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Introduction

Over the past few years, B2B e-marketplaces have captured the attention of journalists, experts and businessmen. The e-marketplaces model has been examined under a whole range of different names, such as Net Markets, e-Hubs, Fat/Thin Butterflies. That, together with the fact that different authors had generally rather diverse views about their supposed structure and the functions they had been founded to perform, brought a lot of confusion between business practitioners. 

The aim of this report is to clear out as much as possible the confusion caused by the wide use of diverse, still unfamiliar, and sometimes even contradictory terms, as well as to show the state of the e-marketplace development and the benefits and costs that a company may reasonably expect if it forms or joins one or more of them.  The report is based on a variety of case studies representing diverse e-marketplace business models, their evolution and the way they are influencing the traditional business environment. 

E-marketplaces are defined as fora that leverage the Internet to facilitate commerce among businesses. The definition is rather broad, comprising two deployments. 

One is the centralized model that generally supports many-to-many processes. The best example here might be an auction (or reverse auction). The model is widely present within industry segments where a huge number of buyers and sellers has a common interest to gather within one single meeting place, in order to conduct business more efficiently.  

The second model extends behind what is called “Napsterisation of the supply chain”. The model is based on the peer-to-peer technology and therefore does not  require a centralized server. Each peer (partner) operates independently and in an open manner. The best example here is probably an “enterprise collaboration” software. Files are interchanged between partners on a push and pull basis – when needed, and no middle service is necessary to facilitate the flow of documents. 

The report basically describes the markets that those two e-marketplaces models are targeting, the different business models they rely on and their sources of revenue, as well as the current trends in the e-marketplaces development in general. 

What is a B2B e-Marketplace?

B2B e-marketplaces can be defined as “an Internet-based solution that links businesses interested in buying and selling related goods or services from one another”
. IDC describes the e-marketplaces as online versions of the town markets that still exist in many countries, at which buyers and sellers gather to exchange goods and services, whose criteria of participation are relatively liberal, and in which no participant has the ability to dominate the structure of the market. 

The Gartner group definition approaches B2B e-marketplaces from a different angle. It defines an e-marketplace as “an enterprise that brings together buyers and sellers in particular industry, geographic region, or affinity group, for the purpose of commerce
”. This definition emphasizes that e-marketplaces are typically independent enterprises. Most of them are either newly established dot.coms or independent joint ventures created by incumbents. What is meant by “commerce” is a provision of content, value-added services and commerce transaction capabilities. 

This paper relies on a more comprehensive definition that describes an e-marketplace as a “virtual online market where buyers, suppliers, distributors and sellers find and exchange information, conduct trade, and collaborate with each other via an aggregation of information portals, trading exchanges and collaboration tools
.”

Practically speaking, an e-marketplace can be seen as a Web site or a set of linked sites of common interest to particular participants. It may help enterprises to do business in several different ways: 

· Most e-marketplaces primarily transact and execute the purchases on behalf of their participants. By reducing complex, paper-based transactions between buyers and sellers, they aim to improve purchase order efficiency and help their customers decrease related operating costs.

· E-Marketplaces may also emerge when customers face a highly fragmented base of suppliers who are either difficult to reach off-line or too numerous to try to contact them all on-line. In this case, e-marketplaces usually provide a possibility of parametric search across suppliers and in-depth products information. In that way they help customers to make an effective cost-quality analyze and to choose the product that suits them best. 

· Similarly, for products that are too low volume or non-standard to warrant of-line exchanges, e-marketplace may help buyers and sellers as well. In this case, an e-marketplace usually organizes for its members an on-line spot exchange and helps to build the market liquidity. 

· For SMEs in particular, a kind of e-marketplace that aggregates its customers’ purchasing power could be of interest. Through such an e-marketplace it is possible to achieve a much better deal with a supplier. 

· Finally, there are e-marketplaces that provide a platform for c (collaborative)-commerce. 

2.1. Ownership of the e-Marketplace

It is possible to identify three types of e-marketplaces according to their ownership structure: 

· Third-party e-markets, as neutral communities of many sellers and many buyers 

· Consortia e-markets, as communities founded by a few large participants joining forces to face their market inefficiencies, and

· Private exchanges, or so-called “minimal e-marketplaces”, as communities where one large player establishes one-to-many connections to ensure in depth integration and tight relationship with its buyers / sellers.

Which e-marketplace type will dominate the particular industry basically depends on the industry level of concentration and the relative market power of buyers and suppliers, as well as on the type of the product traded and the complexity of the business processes involved in its production. For instance, the idea from GM, Ford and Daimler to establish an e-marketplace together came as no surprise, considering their high concentration of purchasing power and their level of power in the automotive industry. On the other hand, in an industry as fragmented as the health care sector, a lot of third-party e-marketplaces are emerging, in the attempt to fulfil a variety of specific needs and requirements for different market niches. Third-party e-marketplaces appear already to be viable for commodity goods, such as chemicals, and indirect goods, such as MRO materials, but for differentiated and direct materials both suppliers and buyers still prefer private e-marketplaces, which, from their point of view, protect best their existing business relationships.  

2.1.1 Public e-Marketplaces

2.1.1.1 Third-party (Independent) e-Marketplaces

Third-party e-marketplaces, also called Fat Butterflies, are independent, neutral, Internet-based trading platforms. Their main function is to facilitate trade between buyers and sellers. What they aim to achieve is, basically, the right number and the right kind of participants, for which they would provide a single venue for conducting business and different trade facilities. Considering the large number and variety of participants targeted, they should not be expected to offer deeper integration possibilities.

There are certain characteristics that distinguish independent e-marketplaces from other e-marketplace types:

· Independent e-marketplaces represent a community of many buyers and many sellers

· Independent e-marketplaces attempt to establish a level playing field for buyers and sellers to ensure that the interest of none of the participating interest groups predominates. 

· Independent e-marketplaces have open criteria for entry, meaning that any business can participate if it agrees on the Terms and Conditions and is eligible to apply. Eligibility is usually broadly defined.

· Generally, but  not always, an independent e-marketplace acts as an Internet-based broker, in the sense that the e-marketplace itself doesn’t take physical possession of the goods and services being traded, but rather just facilitates their exchange by matching buyers and sellers. 

Independent e-marketplaces constitute a vast majority of e-marketplaces so far. They are typically private and therefore often dependent on venture capital. With many competitors on the one hand, and the scarcity of venture capital available on the other, the number of this kind of e-marketplaces is in decline. 

A recent Forrester study of Europe’s 25 leading e-marketplaces and 30 companies shows that 88 % of the main e-marketplaces are currently unprofitable and only 36 % are expected to reach a break even during 2002
. The leading 25 marketplaces generated just 350 mio Euro in revenue during 2001 - but have received a total of 2 bio funding from VCs and industry. These figures illustrate very well why venture capitalists are increasingly reluctant to spend capital on e-marketplaces. E-marketplace usage remains low by European firms. During 2001 only 6 % purchased more than 5 % of direct materials through a net market, 80 % sold less than 1 % of goods through an exchange. 

To survive the shake out independents are now searching for new, original business models that offer significant cost savings and/or enhanced revenue opportunities to both buyers and sellers. Not so many generalists are left standing. Instead, most of them are refocusing today either on  a particular horizontal or vertical niche within highly fragmented industries, or on low-risk trading activities. Some of them are simply backing up from this kind of business and become software solution providers or hosts for other e-marketplace enablers. 

Most of the independent e-marketplaces are serving highly fragmented industries such as the electronics, chemicals, medical and construction industries. For example, there are more than 15 e-marketplaces serving the construction industry, which is characterized by rather lengthy and complex building processes. Within such a competitive environment, just well tailored, hard to replicate and complete business solutions are apt to survive. As an illustration, it’s possible to take BuildOnline, a European independent e-marketplace. BuildOnline offers solutions tailored to simplify the complexity of the construction industry processes. By using ProjectOnline, its Internet project collaboration and workflow tool, participants are able to get access to the most up-to date information on the project, regardless of their location. ProjectOnline contains: a central document manager where files can be organized and managed, a project dashboard summarizing what’s going on, what’s new and what’s overdue, workflow tools that can be used to raise and answer questions, an integrated viewer where users can view and add comments to the documents and so on. BuildOnline offers additionally three other useful tools: TenderOnline, TradeOnline and SupplyChainOnline. TenderOnline, tendering tool, has been designed to improve efficiencies with the selection and award of tenders. TradeOnline, purchasing tool, stream the RFQ process and facilitates communication. SupplyChainOnline is an Internet-based software system that allows companies to manage their supply chains in a secure, close environment.  Users can track suppliers and sub-contractors’ performance and leverage the company’s knowledge by sharing best practice supplier information throughout the company. 

The second attractive market for independent e-marketplaces is the maintenance, repair and operations (MRO) supplies market, but also commodities and other indirect products markets in general. The risk of trading with unknown partners within those markets is comparatively low and buyers and suppliers show less resistance to join an e-marketplace. The situation differs within differentiated and direct material markets, since the consequences of buying unsuitable products are much worse and buyers tend to view their relationships with existing suppliers more as strategic resources. A large number of nationally, as well as globally oriented e-marketplaces, spotted the inefficiencies within MRO and indirect supplies markets as their opportunity. Most of the successful e-marketplaces are, however, national. For instance, one of the most profitable MRO e-marketplaces is Manitu, nationally oriented Italian company providing e-procurement services in MRO products designed for the use by industrial companies. The company is the only Italian distributor of MRO products based entirely on the Internet. It offers complete automation of buying processes and end-to-end service, delivery included. It aims to help companies to save money, time and resources in their purchasing of MROs. The only language available on its Web site, at least for the moment, is Italian. As another example, Works.com, operating within the same field, targets US SMEs in the retail and professional service industries. The company helps them to buy MRO products like big corporations do, by enabling buyers to track order status and monitor their budgets and spending levels. Also, it permits small and medium sized businesses to assign purchasing privileges to individual employees, create “cabinets” of products approved for purchase and arrange product returns. 

