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ABSTRACT: The mainstream marketing definition of Business to Business (B2B) shows the limitations of the traditional trade
model, i.e. the G-D model, as well as a conception of worth creation that is centered on the split between producer and consumer.
When it comes to trade and value development, the service-dominant (S-D) philosophy expands the perspective by arguing that
service-offering, value-creating enterprises are both social and economic performers who engage in exchange with other
participants such as businesses, consumers, and so on. In this context, all trade can be considered B2B. It is possible to see the
impacts of B2B marketing and its many other sub-disciplines as being important to mainstream marketing when seen from this point
perspective. The result is that systems are more sophisticated and networked in their value creation orientation as a result of this
standardized actor-to-actor (A2A) alignment. This article shows the system-oriented foundation and provides specifics on the
processes necessary to further develop it into a general market theory, informed by sub-disciplines of marketing, marketing practices,
and disciplines outside the marketing field, as well as other disciplines.
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1. INTRODUCTION

Growing awareness of our reliance on one another as a result of the voluntary sharing of functional skills and
competences is becoming more evident as the global, interconnected economy grows increasingly prevalent, and
its essence becomes more compelling. Because of this, it is possible to infer that the quote above remains current,
despite the fact that it is derived from the Republic of Plato, which was written more than 2000 years ago. Despite
the fact that we live in a globally interconnected society, the fundamental truth underlying Plato's statements
seems to be overlooked at times: All of us are equal human beings who, via our professions, serve one another
for the common good. Because of this, it is possible that his statement serves as a punctuation to our thesis that
it is critical to create a logic that transcends time and location, as well as the sometimes myopic conceptualizations
of intellectual silos by business, society, and marketing. Earlier, the core of this remark was expressed via the
lens of a language telescope, allowing it to ascend to a broader, more sublime view of economic commerce[1].

Following our early collaborative work on what has been called the logic of service-dominant advertising, we
have tried to move advertising thinking away from heterogeneity and toward a more cohesive analytical
conceptualization and structure (S-D). The first stage was to suggest that the distinction between commodities
and services had been transcended, with "all in service™ being the operative phrase. More specifically, and more
recently, we have identified the need to solve misconception problems associated with the notion of a producer
as a value creator vs a user as a value destroyer, and have reflected this in some of the novel core principles of S-
D logic, including: Each and every one of the economic and social players is an integrator of resources. As a
result, all participants in commercial trade, whether they are companies providing services or individuals
consuming goods or families consuming goods, are seen to be service-providing, resource-integrating
corporations with the common goal of profit generation[2].

In the beginning, we chose 'B' since economic as well as social actors are often closest to what is represented by
the term "business” rather than the term market, given the more commonly used designations of 'C' (consumer)
and 'B' (business), respectively. An alternative classification is that of an enterprising corporation, which we often
find better captures the actions of those with whom they trade than the classification of a client which has more
passive and final implications of a goal and involves the crucial movement of using things rather than producing
and contributing. Furthermore, when it came to the conception of generic actors engaging in value-creation
activities, B2B academics were among those who took the initiative and took the lead position[3].

However, with our linguistic telescope, we now intend to zoom out even further and possibly use a more abstract
classification, such as actor-to-actor (A2A), which Evert Gummesson has also recently suggested to us and which
he is embracing; furthermore, it is compatible with our implementation of the generic actor in our publications,
as well as the most Industrial Marketing and Purchasing Community (IMPC), which is a cluster of the Industrial
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Marketing and Purchasing community. Strangely enough, the description of the exchange mechanism as "a
cluster of social actors and their associations with one another, as well as the exogenous and endogenous variables
affecting the conduct of social actors existing in those associations, in writing about marketing as a coordinated
behavioral exchange system, is also compatible with this theory.

