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Abstract

A healthy and vigorous SME sector is recognisedtiyy UK Government as a
cornerstone of economic growth and prosperity fbe tnation. It has also been
recognised that the transformational power of ehbess is fundamental to achieving
sustained growth within the sector and maintainimational competitiveness in an
expanding global market. However, there is sigaificevidence that SMEs are failing to
reap the anticipated benefits of e-business ant akar the last three years they have
been ‘clicking off’ in increasing numbers. Evidems@resented from the literature which
indicates that this phenomenon is due to a lackti@ftegic perspective and vision from
which SME owners or managers can draw clear requéeets for their e-business
initiatives leading to a communications gap betw#emselves and developers. This is
an area of study to which little research efforshaeen dedicated. Therefore in order to
verify the existing literature and to explore pdtahsolutions the preliminary results
from three case studies are presented. The resulisate that a ‘communications gap’,
does exist between developers and SME managersvoers and is caused by the
inability of clients to effectively articulate thed-business vision confounding the process
of requirements elicitation. The results also dest@ate that a clear business strategy
can facilitate the elicitation of requirements farsuccessful e-business solution. From
the results of the investigation a preliminary fework is suggested to support this
process, which will inform SME management and piewia basis for future research.
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1. Introduction

The strategic importance of a healthy and vigor®omsll and Medium sized Enterprises
(SME) sector to national economic growth and pragpéas been recognised by many
governments. SMEs are seen as tifie blood of modern economiemnd instrumental in
maintaining national competitiveness within thebglbeconomyRao, Metts, and Monge
2003, Blair 1999). It has also been recognised thattransformational power of e-
business is a fundamental requirement to a comyeet#ind therefore a healthy SME
sector (PIU/SBS 2001). Evidence is accumulating strangly suggests that businesses
must develop and implement e-business strategighgyf are to remain competitive and
thrive in the long term (Sparkes and Thomas 20QBWg 2003).

The UK Government in recognition of the importarafee-business launched, among
other initiatives, UK Online, who stated in thanst annual report:

“Electronic Commerce and the Internet are transforghneconomies and
societies across the world. The Government is ctieainio giving every
individual, business and community in the UK thepasfunity to
participate fully in the benefits flowing from tleeshanges — in short
getting the UK online.”

(UK Online 2001, p.4)

The synergies that can be realized by combiningetipatent forces for economic growth
are so significant that, as Adam et al. (1998, pr§ue, until SMEs fully participate in e-
business theépotential for ubiquitous improvement of commercaativities’ cannot be
achieved. However, despite the improved positiothefUK to 3 place behind Sweden
and Ireland for IT sophistication in Europe (DTIGZ), much of which is attributable to
micro and small business adoption of IT, theresditesignificant problems. Jim Norton
(Senior Policy Advisor) of the Institute of Direcsorelates thdthe area where the UK is
still lagging is usage - we now have plenty ofasfructure and so on but not so much
usage’ (Arnott 2004). This statement is supported by a [004) sponsored survey,
which indicates that the trend dflicking off by small business has continued for the
third successive year. The report also identified the digital divide between larger and
smaller businesses is widening (DTl 2004) with m&BlyEs failing to reap the
anticipated benefits of e-business and regardiag thitiatives as partial if not complete
failures (Burn, Marshall and Barnett 2002, Scotl &dwards 2004 and Fillis, Johannson
and Wagner 2004).

Evidence is presented from the literature that gh&nomenon is attributable, to a
significant degree, to a lack of strategic perggecfrom which clear e-business
requirements can be drawn and forms the basis Higr éxploratory investigation.

Preliminary results from three case studies are gresented. Company A is a small but
well respected company based in the North Easngfdad employing approximately 20
people. It has a national reputation and extensi@erience of supplying e-business
solutions: it is concerned by the degree of diffictencountered when attempting to
elicit e-business system requirements from the osvoe managers of its SME clients.
Company B is a light engineering manufacturing bess attempting to revitalise a



failing e-business initiative. Company C has relgedeveloped an innovative process
and successfully deployed phase one of a two ptésisiness strategy, which is intrinsic
to the success of the business. Emergent themedramn regarding (i) the problems
faced by Company A in determining the e-businessesy requirements for SMEs and
(i) how these problems have been tackled by twaufecturing companies at different
stages of developing their e-business solutionremRhese preliminary results the future
direction for the research is then indicated.

