






 

How do you find the supply of ICT facilities and services for your eBusiness needs?
(Q19 - ALIGNMENT)

Answer: % of companies replying "Good"
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How do you find the easiness to integrate eBusiness operations with your partners?
(Q20 - ALIGNMENT)

Answer: % of companies replying "Good"
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Have you experienced severe problems in running and 

managing your eBusiness transaction flow?
(Q21 - ALIGNMENT)

Answer: % of companies replying "No"
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Processing all replies into a single graph, one can obtain an overall view of the 
eBusiness collective status in the four countries, with respect to the eBCM core 
clusters MINDSET, AGREEMENT, ASSURANCE and ALIGNMENT.   
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The graph exposes similarities and dissimilarities between the participating countries. 
What may be considered as research core findings is the perceived lack of collective 
agreements about how to conduct eBusiness, i.e. contracts, laws and standards 
(questions 9 – 13).  

This was to some extent expected as the subject is still new and patterns based on 
longer experience are still missing. This situation may improve in due course of time, 
but this does not happen without organised actions. In addition, there are areas like 
security, which require immediate attention in terms of attitude, methodology and 
regulations. 

The following table includes seven fundamental observations, reflections and project 
partners’ recommendations derived from research 3 results: 
 
No OBSERVATIONS, REFLECTIONS AND RECOMMENDATIONS 

1 Observations: Among the management there is a common strong belief that 
computers and networking will be vital for competitiveness, yet there are differing 
views on the need to hire or train people for this reason. 
Reflections: Companies see eBusiness development as an evolution process, rather 
than a new strategy in itself, planning to train in-house people on an ad hoc basis. 
An issue of further investigation to learn more about the different strategies and 
orientations.  
Recommendation: The eBCM-RAP project team recommends raised awareness 
of the challenges of eBusiness development and the need for strategic thinking 
towards the necessary in-house knowledge and skills. 
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2 Observations: Among the management there is a strong belief that computers and 
networking will be vital for competitiveness, yet the management perceives own 
knowledge to be relatively low.  
Reflections: The management considers eBusiness a technical issue, not a business 
strategy. 
Recommendation: The eBCM-RAP project team recommends raised management 
awareness of the need for eBusiness-strategic thinking and direct top-level 
management involvement. 

3 Observations: Among the management there is a strong belief that computers and 
networking will be vital for competitiveness, yet management personal interest to 
move actively seems only moderate (differ between countries).  
Reflections: Strategic eBusiness development is not high on managers’ priority list 
(differ between countries). 
Recommendation issues: The eBCM-RAP project team recommends raised 
management awareness of eBusiness opportunities and respective available ICT 
solutions, suitable to their business operations and budget.  

4 Observations: The management finds good reason for cooperating with other 
companies in eBusiness development, but are unaware of available platforms for 
such cooperation. 
Reflections: The current cooperative platforms and foras are not reaching out to 
SMEs.  
Recommendation: The eBCM-RAP project team recommends restructuring of the 
supportive eBusiness development environment, making it an attractive source of 
information and platform for mutual exchange of ideas and best practices. 

5 Observations: Among the management there is a reasonable belief that eBusiness 
requires different kind of contracts but it has not been given a serious thought.  
Reflections: The use of ICT to channel business documents is considered a new 
mailing service for conventional document delivery. The need for specifying the 
new interaction channel and respective responsibilities has not been recognised. 
Recommendation: The eBCM-RAP project team recommends a raised 
management awareness of the need for specifying the new type of interaction 
between eBusiness partners and their respective new responsibilities. 

6 Observations: There is a high level of trust and confidence with SME 
management in their ICT systems and information security, yet their perceived 
level of knowledge in the area is rather modest.  
Reflections: Managers rely on their service providers and in-house technical staff 
to manage the company’s ICT systems and information security.  
Recommendation: The eBCM-RAP project team recommends information 
security to be raised to top-management level, eBusiness information being a core 
asset to the company calling for close attention and protection. 