Small and medium sized businesses are in general an attractive market for independents because of their sheer size. The major problem for Work.com and similar companies, and the main reason why SMEs have been neglected for a long time, is that it is tremendously difficult to make small companies aware of the existence of an e-marketplace designed to serve their needs. However, more and more independent e-marketplaces are showing up, willing to face that challenge. While some of them, like Works.com, are focusing on  a particular problem area (MRO supplies), others have a more general approach. For instance, e-marketplaces such as Onvia link both buyers and sellers to their Web site, enabling the smaller companies to come together in one market. A small start-up might, for example, buy a computer or get a quick quotation for a bank loan, exchange the information and access tools to enhance productivity. Onvia started recently to offer high-value added services to differentiate itself from its competitors. A lot of other independent marketplaces adopted a similar approach.  

2.1.1.2 Consortia e-Marketplaces

Consortia e-marketplaces are built by industry leaders, typically “bricks and mortar” companies that dominate their respective old economy industries. They are the mechanism that traditional companies use to fight back against the dot.coms within their own e-business strategies. By forming jointly an e-marketplace, traditional companies become able to concentrate a  substantial portion of their industry trading volume. They bring along their long-established, extensive networks of suppliers (in the case of buyer-driven exchange) or buyers (in the case of supplier-driven exchange), or both, including distributors and resellers. The chicken-and-egg problem, typical for third-party start-up e-marketplaces, is therefore much easier to overcome. If the founding companies are strong enough, most of their suppliers and buyers have no choice but to join their network. They constitute automatically critical mass and provide liquidity for the transactions.

In most instances, consortia e-marketplaces are being set up as joint ventures. They operate neutrally and independently from their owners, since they are established as independent companies with an independent CEO and an independent management board. The authorities such as the European Commission for the EU and the Federal Trade Commission for the US scrutinize their independence and investigate the “pro-competitive effects” or “anti-competitive harm” that the collusion within these collaborations might cause. Covisint, for example, underwent stringent checks by the European Commission and the FTC to ensure that competition in the industry was not being stifled by the collusion of the largest automakers in the world. 

Consortia e-marketplaces emerge typically within a vertical supply chain in the following situations:

· If the purchasing side has being consolidated into a few dominant players and the supplier community is relatively fragmented and inefficient, a buyer-driven e-marketplace might emerge. Buyer-driven e-marketplaces typically appear within verticals such as the automotive, health care and aerospace industry. For example, within the automotive industry the buyers are consolidated into a few dominant manufacturers. Their suppliers are numerous and spread across multiple vertical supply chains such as the steel and rubber industry. Dominant manufacturers such as Ford, General Motors and Daimler Chrysler have attempted for years to gather and work together, primary via the automotive network exchange (ANX) initiative. Covisint therefore came as no surprise. Renault, Nissan and Peugeot Citroen joined recently as partners. The name Covisint was derived from the primary concepts of why the exchange is being formed. The phoneme “Co” stands for connectivity, collaboration and communication. “Vis” represents the visibility that the Internet provides and the vision of the future of supply chain management. “Int” represents the integrated solution the e-marketplace aims to provide as well as the international scope of the exchange. Covisint is an open e-marketplace, meaning that any company may join. It is not necessary to be one of the founding companies to be able to use its tools, but it is necessary to become a member. In the attempt to enhance liquidity, Covisint approves memberships free of charge. It launched its European operations in March 2001. After a relatively slow start Covisint managed in August 2002 more than $129 bio in transactions over its e-marketplace – nearly 53 % of the estimated $240 bio spent last year by Daimler Chrysler, Ford Motor and GM. 30 of the top 40 auto suppliers use Covisint, which had a total of more than 2000 users in 2001. The main problem when launching Covisint was that, in the beginning, buyers did not ask their suppliers to perform a part of their business online. This was a conscious decision to avoid a disruption in the supply chain. However it led to a slower growth of this e-marketplace than initially expected. The danger of possible negative effects that may arise due to the Covisint dominant position became less evident after another promising exchange, being set up by Toyota in partnership with i2, recently emerged within the industry.

· If the supplier side has been consolidated into a few dominant players and the purchasing side is fragmented among a huge number of smaller companies, seller-driven e-marketplaces can emerge. The steel industry makes a perfect example. According to Lou Schorsch, CEO of brand new marketplace GXS, the steel market can be divided into two major segments: the contract market and the spot market. The contract market is focused on the automotive manufactures and the mechanical engineering industry which have specific demands concerning quality specifications for steel. Both industries are well organized and have formed already strong private and buyer-driven e-markets. On the other hand, the spot market is characterized by commodity-type products that are used by the construction industry. GXS consortium focuses on that market. Its founders are the industry giants Cargill Steel, Duferco, Samsung and TradeArbed. The company targets international markets. In this market, GXS doesn’t have many potential competitors. The reason why e-marketplaces are either not interested or are backing up from this market is a liquidity problem - the steel industry doesn’t offer a possibility to charge acceptable margins on transaction conducted through an e-marketplace, since the traditional margins are rather low themselves. E-steel, an independent e-marketplace, met this barrier and is now repositioning itself more as a tech provider then as an e-marketplace enabler. Additionally, independent e-marketplaces met another very common barrier: since most of the regional markets key players were already linked through EDI, they know each other well. Each new deal is thereby dependent on existing long-term relationships, and there is not much place left for an unknown intermediary.

From the point of view of SMEs, there is a serious constraint on the open use of consortia e-marketplaces, which lies in the differences between the technology infrastructures of large companies versus small and medium sized business. For example, Elemica, an chemical e-marketplace, stated that its e-marketplace “functions as…. contact point for connecting multiple buyers’ and sellers’ ERP systems.” The advantage which Elemica offers are reduced overall costs for individual companies that implement these connections on a one-to-one basis. In other words, the e-marketplace, as many others as well, is obviously designed for large companies. SMEs either do not have such systems or they don’t have system that could be recognized by an e-marketplace. Elemica, for its part, offers additionally Web-based and Web-hosted alternatives for SMEs, but this kind of services remain underutilized. The reason is the presence of multiple relatively strong e-marketplaces within an industry. For SMEs it would be prohibitively expensive to join and to adapt their systems to a number of different e-marketplaces considering that they would only exchange limited quantities of goods.

2.1.2. Private exchanges

Unlike public exchanges, where anyone can participate, private exchanges are set up by individual corporations to deal solely with their own suppliers/buyers. They represent password-protected extranets that extend a single company's supply chain to its trading partners. While their technical infrastructure resembles the one that public e-marketplaces rely on, the private e-marketplaces generally provide more complex capabilities, such as joint planning and synchronized production processes. That requires often that e-marketplaces hook into the back-office systems that house relevant data, meaning that the hooked enterprises’ systems have to be complementary to the diverse systems that e-marketplaces use. Such connectivity imposes additional investments in ERP systems adjustments for all participants, but it provides trading partners real-time visibility into each other’s operations that is essential to develop collaboration along the supply chain.  

There are several reasons why large companies could decide to establish their own exchange rather than to join a public one: 

· Private e-marketplaces offer greater data privacy and security. Many companies consider their transaction activities to be a competitive secret. They don’t want to make their supplier base or purchase patterns visible to their competitors. For instance, Dell builds its competitive advantage on its extraordinarily short cycle time. If it would joint public e-marketplace, its capabilities would be visible to its competitors. Therefore, Dell relies on its own private exchange and keeps in that way its proprietary supply chain management secret. In addition to being concerned about the privacy, firms also want secure access to their systems and information. For a significant number of large firms the firewalls and encryption techniques that public e-marketplaces deploy are never good enough, and they are only certain of the measures they take upon themselves to ensure security. 

· Each firm has its own way to deal with its customers and suppliers. Firms’ supply chains differ depending on their histories, laws, and countries they come from, institutions, and resources they have available. Those deeply rooted behavior patterns and supply chain particularities determine the way firms prefer to start a business over the Internet as well. Private e-marketplace are the only type of e-marketplaces that offer a possibility to transfer those patterns online and choose the method that suits best. By building their own networks, companies can customize their e-marketplaces to their own suppliers and protect the close relationships they want to maintain. Public e-marketplaces offer different kind of advantage: they provide already tailored standards for describing data and business processes, making the job easier and less expensive, but their solution is tailored to fit all, not anyone in particular. Firms should measure the advantages and costs of those two solutions depending on their size, products and the type of its business processes and products. For example, for Wal Mart, a company with a dominant position in its industry and a world-class supply chain management, it makes sense to invest and build its own private exchange. Any benefits that it could receive from joining an industry-sponsored marketplace are outweighed by an e-market that is tailored to its own needs. However for a company whose supply chain is simple and straight forward, or whose product cycle is long, lower cost alternatives would probably deliver better results.

· Public e-marketplaces, both third party and consortia, depend on the fees collected from users to finance operations. Almost none-of the public e-marketplaces are making money, and most of them are still refining their systems to deliver value-added services to the customers. Therefore, large companies, confronted with the immature capabilities of the public e-marketplaces and the question of their ability to stay afloat, often choose to avoid the risk and build their own exchanges.

