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Abstract 

Background: Internet, as everybody knows, has a lot of advantages and 

possibilities. One of these possibilities for companies is changing their business 

to electronic commerce (e-commerce). Almost all companies might need this 

type of business to sustain in future and compete with others. Most of the 

traditional businesses decide to change their business to e-commerce to have 

more profits in the future. However, this kind of commercial (e-commerce) may 

have its own risks and difficulties. Therefore, financial drivers can help 

companies to start or change previous business to e-commerce better and more 

easily. 

Purpose: The aim of this study is to demonstrate the importance of financial 

drivers for business to business (B2B) companies when they are starting an e-

commerce. Since financial drivers might motivate the companies to start with 

e-commerce. 

Design/Methodology/Approach: A qualitative method and two case studies 

in the plastic industry are used. There are six interviews with a company named 

Alpha and two with a company named Beta. The researcher chooses the semi-

structured interview for this study. The data are collected from mentioned 

interviews and secondary data. 

Findings: The finding of this study is divided into two parts. A) The necessity 

of companies to start an e-commerce, B) The importance of the financial drivers 

for B2B companies. This study shows that the financial driver has a significant 

effect to start an e-commerce. The advantages of selling products through e-

commerce are as follows: increasing sales and revenues, decreasing transaction 

costs, improving liquidity problems, introducing the company brand and 

reaching products in 24/7.  

Practical implications: The result of this study has several implications for 

B2B companies such as management motivation to start an e-commerce. This 

study introduces financial drivers as an important key to motivate management 

to start with e-commerce.  

Keywords: Financial drivers, financial incentives, B2B companies, e-commerce, 

e-business, motivations, customers, benefit. 
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1. Introduction 

This chapter contains the background of the subject, followed by explaining 

relevance topics and problems discussion. In the end, the aim of this thesis and 

research questions are introduced.  

1.1. Research background 

Having access to the internet is an opportunity that most companies should 

benefit from. Electronic commerce (e-commerce) is a usage of internet to 

compete with other companies. Many companies might change their traditional 

methods of selling to the more up to date method which is e-commerce. 

According to Van de Ven and Sun (2011), companies need some changes in 

their methods and also the improvements in their businesses and this changes 

might not even end. In order to start a business, a company needs to get 

adequate information about the industry (Tassabehji 2003). However, some 

organizations are more committed to their current situations which may result 

in insisting on not changing technology and improving their financial conditions 

(Johnson et al. 2012).  

D'Aveni et al. (1995) describe the phenomenon of “hyper-competition” which 

creates uncertainty situations for companies. In other words, they will face 

critical moment to compete with other companies and having new production 

process or pricing. In addition, Drejer (2006) says companies need to change 

and develop their perspectives if they want to be successful. Each company can 

develop its specific strategy (Johnson et al. 2005). Moreover, control the strategy 

should be parallel with the goal of the company (Tassabehji 2003). Hence, 

organizations could, however, change their business strategy to be able to 

compete with others. 

Electronic business (e-business) occurs when organizations change their 

business and shift their practice toward online business (Evans 2001). E-

business has some advantages for companies such as the ability to understand 

other business, removing geographical problems (Eikebrokk & Olsen 2007). E-

business has a broad concept; this concept can cover the concept of e-

commerce and m-commerce (mobile commerce) (Tawfik & Albrecht 2008). 

Qin et al. (2014, p. 1) argue that e-commerce is “the most significant industrial 

revolution since the first industrial revolution”.  
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E-commerce provides a situation for companies to get access to global 

customers (Kalakota & Robinson 2001). It can decrease operational costs, 

increase productivity and improve economic strategy (Qin et al. 2014). 

However, if organizations cannot be successful in implementing e-commerce, 

they will face economic obstacles (Damanpour, F. 2001). Implementing e-

commerce in business has its own difficulties such as changing the 

organizational structure and culture. Hence, the companies should know what 

they are getting into before they start to implement e-commerce. Financial 

drivers might motivate organizations to start an e-commerce. Therefore, this 

study tries to explore the importance of financial drivers to start an e-commerce 

in B2B companies. 

Furthermore, e-commerce reduces transaction costs and helps companies to 

save costs and time (McIvor & Humphreys 2004). It creates opportunities to 

have international relationships with buyers and sellers (Kaplan & Sawhney 

2000). Organizations that use e-commerce can make financial gains. For 

example, they can receive and analyze orders through the web and reduce the 

transaction costs. Customers can get more information and leave their 

comments or their opinions about the orders. This can even improve customer 

satisfaction and create a better communication between the buyer and the seller 

(McIvor & Humphreys 2004). In addition to having convenient access to 

products, companies should improve the web platform. It also can make 

customers and other companies more interested to buy from the web. As a 

result, companies’ sales would be increased (McIvor & Humphreys 2004).   

Some companies focus on consumer engagement in their business (B2C). They 

try to identify consumers’ expectation to create a successful business. The goal 

is to show how much consumers are important for the company (Miler et al. 

2016). Other companies focus on business to business (B2B). In this type of 

business, the focus is on other company’s needs. The marketplace in B2B is 

more concentrate than B2C (Miler et al. 2016). The focus of this thesis is also 

in B2B companies. 

1.2. Problem discussion 

There are some obstacles for organizations that want to change their business 

to e-commerce. The difficulties could be because of company’s commitment to 

the current business and problems of managing a new business. These problems 

can be the obstacles to change technology and improve the financial conditions 

(Johnson et al. 2012). In this situation, companies can hardly compete with other 
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companies. According to Drejer (2006), companies need to change and develop 

their perspectives to be successful. Dal et al. (2010) show that how much using 

e-commerce is important today and which factors are important to implement 

this type of business. For example, the market environment is one of these 

factors (Dal et al. 2010). Moreover, Dittberner and Johanson (2015) point out 

that two types of factors can influence e-commerce. These factors consist of 

humanistic factors (organizational culture and management) and non-

humanistic factors (organizational structure and investment).  

However, recent studies just pay attention to the importance of e-commerce 

and how to implement e-commerce in companies to compete with other 

companies (Dal et al. 2010; Dittberner & Johanson 2015). These knowledge are 

important at the start of a new business, but not sufficient. It might be hard for 

the companies to accept using e-commerce if the benefits of e-commerce would 

not overcome on the risks and difficulties of e-commerce. Financial drivers 

might be one of the important benefits for organizations to change their 

business. Shirali and Schmelzer (2000, p. 16) argue that “a good e-commerce 

business strategy addresses such issues as online marketing, technology, 

financial and management issues”. E-commerce helps companies to reduce the 

costs, save time, control inventory and access to the market 24/7 (Baen 2000; 

Burt & Sparks 2003; Zhang et al. 2016). Hence, companies with financial drivers 

to perform e-commerce can change their business more secure and safe. 

According to the European e-commerce information, many companies decided 

to change their business to e-commerce. One of the results of this change is that 

shopping online in Europe has dramatically increased. This shows that many 

customers and companies tend to use online services. For example, in Great 

Britain in 2016, the online earnings of the companies were equal to 61.8 billion 

EUR and 16.8 % of retail sales were online in 2016, while in 2017, this 

percentage had increased to 17.8 % (Statista 2017).  

1.2.1. Purpose  

The purpose of this study is to explore the importance of financial drivers for 

B2B companies when they are starting an e-commerce. Since financial drivers 

might motivate the companies to start with e-commerce.  
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1.2.2. Research questions 

This study tries to answer two research questions: first, why should B2B 

companies start an e-commerce? Second, how can financial drivers play an 

important role in starting an e-commerce?  

1.3. Outline of thesis  

The introduction, aim and research questions were introduced as before. In the 

theoretical chapter, theories and framework (relates to the aim of this thesis) 

will be introduced. This thesis is then followed by the method, results and 

discussion part. In the end, it gives some conclusions to the study that consists 

of managerial implication, limitations and future research.  
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2. Theoretical framework 

This part contains the business strategy, definition of e-commerce, benefits and 

the limitations of e-commerce, and will continue with two theories; the first one 

consists of corporate finance theory and the second one consists of transaction 

cost theory. In the first theory, the researcher defines financial drivers, positive 

and negative factors of financial drivers. In the next theory, the researcher 

defines the transaction cost theory and introduces one typical model to e-

commerce. Finally, summaries of the theoretical framework will be explained.  

2.1. Business strategy 

One way to see a difference between two companies is to look at their strategies. 