7 Observations: There is a high level of trust and confidence with SME 
management in their ICT systems and information security, yet there are no quality 
plans covering their eBusiness operations.  
Reflections: Quality planning is to SME management considered as bureaucratic 
and costly, only for the “big companies”. 
Recommendation: The eBCM-RAP project team recommends raised management 
awareness for quality and its management to be a competitive necessity. There is 
need for a new approach in eBusiness operations quality management, tailored to 
the needs and capacity of SMEs. 
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The research 3 design and respective field questionnaires are presented in the 
appendix F of this report and research 3 report in appendix G. 

3.7 eBCM applied – a roadmap in creation  
The eBCM’s design and content encapsulates a message which is relevant to almost 
anyone that is doing business or serving business communities, including educators, 
research community, governments and business and funding organisations. Due to 
this holistic nature the model can be applied in almost endless different ways, all 
depending on the need at each time. 

Following is schematically shown how the research 3 questionnaire design could have 
taken form: 

Which is the research question? General eBusine readiness

Which is the research segment? SMEs, Trade and Manufacturing 
sectors in partner countries

Involves all eBCM 
building blocks

Benchmark 
design relevant to 
the segment

QuestionsHow can the benchmarks be 
measured? Indicators relevant to the segment
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4 THE eBUSINESS COMMUNITY MODEL, eBCM 

By means of three eBCM-RAP project research rounds the present structure of the 
eBCM version 3.0 has been accomplished and has the following schema, made of five 
main essentials, eBusiness driving forces, eBusiness enablers, company assets, 
eBusiness core elements and adoption monitor.  
 
 

The evolving landscape that creates 
opportunities or threats to companies

The key enablers to meet the challenges

The platform (-s) a company has to act and 
react

The key elements of the business assets that 
form and reform as the company reacts to 
changes in the business landscape

The company's adoption monitor, 
recognising the best way to facilitate change 
and avoid obstacles

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The Core is considered the centrepiece of the model, containing the major Building 
Blocks of eBusiness. The dark grey frame enclosing the Core, business assets and 
adoption monitor contains the elements which are to the greater or lesser degree under 
the influence of the company where of the two satellite frames, enablers and driving 
forces, contain elements which are external factors under no (or marginal control) of 
an individual company.  

4.1 The Core 
The eBCM Core consists of building block clusters, representing essential eBusiness 
sub domains, and consisting of a number of strongly related Building Blocks, each of 
them covering a specific key issue in understanding and managing eBusiness. There 
are four clusters in the eBCM core: Mindset, Agreement, Assurance and Alignment. 

MINDSET. In order to promote ICT enabled business practices it is important to 
create an environment with enthusiasm, a virtual accelerating cycle and an 
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atmosphere leading to adoption. For any development, there needs to be the right 
“mindset” in place, including the necessary knowledge, the awareness about the 
opportunities, the motivation to take action, and effective fora for cooperation of 
measures taken. 

The cluster’s Building Blocks: 

Knowledge 

eBusiness knowledge is understood as the confident understanding and ability of 
doing business electronically in support of stakeholders’ organisational goals; 
stakeholders in the eBCM context being corporations and public authorities. 
Knowledge needs to be organised, documented, made accessible and easily 
taken advantage of. Likewise the unofficial non-recorded knowledge in form of 
experience and field level good practices needs to be recognised, respected and 
taken advantage of. The key players in that process are educational and research 
institutions, industry and standards institutions, business associations, consulting 
companies, and naturally the business community and the companies 
themselves. 

Awareness and motivation 

People are motivated to move and work for a vision, a future worth aiming for. 
The strength and nature of motivation depends on awareness and analysis of 
noteworthy actions of competitors and perceived risk and threat opportunities 
and probabilities. For any new discipline, practice or innovation to be adopted, 
trust and confidence in the foreseen advantages is needed. The required change 
process has to be understood in terms of consistency with the existing values 
and past experience. 