Dell Computer Corporation has one of the most visible success stories from all existing e-marketplaces. It shows best how the adequate transition from doing all the business off-line to putting almost all of it on-line may enhance productivity and bust the company’s revenue. Dell sells its products and services in more than 140 countries to customers ranging from major corporations, government agencies, medical and education institutions, to small businesses and individuals. For all customers Dell offers product information, build-to-order systems and a solid service to back-up its products. Registered customers are entitled to newsletter and e-mail services as well. Customers who opt for long- term contracts with Dell get discount prices, order history details backed by Dell and access to customised links and ads. So-called “platinum customers”, i.e. highly profitable ones, such as Ford, have their own home pages hosted by Dell. They get all those services customized to their specific needs and requests. On the supply-side, valuechain.dell.com, an Internet portal, provides for real-time information exchange between Dell and its suppliers. Suppliers are able to see exactly what parts Dell needs each day and how many parts it expects to need in the coming weeks. Consequently, the company’s most efficient factories order only the supplies required to keep production running for the next two hours. Its suppliers are electronically informed what to deliver every two hours, so that the factory may continue production. This virtually eliminates parts inventory.  Dell’s ambition in developing such a private exchange is to achieve a constant state of balance between supply and demand. That way, suppliers get more accurate, timely information, customers get products and components they want in a short time and Dell does not have to manage excess inventory.

2.1.3. Portfolio Approach

Many companies adopted strategies that leverage multiple e-marketplaces.  Most of them use those strategies to mitigate risks caused by market uncertainty. Also, there are no one-stop shops. Although many e-marketplaces are built to support a variety of business functions, no e-marketplace is able to support all the functions equally well. For example, third-party e-marketplaces are strong in the indirect material procurement, settlement and payment, while consortia e-marketplaces provide, in general, a higher quality community content. Private e-marketplaces are strongest in the provision of direct materials, fulfillment and logistics, product development, supply chain planning and collaboration and customer service and support. To optimize everything from community content to supply chain collaboration, the best solution for the company is therefore to create a portfolio of e-markets. For example, Dow Chemical is involved in several different e-marketplaces to best meet its diverse needs. Dow’s customers use its private exchange MyAccount@Dow to buy from the company. Dow participates additionally in the consortia e-marketplaces Omnexus and Elemica to sell plastics and chemicals, and uses ChemConnect, an independent e-marketplace, to auction new materials and to find new suppliers. The problem is that this strategy suits just larger companies, since adherence to each additional e-marketplace brings additional expenses that smaller companies could not possibly cope with.

2.2. Industry focus

Distinctions between e-marketplaces according to the industry they focus on are likely to blur with time as e-marketplaces evolve to offer a range of services to participants. But today, this distinction is still present because different types of e-marketplaces have different requirements.

According to the industry focus, it is possible to distinguish two types of e-marketplaces:

· Vertical e-marketplaces, serving a particular industry and providing domain expertise and content and

· Horizontal e-marketplaces, providing goods and services to different industries. 

2.2.1.Vertical e-marketplaces

Vertical e-marketplaces are typically established along traditional industry segments, such as the automotive or steel industry. The traditional business processes have many points of inefficiencies, so-called “points of pain”, contributing to increased costs and provoking delays in business transactions. This represents an opportunity for e-marketplaces to add value. The industries which were, so far, the most attractive for e-marketplace solutions are the computing and electronics industry, motor vehicles, chemicals, utilities, paper and office supplies and others. 

The computers and electronics industry is one of the most attractive vertical e-marketplaces. Most of the industry is already using the Internet for business processes, so the technical barrier is not high. The industry is also characterized by  high vendor and product search and comparison costs. The products are info intensive with a complex configuration and have A short life cycle. Distribution channels are as well complex, because in addition to the established relationships with their distributors, companies make considerable purchases in the spot market to meet short-term needs. Most of the companies are therefore moving their sales and purchasing online. Intel and Dell are conducting already close to 90% of their sales electronically, through their private online exchanges. They moved also most of their purchasing online. Compaq Computer and Hewlett-Packard, together with another 10 companies, are planning to create an independent B2B e-marketplace through which they intend to sell PC components and services. IBM is working on its own venture e-marketplace with another 10 companies. Independent e-marketplaces are focused mostly on market niches within the vertical sector. For instance, FastParts.com focuses on excess and dislocated inventories of semiconductors and other electronic components in the supply chain. It enables its members to offer excess inventories for sale on the Internet, or to locate shortages or access bargain prices on goods they are buying on a regular basis.. 

Within the aerospace industry e-marketplaces abound as well. One of the firsts e-marketplaces to appear was the independent e-marketplace AviationX. It offered technical and procurement resources for small and medium-sized airlines. AviationX was forced to cease the operations shortly after it started to operate, as a strong industry consortium called Exostar was formed. Exostar is a buyer-side consortium, founded by the industry competitors Boeing, Lockheed Martin, Raytheon and British Aerospace, along with the technology partner Commerce One. Its main competitors today are the collaborative e-marketplace Cordiem and the third party independent PartsBase. Cordiem’s 12 founding aviation members include nine airlines, amongst them Air France, American Airlines and British Airways and three equipment manufacturers. PartsBase, as an independent e-marketplace, exemplifies the benefits that small niche players may enjoy from the portfolio approach commonly used by larger companies. It lists some of the founders or equity holders in his competing aero-marketplaces, such as Boeing, Honeywell and Federal Express. Recently the e-marketplace Aeroexchange was set up. Aeroexchange is a consortium founded by 13 airlines in North America, Europe and the Asia-Pacific region. 

Energy trading is moving online rapidly. E-marketplaces bring speed, timeliness and increased visibility into market behavior. The life sciences and health care industries also have large, fragmented and inefficient supply chains that can benefit greatly from moving online. The publication” New World Supply Chain Management: A model for Health Care Organizations
” provides an interesting illustration: a typical hospital buys $50 million worth of goods from about 22000 suppliers annually. The price discrepancy for identical items from different suppliers goes up to 75%, while paper invoicing costs $145 in comparison$5 of online invoice costs. There are numerous e-marketplaces, such as Neoforma, Promedix (acquired by Ventro), Sciquest and others, targeting such an opportunity.

To generalize, the industries that are most prone for the vertical e-marketplaces are those with a large base of transactions and with many fragmented buyers and sellers that are difficult to bring together, therefore with a high search and comparison costs. Vertical e-marketplaces were established first within industries which had a strong pressure to cut high processing costs, such as costs of manual processes based on paper catalogues, telephone and fax ordering.

2.2.2.Horizontal e-marketplaces

Horizontal e-marketplaces, as opposed to vertical e-marketplaces, are not focused solely on the needs of one particular industry. They deal with indirect materials and offer services across multiple vertical industries. Horizontal e-marketplaces were initially founded to support trading of MRO materials such as janitorial supplies, and other indirect (non-MRO) materials, such as office supplies. They are now more and more present also in the services sector. Delphion, for example, offers a comprehensive patent research Web site that contains searchable bibliographic data, full text data, and complete patent-images for patents issued by the United States Patent (both applications and granted patents) & Trademark Office (USPTO), World Intellectual Property Organization (WIPO) and European Patent Office (both applications and granted patents), bibliographic text from the INPADOC patent collection, and bibliographic text and representative images of Japanese patents. It empowers business and intellectual property professionals to analyze, manage and leverage intellectual property assets faster and in a more simple way than before. 

The B2B e-marketplaces that aggregate trading communities from multiple vertical industries are also sometimes called horizontal. The other terms that are also in use for such e-marketplaces are “aggregated vertical exchanges”, “multiple trading communities”, “vertical industry” and “aggregated marketplaces”. Each of them takes a different approach. For example, Ventro, formerly known as Chemdex, managed to establish a variety of vertical markets that stream the purchasing and the procurement processes for different industries.. Ariba, a provider of e-commerce software and network services, spread into different markets through internal development and acquisitions.. VerticalNet, on the other hand, focuses on sellers, not on buyers. It offers banner ads, storefronts and e-commerce catalogues across almost 60 different business communities, in areas such as wastewater treatment and paper manufacturing. According to the founder Michael Hagan, VerticalNet’s main advantage is its ability to leverage new technologies across 60 balance sheets. For example, it acquired Isadra, which makes technology for aggregating supplier catalogue data, and the technology can be used across its entire network, while other companies would have to absorb it into one market. 

It seems that the Forrester Research finding that ”a vertical market is more valuable to the participants the more vertical it is” does not stand, neither from the point of view of e-marketplace enablers which profit from economies of scale and larger audience, nor from the point of view of customers, who get instant access to different e-marketplaces tackling different industries within which they are either sourcing or selling their products and services. 

Revenue Sources

The sources of revenue vary from one e-marketplace to another, depending basically on the primary function of an e-marketplace: is it an application service provider or an e-marketplace operator or an owner. The most significant sources of revenue are:

· Transaction fees

· Subscription and membership fees

· Advertising fees 

· Software sales and licenses 

· Professional service charges and

· Referral fees

· Gain sharing

A transaction fee, also called commission, is the most common source of revenue. It represents a percentage of the gross amount of each buy-sell transaction conducted throughout an e-marketplace. Commission is usually charged to the seller, except in the case of reverse auctions where usually buyers are charged. Companies like ChemConnect and FastParts charge both parties. A commission percentage may be a flat rate, or scaled according to the nominal value of the transaction. In some cases different fees may be charged for individual parts of the transaction, such as invoicing, payment services, cash transfers and transport documents. MetalSite, for example, charges suppliers that respond to a posted Request for Quota 2% of the revenue and as much as 5% plus $10 if the supplier lists its products on their e-marketplace. The actual amount of the commission primarily depends on the role an e-marketplace has in the transaction. Most e-marketplaces act as an agent offering different levels of services. Some of them offer just a platform to conduct a transaction with the interested parties. The whole risk of doing a business over the Internet remains on the participants’ shoulders. Others offer a variety of additional services that decrease the risk related to the transaction. Those services may be payment order systems, arbitrage, escrow and similar services. Such e-marketplaces charge higher commissions, proportionally to the higher risk they undertake. Another factor that influences the amount of the transaction fee is the level of fragmentation of the industry. Within a highly fragmented industry where search costs are high, services of an e-marketplace are highly valued. E -marketplaces can therefore charge higher commissions. Most of the e-markets within the food industry, like ecFood or GlobalFoodExchange, are able to live solely on transaction fees they charge to their members, due to the high fragmentation of the market, but also due to the fact that they are working with perishable goods.

