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Abstract 

The purpose of this study is to evaluate the benefits and positive outcomes of implementing e-

commerce in a B2B manufacturing firm in order to contribute to a successful implementation. 

Two research questions were made in order to make the purpose clear; what are the benefits 

of implementing e-commerce in a manufacturing firm? What are the possible success factors 

of implementing e-commerce in a manufacturing firm? Furthermore, this study has been 

conducted through a case study at the manufacturing company Emballator Lagan Plast. To get 

a deeper understanding of what success factors and benefits Emballator Lagan Plast 

employees believed is important interviews were carried out with four employees through semi-

structured and in depth-interviews.  

Emballator Lagan Plast does have areas to expand and develop within. The one most relevant 

today is implementing e-commerce towards B2B companies. As they have little knowledge 

and experience of e-commerce this study will examine that issue by presenting what success 

factors and benefits e-commerce will contribute to Emballator Lagan Plast.  

The results of this study is what success factors Emballator Lagan Plast need to consider as 

important for their implementation of e-commerce, as well as what benefits the firm would 

gain on implement e-commerce. The conclusions of this study is that the most important 

success factors are partnership, training the employees and customers as well as enter in social 

media. The major benefits for Emballator Lagan Plast are decreased communication costs and 

increased revenues. 
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1. Introduction 

In this chapter the author will discuss the background to the topic as well as explain the 

different kinds of e-commerce in today’s market. What is found is a gap between B2C and 

B2B in e-commerce, the author attempts to fill that gap.  

The advancing technologies have forced businesses to improve their processes, competitive 

positions and develop new markets in order to use the innovative technologies. They have 

also allowed firms to transform the economy from goods based to service based where e-

commerce comes in as a possible way to shape customers’ expectations (Rust and Kannan, 

2003). According to Hempel and Kwong (2001) technological development has become a 

forum for competition in different contexts for businesses and an increasingly number of 

firms has realized the importance of implementing electronic commerce (e-commerce). 

Accordingly, e-commerce has transformed the nature of doing business in the B2B 

environment too and consequently it has become a key driver to stay competitive for B2B 

firms (Hempel and Kwong, 2001). 

Managers are eager to improve their processes, transactions and communications (Lucking-

Reiley and Spulber, 2001). They seek new ways of lowering the costs as well as time spent on 

unnecessary areas. E-commerce is important in managing these aspects mentioned. E-

commerce would provide many benefits to a firm, especially in cost reductions (Ibid). Costs 

that companies take for granted would be reduced, for example transport costs, travel costs, 

paper document costs etc. (Ibid). With e-commerce, businesses are able to link their internal 

systems which would make the communication internally more efficient (Ibid). With this 

being said the speed in operations would be much faster (Ibid).   

The most useful way to describe e-commerce is defined by Garett (1999) as; “E-commerce is 

trading by means of new communications technology. It includes all aspects of trading, 

including commercial market creation, ordering, supply chain management and the transfer 

of money” (Garrett et al. 1999 p, 11).  

There are many factors to take into consideration before using e-commerce as a new strategy, 

such as market research, coordinating the appropriate marketing and business activities, as 

well as gaining knowledge about the specific market to enter (Khanna et al. 2005). 

Furthermore, competition is stronger than ever before and firms constantly need to keep up 



6 

 

and gain knowledge and insight in the already existing competition in order to stick to their 

brand (Karakaya and Stahl, 1998). According to Trott (2012), technological progress is the 

result of the economic growth.  

As the technical development is rapidly increasing it influences the way firms do business. 

They are forced to seek new ways of improving efficiency, reduce costs and retain customers. 

As this needs to be doable firms must make the right investments in order to drive more sales 

and improve customer satisfaction (Oracle 2011). 

Firms have found e-commerce to be an efficient tool in B2B contexts to reach the objectives, 

this due the fact that e-commerce has increased rapidly and firms consider the investment as 

being valuable. The online channel automates a wide range of processes that include 

approving buyer registration, delivering buyer specific online catalogs, displaying contract 

based pricing and automatically enforcing contractual terms and conditions (Oracle 2011).  

B2B firms may gain many advantages when implementing e-commerce. A reduction of the 

transaction costs that are gained by the firm will result in lowering the barrier to international 

trade (Kaplan and Sawhney 2000). The implementation of e-commerce makes the existing 

processes more efficient by automating the transactions between supplier and buyers (Ibid). 

Furthermore, e-commerce will support companies with the ability to receive orders on the same 

platform. E-commerce makes it much easier to analyze the e-mails, phone orders, web orders etc. 

(Ibid). 

Cheng et al. (2001) argues that the decision of adopting into e-commerce will cause an 

organization to reexamine their business operations. One cannot forget that the relationship 

between suppliers and customers also needs to be investigated. The choice of investing in e-

commerce will further not be a strategic decision to take; it may soon be a matter of survival.  

1.1 Background 

The different types of commerce have during the years taken different forms depending on the 

development of the technology which has led to what we have today the e-commerce.  

However, the evolution of e-commerce is happening in phases. In the first phase (1994-1997), 

e-commerce was about presence; making sure that everybody had a website, meeting the 

demand and so on. People were not sure why they were using the website, but did it anyway 

for mandatory presence (Kalakota and Robinson 2001). The second phase (1997-2000) e-
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commerce was about transaction buying and selling over internet. The focus for companies 

was on order flow and gross revenue (Ibid). 

In the 21st century e-commerce entered the third phase; a new area came around involving 

B2B transactions. In recent years have the focus been on how the internet can impact the 

profitability in a firm, meaning not increasing revenue but increasing gross margins. This 

phase called e-business, which includes all applications and processes companies do to enable 

the transactions for another company (Kalakota and Robinson 2001). According to Kalakota 

and Robinson, (2001) e-business is not only about selling and buying over a web, it’s about 

redefine old business models, with the support of technology in order to maximize customer 

value and profits. Kalakota and Robinson further describe e-business as a Path to Profitability 

(P2P).  

To get a clear perspective of how important the e-commerce has become to a company the 

author will show numbers from a research that has been done on the Swedish market.  As the 

technological infrastructure in Sweden is highly developed, it is a hub for internet activity as 

(Internet Statistik, 2011) has shown. According to HUI research (Internet Statistik, 2011) the 

Swedish e-commerce has increased with 10,6 %  from the year of 2010 to 2011 which 

amounted to 27.7 billion SEK. This could be compared to the Swedish retail market that only 

increased with 0.8% during the same period of time. (Internet Statistik, 2011). This means 

that companies adapting more to e-commerce and IT are generating results in terms of 

increased volume of sales.  

The table, see appendix 2, shows that in 1995 less than 1% of the world population was using 

the internet. This can be compared to the 40 % of the world population that have access to 

internet in 2014 (Internet Live Stats, 2014). This show how rapidly e-commerce increases 

every year around the globe, and how significant it is for firms to keep up the speed of 

adapting to the new economy.   

1.1.1 Company Presentation 

Emballator Lagan Plast produces and develops plastic cans and buckets for the chemical and 

food industry. Their aim is to provide the market with new technical innovations with the 

focus on delivering a total solution with high quality as well as a development work 

(Emballatorlagan, 2015).  
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Emballator Lagan Plast values their customers highly and therefore works closely with them. 

They perceive them not only as customers, rather as partners where they share innovative 

solutions to problems they encounter. Emballator Lagan Plast is offering a significant amount 

of services and service functions that are gathered within their customer center (Ibid) 

Due to the goal driven approach and with the objective to invest much in Lean, Emballator 

Lagan Plast has a title Nordic ambassador of serving plastic (Ibid). The guidelines for 

Emballator Lagan Plast are service, safety, commitment, quality, environment and 

availability. The aim to be the most cost efficient alternative is due to factors they provide the 

customers with e.g. shorter lead times, maximum flexibility and optimal delivery reliability 

(Ibid).  

Emballator group is divided into five different areas Metal Group, Lagan Plast, Tectubes, 

Växjö Plast and Mellerud Plast. Metal group creates metal packages for color and the 

chemical industry (Emballator, 2015). Lagan Plast (the authors area) creates the best market 

packaging solutions from 0,65 – 32 liter (Ibid). Tectubes offer their customers a wide range of 

options and alternatives regarding tubes. Through close relationship with the customer they 

develop, create and design the best solution for the customers’ requirements (Tectubes, 2015).  

Växjö Plast creates bottle caps that contribute to the company’s identity, function and sales 

(Emballator, 2015). The final area is the Mellerud Plast that focuses on delivery bottles and 

cans with a functional design (Ibid).  

The model below shows in red where all the companies are settled around Scandinavia. The 

green marks are where Emballator Lagan Plast distributors are located.  

 

 

Figure 1. Emballator Lagan Plast, company and distributor locations. 
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1.2 Problem Discussion  

E-commerce could improve efficiency, reduce costs and retain existing customers, which 

makes it an engine for profitable operations. E-commerce, its benefits, challenges and success 

factors has extensively been studied in the Business to Consumer (B2C) context, the author 

could not find any investigation in B2B environment with regards to the Swedish context. 

Since e-commerce is increasing rapidly in B2B companies it is important that firms are aware 

of and understand the benefits and success factors of e-commerce (Oracle, 2011). 

The Internet has for certain affected the way companies do business (DeLone and McLean, 

2004). Businesses need to adapt to the innovative technology in order to be competitive on the 

market. The industries are driven by the IT and not the other way around, meaning firms are 

forced to change their traditional way of doing business due to the powerfulness of IT (Ibid). 

With this being said the firms need to be aware of the impact of IT in order to make smart 

decisions regarding IT investments (Ibid). 

To limit this research one company was selected for investigation, Emballator Lagan Plast. 

Emballator Lagan Plast is a company within the manufacturing industry that manufactures 

plastic and are about to implement an e-commerce solution. The results of what success 

factors and benefits e-commerce may serve a firm, like Emballator Lagan Plast, can then be 

applied to other companies as guiding principles to use before implementing e-commerce, this 

to ensure a successful implementation. The author chose Emballator Lagan Plast since they 

are in the process of implementing e-commerce as an additional selling tool. 

1.3 Purpose 

The purpose of this study is to describe the potential benefits of implementing e-commerce in 

a B2B manufacturing firm. 

1.4 Research Questions  

RQ 1: What are the benefits of implementing e-commerce in a manufacturing firm?  

RQ2: What are the possible success factors of implementing e-commerce in a manufacturing 

firm?  
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2. Theoretical Framework 

This chapter will present the theories that the author have chosen in order to apply the 

purpose of this study. The objectives with this section are to describe relevant theories that 

support the research for this report.  

2.1 E-commerce 

 “New communication technology in the definition means everything beyond voice telephony, 

fax and telex, which have been with us for many years. It is the new technologies of Internet, 

together with the prodigious advances in IT generally, what have enabled revolutionary 

changes in the way we trade – e-commerce” (Garrett et al. 1999 p, 11). 

B2B is a common term that has been actively used in the past several years. Its meaning 

comes from the communication of messages over the internet in order to automate 

integrations in the supply chains.  B2B integration includes direct peer-to-peer exchange of 

messages between sellers and buyers in any enterprise. In general all business activities that 

have something to do with the exchange of the message between partners are the description 

of B2B (Bussler, 2003).  

Furthermore, e-commerce includes different processes such as selling, buying and trading of 

products as well as information and services. The areas mentioned are related to networks 

where the various parties involved have access to the information needed (Kalakota and 

Whinston, 1997). 

Research also has categorized different kinds of e-commerce that exist in today’s marketplace 

of which the most common ones are B2C and B2B. These will be described in the following 

sections.  

2.2 Benefits of E-commerce in B2B 

Before implementing e-commerce it is of great importance to study the benefits in order to 

understand what contribution e-commerce will have to a firm. Without knowing these benefits 

one cannot understand why it is necessary to implement e-commerce as an additional sales 

tool.  

The benefits of using the Internet to conduct B2B transactions and sell products have been 

well documented. With the support of e-commerce, B2B firms can lower their cost especially 
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within the supply chain; they can improve customer service, create new business relationships 

as well as create additional revenue streams (Love, 2001). Furthermore, Love and 

Gunasekaran (1997) suggested that firms can create competitive advantage through 

international collaboration by electronic information.  

The gains a firm will have by entering B2B e-commerce can be within different areas; e.g. 

cost efficiencies from automation of transactions, reduction of procurement cost and reduction 

of search cost (Lucking-Reiley and Spulber, 2001). 

2.2.1 The cost efficiencies from automation of transactions  

In traditional business transactions usually suppliers seeking buyers for their products/services 

and buyers searching inputs. The negotiating part is between the seller and buyer who discuss 

prices, specifications and contracts. Although after the agreements are set there will still be an 

ongoing transaction including arrangements for transport, payment confirmation, orders and 

delivery (Lucking-Reiley and Spulber, 2001). These kinds of transactions will be less 

complex with e-commerce due to automated electronic processes.  

2.2.2 Reduction in procurement cost 

The innovation of e-commerce strives to reduce the cost of procurement from the start of the 

transaction to the end, resulting in a less cost related to paper work since e-commerce will 

automatize the process (Lucking-Reiley and Spulber, 2001). 

2.2.3 Reduction in search cost 

Search cost is very costly for a firm in the long run, although e-commerce in a B2B context 

may lower the cost of searching for buyers or suppliers as well as observing the 

differentiations in products and prices (Lucking-Reiley and Spulber, 2001). The less time a 

firm can spend on searching for buyers and suppliers the better. Therefore, firms value search 

costs highly and may be ranked as an important value, particular for small purchases 

(Lucking-Reiley and Spulber, 2001).  

2.2.4 Increased focus in sales  

In a traditional market sales representatives take care of tasks such as tracking products, prices 

and supply such information to the customer (Lucking-Reiley and Spulber, 2001). By 

investing in e-commerce the database will automatically serve the customers with the right 
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information without sales representative’s involvement or participation (Ibid). This means that 

the efficiency will increase and the process of search cost will become more efficient (Ibid). 

This enables the sales persons to focus more on the business strategy and account 

management (Ibid). 

2.2.5 Reduction of communication cost 

Transactions over the internet will bring many benefits within the cost of communication. 

Using internet as a meeting spot between buyers and sellers will be less costly compared to 

the traditional market place (Lucking-Reiley and Spulber, 2001). Communication costs that 

are being reduced in an e-commerce network are e.g. costs of travel, time spent on 

communication, processing paper documents as well as place of meetings (Ibid). Through e-

commerce firms can lower the communication cost regarding the information that needs to 

reach out to the customers. Sales representatives only need to link and update all information 

customers want to have access to online, such as information about inventory, production, 

accounting records etc. The cost for summarizing phone calls and faxes, order handling etc. 

are big, therefore online transactions are beneficial to reduce these costs (Lucking-Reiley and 

Spulber, 2001). 

2.2.6 Increase of efficiency 

Another benefit of why companies should implement e-commerce is to obtain efficiency, 

meaning you “cut out the middlemen”, using direct transaction and get rid of all 

intermediaries, meaning companies do not need to meet face to face with suppliers nor 

customers (Lucking-Reiley and Spulber, 2001). 