Cooperation 

Cooperation is the act of individuals or organisations, working together at 
creating a common good, a shared asset beneficiary to all stakeholders, each 
contributing to the cooperation the resources necessary for obtaining the 
objective. Over time, trial and errors have given an understanding of the 
problems of eBusiness implementation. Many of those problems require a 
collective effort of stakeholders, all in need for a common good for their own 
operations and benefit. If the effort involves many stakeholders, the chosen 
venue is often a standards or industry organisation that has specialised in 
managing the consensus building process. The initiative is with the stakeholders 
or the respective organisations; however the public authorities may take an 
active role in promoting such cooperation. 

AGREEMENTS. The business environment includes numerous agreements of 
different categories. Some agreements are informal, some formal by nature. Some are 
voluntary recommendations, some compulsory. The landscape is wide for agreements 
with differing strength; binding, guideline-type and recommendations to follow 
generally accepted codes of conduct. A prerequisite for a solid set of agreements is a 
stable set of supplier independent definitions and terminology. 
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The cluster’s Building Blocks: 

Standards and standardisation 

A standard is a defined and described agreement for compatibility promotion, an 
enabling tool and a reservoir of knowledge and guidance for stakeholders in 
their quest for advancing towards a desired goal or state of development by 
means of agreed milestones. eBusiness standards and standardisation affects all 
stakeholders of eBusiness, businesses and governmental organisations. 
Interoperability rests on a common understanding and recognition of community 
best practice. The use of standards helps to avoid unnecessary fragmentation, 
overlapping efforts and inefficient use of resources. Standards are developed in 
standards organisations or consortia, formal as well as informal, the chosen 
venue depending on the nature of the deliverable and stakeholders’ choice of 
work method. 

Laws and regulations 

The accountability of eBusiness to a large extent rests on the transparency of the 
legal and regulatory framework, as well as the state’s ability to monitor the 
business conduct and intervene when necessary. The framework also has the 
role of a change driver. Under- and over-regulation cause undesirable impacts. 
The framework contributes to the assurance needed for transforming business 
processes from a traditional paper based to an ICT enabled process. A well 
justified framework has characteristics like coherence, clarity, predictability, and 
complemented with application procedures like enforcement and complaint 
management. The law-maker is expected to represent the collective interest of 
all stakeholders. 

Contracts 

Business contracts are a documentation of all the relationships typical for 
running business, like seller-buyer roles, outsourcing and other kind of 
cooperation arrangements, stipulating products and services, and covering 
values as well as goods to be traded, the conditions of trade and methods of 
fulfilment. All mutual exchange formats need to be taken into account. In an 
efficient eBusiness relationship the electronic transfer of information needs to be 
monitored and respective responsibilities recognised. 

ASSURANCE. Establishing the necessary trust and confidence between business 
partners is to a very large extent a subjective issue affected by the reputation and 
image of the organisations or enterprises in question. This refers to the overall 
perceived identity and credibility, which are essential both in the traditional business 
as well as in the business practices with strong ICT penetration and network visibility. 

The cluster´s Building Blocks: 

Identification 

In eBusiness the identity of business partners needs to be recognised in a secure 
and accountable manner for contractual reasons, written or verbal. Electronic 
identification of any person, object or concept referred to in a business 
relationship serves the purpose of transparency and fulfilment assurance. This 
approach also requires standards and coding practices for all business related 
elements and their coordinates referring to land, sea and air.  
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Credibility management 

Credibility covers primary business characteristics like trustworthiness and 
expertise and a prerequisite for a business relationship, especially in eBusiness 
where personal interaction is limited. Within the business domain, transactions 
and messaging, trustworthiness is a judgement based on subjective factors while 
expertise, in addition to subjective factors, includes objective judgements of the 
source credentials and information quality. Credibility is a key asset in running 
eBusiness with success, involves all employees and needs to be managed at all 
levels of a business operation. 

