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1 INTRODUCTION

Talking about e-commerce, we talk about electraoimmerce as a whole, thus
buying through information and communication tedbgees (Dotak and
Pollak, 2010). This way of shopping allows custosn&r purchase products or
services without the need for physically travellifgommuting) or being
physically present in a brick-and-mortar store Baand Fedorko, 2011).
Purchasing a product by phone can, of course, to@dmsidered a purchase
without being physically present in a given stoalflem, et al., 2010). E-
commerce goes even further, reducing the effothenso-called "clicking” your
mouse button on the "ORDER" icon on the InternetyfF2011).

Several authors D&ék and Pollak (2010), Kotler et al. (2007), Delaral Vajda
(2006), Blazkova (2005), Janouch (2010) furtheruarghat the difference
between e-business and e-commerce is as followsnenerce is part of e-
business as such, while e-business is a broadoportf activities associated
with the business. It is basically carrying outibass transaction, or realizing
any processes related to business or business prapagwith the use of ICT.
E-commerce focuses mainly on activities relatettading, namely purchasing,
selling or providing support via customer servicentces over the Internet
(Kaplan and Zrnik, 2007).

Selected types of e-business models — B2C: Thishmfdconnection within e-
business is, in general, often a direct connectbncompanies, firms or
organizations with their customers (Spiller & Bai2009). Integration of ICT
strategy, quality strategy, and strategy for theitess itself is essential within
this model. By this, taking advantage of all thendfés that the B2C model
offers to organizations can be ultimately be aaobieySuchanek, 2007) .
According to Delina and Vajda (2006) the most intaot benefits include the
opportunity to carry out business (depending on thdreit is e-business, or
directly e-commerce) internationally within the lggd market, shortening the
time required on reactions in the process of pmvmlistomer communication,
and, last but not least, a more precise targetimgaoget customers through a
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more thorough segmentation of customer markets.widréd's top players on the

B2C market include the Internet giant Amazon.cord ds global subsidiaries

such as Amazon.co.uk, Amazon.ca etc (Sernovitz9R0®elsmacker, et al.,

2003), (Prochazka, 2010). Finally, the B2C markehirecent years also greatly
influenced by the American company Apple via itan€s interface.

The actual e-commerce (sales and purchases) astegral part of e-business
through the B2C model involves strategies and @m®E® but also actual
solutions, allowing mutual organization-customenmection (Kotler and Keller,
2007). This connection offers a wide range of béseiot only for customers in
the form of increased comfort, but also for orgahans in the form of valuable
information, which are suitable for subsequent ysial (Vajda and Delina,
2006), (Frey, 2011), (Chafey, 2009), (Delina and&TR010).

The essence of this article is to present seleptesibilities of utilising these
information.

2 METHODOLOGY

The very issue of the possibility of effective uselCT to support business is
extensive. ICT help businesses in different fordAer the purposes of this
analysis we set the main objective to point out hibws possible to use the
selected e-business applications within the realnass environment of SMEs
operating in the Central European market. Thisaibje can be decomposed as
follows: Based on the information from mutual orgation-organization B2B
connection (in this case, publisher and distrijuathin e-business applications,
the objective was then to show benefits of thisnemtion for the organization
itself on a specific example.

Characteristics of the research object. The rebealgect is a real company
(hereinafter referred to as "organization") from ®MEsS environment operating
on the Central European market. The research duisjebe use of selected e-
business applications within this organization amdhin selected specific
product.

For the purposes of the analysis the specific ppbikia monograph entitled
Marketing and e-Business (xa@k and Pollak, 2010). In this case, the selected
organization was the publisher of the above monggra

The main objective will be subjected to statistiesiting as follows:

Based on the sales data of the monograph obtaiopdthe EDI interface within

publisher-distributor e-business communication, #rel data from the analytic
interface for websites — Google Analytics — we vattempt to determine the
effect of the sales of monograph on traffic of theporting website, which

provides "bonus" content to customers within autiaion zone. The supporting
website www.iuniverzita.sk also offered informati@am the monograph for
potential customers. (It should be noted thatahislysis is only one of many that
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can be examined within the B2C connection basedhencollected primary
information.)

Within this objective the following statistical hgihesis HO was set: There is no
statistically significant correlation between thees of the monograph and the
total traffic of the supported (promotional) websit

In contrast, the following alternative hypothesisl hWvas set: There is a
statistically significant correlation between thedes of the monograph and the
total traffic of the supported (promotional) websit

Research sample: The research sample consistedtential as well as real
customers of the given organization. Taking theursatof the product into
consideration, i.e. monograph dealing with moderarketing in the Internet
environment, the basic set — "segment" — can beifsgubas follows:

* People in productive age

» People using the Internet (Internet visitors, users

» People with secondary and higher education

» People employed or interested in ICT and marketirgeneral

* In general, people speaking Slovak

Within the analysis 105 units of the given monograpld (the number can be
interpreted as the number of actual customers) 8@ supporting website
(www.iuniverzita.sk) visitors (this figure may betérpreted as a "sample", i.e.
the number of actual and potential customers, users of the supporting
website) were dealt with.