The main problem an e-marketplace encounters when charging transaction fee is the supplier reluctance to be charged every time they decide to transact. Some e-marketplaces are therefore opting for a subscription or membership fee.  Subscription or membership fees are generally collected in advance from registered users on a monthly or annual basis. They are usually based on estimated usage and may therefore vary depending on the size of the member company. Altrade, an electricity power e-marketplace, is an interesting example, because it obliges participants to pay a membership fee and a fee per transaction, but, to create an incentive to trade, it deducts individual fees from the paid membership up to a certain limit.  A few e-markets have tried to charge a subscription fee per transaction, but this model proved to be highly unpopular, since it imposed higher charges on sellers and buyers and it tended to be confused with a transaction fee.

Advertising revenue is a less important source of revenue in B2B e-commerce than it is for B2C. This type of revenue is the most appropriate for industry portals offering community features such as chat, bulletin boards and e-mail discussions, aggregated catalogues with sticky prices and other content. Neoforma, for example, names health facilities as best in class and then sells sponsorships to the manufacturers of the equipment they use. However Community features of this type proved to be much more attractive within B2C than within B2B and just a few B2B e-marketplaces, having members with a large aggregated power as participants, are seriously counting on advertising as a main source of revenue. As a component of the total revenue mix, advertising revenue is mostly present at auctions and negotiation engines, but other revenue streams, such as subscriptions or transaction fees, generally represent a much higher percentage of the total revenue.

To summarise, transaction fees and subscriptions still represent the most important sources of revenue for most of the e-marketplaces. However their usage is expected to decline. According to BCG, transaction revenue has already declined 2 to 8% a year ago, and the downward trend is expected to continue. Some e-marketplaces already stopped to charge transaction fees, using transaction services as loss leaders to attract users. One such company is FreeTradeZone, PartMiner daughter-company, which enables buyers and sellers to utilize Internet-based communications to conduct business in a vendor-neutral environment free of charge. PartMiner owns the world’s largest database of electronic components and industry’s best parametric search tolls. By integrating it into FreeTradeZone and giving away free, it accelerates its adoption rate by users over competitors.  FreeTradeZone and other like-minded companies make profit on transaction fees which are charged on value-added services. Those services may include credit, purchase order management, escrow, payment settlement and clearing, appraisal and inspection of materials, insurance of in-transit materials, warehousing, logistics, export documentation, letters of credit, and land, sea and air shipping. E-marketplaces mostly outsource those services to established players in these fields, which have deep domain expertise, and share the revenue with them. New types of services, which are also expected to become highly lucrative in the future, are services that support collaboration activities. The Boston Consulting Grouppredicts that over the next few years collaborative services, such as supply chain forecasting and planning tools, although difficult and expensive to fully implement, will become critical for the long term sustainability as they could account for a half of the total revenue for e-marketplaces.

The dominant technology providers, such as CommerceOne and Oracle, but also some e-marketplaces that have successfully developed their own technology platforms internally, such as E-Steel and FreeMarkets, have revenue models that resemble traditional software companies. They became platform providers to other e-marketplaces and are now recording two types of revenues. One revenue stream comes from software licensing, which may be a one time fee charged on a per user basis or flat, all encompassing “server” type fee to the e-marketplace, in which case the new user may be added over time without additional charges.  The second, more lucrative, source of revenue is derived from services such as software integration, customization, maintenance and other professional, consulting services. FreeMarkets, for instance, licenses its BuySite customized software platforms, which handle the procurement of near-commodity items, and then charges separately for its ongoing professional services. Some of the technology providers are establishing as well transaction fees revenue-sharing agreements with e-marketplaces for which they provide software platforms for. In this way they transform their actual or potential competitors into their partners and, instead of spending enormous amounts on the combat for the market share, they earn additional revenue while actually expanding their market. For instance, iGetSmart, a subsidiary of WorkFlow Management, basically provides an online platform for sourcing, managing, warehousing and distributing custom printing and business products for its customers, but it additionally operates as an ASP. As ASP it licenses its system to print vendors and distributors and earns a revenue through a one time license fee, as well as through ongoing royalties on the sale of products that are managed by the iGetSmart system.

A referral fee, as another source of revenue, is made possible only by the existence of the Internet and its inherent characteristics in tracking customer movement in real time. A buyer registered on one e-marketplace is provided a link to the other, separately owned e-marketplace. He is tracked moving from one e-marketplace to another, and if he makes a purchase, than the referring e-marketplace collects a customer referral fee from the other one that concluded the sale. For example, BuyerZone provides purchasing tools and advices for SMEs. The company helps business shoppers learn about, compare and buy thousands of products and services from a full range of online and offline suppliers. Shoppers can quickly identify items that best suit their needs and conveniently place orders online from top suppliers. For each successful referral, the company charges a small referral fee to its partners.

Finally ‘gain sharing’ can be an additional revenue source, in particular in procurement.  Gain sharing works according to the principle that an e -marketplace provider works out, together with its customer, the savings a company could make from participating in an e-marketplace. The provider then takes a percentage of these savings.

The vast majority of e-marketplaces relies on multiple sources of revenue. Most of those e-marketplaces that originally based their revenue models on transaction fees are only now expanding into other potentially lucrative areas. E-steel for example met a severe decrease in the transaction revenues and is now repositioning itself more as a tech provider than as an e-marketplace enabler, gaining additional revenues from the software sales and professional services. Its competitor, MetalSite, on the other hand, enhances its revenue from transaction fees by charging additional fees for services it provides, while MaterialNet, another competitor, earns instead on advertising. 

Business models for e-Marketplaces

According to Paul Timmers
, business models should be understood as an architecture for the (organization of) product, service and information flows. Each business model is characterized by:

· Various business actors and the roles they play in the product, service or information flow,

· Potential benefits for those business actors and

· The sources of revenue. 

In practice several business models are implemented. Some of them are fully operational, while others are still in the experimental stage:

· Catalogue aggregation model 

· Buyer aggregation model

· Request for quotas (RFQ) and Request for Proposal (RFP) models

·  Auction model

(a) Standard (English) Auction

(b) Dutch Auction

(c) Reverse Auction

(d) Other  types of auction 

· Real time exchange (NASDAQ-like)

· Collaboration platform 

4.1 Catalogue

An E-Catalogue is an electronic version of a company’s paper catalogue. It may include information such as products that a company sells, their descriptions, quantities available, prices (per unit, per order size, for different customers) product presentations (pictures, sound, 3D images) and, possibly, links to Web sites with related information. An electronic catalogue, in comparison with the paper version, enables a much faster search, provides in-depth, extensive information supported with images and 3D pictures and gives a possibility to update information as frequently as the seller wishes, at virtually zero cost.

E-Catalogues are made accessible either through the suppliers who own Web sites or through one or more e-marketplaces in which suppliers participate. Whether suppliers choose to build their own Web sites or whether they join an e-marketplace, or both, depends primarily on the size and the nature of their business. 

SMEs usually have an e-catalogue built and hosted by an e-marketplace. They are often invited to join an e-marketplace by their major customer, already a member.  In this case, they usually get their catalogues built and hosted free of charge. If they decide to join an e-marketplace without the invitation, they are likely to pay certain charges. They could be either charged with a package price for the whole catalogue or they could pay for the catalogue hosting per line item. 

Companies may chose either to build a catalogue in house or to accept an e-marketplace solution. There are two types of e-catalogues that could be offered. Certain e-marketplaces offer a catalogue that enables online purchasing at predetermined fixed prices via e-commerce, while others offer just the possibility of posting online the inventories and the prices, if available, and link the sellers with the potential buyers. In this case the negotiations are conducted offline. Since having a catalogue built by an e-marketplace is the least expensive solution and helps avoid problems caused by the wrong choice of the catalogue taxonomy or its structure, smaller companies and the ones that don’t have complex catalogue demands prefer this solution. The e-marketplace catalogues are usually user-friendly and easy to update. For instance, when a supplier using the Covisint catalogue decides to introduce a new product, all he has to do is to be able upload the product and the price files into the catalogue by filling in a desktop application and a Covisint-provided template. The seller can use the same spreadsheet to delete discontinued items from the catalogue or to update newly contracted prices. As another example, to give its suppliers a boost, GE works with them to get all the information needed to meet requirements of its e-marketplace, meaning at times even scanning images from their paper catalogues.

Companies with complex catalogue needs generally prefer to build their catalogues without the help of an e-market. In this case, they usually engage eCatalogues Solution Providers specializing in catalogues building and management. Dell for example has built his catalogue with thehelp of the ArcadiaOne Solution Provider while Deutsche Telekom’s T-mart e-market used the services of Poet Software. Those companies may decide to publish catalogues either on their own Web page, or to make them accessible through one or more e-marketplaces.

Catalogue solutions are mostly used within fragmented industries, such as chemicals, semiconductors and electronic components and routine medical supplies, in the attempt to decrease search costs. For example, within the medical equipment industry, which counts just in Europe more then 5000 manufacturers, most of which are SMEs, search costs that buyers face when trying to find a particular piece of equipment at an acceptable price are tremendously high. Buyers can’t rely on general business directories, such as Yahoo, since they are not customized for the medical industry and not efficient when searching for a specific product. Therefore, in the absence of an e-catalogue, they have to search through a number of catalogues and brochures available in paper form trying to discover which products are available on the market and under which conditions. In such fragmented markets sellers spend as well large amounts of time and money on heavy advertising and price lists updating to make the customers aware of their existence. E-marketplaces trying to combat those inefficiencies are numerous. One of the most successful ones is Neoforma. Neoforma offers the possibility to manufacturers to enter their itemized product listings into its catalogue, sometimes even with 3D images. 