Information security 

Information security is the result of the process of protecting data and pieces of 
information from any unauthorized access. This especially applies to 
confidential information in possession of an organisation. For any business its 
data and information reservoir is a valuable and most easily transferred asset 
which needs to be managed accordingly. Apart from protecting data for own 
reasons, companies store data conveyed to and from business partners which 
concern their interest as well as data accountable to the authorities and 
stakeholders. 

ALIGNMENT is an integrating building block cluster, bringing together the fabrics of 
different ICT supported business processes and the necessary eBusiness community 
content descriptions, adaptation to different environments and partnerships, business 
transaction construction and respective message exchange means, preconditions and 
practices. 

The cluster’s Building Blocks: 

Content 

Content is all information that is conveyed or referred to in a business 
relationship and any form of business transaction. Good management of content 
is a prerequisite for a streamlined and credible eBusiness process. 
Characteristics of high quality content are trustworthiness, timeliness, clarity 
and accessibility. Companies and organisations manage their own content or use 
the service of others that specialise in managing content. 

Integration 

eBusiness integration enables partners to conduct business electronically in an 
efficient way. Integration is multi-layered, involving all sections of a business 
operation, including organisation, technology, and semantics as well as cultural 
aspects. In addition, integration covers collaborative arrangements with 
customers and business partners, takes into account individual needs of people 
involved and puts special emphasis on the variety of accessibility issues among 
all stakeholders integrated through different roles in the business partnership. 
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Messaging 

Messaging involves the transfer of information between business partners and 
customers as well as the message format and procedure of creating, delivering, 
acknowledging, documenting and replying to a message. In addition, messaging 
covers items like accessibility of the message and the message history. Well 
managed messaging functionality enhances business transparency and business 
transaction efficiency. The core bases of message formats and protocols are 
commonly originated from international organisations representing 
stakeholders’ interest. 

4.2 Adjacent elements 
The eBCM includes two categories of adjacent elements: 

1) Elements which are within the direct power of individual organisations to operate 
and decide upon: 

• Business Assets are a set of elements and factors identifying key business processes, 
models and management as well as value chains and networks evitable for businesses 
to create and maintain dynamic and ac-hoc based cooperation structures, where 
different resources meet and work together to achieve a common goal, thus 
integrating their value production abilities. 

The elements: Business Processes, Models and Management, and Value Chains and 
Networks 

• Adoption is a set of elements and factors providing information from various sources 
about issues related to eBusiness adoption, i.e. how the ICT enabled business renewal 
is progressing, and identifying obstacles, barriers, gaps of knowledge etc.; problems 
in the progress and take-up of new business practices, and serves as an integration 
point of the findings and messages provided by the individual building block based 
benchmarks and indicators. 

The elements: Facilitators and Obstacles 

2) Elements which are regarded as background given factors. These elements 
illustrate the general environment, prerequisites, need and motivation related issues 
important for eBusiness development and implementation. Individual organisations 
have to adapt themselves with respect to these factors and take action accordingly. 

• Driving Forces are a set of elements and factors identifying internal or external 
forces such as technology and business innovations, the evolving markets and the 
turbulent competition scene, policy and society level issues, and the emerging new 
possibilities for profit opportunities as well as threats to success. 

The elements: Profit Opportunities and Threats, Technology and Business 
Innovations, Markets and Competition, and Policy and Society 

• Enablers are a set of elements and factors referring to key prerequisites for ICT 
enabled business practices and for establishing a well-functioning eBusiness 
environment. 

The elements: ICT Infrastructure and Human Resources 

The eBCM Core and Adjacent elements are presented in detail in appendix A of this 
report. 
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5 eBCM AWARENESS RAISING AND DISSEMINATION OF eBCM-RAP 
RESULTS 

The origin of the eBCM has already been introduced and the early dissemination 
activity before summer of 2004, when the eBCM-RAP project started. As a part of the 
project plan, much effort has been put on further promotion of the eBCM with its 
wide-spread recognition and use as an objective. The close liaison with eBCM-VET 
project benefited both projects by increasing the number of introduction opportunities 
and doubling the dissemination effect.  