Every company has a specific strategy to start their business and develop in their 

unique way. Therefore, each company can develop its specific strategy (Johnson 

et al. 2005). Having sufficient information about the industry, forecasting future 

of the industry, and controlling the strategy along with the company’s goal are 

essential to start a business in every company (Tassabehji 2003).  

Furthermore, the necessities of developing and changing business are 

identifying strategic business unit (SBU). There are two criteria to identify 

strategic business unit; external criteria and internal criteria. External criteria 

point out that “identifying SBUs are about the nature of the marketplace for 

different part of organization” (Johnson et al. 2005, p. 241).  It means that 

different part of the organizations should have the same SBU if they are faced 

with similar competitors and customers. Internal criteria point out that 

“identifying SBUs are about the nature of an organization’s strategic capability 

– its resources and competence” (Johnson et al. 2005, p. 241). It means that 

different part of organizations should have the same SBU but only if they 

produce the same products. Therefore, identifying SBU can have an effect on 

the competitive strategy and select the different business in the companies 

(Johnson et al. 2005). Where some companies prefer to use e-commerce as the 

strategy for their companies.  

2.1.1. Definition of e-commerce 

In order to define e-commerce, this study needs to discuss the relationship 

between e-commerce and e-business. E-business creates when companies shift 

their current business toward online business (Evans 2001). E-business creates 

communication and information transmissions inside and outside organizations 

(Chaffey 2011). The ability to understand other business and eliminate 
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geographical boundaries are some advantages of e-business (Eikebrokk & Olsen 

2007). E-business has a broad concept that can cover the concept of e-

commerce and m-commerce (Tawfik & Albrecht 2008).  

There are many definitions of e-commerce. This thesis defines e-commerce as 

“the process by which people use electronic means to do business or to do other 

economic activities. It is the process in which traditional trade is carried out by 

electronic methods” (Qin et al. 2014, p. 3). E-commerce is limited to online 

financial transactions and it is considered as the subsystem of e-business (Biccler 

& Saelens 2012). ‘E-commerce has changed in the world and these changes 

continue until e-commerce has become one of the most important platforms to 

transfer information in B2B and B2C’ (Chong & Bauer 2000). Many traditional 

organizations might decide to change their business to e-commerce because of 

increasing profit, decreasing transaction costs, pushing rivals and saving costs 

and time (Chen et al. 2014; McIvor & Humphreys 2004). E-commerce creates 

new opportunities for organizations to have international relationships with 

buyers and sellers and helps them to sustain over time (Zhao 2010; Kaplan & 

Sawhney 2000). It can accomplish at different level such as business to business 

(B2B), business to consumer (B2C), and consumer to consumer (C2C) (Chaffey 

2011).  

2.1.2. Benefits and limitations of e-commerce 

According to Zhang et al. (2016), there are many benefits in using e-commerce. 

These benefits consist of reducing the transaction costs and decreasing the 

employment of new personnel and saving time for both customers and 

companies. Customers can buy online with more competitive price in 24/7 

without any geographical barriers (Baen 2000; Burt & Sparks 2003; Hendershott 

et al. 2000; Steel et al. 2013). Through using e-commerce companies can access 

the global customers (Kalakota & Robinson 2001). In addition, Burt and Sparks 

(2003) state that using e-commerce helps companies to control inventory with 

identifying request of customers and send goods just in time (JIT).  

Besides the many benefits of e-commerce, the limitations of e-commerce need 

to be considered. According to Turban et al. (2010, p. 27), some limitations 

consist of “insufficient system security, reliability, standards, and limited 

communication protocols”. In addition, Abbad et al. (2011) say the limitations 

of e-commerce consists of the business issues, economic and political issues, 

the absence of knowledge, and security problems. However, Heung (2003) said 

these limitations can consist of not having support from the management side.  
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2.2. Corporate finance theory  

Corporate finance theory concentrates on different subjects including 

optimizing the company’s capital structure, the profit policy of the company, 

the assessment of companies’ investment decisions and other financial subjects 

in the field of company’s activity (Kumpan 2010). By starting a new business, 

companies should be informed about companies’ economic decision. 

Furthermore, helping to predict security issues and paying attention to different 

stages of a company’s lifecycle are the aim of corporate finance theory (Tirole 

2006).  

Each company should care about their financial structure. Having information 

about financial structure helps companies to change or accept new business. 

Financial drivers are one of the important reasons for organizations to change 

their business. Shirali and Schmelzer (2000, p. 16) argue that “a good e-

commerce business strategy addresses such issues as online marketing, 

technology, financial and management issues”.  

2.2.1. Financial drivers 

Financial drivers can motivate companies to start or change business. “Financial 

rewards can shift an individuals’ motivation from one of acting on a moral 

imperative to doing the right thing to one that focuses primarily on the 

associated financial benefit” (Berger et al. 2017, p. 2). Financial drivers refer to 

companies’ motivations to change their current business or start a new business. 

These motivations consist of reducing transaction costs, improving corporate 

liquidity, decreasing costs and increasing revenue (Tassabehji 2003). 

Companies may accept the risk of changing their business by financial drivers 

(Hilsenrath 2009). Companies with identifying financial drivers can decide to 

start or change the business. These drivers help companies to make better 

decisions to start a new business. Companies would prevent future economic 

problems if they could examine the financial incentives to start a new business 

(Taylor et al. 2011). 

2.2.2.  Positive and negative factors of financial drivers 

Financial drivers would motivate companies to develop and change their 

business according to the economic perspective. Hence, companies are more 

confident to change or start a new business (Berger et al. 2017). Moreover, 
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companies might be motivated to endure the difficulties of changing their 

business if they have sufficient motivations to start with e-commerce.  

However, if starting a new business was compulsory to a company, everything 

related to the improvement of that business would not be optional or from the 

heart. This will be the deficiency and ultimately causing the business to be 

ineffective (Rapp 2012; Vega 2012).  

2.3. Transaction cost theory 

Reducing transaction cost is one of the important goals of companies to start a 

new business. According to this theory, using e-commerce reduces transaction 

costs. Because an electronic transaction is helpful to remove transaction process 

(Molla & Heeks 2007). Ronald Coase who was a British economist developed 

the transaction cost theory and also implemented this theory in the market 

(Tassabehji 2003). Coase (2001) argued that in order to implement this theory 

in the market, identifying two subjects are important; first: who will use the 

products? Second: which type of a contract is better to have with the buyer?  

Many authors observe that using e-commerce helps companies to improve the 

speed of transaction and to decrease transaction costs (Malone et al. 1989). E-

commerce helps companies to identify more products and services with low 

costs and time. In addition, using e-commerce helps companies to collect 

relevant information from suppliers and buyers (Malone et al. 1989). Companies 

by using e-commerce could not only save time, but also the cost of collecting 

information could be reduced (Barua et al. 2004). In addition, according to 

Tassabehji (2003), the company can create competitive advantages and increase 

profits than other competitors if they have a good business model. Therefore, 

this study introduces a business model that consists of three parts. 

2.3.1.  Business model 

A business model helps organizations to sustain in the short-term and make 

more effort to grow and develop in the long-term. A good business model can 

create competitive advantages for the company and make it profitable in 

comparison to other competitors (Tassabehji 2003). Affuah and Tucci (2001) 

and Mahadevan (2000) suggest that a business model should consist of different 

parts that can influence the growth of business and its sustainability. The 

business model in this study consists of three major parts: the value stream, the 

revenue stream, and the logistic stream (figure 1).  
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  Figure 1: Components of a business model 

  (Tassabehji 2003) 

2.3.2. Value stream 

“A business value stream is the potential benefit for various business 

stakeholders of offering something distinctive from their competitors” 

(Tassabehji 2003, p. 155). This stream includes reducing the cost of purchasing 

products, reducing transaction costs and improving service for products. This 

value could be achieved with four value streams that consist of 1) reducing 

transaction costs by participating in e-market, 2) creating collaboration in virtual 

communities, 3) creating additional value and 4) utilization of information 

(Tassabehji 2003). In the following, the definition of each value is mentioned.  

Reducing transaction costs by participating in e-market: using internet reduces 

transaction costs directly and indirectly. Direct transaction cost decreases when 

buyers pay money directly. Indirect transaction cost reduces when buyers and 

sellers buy or sell products via the internet. In this market, suppliers introduce 

their goods so that they can motivate customers to buy the products and service. 

On the other hand, buyers have opportunities to buy goods or service from 

different suppliers (Tassabehji 2003).  