2.2.7 E-commerce platform  

The e-commerce platform allows B2B organizations to improve their service, reduce their 

costs as well as grow their business. The companies who decide to adapt to the e-commerce 

platform will achieve benefits such as much stronger relationship with the existing customer, 

improved operational efficiency and grow the business to a higher level (Manenti, 2010). 

2.2.8 Improved operational efficiency  

By automating labor intensive processes and offer the customers’ self-service will help 

companies to improve their efficiency and reduce their costs. Through e-commerce the 
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company will have more control over the buyer registration, deliver online catalogs and 

implement contractual terms online (Oracle, 2011). When it is possible to offload some tasks 

to the customer, the seller can focus more on increasing the revenues (Ibid). 

2.2.9 Improving customer retention 

The customer experience plays an important role in the marketplace. The demand from 

customers is increasing and they want the most effective solution as possible in all kinds of 

processes they are involved in, especially within the manufacturing area (Oracle, 2011). This 

requires manufacturer to increase the purchase process experience by creating value-added 

solutions (Ibid). With the support of e-commerce this issue will be solved, due to the technical 

processes e-commerce can provide the customer with, e.g. they can track their goods through 

the internet and follow their orders (Ibid). 

E-commerce makes it easier for B2B companies to handle all the payments, inventory 

processes, pricing and business flows (Oracle, 2011). The advantages of modern B2B e-

commerce platforms are many but the biggest aim is to make the interactions between the 

parties more efficient, that will improve the customer experience, building up theirs brands as 

well as improving their service (Oracle, 2011). 

2.2.10 Improving responsiveness and service 

Through direct self-service customers will get very quick answers on theirs questions 

regarding their purchase. They can also find information about active cases quickly so they 

can deal with matters with high efficiency. The relationship with the customer will also 

become stronger due to the efficiency of resolving problems very fast and efficient (Oracle, 

2011). Organizations will recall the customer as an individual, in that way the customers feel 

more special and unique for the company (Ibid). 

2.2.11 Building the brand  

E-commerce will also help companies to establish brand preference. With the use of e-

commerce the brand can integrate with social media which will have positive effect on the 

end-user. With the involvement in social media the company can also gather information 

about the customer, resulting in better capabilities to meet the requirements (Oracle, 2011). 
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2.3 Four main areas 

Why companies are adapting to e-commerce is mainly due to the benefits that the table below 

show. The author has summarized them into four main areas; internal and external 

communication expenses, revenues, tangible benefits and intangible benefits (Piris et al. pp, 

5). These can be found in the table below. First section describes the benefits that are based on 

the reduction of internal and external communication expenses. This could be for example the 

reduction of administrative tasks and the business processes will increase in speed.  The 

second section informs about the benefits companies make in revenues from new initiatives or 

current business. The third section introduces intangible and tangible benefits. Example on 

intangible benefits could be an improved competitive positioning as well as enhanced 

customer relationships. Tangible benefits could be more flexible working practices and 

reduced cost.  

Internal/external 

communication expenses 

Revenue Tangible 

benefits 

Intangible 

benefits 

- Reduce Private line 

networks costs 

- Fewer fax transmission 

- Fewer paper-based 

transactions 

- Speed up business/ 

administrative processes 

- Reduction in 

administrative tasks 

- Enhance company 

visibility 

- Extend customer 

networks 

- Extend supplier 

networks 

- Find new 

international 

business partners 

(joint venture) 

- Reduce Office 

Space 

- Reduce 

equipment/ 

furniture costs 

- Flexible 

working 

practices 

- Seamless 

customer 

service 

- Improved 

employee 

morale 

- Enhanced 

customer 

satisfaction 

- Enhanced 

competitive 

position 

- Improved 

relations with 

customers ( 

trust/confident) 

Table 1. Cost/Performance benefits of e-commerce. Adapted from Currie 2000 p, 69) 

 

 

2.4 E-commerce implementation success factors 

A critical success factor is a common term to use in organizations (Techopedia, 2014). It 

refers to procedures, specific activities or its business survival (Ibid). Success factors are 

connected to the business for future goals (Ibid). It is more or less connected to an objective 
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and how it is possible to achieve that objective. E.g. in this case an objective is to lower the 

costs, how to achieve that objective is to increase the current selling point (Ibid). 

A firm needs to focus on the success factors in order to be a successful implementation 

(Fairchild et al, 2004). Success factors can also be viewed as “situated exemplars that help 

extend the boundaries of process improvement, and whose effect is much richer if viewed 

within the context of their importance in each stage of the implementation process” (Fairchild 

et al, 2004, p.64) 

2.4.1 Context and process-related success factors 

The context related factors involve conditions under which the e-commerce operates, 

basically beyond the control of the market maker while process related factors operates under 

control of the market maker. Understanding these success factors permits to find out if they 

contribute to the implementation of e-commerce and a successful business process (Fairchild 

et al, 2004).  

 

 

 

 

 

 

 

 

 

 

 

 
Figure 2. Success factors and outcomes, (Fairchild et al, 2004 p, 69) 

 

The following are the description of context- and process related success factors for implementing 

e-commerce as proposed by Fairchild et al. (2004). The success factors that are related to the 

context discuss conditions under which the electronic market operates, meaning factors that 

are beyond the control of the market maker (Fairchild et al. 2004). 

Motives of stakeholders: When a company decides to use e-commerce they need to 

understand what the stakeholder’s motives are, this has to be done in order for a firm to 

position the benefits properly (Fairchild et al. 2004).  

Context-related Success Factors: 

- Motives of Stakeholders 

- Critical Mass 

- Complexity of Product 

Description 

- Asset Specificity 

- Frequency of Purchase 

- Value of Products 

- Market Variability 

- Government Regulations 

Outcomes for 

- Buyers 

- Sellers 

- Market 

makers/In

vestors 

 

 

 

 

Process-related Success Factors: 

- Learning costs 

- Functionality and Support 

- Trust 

- Partnerships 

- Quality of Information 

- Security of Information 

- Neutrality 

- Geographic Location 

- Entry Barriers 
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Critical mass: Fairchild et al p.67 (2004) claim that” the importance of the benefits realized 

by individual participants in an electronic market system increase as more organizations join 

the system. The reason for an electronic market to be self-sustaining can be understood from 

the viewpoint of network externalities, where the utility of a user from the consumption of a 

good increases with the number of users who are consuming it”.  

Complexity of product description: The complexity of the product needs to reflect to the 

description of the product. High valued products require more information, since the 

coordination cost increases. Consequently this results in buyers usually only using one 

supplier due to the complexity (Fairchild et al. 2004). 

Asset specificity – Transactions, those involving asset specific products, include a wide range 

of adjustments and involve a long process in order to meet the buyer requirements. E.g. 

customized computer software is highly specific asset, while service sector have lower asset 

specificity. Meaning e-markets are proposed to be more suitable for sourcing goods with low 

asset specificity (Investopedia, 2015). 

Frequency of purchase - Frequency of purchase affects the benefits to be gained through 

reutilization. The lower the frequency is the greater reasons there are to get the best price 

(Fairchild et al. 2004). 

Value of products - Even though a product has a high value, it will contribute small savings 

for each purchase since it could contribute to a more balanced opportunity cost. However, 

electronic markets will likely be chosen by buyers of high value products (Fairchild et al. 

2004). 

Market variability - Electronic markets may reduce search costs for suppliers. The search for 

trading partners can be costly for a firm; e-commerce will reduce these costs (Fairchild et al. 

2004).   

Government Regulations – The support from the government is significant in the 

implementation of e-commerce. With the support from the government a firm can feel secure 

about not being affected by free riders, meaning unknown outsiders that can take advantage of 

a firms system without doing any contribution to it (Fairchild et al. 2004). 
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Learning costs – Adding IT as a solution to a firm can be seen as a success in general since 

the learning cost is low, although the unwillingness to change can be seen as a barrier during 

the implementation phase (Fairchild et al. 2004). 

Functionality and support –The final step in the progress of the implementation of e-

commerce will be to offer tailored optimal choices that support buyers in the selection phase 

for the best alternative (Fairchild et al. 2004). 

Trust - Since the only interaction between sellers and buyers will be through databases in e-

commerce the trust needs to be improved in order to be successful. The development between 

the parties requires continuous repeated hearings, in order to reach loyalty (Fairchild et al. 

2004). 

Partnerships – To create partnerships with any industry leaders or experts within the area may 

contribute to success of the e-commerce market (Fairchild et al. 2004). Partnerships and 

alliances are components that contribute to knowledge resources. If a successful alliance is 

done properly it will contribute to a company’s growth. Alliances are not only to a firm’s 

bottom line, alliances are a critical tool for a firm to learn about knowledge resources (Prusak 

and Matson, 2006).  

Quality of information - In order to reach success in e-commerce the quality of information 

needs to be well described (Fairchild et al. 2004). 

Security of information - All information about integrity, personal data and financials need to 

be secured. All activities internal need to be controlled so no ethical problems may occur (e.g. 

handling of storage information (Fairchild et al. 2004). 

Neutrality - In the implementation of e-commerce the logistics will be handled in another 

way, since orders will be through the database. Therefore Fairchild et al. p.71 (2004) stated 

that “an electronic market will only succeed as a high value system for the entire industry 

provided it is run by an IS (Information System) firm, fully independent from logistics, sellers 

and buyers”. Furthermore Fairchild et al. p.71 (2004) claim “If ownership and control of the 

computerized market is not shared among market participants from various sectors within the 

industry, buyers and sellers are likely to ignore the system” 
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Geographic location – Since the confidence is the foundation between buyers and suppliers 

when exchanging financial services more personalized markets will be developed (Fairchild et 

al. 2004). 

Entry barriers - If a firm has special procedures or regulations it will reduce participants that 

not are trustworthy to enter. It may function as an entry barrier for a firm (Fairchild et al. 

2004). 

According to Phan (2002) other major success factors are; 

website of high quality that meets or exceed user expectations, good e-

business education and training to employees, management and customers and 

new competitors and market shares tracked. 

2.4.2 E-commerce training 

Learning is about identifying constructions through engagement in social practices. 

Engagement in social practices will result in social bonds with other employees or participants 

(Prusak and Matson, 2006).  

The theory suggests that a planned process to modify attitudes, knowledge or skills behavior 

through learning experience is a good tool to achieve effective performance in activities 

(Prusak and Matson, 2006). This is in line with that learning takes place through participating 

within communities of practices (Ibid). 

What more that was found in the literature was that the adults seem to learn more efficiently 

through experience, meaning more day-to-day jobs and routines (learning by doing) rather 

than from structural training programs (Prusak and Matson, 2006). 

2.5 Efficient supply chains 

The usage of e-commerce allows firms to exchange information and conduct business 

transactions across and within organizational boundaries. It helps to identify customers’ 

requirements and communicate the gathered information throughout the supply chain 

(Soliman & Janz 2004). 

According to Soliman and Janz (2004) it’s getting more important to enhance the customer 

and supplier relationship in order to improve operations efficiency. Increased closeness in 

supplier-customer relationships is seen as the basis for the simplest form of supply chain.  
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“The main objective of supply chain management is to unite trading partners along the supply 

chain into a seamless integrated flow of information and physical distribution” (Soliman & 

Janz 2004 p, 698).  

Another area where the e-commerce supports B2B firms is the reduction of the procurement 

costs. E-commerce makes it easier to find both the lowest priced supplier and through 

efficiency gains. It is less costly to place an order online, and there are likely to be fewer 

errors in orders and invoicing (McIvor and Humpreys 2004).  

According to Puschmann and Alt (2005), the use of Internet technologies in procurement is 

aimed at realizing faster and more efficient operational procurement processes which bypass 

the purchasing department and enable those people to concentrate on more strategic tasks. 

 
Figure 3. Supply chain processes and e-procurement strategies,(Puschmann and Alt 2005 p,69). 
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3. Methodology 

This chapter will present different approaches that have been used in order to conduct the 

research for the study. This section will explain what procedures the author has composed in 

order to measure the information of the report. 

3.1 Research Approach 

The two different types of method approaches are quantitative and qualitative. When the 

author makes the choice of whether to do a quantitative research or a qualitative research, one 

tool is to look at the research question, what the author aims to study (Bryman and Bell, 

2011). 

Quantitative research is a collection of numerical data and involves a deductive approach to 

the relationship between theory and research. Thus research has an objectivist conception of 

social reality (Bryman and Bell, 2011). 

Qualitative research is only stressed through words rather than numbers. This research focuses 

on the understanding of the social world by explores the interpretations of that world by its 

participants. “The term qualitative research is something taken to simplify an approach to 

business research in which quantitative data are not collected or generated” (Bryman and 

Bell, 2011 p.386). Qualitative research contains a more inductive view of the relationship 

between theory and research (Bryman and Bell, 2011). 

According to Bryman and Bell (2011) there are four traditions of qualitative research.  

- Naturalism: seeks to understand social reality in its own terms; `as it really is`; 

provides rich description of people and interaction in natural settings. 

- Ethnomethodology; seeks to understand how social order is created through talk and 

interactions; has a naturalistic orientation.  

- Emotionalism; exhibits a concern with subjectivity and gaining access to `inside` 

experience; concern with the inner reality of humans. 

- Postmodernism; has an emphasis on `method` talk; sensitive to the different ways 

social reality can be conducted.  
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(Bryman and Bell, 2011, p.387). 

 

Dimension Quantitative Qualitative 

Objective 

To quantify data and 

generalize the results to the 

population of interest 

To gain an understanding of 

underlying reasons and 

motives 

Type of research 
Descriptive research design 

Causal research design 
Exploratory research design 

Flexibility 
Low (Standardized and 

structured questionnaires) 

High (Two-way 

communication) 

Sample size Large Small 

Choice of 

respondents 

A representative sample of 

population 

Persons with knowledge and 

experience of research problem 

Information per 

respondent 
Low High 

Data analysis Statistical summary Subjective interpretative 

Ability to replicate High Low 

Interviewer 

requirements 
No special skills Special skills 

Time consumption 
High during design phase; 

Low during analysis phase 

Low during design phase; High 

during analysis phase 
Table 2. Differences of Quantitative and Qualitative (Summarized by Kärnaby, A., Jana, M., Bastos, Y. 

2014, p.2 (Bryman and Bell, 2011) 

 

Since this study aims to examine the benefits and success factors of e-commerce in the 

manufacturing industry the author decided to use qualitative research method. This choice 

was made due to get a better and more deeply understanding about the benefits in the e-

commerce market. In order to gather more specific answers in the empirical findings 

qualitative research was the most suitable choice for this research.  

3.2 Deductive versus Inductive research 

When conducting a research one can choose to either base their study on a deductive approach 

or an inductive approach. What differentiate them from each other is that deductive approach 

starts with information based on theory then deduce a hypothesis (es) that then must be 

subjective to empirical findings. An inductive approach starts with observations in the 

empirical world to later create a theory that is based on the outcome of the research (Bryman 

and Bell, 2011).  
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This study will be based on a deductive approach. This due to the choice of using the theory 

founded to later observe in the empirical world. Since the author has found theories 

concerning benefits and success factors of implementing e-commerce, they will work as a 

tool/ foundation to use when the observation is taking place. Therefore deductive approach 

will be the most suitable one to use in this study. 