5.1 Promotional events 
The main events have been the following: 

TIME PLACE EVENT 

June 2005 Bled, Slovenia “eIntegration”, the 18th annual international 
eBusiness Bled conference. 

October 2005 Stockholm, 
Sweden 

eBCM-RAP Project meeting with Nordic 
Reference Group (NRG), ETeB Core Group and 
invited guests. 

November 2005 Reykjavik, 
Iceland 

A meeting of the Icelandic Test-bed Consortium 
for ETeB, The European Network of National 
Test-beds for eBusiness. 

December 2005 Bucharest, 
Romania 

National Forum with international expert from 
Portugal, Norway, France, Switzerland, Finland. 

February 2006 Helsinki, Finland SME Foundation. 

February 2006 Tallinn, Estonia 
Meeting of the Vocational Education ICT 
Curricula Council at the State Qualification Centre 
office. 

March 2006 Reykjavik, 
Iceland 

A meeting with the Secretary General and 
personnel at the Federation of Icelandic Trade. 

June 2006 Bled, Slovenia “eValues”, the 19th annual international eBusiness 
Bled conference. 

June 2006 Barcelona, Spain Meeting of the EUCIP Product development and 
Quality Board. 

June 2006 Brussels, 
Belgium 

Industry workshop organised by European 
Commission, DG Information Society and Media. 

June 2006 Harju County, 
Estonia 

Workshop Baltic ICT community on the way to 
FP7, at the People’s Conference Centre Harju 
County. 

September 2006 Bucharest, 
Romania 

E-COMM-LINE 2006 (the 7-th Edition of the 
important traditional European Conference, of 
eLearning, eBusiness, eGovernment, eDemocracy, 
eWork / Telework , eHealth, eBanking, Broadband 
and Wireless Internet, Internet Services and ERA 
and the social and economic influences). 
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September 2006 Bucharest, 
Romania 

ECDL - Romania (European Standards in using IT 
facilities in Public Administration). 

November 2006 Reykjavik, 
Iceland 

A meeting with the CEO of the vocational 
education and training centre, Mímir. 

December 2006 Bucharest, 
Romania 

Annual Conference of the National Technology 
Platform-Manufacture of the Future. 

February 2007 Reykjavik, 
Iceland 

EU Education and Culture information and 
exhibition Day. 

February 2007 Rovaniemi, 
Finland 

eBusiness workshop (the workshop was part of 
Lapland Online project where the local 
entrepreneurs are trained to eBusiness). 

April 2007 Riga, Latvia Baltic IT&T Forum. 

April 2007 Hämeenlinna, 
Finland 

IT in Education –conference (the biggest and 
oldest annual (since 1989) IT & Education 
conference in Finland). 

May 2007 Tallinn, Estonia Seminar on “The methods of development and 
management of IT” 

June 2007 Bled, Slovenia “eMergence”, the 20th annual international 
eBusiness Bled conference. 

June 2007 Prague, Czech CEN/ISSS eBusiness Interoperability Forum - 
eBIF Plenary meeting 

September 2007 Reykjavik, 
Iceland 

“Paving for eFuture - Cross border eBusiness 
readiness” - An international eBusiness 
Conference. 

October 2007 Bucharest, 
Romania 

eBCM-VET final conference: “The eBusiness 
Workplace - Paradigm shift in work environment” 

November 2007 Bucharest, 
Romania 

Members meeting of the Association for Women 
Entrepreneurship Development. 

November 2007 Võrumaa, 
Estonia 

Information Day in Võrumaa Vocational 
Education Centre. 

November 2007 Reykjavik, 
Iceland 

Intro meeting for the VET community “eBusiness 
vocational education”. 

April 2008 Reykjavik, 
Iceland 

IT experts and business community review 
meeting 

May 2008 Tallinn, Estonia TIEKE’s biannual seminar eBusiness Forum in 
Tallinn. 