Creating collaboration in virtual communities: in virtual communities, 

participants talk about their idea and add information to the communities and 

create value in different ways. For example, Microsoft has a website that creates 

the ability to download and upgrade the software. In one hand, this gives 

Microsoft an opportunity to get ideas from customers and improve their system, 

on the other hand, customers can be able to download and upgrade software 

online and share their opinion on the website (Tassabehji 2003).  
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Create additional value: customers will get access to many suppliers for buying 

instead of linking to one supplier. In addition, e-commerce creates a safe 

purchase possibility for customers who can trust the website for buying. For 

example, E-bay and Amazon have the third party role in customers requesting 

for products. They are intermediaries between sellers and buyers. It means that 

when buyers request products and pay money via the internet, their request will 

be sent to the sellers. At this time sellers deliver products to buyers and then E-

bay and Amazon pay money to sellers. Therefore, customers are sure about their 

purchasing when they buy from the web (Tassabehji 2003).  

Utilization of information: by customizing the products and service this type of 

value stream tries to create customer satisfaction and enable customers to buy 

products and service all over the world. In this type of stream, each customer 

all over the world can use the web page with their languages and choose a 

specific price for their requests. Therefore, this type of value stream creates the 

possibility of removing geographical and linguistic constraints (Tassabehji 

2003).   

2.3.3.  Revenue stream 

“Revenue stream is the source of income for the organization and is the financial 

realization of its success year on year” (Tassabehji 2003, p. 159). The revenue 

stream is divided into two parts; direct revenue stream and indirect revenue 

stream. Direct part points out to which business products should be sold. 

Indirect part points out that unrelated products to the core business could also 

be sold meanwhile with the main products which could create more revenue for 

the organization (Tassabehji 2003).  

Direct revenue stream 

There are some strategies in direct revenue that help to reduce costs and increase 

revenue for companies that consist of cost reduction and price strategy.  

Cost reduction: selling anything online may reduce transaction cost in 

companies. When a transaction cost is decreased, the company might reduce 

the price of the goods. Therefore, when the price goes down customers may 

have more interest in buying these goods (Tassabehji 2003).  

Price strategy: it is the most important factor for companies to make the profit.  

Companies may have different strategies for pricing products and service to 

maximize their profits. A) Menu price or fixed price: seller sets the product’s 
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price and buyer decides to buy the products or not. This mechanism is a 

common mechanism to set the price. B) Buyer-seller negotiation: they interact 

with each other to achieve agreement about the price. C) Horizontal interaction: 

it consists of three interaction between buyer and seller; auction, reverse buying 

and exchange (Tassabehji 2003). Auction: in this type of interaction, there are 

many buyers and only one seller. So, different buyers announce their price’ 

request in different papers and the highest bidder will purchase the product 

(figure 2). Reverse buying: in this type of interaction, there are many sellers and 

one buyer (figure 2). Therefore, it is the buyer who decides whose product to 

purchase. Exchange: a group of sellers and buyers interact with each other and 

set their price agreement (figure 2). Using the internet and web create facilities 

to find one another easier, decrease transaction costs and eliminate geographical 

boundaries (Tassabehji 2003).  

   

 
             Figure 2: Auction – reverse buying and exchange pricing mechanism 

             (Tassabehji 2003) 

 

Indirect revenue stream 

In indirect revenue stream, organizations sell unrelated core business products 

to the customers by advertising on the internet and also gaining information 

about the customer’s habits. So, companies might earn more revenue from 

selling products or services (Tassabehji 2003).  
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2.3.4. Logistic stream 

The logistic stream shows a way that in which organizations should restructure 

themselves in order to add value and revenue stream. Organizations can review 

organizational culture and can be sure about the efficiency of employees and 

managers. Moreover, organizations should be sure about if their system is 

aligned with the organizations’ goals (Tassabehji 2003).  

2.4. Summary of theoretical framework 

In relation to the discussion above, a company should have sufficient 

information about the current situation and the future of the industry to start a 

new business. The goal of the company has to be met with its own specified 

strategy (Tassabehji 2003). Thus, some companies set their goal to start with e-

commerce because of some positive points that they could benefit from. 

According to Shirali and Schmelzer (2000), a good e-commerce business 

strategy points out to financial issues. Therefore, in order to start an e-

commerce, a company should also care about their financial structure and 

economic decision of the company (Tirole 2006). Having this information may 

help companies to accept or decline new businesses. Financial drivers might be 

one of the important motivations for companies to change their business to e-

commerce. As discussed by Tassabehji (2003), financial drivers could help 

companies to improve corporate liquidity and decrease transaction cost. 

Furthermore, reducing transaction cost is the other motivation for companies 

to start a new business (Molla & Heeks 2007). E-commerce may help the 

company to decrease transaction cost by removing transaction process. In 

addition, a company should have a good business model in order to grow its 

business and increase their profits (Affuah & Tucci 2001; Tassabehji 2003; 

Mahadevan 2000). In this study, the business model consisted of three parts; the 

value stream, the revenue stream, and the logistic stream. 
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3. Research Method 

In this chapter, the researcher introduces the research method and data 

collection, then it is followed by trustworthiness and ethical aspects which are 

mentioned at the end of this chapter.  

3.1. Qualitative study 

There are two types of methodologies which influence how the study runs, 

quantitative and qualitative. These methods are fundamentally different from 

one another. These differences are evident in data collection and data analysis 

section (Saunders et al. 2009). In a quantitative research, the researcher diverges 

from the subject matter in order to access the facts. So, the researcher needs to 

have a large number of population in the study. However, a qualitative research 

tends to create a close relationship with the study subject to have a better 

understanding of the phenomena (Gray 2017). In this type of study, the 

researcher retains their role in the study and tries to interact with companies and 

people. In addition, the main objective of a qualitative study is not to generalize 

the study findings, but it tries to build a deep understanding of specific 

phenomena (Saunders et al. 2009). However, the main objective of a 

quantitative study is to generalize the study findings. Moreover, in a qualitative 

research, the researcher should have flexibility in conducting the study. It means 

that the researcher has the possibility of changing the research questions 

according to received suggestions (Gray 2017). 

Therefore, this study chooses a qualitative methodology in order to create a 

close relationship with the study subject and clarifies the importance of financial 

drivers for B2B companies to start an e-commerce understandable.  

3.2. Case study 

A qualitative research provides the different strategies of questions for the 

researcher (Gray 2017). There are five different strategies which are as follows: 

experiment, surveys, archival analysis, history, and a case study (Yin 2013). A 

case study is probably one of the most known research methods in the 

qualitative research. It can have multiple forms such as individuals and 

organizations (Gray 2017). According to Denscombe (2009), the researcher can 

gain good information and utilize different methods by using a case study. This 

is when the researcher does not have sufficient control over other cases, and 

also when the researcher’s focus is on the current phenomenon in a real-life text 

(Yin 2009).  



16 

 

 Interviews and observations are the most common ways that used in a case 

study (Bryman & Bell 2013). A case study tries to identify relationships between 

different factors. So, a case study is used when the subject of a study is 

ambiguous, or the relationship between different factors is uncertain (Gray 

2017; Yin 2013). According to Denscombe (2009), a case study has some 

advantages including the possibilities that the researcher has to face the reality 

in the society. 

There are three ways of scientific arguments which consist of inductive, 

deductive and abductive reasoning. When there are no specific theories and the 

researcher uses a case study to develop a new theory the case study is called 

inductive. However, when the study is based on “grounded theories”, 

developing propositions in common theory and testing them in the real world 

it is named deductive. The abductive reasoning is the combination of deductive 

and inductive reasoning (Dubois & Gadde 2002). Moreover, according to Gray 

(2017), the data collection is so broad in a case study. So to restrict information, 

a case study tends to use the deductive approach which research questions are 

offered, and a limited theoretical framework is expressed. The research 

questions in this type of research should be formulated with how and why 

questions.  

There are many criticisms regarding a case study. These criticisms point out that 

the researcher needs to spend a lot of time in a case study when the study result 

is not to generalize in a large population (Gray 2017). However, Yin (2013) 

argues that the case study’s nature is the deep understanding of specific context 

not the generalizing of the study. In addition, the amount of time which is 

considered for the study depends on the researcher’s opinion, but the outcome 

of the research should be presented (Yin 2013).  