3.3 Research Strategy  

According to Yin (2014) there are three different approaches that could influence the outcome 

of the research. The conditions contain: 

 What type of questions that are posed 

 The extent of control an author has over actual behavior events and 

 The degree of focus on contemporary as opposed to entirely historical events 

(Yin, 2014)  

 

The table below works as a tool in order to select the right method for the research. It will 

present recommendations within three conditions where they differentiate from each other. 

However, this part of the method is very important since it determines to what approach the 

author will be use throughout the paper as well as how the data will be gathered.  

Method  

 

Form of research 

question 

Requires control 

of Behavioral 

events 

Focuses on 

contemporary 

events 

Experiment How, why? Yes Yes 

Survey Who, what, where, 

how many, how 

much? 

No Yes 

Archival Analysis Who, what, where, 

how many, how 

much? 

No Yes/No 

History How, why? No No 

Case study How, why? No Yes 

Table 3. Relevant situations for different research methods, Yin (2014, p.9) 
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The author believes the best method to use in this research is a case study. Factors determine 

the choice is due to that the purpose and research question are in line towards a case study as 

well as the table shows a case study do not focus on control of behavior and more on 

contemporary events, which is exactly what the research of this study will contain. However, 

this case study was conducted at Emballator Lagan Plast, because they are in the starting 

process of implement e-commerce. Therefore the author believed Emballator Lagan Plast was 

very suited for this research.   

According to Bryman and Bell (2011) there are five different types of case studies the author 

can choose from: 

- The critical case; the author have a clear hypothesis, as well as a case is chosen to 

support a better understanding about what the hypothesis holds.  

- The unique case; this approach focuses on the clinical studies.  

- The revelatory case; this approach is used to investigate and observe and analyze a 

phenomena that earlier have been a scientific investigation.  

- The representative or typical case; this type aims to explore an every day to day life 

situation, or from an organization.  

- The longitudinal case; this type aims to investigate how a certain situation is changing 

over time. (Bryman and Bell, 2011, p.62). 

The representative or typical case is chosen for this study. The reason behind this is the need 

of information in the everyday situations in the company Emballator Lagan Plast. The case 

study results in knowledge about what kind of benefits they are aware of and not.   

If a case study is the right method to use depends largely on the research question, the more 

the research question seek to explain some present circumstances (e.g. how or why), the more 

a case study will be relevant to explore (Yin, 2014). The method will be relevant if the 

author’s questions require an in-depth description about some social phenomena (Ibid). The 

first goal when designing a case study is to collect present data and analyze it. The second 

goal is to bring the author’s case study to closure by put together an article, a book, a report or 

an oral presentation (Ibid). 
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The distinctive need for case studies arises out of the desire to understand complex social 

phenomena. In general a case study allows investigators to focus on a case in order to get a 

real world perspective. These could be such as study small group behavior, school 

performance, organizational and managerial processes and the maturation of industries (Ibid).  

3.4 Data collection 

In the research there are two different types of data that can be gathered, primary and 

secondary data. Primary data is data the author collect by its own, the data is collected for the 

first time through for example interviews or observations. Secondary data is primary data 

collected by others. Meaning the information is attended for someone else’s purpose (Bryman 

and Bell, 2011). 

This study will include both primary and secondary data since the author will use information 

that already have been found by others as well as gather information for the first time through 

interviews. In other words the gathered data from the interviews will be the primary data and 

the information gathered from theories that as well creates the framework of the interview 

guide will be the secondary data in this study. The both was used to increase the credibility of 

the collected data that supports Jacobsen (2010) statement ”when using both sources of data, 

the credibility of the collected data increases” (Jacobsen 2010, p.153). 

3.5 Data collection methods 

There are different ways one can gather the data. According to Bryman and Bell (2011) the 

most common ways to use in qualitative research are participant observation, qualitative 

interviewing, focus groups, language based approaches to the collection of qualitative data 

and the collection and qualitative analysis of texts and documents. While in quantitative 

research questionnaires and surveys are more common tools to use in order to gather the data 

(Bryman and Bell, 2011). In this study the research will collect the data from a qualitative 

research that will be hold of by interviews. The choice was mainly due to get a more specific 

understanding about the benefits and success factors of e-commerce in the manufacturing 

industry.  

Types of Interviews:  

- Semi-structure interview; this type of interview contains a series of questions that are 

in general form of an interview schedule. The questions are stated as more general in 
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their frame of reference. The interviewer also has room for asking further questions to 

what is seen as important to ask.  

- Unstructured interview; then the interviewer basically has a list of topics or issues 

(interview guide) that needs to be covered.  

- Intensive interview; is a synonym for instructed interview. 

- Qualitative interview; the term embraces interviews of both semi and unstructured 

type.  

- In-depth interview; refers to both semi-structured and unstructured interviewing.  

- Focused group; the interviewees discuss the specific issues in groups. 

- Group interview; is a synonym for focus group. 

- Oral history interview; is based on an unstructured semi-structured interview where 

the respondents are basically asked to recall events from the past and reflect on them.  

- Life history interview; this type aiming to glean information on the whole biography 

of each respondent (Bryman and Bell, (2011, p.106). 

According to Bryman and Bell (2011) semi-structured interview is a set of questions that are 

related to a specific topic. This way of establish the interview give flexibility for both parties 

in the interview to have a more high ceiling when discussing the questions (Bryman and Bell 

2011).   

This study was conducted through face to face interviews, which allows the author to gain a 

broader perspective as well as explore the interviewer view. According to Bryman and Bell 

(2011) face to face interview gives also the benefit to clarify the questions so there are no 

misunderstandings as well as the ability to read the other parties emotions.  

According to Yin (2009) one type of case study interviews is an in depth interview. This type 

allows the author to ask about facts of a matter as well as their opinion. In some cases the 

author even may ask for the interviewers own insight. The interviewer can suggest other 

persons that could contribute to the study as well as ask follow up questions regarding the 

topic that might be interesting. 
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This model below show different possible ways a case study can be collected through. The 

table explains the strengths and weaknesses of the different methods one can choose from. It 

called; Six Sources of evidence: Strengths and weaknesses. 
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Source of evidence  Strengths Weaknesses 
Documentation - Stable – can be reviewed 

repeatedly  

- Unobtrusive – not created 

as a result of the case 

study  

- Specific – can contain the 

exact names, reference, 

and details of an event  

- Broad – can cover a long 

span of time, many 

events, and many settings  

- Retrievability - can be 

difficult to find  

- Reporting bias – reflects 

(unknown) bias of any 

given documents authors  

- Access – may be 

deliberately withheld  

 

Archival records - Same as those 

documentations  

- Precise and usually 

quantitative 

- Same as those 

documentations  

- Accessibility due to 

privacy reasons  

Interviews - Targeted – focuses 

directly on case study 

topics  

- Insightful – provides 

explanations as well as 

personal views (e.g. 

perceptions, attitudes, and 

meetings) 

- Bias due to poorly 

articulated questions  

- Response bias  

- Inaccuracies due to poor 

recall  

- Reflexivity – interviewee 

gives what interviewer 

wants  

Direct observations  - Immediacy – covers 

actions in re-al time  

- Contextual – can cover 

the case´s context  

 

- Time-consuming  

- Selective – broad 

coverage difficult without 

a team of observer 

- Reflexivity – actions may 

proceed differently be-

cause they are being 

observed  

- Cost – hours needed by 

human observers  

Participant observation 

 

 

- Same as above for direct 

observations  

- Insightful into 

interpersonal behavior and 

motives  

- Same as above for direct 

observations  

- Bias due to participant- 

observer´s manipulation 

of events 

Physical artifacts - Insightful into cultural 

features  

- Insightful into technical 

operations  

- Selectivity  

- Availability  

 

Table 4. Six Sources of evidence: Strengths and weaknesses, Yin (2014, p.106) 

 

In the processes of conducting information from the interviews the author needs to consider 

what options of techniques there are to choose from. There are three different kinds of ways to 

choose from, either intensive, in depth or through an unstructured way (Yin, 2014) 

In a case study interview the author is required to operate on two levels at the same time. The 

first aim is to satisfy the author’s needs, then the author asking why questions. Second there is 

a need to ask friendly and non-threatening questions (Yin, 2014).  
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This study was done through a semi-structured interview at the same time as an in depth 

interview is considered as relevant. The interviews were conducted face to face with the 

employees at the company Emballator Lagan Plast. This was considered as the most suitable 

alternative according to this study.  The choice of conducting the answers from both semi-

structured and in depth interview is due to the no open ended questions, as well as it leaving 

space for follow up questions that is needed for this type of research. In this way the interview 

will be more flexible and seek information that is relevant to the aim of the study (Bryman 

and Bell, 2011). An interview should be at least 30 minutes according to Bryman and Bell 

(2011). In this case study the interviews was between 40-60 minutes long for each respondent.  

3.5.1 Operationalization  

A process becomes operationalized when a concept is defined in order to make it measurable 

through variables that consist of several observations. In other words questions are devised in 

order to measure the concept (Bryman and Bell, 2011). 

Saunders et al. (2009) defines operationalization as “The translation of concepts into tangible 

indicators and to characterizing concepts for the practical application of the investigation is 

crucial” (Saunders et al. 2009, p.597).  

According to Amo and Cousins (2007) there are some steps that supports the 

operationalization. These are divided into four areas; 

- Definition of the object related to theory. 

- Definition of the concept that is the foundation for the study. 

- Definition that explains the measure of the concept.  

- Indicators that measure the quality or quantity of the object.  

The literature presents a lot of benefits and success factors that e-commerce can bring to a 

firm. Although they all may seem relevant, there are a few that are more relevant than other to 

this case study. The author have chosen to focus on the benefits that are divided into four 

parts external/ Internal communication expenses, Revenues, Tangible benefits and Intangible 

benefits. The author will discuss the benefits that may be the most important in a 

manufacturing firm. Further the author will discuss the success factors of the e-commerce, but 
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only focusing on the process related once. As the main focus will lie under these theories, the 

author will add some relevant benefits from other literature founded.  

3.5.2 Measurement of variables 

 

 

 

Theoretical Concept Conceptual Definition 

 
Measure Questions  

Benefits The concepts can be 

explained in Internal 

and external benefits 

Internal 

- Reduce private line 

network costs 

- Fewer fax transmissions 

- Fewer paper-based 

transactions 

- Speed up 

business/administrative 

processes 

- Reduce administrative 

tasks 

- Employee morale 

External 

- Company visibility 

- Extended customer 

networks 

- Extended supplier 

networks 

- International business 

partners 

- Customer satisfaction 

- Competitive position 

- Customer relations 

1, 3, 13,4 

 

 

 

 

 

 

 

 

 

 

 

 

4,  

Success factors The success factors can 

be divided into process 

related and context 

related Fairchild et al. 

(2004).  

Context-related; 

- Motivated stakeholders 

- Frequency of purchase 

- Value of product 

- Market variability 

- Learning costs 

- Government regulations  

Process-related 

- Trust 

- Partnership 

- Quality of information 

- Security of information 

- Geographic location 

- Entry Barriers 

 

 

16 

 

 

 

 

 

 

14-17, 19-

20 

Table 5. Operationalization of concept 
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3.5.3 Interview guide 

When conducting the interviews, semi-structured questions were used. A semi-structured 

interview has a list of questions regarding a specific topic or area of the study, this list can be 

seen as an interview guide (Bryman and Bell 2011). Conducting an interview like this gives 

both the interviewer and interviewee a lot of flexibility and leaves room for follow-up 

questions, related topics and more information (Ibid). 

As mention this study will contain a semi-structured interview as well as in depth interview.  

An interview guide could be seen as the list of questions that will be used in the semi- 

structured interview (Bryman and Bell 2011). The main aim of an interview guide is to make 

sure that the question has validity and reliability. Some questions asked have already been 

tested in previous studies, although the majority of the questions are developed by the author. 

The questions developed by the author are based on the theory chapter 2.0.  

In order for the questions to be acceptable and pretested, the author showed them to a family 

member who works in the manufacturing industry as well as to the tutor Setayesh Sattari 

professor at Linnaeus University. Since the author’s sister is involved in the industry, it was 

obvious choice to ask her about if she thought the questions could be measured at Emballator 

Lagan Plast. This was done to make sure that the questions were reliable and could be 

measured.  

However, the questions were approved by both parties so the interview guide could be used. 

In this way the questions become reliable and valid. As the result showed a correlation 

between their answers and the concept, we draw the conclusion that they were stable (Bryman 

and Bell, 2011). Interview guide can be found in Appendix 1. 

3.5.4 Sampling 

This study’s primarily target group is B2B firms that are not using e-commerce at the moment 

but are in the deciding process of doing so. The author chose to do this research as a case 

study in the B2B manufacturing industry, with the focus on the chosen company Emballator 

Lagan Plast. In order to gain the best answers the focus was to contact the person who was 

most involved in the implementation process and could answer on the type of questions the 

author attended to ask. 
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3.5.5 Sampling frame and sample selection 

The choice of the company was based on the fact that they are in the manufacturing industry 

as well as they are in process of implementing e-commerce as an additional sales strategy. To 

get a broader perspective within the area the author contacted the person who was most 

involved in the process of the implementation of the e-commerce. The author asked to get 

interviews with the CEO of the company as well as vice CEO.  

This type of people selected refers to the non-probability sample which is the one who not 

have been used random selection method. Meaning only some units are more likely to be 

selected than others for the research (Bryman and Bell, 2011).  

3.5.6 Snowball sampling 

According to Bryman and Bell (2011) snowball sampling is when “the author makes initial 

contact with a small group of people who are relevant to the research topic and then uses these 

to establish contact with others” (Bryman and Bell 2011, p.192).  

For the research this method was used because each person that was interviewed introduced 

the author further to another person that was involved with the topic or could contribute in 

some way to the thesis.  

The choice behind the snowball sampling was mainly due to the get accurate information that 

contributes to the purpose of the thesis. With answers from the right person at the company 

the author believes no wasting time can be done. 

3.6 Interview process 

The first step the author took in the interview process was to contact the person who has 

access to the company contacts. In this case it was Jonas Jansson at CIL. He is the person 

students can contact if they want to get in contact with companies and specific who to contact 

regarding a certain area. The author sent bullet points regarding the purpose of the topic and 

examples on questions the author wanted to discuss. This was done via an e-mail that was sent 

to Jonas Jansson who in turn transmitted the e-mail to the right person at the company 

Emballator Lagan Plast.  

Before the interview took place the author confirmed an e-mail to the respondent saying 

almost the same as Jonas Jansson explained, mainly who the author was, what the aim was 
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with the study as well as questions the author want to bring up and discuss. The interviews 

were held with four employees at Emballator Lagan Plast. The face-to-face interviews lasted 

between 40 to 60 minutes.  