Value is frequently co-created according to the A2A classification, which when combined with a different tenet
of S-D logic leads away from the illusion of linear, sequential development, flow, and obliteration of value and
conceptualization and towards the presence of a very complex and vibrant structure of actors who co-create value
relationally and provide the meaning within which value achieves its inception. To be more specific, they indicate
that a machine orientation is preferred over an anything-to-anything perspective. A framework orientation is
essential for both academics and professionals because it has a variety of implications for understanding and
implementing value co-creation ideas. It is particularly important in a society that is becoming more
interconnected and thus more complicated. There is, however, a certain irony in this viewpoint; it implies that we
must move towards a more macro, structural view of generalized actors in order to understand more clearly if a
specific, unique player, such as a business, can interact more effectively[4].

In part, our goal here is to further elaborate on the point that it is all business-to-business or business-to-consumer,
which is that, at a reasonable level of abstraction, almost all actors do exactly the same things, which is to say,
co-creating value through the aggregation of capital and the provision of services. Perhaps even more importantly,
our goal is to show out what becomes possible after the actors have become more commonplace in society.
Towards these ends, we first lay the historical groundwork for the characterization of the producer-consumer,
after which we briefly examine the role of business-to-business (B2B) as well as other sub-disciplinary academics
in shifting the emphasis to a more complicated and relational value development model. After that, we define the
S-D logic conceptualization of the creation of value and its consequences not only for a network-based model,
but also for a structural model in order to distinguish between them. After that, we briefly discuss how marketing
philosophy may be affected by experience, as well as why an S-D logic-based and practice-informed knowledge
of marketing and markets, which incorporates sub-disciplinary expertise, may provide deeper insights into
marketing practices[5].

1.1 E-Commerce B2B Model:

The B2B business model involves a website selling products to an indirect customer, who in turn sells the goods
to the end user using the proceeds from the sale. For example, a wholesaler places an order on the website of a
company and delivers the finished product to the ultimate customer, who then comes to the wholesaler's retail
shop to complete the purchase of the goods after receiving the consignment from the wholesaler. By B2B, both
the seller and the buyer are referred to as corporative people. Furthermore, B2B covers a broad range of
applications, allowing companies to form strategic alliances with their manufacturers, re-sellers, suppliers, and
other third parties. The following are the most popular business-to-business e-commerce products.

Electronics

Transportation and warehousing
Automobiles and motorcycles
Products for the workplace
Meal

Agricultural production
Petroleum products

Document.

NGO~ WDNE

1.2 Substantial Technologies:

Listed below are the main technologies used in E-Commerce, organized by business-to-business (B2B)
applications:

I.  Information Data Interchange (EDI) is a term that refers to the transfer of information electronically
between two parties. When two or more organizations communicate business records in a standard and
machine-processable format, this is known as electronic data interchange (EDI).
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Il. A computer network that connects computers is referred to as the Internet, which is also known as the
World Wide Web.

1. A specialized data network inside a single company or organization is referred to as an intranet.

IV.  External business partners, suppliers, and customers may be granted limited access to a section of an
organization's network or intranet via the use of an extranet, which is a kind of network.

V. Incorporation of the Back-End Information System: Back-end information systems are database
management systems that are used to maintain corporate records.

1.3 Architectural Prototypes:
The following are the e-commerce architectural models that are based on business-to-business transactions:

I.  Supplier-oriented marketplaces are those in which suppliers are prioritized. A common marketplace
provided by suppliers serves as the platform for all individual consumers and business users in this model
type. A retailer's e-store is used for product marketing purposes[6].

[l.  Buyer-oriented platform: In this kind of arrangement, the buyer receives its own e-market or marketplace.
He invites merchants to submit bids on a catalogue of goods that he has created. A new auction platform
IS being launched by a Bidder Business.
1. Business vendors and purchasers may deal with one another on an intermediary-oriented market, which
is managed by a third-party intermediate company.

1.4 The Various EDI Documents Included in the System:

The term Electronic Data Interchange (EDI) refers to the transmission of data electronically. An automated
method of sharing corporate documents inside a business, across different divisions, or with suppliers, customers,
or other branches outside of the organization is known as document management. Electronic data interchange
(EDI) is the process of replacing electronic records such as word documents, spreadsheets, and so on with paper
documents[7]. The following are some of the most important documents that are used in EDI.