The goal of this study is to explore the importance of financial drivers to start 

an e-commerce in B2B companies. Research questions in this study were 

formulated with how and why questions. Two companies were chosen as case 

studies, named Alpha and Beta Company. Alpha Company decided to start an 

e-commerce in their business and Beta Company sold parts of their products 

through e-commerce. The first company chose to be anonymous in the 

interview. These companies were suitable companies for this thesis because 

Alpha is new in e-commerce, while Beta has already started selling some of its 

products through e-commerce. Therefore, the researcher tends to examine why 

should B2B companies start an e-commerce? And how can financial drivers play 

an important role in starting an e-commerce?  
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3.3. Primary source 

As mentioned earlier, a qualitative methodology focuses on collecting 

information to create a better understanding of the specific cases. Hence, 

collecting sufficient information is important because of covering all factors in 

the topic. In qualitative research, it is necessary to know which unit will be 

evaluated or who the participants in the study are (Gray 2017).  

In this research, two companies in Iran were chosen as case studies. The 

business industry in Iran has grown enormously over the last 50 years. As a 

result of the economic growth, the internet users increased from only 250,000 

users in 2000 to approximately 7.6 million users in 2007 (Abbasi 2007). In 2016, 

the earning of the companies which used e-commerce was 14.8 billion EUR. 

This earning was 25% less in 2015 compared to 2016 (Jafari 2016). In addition, 

the case companies were chosen to demonstrate the importance of financial 

drivers for B2B companies when they are starting an e-commerce. Alpha needs 

to know more about the benefits of e-commerce and financial drivers because 

they are starting with e-commerce in their business. However, Beta can share its 

gained experience with e-commerce and shows the financial drivers that have 

been affected by, because they sell parts of their products through e-commerce. 

In this study, the researcher used the semi-structured interview for collecting 

primary data. The number of interviews was eight in order to achieve external 

validity. However, in order to choose the person for the interview, snowball 

sampling strategy was used. This type of sampling is a suitable sampling when 

the population is unknown or identifying individuals to participate in the study 

is difficult (Gray 2017). In addition, this type of sampling has less-costs for the 

researcher that consist of time, effort and many other factors (Bajpai 2010).  

3.4. Data collection in the case study 

The researcher should have the flexibility to collect information when using the 

case study (Gray 2017). There are six different collection methods in the case 

study including direct observations, artifacts, document, participant 

observation, interviews and records (Yin 2013). The researcher used the 

interview as the data collection method. The interview is a formal meeting of 

asking questions from someone to gather data. This type of data collection is 

used when the research topic is an unknown phenomenon. Interviews are useful 

when people tend to talk about their opinions on the subject of the study. In 

addition, interviewees create the opportunity for participants to ask in case of 
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misunderstanding (Gray 2017). Moreover, if the researcher asks open-ended 

questions, interviewees can talk more about the subject. The aim of this study 

demonstrates the role of financial drivers for B2B companies in starting an e-

commerce.    

There are different ways to conduct interviews. This study chose the semi-

structured interview that creates a situation for the researcher to prepare 

questions and interests before the interview. Not only, there is no limitation for 

the researcher to ask the arranged questions, but also the researcher can choose 

which area and questions should be asked (Gray 2017). It is also possible for the 

researcher to ask follow-up questions in the semi-structured interview. This type 

of interview makes interviewees interested in answering related questions. 

Moreover, the researcher had six interviews with Alpha and two interviews with 

Beta. These interviews consist of two face-to-face interviews with one manager 

and one senior staff and six face-to-face Skype interviews with two managers, 

three consultants, and one senior staff. One of the advantages of using Skype 

for interviewing is to create the possibility of having a mutual understanding by 

explaining the questions whether or not the concepts of the conversation is clear 

(Salkind 2010a).  

Before the interview, the aim of the research and important points were 

explained to interviewees. In addition, after assuring interviewees to remain 

anonymous, six of them permitted to record their voice. The length of the 

interviews took around one hour, which is a suitable time to discuss detail about 

the subject. After interviews, all recordings were transcribed in order to have a 

better understanding of the participants’ answer. The researcher took notes 

from the participants who were prohibited to record their voice. The written 

notes could help the researcher to have a better understanding of the 

participants’ answer. Some of the interviews were needed to be translated into 

English. So, after transcribing them, they were translated as well. 

Besides all positive points of the interviews, there are some negative aspects as 

well that the researcher should consider. The researcher should be sure about 

the validity of interviews (Gray 2017). The researcher by choosing semi-

structured interview and preparing questions according to the study frameworks 

tried to increase the validity of the study. In addition, explaining questions and 

asking follow-up questions around one hour helped to increase validity in this 

study. Furthermore, in order to achieve reliability in the research, the researcher 

should create standard situations for all the interviewees (Gray 2017). For 

example, the researcher spent equal time with all participants. In addition, 
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making a standard way for asking questions was difficult (the interviewer’s voice 

and how to ask questions from interviewees), but the researcher tried to 

standardize the research as much as possible. In this study, there was one 

researcher, so the problem of interviewer’s voice was not important but as 

mentioned earlier the researcher tried to spend equal time with each interviewee.  

3.5. Secondary data 

The secondary data is another type of collecting information that has been done 

by someone else. It consists of different sources such as personal documents, 

organizational documents, professional and technical reports, website or books. 

It is a common way to use the secondary data in order to support primary data 

(Gray 2017). The organizational document was chosen as the secondary source 

for this study. The organizational document can be included the corporate 

annual report, the staff report and the financial statement. 

The secondary data helps to increase the validity of the research, but the 

researcher should be careful about the data collection. This data should be 

reliable to the subjects of the study.  So, collecting reliable information is helpful 

to avoid incomplete data (Gray 2017). Using organization’s document can be a 

good way to collect information because these documents have been updated 

by organizations. Therefore, documents could be a reliable source for the 

secondary data. Using the company’s website is another source of collecting 

secondary data. On the website, organizations try to show a positive view of 

themselves. So, the researcher should be careful about data collection from the 

website (Gray 2017).  

3.6. Data analysis 

3.6.1. Need for analytical strategy 

Having a strategy and knowing about the analysis of data collection in an 

empirical study are important. Because a strategy will help the researcher to 

know about the completing the study results. It is also important that the 

researcher chooses the strategy before collecting data to have an accurate data 

analyzes (Yin 2009).  

3.6.2. Data analysis strategy 

According to Yin (2009), there are four different general strategies and five 

different techniques to analyze data. Yin (2009) recommends that in the study 

it is needed to use at least one strategy and one technique because of the analysis 
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process. The four general studies consist of using both qualitative and 

quantitative data, theoretical propositions, develop the case study, testing and 

reviewing competing explanations. In order to analyze data, the study needs to 

select an appropriate general strategy. This study chose ‘relying on theoretical 

propositions’ where this strategy is analyzed based on theory. Therefore, the 

researcher can focus on important information or ignoring trivial information.  

3.6.3. Analytic technique 

As mentioned earlier, according to Yin (2009), there are five different techniques 

to analyze data which are as follows: ‘pattern matching, explanation building, 

time-series analyzes, logic models and cross-case syntheses’. The pattern 

matching technique was chosen for this study. The aim of data analysis is to 

review the correlation between theories and practice. Therefore when the data 

are collected, the researcher can put the data into specific categories for a better 

understanding of information. In order to find a specific pattern for identifying 

information, the researcher can compare different interviews with the 

theoretical framework before analyzing the data. 

3.7. Trustworthiness 

Qualitative research focuses on the small samples and tries to generalize the 

result of the study in the specific context (Gray 2017). However, there are some 

strategies to legitimize the findings of the study. These strategies include validity 

and reliability. Some researchers argue that validity and reliability are more 

suitable for quantitative studies and they suggest to use credibility, 

transferability, dependability, and confirmability for qualitative studies (Gray 

2017; Shenton 2004).   

3.7.1. Credibility 

The credibility of qualitative research is the same as internal validity in positive 

researchers (Gray 2017). In order to sure the study is credible, the researcher 

should know about the result of the research is similar to the reality. The 

researcher should be sure that this study has enough compatibility with research 

methods (Shenton 2004). It means that the researcher uses the right operational 

measures in the study. In this study, Alpha that tends to start an e-commerce 

should know about the role of financial drivers. However, Beta has some 

experiences of how financial drivers can motivate companies to start an e-

commerce. Therefore, these companies are suitable case studies on the 
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qualitative research. Thus, the researcher argued that this study achieved 

credibility. In addition, using previous researches help to improve credibility.  