During the interview the author followed the questions that were stated in the interview guide. 

The same questions were asked to all the interviewees, which the author perceived as both 

negative and positive. Why the author perceived it to be negative was due to that the 

respondents had different knowledge and experiences concerning e-commerce. The once that 

had better knowledge about e-commerce gave evolving answers back. Although, on the other 

side it was also perceived as positive since the answers varied among the respondents, which 

gave the author different viewpoints concerning e-commerce in different areas.  In order to 

make sure that the respondent gave all information that was needed for the study the author 

additionally asked in the end of each interview if the person had anything to add. The 

interview process was only held by the author.   

The author started to ask broad questions regarding the specific topic to give the interviewee 

flexibility and the ability to influence the interview questions, this also not to limit the 

interviewee to specific areas. Broader questions give room for the interviewee to give relevant 

information that the interviewer did not thought about before the interview. After this more 

specific questions were asked such as “what costs will be reduced?”, “how will the revenue be 

affected?” and more. When all questions were discussed the interviewer summarized what 

had been said to be sure all was understood correctly. The notes from the interview were sent 

to the interviewee and approved. See Appendix 3 for interview transcript. 

3.7 Data collection procedure 

This section will include the structure of the interviews as well as an analysis where the 

material gathered from the interviews is presented.  

3.8 Data analysis method 

As this thesis include a lot of data it is significant to simplify what has been collected into 

smaller parts. This needs to be done in order to make it easier for the reader (Bryman and 

Bell, 2011). The table below explains how one can analyze the differences between the two 

methods, quantitative and qualitative.  
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Quantitative data Qualitative data 

Based on meanings derived from numbers Based on meanings expressed in trough 

words 

 

Collection results in numerical an 

standardized data 

 

Collection results in non-standardized data 

requiring classification into categories 

Analysis conducted through the use of 

diagrams and statistics 

 

Analysis conducted through the use of 

conceptualization 

Table 6. Distinctions between quantitative and qualitative data, Sounders et al. (2009, p.482) 

According to Bryman and Bell (2011) there are three ways of conducting qualitative data, 

these involves data reduction, data display, and drawing/verifying conclusions (Bryman and 

Bell 2011).  

- Data reduction: Consists of the categories where the collected data are focused 

towards the purpose of the study (Bryman and Bell, 2011).  

- Data display: Tells the one who reads the paper about the data gathered from the 

interviews. This could be done through a graph where it shows the collected data as 

well as the differentiations between what was found (Bryman and Bell, 2011). 

- Drawing/verifying conclusions: Consists of steps that regards the patterns drawn from 

previous research, proposition can be requested as well as theories could be 

recognized (Bryman and Bell, 2011). 

The interviews will be well defined in words and tables for the reader. This allows the reader 

to get a holistic view of what have been collected from the research. Tables will help the 

reader to understand the whole picture of the thesis, and will in a more easily way understand 

the context. Therefor data reduction and drawing/verifying conclusions will be used. 

3.9 Quality Criteria 

When constructing the research design Bryman and Bell (2011) discuss three important 

criteria’s that needs to be considered; reliability, relevance and validity which all include sub 

categories, these criteria’s will be discussed below. 

3.9.1 Validity 

According to Bryman and Bell (2011) validity is the extent to which the data collection methods 

or instrument actually measure what they are intended to measure. This could be addressed 
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through a well-structured interview guide with relevant questions. In this way the author were 

capable to measure what was intended to measure, resulting in high validity. The author 

reached high validity since she could deviate from the question that was planned if there were 

any other interesting findings. 

There are several of ways to explore validity; face validity, concurrent validity, predictive 

validity, content validity, construct validity and convergent validity (Bryman and Bell, 2011). 

The research will shortly explain the ones that are suited in this study.  

3.9.2 Content validity 

Content validity can be seen as the holding of face validity. When an author develops a new 

measure it is significant that it has established content validity and face validity (Bryman and 

Bell, 2011). Furthermore, content validity discuss if a measure reflects on the content of the 

concepts. In order to obtain that the study has content validity, the author is allowed to ask 

people from outside whether they believe a measure reflect on the concept (Ibid).     

In other words content validity almost works as a judgment, where the aim is to question; 

does the measure reflect on the concept? (Ibid). “Is this question related to the measure of 

attitude?” 

In order to assure content validity the author assembled a pre-test on the questions that will be 

asked to the company Emballator Lagan Plast. They were pre-tested on experts in the area, 

and got approved by the author tutor Setayesh Sattari professor at School of Business and 

Economics, Linnaeus University, as well approved by a family member who have a Bachelor 

in Industrial Marketing and now works in the manufacturing industry. Furthermore, in order 

to increase the validity to the highest the author transcribed the interview and was very careful 

in writing all the answers down in a proper way.  

3.9.3 Construct validity 

According to Bryman and Bell (2011), construct refers to the extent to which 

operationalization measure the concepts that are supposed to be measured. Yin (2014) defines 

construct validity related to a case study as “the accuracy with which a case study’s measures 

reflect the concepts being studied” (Yin 2014. p.238).  
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In order to ensure that the concepts that are supposed to be measured really are measured the 

author’s purpose and research question were reconsidered many times during the thesis. By 

doing so the author could make sure that the purpose was fulfilled as well as clear answers on 

the research questions. In order to conduct the right information from the respondents the 

author created an interview guide. The interview guide increased the construct validity since 

the questions were based on the theories founded. With information from different 

interviewees the author could compare the different answers gathered from the respondents 

and assemble the once who had same opinions, which creates credibility as well. To ensure 

that the information from the interviews not were misunderstood or misinterpreted the author 

recorded the conversations. Lastly after summarized the empirical findings the information 

was sent back to the respondents to make sure that the statements written were in line with 

their answers. 

3.9.4 External Validity 

According to Bryman and Bell (2011), external validity refers to the “extent to which result of 

a study can be generalized to other situations and to other people”. Yin (2014) defines 

external validity as “The extent to which the findings from a case study can be analytically 

generalized to other situations that were not part of the original study”.   

The aim with this study is to evaluate the success factors of e-commerce implementation. In 

order to obtain external validity the author used some of the questions from previous literature 

as well as interviewed several persons at the company. Although since this case study is on 

only one company, Emballator Lagan Plast, this study cannot be generalized to the fullest on 

other firms. On the other hand this study can be seen as a tool for other further studies related 

to this topic.  

3.9.5 Reliability 

According to Bryman and Bell (2005), a study has reliability if the degrees to which measures 

that are devised to assess concept are consistent. Meaning a study needs to be repeatable in 

order to have high reliability. Although this study does not have high reliability due to only 

one company chosen the result from this company does not represent all companies; therefore 

the outcome can differ. The information collected from the author may not be carried out in 

the same way as someone else’s, due to different interview techniques and personal 

chemistries. The author believes this case study could have higher reliability if a similar 
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investigation was done at another company within the manufacturing industry. The author 

could as well compare the outcome between the companies.  

This reflects as well on the study by Yin (2003), who argues that a case study is reliable if it 

would lead to the same findings and conclusions when another author conducts the study 

again.   
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4. Empirical study 

In this chapter the author will present the information gathered from the interviews that was 

held on the company Emballator Lagan Plast. The theory chapter suggests different benefits 

and success factors of implementing e-commerce in a B2B firm. The following section will 

discuss these benefits and success factors but linked to Emballator Lagan Plast case of 

implementing e-commerce. 

This study focuses on the Emballator Lagan Plast that is located in Ljungby. The author 

interviewed four employees from different departments at the company; one from the sales 

and development department, two from the sales department and one from the purchase 

department.  Interviewee 1 who works as a sales and customer developer was in charge of the 

implementation of the e-commerce and therefor the most informative person to interview. He 

was interviewed to get an understanding of how the e-commerce will be implemented and 

how it will work towards the customers. After interviewing Interviewee 1 the author wanted 

to interview other employees in order to find out what benefits and success factors they 

believed e-commerce will contribute to the company Emballator Lagan Plast. The interviews 

were 40 minutes to 1 hour long.  

The persons the author interviewed at Emballator Lagan Plast were: 

- Interviewee 1, Sales and customer developer 

- Interviewee 2, Sales and customer developer in Sweden and Denmark 

- Interviewee 3, Sales and customer developer 

- Interviewee 4, Order manager 

4.1 Current situation 

Emballator Lagan Plast has three different types of e-commerce projects they will drive and 

later analyze. The three areas where they will implement e-commerce are mail, B2B and B2C, 

this study focuses on the project towards the B2B customers. They want to make the handling 

of orders more easy and efficient for the customers and believe e-commerce is the solution for 

this. Following sections will present the information gathered from the interviews. 
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4.2 The benefits of e-commerce 

The following section will contain the information gathered from the interviews. It is divided 

into two parts; the first one will include the employees’ answers concerning the benefits. The 

second part will discuss questions related toward what success factors e-commerce will 

contribute to a company, in this case Emballator Lagan Plast.  

4.2.1 Efficiency in transactions and operations  

Transactions would be efficient with e-commerce since the customer pay their product online, 

and do not need to wait for an invoice to arrive. The company would also get the money direct 

into their account the moment the customer buys the products. Meaning the transactions 

between the customer and the company would increase. 

Bottlenecks is something companies want to avoid, it occurs when the flow in a process gets 

slower. At the moment is Emballator Lagan Plast relying on the fact that the correct message 

is sent from the sales department to the production floor through word of mouth. This is a risk 

due to misunderstandings and misinterpretations between the departments. With e-commerce 

this can be reduced since the customer place the orders by themselves direct to the production 

floor.  

When asking the interviewees if e-commerce can be more efficient for the company 

concerning transactions and operations all parties had a common opinion that the company 

will be more efficient with e-commerce. They told the author that by implementing e-

commerce both the transactions and operations will be more efficient. The service level will 

be higher due to the possibility to order at any time direct to the logistic department. They 

continued to add that operations will be more efficient since the customers can order their 

products by themselves, which results in easier tasks for the department who usually handles 

the orders. It was expressed that without e-commerce, the chance of doing mistakes is higher 

in special and advanced orders, with e-commerce there will be fewer mistakes since the 

customer place the order. They continued to add that e-commerce will cut out the middlemen, 

so they can focus on other tasks.  

4.2.2 Cost reduction - external and internal costs and tangible benefits 

Firms are striving to minimize their costs. If there is a possible way of lower the expenses a 

company may have the author believe a firm is more willing to do so. One way is to 
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implement e-commerce. As presented in the theory chapter 2.0 some costs will be reduced 

with e-commerce, such as fewer fax transmission, fewer paper-based transactions, administrative 

processes, reduction in administrative tasks, search cost for new suppliers and buyers, reduce 

office space and reduce equipment/ furniture costs.  

When the author questioned the respondents what benefits will reduce costs in implementing 

e-commerce. All the respondents agreed upon that they will not save any money in purchasing 

costs when implementing e-commerce. When it came to search cost there were mixed 

opinions. Some sales employees thought that there will not be any changes, one of them stated 

” we will only use the suppliers and customers that we have today, so no” (interviewee 3, 

2015), while another employee from the purchase department explained that there will 

definitely be a change in spending time in search costs for suppliers and customers. 

Furthermore, all the respondents agreed upon that the communication cost will be reduced 

since all communication will be digital and the sales department doesn’t need to communicate 

much with the customers through e-mail and fax. Additionally each one of the interviewees 

agreed on that paper based transactions cost will be reduced in the implementation of e-

commerce.  

Furthermore, when asking about the equipment cost the interviewees did not assume there 

will be any changes.  More over the last question regarding cost reduction was if the office 

space will save any cost due to the implementation of e-commerce. All employees agreed on 

that e-commerce will not save any cost in office space at Emballator Lagan Plast. The CEO of 

Emballator Lagan Plast stated that “it will be higher turnover with the same personal as they 

have today”.  

4.2.3 Intangible benefits and revenues 

Relationship – With e-commerce could the relationship between customers and Emballator 

Lagan Plast be better since they can reach each other at any time at any place. The trust will 

be enhanced since the sales person and the customer may work side by side when developing 

products together from start to end.  

When the author asked the interviewees if they believed the relationship with the customer 

will be better with the implantation of e-commerce they expressed that it depends on the 

segment. They added that the older generation may perceive the e-commerce as something 

complicated and that the everyday contact will not be there anymore. While the younger 
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generation will see e-commerce as an innovation that brings more flexibility and a tool that is 

“easy to use” when ordering products. One employee from the sales and development 

department stated that “through e-commerce a new target group will be developed 

(interviewee 1, 2015)”. Furthermore another employee who works at the purchase department 

stated “e-commerce is not personal and will not affect the small customers, but will 

potentially affect large customers” (interviewee 4, 2015). 

Customer satisfaction – Customer satisfaction is the most important factor company’s tries to 

achieve. Although one cannot forget that it is a challenge to find out exactly what could be 

satisfying for the customer. Since the theory says that e-commerce will increase customer 

satisfaction (Currie, 2000) the author additionally asked in what way.  

When the author asked if the customer satisfaction will be improved with e-commerce the 

interviewees agreed on that the customer satisfaction will increase. One of the sales 

employees expressed that “e-commerce will give their customers an additional way of order 

their products, where the availability for information and place an order is there at any time 

the customer needs it” (interviewee 3, 2015). One other sales employee said that “the lead 

time will decrease with e-commerce, as well as the delays, due to the direct place of orders 

from the customers” (interviewee 2, 2015).  

Competitive position – The author believe competitive position is also something firms strive 

to achieve. If a company have strong competitive position on the market they are the once the 

customer will chose to go for at first. To clarify it more a company gets a stronger competitive 

position if they differentiate themselves in a better way than its competitors. The more unique 

and valuable a company is, and the more a company stands out from its competitors the 

stronger competitive position the company has. According to Currie (2000) e-commerce 

contributes with a stronger competitive position. Therefore questioned the author as well how 

e-commerce could affect Emballator Lagan Plasts competitive position.  

Each one of the interviewees agreed upon that the company’s position will become better with 

the use of e-commerce. One sales employee answered “yes the competitive position will 

increase due to the shorter lead times” (interviewee 2, 2015). One other employee stated that” 

e-commerce will better their position since it will provide the customer with information of 

what products they use to order”. One other sales employee added “competitive position will 

be better, since we cut out the wholesalers’” (interviewee 4, 2015). 
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Morale - When the author asked the interviewees about the employees morale, they answered, 

as long as the employees have the knowledge that they still will have their jobs, the morale is 

positive towards the implementation of e-commerce.  

Visibility – Furthermore, the author believe firms may increase sales the more they show them 

in social forums. By enter e-commerce market would catch many suppliers and customers 

attention and interest to learn more about a company. Since (Currie, 2000) says that e-

commerce increase visibility the author wanted to ask Emballator Lagan Plast in what way 

they believe it could.  

The interviewees gave a common answer and believed that e-commerce will contribute to 

more visibility. They said that Emballator Lagan Plast strives to be at the top of the search 

engine Google when one searches for plastic solutions. The employee of the development 

department said that “e-commerce will contribute to a new approach in visibility, which 

means to be innovative with the creation of the new alternative and at the same time keep the 

old way of doing business, with the value of safety as a key attribute” (interviewee 1, 2015).  

