, delivering much more insight on Asia’s B2B E-commerce development both theoretically and practically.