 

5.2 Promotional impact 

When assessing the impact created with the dissemination activity a simple approach 
is to browse the Internet. Google returns the following: 

• “eBusiness Community Model” - 361 hits  

• “eBCM-RAP” – 150 hits 
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Most of the sites are partners’ own initiative but there are also quite a few where the 
model and project are referenced to. 

5.3 Web presence 
During the project period a website was designed and managed. On the website the 
project and the eBCM are introduced with project partners contact information. The 
URL is www.ebcm-rap.net. 

One of the key deliverables of the project is an eBCM website currently hosted at: 
http://www.simnet.is/hlynuro/eBCM_model. On that website the final model design 
and key element descriptions are presented. The website is referred to in all ETeB 
sites, i.e. www.eteb.org, www.ebcm-rap.net and www.ebcm-vet.net. All websites will 
continue to be maintained, at least for the next two years.   

 

 

6 THE WAY FORWARD 

The eBCM-RAP research rounds revealed and processed a number of issues which 
have an impact on the eBusiness Community Model and its wider introduction and 
implementation. In this context especially the following messages were delivered. 
 

• A model framework can be defined as a set of policies, standards and 
guidelines that describe the way in which businesses have agreed, or should 
agree, to do business with each other. The emergence of new information 
technologies over the last decade has triggered new opportunities and services. 
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Also in the business relations of SMEs the counterparts expect and demand 
integrated and interoperating electronic services free of time constraints. On 
the other hand enterprises are interested not only in the services and 
opportunities provided at a national level but also at a cross-border level. In 
order to meet such demands, it is essential to ensure trustworthy 
interoperability of services. 

 
• There are essential aspects and requirements that any framework or model 

promoting interoperability needs to take into serious consideration. Technical 
interoperability covers the technical issues of linking up computer systems and 
services by agreeing on standards for presenting, collecting, exchanging, 
processing and transporting information. Semantic interoperability aims at 
ensuring that the meaning (semantics) of exchanged information is shared by 
the systems that participate in the exchange of data and allows a meaningful 
manner of processing information. In addition, the cultural, legislative and 
linguistic challenges have to be met. Last, organisational interoperability is 
concerned with defining business goals and processes and bringing about the 
collaboration of counterparts that wish to exchange information but may have 
different internal organisations and structures for their operations. 

 
• The issues mentioned above include a common mindset and knowledge base, 

awareness and motivation and willingness to cooperate. Likewise a set of 
agreements are necessary and a set of assurance and confidence building 
elements. In addition, all the machinery has to be successfully orchestrated to 
allow useful content and message flow. These preconditions for seamless 
management and operation of eBusiness are relevant and necessary, and 
covered within the eBusiness Community Model framework structure. 

 
The initial drafting of the eBusiness Community Model was based on Icelandic 
experience and vision, and later assessed, complemented and further developed within 
the eBCM-RAP project partnership. The comparison of different national 
achievements, roadmaps and practical experience gave an overview of the structure, 
best practices and recommendations that could be promoted by means of the eBCM 
and respective activities. 

The eBCM approach means, above all, collaboration of systems, disciplines, services 
and people in order to deliver results, the necessity for the different stakeholders to 
cooperate is the key. The cooperation should ensure an open, ongoing dialogue 
between all key stakeholders. The future eBCM related activities should be based on 
the continuation of this dialogue. 

The eBCM research rounds confirmed the need for this kind of dialogue and the role 
the eBCM could play in this context. The model has the potential to address 
eBusiness issues of shared interest and it is capable to act as the focal reference point 
serving several roles like a Case Study Reservoir, Landscape Illustrator & Reference 
Point, Benchmarking Tool, Cooperation Platform and Open Multipurpose eBusiness 
Development Process Engine.  
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Cooperation PlatformCooperation Platform

Open Multipurpose eBusiness 
Development Process Engine

Open Multipurpose eBusiness 
Development Process Engine

Landscape Illustrator 
& 

Reference Point

Landscape Illustrator 
& 

Reference Point

Benchmarking ToolBenchmarking Tool

Case Study ReservoirCase Study Reservoir

 
 

These many roles and the holistic nature and generic structure of the eBCM opens a 
wide arena for contributions serving a large variety of audience, who may benefit 
from the eBCM, e.g. Development Programme Constructors, ICT Technology 
Products and Services Suppliers, Governmental Bodies and Policy Makers, eBusiness 
Communities, Standards and Best Practice Development and Research and Education 
Practitioners.  
 