Moreover, triangulation is the other method to strengthen credibility. Using 

different data can create triangulation in the study (Shenton 2004). For example, 

using companies’ documents, web pages, and interviews create a situation for 

the researcher to be sure about the credibility of the data. There are some tactics 

that could help readers to be ensured about the honesty data. For example, each 

participant can avoid to participate in the study (Shenton 2004). Therefore, the 

researcher asked every person if they want to participate in the study or not. 

Every person had the possibility to say no to the researcher.  

3.7.2. Transferability 

The second strategy to legitimize the study is transferability that can be 

compared with external validity in positive researchers (Gray 2017). As 

mentioned earlier, the result of the qualitative study relates to the specific 

companies and the environment. This result cannot be generalized to other 

companies or the environment. Hence, the researcher should present the 

limitations and boundaries of the study. In order to ensure whether the study 

can be transferred or not, the result of the study should be understood in the 

context of the organization (Shenton 2004). This study was transferable because 

it explained which area was being studied and what the result of the study was.  

3.7.3. Dependability 

The third strategy to legitimize the study is dependability. The study will be 

dependable if it can be repeated in the future and can be described in details. 

Therefore, the researcher should describe the design of the research and the 

plan of the study on the strategic level (Shenton 2004). This study was 

dependable because readers have sufficient information about the conduct of 

the study.  

3.7.4. Confirmability 

The last strategy that can be compared with the objectivity of the study is 

confirmability (Gray 2017). In order to be sure that the study is confirmable, the 

result of the study should not be influenced by the researcher’s characteristics, 

but it should increase the researcher’s experience (Shenton 2004). Using the 

qualitative study with the semi-structured interview that lasted around one hour, 

could create an atmosphere for the researcher to understand the meaning of the 
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study subject easier. The open-ended questions is a way to expand participants’ 

answers instead of having closed questions.  

3.8. Ethical aspects 

The ethic was considered as an important priority in the study which all of the 

participants were anonymous. The anonymity of the participants has the 

advantages that their opinion and feeling could be expressed freely (Gray 2017). 

In addition, to increase the trust of the study the researcher tried to make a 

professional atmosphere with participants. Moreover, after getting permissions 

from all interviewees most of them agreed to record their voice. One of the 

advantages of recording is to create a perfect atmosphere for the researcher to 

focus not only on the interviewee’s speech but also to motivate interviewees to 

answer questions. However, the interviewees might not be comfortable to have 

their voices recorded (Bryman & Bell 2013). Finally, using the semi-structured 

interview could help the researcher to know which questions are suitable to be 

asked on the study’s subject. It could also create a distinction for participants’ 

personal lives that show this study has ethical aspects.  
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4. Empirical material/results 

In this chapter, the background, the finding and the summary of the case 

companies will be presented.  

4.1. Alpha Company 

4.1.1. Background of Alpha Company 

This company was founded in 2000 and its main activity is producing plastic 

parts for automotive industry and packaging. The main idea in this company is 

to innovate and produce new products, and then sell them to top automotive 

companies. The main priority in this company is manufacturing products with 

high technology to keep the customers satisfaction. Alpha believes that it will 

be successful in almost every time with adherence to four factors: 1) creativity 

and being ready for challenges, 2) working with professional companies, 3) 

being able to create ways to improve business, 4) personal empowerment.  

Alpha claims that the method of the business has changed and most of the 

customers prefer to shop online. Hence, they thought the secret of staying in 

the market is changing the way of selling. Starting an e-commerce would help 

them to improve the liquidity and increase sales. One of the executive engineers 

in this company said that “it is necessary for every company to start an e-

commerce. Companies that tend to compete with other competitors, need to 

change the current business model to an innovative model. The most important 

reason to start an e-commerce is saving time for nearly all types of 

groups”(Executive Engineer).  

A strategic goal of this company is that in four years they will start an e-

commerce with two of its products where these products are part of the 

company’s sale. To execute e-commerce, this company needs to invest in buying 

and launching a web platform, IT application and holding some classes for staffs 

and managers. These classes are helpful to familiarize staffs and managers with 

benefits and limitations of e-commerce for better execution. Because if they 

have sufficient knowledge about the new system, they could help to implement 

this system efficiently. In addition, investing in the marketing department recruit 

resources to support additional working 24/7 days for an efficient customer 

service (ERP Consultant). Moreover, the operational consultant pointed out 

that the company needs to have a business plan to start an e-commerce.  
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4.1.2. Reasons to request e-commerce for Alpha Company  

Alpha pointed out which factors had been effective for them to start with e-

commerce. One of the consultants said that “by looking around, we will notice 

that many things are digital. So, we have three options; firstly, sitting and 

complaining. Secondly, watch what will happen, or choosing the last option 

which is to think differently and try to use the advantages of 

digitalization”(Operational Consultant). Therefore, the company came up with 

the idea of changing the business. By using e-commerce, the company’s 

products will be introduced all over the world, and the company might sell much 

more than before. So, through using e-commerce the company might expand 

their market, sells products to national and international customers. In addition, 

using e-commerce might reduce costs of the company. For example, the 

company can reduce the cost of paperwork where the company does not need 

to send invoices to customers (Operational Consultant).  

The ERP consultant pointed out that e-commerce is the good way to access 

overseas markets. It does not seem necessary to establish a representative local 

branch in the target location. Orders will take place online and the company 

does not require business trips to get new customers. All is done through the 

online catalogs and the orders will be tracked online. Customers can modify 

their order anytime during production, and there is a potential to adjust 

productions to cover the orders (ERP Consultant). 

The main aim of starting an e-commerce in this company is selling products all 

over the world, receiving money before sending the products out of the 

company. Alpha mentioned that they have some problems to receive money 

from some customers. Hence, the company thought that by starting an e-

commerce not only they can solve the problem of liquidity but also can increase 

company sales (Commercial Consultant; Operational Consultant).  

Benefits of e-commerce in Alpha Company 

Moreover, the ERP consultant pointed out to several benefits of e-commerce. 

Firstly, there is no need for company and the customers to go overseas if they 

need to sign a contract. Secondly, ordering the products is extremely faster than 

traditional businesses. Thirdly, the orders can be in smaller volumes and more 

manageable. In addition, the customer can have real-time to see the inventory 

and plan for the next orders beforehand. Creating customer satisfaction will lead 

to good online reviews and encourage other customers to order these products. 
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Hence, the orders will be increased (ERP Consultant). Furthermore, the 

company does not need to spend time and energy to get money from customers. 

This will reduce costs for the company. In addition, most of the customers may 

prefer to buy online because of saving time and costs. Customers could buy 

products and services 24/7/365 (Executive Engineer). 

Limitations of e-commerce in Alpha Company 

However, besides many benefits of e-commerce, there are some limitations as 

well. Firstly, writing the privacy information on the website and paying money 

may cause customers to have doubts on the website. Secondly, customers have 

to wait for the delivery of a product, and they might be worried about 

inconvenient of the product. Where the return of a product might have some 

difficulties for customers. In addition, the goods may have been damaged during 

the shipping process or goods might be disappeared due to the fault of the 

delivery company (Commercial Consultant; Operational Consultant).  

The executive engineer pointed out that e-commerce creates an opportunity to 

compete with other companies if the quality of products are good and the price 

could motivate customers to buy products. He said that “the quality is important 

because nowadays we have social media and people can talk about products all 

over the world”. So, if the quality of products is not good, the company may fail 

to sell products (Executive Engineer).  

4.1.3. Financial drivers in Alpha Company  

The manager of the finance department said, financial drivers create motivation 

for companies to start with e-commerce. Starting an e-commerce might change 

the cost situation in the company. He said, “we estimated that the logistic cost 

will be reduced and by using a specific packaging the delivery cost will be 

decreased”(Financial Manager). In addition, the ERP consultant pointed out 

that e-commerce will directly reduce the employment of new personnel and 

overtime payments. Moreover, it reduces the associated costs of using 

paperwork, emails, and telephone calls. The customer will look at the company’ 

catalog on the website rather than being presented by the sales staff (ERP 

Consultant). 

One of the executive engineers said that by using e-commerce the company can 

increase sales or save money through cost saving. He pointed out that if 

customers can see the details of the products and the shapes of the products by 

zoom in and zoom out, they might motivate to buy these products (Executive 
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Engineer). In addition, by using e-commerce the company might have more 

customers all over the world, and the company is not limited to special 

customers. The quality of sold goods and delivering them on time are the main 

role of increasing sales in the company. Moreover, if customers can trust in the 

company, they might introduce the products of the companies to others and 

this is a good advantage for companies (Commercial Consultant; Operational 

Consultant). 