2. Literature

Immediately after the dot.com crash of 2000 therditure offered little guidance, based
on empirical research, regarding the causes ofsexess initiative failure. This is to be
expected given that it is a relatively recent pmeaoon. However, at the time there was
comment in various press articles, which attributgtlire to issues such as scalability,
adaptability, reliability and proprietary code (IDZD0O0). However, a more serious but
non technical issue was identified which contrildusegnificantly to this phenomenon. A
General Management Technologies (GMT) survey fotimt of the 116 executive
respondents 62% regarded their e-business ingiass unsuccessful. Two of the major
reasons given for failure were:

1. Managers failed to understand how to apply e-bgsineols in the 'new
economy'.
2. 52% of the companies reporting failure regardedkvataategy as the primary
cause.
(GMT 2000)

Furthermore in a survey of City Analysts it wasoatgported that a lack of effective
management and effective business strategy cotedhaignificantly to e-business failure
(Cohn & Wolf 2000). These views are supported byess eminent authors including
Porter (2001), Venkatraman (2000) and Turban et(2004) who contend that the
prerequisite of a successful e-business initiasvihe development of business strategy,
characterised by a simple and clear vision of whdb be achieved. The most critical
factors in achieving this being strategic thinkargd vision.

Whilst the issues mentioned above could provideesaseful guidance, their relevance
for the smaller business could be questioned. Hewekere is a small body of evidence
which indicates that the main cause of e-businessgiation failures in SMEs is

attributable to the underestimation of the strat@miplications of e-business (Dimitriadis
et al. 2003). Pease and Rowe (2003) present ewdtdrat this is the result of poor
business management characterised by a lack degtadirection, perspective and
vision. In a series of case studies they found ith&MESs there is a propensity to focus
on the operational matters at the expense of gtcatrection. Further, a survey of 231
small businesses by Quayle (2003) supported thedmds when it was found that 75%
of the respondents did not have an e-businesegirat

There is evidence in the literature that the latla @lear e-business strategy during the
requirements elicitation process for e-businesBatives results in the creation of a



‘communication gap’ between client and consult&isgmmami, Scown and Hackney
2001 and Scott and Edwards 2004). Communicatingiregents to the developers was
found to be extremely problematic and emotive, widspondents indicating that
developers did not interpret instructions well avete prone to imposing their own view
upon the solution. This can be illustrated with therds of one respondent in Scott’s
study (2003) who after several attempts to haveifsggnt corrections made to his web
site exclaimed:because they are technocrats, they think they kbetter than usand
‘we must be speaking Japanese when we talk to tHeespondents also believed that
their lack of technical expertise compared to tloétthe developers contributed
significantly to the communication gap. The respontd also felt that the developers
seemed to be concerned with what they could achiegbnically rather than with
ensuring that the solution fulfilled the client@quirements (Bode and Burn 2000 and
Scott 2003). Under these circumstances it seentiyhaurprising that SMEs are often
disappointed with the effectiveness of their e-bess initiatives.

In defence of developers it must said tifr@quently the customers cannot specify exactly
what they want{Segelod and Jordan 2004).

Against the background of SMEs failing to reapdhécipated benefits of e-business and
a continuing ‘clicking off’ trend this paper seetes explore the issues with a view to

providing some guidance for the successful impldatem of e-business initiatives and

to provide a foundation for future research.

3. The Methodology

It was decided to adopt a case research strategyisaparticularly well suited to the
study of and capture of knowledge, which practii@employ (Benbasat, Goldstein and
Mead 1987). The case study approach has the addadtage that it may involve single
or multiple cases and it also has the capacityltavamultiple levels of analysis within
each study (Leedy 1997). Three main lines of enyquwere established in order to
identify and explore the initial facets of the pleh using open-ended interviews and
structured communications.

1. The first main line of enquiry was established watlsmall business of national
reputation and extensive experience in the suppéylusiness solutions to SMEs
(identified as Company A). Company A provides artemal view of the
management and quality of strategy developmentinvithe SME with whom
they are engaged. It illuminates an important etgnoéthe study as discussed in
the previous section.