Catalogues are also used for time critical purchasing. They are mostly used in situations when buyers can’t afford the risk related to the confirmation of the availability of the products and services at an acceptable price, or when the buyers are simply not willing to wait for an auction to save a small amount on a critical component. 

The limitation of the e-catalogues is that the prices posted in a catalogue may not reflect necessarily the true market conditions. In the case when the prices are not stable, but volatile, some of dynamic trading models, such as Liquid exchange or Auction, that allow real-time pricing based on market conditions, might be a better solution.

4.2. Buyer aggregation model

Buyer aggregation (also known as demand aggregation, volume purchasing, group buying and on-the-fly co-op) is the opposite model to supplier aggregation (catalogue aggregation) model. The model is driven by the small buyers who get  together online to receive volume discounts from larger suppliers. Jim Rose, cofounder and CEO of MobShop, an e-marketplace offering the possibility of group buying, explains the logic in very simple words: “Your company needs 100 new printers? Maybe a larger firm down the block needs 1000, and you can both get the volume discount for 1100
.” The more buyers participate, the larger the collective buying power and the lower the prices. 

Buying cycles are generally seller-initiated, but there are also buyer initiated ones. MobShop, for example, developed a new “Demand-cycle” format, through which buyers can make requests that are pooled into suppliers databases, from which suppliers can bid on what the final price of an item will be. ShopMates, another group purchasing enabler, has a different approach, but enables group purchasing as well. It offers the possibility to suppliers to integrate its GroupCart software solution into their Web sites. All suppliers need to do is to enter their products and  the scale of prices according to order volume for each product and to add a discount link beside the product description on their Web site. Buyers may screen the conditions that are offered and regroup themselves to get targeted discounts. 

The benefit for the small buyer using this model is clear: he becomes able to buy under the conditions that just the largest buyers can get. On the supplier side, group buying leverages word-of-mouth communications between buyers in chat rooms, newsgroups, email lists, and other forums. That enables sellers to capitalize on the ease of communications within Internet communities, to reduce marketing costs and to acquire new customers. They also profit from the enhanced ability to preview the buyer demand prior to inventory build-up and thereby from improved inventory management and reduced risk. Some sellers launched discrete Web sites dedicated to volume purchasing for their entire inventory, while others incorporate volume purchasing just for a few products as an unique promotion, cross-promoting in that way high-margin products and services to their newly acquired customers at low costs. 

4.3 Request for Quote (RFQ) and Request for Proposal (RFP)

In a traditional purchasing flow buyers first need to identify potential suppliers. After having identified suppliers with whom they might be interested to work, buyers send out either a Request for Quote (RFQ) or a Request for Proposal (RFP). 

The RFQ and RFP models differ. In the case of a RFP, the buyer creates a specific request for products, services or a combination of both. A RFQ is specific to a product or service. There is a difference between specifying a quote for certain products by giving the parameters a product has to comply with (for example, a quote for a VoIP system giving certain parameters) and requesting information on a particular product (a quote for 3Com’s NBX 100).

Traditionally RFQs and RFPs are sent by fax. In the attempt to improve the process, some buyers have started e-mailing them as Excel spreadsheets as well. The whole process is, however, slow and cumbersome. Buyers have to collect the information about the needs of the enterprise, put it in the Excel, cut-and-paste it a number of times and send it to various distributors. Replies usually arrive in a variety of formats, therefore sorting out all quotes and keeping track of the past experiences with different suppliers is time consuming and expensive. 

By streamlining the process, e-marketplaces increase the efficiency within this “pain point” in the industry. One of the most visible advantages that buyers get, if they decide to start working through an e-marketplace, is that their quotes return back in the same format. That eases comparison across a number of parameters, such as product availability, delivery times, quality or price. Most of the e-marketplaces, like, for example, A Plus Manufacturing, maintain as well a database of distributors and the brands they handle, and, as Dave Kichar, director of supply-base management describes “the quote engine that knows to send the RFQ only to the relevant distributors.” This saves time, because whenever a product requires a specific brand or component, which is often the case, only the distributors carrying that particular product get the RFQ. E-marketplaces also often maintain the history of different transactions that firms have been conducting when using their services. In that way, buyers are able to speed up and simplify the sourcing and the ordering procedures. For example, they can make just small adjustments on the RFQ/RFPs they have already sent and use them for the purchases that follow, without starting the form each time again. They may also easily check payment and performance records of companies they have previously worked with which provides a good knowledge base. 

Filling out RFP/RFQ and purchasing the goods through an e-marketplace is generally made easy. For instance, Printoffer, an e-marketplace for printing services, offers to its customers an interface that is simple and self-explanatory. The customer does not have to be an expert to get through the procedure. Printoffer’s RFQ form contains all information that printers need to be able to quote on the job, such as the number of pages, the type of paper and binding, the delivery date and so on. After the RFQs are distributed, interested printers reply directly by e-mail to the buyer. In that way there is no danger of collusive bidding. At the end, the buyer examines all the bids and makes a selection based on the price and other factors. Some other e-marketplaces provide a hybrid platform where the trading event starts with a RFQ workflow, with sourcing and posting a RFQ by buyers, and later becomes a reverse auction, with real time, competitive downward pricing by sellers. This hybrid model is termed either as an “RFQ” or a “Reverse Auction”, depending on the e-marketplace providing it.

RFQ/RFP e-marketplaces became an important venue for SMEs, because small niche players which are registered at such e-marketplaces have a chance to get orders they would otherwise not have found out about. Practically, since e-marketplaces are generally open to everybody who wants to join, SMEs have an opportunity to get in touch with the right persons within larger firms that were previously out of their reach. That way, they gain the possibility to compete very successfully for niche jobs, particularly when it happens that certain production run perfectly matches their production capacity. Large companies, on the other hand, because of the specialist skills they posses still get jobs through e-marketplaces as well.

4.4. Auctions

4.4.1. Standard (English) Auction

The standard or English auction is one in which bidders compete to buy something from a single seller. The bid price proceeds upwards and the highest bid wins the auction. 

The first Web-based auctions appeared within B2C space. Internet technology lowered the costs of organizing an auction and of participating as bidder. Online auctions provide several advantages relative to traditional auctions. The most visible advantage is the increased convenience for buyers. In the traditional English auction with the bidders present in the same room, an auctioneer closes the auction using a typical “going, going, gone!” procedure. English auctions on the Internet are different, in the sense that bidding became typically asynchronous, lasting days or weeks with geographically diverse bidders participating. Bidders have more flexibility about when to submit the bids then in the case of the traditional auctions. Additionally, most of the e-auctions offer search engines and clickable hierarchies of categories, making it easier for the buyer to find a particular item within thousands of items on an e-catalogue than in a paper catalogue of an auction house. 

Two of the earliest Web-based auctions, Onsale and eBay, started as different business models. Onsale started as a merchant site, while eBay chose to act as a listing agent site. A merchant site offers its own merchandise for sale, acting as a wholesaler/retailer who conducts its transactions through auctions. A listing site, such as eBay, acts as an agent for other sellers, allowing them to register their items and running transactions on their behalf. Today, it is possible to encounter auction sites, both within B2C and B2B space, that apply one of this two business models, but also others that combine both of them, auctioning their own merchandise while allowing others to list independent auctions on the same site. 

The auctions fit best for situations where the goods are in limited supply and the demand is unknown to the seller, since those are the circumstances under which the flexible, market-determined price is likely to be the greatest. Within the B2B space, the auctions are most often used for brand new products. For instance, ChemConnect, a leading global e-marketplace for bulk chemicals, provides the access point for more than 4000 leading chemicals companies buying and selling their excess inventory. Farmbid, a leading agricultural e-marketplace, provides a market for 5000 farmers to buy and sell cattle, pharmaceuticals for cattle and used farm equipment machinery. Most of these e-marketplaces started as pure auction sites, using auctions as a way to enter into the e-marketplace, and are now developing either additional catalogue aggregation or more comprehensive sites that offer many services, including logistics, credit and content about the industry via news and research data. That makes a difference between B2C and B2B auctions. Consumer auctions typically end when the deal is reached and parties are often left to execute the transaction, including shipping and payment arrangements. Business auctions, on the other hand, often require supporting business services, such as logistics, financing, escrow and appraisal. 

The participation of trading partners in an auction is more rigorous and regulated in B2B than in B2C auctions. While any user may sign up and sell and buy products on a consumer auction, new trading partners in B2B are mostly checked for their company background and credit history in order to ensure low-risk trading relationships. Most of the B2B e-marketplaces provide also a possibility to conduct a private auction. In a virtual private auction a seller invites only his own private community of known, established buyers to submit bids. An e-marketplace either helps to find qualified buyers or it allows sellers to upload their lists of private buyer communities onto the marketplace in advance. In the second case, upon initiation of any particular auction, the seller may click on a single button to invite either public bidders or his pre-loaded community of private buyers to participate. The private auctions typically last just a couple of hours, after which the highest bidder comes out as a winner.

Market rules defining business auctions are generally more sophisticated than the rules for consumer auctions. The service and item catalogues are as well more regulated and typically standardized. so that they can be retrieved and recognized easily by partners submitting offers and bids. In consumer auctions such as eBay, the sellers are left much more freedom in presenting their products.

Traditional ascending auctions provide little possibility to modify anything except the most basic auction parameters. Most e-marketplaces provide therefore a wide choice of auction designs that can support different individual and business trading requirements, such as Dutch auctions, Reverse auctions and Cherry Picking auctions.

4.4.2 Reverse Auction

A reverse auction is one in which bidders compete to sell products or services to a single buyer, so the bid price proceeds downwards rather than upwards.

As English auctions, reverse auctions may be organized as public or private auctions. 