One of the managers in the finance department and the operational consultant 

pointed out that by using e-commerce the financial structure will be changed. It 

means that the company would get the money first, then the company would 

send products. However, in the traditional sales, the company sells their 

products first and get their money afterward. This can create some risks and the 

liquidity problems for the company (Financial Manager; Operational 

Consultant). In addition, they pointed out that by using e-commerce the 

transaction cost might be reduced. They said that the normal aim of every 

company has minimum costs. Using e-commerce helps the company to find 

many customers around the world. These customers give their comments to the 

company about the products. Using their ideas would help the company to 

improve products by spending minimum time and costs, because the company 

does not need to spend much time to collect more information (Financial 

Manager; Operational Consultant). Using e-commerce helps the company to 

increase the speed of the transaction and create communication with many 

customers all over the world. In other words, it may lead to customer 

satisfaction. In addition, the company pointed out that by using e-commerce 

the revenue of the company increases (Financial Manager).  

Finally, managers and consultants pointed out that financial drivers give more 

motivations to think about starting an e-commerce. However, implementing e-

commerce has many barriers such as the problems that could occur in the 

logistic department, buying web platform and training the staffs. On the other 

hand, collecting information about this system takes a lot of time and money. 

Nevertheless, doing this system for small business seems necessary. They should 

change the system in order to stay in the market and compete with big 

companies. Small companies may need to have financial incentives to start an 

e-commerce because of the difficulties in starting an e-commerce and the risks 

of the new business. In addition, the managers and consultants in this company 

think that using e-commerce gives the opportunity to solve the liquidity 

problems and increase revenues. So, if small companies know about financial 
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advantages, they would certainly start this kind of business (Commercial 

Consultant; ERP Consultant; Financial Manager; Operational Consultant; 

Procurement Manager).  

4.1.4. Summary results of Alpha Company  

Alpha pointed out that they need to learn more about e-commerce and they 

need to start as soon as possible if they want to survive in the future. Using e-

commerce may help them to improve and grow the company. Through using 

e-commerce, the company has the possibility to sell products globally without 

thinking of boundaries. Alpha said that every small business should start with e-

commerce. Otherwise, they might disappear in the future, because they could 

not compete with big companies. Using e-commerce could create the 

opportunities for small companies to improve and grow themselves in order to 

stay in the market. E-commerce helps this company to reduce costs, increase 

sales and receive money before sending the products. Therefore, Alpha thinks 

that financial drivers are important motivation to start a new business.  

4.2. Beta Company 

4.2.1. Background of Beta Company  

This company was established in 1990 as the OEM auto part manufacture. It 

tries to produce goods with the best quality. This company started to produce 

the home and kitchen application in 2011 in order to develop their market. They 

deliver their product by using trained personnel, advanced machines, product 

design units, process and product engineering, fully equipped lab and quality 

control unit. In addition, this company was successful to get various certificates 

such as E mark product Certificate, CE and Quality Management System 

Certificates. This company exports their products to countries in its 

neighborhood and CIS Region (NooranSanat 2016).  

Beta has two different names but it is well known by the name of its brand 

which is Homara. Beta has started an e-commerce in the section of the kitchen 

and home appliances since four years ago. They claimed that today’s trade has 

changed and most of the customers prefer to shop online. According to Beta, 

they should use e-commerce to sell their products if they want to stay in the 

market. E-commerce helped Beta to improve the liquidity problems, introduce 

their brand and increase sales (Chairman of the Board; Sales expert).  
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The marketing department in this company is divided into various parts, such 

as product design, product distribution, pricing, and after-sales service pricing. 

The company’s supply of products in the market is divided into three groups: 

broadcasting to chain stores - online distribution - playing retail stores for 

shoplifters (Sales expert). According to the financial data, Beta sold 28% of its 

products through e-commerce in the previous year (Chairman of the Board).  

Moreover, the manager and the sales expert pointed out that in order to sell 

online they changed some parts of their organization which was consisting of 

warehouse units, production, and logistics. This company was forced to change 

the packaging of its products according to the demands that made by the online 

stores. Beta did not have to pack the individual products before they were 

working with the online stores and these products were shipped in bulk. In 

addition, in order to sell the products in online stores, some details for every 

product need to be prepared. For example, taking photos on different sides 

(Sales expert). 

4.2.2. Reasons to request e-commerce for Beta Company 

The manager of Beta pointed out that if companies do not change the way of 

selling, they might disappear in the near future. It was also mentioned although 

some traditional customers still are used to buying from the different suppliers, 

this will be changed by the time due to the influence of e-commerce. This 

change of habits maybe create more pressure on companies to sell their 

products through e-commerce. Otherwise, they might be facing a sharp drop in 

sales. He pointed out that the main aim of starting an e-commerce in this 

company is gaining more market share and introducing the brand of the 

company (Chairman of the Board). “The demands of the customers and society 

have changed, customers tend to buy products through the internet” (Sales 

expert).  

Benefits of e-commerce in Beta Company 

Moreover, the sales expert pointed out that “this kind of business has many 

benefits. For example, introducing the brand is the most important advantages 

for our company. When our brand introduce to customers, the company can 

find many customers all over the world. Having customers’ feedback and 

improving the quality of the product are also important for our company” (Sales 

expert). The manager of Beta has the same opinion with sales expert about the 

importance of knowing customer’s opinion. It helps the company to revise and 
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change their system in a way that can increase customer satisfaction. Without 

using e-commerce, gaining this type of information might be difficult. Hence, 

using e-commerce helps the company to get some feedback easier and increase 

their sales. In addition, by using e-commerce the company’s cash flow could be 

improved since the company might receive money directly without spending 

time and energy (Chairman of the Board).  

Limitations of e-commerce in Beta Company 

However, besides many benefits of e-commerce, there are some disadvantages 

of e-commerce as well. “One of the disadvantages is setting the different price 

in different markets. For example, in the New Year, a bunch of products is sold 

with low price, and the price for the online market is reduced. But those chain 

stores that sell the products at an original price might protest to the company 

why the price for them is not reduced. In this situation, the company has to 

explain the reasons and tries to persuade them, which could create some 

problems and difficulties for the company” (Sales expert). 

The sales expert and the manager pointed out that e-commerce creates an 

opportunity to compete with other companies. The company should produce 

the highest quality of products if they want to compete with other companies. 

Because customers write their opinion on the site and all people all over the 

world can read these opinions. According to Beta, in order to stay in the market, 

having a high quality of products and knowing the opinion of the customers are 

essential. As a result, paying attention to customer demands and improving the 

quality of the products might increase sales of the company. It is one of the 

biggest competitive advantages with other companies (Chairman of the Board). 

4.2.3. Financial drivers in Beta Company 

The sales expert said that by starting an e-commerce, the work of the company 

is much easier. The company sells the product via the internet and receive their 

money according to their contract. The manager said that before starting an e-

commerce, the company had liquidity problems but after starting an e-

commerce problems of the liquidity solved completely. He claimed that “there 

were two motivations for our company to start an e-commerce: firstly, the 

financial drivers that consist of increasing the sales and decreasing the costs and 

secondly, the brand identifications” (Chairman of the Board).   

The sales expert said that starting an e-commerce helps them to decrease 

different costs, such as transaction costs and operational costs. But some costs 
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are added to the company which consists of packaging and photography 

products. Therefore, the company decided to add the costs of e-commerce 

which were created by customer’s request directly on the products. On the other 

hand, selling products through e-commerce may help to increase the production 

of products (Sales expert). The manager claimed that after starting an e-

commerce, the transaction cost in this company was decreased because of 

removing mediators. He said that before starting an e-commerce the company 

had to sell products in different suppliers. As a result, they had to spend a lot of 

time and money. But after starting an e-commerce, this company sells their 

products in online stores that help them to decrease different costs such as 

transaction costs. In addition, it was also said that through using e-commerce 

the revenue of the company increases (Chairman of the Board).  

Finally, the manager pointed out that financial drivers are one of the important 

reasons to start an e-commerce. He added the financial incentive is the main 

important motivations for their company to work with e-commerce. He said 

that selling the product through e-commerce helps their company to increase 

sales, having more market share and fewer transaction costs. In addition, he 

pointed out that if their company would not start an e-commerce it could lose 

their market share. Moreover, when Beta sells products through e-commerce 

they can get new ideas to manufacture new products and tries to improve their 

products. This will increase sales, reduce the costs and finally gain financial 

benefits (Chairman of the Board).  

