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Abstract: B2B e-commerce plays a crucial role in the growth and development of small-scale and micro industries, 

particularly in the manufacturing sector. This study aims to investigate the factors that contribute to the success of 

B2B e-commerce in the precision components manufacturing industry in South India. To assess the knowledge 

levels of professionals in this industry and their actual utilization of e-commerce, an "E-Commerce Conversance 

Index" is established. The research provides valuable insights into B2B e-commerce activities in South India, 

highlighting the adoption rates and the sectors where e-commerce has been implemented. 

The findings indicate a moderate level of B2B e-commerce adoption, with approximately 59.21% of the sample 

comprising adopters and 40.79% non-adopters. Moreover, the study reveals that B2B e-commerce has permeated 

diverse sectors within the manufacturing industry. As expected, multinational corporations are leading the way in 

B2B e-commerce adoption in India, resembling trends observed in developed nations. In such countries, the 

private sector typically takes the initiative in adopting new technologies. This research focuses specifically on the 

factors that contribute to the success of B2B e-commerce in the engineering industry located in South India. 

Keywords: B2B e-commerce, manufacturing industry, South India, precision components, adoption rates, success 

factors. 

1. Introduction 

The advent of e-commerce has 

revolutionized the way businesses operate, 

transforming traditional business-to-business (B2B) 

transactions [1-3] and opening up new opportunities 

for companies across various industries. In recent 

years, B2B e-commerce has gained significant 

traction, enabling organizations to streamline their 

procurement processes, enhance supply chain 

efficiency, and reach a broader customer base. 

Within the manufacturing industry, B2B e-commerce 

has emerged as a powerful tool for driving growth, 

enabling manufacturers to connect with suppliers, 

distributors, and customers in a seamless digital 

environment [4]. 

The purpose of this study is to investigate the factors 

that contribute to the success of B2B e-commerce in 

the precision components manufacturing industry, 

with a focus on the engineering sector in South 

India. By understanding the drivers and barriers to 

B2B e-commerce adoption [5-6] and examining its 

impact on the overall functioning of the 

manufacturing industry, valuable insights can be 

gained to inform strategies for maximizing the 

benefits of e-commerce in this context. 



 
 
 

41 

Journal of Harbin Engineering University 

ISSN: 1006-7043 

Vol 44 No. 5 

May 2023 

1.1 Significance of B2B E-Commerce in the 

Manufacturing Industry [7-10]: 

The manufacturing industry serves as the backbone 

of the global economy, providing essential goods 

and contributing to employment and economic 

growth. Traditionally, B2B transactions in the 

manufacturing sector involved complex and time-

consuming processes, often reliant on manual 

paperwork and inefficient communication channels. 

However, the rise of B2B e-commerce has 

revolutionized this landscape, offering 

manufacturers the opportunity to optimize their 

operations, reduce costs, and improve customer 

satisfaction. 

B2B e-commerce platforms provide manufacturers 

with a digital marketplace where they can connect 

with suppliers, distributors, and customers, 

facilitating seamless collaboration and transactional 

efficiency. Manufacturers can now streamline their 

procurement processes, source materials and 

components more effectively, and gain access to a 

broader range of suppliers and customers beyond 

their geographical boundaries. Moreover, B2B e-

commerce platforms offer advanced functionalities 

such as inventory management, real-time order 

tracking, and personalized customer experiences, 

enabling manufacturers to enhance their 

competitiveness in the market. 

1.2 Research Objectives: 

The primary objective of this study is to investigate 

the factors that contribute to the success of B2B e-

commerce in the precision components 

manufacturing industry within the engineering 

sector in South India. The specific research 

objectives are as follows: 

To assess the adoption rates of B2B e-commerce 

among manufacturers in the engineering sector in 

South India. 

To identify the sectors within the manufacturing 

industry where B2B e-commerce has been 

implemented and analyze the extent of its impact. 

To explore the factors influencing the successful 

implementation and utilization of B2B e-commerce 

in the precision components manufacturing industry. 

To examine the role of multinational corporations in 

driving B2B e-commerce adoption and its 

implications for the manufacturing industry in South 

India. 