A public auction is open to qualified sellers that are pre-approved by the exchange and meet the parameters specified by the buyer for the particular auction. For instance, on FreeMarkets, which is one of the most famous e-marketplaces providing online reverse auctions, non-price items are strictly standardized, meaning that “…if the buyer says the minimum order quantity is 25, than that’s what it is. If the supplier say they can’t do less than 50, that’s their tough luck.”
 All suppliers that do not meet the criteria are automatically excluded. Other important qualification criteria for suppliers may be a solid management team, an adequate manufacturing facility, geographic proximity and ISO9000 quality assurance certificate. The buyer who offers the lowest price is not automatically the winner. Generally, the competition is high and prices go down significantly, but the final decision depends not only on the price reached, but also on other factors, such as quality of the product and the possibility to develop long term relationship. 

A private reverse auction is a closed, invitation-only type of auction. The buyer invites only the companies with which he is prepared to do business, so the auction bid price becomes the final deciding factor. A seller’s pre-selection is generally done within the company organizing the auction, but there are also some e-marketplaces that provide this kind of support such as FreeMarkets which created a whole set of information and tools for buyers to make better purchasing decisions.

4.4.3 Dutch Auction

Traditionally, the Dutch were auctioning their flowers to wholesale distributors by grouping them in allotments or piles often aligned in long rows in the warehouses. The auctioneer would approach a pile and announce a price that was clearly too high, then quickly count down to progressively lower prices. Potential buyers, having previously examined the merchandise and decided on a price they were willing to pay, would crowd around, waiting for the auctioneer to arrive at their preferred price. The first buyer to declare would get that lot of flowers at the last price, whereupon the auctioneer and buyers would quickly advance to the next portion for auction. 

Thus a "Dutch auction" is a selling arrangement where the seller starts at a high price for an item and over time reduces the price. Buyers wait until an acceptable price is reached, then make a "bid" that fixes the price. The first bidder takes the item. On the Internet, the whole process is automated. Auctions typically last a short period of time. For example, on the Klik-Klik Dutch Auction site, a limited amount of the merchandise is offered to interested buyers for a period of just a couple of minutes. Upon entering the auction buyers may see a description of the good, a listing of the total quantity available, the clock displaying the time remaining in the auction and the current price. As the auction progresses, the price automatically drops down from the starting price every few seconds. A registered buyer may buy the merchandise just by clicking on the price and the clock stops. In case multiple items are available, successful bids are automatically recorded with the time and price of the participant’s bids. A potential disadvantage of this type of auction is that, since it takes place so quickly, it does not allow asynchronous bidding. 

4.5. Real time exchange

Real time (Liquid) exchange represents an e-marketplace where buyers and sellers may actively view and exchange bids and offers in near-real time. It resembles the traditional stock exchange model. The difference is that liquid exchange is Internet based
. 

Trade on the exchange is not limited to a certain period of time. Buyers may trade “at will” and be always sure that they will secure goods at the published price. Market liquidity is assured via constant supply. Besides the actual manufacturers, the traders and speculators that may or may not be interested in the physical use of the goods being traded are generally active on the market and contribute additionally to the total transaction volume. Prices are transparent  and represent “true market prices”, since they reflect the balance between offer and demand at any moment 24/7. For the same reason, however, prices are as well highly volatile.

Products purchased on this kind of exchange are of a standard nature.. Exchanges have to be able to break up the product description into just a few parameters that represent the key determinates for the buying decision. Therefore, products that require long specifications cannot be considered. 

Typical products purchased on the exchange are electricity, gas and telephone capacity. One of the biggest exchanges ever, although barely existent today, was EnronOnline, trading some 1500 commodity products in sectors as diverse as energy, petrochemicals and plastics, coal, bandwidth and credit derivatives. Last year this platform completed 5000 transactions per day representing an average of nearly $2,5 billion in reported daily transactions.
 Today, a month after Enron’s bankruptcy, EnronOnline conducts a rather modest number of transactions, mostly within the energy sector. The exchange was hit badly by Enron’s bankruptcy due to its rather specific business model. The trading platform was set up in the way that every transaction involved Enron as a central broker. Enron was buying and selling all commodities. The prices to buy and sell were more transparent than calling from broker to broker. That brought significant liquidity into the market, but a great risk as well. When Enron stumbled, all traders carrying trade on the books with Enron were faced with the possibility that Enron will fault on these obligations. The dependence on one company as Enron proved to be a very risky strategy for traders. It remains to be seen whether traders will except this risk or turn to other kind of energy exchanges, such as Intercontinental Exchange (ICE) or Houston Street, where they have  the possibility to set up parameters for trading with other participants directly, based on the collateral of each participant. Whatever traders will decide, liquid exchanges in general are going to remain a serious channel to do business within the energy market. Outside this sector, it is still not easy to find an exchange operating successfully. One example might be Arbinet Communications, which is pioneering online trading in telecommunication capacity by developing a Web-based community, called the Arbinet Global Clearing Networktm. 

To achieve the necessary liquidity, some exchanges are developing financial instruments to allow options, spread and futures to be traded over the system. Enron used to be one of the major players on the market for petrochemical futures and other financial derivatives, and its bankruptcy had a major impact on trade, particularly in the short term. The petrochemical market is recovering and it is likely that a fresh joint venture between CheMatch and Chicago Mercantile Exchange (CME) is developing a neutrally regulated future market, is going to take the lead soon. In November last year, New York Mercantile Exchange realized the new Internet version of NYMEX ACCESS to launch the first product intended to be traded on enymex. ’’The purpose behind the development of enymex, says Mr. Thomas Mallon, Vice President of Business Planning and development at NYMEX, is to introduce a product line designed to mirror those instruments currently traded in the energy-over-the counter (OTC) market.  These products will be traded electronically and cleared through the NYMEX clearing house thereby eliminating counter party risk. The first OTC product launched was a NYMEX look-alike called the Henry Hub Natural Gas SWAP (it's basis for settlement is the Henry Hub Natural Gas futures contract actively traded on the trading floor).  This product trades electronically during the day on NYMEX ACCESS concurrent with futures trading taking place on the trading floor.  Other new products which are actively traded OTC are planned to be listed on NYMEX ACCESS in the very near future.’’ In December last year they also announced plans to open the NYMEX ACCESS system beyond only members of NYMEX and COMEX
, therefore their trading screening base is expected to grow substantially.

Liquid exchanges allow immediate purchase of goods. They are therefore mostly used for time critical purchases and for frequent purchases of  goods not covered by long-term contracts. Most of them provide different facilities to speed up and ease the trade. For example, APX, an energy exchange, offers to handle all complex back-office tasks, such as scheduling, settlements and supplier credits, on behalf of the buyers, while its competitor Houstonstreet provides credit rating customized to each individual company. On the base of the rating, the system simply blocks traders trying to close a deal with the seller that is not on his company’s approved list. Most of the exchanges arrange and execute delivery, particularly the ones working within the telecom and energy industry, since here delivery can be executed on the spot via digital networks.

Buyers and sellers trading on the exchange are frequently anonymous, meaning that the identity of the other party is usually not reviled until after the deal is concluded. Anonymity enables traders to put on or unwind their positions without disclosing their intentions or the problems they may encounter in certain moments. 

4.6. Collaboration

Auctions, catalogues and other models described above have one thing in common: none of them support new processes. All of them just replicate the traditional processes over the Internet, in an effort to cut costs and accelerate the process. Collaboration e-marketplaces, on the other hand, are changing the nature of transactions between buyers and sellers and, hence, the nature of the relationship between them, by providing “a platform whereby business information (such as business plan, sales forecast, replenishment plan, promotion plan, product design etc.) is jointly derived, jointly affirmed, jointly planned, jointly executed and jointly measured against by all interested parties.
” Their value proposition is therefore different. Basically, they offer improved visibility throughout the value chain. Instead of waiting days or weeks for the information to flow backwards through the supply chain, with all potential potholes of erroneous or missing information, participating suppliers get an opportunity to react in near real-time to fluctuations in customers’ demand. Those e-marketplaces, whether public or private, are changing the structure of the value chain itself: it starts to resemble a network. Members of the network are not competing as single entities, but as entire value chains.

Collaboration platforms basically provide two types of support:

· Unstructured collaboration, which includes document exchange and sharing, shared whiteboards, discussion forums and e-mail. For example, MarketingNet, an online library at Procter & Gamble lets P&G managers, marketing groups and executives view their proposed advertising videos, as well as their competitors adds and market news over the Internet. They also  promote “collaboration rooms”, i.e. videoconferencing technology and Intranet as a platform for knowledge sharing and brainstorming sessions of geographically dispersed virtual teams. Members of product teams in different locations meet electronically and the company profits from an improved sharing of tacit knowledge, quicker business decisions and reduced travel expenses.