Customer and supplier networks – The author believe that having access to many suppliers 

and customer is always worth for a firm, the more the better. If a firm could extend their 

networks with suppliers and customer in some way, the author believe the majority would 

consider how. Since Currie (2000) state that e-commerce does so, the author wanted to 

question Emballator Lagan Plast, although in what way. 

The author also asked the interviewees if they believed e-commerce will extend their 

customer and supplier networks. They answered that they believed it would. They agreed on 

that the networks will be wider since they will be able to reach out to more customers and 

suppliers. One of the employees from the sales and developing department believed that e-

commerce could wider the network internal within the company as well to the customers. He 

stated “since customers will have direct connection with networks to e.g. quality department, 

production department and the logistic department, less time will be spent via the sales 

department. Meaning the networks within the company will be more efficient and the sales 

department can focus on other tasks” (interviewee 1, 2015). 

New international partners – When implementing e-commerce firms going from not been 

involved in the global market to suddenly having access to global companies. With this been 

said finding new internal partners is easy with e-commerce and it is an advantage for firms. 



42 

 

By having an international partner firms may get the possibility to share ideas, ask questions, 

corporate etc.  

When the author questioned about the availableness of finding new international partners 

through e-commerce they answered that they were not interested in finding international 

partners. One employee from the purchase department stated that “they do not have the 

economy of doing business outside Scandinavia” (interviewee 4, 2015). 

Quality and responsiveness – Responsiveness is important in any context in our society. Poor 

responsiveness could have negative effect on the respondent and may end up not satisfied.  

This factor is especially important in business contexts and sales where deals can depend on 

the response. From what the theory said e-commerce contributes with quick, easy response 

that is satisfying for the customer (Oracle, 2011). 

All the interviewees believed that e-commerce will improve the quality and responsiveness 

since the processes become faster and more efficient. All the information about a purchase 

will be sent directly to the customer. Although one sales employee stated that” It is important 

to not leave everything to the technique, the sales team still needs to keep the personal contact 

with the customer” (interviewee 2, 2015). One of the employees added how the service level 

will be improved if a customer wants to complain. “The new service will be a description on 

the website on how the customer should behave if he/she notices any product defects. E.g. 

first step is to take a photo on the product and the carton, second step is to take a photo on the 

barcode and date. When this process is done the complaint is done” (interviewee 1, 2015).  

Brand – The author perception is that the brand reflects and mirrors the company’s vision and 

values. Therefore companies strive to show their brand in different forum so the customers 

can recognize them. According to the theory e-commerce is cheap and easy way firms can 

show their brand (Oracle, 2011). The brand will be strength and will have a positive effect on 

the customer. 

When asking the interviewees if they believed the e-commerce could contribute to the brand, 

they agreed that more people will have access to the company and build a perception of the 

brand through the use of e-commerce. One employee of the development and sales 

department believed that with the mix of the new and the old approach they will strengthen 

the brand in a positive way. Although all agreed upon that it is important to take care of and 

maintain the system, otherwise it will have the opposite effect.   
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Sales and development department – When e-commerce enter an organization the tasks at 

some department will be changed. In this case especially for the sales department, since they 

are the once who handle the orders (Lucking-Reiley and Spulber, 2001). 

According to all the interviewees the sales department will change focus on the 

implementation of e-commerce. In other words the focus will not be on coordinating the 

orders for the customer, but on sales strategies and marketing instead. One of the employees 

from the sales and development department explained that they will change their thinking 

with the implementation of e-commerce. He argued that “This development in the company 

will require the sales team to push the selling process more. It will almost work as a highway, 

in the middle all the orders are going automatically and works as a helping tool in ordering 

standard products. On the left side of the highway the innovation takes place, where 

Emballator Lagan Plast takes care of the customer who wants to create something unique. On 

the right side the development process takes place where the company offers personal 

interaction with the customers” (interviewee 1, 2015).  

Retain the customers – When innovation takes place at firms there is always a risk of how the 

new innovation is perceived by the customers. Sometimes for the better but sometimes firms 

may lose customers due to changes (Oracle 2011). 

When the author asked if e-commerce will retain the customers in a better way, the 

interviewees all answered in the same manner and believed so since they will offer a new 

innovative alternative for the customers as well as a simple way of ordering. With this said 

they predicted that the customers will be satisfied.  

Enabler’s - The answers about what enabler’s e-commerce will contribute to the customers 

and suppliers varied. At the moment the suppliers are not involved in the e-commerce, only 

the customers. However, one of the managers stated that “they can take a lower price due to 

the earnings the company can gain in ordering at a certain time in another country, e.g. if the 

oil price goes down at a certain time as it once did by 50% on the USA market” (interviewee 

1, 2015). One other sales employee argued that “e-commerce will simplify the way of order, 

since the order process is very complex at the moment” (interviewee 3, 2015). 

Supply chain – The supply chain play a very important role in a firms business. If a firm have 

an inefficient supply chain it can affect the whole company. Customers may not get their 

product in time thereby losing customers and get bad reputation.  
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It was clear that all of the interviewees believed the supply chain will be affected in a positive 

way when implement e-commerce, they assumed that e-commerce will contribute to shorter 

lead times and less people involved.  

Identification of new competitors – Firms will always have competitors, it is not common to 

play as a single player on the market. To identify competitors is very beneficial since the 

company can get a holistic view of what the competitors offer the market. Thereafter the 

concerned can differentiate themselves. 

There were mixed opinions among the interviewees regarding the fact that e-commerce can 

help when identifying new competitors. One of the sales employees said “since e-commerce 

will contribute to better access of information, it will also contribute to find new competitors. 

This will also help us to compare ourselves to them, and always strive to become better” 

(interviewee 3, 2015). The others had an opposite view. Meaning that the competitors will 

have it easier to order from Emballator Lagan Plast instead. In other words, the competitors 

will compare themselves with Emballator Lagan Plast and see how they can be better. 

Some of the interviewees believed the revenues of sales will increase due to the availability of 

products while another interviewee stated that “the revenues in money will be the same, 

although we will increase in other revenues such as the service itself and time” (interviewee 1, 

2015).  

4.2.4 Communication costs 

As discussed in the theory chapter 2.2.5 the communication costs will be reduced due to e-

commerce. Through e-commerce firms can lower the communication cost regarding the 

information that needs to reach out to the customer’s costs of travel, time spent on 

communication, processing paper documents as well as place of meetings. 

The author asked the employees how they believe e-commerce will influence the 

communication costs. All the interviewees gave a common answer that fax orders, e-mail and 

phone costs will be reduced. More invoices will be made, one of the sales employees stated 

that “with the implementation of e-commerce the company will save money due to no postage 

as well as the chance of being double crossed is low since the customers send the money 

before the delivery” (interviewee , 2015). 
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Furthermore, it was only one of the respondents who wanted to add a benefit he perceived 

important with the implementation of e-commerce. The interviewee stated that “since 

Emballator Lagan Plast has many bases in Sweden they want to integrate the whole group 

Emballator into the e-commerce system in the future. Why? – Because then the customer can 

order from different places but through one integrated channel” (interviewee 1, 2015). 

4.3 Success factors 

The following sections will discuss the interviewees’ opinions concerning the success factors 

of e-commerce. The success factors mentioned are based on the success factors by Fairchild et 

al. (2004), see theory chapter 2.7.1 Context and Process related success factors for a deeper 

understanding about these factors. 

4.3.1 Motives of stakeholders 

Each one of the employees agreed on that is it very important to understand the motives of the 

stakeholders, this to avoid a misfit of interests. They perceived that without knowing the 

motives there is no point of invest in e-commerce. It is important to do the right things and 

what the customers are asking for. The e-commerce application must be adjusted for the 

customers’ wants and needs and in line with its interest. One of the employees stated that it is 

especially important for our big customers (interviewee 4, 2015). The big customers have the 

biggest impact on the company’s revenues and profitability so that makes it very important 

that the interests are shared. It would be dreadful to lose a big customer due to misfit of 

interest. 

4.3.2 Frequency of purchase 

There were mixed opinions among the interviewees about the impact of frequency of 

purchase. One of the sales employees thought that the purchases will be more often and 

smaller batches, while another believed the purchases will decrease. However, one sales 

employee said that increased sales can be difficult in e-commerce, since the customers place 

the orders by themselves (interviewee 2, 2015). In other words the sales employees will have 

a hard time to push the customers to buy more. The same employee explained that it is much 

easier to sell by phone. The reduced customer contact that comes with e-commerce will affect 

the customer order patterns. E-commerce will for sure push for new strategies and procedures 

for the sales department. New ways must be found to increase sales, one of the interviewee 
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discuss the fact that they have to set up some kind of rules for the orders. The price must be 

affected by the order quantity, e.g. a discount can be provided when ordering a quantity above 

a certain level. Also, a lowest quantity level can be set to avoid increased costs due to small 

order quantities (interviewee 4, 2015). 

4.3.3 Learning cost 

Adding an IT-system to the company can be seen as a success since the learning cost is low, 

each one of the interviewees thought that this factor was significant for the success of the 

implementation of e-commerce. In the long run the learning cost is insignificant in 

comparison to the gains. Although, the interviewees supported the fact that if one cannot use 

the system, there is no point of invest in the system. One sales employee ended with stating 

that” if the input is wrong the output will be wrong” (interviewee 2, 2015). This means that 

you cannot sees past the learning cost, the training in the system is important, but since the 

cost is so low it has no major impact on the success. 

4.3.4 Trust 

When the discussion about if trust towards the customer will influence the success they 

thought that it depends on the segment. In other words the older generation may not perceive 

e-commerce as something positive and could lose trust, while in the younger generation they 

may create trust because they can handle the system more efficiently. One of the managers 

stated that “the foundation to a success in trust is to find the right balance there between” 

(interviewee 2, 2015). It was only one of the managers that did not thought the trust would be 

influenced. 

4.3.5 Government regulations 

The employees were asked if they believed the government will influence the success of 

implementing e-commerce, and the interviewees corresponded to the fact that it was 

important, although the answers on why, was not developing except one who believed that 

involving the schools in the training of using e-commerce could be beneficial for Emballator 

Lagan Plast. One sales and development employee stated that “If teenagers already are 

prepared with the knowledge of how e-commerce works, it will contribute to efficiency as 

well as no need of education of potential customers” (interviewee 1, 2015). 
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4.3.6 Website                  

On the question regarding how the company will design their website to contribute high 

success they all answered “it needs to be easy to use”, and continually agreed on that the 

information must be easy to find. One of the employees from sales and development 

department that are more involved in the implementation explained that they will design the 

order process in stages in order to define the different customer relationships they have. 

Stage one is for the customers they do not talk to, these customers are the once who purchase 

less often. Stage two defines a closer relationship to the customers who purchase more often 

than customers in stage one. In stage three the relationship is close and the customers have 

access to three to four contacts at the company, such as technique support and development 

department. In stage four the customer will be involved in all the processes concerning 

innovations, developments and standard products. Stage five is the most complex where 

Emballator Lagan Plast is involved in all the customers’ ideas etc. 

4.3.7 Partnership 

Additionally the author asked if they believed partnership with customers and suppliers could 

contribute to a successful implementation. Since they only will involve customers in the 

system the answers will be towards the customers. All of the interviewees agreed upon that 

partnership with the customers may contribute to better success, although they were not sure 

if it was the right time to make that move, since they are in the starting curve of implementing 

e-commerce.  

4.3.8 Quality of information 

It was clear that quality of information was important for all the interviewees. They agreed 

that the information must not only be clear on the website it needs to be clear internal in the 

organization as well. Meaning all information must be clear in order for the employees to 

know their responsibilities. Additionally the website must show a certificate as well as it must 

be stated that the plastic is approved for food etc. 

4.3.9 Geographic location 

The interviewees from the sales department did not believe their geographic location would 

matter for the success. Although, the purchase employee argued that “since we are settled in 
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the center of Sweden, we have easy access to the main parts around 

Scandinavia” (interviewee 4). This will enable for better distribution and logistics. 

4.3.10 Barriers 

When implementing a new IT system you will always encounter some issues during the first 

run period, so the majority of the interviewees believed there will be some barriers that can 

influence the success of the e-commerce implementation. First of all the first period issues 

that comes with the implementation of an IT-system but also the risk that the system will not 

be easy to use for the customer, the customers may not be able to use the system as intended. 

The company may then lose customers due to problems in the system and customers not able 

to adapt to the new technology. 
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5. Analysis 

In this chapter the author will link the theoretical chapter to the empirical data that was 

gathered from the interviews with the employees at Emballator Lagan Plast. Benefits and 

success factors related to the Emballator Lagan Plast case will be analyzed. 

Fairchild et al (2004), argue that electronic markets allow buyers and sellers to exchange 

information about products and prices via online Internet systems. An information system 

operating as an additional selling tool in regards to awareness of what it contributes to the 

company.  

Today's rapidly changing market and technological development make it very much important 

for companies to constantly evaluate themselves to keep up with the development and to be 

aware of the risks and benefits that they face in each stage of development. There is no time 

for mistakes, the company needs to be sure the right things are done at the right time or a 

competitor will be ahead in no time. This analysis seeks to provide Emballator Lagan Plast 

with all benefits and success factors needed to implement e-commerce in a successful way. 

The most relevant factors that are in line with the case will be discussed. By underlining and 

empathizing the employees’ perception of the various factors the author is able to compare 

and contrast, to analyze if the viewpoints are linked to the stated theory. In addition, the 

factors that Emballator Lagan Plast believes are the most relevant to their case as well as their 

apprehension of less convincing methods for a successful implementation will be addressed.  

Fairchild et al. (2004) suggest that there are 17 success factors that are divided into two parts; 

context-related and process-related. This case study is delimited to only analyze a few factors 

from the context-related segment and focus on the process-related factors as they are more 

relevant to the Emballator Lagan Plast case.  This chapter will be divided into two sections; 

success factors and benefits.  

5.1 Success factors 

When a company selects e-commerce as a business method it is vital that they first are able to 

pinpoint and understand their stakeholder’s motives, this in order to position the benefits 

properly (Fairchild et al. 2004). When discussing this factor with the Emballator Lagan Plast 

employees it became evident that the majority agreed upon this being one of the most 

important aspects to consider achieving a successful implementation. They were clear about 
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that not knowing the stakeholders’ incentives would most likely result in an unsuccessful 

implementation of e-commerce. 

To know the motive of the stakeholders play such a vital role in the implementation of e-

commerce at Emballator Lagan Plast that one proposal for them could be to conduct a survey 

before the actual implementation. This is performed in order to investigate whether their 

current customers would be interested in using e-commerce as an additional tool when 

ordering products or not and how they would use it. If the outcome is positive, then 

Emballator Lagan Plast will be more confident with the fact that the implementation would be 

successful. The amount of interests among existing customers is big and the risk of 

unexpected scenarios is minimized. There will still be some risk that new customers will not 

have a positive attitude towards e-commerce but this is impossible to protect against. 