I.  Invoices
Il.  Purchase orders are a kind of order that is placed with a vendor.
1. Requests for Shipping Services
IV.  Acknowledgement
V.  Letters of correspondence in the business world
vl.  Information letters pertaining to finances

The EDI System Implementation Process consists of many steps:

I.  The following steps are taken in the EDI method:
Il. A piece of software produces a file that contains the text that is being processed.
I1l.  The document is converted into a format that is universally recognized.
IV.  The text file is supplied via the use of electronic methods across a network.
V.  The trading party is the one who receives the paper.
VI. A declaration of acknowledgement is created and sent to the organization that initiated the process.

1.5 Advantages of Using an EDI System:
The following are some of the benefits of using an EDI system:

I.  Decreased likelihood of data entry errors: When entering data into a computer, the likelihood of making
a mistake is much smaller.
Il.  Customers benefit from a shorter processing life cycle since orders may be handled as soon as they are
entered into the system. It reduces the amount of time it takes to process papers for transfer.
I1l.  Electronic data medium: Because the data is available in electronic format, it is extremely simple to
transfer or interchange it.
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IV. Decrease in Paperwork: As more paper records are replaced by electronic papers, there has been a
substantial decrease in paperwork.

V. ltis cost effective: EDI continues to be very cost effective when time is saved and orders are processed
in a short period of time.

VI. EDI is a standard means of communication that enforces data quality and format standards, resulting in
more clear communication between parties.

1.6 Components of B2B Communication System:

The few Electronic Data Interchange platforms utilized by companies to accomplish B2B solutions include
technological tools such as Babelway, INOVIS, Beacon EDI, e-Insight, and other similar platforms[8]. This
technique is utilized for data sharing in a variety of industries, including banking, marketing, e-commerce, sales,
automobiles, logistics, and manufacturing, to name a few[9]. In the automotive industry, workers build
automobiles and buy components from third-party producers such as glass and rubber tires and seat coverings as
well as fiber and electrical components as well as aluminum and steel parts. To do this, the automobile
manufacturer would provide a list of components to the third-party supplier in the form of messages such as
XML, cXML, or EDI format, among others. When transferring communications from one location to another,
the B2B Gateway would ensure that the messages were sent in a safe and secure environment[10].

2. DISCUSSION

A committed B2B consumer base is not just about maintaining customer overtime numbers, but it is also about
valuing the connection with business customers in order to boost their prospective buying and activism levels,
among other things. Provided that a merchant is aware of the satisfaction levels of their company's customers,
people will be able to predict how efforts to maintain good connections would affect their profit margins. Many
academics and business professionals believe that customer happiness has a significant impact on a company's
ability to succeed. Loyal consumers, according to some authors, provide businesses with a consistent stream of
revenue since they stay with the brand or provider and ignore chances presented by rivals. There are enormous
incentives available for those suppliers that succeed in developing and retaining loyal customers in a B2B market,
given the nature of large purchases and transfers in this type of business environment.

Researchers have looked at the concept of loyalty mainly in terms of the consumer and the demand for products
and services, according to their findings. There have been a number of studies conducted on the concept of loyalty
in the business-to-business context, though. A number of theories have been suggested by authors to explain the
relationship between factors that are usually seen in partnership marketing as well as corporate marketing and the
notion of loyalty. Berry and colleagues propose that developing customer connections improves customer loyalty,
satisfaction with word-of-mouth statements, and overall sales. In the context of business-to-business transactions,
evidence suggests that customer happiness is affected by the components of the relationship. Ricard and Perrien,
for example, discovered that the actions of partners had a substantial impact on customer loyalty.