2. The second main line of enquiry has two goals aadcerns a local light
engineering and manufacturing SME employing oved @éople (Company B),
which had embarked on a simple e-business strafegyeb site had been set up
as a means of advertising the products and serefdbe firm, but it proved to be
of little benefit to it. The firm was reappraisiitg e-business strategy in an effort
to stimulate sales and reduce costs in the facanoincreasingly competitive
market. Scott was engaged in monitoring the proegtssthe co-operation of the



IT Manager and the Financial Director. The positadinT Manager had been a
recent addition to the staff complement. Priothis ppointment the management
of the IT systems had been outsourced. This casdy dtas two focuses of
investigation:
a. To establish the events leading to the deploymktiiteoexisting web site.
b. To explore the motivation behind the initiation af new e-business
initiative and to examine the processes employethbybusiness during
the planning phase of the project.

3. The third main line of enquiry also has two goatsl &volves an SME, which
employs approximately 25 people (Company C). Thisn fis engaged in
manufacturing and is founded upon a unique and viative process. The
Company has deployed a business to business welrsit extranet, which has
met the expectations of the management and fulfillee objectives of the first
phase of a two-phase deployment strategy. Phasevlthe development of an
Intranet to enable customers to place orders aceivie product quickly. The
responsibility for implementing the firms Interrettategy rested with one of the
partners who had extensive IT knowledge and wasgue®d as E-Business
Manager. The focuses of this case study was to:

a. To establish the rationale for the developmentoédousiness solution.

b. To retrospectively analyse the processes engageyltime business during
the planning and implementation phases of a suktdegsbusiness
initiative.

4, Preliminary Results

41  Company A

The main area of concern that the development tbach was the difficulty in
determining what the clients actually wanted. Twé&s considered to have a detrimental
effect on the client’'s final product and considéyaimfluenced the productivity and
profitability of the company. It was also noted tttiae opportunity for repeat business
was dependent to some considerable degree on #fieyapf the solution in operation.

The development team felt that one of the majotofaccontributing to the clients
inability to express what they wanted was that tiveye often unaware of the technical
capability of information technology. Clients wareted to display an adept grasp of the
technology relating to the tools that they use, ahdse that supported their
administrative systems. However they often failedgtasp the fundamental difference
that exists between e-business information systamdstraditional business systems. As
Gordijn, de Bruin and Akkermans (1999) noted thifecence lies in the degree of
integration which exists between the business madel business processes and the
degree to which they are supported by ICT /IS. ffaditional business system is seen as
being supported by ICT and IS whereas in ‘e-busin€sT / IS are inseparable from the
business model. In essence the processing of mssinformation and transactions has
been virtualised and the systems are no longetddb the role of business support but



become the sole means of executing those procédseslevelopment team’s view was
that failure to grasp this concept could resuthim client:

1. Under specifying requirements, which can lead tmtiooally changing
requirements as expertise is gained as the prpj@gresses or dissatisfaction
with the final implementation.

2. Overestimating the capability of the technologyegivthe financial constraints for
the project.

3. Being unable to articulate what the business requénts are.

These problems are not unfamiliar in the processaiirements elicitation and represent
problems of scope, understanding and volatility r(&€al & Kang 1992). This
demonstrates the existence between the supplier chedt of a fundamental and
damaging ‘communications gap’ which must be overonhthe resource utilisation of
the participating companies in an e-business prageo be optimised.

Further investigation revealed that in the develepirteam’s experience many of the
problems they faced in their repertoire of projeetse due to:

1. SME owners or managers failing to prepare a busipks) or some other form of
documentation giving clear objectives for theirwesimess initiative. This occurred
in almost all cases

2. SMEs failing to have an IT manager or other IT cetept personnel within their
businesses. This occurred in all cases.

3. Unrealistic time frame for getting to the marketaly, which had a detrimental
effect on the implementation. This occurred in aves thirds of cases.

4. Financial constraints compromising the solutiortite extent that it did not fully
match the clients initial requirements. This ocedrin approximately two thirds
of cases.

Operating under these constraints was consideradversely affect the opportunity for a
successful outcome to the initiative to a considleraxtent. The first two factors were
believed to fuel the ‘communications gap’ and tfene undermined the process of
gathering requirements effectively. The latter fiactors reflect issues that were they to
remain unresolved during the project life cycleaagsult of the ‘communications gap’,
would further undermine the prospects of a sucoessitcome.