Since the only interaction between sellers and buyers will be through databases in e-

commerce the trust needs to be improved in order to be successful. The older generation may 

find it hard to learn the system and they may perceive e-commerce as something negative. 

Much of the work for the sales persons consists of customer relations, by e-commerce the 

relation between seller and buyer will not be as natural as it was before. The main way of 

order will be through the Internet and no other connection between seller and buyer. 

Therefore it is particularly important to build trust in other ways. The sales department will 

have less contact with the customer during the ordering process. They will instead have 

continuously contact with all the customers, either via an integrated customer center or by 

telephone. 

As the sales department gets a different focus with e-commerce the sales persons will work 

more with sales strategies and marketing. The reduction of customer contact will make it 

more difficult for the sales persons to sell more. As the customer place the order itself on the 

Internet it will not be aware of possible benefits in terms of rebates and discounts. Regarding 

the frequency of purchase the employees at Emballator Lagan Plast believe in purchasing 

more often and in smaller batches. As this is not cost efficient for the company they need to 

focus on sales strategies that attracts the customer to buy more at each order. E-commerce 

will enable for more detailed customer order follow up. The database will track each order 

and identify ordering patterns for every customer which will make it easier for the sales 

person to formulate customized discounts. 
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Emballator Lagan Plast cannot attract their customers by offering a lower price via e-

commerce.  This is due to the fact that they produce plastic and plastic is a core product with a 

standardized price, (the same principle with oil). However, frequency of purchase as a success 

factor would be more applicable when producing complex products. Complex products can 

consist of many different components which can be sourced from e.g. China with a lower 

price. Depending on the relationship between Emballator Lagan Plast and their customers the 

customer will be offered some benefits in terms of discounts and rebates. Emballator Lagan 

Plast registers all their customers and keeps track of their orderings and purchase patterns. 

The more the customer buys at the same time of order the more discounts it will get in e.g. 

design cost, delivering cost or inventory cost. Meaning Emballator Lagan Plast will attract 

their customers in another way. This, lower indirect costs and rebates, may attract the 

customer to buy more at a time. 

Furthermore, the literature discuss that adding IT as a solution to a firm can be seen as a 

success in general since the learning cost is low, although the unwillingness to change can be 

seen as a barrier during the implementation phase (Fairchild et al. 2004). The learning cost is 

significant when implementing e-commerce. Each one of the interviewees in the case study 

supported the fact that if one cannot use the system, there is no point of invest in it. From this 

statement, the authors’ perception is that even though the cost may be low for teaching the 

main problem is how to learn the system.  

The employees at Emballator Lagan Plast see a barrier in changing the older generations’ 

perception and attitude towards e-commerce. Meaning the first challenge for Emballator 

Lagan Plast would be to change the older generations’ attitude towards e-commerce. This 

could be done by offering free training to all customers that are interested in or in need of 

training of how to use e-commerce. One advice for Emballator Lagan Plast would be to offer 

training where all customers get an introduction of the system, as well as having experts 

stationed on place to offer instructions on how to use and handle the system. By offering this 

Emballator Lagan Plast would increase customer satisfaction and the customer will feel cared 

for. This will of course rise to a cost for the company but the decreased costs that come with 

e-commerce in terms of administration costs, communications costs and more will still 

contribute to positive result in the long run. 

If the company would not offer training the risk will be that the older generation still inhabits 

a negative attitude towards e-commerce which would result in them never using the system. 
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Although one cannot forget that it is a challenge to change an attitude and it will take time, 

but when it’s done the rest will be easy.  

In order for a new IT system to be used, training is needed, if the company doesn’t attach 

great importance to this, there would be an unprofitable investment. Both the employees and 

customers need to know in detail how they should handle and work with the system as 

efficient as possible. If the customers do not perceive the system as a positive tool to use, it 

could result in a negative perception about the company, as well as Emballator Lagan Plast 

losing loyal and potential customers. 

However, the managers need to be aware of that the employees will have uncertainty about 

adapting to a new system, they may feel that they do not know what is waiting behind the 

corner. They may worry about their careers, their position of losing their jobs as e-commerce 

takes over many tasks a sales employee have been in charge for earlier.  

When introducing e-commerce the customers may feel unsecure and lose trust. To avoid this 

Emballator Lagan Plast needs to be actively involved with the customers. Emballator Lagan 

Plast has to be proactive, with already prepared answers on questions that may rise by the user 

they are able to give fast respond and easily solve issues. Customer reviews should be done 

continuously in order to make sure the users are satisfied. If not, they may feel that they are 

losing contact with the company and will choose a competitive firm. 

The employees need to know every detail about the system in order to be able to answer all 

type of questions. Therefore it is vital for the employees to be thoroughly introduced to the 

system before the customers. At this point it is important that the employees would not lie 

about how familiar they are with the system. In order to make sure that all employees fully 

understand the system they could be forced to do a test, a trial where there will be questions 

regarding e-commerce and its function. This method would make sure that the employees 

have what it takes to be a reasonable partner. 

In order to reach success in e-commerce the quality of information needs to be well described 

(Fairchild et al. 2004). It was clear that the quality of information was important for all the 

interviewees. They agreed that the information must not only be clear on the website but also 

internal within the organization. Meaning all information must be clear in order for the 

employees to know their responsibilities. Additionally the website must show a certificate as 

well as it must be stated that the plastic is approved for food etc.  
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The quality of information inside the company needs to be high since all orders with e-

commerce will be sent directly to the manufacturing floor. The workers at the floor will start 

producing the products as soon as the order arrives and they must be able to rely on the fact 

that the information on the order is correct. Therefore it is very important that all information 

reaches to the right person at the right time, otherwise the chance of duplicates and 

misunderstanding can occur.    

If the quality of the website is poor it could give the customers a negative impression of the 

company. If the webpage does not seem serious the customers may turn to a competitor 

instead. Furthermore, some information can be confidential and both the employees and 

customers must feel safe with the fact that the information is only accessible by them. The 

literature brings up entry barrier as a good tool to avoid untrustworthy participants. One 

suggestion from the author is that Emballator Lagan Plast should offer their customers a code 

connected to the webpage. This code would be individual for each customer, by doing this 

Emballator Lagan Plast will minimize the risks of other untrustworthy participants using the 

system. 

Emballator Lagan Plast had no interest in adding a partner or to form a partnership with 

another company at the moment, although they wanted to consider that in the future. From 

what the theory says the author want to encourage the company to consider partnership due to 

the success it may bring. The theory states; if a successful alliance is done it will contribute to 

the company’s growth. Alliances are not only to a firm’s bottom line, alliances are also a 

critical tool for a firm to learn about knowledge resources (Prusak and Matson, 2006). 

Therefore the author perceives that Emballator Lagan Plast needs to change their thinking 

concerning this success factor. As they are in the starting process of implementing e-

commerce without any knowledge of how it works, now is the time to get a partner that has 

the knowledge. By doing so, Emballator Lagan Plast could learn from the other companies’ 

earlier experiences and expertise, as well as feel safer due to the partner as a supervisor. To 

have stimulating discussions with the supervisors and together talk about how they can 

proceed may be necessary for the success. They would be able to brainstorm and ask 

questions that would for sure rise during the implementation. If they do not commit to a 

partner during the starting process they could expose themselves to uncertainties and risks, 

this due to not inhabiting any earlier experience or knowledge of how to handle the situation, 

with a partner this factor could be reduced.  
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Furthermore, what Emballator Lagan Plast needs to consider is that both parties need to gain 

from investing in a joint venture. It may be that company X have a customer, service or 

product that Emballator Lagan Plast would be interested in or the other way around, however 

both parties need to feel that they are getting something out of it. E.g. Emballator Lagan Plast 

knows that company X has utilized the e-commerce market for several years and wants to 

take part in their customers. Emballator Lagan Plast may offer its distribution network to 

company X, meaning the deal needs to end as a win-win situation for both firms. 

The last success factor to discuss is government regulations and how it can contribute in a 

positive way to Emballator Lagan Plast. The theory states that the support from the 

government is significant for the implementation of e-commerce. With the support from the 

government a firm can feel secure about not be affected by free riders, meaning unknown 

outsiders that can take advantage of a firms system without doing any contribution to it 

(Fairchild et al. 2004). 

The employees at Emballator Lagan Plast believe that the government influences the success 

of e-commerce but they did not know exactly in what way or why. However, one of the 

employees stated that involving schools could be beneficial for the company. By involving 

schools, students can be taught in how e-commerce works and be able to handle the systems 

at an early stage. If the teenagers are already prepared with existing knowledge of the 

functions and benefits of e-commerce before they start to work at the company Emballator 

Lagan Plast it will save both money and time. Meaning Emballator Lagan Plast would not 

need to spend money on education for potential employees, as well as minimize the time 

spent on training.  

5.2 Benefits 

Based on the collected data regarding the interviewees perceived benefits of e-commerce the 

author will analyze pros and cons of the most relevant benefits for Emballator Lagan Plast.  

Within the area of cost savings Emballator Lagan Plast earn money due to the benefits of e-

commerce. Since the supply chain speeds up the business actions the lead times will be 

shorter. With shorter lead times Emballator Lagan Plast will be able to provide their customer 

unique offers with short delivery time, which is seen as valuable for many companies. In this 

way they will increase their competitive position and the chance of being picked by customers 

will rise. As e-commerce supply shorter lead times Emballator Lagan Plast can as well cut out 
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the resellers. Meaning fewer operators will be involved in the supply chain. With having less 

people involved in the supply chain less money needs to be spent on the paychecks for the 

employees, which will save Emballator Lagan Plast a lot of money.  

When moving from fax and telephone to an electronic order entry system the communication 

cost and the administration cost will be reduced for the company. This is beneficial both 

regarding cost savings and also for the sales persons that can change focus to spend more time 

on sales strategy and marketing and less time on order handling. With more attention on sales 

strategy and marketing the company can strengthen its brand and conduct more investigation 

on how to utilize marketing at the company. Although at this point it is important for the 

managers to place themselves in the employee’s situation. There might be the case that they 

don’t know how to handle the new tasks they will be in charge for since them haven’t had the 

possibility to work within that area before. The new tasks and processes need to be introduced 

by the managers. 

The administration cost will be decreased due to less administrative tasks. With e-commerce 

the customer’s will order their products themselves which will save the company both money 

and time. The operations become more efficient and the employees can focus on revenues. 

Although, if this would work efficiently the website needs to be updated and upgraded with 

all information that is stated within. Emballator Lagan Plast must have a resource that works 

as a support function that is in contact with the customers if any problem or issue concerning 

e-commerce may rise. This resource may help the customers with the purchasing process etc. 

The customers will also get help with the new service of handle complaints via the website. 

This means they will be able to handle complaints themselves in the long run. The respond 

from the customer will be positive, although it is significant to keep the website as simple as 

possible on order to convey the quality of responsiveness. The company support on the other 

hand will be an additional cost in terms of paychecks. Another cost Emballator Lagan Plast 

needs to be aware of is the costs of the system installation and license cost. Although, 

Emballator Lagan Plast can perceive these costs as, long-term investment costs. It may be a 

big startup cost, but in the long run it will contribute to better profitability for the company. 

E-commerce will provide a much more efficient information flow internally between the 

departments at Emballator Lagan Plast. It will bring a better access of information to all the 

departments at any time at any place through a common database instead of sending papers 

with information back and forth.   
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As perceived Emballator Lagan Plast is not interested in entering any social media. Many 

companies have already joined, meaning now is the time for Emballator Lagan Plast as well. 

By social media they can promote e-commerce and connect with other players on the market.  

They will get many advantages of participating in social media, such as visibility and the 

ability to get in contact with new customers and suppliers. If they do not participate in social 

media they may miss out on potential customers and suppliers that could be important to the 

company’s success. 

One of the employees though it was important to add a benefit that wasn’t already discussed 

and explained that with e-commerce they will be able to connect the whole Emballator group, 

it will be possible to purchase from all areas within the company that sells products. This 

aspect is very interesting because it will broader their selling a lot. Emballator Lagan Plast 

will be able to attract more customers that not only are interesting in buying plastic.  

5.3 Summery 

As the company is very traditional the step of implement e-commerce is brave. Find the 

balance between keeping traditional approach as well as promoting the innovative part can be 

hard. What Emballator Lagan Plast should do is to look into other companies that have done 

the same journey. Companies that are traditional, who stand for safety, but are innovative in 

the same time.  

However, without thinking of these benefits and success factors Emballator Lagan Plast will 

not be well prepared in knowledge of the implementation of e-commerce. Without having the 

knowledge of what an investment will contribute to the company there is no point of invest in 

one. Overall the author perception of Emballator Lagan Plast view on the implementation is to 

satisfy the customer’s needs, to order at any time at any place. Although in order to do so the 

company cannot only strive to fulfill customers’ requirements. They need to be aware of how 

the investment can be beneficial for the company as well. This analysis will give the company 

a holistic view of the comparison between the theory and the findings. With results could the 

author define what factors Emballator Lagan Plast meets and describes how they could be met 

in a better way as well as the factors Emballator Lagan Plast do not meets, where the author 

encourage the company to consider aspect in order to be as successful as possible.  
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6. Conclusion 

The purpose of this study was to evaluate the most important benefits and success factors 

when implementing e-commerce in a B2B firm .With the aid of the empirical data gathered 

the purpose of the study was addressed.  

As discussed in the analysis, employees need to understand the purpose of implementing e-

commerce, therefor managers need to explain what the company would gain from the 

implementation. A factor achieved by presenting the benefits and success factors that would 

increase the knowledge for the employees and the different ways that e-commerce could 

contribute to the firm.  

Moreover, to enhance the chance of a successful implementation of e-commerce it is crucial 

that both employees and customers are able to handle the system. If employees do not have 

any knowledge of the system e-commerce will not work, the same with the customers.  

From what was found in the empirical findings and discussed in the analysis Emballator Lagan 

Plast employees’ highest concern factor was the customers learning phase. Therefore training and 

education and the changing of attitude of the older generations towards e-commerce are the 

most important factors the firm needs to consider before implementing the system. Based on 

the findings, the study suggests that in line with the theory, learning is about identifying 

constructions through engagement in social practices (Prusak and Matson, 2006). Engagement 

in social practices will result in social bonds with other employees or participants (Ibid).  

However, the main aim within this area is that the employees need to understand the purpose 

of implementing e-commerce. If they cannot understand the purpose the willingness of being 

involved decreases. Therefore, the support from management needs to be motivating in order 

for the employees to work harder towards something that is contributing not only to the 

company, but to themselves as well. Meaning the management has a large responsibility when 

presenting the new system and the new processes for the company. First of all the 

implementation needs to be executed successively, therefore a plan of evaluating the system 

and employees perception of it would be a good idea. For instance during the first month a 

survey would be beneficial, where a test group could test the system to see if more training 

would be required or needed. The ones who cannot handle the system would then get extra 

help and support from the management during a longer period, while the ones who manage 

the system could get some kind of reward, this to show appreciation for the willingness to 
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adapt to the system. An important aspect to consider as a manager is to be there for the 

employees who need extra help to manage the system and give positive feedback to the ones 

who excel at it.  