Other researchers have also shown the importance of various factors of loyalty. According to Morris and Holman,
a set of dyadic source loyalty determinants should be developed, while Jarvis and Wilcox propose additional
business to business loyalty antecedents, such as possible threats and the lack of preference. A number of authors,
such as Money, Chow and Holden, Eriksson and Vaghult, Lam and colleagues, Bennett and colleagues, Boles et
al., and Gounaris, have provided empirical evidence that connects multiple frameworks to affect B2B customer
engagement and retention, such as partner quality and confidence, commitment and satisfaction; product growth;
organizational change; as well as switching costs and switching costs.

A review of the literature revealed three major streams of loyalty research: attitudinal loyalty, behavioral loyalty,
and composite loyalty. Attitudinal loyalty is the study of attitudes about a product or service. Tucker contends in
a main school of thinking that action, such as product purchases or previous brand associations, fully accounts
for loyalty. Jacoby and Chestnut point out that behavioral loyalty studies have mostly focused on identifying
patterns in repeat purchase as a reflection of loyalty in panel findings, rather than on understanding individual
behaviour. According to Uncles and Laurent, such interpersonal loyalty is stochastic, which is compatible with
this viewpoint. The following are some examples of attitude loyalty principles as defined by several scholars:
spreading positive word of mouth about a service, promoting its availability to other people, and encouraging
others to use the service.

JETIRFH06133 | Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org | 795



http://www.jetir.org/

© 2018 JETIR October 2018, Volume 5, Issue 10 www.jetir.org (ISSN-2349-5162)

The study on loyalty recommends the use of a composite indicator of loyalty that incorporates both behavioral
and attitudinal aspects to measure customer satisfaction. Day recommends a reconciliation of both attitudinal and
behavioral loyalty elements and cautions that interpreting loyalty solely in terms of purchasing preferences will
not be able to distinguish between spurious loyalty and genuine loyalty. He also demonstrates the need to broaden
traditional loyalty concepts and calculation approaches, which are currently in use. Researchers may examine the
attitude components of loyalty, according to Uncles, Laurent, Jacoby, and Chestnut, in order to provide an
additional explanation of the stochastic manifestation of behavioral loyalty.

3. CONCLUSION

Prior research focused mostly on the impact of Information Data Interchange (EDI) on large manufacturers acting
as customers. Although the technical benefits of EDI are obviously different for clients and suppliers, no
comprehensive study has been conducted to examine the advantages of EDI from the perspective of a supplier.
The consumer's future behaviors will be based on their current situation. A further benefit of advanced EDI is
that it significantly reduces the probability of rework and mistake, resulting in a reduction to processing costs for
both the supplier and the consumer. By decreasing the complexity of orders or increasing the proportion of regular
goods supplied, business success also contributes to the simplicity of the operation. Simple electronic data
interchange (EDI) carried out by many firms, on the other hand, provides little benefits. It automates the
processing of purchasing orders, but it neither integrates EDI into internal business operations nor utilizes EDI to
accelerate the payment processing.

To summarize, the importance of electronic data interchange (EDI) in business continues to develop over time,
and as more companies use integrated EDI, our results will be confirmed. Its role is mainly restricted to localized
applications, but it is beginning to make a contribution to internal transformation and the redesign of business
processes as a whole. As a result, it is critical that continuous research in this area. As with any field study of
EDI, we recommend that you proceed with caution when interpreting our results. On the one hand, our empirical
tests demonstrate a high degree of external validity. However, in order to increase the generalizability of the
results, our theoretical analyses and hypotheses will be subjected to further investigation. The kind of primary
data gathering that we employed in our study would be used in future scientific research if there were no
secondary data sources available.

With the growth of business-to-business trade, we are hopeful that our field study will spark a flood of integrated
knowledge-sharing research in response to our findings. With the development of XML standards in a variety of
sectors, the electronic procurement process is moving quickly to the Internet. A comprehensive examination of
the research problems in the context of our framework is something we want to do as the contemporary
environment evolves. By incorporating strategic and operational benefits into B2B procurement, the benefits will
become much more meaningful in the long run.
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