The problems associated with items 2,3 and 4 atecoofined to the domain of e-
business projects, but are common to IT / IS ptsjecgeneral. The distinguishing factor
between e-business projects and IT / IS projediseisequirement for a business plan or
some form of documentation detailing the businestsaegy. It is used to provide clear
business objectives upon which outline requiremémtshe initiative can be based (and
subsequently assessed) as illustrated in the rémgagase studies. These issues reflect
the observations regarding the reasons for e-bssifalure reported by GMT (2000),



Cohn & Wolf (2000), Dimitriadis et al. (2003) ancedse and Rowe (2003). It also
illustrates the importance of the degree of integnabetween the technology and the
business model as stated by Gordijn, de Bruin addeAnans (1999).

42  Company B

In the case of Company B it was noted that theainénd relatively unsuccessful
initiative to implement an e-business strategy veasmded upon a marketing initiative.
An external supplier developed the web site andrb&vation behind the initiative had
little focus other than to provide a simple onlagvertising presence accompanied by an
enquiry form. There were no detailed objectivesfgsmance criteria or requirements
specified.

The appointment of an IT Manager coupled with detating market conditions initiated
a sequence of events, which has resulted in methlodpproach to the problem of re-
invigorating the e-business initiative. Pressuresafes and margin has provided the
motivation to investigate options which would stiate sales and reduce costs
throughout the business. The IT manager supportatebFinance Director prepared an
exploratory e-business report, which included reoemdations to carry out the
following steps:

1. Establish an E-business Initiative Team led by aagar from the highest level
within the company. Its members to include leadimdjviduals from each of the
key functions in order that informed decisions magy made regarding the
remaining steps.

2. Conduct an internal analysis of strengths and wesdes of the firm. This
includes an evaluation of the existing IT systems &ow they, and non-IT
supported business processes, interface with asim@tion, accounting, inventory
control, production, design and external stakehrslde

3. Conduct an external analysis of the opportunitied #areats that face the firm
with regard to its immediate environment (a) angliracro environment (b).

a. Its immediate environment: this includes an analgdicurrent customers
and suppliers and competitors and a review of petersubstitute
products, new entrants to the market, e-businagatives undertaken by
competitors, customers and suppliers.

and

b. The macro environment: this includes a review opapunities and
threats due to technological change and the inicrg&somentum toward
globalisation (new markets and new competitors).

4. Develop an appropriate e-business model to ingtialigment and eventually
transform the current business.

5. Outline the e-business requirements of the business

6. Develop detailed requirements in cooperation withee:

a. In-house resources.
b. Outsourced expertise.
c. A combination of both.



7. Plan the implementation of the project and ensundgbtary control. This
includes identifying key quantifiable objectives fine short, medium and long
term.

8. Initiate project risk mitigation by:

a. Implementing the initiative over a number of phassgularly monitoring
and reviewing progress.
b. Designing an extensive testing phase particulady rhission critical
aspects of the system to ensure that:
a. It meets the need of the target audience.
b. All components operate successfully together.
c. It works under the full pressure and load of thed ezvironment.

The key change, which Company B has undergoneyd@ba change in motivation. Due
to market pressures the reason for engaging irsguss has evolved from an imprecise
marketing concern to one of measurable objectivdss has precipitated a formal
process aimed at developing a suitable solutioivel@from a review of the business's
strategy.

43  Company C

The Board of Directors considered their manufaoturiprocess, which had been
developed by the company, to be unique and inngatith substantial market potential.
In order to take advantage of the competitive athgmintrinsic to the process the board
set about developing an appropriate strategy. hAswas a business start-up this process
was not encumbered by legacy systems. Thereforaitred steps were undertaken to:

1. Identify and assess potential customers.
2. Identify and assess potential suppliers.
3. ldentify and assess potential competing technotogiel competitors.

It was determined that whilst there were competiaghnologies Company C was
confident that their process was more economic@oduced better quality product. It
was also claer that the customers interested irptbduct were geographically diverse
and had well-established e-business capabilitibss Was also found to be true of the
suppliers who were identified as preferred tragiagners.

The Board subsequently decided that an ‘Intermatesty’ was of crucial importance to
the company's future. In outline the strategy ideki
1. Adding value to the customers experience by progdi facility for customers to
access to a master catalogue of a full range afyats, and the ability to create new
designs in a secure location of the company's serve
2. The capacity to integrate with customer systemsHerpurposes of ordering, order
monitoring, account settlement and fulfillment.
The capability to integrate with retailers and vésallers.
The ability to build to order, achieve fast turnamd and integrate with the
customers supply chain.