4.2.4. Summary results of Beta Company 

Beta pointed out that through using e-commerce, their brand was introduced to 

the world and they could sell products all over the world. In addition, they 

solved the problem of liquidity, and they focused on customer satisfaction 

instead of liquidity problems. Beta claimed that increasing the sales and creating 

customer satisfaction are two keys of the success for every company. But this 

success comes when the company does not need to think about financial issues. 

E-commerce is helping this company to solve the liquidity problem, decrease 

transaction costs, increase sales and receive money according to the contract. 

Therefore, Beta thinks, financial drivers are one of the important reasons to 

start an e-commerce. 
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5. Discussion 

In this chapter, the result of the study is analyzed and compared with the 

theoretical chapter. This chapter is divided into two parts. In the first part, the 

researcher (comparing the result of the case companies with the theoretical 

chapter) tries to answer the first research question and gives their opinion about 

the necessity of companies to start an e-commerce. In the next part, the 

researcher (comparing the result of two case companies with the theoretical 

chapter) tries to answer last research question and gives their opinion about the 

importance of financial drivers in starting an e-commerce.  

5.1.  Necessity of companies to start an e-commerce 

The first research question in this study was about the reasons why B2B 

companies should start an e-commerce. E-commerce may create new 

opportunities for organizations and may help them to sustain over time (Zhao 

2010). In addition, Alpha and Beta mentioned that by using e-commerce the 

company’s products can be introduced in all over the world and the company 

can sell much more than before. According to Alpha, e-commerce is the good 

way to access overseas markets. It is not necessary to establish a representative 

local branch in the target location. Orders will take online and the company does 

not require business trips to get new orders. Furthermore, Beta and Alpha had 

the same opinion about using e-commerce which could bring many benefits for 

their company. For example, introducing a brand and increasing the sales of a 

company are the most important advantages for the case companies.  

According to Alpha, using e-commerce may reduce costs and may create 

customer satisfaction. Delivering excellent products will lead to have a good 

online review and it will encourage others to order as well. Thus, the orders will 

be increased. It was also mentioned by Beta that knowing customer’s opinion 

could help the company to revise and change their system in a way that the 

customer satisfaction could also be increased. Without using e-commerce, 

gaining this type of information is difficult. In addition, according to Tassabehji 

(2003), participants would be able to freely talk about their opinion and add 

some information to the communities.  

According to the theoretical chapter in this study, many traditional organizations 

decide to change their business to e-commerce because of increasing profit, 

competitive pressure and saving costs (Chen et al. 2014). Alpha and Beta also 

pointed out that most of the customers prefer to buy online because of saving 
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time and costs. Therefore, using e-commerce will speed up the sales of a 

company and the operational cost of the product might be decreased. 

Customers can easily choose many products and make a decision to buy it or 

not. This kind of purchasing also has the possibility of returning if customers 

were not satisfied. In addition, companies can find many customers all over the 

world by producing products with high quality. As Kalakota and Robinson 

(2001) said, through using e-commerce companies can access the global 

customers.  

Moreover, Alpha and Beta pointed out that the quality of sold goods and 

delivering them on time are the main role to increase sales in their company. In 

addition, customers can trust the company and this trust is a good advantage 

for them because the company might be introduced to the others. They 

mentioned that through using e-commerce, customers can buy goods 24/7. 

Therefore, e-commerce helps them to increase sales. E-commerce helps 

companies to reduce the costs, save time, control inventory and access to the 

market 24/7 (Baen 2000; Burt & Sparks 2003; Zhang et al. 2016). 

According to the opinion Alpha, by using e-commerce the value can be created 

for the company and other stakeholders. The market of the company can be 

expanded by using e-commerce since the sales department is always open. 

Therefore, the sales of a company will be speeded up by using e-commerce. In 

addition, using e-commerce can create more value for other stakeholders as well. 

Product information is available on the website that customers can have access 

to them in 24/7 and the product can be sent back if customers were not satisfied 

with the product in a specific period.  

Moreover, Beta had the same opinion with Alpha not only about the value that 

might be created through using e-commerce for the company but also about the 

value that might be created for other stakeholders. Beta mentioned that selling 

through e-commerce has increased the sales of the company, decreased the 

operational costs. This type of business can also be valuable for customers 

because they can reach their wishes about what they want and also leave their 

comments about products, so this is considered as a value for the customers. 

Moreover, according to Tassabehji (2003) using e-commerce creates the value 

for all participants. For example, using e-commerce not only can increase the 

sales of the company but also customers might have the possibility to choose 

from which suppliers they tend to purchase goods.  
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Alpha and Beta pointed out that the product delivery is important. For example, 

if a company declares on its website that this product will be sent within seven 

days, the company should try to send the product within this period. This will 

bring trust in the company which may lead to ordering the products many times 

and suggesting them to other people.  

However, the case companies maintained that using e-commerce has some 

boundaries for them and customers. These problems consist of setting the 

different price in the different market, preparing the privacy information, 

waiting for receiving the products, damaging products during the shipping 

process or disappearing goods due to the fault of the delivery company. 

Moreover, there are some limitations that consist of “insufficient system 

security, reliability, standards, limited communication protocols”, economic and 

political issues, the absence of knowledge and security problems (Turban et al. 

2010, p. 27; Abbad et al. 2011)  

Finally, the researcher suggests that companies should start an e-commerce if 

they want to be competitive with big companies. Ordering goods via the internet 

helps companies to remove the cost of hiring the place (for selling the products) 

and to decrease many other costs such as electricity costs, hiring employees. In 

addition, one of the most important benefits of e-commerce is saving time for 

the company and the customer. In one hand, a company does not need to travel 

to other cities or countries to get the contract for selling the products. On the 

other hand, customers can buy the products on the web without any difficulties. 

E-commerce may help companies to increase sales, decrease different costs 

such as operational costs and transaction costs, to have access to the products 

24/7, to reduce business deal costs, make safe market share and also to 

introduce their brand to the world. Companies could get feedback from the 

customers and try to create customer satisfaction. Knowing about the 

customers’ opinion can help companies to revise and change their system and 

to produce the products according to the customers’ demands. In addition, 

using e-commerce might help the customer to have different choices while they 

are buying the products in order to find the goods at a cheaper price with the 

better quality.  

Nonetheless, using e-commerce have some disadvantages that can consist of 

returning goods inconveniently, damaging goods in the process of delivery and 

not being able to handle goods before the purchase. However, the advantages 

of e-commerce can overweight its disadvantages. So, it makes sense using e-
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commerce. Hence, every company should start an e-commerce in their business 

in order to compete with other companies and sustain in the future (table 1). 

Moreover, using e-commerce creates the opportunities to improve the products 

and stay in the market. 

 

Table 1: Reasons to start an e-commerce in the case companies 

The importance of e-commerce Alpha Company Beta Company 

Brand identification  Important   Important   

Increasing sales Important   Important   

Accessing to overseas markets Important   Important   

Reducing costs Important   Important   

Creating customer satisfaction by knowing 

about the opinion of customers 

Important   Important   

Decreasing operational costs  Important   Important   

Saving time and energy Important   Unimportant   

Receiving customers’ feedbacks  Important   Important   

Having access to more customers all over the 

world 

Important   Important   

Increasing the quality of products Important   Important   

Shopping in 24/7 Important   Important   
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5.2. The importance of financial drivers for B2B companies 

The second research question in this study was about how financial drivers can 

play an important role in starting an e-commerce.  

Alpha mentioned that using e-commerce helps them to decrease transaction 

costs and increase the speed of transaction. Beta also mentioned that the 

transaction cost of this company was decreased because of removing mediators. 

Beta said that before starting an e-commerce, the company had to sell products 

in different suppliers while they had to spend a lot of time, money and energy. 

But after starting an e-commerce, Beta sold its products in online stores that 

could effect on decreasing transaction costs and improve the company’s cash 

flow. According to Tassabehji (2003) reducing transaction costs, improving 

corporate liquidity, and increasing revenue are some examples of motivations 

for a company. 

According to Alpha, using e-commerce gives the opportunity to solve the 

liquidity problems and increase revenues. If small companies know about 

financial advantages, they would start this kind of business as early as possible. 

In addition, Beta had liquidity problems before starting with e-commerce but 

afterward, the liquidity problems solved completely. They will receive money 

directly without spending time, energy and risks. Beta claimed that financial 

drivers are the main important motivation for them to work with e-commerce. 