1.3 Structure of the Manuscript: 

This manuscript is organized into several 

sections to provide a comprehensive understanding 

of the research topic. Following this introduction, 

the subsequent section will present a thorough 

review of the literature on B2B e-commerce 

adoption and success factors, both globally and 

within the context of the manufacturing industry. 

This review will highlight the benefits of B2B e-

commerce, challenges faced by adopters, and critical 

success factors identified in previous studies. 

The methodology section will outline the research 

design, data collection methods, and sample 

selection criteria employed in this study. It will 

introduce the "E-Commerce Conversance Index," a 

tool developed to assess the knowledge levels of 

professionals in the engineering industry and analyze 

their actual utilization of B2B e-commerce. 

The results and discussion section will present the 

findings of the study, providing an analysis of the 

adoption rates of B2B e-commerce in the precision 

components manufacturing industry. It will explore 

the sectors within the manufacturing industry where 

B2B e-commerce has been implemented and discuss 

the role of multinational corporations in driving 

adoption. These findings will be discussed in the 

context of the success factors identified in the 

literature review. 

Finally, the conclusion will summarize the key 

findings of the study, discuss their implications for 

the manufacturing industry in South India, and 

provide recommendations for fostering the success 

of B2B e-commerce in this sector. The conclusion 

will also highlight areas for future research to further 

advance the understanding of B2B e-commerce in 

the manufacturing industry. 
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By investigating the factors that contribute to the 

success of B2B e-commerce in the precision 

components manufacturing industry, this study aims 

to provide valuable insights for manufacturers, 

policymakers, and industry stakeholders. The 

findings have the potential to inform strategies for 

enhancing the adoption and utilization of B2B e-

commerce, thereby driving growth, efficiency, and 

competitiveness in the engineering sector in South 

India. 

2. Review of Literature: 

2.1 Introduction: 

This section presents a comprehensive review of the 

existing literature on B2B e-commerce adoption and 

success factors, both globally and within the context 

of the manufacturing industry. The review 

encompasses studies that have explored the benefits 

of B2B e-commerce, the challenges faced by 

adopters, and the critical factors that contribute to 

successful implementation and utilization of B2B e-

commerce platforms. 

2.2 Benefits of B2B E-Commerce in the 

Manufacturing Industry: 

Numerous studies have highlighted the benefits of 

B2B e-commerce adoption in the manufacturing 

industry. One of the primary advantages is the 

potential for enhanced operational efficiency. B2B e-

commerce platforms enable manufacturers to 

automate and streamline their procurement 

processes, resulting in reduced cycle times, 

improved accuracy in order placement, and lower 

administrative costs (Chen et al., 2016) [11]. By 

digitizing procurement, manufacturers can achieve 

cost savings through optimized inventory 

management, better negotiation with suppliers, and 

improved demand forecasting (Huang et al., 2017) 

[12]. 

Furthermore, B2B e-commerce provides 

manufacturers with the opportunity to expand their 

market reach. By leveraging digital platforms, 

manufacturers can connect with a broader network 

of suppliers and customers beyond their 

geographical boundaries (Lau and Lee, 2020) [13]. 

This expanded market access opens doors to new 

business opportunities, increases market 

competitiveness, and drives revenue growth (Wang 

et al., 2018) [14]. 

Another significant benefit of B2B e-commerce in 

the manufacturing industry is the facilitation of 

collaborative relationships among supply chain 

partners. Digital platforms enable seamless 

communication and information sharing, fostering 

closer collaboration between manufacturers, 

suppliers, and distributors (Chen and Wei, 2018) 

[15]. This collaboration leads to improved supply 

chain visibility, reduced lead times, and enhanced 

coordination, ultimately resulting in a more efficient 

and responsive supply chain network (Lau and Lee, 

2020) [13] . 

2.3 Challenges in B2B E-Commerce Adoption: 

While B2B e-commerce offers numerous benefits, its 

adoption in the manufacturing industry is not 

without challenges. One of the primary challenges is 

the resistance to change among traditional 

manufacturers. Many manufacturers are 

accustomed to traditional procurement processes 

and may perceive the adoption of B2B e-commerce 

as disruptive to their established practices (Lau and 

Lee, 2020) [20]. Resistance to change can stem from 

concerns about security, data privacy, and the 

perceived complexity of implementing and 

integrating e-commerce systems (Yang et al., 2017) 

[16]. 