· Structured collaboration, which involves shared participation in business processes. In this case two or more parties participate in an iterative, negotiated business process to achieve a common goal. They may use both generalized collaboration tools (such as joint diagnostic labs, sharing sessions, best practice analyses) and more specialized tools (such as eCAD-CAM for joint design work), or collaborative planning software. For instance, Cisco has designed its system and processes to enable the flow of information throughout its supply chain. Now the company exchanges real-time data with partners regarding demand forecasts, order backlog and inventory. Its business processes, as well as the processes their suppliers were relying on, have changed “from the root”. The specific tools that companies need for collaborative commerce differ from industry to industry. Enterprises from the manufacturing sector are usually implementing collaborative planning, forecasting and replenishment (CPFR solutions. Basically, the CPFR solution shares, compares and alerts trading partners to changes in forecasts or key supply chain metrics. It may also support the generation of demand forecasts and replenishment plans for trading partners. Wegmans grocery chain and a Nabisco distribution center conducted a pilot project during which they shared data on 22 items.
The Nabisco sales forecasts were automatically compared with Wegman’s own forecast for its stores and, whenever any variance occurred, the software alerted both parties by an e-mail. The trading partners could promptly react and decide on the replenishment quantity to rectify such discrepancies, which diminished the need to build a large inventory base and decreased the risk of shortages. Except comparing one organization’s forecasts with another, the CPRF system may also be used to compare a plan with the actual results. For example, ADC’s and Dell’s suppliers are instantly notified of any intent to change the product component and they can respond immediately through Agile’s application commonly termed Engineering Change Order (ECO) management system. Suppliers no longer need to go through telephone, fax or e-mail, and this helps them manage their own requirements all the way up the supply chain to their own suppliers. In a word, the CPRF system manages by exception – it addresses variances, whether plan-to-plan or plan-to-actual. The latest CPRF systems may also support additional applications. For example, VICS CPRF state-of-art system identifies and negotiates planned promotions, new product introductions, inventory policy changes, and store and plants opening and closings. It forecasts demand, allocates demand to selected suppliers, calculates replenishment plans, authorizes shipment, selects roads and routes, and tracks shipments to delivery. The e-marketplace also captures historical data, such as actual sales, on-hand, orders and shipments throughout the supply chain to be used in future plans. Finally, the system uses exceptions and alerts to ensure continuous feedback and improvement. For the enterprises in the customer business, sales support applications, including CRM, configurations, catalogues, pricing and promotions are more relevant. Dell’s virtual supply chain is one of the most quoted examples of its industry leading B2B configure-to-order model. As another example, Cisco is well on the way to combine Web sites and traditional call centers into one single entity. The company implemented already a few years ago VisualTek’s Visual Rendezvous product.  The product’s interactive chat and whiteboard tools allowed Cisco customers to dynamically interact with Cisco representatives. It enabled the exchange of drawings on-line with the aim to enhance communication and speed up the resolution of  technical support issues. The WebLine Collaboration Server 2.5 and MediaBlender products enable customers now to simultaneously interact with the Cisco’s representatives via the telephone and the Web. As the customer and the representative speak on the phone, they can co-navigate the Web, share electronic documents and interactively complete shared Web-based forms. 

As another example, within the automotive industry, Ford developed the “Build & Price your new Ford” option that allows a customer to customize his new vehicle. The Online system is directly connected to manufacturers, so that customer may compare on the Web site different vehicle option packages to see what comes as a standard, then select different options and see how they affect prices. At the end, customers may search for a dealer within a selected area and conclude the deal.

The collaboration features are still in the early development stage, but collaboration is steadily taking off. Jupiter B2B Executive survey
 found that more than 80% of B2B buyers will be strongly influenced to trade online with suppliers who offer more comprehensive services, including collaborative product design and supply chain inventory visibility. According to the survey, more than half (54%) of B2B buyers would treat suppliers as “preferred vendors” if they would provide such value-added services.

On the other hand, there are still two major barriers that need to be overcome, so that collaboration could fully take off: companies are concerned over sharing sensitive data with business partners, particularly over private e-marketplaces. In addition, the investments necessary to integrate existing technologies are a barrier.. The biggest problem is the integration of relatively small companies deep in the lower tiers of the supply chain. Those companies are expensive to serve, but still necessary as a part of the network, in order to reach the full potential of collaboration. Most of them do not have sophisticated IT systems needed to support real-time information sharing. E-marketplaces have no other choice but to connect them through simple Web interfaces, which in turn restrict the extent of real-time or dynamic services offered throughout the entire e-marketplace. Additionally, due to their huge number particularly in the lower levels of an industry supply chain, they require enormous investments in sales force and customer support, while there is a strict limit on how much they could be charged.

The e-Marketplaces Landscape

According to Deloitte Consulting, globally, the number of e-marketplaces has soared to around 1500 e-marketplaces over the past few years. Other sources count from 500 to more than 4000 e-marketplaces present today on the market. Although it is not possible to quantify their exact number, it is possible to claim with certainty that the number has reached the peak and that e-marketplaces are entering a period of consolidation. Already, a handful of high profile sites have failed. Amongst them, Equipp.com, an online exchange for industrial equipment shut down after running out of capital; Industrial Vortex, unable to get a second round of financing, went belly-up as well. 

The most obvious obstacle for the growth of  e-marketplaces is capital. Many e-marketplaces overestimated their ability to raise second and third rounds of financing from their investors. After the dotbomb in March 2001, the high risk capital has dried up. Venture capitalists have become much more choosy. The e-marketplaces that remained in business are now re-thinking their strategy. To bring liquidity into the market, a number of them are either letting their buyers and sellers take an equity share or merge with other competing companies. For instance, Neoforma, an independent provider of services in the medical products, supplies and equipment market, recently implemented a stock incentive for VHA, a network of 2000 community owned health care organizations and their affiliated physicians. VHA, which signed up 133 of its hospitals with Marketplace@Novation, was given a warrant to purchase over 30 million shares of Neoforma stock. A lot of other independent e-marketplaces followed the same logic. Most of them offered equity shares to their participants according to the transaction volume they brought into the market, compromising neutrality for the sake of liquidity in order to survive. On the other side, a number of e-marketplaces merged. For instance, the two competitors, CheMatch, trading chemicals, polymers, feed stocks and fuel products online, and ChemConnect, trading chemicals and plastics, recently merged under the ChemConnect name. Buyers and sellers of chemicals and plastics worldwide warmly welcomed the merger, since it cleared up a lot of confusion about where companies should be putting their trading volumes. The press is already speculating, probably inspired by the number of other mergers and acquisitions that recently occurred within B2B, that ChemConnect may likely want to partner with Elemica, an order processing company in the chemical industry, to solve connectivity issues. 

In the future, the relationships between e-marketplaces may as well take a form of other types of  workable partnerships, such as joint ventures, technology sharing or co-development, revenue sharing, sales and marketing alliances and other seamless joint operation projects. In fact, the vendors of e-markets building software, such as Ariba, CommerceOne, RightWorks and Calico Commerce, are already touting the idea of partnership as a way to ply the network effect. Ariba has developed a capability called “punch-out”, that enables the integration of a company’s internal enterprise system into an e-marketplace. The company calls the capability “Junior M2M”, indicating that it could be used as well to establish linkages between different e-marketplaces, giving that the other conditions are met. CommerceOne went much further. The company has partnered with 23 companies, among them Compaq, Covisint, Exostar, Siemens and other well-known names, to create the Global Trading Web Association, targeting global electronic commerce. The association became the world’s largest open B2B Internet-based trading community. By using the Internet to break down geographical barriers, it enabled a buyer on a member e-marketplace to conduct business with any supplier on another member e-marketplace through a single connection. Business service providers on one member e-marketplace got the opportunity to provide services to a buyer, supplier, or other service provider on any other member e-marketplace. The concept of building such alliances was tempting for other e-marketplaces as well. According to Boston Consulting Group, 68% of the e-marketplaces that responded to their survey said that they had already been approached about the matter of linking with another e-marketplace. 

Three types of strategic linkages have been discussed. First, vertical e-marketplaces showed an interest to create linkages with horizontals. In that case, they could quickly leverage domain expertise in infrastructure, supplier contracts and processes that horizontals have developed, to help their members reduce their indirect spending. Both e-marketplaces would profit from boosting the volume and liquidity. Second, broad-based industry verticals are likely to link with numerous niche e-marketplaces as well. The broad e-marketplace would fulfill most of the business needs, while the smaller niche players would fill the holes. At the end, buyer-driven and seller-driven e-marketplaces are both considering to enter strategic alliances. If those e-marketplaces were to link with each other, they could achieve value chain synergies, avoid duplication of efforts and accelerate the establishment of individual customer and supplier relationships. Finally, from the point of view of the end-users, the prospect of the e-marketplaces network creation is attractive as well, since it would enable them to conduct a business with countless partners around the globe just by hooking up into one local e-marketplace.  But, practically, the global interoperability is still just a concept that has to be worked out. The main obstacle, especially on the international scene, is the lack of communication standards. The XML, eXtensible Markup Language, is widely accepted, but the problem is not just the markup language. The real challenge lies in the communication between dissimilar e-marketplaces, because for them, to transfer information, they have to dwelve down into semantics of XML, which is where the variations lie. According to Josh Greenbaum, senior consultant at Enterprise Applications Consulting, the second, even more serious obstacle, lies in the fact that most e-marketplaces don’t have enough critical mass to justify building links to other marketplaces. Most e-marketplaces are still focusing on getting brand names signed up, which leaves tens of thousands of companies down the supply chain out of the game. A propos this situation, Greenbaum states: “Until it is easy for a small supplier to make a connection, there will always be a gap in the ability of an M2M e-hub to deliver the liquidity that would come from connecting multiple entities.” 

The Alternative

Shaw Fanning, a few years ago, figured that millions of people scattered around the globe had MP3 files sitting on their hard disks, without any real chance to share them between each other. He decided to solve the problem, but it was clear from the start that he couldn’t just collect all MP3s on a central server and distribute them from there. Apart  from the costs and copyright obstacles, the sheer size of all those files and the constant demand for uploads and downloads, would make physical centralizing impossible. Instead, Funning turned to peer-to-peer networking. The files stayed where they are, on individual hard drives. The central server, Napster, simply maintained the central list of who had what and, whenever a user requested a song, it put the user in touch with the source to exchange MP3 directly. The worldwide acceptance of the software brought peer-to-peer (P2P) into the spotlight, but made it unfortunately almost a synonym for MP3 file sharing. 

P2P is a type of network in which each workstation has equivalent capabilities and responsibilities. This differs from client/ server architectures, in which some computers are dedicated to serving the others.

The technology was in use already for quite some time before Napster applied it, and was used for much broader purposes than the simple music exchange. For instance, Intel was using P2P networking already for years for distributed computing. However, Napster and the companies that followed up the idea, such as KaZaA and Gnutella, helped to introduce the advantages of technology to a broader audience and attracted the venture capital for the further technology adaptation for business use. 