Methods of assessment: The main scientific metivatsn the research were
analysis and synthesis. Statistical programs 8tatiby Statsoft and Matematica
6.0 were used for the results assessment, whil&Ek®l, part of the MS Office

2007 Suite, was used for research results progessin

Statistical methods used: Due to the nature ofdékearch as well as the sample
size and number of observations, nonparametris t@ste chosen as statistical
methods. More specifically, Spearman's rank cdicglacoefficient.

3 EVALUATION AND DISCUSSION

Based on the sales data of the monograph obtaiopdthe EDI interface within
publisher-distributor e-business communication, #rel data from the analytic
interface for websites — Google Analytics — we iealout analysis of the effect
of the sales of the monograph on traffic of the pgupng website, which
provided "bonus" content to customers within auairon zone. The supporting
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website www.iuniverzita.sk also offered informatimm the monograph for
potential customers.

The following two statistical hypotheses were set im connection with our
objective:

Hypothesis HO: There is no statistically significaorrelation between the sales
of the monograph and the total traffic of the sujpgab (promotional) website.

We also set out an alternative hypothesis H1: Theee statistically significant
correlation between the sales of the monograph taedtotal traffic of the
supported (promotional) website.

To verify statistical hypotheses a nonparametrit, teamely the Spearma'n
coefficient was used.

In the first step sequence tables for dependentirahebendent variables were
created.

Table 1 — Sequence table no.1

Period Rx Ry d=Rx-Ry dn2
01.12. 2010 -31.12. 2010 80 1.0 7.00 49.00
01.01. 2011 - 31.01. 2011 11.0 8.0 3.00 9.00
01.02. 2011 — 28.02. 2011 8.0 11.0 -3.00 9.00
01.03. 2011 - 31.03. 2011 100 7.0 3.00 9.00
01.04. 2011 — 30.04. 2011 50 95 -4.50 20.25
01.05. 2011 — 31.05. 2011 8.0 95 -1.50 2.25
01.06. 2011 — 30.06. 2011 35 35 0.00 0.00
01.07. 2011 - 31.07. 2011 20 5.0 -3.00 9.00
01.08. 2011 — 31.08. 2011 6.0 20 4.00 16.00
01.09. 2011 — 30.09. 2011 10 35 -2.50 6.25
01.10. 2011 — 31.10. 2011 35 6.0 -2.50 6.25
136

Calculation:

i 1)

J[%(n?’—n—ZTx)]E(n3—n—2Ty)]

re<0.197203

t=r /H 2)
t= 0.603458

t0.00dN-2)= t9.0049) = 3.25
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Since 0.603458 <3.25 3 t95(9) we do not reject HO at significance leveloof
0.01, thus we can conclude that there is no statist significant correlation
between the sales of monograph and the total draffi the supporting
(promotional) website.

At the same time, the alternative hypothesis H& &gnificance level of =
0.01) there is a statistically significant corredat between the sales of the
monograph and the total traffic of the supportedifpotional) website cannot be
confirmed. We noted a weak positive correlatiortlom significance level ai =
0.01 between those variables, but this is nottegsstally significant correlation.

Although, based on data from B2B and B2C interfaee failed to confirm the

validity of the alternative hypothesis H1 and tfaadt, that there is a statistically
significant correlation between the sales of moapgrand the total traffic of the
supporting (promotional) website, we have idendifend then showed the real
benefits of selected e-business applications, is ttase EDI (as a B2B
communication channel) and the supporting websiteal B2C communication
channel) for this specific case, in terms of adqgirvaluable information for

subsequent analysis in order to gain a competiix@ntage.

4 CONCLUSION

It is possible to argue that ability of a comparmy dttract and then retain
customers is dependent on the ability to creath Qigplity innovative products
and services. Differentiate from the competitiorofen crucial in terms of the
very survival of companies on the market. Nowadays nothing unusual to
import almost any product from countries benefitingm significant savings.
Efficiency is a significant competitive advantagghwegard to local competitors
in the battle for customer. Being more effectivartha competitor is not only
matter of low prices of inputs, but also the matteresponsible management of
other non-financial resources, such as time andptkssure on the quality of
products and processes. Efficient use of resouraessed on more effective and
transparent communication processes is just onéhefbenefits of using e-
business applications and ICT in general. Mutuaéractive connection of
communicating parties also brings benefits in temhsproviding important
information needed for effective business, evemem time. Analysis of these
information may provide a significant competitivdvantage in terms of better
understanding of factors affecting business. This lbave a positive impact on
the effectiveness of SMEs, as such.
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