A w



5. The capacity to integrate with downstream supplfersprocurement and account
settlement.
6. The solution is to be fully scaleable and adaptable

This high-level design brief was then used as andéwsork to prepare a Project
Definition Document. The responsibility for this svallocated to the E-business
Manager and support during its preparation was igeav by an external consultant
identified after discussions with a number of thipdrty solution providers. The
document gave detailed consideration to:
1. The objectives of the project.
2. Project strategy the decision to:
a. Recruit and build in-house.
b. Outsource the project.
c. A combination of both. (This was the solution stdéy.
Selection of the project team and responsibilities.
Key milestones.
Site design proposals.
Test phase.
Final site layout.
Security requirements.
9. Web site reliability.
10. Identification and selection of ISPs
11. Data protection considerations.
12.Marketing, both traditional and web based.
13. Site deployment and post implementation assessment
14.Future development plans.

©ONOoO O~ W

The Project Definition Document then formed thenfeavork for the Requirements
Definition Document Version 1, which was prepargdhe Project Team. By this stage it
had been determined that the development wouldubsoorced and with internal staff
providing maintenance.

Version 1 of the Requirements Definition Documerasvihen used as a framework to
develop a detailed Requirements Definition for ¢benplete project in co-operation with
the third party solutions provider. Both partiesaqdd considerable emphasis upon
developing and understanding the requirements &% »f the development time
utilized in Phase 1 was dedicated to the process.

During the remainder of the Phase 1 developmest difcle the requirements were
subject to formal regular reviews and updated altiogly. Phase 1 was consequently
delivered on time, within budget and after two nienbf operation was very well

received by customers.

In this case the business strategy and the 'Intstretegy’ are inextricably linked. The
high-level design brief has been developed direfttyn the strategic objectives of the
organization by the board and the E-business Man&yedrawing in further expertise



the high-level design brief was transformed overuanber of stages into the detailed
Requirements Definition. This in turn resulted lire implementation of a system, which
satisfied both the management of Company C armiggmers.

5. Emer gent Themes

Investigations conducted with Company A, a thirdtypa-business solution provider,
identified the existence of a fundamental and dangatgcommunications gap' between
themselves and SME clients. The ‘communicationswap demonstrated by observation
that clients were often unable to specify theiruiegment or at best, over-specified or
under-specified them. This was due to clients rfgilto appreciate the degree of
integration which exists between the business madel ICT / IS technology as the
means of executing business processes. The reguitemelicitation problem is
exacerbated by the failure of clients to evaluage rhotivation sustaining their need for
an e-business solution and failing to provide airmss plan from which clear and
measurable objectives can be drawn for the projacalmost all cases this coincided
with the absence of an IT Manager or other IT dterperson within the SME's business.
In the experience of the supplier, these factorstrdmuted significantly to overly
optimistic and unrealistic expectations regardimgplementation time frames and costs
and finally results in the failure to realize thenkfits of e-business.

Company B had suffered a lack of clear focus feirtle-business strategy, which had
been resolved by a combination of market pressamdghe appointment of an e-business
aware IT Manager and Finance Director. This hadlted in a structured and formal
approach to developing an e-business strategychgtir business objectives in line with
the reviewed strategic needs of the company.

The case study involving Company C demonstrated tiw process advocated by
Company B could result in the implementation oluacessful e-business solution. This
was dependent upon developing a high-level e-bssimkesign brief founded upon a
thorough appreciation of the company's strategadsgdJsing the high-level design brief

as a framework, considerable emphasis was placed dpveloping requirements in

increasing levels of detail with each iterationtloé process. This was continued during
the remaining stages of the project life cycletfat Phase until a final version had been
agreed.

By mapping the plans of Company B against the astiof Company C a number of
common steps are identified in Table 1.



Table 1: Comparative Analysis of Emergent Themesin Company B and C

COMPANY B - PLAN COMPANY C-ACTION

1 | Establish E-business Strategy Team Board of Rirsc

2 | Strategic Analysis of internal andtrategic Analysis of internal and

external environmental factors external environmental factors

3 | Develop broad strategy Develop broad strategy

4 | Identify key internal and externpldentify key internal and external

business objectives business objectives

5 | Develop high level model with kegyDevelop high level design brief with key

internal and external processes internal and external processes

6 | Outline requirements Project definition document

7 Initiate project team

8 | Determine project development strategy Deterngrgect development strategy
and identify third party solutions provider

9 | Develop detailed requirements Project team ast@d Requirements
Definition Version 1

10 | Project planning and risk mitigation Project Teseps and solutions provider
develop Requirements Definition V2 to|n
Allocating tasks to Phase 1 to Phase n of
Project.