During the last two years, a couple of innovative entrepreneurs applied P2P infrastructure onto their e-marketplace models. One such venture was Netrana, an e-marketplace with a mission to facilitate online transactions. Netrana’s peer-to-peer trading product, SpotDealMaker was created to change the paradigm of doing business online by substituting the traditional, centralized hub approach with a system that allows business to transact and pass information by direct connections between them. Netrana’s CEO, Rusty Braziel, spotted that there are markets, such as niches in the chemical industry, where only 10 to 20 individuals are actively involved in trading. The centrally-based e-marketplaces models failed to attract those buyers and sellers, because the products characteristics were so unique that relying on an e-marketplace to set up the business rules for conducting transactions was not acceptable. The transactions there tended to have stayed on phone and fax, so Braziel configured SpotDealMaker to support those transactions exactly in the way they were happening offline. “What SpotDealmaker does is to replicate that process”, explains Braziel. “You and I, between ourselves, decide how we want a transaction to look, I push the transaction to you dynamically, and you change it and push it back to me. We’re not using a Web site, there’s not central server in the middle of the transaction. I am developing the transaction, sending it to you, like I called you up and told you about it over the phone, you react to the transaction, which you own on your machine ….. The dynamic that existed before between you and me over the phone was exactly duplicated by SpotDealMaker.”
 To put it in a broader context, the P2P infrastructure, unlike center-based e-marketplace, has proved to be able to recognize and support the existing market relationships and processes conducted between all market participants. This infrastructure could therefore be more suitable for a huge number of smaller, more customized spot markets that function like peer-to-peer webs where individual buyers and sellers conduct series of bilateral transactions with each other, based on continuous informal market communications. These markets are diverse, complex and self-organizing, and centralized B2B e-marketplaces that tried to morph them into one uniform model, with predefined business rules and payment terms, indeed found significant resistance from individual buyers and seller to join them so far. On the other hand, within the traditional spot markets, where large number of buyers and sellers are trading actively with intangible and standardized products, market liquidity is self-generating and centralized e-marketplaces have generally achieved a great success. 

There is another possible application of P2P, the so called “enterprise collaboration” software. Such software lets numerous users work on the same project in real time and create working groups on the fly. Thus, again, it is able to mirror the way business actually functions, with a mix of outside contractors and company employees coming together to work on projects. For example, Groove Networks, downloadable client software, lets users create shared working spaces with others on the network. A user running Groove may invite participants into shared space using e-mail or Instant Messaging (IM). When they accept, the space appears on each participant’s screen. The group can share files, mark up virtual whiteboards, and surf together. The difference from the centralized e-marketplaces that offer collaboration tools is that the software lets a group define its own set of tools it wants to use for communicating and collaborating. An architecture firm may share AutoCad files, while law firms may share legal documents. The shared space is dynamic and vanishes when users decide that they do not need it anymore. Alliance Consulting, an IT consultancy, applied the Groove Networks to interconnect onsite workers and external employees and clients. The users got open access to files, proposal development, job tracking and product management, all of which added up to avoiding general meetings. According to John Wollman, senior vice president of solutions at Alliance, peer to peer enabled closer collaboration on projects, which led to a higher degree of customer intimacy.
In partnership with Groove, Microsoft announced last year its premier P2P program, HailStorm, which combines Microsoft password technology and collaboration features. As an illustration, if a HailStorm user books a flight through an online agency, the program would pay for it with a person’s credit card. A handful of other big companies, such as Cisco, Ford Motors etc., are testing collaboration P2P systems as well, but for the moment, although most of them recognize their potential, they have not widely applied any of them. The two biggest obstacles seem to be lack of control over the system that is totally decentralized and security issues.

Advanced Reality, a company that makes applications collaborative, released a couple of months ago Presence-AR, a P2P collaboration platform that allows enterprises to embed real time collaboration capabilities into existing and new applications without modifying or rewriting source codes. In fact, the software is “data centric”, meaning that data is not bound to a particular hardware platform, operating system, application and user interface, whereby users may collaborate on the same data using different applications and access devices. For example, users from different companies could collaborate on financial spreadsheets using the applications that they are familiar with, such as Microsoft Excel, Lotus 1-2-3, or customized accounting applications. In addition, the software dynamically adapts views of the same data for the capabilities of any access device including PCs, handhelds and mobile phones. A couple of centralized e-marketplaces are pioneering the data-centric models as well. The idea is to leverage the capabilities of new technologies, such as UMTS and GPRS, onto e-marketplaces, so as to decrease costs of customer acquisition and support, while bringing at the same time more participants into the arena. 

Conclusion

Although still in their infancy, the e-marketplaces have a potential to drive the business-to-business (r)evolution. They offer both to buyers and sellers strong possibilities to reduce transaction costs, enhance sales and distribution processes, deliver and consume value added services and streamline customer management. 

Most of the e-marketplaces today follow the centralized approach. Their main advantage is that they expand both supplier and buyer market reach. Without such focal points, buyers could have great difficulty finding suppliers with the right qualities and prices, and suppliers could have difficulty finding motivated buyers. Such e-marketplaces also significantly cut the operational costs. Most of them now provide (or are moving to provide) support for procurement processes that traditionally consume much staff time and effort, and a bunch of different value added services. But still, although their business propositions are definitively sound the vast majority of them is facing fundamental liquidity problems. Very few of them managed so far to attract a sufficient number of buyers and sellers to function smoothly. One of the widely discussed reasons for their low liquidity is that suppliers have typically spent a large amount of money on building reputation and brand. Therefore they have seen this type of e-markets just as giant systems that would submerge all their efforts into one simple online item. Also, aside from an inhibition about changing their habits, suppliers, particularly the SMEs, have had widespread concerns about fraud and the high costs associated with wiring up. They still lack knowledge of and a familiarity with technology and thus doubt whether it can save them time and money. The centralized e-marketplaces are, therefore, generally forced to invest further in changing the perception and the entrenched habits of business owners, as well as in the development of the interoperability capabilities, to reach a critical mass of transactions and become profitable. 

For de-centralized, peer-to-peer e-markets, the existing business habits and the natural resistance to change are less of an issue. By their nature, the P2P networks respect their existing way of doing business (workflow and legacy computer systems) and allow each company to control how it transacts business with other participating companies. The costs of joining the network are less prohibitive as well, and therefore de-centralized e-marketplaces are expected to have better chances in attracting SMEs. Considering that they constitute more than 80% of the total number of enterprises, they may have thereby better chances to achieve the early liquidity as well. But, aside that there are not so many networks of that kind available yet, the security and privacy aspects, as well as the interoperability at the end, are issues yet to be solved in the future, so that this networks could really take off. 

In brief, both the centralized and the P2P systems, offer different, propelling benefits to business participants, but they both still have numerous issues to solve, before they will attract and support the vast majority of business.

Appendix I – E-marketplaces to watch

Aeroexchange, www.aeroexchange.com
Agile, www.agileinc.com
Altrade, www.altra.com 

APX, www.apx.com 

Ariba, www.ariba.com 

BuildOnline, www.BuildOnline.com 

BuyerZone, www.BuyerZone.com 

Calico Commerce, www.calico.com  

Centra, www.Centra.com 

ChemConnect, www.ChemConnect.com 

Chemdex, www.Chemdex.com 

Circline, www.circline.com 

Cisco, www.cisco.com 

CommerceOne, www.CommerceOne.com 

Covisint, www.Covisint.com 

Dell, www.dell.com 

Delphion, www.Delphion.com 

ecFood, www.ecFood.com 

Elemica, www.elemica.com 

enymex, New York Mercantile Exchange, www.nymex.com 

E-steel, www.newview.com 

Exostar, www.Exostar.com 

Farmbid, www.Farmbid.com 

FastParts.com, www.FastParts.com 

FreeMarkets, www.freemarkets.com 

FreeTradeZone, PartMiner, www.freetradezone.com 

Houstonstreet, www.Houstonstreet.com 

iGetSmart , www.igetsmart.com 

Intercontinental Exchange (ICE), www.IntercontinentalExchange.com 

iPrint.com, www.iprint.com 

GlobalFoodExchange, www.GlobalFoodExchange.com 

Groove Networks, www.groove.net 

GXS, www.GXS.net 

MaterialNet, www.materialnet.com  

MetalSite, www.MetalSite.com 

Neoforma, www.Neoforma.com 

Netrana, www.Netrana.com 

Onvia, www.Onvia.com 

PartsBase, www.PartsBase.com 

Partminer, www.freetradezone.com 

Phonetrade.com, www.Phonetrade.com 

Presence-AR, The Advanced Reality, www.AdvancedReality.com 

Printoffer, www.Printoffer.com 

Procter & Gamble, www.pg.com 

RightWorks, www.RightWorks.com
ShopMates, www.ShopMates.com
TekSell, www.TekSell.com
T-mart (Deutche Telekom’s), www.T-mart.com
Ventro, www.nexprise.com
Wal Mart, www.walmart.com
Works.com, www.Works.com
Appendix II - Web Resources 

· Electronic Commerce World, Portal: E-Marketplace  www.ecomworld.com 

· “Under the Buzz” – Insights into B2B Net Markets, The Chasm Group Web site www.chasmgroup.com/underthebuzz.htm
· Line56, www.line56.com
· Business News, www.bizjournals.com 

· Netmarkets Europe, The independent hub for European B2B, www.netmarketseurope.com
· DigiMarkets.com, A Database of Digital e-Markets and B2B enablers, www.digimarkets.com 

· EMarketServices, An Online Guide to B2B, www.emarketservices.com 

· B2B Business.net, www.b2business.net/eMarketplaces 

· Business2.0 Web Marketplaces, www.business2.com 

· WebTomorrow’s articles and advice on e-Business, B2B e-Commerce, B2B e-Marketplaces ect.    www.webtomorrow.com/b2b.htm 
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