Research and 
Education Practitioners

Development Programme 
Constructors

eBusiness Communities

Government Bodies 
and Policy Makers

ICT Technology Products
and Service Suppliers

Standards and Best 
Practice Development

 
 
The eBCM research rounds have delivered a lot of material describing the SME 
eBusiness arena and how the pressure for business practices renewal is progressing 
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and how its importance has been recognised. These findings are a key when preparing 
actions for eBCM exploitation. 

The field surveys and research results have already provided material for eBCM 
development. However, the rapid and dynamic nature of eBusiness development and 
adoption makes it necessary for successive versions of the eBCM and related material 
to appear on a regular basis. This process of constant revision is expected to lead 
ultimately to a set of solutions for multidimensional interoperability and seamless 
eBusiness practices adoption. 

The drivers of change partly depend on new technology inventions and their adoption, 
and partly due to business practices renewal worldwide. Seen from this angle, the 
eBCM will never achieve a final solid state to be carved in stone. As a reflection of 
the real life, it has to change and develop accordingly in order to provide timely 
information and a trustworthy picture of the business landscape in its automated form.  

It was discussed within the eBCM-RAP project that there is a certain analogue 
between a model and a piece of art. Both gain the inspiration from reality, both are 
attempts to construct an interpretation of the reality, and both aim to serve an 
audience by delivering a message or an opinion concerning the reality and how to 
cope with it. In addition, both are often loaded with the desire from the model 
constructor, or from the artist, to have an impact.  

In this sense the eBCM as an interpretation of the reality has to appeal to a wide 
variety of audience and varying expectations at any time. The generic nature of the 
eBCM is aimed to manage the diversity of the SME domain – allowing entrance to go 
deeper in the subject and make respective orientations, and when so wanted, allowing 
remaining on a more general overall level.  

According to the eBCM-RAP project plan this is to be done by tuning the eBCM to 
act as a generic entity to be used in the ETeB context as a suitable benchmark for 
national, regional and sectoral eBusiness development and to assess the eBusiness 
status in partnership countries by using the model for information gathering and 
validation purposes. 

The eBCM initiative and the eBCM-RAP project was presented to an international 
audience in the Paving for eFuture – Cross Border eBusiness Readiness Conference 
held in Reykjavik, Iceland 13th of September 2007. The eBCM approach was well 
received. Likewise, encouragement for continuation of the work was recorded during 
the conference sessions.  

From this starting point and referring to the effort and experience so far in eBCM 
development, the following roadmap objectives are well justified: 

1. Further investigation and description of Building Blocks and Adjacent 
elements. The eBCM and all related material have to be regularly updated and 
complemented when necessary. This requires a mechanism to assess the 
model and all respective justifications, descriptions and guidelines from time 
to time. This may be conducted by means of scheduled revision projects or by 
a continuous practice, possibly installed on the Web. 

2. Elaboration of assessment tools, benchmarks and indicators. The eBCM 
research rounds have revealed the importance and difficulties related to 
meaningful eBusiness readiness and development assessment machinery. 
There is no single absolute set of benchmarks and indicators that would be 
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perfect and durable in the constantly changing eBusiness scenery. The 
contradiction between stable measurements to gain trustworthy time series and 
profiles of change, and to-the-point surveys solving problem or opportunity 
oriented issues, is to remain and various survey methods have to be applied. 