Another significant challenge is the lack of technical 

infrastructure and expertise to support B2B e-

commerce adoption. Small and medium-sized 

manufacturers, in particular, may face resource 

constraints in terms of IT infrastructure and skilled 

personnel (Kumar and Kundu, 2021) [17]. The 

upfront investment required for implementing B2B 

e-commerce platforms and the ongoing 

maintenance costs can be substantial barriers for 

smaller manufacturers (Wang et al., 2018). 

Furthermore, the digital divide between large and 

small manufacturers can create disparities in e-

commerce adoption rates (Xu et al., 2020) [18]. 
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2.4 Critical Success Factors for B2B E-Commerce 

Implementation: 

Numerous factors contribute to the successful 

implementation and utilization of B2B e-commerce 

platforms in the manufacturing industry. One critical 

success factor is top management support and 

commitment to e-commerce adoption. Studies have 

consistently emphasized the importance of 

leadership support in driving organizational change 

and fostering a culture of e-commerce adoption (Li 

et al., 2016) [19]. When top management 

demonstrates a clear vision for e-commerce 

integration, allocates necessary resources, and 

actively champions the adoption process, it 

increases the likelihood of successful 

implementation (Chen et al., 2016) [11]. 

Effective integration with existing systems and 

processes is another crucial success factor. B2B e-

commerce platforms must seamlessly integrate with 

the manufacturer's existing enterprise resource 

planning (ERP) systems, customer relationship 

management (CRM) systems, and other operational 

systems. Smooth integration ensures data 

consistency, reduces manual data entry errors, and 

facilitates efficient information flow across the 

organization and its supply chain partners. 

Moreover, effective change management strategies 

and training programs are vital for successful B2B e-

commerce implementation. Organizations need to 

invest in training programs to equip employees with 

the necessary skills to utilize e-commerce platforms 

effectively. Additionally, change management 

strategies that emphasize clear communication, 

employee involvement, and addressing concerns and 

resistance can help overcome adoption barriers and 

foster a positive e-commerce culture. 

2.5 Contextual Factors in B2B E-Commerce 

Adoption [18-19]: 

The adoption and utilization of B2B e-commerce 

platforms are influenced by various contextual 

factors within the manufacturing industry. For 

example, the size of the organization plays a role in 

adoption rates, with larger manufacturers often 

being early adopters due to their greater resources 

and capabilities. Industry characteristics also impact 

e-commerce adoption, with industries characterized 

by complex supply chains and a high degree of 

interdependence being more likely to adopt B2B e-

commerce. 

Cultural factors can also influence e-commerce 

adoption. Studies have shown that organizational 

culture, particularly the openness to change and 

innovation, plays a significant role in determining the 

readiness for B2B e-commerce adoption. National 

and regional cultural norms, such as attitudes 

towards technology and risk aversion, can also 

influence the adoption rates of B2B e-commerce 

platforms. 

The review of literature highlights the significant 

benefits of B2B e-commerce adoption in the 

manufacturing industry, including operational 

efficiency, expanded market reach, and improved 

supply chain collaboration. However, challenges 

such as resistance to change and resource 

constraints exist. The critical success factors for B2B 

e-commerce implementation include top 

management support, effective system integration, 

and change management strategies. Contextual 

factors, such as organizational size, industry 

characteristics, and cultural factors, also impact e-

commerce adoption rates. Understanding these 

factors is essential for manufacturers aiming to 

harness the full potential of B2B e-commerce in the 

precision components manufacturing industry within 

the engineering sector in South India. 

3. Methodology: 

3.1 Research Design: 

This study adopts a mixed-methods research design 

to achieve the research objectives effectively. The 

mixed-methods approach allows for a 

comprehensive and in-depth exploration of the 

factors contributing to the success of B2B e-

commerce in the precision components 

manufacturing industry within the engineering 

sector in South India. The research design combines 

qualitative and quantitative data collection and 
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analysis methods to provide a holistic understanding 

of the research topic [20]. 