From what was found in the empirical data there were some success factors and benefits that 

they do not meet nor are perceived as important e.g. partnership, government regulation or to 

enter social media. As these factors bring company success one suggestion is that Emballator 

Lagan Plast should consider them as valuable for the implementation of e-commerce.  

As discussed, the involvement of schools could contribute to the success of implementing e-

commerce. This would not only help Emballator Lagan Plast but also be beneficial for all 

types of e-commerce in the society. Why this is not impossible is due to the fact that 

programming has already been debated to be one of the mandatory subjects in schools due to 

its innovation. E-commerce is also a field that is increasing rapidly and in a matter of time, all 

companies will eventually use e-commerce as a selling method.  

The benefits that Emballator Lagan Plast would gain from implementing e-commerce are that 

they could reduce communications cost such as all administrative and operating tasks. Seeing 

the stated tasks would be executed through internet, which is a less expensive way of 

communicating both internally and externally. Another cost-saving aspect would be the 

decrease in time spent on communication, in turns of faster communication processes; the 

answers back and forth between departments and customers would be more efficient and the 

lead times for the customers would decrease. The company would also save costs if they 

decide to enter a social media channel, since it is a less costly way of market themselves. 

Although from what was found in empirical findings social media was not something that 

interested Emballator Lagan Plast, but the author see many benefits with entering the social 

media. Not only saving money on marketing but also due to the fact that they would reach a 

wider customer base.  

Furthermore, Emballator Lagan Plast would increase their sales revenues since customer 

would be able to purchase their products twenty four seven.  Emballator Lagan Plast would 

also increase their revenue in terms of visibility in the field of manufacturing firms online.   
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6.1 Managerial Implications  

The author will give detailed suggestions on how to achieve different success factors as well 

as state what benefits that will be contributing to the firm.  

As there are many challenges for a B2B company in entering an e-commerce market, there 

are some areas that need to be deeply considered (Lee, 2001).  The transformation of 

changing from traditional commerce to building a framework for e-commerce is not easy 

(Ibid). Since the internet has changed how a business sells things in the industry, manager’s 

needs to adjust their competitive advantage in terms of differentiation, cost and marketing 

(Ibid). The more businesses that use the e-commerce market the harder it will be for managers 

to differentiate themselves from theirs competitors. Customers will have it easier to compare 

themselves (Ibid). In addition managers need to consider their distribution channel as well. 

Today there are a lot of companies that compete with their advantage to deliver within very 

short time (Ibid). 

Furthermore, on the question of how the managers should present benefits and success factors 

in practice is by introducing in detail what they believe is the most suitable for Emballator 

Lagan Plast. The managers could define what factors they are able to meet and may work as 

current goals, while discussing the ones they do not meet but could potentially work as future 

goals or investments.   

Emballator Lagan Plast should offer their training in physical practice. The older generation 

customers could sit and practice day-by-day in order to understand the system. They would of 

course be offered platforms online as well. 

Moreover, one suggestion to cover the additional training costs for Emballator Lagan Plast 

could be to get in contact with other companies or the community in order to hopefully 

receive some kind of sponsorship. Emballator Lagan Plast is one of Ljungby’s largest 

manufacturing firms and the community is very proud to have them placed in Ljungby. In 

addition the company brings many international people to the community who contributes 

financially, an aspect very meaningful for a small town such as Ljungby. Therefore the 

community or other companies would likely sponsor the company and contribute to their 

success.  
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As discussed in the conclusion employees need to know the system very well. The author`s 

suggestion on how to teach the employees in the system is to have a test group with 

participants from the company who would be taught by a video called “Emballator Lagan 

Plast går in i framtiden”. The video would work as a recipe or a crib sheet connected to the 

implementation of e-commerce. The video would work as a test and provide the management 

with information of the employees’ knowledge and indicate whether there is any lack of 

understanding. 

A firm needs to create a website that supports the company’s vision and strategy (Ghosh, 

1998). Managers need to take a deep look into how will they implement the right strategy in 

the website in order to deliver the best website (Ibid). It needs to be easy for the customers to 

understand as well as do business with them. The strategy may include assistance to the 

customer during the process of the purchase (Ibid). Moreover, Emballator Lagan Plast could 

work on their website by hiring an agency that is an expert in the area of creating websites. By 

doing so they could feel safe that their webpage would be the user-friendly and of high 

quality, and Emballator Lagan Plast could focus on more important tasks regarding the 

implementation of e-commerce.  

In the conclusion the author brings up the importance of involving schools to get a greater 

knowledge of e-commerce. How this could be done is to suggest that schools could have a 

subject called ‘Introduction to e-commerce’, such as WordPress. The subject needs to be a 

universal operative system with a solid foundation and standard functions that works in any 

industry, not only at Emballator Lagan Plast.  E.g. LEAN that is created by Toyota and works 

worldwide. 

One recommendation for Emballator Lagan Plast is to reach out in social media through 

different channels. Then they could find a new partner and customers via their social media 

channel. They could post on their website that they are searching for a partner to collaborate 

with the implementation of e-commerce.  

However, the success factors could work as guiding principles for the implementation of e-

commerce within the manufacturing industry, which as well could increase the employees’ 

motivation.  



61 

 

7. Limitations and future research 

Reflecting back on the study it became evident that some parts could have been improved in 

order to reach a better result and more detailed outcome. The author believes the outcome of 

this study was affected by for example the number of interviews, different knowledge and 

experiences from e-commerce and the chosen persons for the interviews.  

A greater number of interviews would have had a positive impact on this study. It could have 

resulted in answers that could have confirmed earlier opinions. As the author does not have 

any previous knowledge of e-commerce nor its implementation it may have affected the 

outcome of the analysis. Only two of the sales employees were currently working on the 

process of the implementation of e-commerce. The answers retrieved from them were 

comprehensive, while the others with no knowledge were not able to give as detailed answers. 

In addition, since the employees had different experiences of e-commerce the author could 

formulate the questions in another way to the ones with no knowledge about e-commerce. 

Moreover, it would also have been interesting if the case study included several companies in 

order to get a more fair picture of the situations manufacturing firms face when implementing 

e-commerce, and not only at Emballator Lagan Plast. The usage of several companies could 

therefore have had the potential of a more reliable conclusion. 

This research was done in order to gain a greater knowledge of the benefit and success factors 

concerning the implementation of e-commerce. The aim of the study was mainly due to the 

lack of information about what success factors and benefits that is significant for a B2B firm 

to investigate before adapting to e-commerce.  

For further research this study could work as a tool for B2B companies (not only for 

Emballator Lagan Plast) when they are in the process of implement e-commerce. Although 

the author believes that further investigation need to be conducted about the potential risks 

that could arise if these success factors or benefits could not be achieved by a firm. For 

instance what could happen if a company would not care about these success factors and 

benefits?  

Furthermore, the author suggests that Emballator Lagan Plast should consider the success 

factor market variability for future research since they only want to involve customers in the 

system and not suppliers.  
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If the suppliers have access to the company’s website they would have it easier to find 

Emballator Lagan Plast. This way the sales department could minimize the time spent on 

finding the right supplier with the best price. In addition, if the suppliers are integrated in the 

system the communication could be only between the customers and the suppliers. By 

integrating the suppliers the lead times would be much shorter and the customer would 

receive their orders faster.  
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Appendix 1. Interview guide 
 

Interview guide: Benefits 

1) Will implementing e-commerce make your transactions more efficient? If yes, how, 

and what will the result be? 

2) Will implementing e-commerce make your operations within supply chain more 

efficient? If yes, how, and what will the result be? 

3) By implementing e-commerce, which of the following will be reduced for your 

company and how? 

a) Procurement costs 

b) Search costs 

c) Communication cost?  

d) Equipment/furniture costs 

e) Paper-based transactions 

f) Administrative tasks 

g) Office space 

4) By implementing e-commerce in your company: 

a) Will the relationship you have with your customers be improved?  

b) Will customer satisfaction be enhanced? 

c) Will your competitive position be enhanced? 

d) Will your employees’ morale be enhanced? 

e) Will your company’s visibility be enhanced? 

f) Will your supplier and customer networks be extended? 

g) Will you be able to find new international partners? 

h) Will the implementation of e-commerce improve your service quality and 

responsiveness towards customers? 

5) What will the contribution of e-commerce be to building your brand? 

6) What kinds of benefits will e-commerce bring to the sales department? 

7) What will the contribution of e-commerce be to the organization in service, 

relationship, information and brand? 

8) Do you think that implementing e-commerce will help you to retain your customers 

more effectively and in a better way? 

9) Do you think the e-commerce will have positive affect on the supply chain 

management?  
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10) Will e-commerce help you to identify new competitors?  

11) What communication costs will e-commerce provide your firm with?  

12) What contribution will e-commerce have on different kind of revenues?  

13) Is there any benefit you want to add to this?  

 

14) Context-related success factors 

How important the followings are in determining the successful or unsuccessful 

implementation of e-commerce for your company and in what way (of course it can be 

many or all of them). 

a) Motives of stakeholders 

b) Frequency of purchase 

c) Value of products 

d) Market variability 

e) Learning costs 

15) How much do you think the government influences the success? 

16) Do you think the training the employees will influence the success of the 

implementation?  

17)  How will your design, functionality and support of your e-commerce webpage and 

services contribute to the success? 

18) Do you think the trust towards your customers will influence the success? 

19) Do you think partnership with customers and suppliers could contribute to the success? 

20) Do you think the quality of information is important for the success? 

21) Will the level of security information influence the success?  

22) Do you believe an IS system will influence the success?  

23) Do you think your geographic location will influence the success?  

24) Do you believe some sort of entry barrier exists for the implementation of your e-

commerce services? 

25) Is there any success factor you want to add to this? 
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Appendix 2. Internet user rate 

Year 
(July 1) 

Internet Users 
Users 

Growth 

World 

Population 

Population 

Growth 

Penetration 

(% of Pop. 

with 

Internet) 

2014* 2,925,249,355 7.9% 7,243,784,121 1.14% 40.4% 

2013 2,712,239,573 8.0% 7,162,119,430 1.16% 37.9% 

2012 2,511,615,523 10.5% 7,080,072,420 1.17% 35.5% 

2011 2,272,463,038 11.7% 6,997,998,760 1.18% 32.5% 

2010 2,034,259,368 16.1% 6,916,183,480 1.19% 29.4% 

2009 1,752,333,178 12.2% 6,834,721,930 1.20% 25.6% 

2008 1,562,067,594 13.8% 6,753,649,230 1.21% 23.1% 

2007 1,373,040,542 18.6% 6,673,105,940 1.21% 20.6% 

2006 1,157,500,065 12.4% 6,593,227,980 1.21% 17.6% 

2005 1,029,717,906 13.1% 6,514,094,610 1.22% 15.8% 

2004 910,060,180 16.9% 6,435,705,600 1.22% 14.1% 

2003 778,555,680 17.5% 6,357,991,750 1.23% 12.2% 

2002 662,663,600 32.4% 6,280,853,820 1.24% 10.6% 

2001 500,609,240 21.1% 6,204,147,030 1.25% 8.1% 

2000 413,425,190 47.2% 6,127,700,430 1.26% 6.7% 

1999 280,866,670 49.4% 6,051,478,010 1.27% 4.6% 

1998 188,023,930 55.7% 5,975,303,660 1.30% 3.1% 

1997 120,758,310 56.0% 5,898,688,340 1.33% 2.0% 

1996 77,433,860 72.7% 5,821,016,750 1.38% 1.3% 

1995 44,838,900 76.2% 5,741,822,410 1.43% 0.8% 

1994 25,454,590 79.7% 5,661,086,350 1.47% 0.4% 

1993 14,161,570 
 

5,578,865,110 
 

0.3% 

* estimate for July 1, 2014  

Source: Internet Live Stats (elaboration of data by International Telecommunication 
Union (ITU) and United Nations Population Division) 

Appendix 3. Transcript 
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Summary of interviews Employee 

1 

Employee 

2 

Employee 

3 

Employee 

4 
Benefits:  

1. Will implementing e-commerce make your transactions 

more efficient? If yes, how, and what will the result be? 
 

Yes, it will be 

more efficient 

since the service 
level will 

increase. Today 

are the 
customer’s 

order their 

products via fax 
or by phone.  It 

is easy to do 

mistakes, when 

the data is not 

precise. With e-

commerce the 
customer will 

place their 

orders with 
article number 

direct in the 

system.  

Yes, It will 

facilitate for the 

order 
department. 

Yes, since the 

orders will be 

settled direct in 
the system. 

Yes, if there is a 

link between e-

commerce and 
our business 

system.  

2. Will implementing e-Commerce make your operations 
within supply chain more efficient? If yes, how, and what 

will the result be? 

 

Yes, because the 
communication 

will be with 

right data.  

Yes, the 
information and 

material flow 

will be more 
effective. All 

the special 

orders will be 
easier to handle 

within e-

commerce.  

Yes, because we 
will cut out the 

middlemen. 

With e-
commerce it 

will be the 

customer that 
are in charge for 

the order. 

Yes, the stock 
handling will be 

different. It will 

be more flexible 
for the 

customer.  

3.  By implementing e-commerce, which of the following 

will be reduced for your company and how? 

a) Procurement costs 
b) Search costs 

c) Communication cost?  

d) Equipment/furniture costs 
e) Paper-based transactions 

f) Administrative tasks 

g) Office space 
 

a) No savings 

b) No 

c) Yes, e-
commerce will 

be digital and 

handling the 
material will 

decrease, which 

controls many 
customers…  

d) No change 

e) Will, 
decrease  

f) The 

administrative 
tasks will be 

distributed on 

many areas 
g) No change, 

higher turnover 

on the same 

personal. 

a) No 

b) Yes 

c) Yes, the 
customer will 

not be needed to 

communicate 
with the sellers 

in the same way.  

d) No 
e) Yes, e-

commerce will 

reduce the fax, 
although it is 

important to still 

have it since 
customers still 

want to use it.  

f) Yes, since the 
customer will 

place the order 

by himself 

direct in the 

system the e-

mail contact will 
automatically 

decrease.  

g) No change 

a) No 

b) No, we will 

keep the once 
we have. 

c) Will 

minimize, less 
time spent for 

the sellers to 

maintain the 
communication 

with the 

customer.  
d) Will increase 

because we need 

to have areas 
where we can 

place the orders 

”picking stock”.  
e) Will decrease 

f) Decrease, 

because the 

customers will 

do the work.  

g) No change 

a) No 

b) Yes 

c) Yes, if we 
succeed the 

implementation 

d) No 
e) Yes 

f) Yes 

g) No 

4.  By implementing e-commerce in your company: 

a) Will the relationship you have with 

your customers be improved?  

b) Will customer satisfaction be 
enhanced? 

c) Will your competitive position be 

enhanced? 
d) Will your employees’ morale be 

enhanced? 

e) Will your company’s visibility be 
enhanced? 

f) Will your supplier and customer 

networks be extended? 

a) A new 

generation will 

grow. The older 
purchaser that 

may be 50 years 

will be replaced 
by younger 

generation that 

has another way 
of purchase their 

products e.g. 