3. Review of research design guidelines. The foreseen field of well justified 
eBusiness research is exhaustive. The eBCM holistic domain addresses a large 
variety of potential research areas. Within the eBCM-RAP project a number of 
research designs were generated and applied. They managed to assist in 
gaining valuable data and raw material for conclusions and recommendations, 
but none of them managed to achieve and confirm a status of a sustainable 
design. There also is a need to apply different kind of designs depending on 
the nature of research objectives involved. As an example, designs for SME 
readiness, national eBusiness infrastructure level, and SME CEOs attitude 
distribution differ a lot. Research and survey designs have to be prepared case 
by case, but a reservoir of good design practices would be a valuable source 
and when systematically exploited, also a measure to promote comparability 
of field work results. This naturally is a valid point also from the 
benchmarking and indicators harmonisation point of view. 

Within mathematics, key values and virtues are simplicity, elegance and durability. In 
this context simplicity and elegance refer to style, clarity and precision of expression. 
Durability refers to solid well defended statements. If a mathematical theory or model 
succeeds in fulfilling these, it is supposed to have a major influence. The eBusiness 
description arena very probably is not a playground for pure mathematical reasoning 
and expression, but there might still be a lesson to learn concerning the strategy to 
further develop the eBCM entity and its contribution value.   

However, referring to the fragmented fabrics of the SME awareness and readiness 
patterns revealed by the eBCM-RAP field research as well as the many stakeholders 
to take into consideration as responsible actors in promoting awareness and 
knowledge, the true challenge is how to do it.  

The exploitation of the eBusiness Community Model may follow different, still well 
justified roadmaps. The best suitable tracks depend on the stakeholders and other 
interest groups having an interest in eBusiness adoption. Thus, as an example, policy 
makers, solution suppliers, educators, and SMEs have differing motives and 
objectives in assessing the value and benefit of the eBCM. 

However, the strength of the eBCM is its generic nature, which allows different 
roadmaps and still offers a common platform and image for the eBusiness 
phenomenon. It is also foreseen, that this characteristics is the great opportunity: if the 
key stakeholders agree on a common practice, model, and its usage patterns, there is a 
common language that will build a bridge between the counterparts and significantly 
support common understanding of eBusiness success factors. 

This understanding would be the prerequisite for, as an example, improved policy 
decisions, education and training programmes and facilities, and for a higher quality 
service delivery for SMEs practising or aiming to adopt eBusiness. 

The first step to launch the eBCM exploitation roadmap is awareness raising of its 
existence and as part of it, easy-to-find and easy-to-use information sources. This 
requires practical facilities in terms of material, channels, and most-of-all, committed 
personnel. 
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In addition to traditional measures, especially the potential and usability of new 
collaborative thematic network platforms should be considered and investigated. This 
kind of platform could follow the “wikipedia” approach, inviting the interested 
organisations and active individuals to participate in the eBCM dialogue and to put 
forward their opinions, experience and suggestions for new activities. This kind of an 
approach has also proved to promote commitment and raise the level of participation. 

To manage the eBCM exploitation is a challenge to be met with information society 
artillery. This requires well-functioning web-presence and channels for the active 
counterparts to commit themselves into the dialogue and model usage.  

The overall eBCM promotional roadmap might actually have two streamlines 
supporting each other: 

1. Roadmap to contact key stakeholders. This requires well planned contacts to 
selected policy makers with influence power, and having either personal 
interest in the subject or having eBusiness and its promotion as part of their 
responsibility, or both. Also the counterparts designing education and training 
programmes are in the forefront, as well as trade and commerce associations, 
especially the ones working with SMEs. 

2. Roadmap to establish a high quality web presence. This roadmap stream 
would establish the platform for idea and experience exchange, and act as a 
collaborative launching pad for delivery of the eBCM message, as drafted in 
the above section.  

 

To proceed without delay, the eBCM-RAP project should be followed by an 
activity especially concentrating its effort in more detailed planning of these 
roadmap streamlines, making them into a reality. 
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