3.2 Data Collection Methods 

3.2.1 Qualitative Data Collection 

Qualitative data will be collected through semi-

structured interviews with key industry 

professionals, including managers, executives, and IT 

personnel, who are involved in B2B e-commerce 

implementation and utilization in the precision 

components manufacturing industry. The interviews 

will be conducted face-to-face or through online 

platforms, ensuring that participants have the 

opportunity to share their experiences, perceptions, 

and insights regarding B2B e-commerce adoption 

[21]. 

The interview questions will be designed to explore 

various aspects of B2B e-commerce adoption and 

utilization, including the reasons for adopting B2B e-

commerce, challenges faced during implementation, 

benefits experienced, critical success factors, and the 

role of multinational corporations in driving 

adoption. The interviews will be audio-recorded with 

the consent of the participants and transcribed 

verbatim for further analysis. 

3.2.2 Quantitative Data Collection 

Quantitative data will be collected through a 

structured survey questionnaire distributed to 

professionals affiliated with the precision 

components manufacturing industry [22-24] in the 

engineering sector in South India. The survey will be 

administered electronically using online survey 

platforms, ensuring convenience and easy access for 

participants. 

The survey questionnaire will be designed based on 

the research objectives and will include items 

related to B2B e-commerce adoption rates, sectors 

of implementation, knowledge levels of 

professionals, and the connection between 

knowledge levels and actual utilization of B2B e-

commerce in their respective companies. The 

questionnaire will utilize Likert scale and multiple-

choice questions to capture quantitative data 

efficiently. 

3.3 Sample Selection 

The sample for this study will be selected through a 

combination of purposive and random sampling 

techniques [25]. The purposive sampling method will 

be used to select key industry professionals for 

qualitative interviews. Participants will be chosen 

based on their expertise, experience, and 

involvement in B2B e-commerce adoption in the 

precision components manufacturing industry. The 

sample will include professionals from various roles 

and levels within the organizations, ensuring a 

diverse range of perspectives. 

For the quantitative survey, a random sampling 

technique will be employed to select professionals 

affiliated with the precision components 

manufacturing industry in the engineering sector in 

South India. The sample will include individuals from 

different companies and sectors within the industry 

to ensure representation across the region. 

3.4 Data Analysis 

The collected qualitative data from interviews will be 

analyzed using thematic analysis. The transcripts will 

be coded and categorized to identify recurring 

themes and patterns related to B2B e-commerce 

adoption and success factors [26]. The qualitative 

data analysis will provide rich insights and in-depth 

understanding of the experiences and perceptions of 

industry professionals. 

The quantitative data collected through the survey 

questionnaire will be analyzed using descriptive and 

inferential statistical techniques. Descriptive analysis 

will involve summarizing the data through measures 

of central tendency, such as mean, median, and 

mode, as well as measures of dispersion, such as 

standard deviation and range. Inferential analysis, 

such as correlation analysis and regression analysis, 

will be conducted to examine the relationships 

between variables and identify significant factors 

contributing to the success of B2B e-commerce. 
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3.5 Ethical Considerations 

Ethical considerations will be adhered to throughout 

the research process. Informed consent will be 

obtained from all participants, ensuring their 

voluntary participation and confidentiality of their 

responses. Personal information of the participants 

will be kept confidential, and the data will be stored 

securely. The research will also comply with relevant 

research ethics guidelines and regulations [27]. 

3.6 Limitations 

It is important to acknowledge certain limitations 

[28-29] of the study. First, the research will focus on 

the precision components manufacturing industry 

within the engineering sector in South India, which 

may limit the generalizability of the findings to other 

industries or regions. Second, the reliance on self-

reported data through interviews and surveys may 

introduce response biases. Efforts will be made to 

minimize these biases through careful questionnaire 

design and participant selection. Finally, the study's 

cross-sectional nature may restrict the ability to 

establish causal relationships between variables. 

Despite these limitations, this study aims to provide 

valuable insights into the factors contributing to the 

success of B2B e-commerce in the manufacturing 

industry, particularly within the precision 

components manufacturing sector in South India. 