06:00 in the 
morning or 

23:00 in the 

a) I don’t know 

yet… I will not 

have any daily 
contact with the 

customer…On 

the other side 
the customer 

may perceive it 

flexible with 
less time spent 

on 

conservations. 
b) Yes, less time 

spent on emails. 

a) No it will not 

be improved 

b) Yes, since 
they can order at 

any time, look 

over the balance 
sheet etc. 

c) Now, since 

we will remove 
one step in the 

supply chain, 

the retailers may 
be angry at us… 

d) Yes, I believe 

a) No, e-

commerce will 

not bring the 
personal contact 

with the 

customers, 
although fewer 

phone calls will 

be made. 
b) Yes, but it 

depends on how 

the structure 
will look like.  

c) Yes it will be 



72 

 

g) Will you be able to find new 
international partners? 

h) Will the implementation of e-

commerce improve your service 
quality and responsiveness towards 

customers? 

 

night.  
b) Yes, because 

the customer 

will have a new 
possible way to 

purchase, a 

more effective 
and simplified 

way.  

c) Yes, since we 
use pipe chain 

we can offer 

proposal to the 
customers 

which will result 
in personal 

selling 

approach. We 
can say what 

machines they 

can use, what 
amount and how 

long time, 

meaning the 
customer are in 

charge of the 

orders 
settlement. 

d) Mixed 

opinions 
e) Yes, e-

commerce will 

bring 
Emballator 

Lagan Plast a 

modern 
approach with 

me mix of the 

old value safety 
and the new 

innovative 

approach. We 
will be seen in 

the same view 

as VOLVO. 
Because at the 

moment we only 

use fairs and 
mouth-to-mouth 

when promoting 

ourselves. With 
e-commerce we 

are able to 

present 
Emballator 

Lagan Plast in a 

modern and 
fresh way.  

f) Yes, a lot. We 

will be able to 
broad out 

network 

internally and 
externally, 

which will bring 
more freedom to 

the customers.   

g) No not, 
international 

partners.  

h) Yes, the 
information will 

be accessible at 

any time. We 
will also be able 

to send samples 

The lead-times 
will be faster. 

E.g. if one seller 

is sick the 
customer don’t 

need to wait to 

order… With e -
commerce can 

the customer 

order at any 
time.   

c) Yes, With the 

shorter lead time 
we will gain a 

broader 
customer base.  

d) Depend on 

the attitude, as 
well as the 

employees 

know for sure 
that they will 

still have their 

jobs… 
e) Yes, the goal 

is to be at the 

top of the 
Google search.  

f) Yes, it will 

get broad, we 
will be able to 

reach out to 

more customers 
and suppliers.  

g) Yes, and 

international 
partner may 

want to visit our 

webpage, 
meaning it need 

to be defined in 

many languages.  
h) I believe the 

effectiveness of 

faster deliveries 
will be 

appreciated. 

Although, we 
still need to 

maintain the 

contact with the 
customers, and 

not leave 

everything to 
the technology.  

it is positive.  
e) Yes, we will 

be seen on 

Internet, and it 
will be 

beneficial since 

bigger 
companies can 

find us. We 

want to be top 
of the list in 

Google search.  

f) Yes, we will 
reach out to 

more customers 
and supplier.  

g) Yes, many 

will find 
Emballator 

Lagan Plast and 

may want to 
corporate.  

h) Yes, the 

answers will be 
faster and the 

information is 

already there on 
the webpage.  

affected on our 
whole sellers, 

since we take 

the market from 
them...  

d) No 

e) Yes, because 
with e-

commerce we 

will reach a new 
marker, and 

customers and 

suppliers will 
open the eyes 

for us.  
f) We will be 

able to extend 

the network 
towards smaller 

customers e.g., 

city gross.  
g) No, we don’t 

have the 

economy to 
expand outside 

Scandinavia…  

h)Yes, less 
administrative 

tasks 
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on the decor 
parts for 

example. Within 

the area of 
complains they 

want to provide 

a new service 
where the 

customer can 

take a photo on 
the product, find 

date and 

barcode, and 
then send it to 

Emballator 
Lagan Plast. I 

think the 

respond would 
be positive from 

the customers.  

5.  What will the contribution of e-commerce be to building 

your brand? 
 

To mix the old 

and the new will 
strength the 

brand in a 

positive way. 
Although social 

media is nothing 

that interesting 
us… Because 

we won’t be 

judged before 
we have used 

the system.  

We will reach 

out to more 
customers when 

e-commerce is a 

part of the 
company. More 

customers will 

see our brand 
when e-

commerce is 

implemented.   

If the customers 

not perceive the 
e-commerce as 

positive it will 

affect the brand 
negatively… 

Yes, because 

with e-
commerce it 

will satisfy a 

wider range of 
customers.  

6.  What kinds of benefits will e-commerce bring to the 

sales department? 
 

The sales 

department will 
change focus. 

They will focus 

on making the 
customers 

purchase more. 

They will be 
more involved 

in the 

relationship 
with the 

customers with 

the focus on 
develop their 

products if that 

is required, 
although it is 

important that 

the sales 
employees 

observe these 
signals in time.   

Less run 

between the 
sales department 

and the order 

department. As 
well as we can 

focus sales and 

marketing 
strategies.  

They can focus 

more on our big 
customers. The 

small volumes 

will e-
commerce 

handle.  

Less tasks in 

handling the 
administrative 

tasks, phone 

calls etc.  

7.  What will the contribution of e-commerce be to the 

organization in service, relationship, information and brand? 

 

E-commerce 

will be used as a 

helping tool. 
Customers will 

perceive 

Emballator 
Lagan Plast as 

an innovative 

company that 
keeping the 

development 

alive.  

The customers 

will not see the 

purpose of 
changing to a 

competitor if 

Emballator 
Lagan Plast has 

e-commerce as a 

way of 
purchase.  

The customer 

will get fast 

answers, which 
will be 

appreciated by 

the customers.  

Due to our pipe 

chain system, 

we will be able 
to connect our 

system with the 

customers. 
Meaning we can 

go in in the 

customers stock, 
look over what 

is needed and 

place the order. 
With e-

commerce this 

could be 
possible.  

8.  Do you think that implementing e-commerce will help 

you to retain your customers more effectively and in a better 
way? 

Yes, 

administrative. 

Yes, because e-

commerce will 
be seen as a 

The customer 

will get fast 
answers, which 

Yes, in a more 

flexible way.  
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 positive helping 
tool.  

will be 
appreciated by 

the customers. 

9.  Do you think the e-commerce will have positive affect on 
the supply chain management?  

 

Yes, since it 
gives the 

opportunity to 

finding the 
cheapest prices 

on plastic. We 

can keep track 
of where to find 

the best price. 

E.g. We may 
gain 50.000 kr if 

we buy plastic 

on the America 
market at 

06:00… 

Yes, it will be 
more efficient, 

although the 

customer needs 
to be good on 

administrative 

tasks, since they 
place the orders 

by themselves -

therefore 
Emballator 

Lagan Plast 

need to educate 
them…  

Yes, because as 
it is today 

Emballator 

Lagan Plast 
have a complex 

way of ordering, 

and it takes 
time… E-

commerce will 

be much clearer 
and faster for 

the customers.  

Due to our pipe 
chain system, 

we will be able 

to connect our 
system with the 

customers. 

Meaning we can 
go in in the 

customers stock, 

look over what 
is needed and 

place the order. 

With e-
commerce this 

could be 

possible. 

10. Will e-commerce help you to identify new competitors?  Maybe in the 

future. 

Maybe, but 

more that the 

competitors will 
find Emballator 

Lagan Plast in 

an easier way.  

The competitors 

will find us, 

while we can 
compare 

ourselves with 

the competitors.  

Yes, but we will 

compete with 

the whole 
sellers… 

11. What communication costs will e-commerce provide 
your firm with?  

 

Yes, we will be 
able to compare 

ourselves with 

the competitors 
and strive to 

become better.  

Decrease in fax, 
mail, phone 

calls. 

-smaller 
quantities 

-communication 

will be via the 
website, which 

is free 

- no fax 
- no postage, e-

invoices instead 

-we will get the 
money before 

the products will 

be sent out, 
which is good 

for the 
competition. 

I don’t know 

12.  What contribution will e-commerce have on different 

kind of revenues? 

 

If we buy for a 

certain quantity 

it will give us 
some revenue. 

Since we cannot 

lower the price 
on the products 

we will strive to 

find other 
revenues such as 

service, lead-

times.  

The sales will 

increase because 

all products will 
be available.  

We will get 

many small 

deliveries, 
which we 

struggle with 

today… We will 
be able to reach 

out to private 

persons as well.  

The system 

itself.  

13.  Is there any benefit you want to add to this?  

 

In the future, we 

want to expand 

the e-commerce 
and integrate the 

whole 

Emballator 
group into the 

system, meaning 

it will be 
possible to 

purchase 

products within 
the different 

areas 

Emballator have 
but via the one 

channel.  

It will be more 

flexible for the 

customer. The 
implementation 

is a must for the 

future.  

No No 

Context related: 

14.  How important the followings are in determining the 

successful or unsuccessful implementation of e-commerce 

for your company and in what way. (of course it can be 
many or all of them) 

a) Motives of 
stakeholders is 

very important 

for us. If you 
don’t have it, 

a) Yes, very 
important.  

b) The question 

of how to 
increase sales 

a) Yes, very 
important 

b) we will 

decrease in 
amount 

a) Yes, 
especially 

towards our big 

customers, the 
small once is 
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a) Motives of stakeholders 
b) Frequency of purchase 

c) Value of products 

d) Market variability 
e) Learning costs 

 

you are out. 
b) The 

purchases will 

be smaller 
quantity but 

more often.  

c) The offer will 
be seen as the 

value. 

d) Maybe as 
environmental 

friendly 

e) Yes, 
definitely, 

motivated 
stakeholders and 

learning cost are 

the most 
important from 

these factors.  

 

via e-commerce, 
it is easy 

through phone 

but harder with 
e-commerce…  

c) To obtain 

value, we need 
to give support.  

d) No 

e) If we learn 
wrong the 

output will be 

wrong…   

c) The value 
will be that 

more get the 

advantage to test 
the product 

before purchase.  

d) No 
e) Yes, very 

important. But it 

is a generation 
question, if you 

don’t know the 

system works it 
will be hard to 

use it. 

less important.  
b) We need to 

find the balance 

here. We need 
to state 

somewhere on 

the webpage 
about the 

minimum 

amount to buy.  
c) It the prices 

and the plastic 

that is 
interesting for 

the customers. 
E-commerce put 

pressure on the 

manual 
handling. 

d) No 

e) It matters for 
the big 

customers yes, 

for the smaller 
once no.  

15.  How much do you think the government influences the 

success? 

 

It is important if 

schools would 

be more 
involved with e-

commerce so 

they may have 
some 

knowledge 

about the 
subject.  

Not much Not much Not much 

16.  Do you think the training the employees will influence 

the success of the implementation?  
 

Yes, absolutely. Yes, the older 

generation need 
training, but the 

younger 

generation can 
handle 

computers and 

will easily learn.  

Yes, definitely To some extent, 

we need to have 
competence 

personal.  

Process related: 

17.  How will your design, functionality and support of your 

e-commerce webpage and services contribute to the 
success? 

We will ask web 

developer to 

design the e-
commerce 

webpage. It will 

be divided into 
5 steps depend 

on what 

relationship the 
customer have 

with us. Step 1 

will be available 
for the 

customers that 

may only 
purchase one 

time at the 

company. Step 2 
will serve 

customers that 

buys more than 

just one time. 

Step 3 wills the 

customers get 
support about 

their 

development 
processes with 

maybe 3-4 

contact in the 
company. Step 4 

Include as 

I believe we will 

hire a graphic 

designer that 
will develop the 

webpage. The 

design need to 
be easy to use, 

the information 

needs to be easy 
to access.  

I don’t know 

yes, easy to use 

I believe is 
important.  

It need to be 

easy to use, the 

design means a 
lot, and it is 

within this are 

Emballator 
Lagan Plast 

lacking… We 

need to think as 
Apple, easy.  
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previous step 
but also helping 

companies with 

news etc. 
Step 5 then the 

customer have 

reached the top 
and are seen as 

Key Account 

customer at 
Emballator 

Lagan Plast and 

may have 10 
contacts they are 

dealing with.  

18.  Do you think the trust towards your customers will 
influence the success? 

For the older 
generation we 

don’t know, 

because they 
may perceive e-

commerce as 

bad…While the 
new customers 

and younger 

generation will 
perceive e-

commerce as 

something 
positive. It is 

important to 

find the balance.  

Yes, we need to 
find the balance 

between trust 

towards the 
younger 

segment and the 

older segment. 

No If the customers 
believe in this 

innovation and 

in us, the trust 
will not be 

affected.  

19.  Do you think partnership with customers and suppliers 

could contribute to the success? 

Yes, but not at 

the moment, 

maybe in the 
future.  

Yes, it will 

increase the 

relationship. 
The more the 

customers are 

involved in the 
process, the 

more they want 

to stay at 
Emballator 

Lagan Plast.  

At the moment 

no, maybe in the 

future.  

Yes, at least 

with our big 

customers.  

20.  Do you think the quality of information is important for 

the success? 

Yes, everybody 

needs to know 

their tasks and 

responsibilities. 
All 

communication 

needs to be clear 
about 

complaints or 

internal 
questions etc.  

We need to find 

a balance of 

how often we 

need to update 
the information.   

Yes, It need to 

be stated that 

our plastic is of 

good quality, 
and that it is 

approved by the 

food industry.  

Yes, because if 

the answers are 

not precise, they 

will call 
anyway… 

21.  Will the level of security information influence the 

success? 

As long as the 

system not will 

be a load for the 
customer. In 

needs to be easy 

to use.  

As long as the 

system works 

with our SAP 
system.  

As long as it is 

connected to our 

business system 

As long as it is 

connected to our 

business system 

22.  Do you believe an IS system will influence the success?  Yes, maybe in 

the future.  

No No Maybe, I don’t 

know. 

23.  Do you think your geographic location will influence 

the success?  

I don’t think it 

will change so 

much.  

No No No 

24.  Do you believe some sort of entry barrier exists for the 

implementation of your e-commerce services? 
 

Yes, the barrier 

is to motivate 
the customer if 

they are unsure 

about how to 
handle the 

system.  

We need to 

implement some 
sort of project 

plan, so we can 

be aware of the 
barriers and 

risks. This to 

avoid that we 
may lose 

customers.  

No, although the 

welcome aspect 
is important.  

Yes if there 

rises any 
problems with 

the system it 

will be a 
barrier…  

25) Is there any success factor you want to add to this? Maybe the E-commerce No No 
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possibility to 
purchase within 

all the areas and 

at our different 
fabrics, as well 

as on a broad 

front.  

will help both 
small a big 

customers 