As Tassabehji (2003) said, improving corporate liquidity is one of the 

motivations for a company.  

Moreover, Alpha claimed that through using e-commerce, the employment of 

new personnel and overtime payment could be reduced. However, Beta said 

that after starting an e-commerce, they had to employ personnel. Alpha and 

Beta agree that through using e-commerce the logistic cost, operational and 

delivery costs will be decreased.  

Alpha said that although e-commerce has many barriers (investing and 

launching a web platform, IT application, creating more difficulties to the 

logistic department, and training staffs) but implementing this system for small 

business seems necessary. In order to stay in the market and compete with big 

companies, they need to start an e-commerce. Small companies should have 

financial drivers to start an e-commerce because of the difficulties in starting an 

e-commerce and the risks of the new business. As Hilsenrath (2009) said, 

financial incentives help companies to accept the risk of changing their business. 
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Furthermore, Beta noted that there are two motivations for this company to 

start an e-commerce; the financial incentive (that consists of increasing the sales 

and decreasing the costs) and the brand identifications. Alpha and Beta said that 

selling the product through e-commerce helps them to increase sales, to have 

more market share, fewer transaction costs and to increase revenue. The 

mentioned reasons could help them to start an e-commerce. According to case 

companies, they would lose their market share if they did not start an e-

commerce.  

Moreover, working through e-commerce helps the case companies to get 

different comments for manufacturing products and tries to create customer 

satisfaction by producing new products. By using feedback from customers, 

they could improve the quality of products being produced and could also 

decrease the operational costs. This will increase sales, reduce costs and finally 

gain financial benefits. Companies may not face the future economic risks if 

they examine the financial incentives to start a new business (Taylor et al. 2011).  

However, according to Alpha and Beta, some costs might be added to them 

when they start an e-commerce. For example, if customers write their address 

incorrectly, they cannot receive their orders and the orders could be returned 

and might bring the costs of retransmission for the company. In addition, the 

product might be damaged during the process of sending that make to create 

costs for the company as well. In order to decrease these costs, these companies 

had some solutions. Customers should pay this cost (writing incorrect address 

by customers) if it is created because of customer mistakes. But if these 

problems are created because of company mistakes, the company should pay 

these costs.   

Finally, financial incentives may have an important role in starting an e-

commerce in companies. Financial drivers may give motivations to companies 

to start an e-commerce and difficulties of implementing e-commerce. As it was 

mentioned earlier starting an e-commerce has many barriers for companies. For 

instance, collecting information about the new system, buying a web platform, 

implementing the new system, training personnel, changing the system of the 

logistic department and many other costs. However, identifying financial drivers 

may help companies to start and change their business. Decreasing the 

transaction cost, increasing sales, improving corporate liquidity and increasing 

revenue may be the important motivations for companies.  
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Moreover, creating customer satisfaction and increasing the company’s sales 

volume are the two keys to make the company successful. But this success may 

be achieved when the company is not worried about financial issues. When 

companies know that by changing their business the liquidity problems could 

be solved, the operational costs and many other costs would be decreased they 

might be motivated to change the business. Through using e-commerce a 

company might be sure about producing the products with low cost and high 

quality, receiving their money on time and finally, it can result to increase the 

sales and revenue (table 2).  

 

Table 2: Financial drivers in the case companies  

Financial drivers Alpha Company Beta Company 

Solving the liquidity problem Important   Important   

Decreasing transaction costs and 

increasing the speed of transaction 

 

Important   Important   

Decreasing operational costs, logistic 

costs and delivery costs 

Important   Important   

Decreasing the employment of new 

personnel and overtime  payment 

Important   Unimportant   

Increasing the sales and having more 

market share 

Important   Important   

Increasing revenue Important   Important   
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6. Conclusion 

In this chapter, some conclusions are presented that relates to the purpose of 

this thesis. The researcher tries to give some suggestions for subsequent 

research by introducing limitations of this study.  

The aim of this thesis was demonstrating the importance of financial drivers for 

B2B companies when they are starting an e-commerce. Financial drivers have 

an important role of motivating companies to start or change their current 

business to e-commerce. Since implementing e-commerce has many barriers 

such as changing the organizational structure and culture, changing the logistic 

department, investing in buying a new system and training the staffs. It might 

not be possible to endure the difficulties of implanting this system if the benefits 

of e-commerce would not overcome on the risks and difficulties of e-commerce; 

when this business has many benefits.  

Financial drivers might be one of the important benefits for organizations to 

change their business. E-commerce helps organizations to be connected to the 

world, find many customers all over the world and to increase their sales and 

revenue, to decrease transaction costs, to reduce operational costs and reaching 

products in 24/7. Introducing the brand and products of the company create 

competitive advantages for companies. A company should try to know about 

the customers’ opinion, and then start to produce the highest quality of products 

which could attract more customers. Hence, companies with financial drivers to 

perform e-commerce can change their business more secure and safe and they 

could sustain their market in the future. Finally, increasing the sales and revenue, 

decreasing the cost of products and transaction costs, increasing the speed of 

transaction, solving the liquidity problems, decreasing the logistic costs and the 

delivery cost are some important financial drivers for the case companies to start 

an e-commerce. 

6.1. Managerial implications 

The result of this study showed that implementing e-commerce might be 

necessary for companies if they want to compete with other companies or 

sustain in the future. As it was mentioned earlier, there are some limitations of 

e-commerce, such as insufficient system security, business issues, economic 

issues, waiting for the delivery of the product or rejecting the product (Turban 

et al. 2010; Abbad et al. 2011). However, although implementing e-commerce 

has many difficulties and risks, knowing about the benefits of e-commerce 
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might be motivating factor for companies to start an e-commerce. In the other 

words, the benefits of e-commerce overweight its boundaries. Hence, 

companies should start an e-commerce in their business in order to stay in the 

market.   

6.2. Limitations and future research 

The researcher identified some limitations in this study. The first limitation was 

about the case companies and participants. The researcher chose two case 

companies in one country. However, the future researchers should be 

investigated in different companies, to show the role of financial drivers to start 

an e-commerce across the world.  

The other limitation was about the affecting of financial drivers to motivate 

companies for starting an e-commerce. However, some factors such as 

managerial thoughts or organizational culture may effect on starting an e-

commerce. Therefore, further studies should be done to find out that which of 

these parameters are important to start an e-commerce.   
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8. Appendix  

8.1. Semi-structured interview 

1. What is your position in the company? How many years of experience 

do you have in your present area?  

2. What is the core business of the company?  

3. Can you describe your value chain?  

4. Does your company work with e-commerce? How many years have your 

company worked with e-commerce? What type of product or service 

want you sell with helping of e-commerce?  

5. Which share of your total sales is related to e-commerce? 

6. Which type of investment is necessary to start an e-commerce?  

7. Is it necessary to change the organization when implementing e-

commerce?  

8. Have you worked up a particular e-commerce strategy?   

9. Why is it necessary to start an e-commerce?  

10. Which factors affect your business to think to start an e-commerce? 

What is your aim to change business?  

11. Which are the main benefits that your company can reach with the use 

of e-commerce?  

12. Which are the main disadvantage of using e-commerce?  

13. Which market segment are you aiming for with e-commerce?  

14. How can e-commerce create value for companies? Is this value that is 

created useful for other stakeholders? How?  

15. Does e-commerce create an opportunity to compete with other 

companies or help to Sustainability Company? How?  

16. How will the financial structure of a company change with a start or 

change to e-commerce?  
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17. Do you think financial incentives is enough to start an e-commerce in a 

B2B company?  How?  

18. Is your cost situation going to be changed when you start an e-

commerce?  

19. How can e-commerce increase sales or saving costs?  

20. How can e-commerce decrease transaction costs? 

21. How can e-commerce create revenue for companies? Does your 

company have the specific system to set price for products or service via 

internet? How and with by whom these prices are set?  

22. Anything else that you would like to comment upon in relation to the e-

commerce strategy? 

8.2. Interviewees 

Chairman of the Board. 20180410. Beta Company. 

Commercial Consultant. 20180304. Alpha Company. 

ERP Consultant. 20180330. Alpha Company. 

Executive Engineer. 20180301. Alpha Company. 

Financial Manager. 20180313. Alpha Company. 

Sales expert. 20180408. Beta Company. 

Operational Consultant. 20180303. Alpha Company. 

Procurement Manager. 20180325. Alpha Company. 
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