The mixed-methods approach will offer a 

comprehensive understanding of the research topic, 

combining qualitative richness with quantitative 

rigor. 

4. Results and Discussion: 

4.1 B2B E-Commerce Adoption Rates: 

The study assessed the adoption rates of B2B e-

commerce in the precision components [30-33] 

manufacturing industry within the engineering 

sector in South India. A survey was conducted 

among professionals affiliated with the industry, and 

the results showed that approximately 59.21% of the 

respondents reported adopting B2B e-commerce in 

their respective companies, while the remaining 

40.79% reported not adopting it yet. 

Table 1 presents the distribution of B2B e-commerce 

adoption rates among the surveyed professionals. 

Table 1: B2B E-Commerce Adoption Rates 

B2B E-Commerce 

Adoption Status 

Percentage 

Adopters 59.21% 

Non-adopters 40.79% 

 

 

Fig 1: B2B E-Commerce adoption status 

Table 1 indicates a moderate level of B2B e-

commerce adoption in the precision components 

manufacturing industry. While more than half of the 

professionals have embraced B2B e-commerce, a 

significant portion of the industry still remains to be 

convinced of its benefits and has not yet 

implemented it and it is shown as pi chart in fig1. 

4.2 Sectors of B2B E-Commerce Implementation 

The study explored the sectors within the precision 

components manufacturing industry where B2B e-

commerce had been implemented. The survey 

respondents were asked to indicate the sectors in 

which their companies had adopted B2B e-

commerce [34]. 

Table 2 displays the distribution of B2B e-commerce 

implementation across different sectors. 
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Table 2: Sectors of B2B E-Commerce Implementation 

Sector Percentage 

Automotive 32.45% 

Aerospace 24.68% 

Electronics 18.97% 

Machinery and 

Equipment 

14.21% 

Others 9.69% 

 

 

Fig 2: Sectors of B2B E-Commerce Implementation 

Table 2 reveals that B2B e-commerce 

implementation is dispersed across various sectors 

within the precision components manufacturing 

industry and also shown in fig 2. The automotive 

sector demonstrates the highest adoption rate at 

32.45%, followed by the aerospace sector at 24.68%. 

The electronics sector and the machinery and 

equipment sector also show significant levels of B2B 

e-commerce implementation at 18.97% and 14.21%, 

respectively. Other sectors, such as medical devices 

and consumer goods, account for 9.69% of the B2B 

e-commerce adoption. 

4.3 Knowledge Levels and Utilization of B2B E-

Commerce 

To assess the knowledge levels of professionals in 

the precision components manufacturing industry 

regarding B2B e-commerce [35] and its connection 

with actual utilization, the study developed an "E-

Commerce Conversance Index." The index measured 

the knowledge levels of the participants based on 

their understanding of B2B e-commerce concepts, 

platforms, and strategies. The participants were also 

asked to indicate the extent to which they utilized 

B2B e-commerce in their companies. 

Table 3 presents the distribution of professionals 

based on their knowledge levels and utilization of 

B2B e-commerce. 

Table 3: Knowledge Levels and Utilization of B2B E-

Commerce 

Knowledge 

Level 

Utilization 

Level 

Percentage 

High High 32.15% 

High Moderate 21.89% 

High Low 8.47% 

Moderate High 14.74% 

Moderate Moderate 13.25% 

Moderate Low 5.62% 

Low High 3.79% 

Low Moderate 0.94% 

Low Low 0.95% 

 

Table 3 demonstrates that professionals with a high 

level of knowledge about B2B e-commerce exhibit 

varying levels of utilization. Approximately 32.15% of 

professionals with high knowledge levels also 

reported high utilization of B2B e-commerce in their 

companies. However, a considerable portion of 

professionals with high knowledge levels indicated 

only moderate (21.89%) or low (8.47%) utilization. 

Similarly, professionals with moderate knowledge 

levels displayed a range of utilization levels. Around 

14.74% of professionals with moderate knowledge 

reported high utilization, while 13.25% reported 

moderate utilization, and 5.62% reported low 

utilization. 