11 Review, refine and record changed |to
Requirements Definition during
remainder of project life cycle until final
version of the requirements definition

The case of Company C demonstrates

implemented e-business solution that were inexilyjcéinked and interdependent.

that a busstestegy and a successfully

By

drawing upon the emergent themes in Table 1 a meneral structure can be proposed
(Figure 1), which may help to alleviate some of theoblems associated the
‘communications gap' experienced by Company A, ethelimproving the process of
requirement elicitation and subsequently redudmegdegree of 'realization disparity'.

The framework illustrated in Figure 1 places thebkasis upon the client to develop the
strategic analysis as far as their competencealidiv since their intimate knowledge of
the business domain cannot be easily simulated thyé party. The risks and rewards
associated with the decision to introduce expesistence at an appropriate point in the

framework must lie with the client.



Figure 1: A Proposed E-business Requirements Elicitation Framewor k
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A comparison between the typical Systems Engingeniararchy (Pressman 2000) and
the above framework reveals a significant diffeeenmformation Strategy Planning
(ISP) 'views the entire business as an entity soldtes the domains of the business (e.g.
engineering, manufacturing, marketing, finance aates) that are important to the
overall enterprise (Pressman 2000). However, thian almost entirely internal focus,
whilst the framework above requires the identifmatof internal and in particular
external processes in order to develop an effeibeisiness solution. It is this crucial
difference, which must be addressed as develogerggée to gain insight into the
problem domain. A soundly motivated and well attated business strategy with clear
objectives provides the opportunity to establisfoundation for good communications.
This in turn provides the foundation upon whicteguirements definition can be mapped
and assessed against the strategic need of theebssi

It is acknowledged that drawing general conclusiyosn observations made in these
preliminary case studies would be unwise. Howethez,observations do provide some
illumination on this relatively unexplored area andvide the basis for future research.

6. Conclusion

Five years after the dot.com crash and the subségeeovery SMEs are still failing to
reap the anticipated benefits from e-business. [ifb&ture indicates that a significant
contributory factor is the failure of SME ownersdamanagers to generate a strategic
vision and clear objectives for their e-businesgiatives. This often leads to a
‘communications gap’ between the client and theeltmer, which undermines the
development of appropriate requirements for thgeptoThus it is not surprising that the
‘clicking off’ trend continues and the digital die between larger and smaller business
continues to grow. Therefore the purpose of thipepawas to report exploratory
investigations into the difficulties encountered &y e-business solution provider to
SMEs and the experiences of two SMEs engaged inseMss initiatives in order to
develop an understanding of how these problemsidmeibvercome.

The emergent themes from the first case study (@omp) confirmed the existence of a
fundamental and damaging 'communications gap' legtwiee developer and the SME
clients. Clients were often unable to specify theiquirement or they would over-
specified or under-specified them. This was duelients’ failure to appreciate the
degree of integration, which exists between thenass model and ICT / IS technology
as the means of executing business processesegbeements elicitation problem was
exacerbated by the failure of clients to evaluhtgrtneed for an e-business solution and
failure to provide a business plan from which claad measurable objectives could be
drawn.

The case studies involving Company B and C revealgeties of steps which were taken
by both of these companies to circumvent the prabléhe plans of Company B were
mapped to the actions of Company C, which resutetthe synthesis of a preliminary
framework for the elicitation of e-business reqoiemts. The framework places the
emphasis upon the SME management or owner totaitie@ strategic analysis in order to



exploit their intimate knowledge of the businessmdo, which cannot be easily
reproduced. The emphasis again is placed uponMte t8 introduce expert assistance
when such need is established. However, this fraomlewwvhilst capable of providing
general direction, only illuminates a rather unexptl area and provides the basis for
future research. The future direction of this resleavill be to explore the processes and
relationships which develop between third partyusibess solution provider and their
clients. By engaging in the technique of ‘procesadhmarking’ it is anticipated that in
depth analysis will reveal best practice, whichl witimately benefit SMEs engaging in
e-business and increase their chances of success.
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