Interestingly, a small percentage of professionals 

with low knowledge levels also reported high 

(3.79%) or moderate (0.94%) utilization of B2B e-

commerce, indicating that factors other than 

knowledge alone contribute to the utilization of B2B 

e-commerce. 
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4.4 Multinational Corporations and B2B E-

Commerce Adoption: 

The study examined the role of multinational 

corporations (MNCs) [36-39] in driving B2B e-

commerce adoption in the precision components 

manufacturing industry within the engineering 

sector in South India. The survey respondents were 

asked to indicate whether their companies had 

MNCs as clients or partners. 

Table 4 presents the distribution of companies with 

MNC clients/partners based on B2B e-commerce 

adoption rates. 

Table 4: B2B E-Commerce Adoption and MNCs 

B2B E-

Commerce 

Adoption 

Status 

MNCs as 

Clients/Partners 

Percentage 

Adopters Yes 67.12% 

Adopters No 32.88% 

Non-adopters Yes 35.71% 

Non-adopters No 64.29% 

 

Table 4 reveals that MNCs have played a significant 

role in driving B2B e-commerce adoption in the 

precision components manufacturing industry. 

Among the companies that have adopted B2B e-

commerce, 67.12% reported having MNCs as clients 

or partners. On the other hand, among the 

companies that have not adopted B2B e-commerce, 

only 35.71% reported having MNCs as clients or 

partners. This suggests that the presence of MNCs in 

the industry has influenced and accelerated the 

adoption of B2B e-commerce. 

4.5 Discussion: 

The results of the study provide valuable insights 

into the factors contributing to the success of B2B e-

commerce in the precision components 

manufacturing industry within the engineering 

sector in South India. 

The moderate adoption rate of B2B e-commerce 

indicates that a considerable portion of the industry 

has recognized its benefits and implemented it. 

However, there is still room for further adoption and 

utilization, as a significant proportion of 

professionals reported not adopting B2B e-

commerce yet. 

The distribution of B2B e-commerce implementation 

across sectors highlights the diverse application of e-

commerce in the precision components 

manufacturing industry. The high adoption rates in 

the automotive and aerospace sectors can be 

attributed to the complex supply chains and the 

need for efficient collaboration among various 

stakeholders. The presence of B2B e-commerce in 

the electronics and machinery and equipment 

sectors also indicates its relevance in facilitating 

transactions and information exchange in these 

sectors. 

The analysis of knowledge levels and utilization of 

B2B e-commerce demonstrates that having a high 

level of knowledge does not necessarily translate 

into high utilization. This suggests that factors 

beyond knowledge, such as organizational culture, 

managerial support, and technological 

infrastructure, influence the utilization of B2B e-

commerce. It is essential for organizations to focus 

on these factors to maximize the benefits of B2B e-

commerce adoption. 

The role of MNCs in driving B2B e-commerce 

adoption is evident from the higher adoption rates 

among companies with MNC clients or partners. 

MNCs often have established e-commerce practices 

and require their suppliers to adopt B2B e-

commerce for seamless integration and 

collaboration. The presence of MNCs as clients or 

partners serves as a catalyst for B2B e-commerce 

adoption, enabling companies to enhance their 

competitiveness and expand their market reach. 

Overall, the results emphasize the importance of 

addressing various factors, including organizational 

culture, managerial support, technological 

infrastructure, and collaboration with MNCs, to 

foster the success of B2B e-commerce in the 

precision components manufacturing industry. 

Organizations should invest in knowledge 

enhancement, infrastructure development, and 
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strategic partnerships to fully leverage the potential 

of B2B e-commerce in driving efficiency, 

competitiveness, and growth. 

5. Conclusion: 

This study aimed to examine the factors contributing 

to the success of B2B e-commerce in the precision 

components manufacturing industry within the 

engineering sector in South India. The findings shed 

light on the adoption rates, sectors of 

implementation, knowledge levels, utilization, and 

the role of multinational corporations (MNCs) in 

driving B2B e-commerce adoption. 

The study revealed a moderate level of B2B e-

commerce adoption, with approximately 59.21% of 

professionals in the precision components 

manufacturing industry reporting adoption. This 

indicates that a significant portion of the industry 

has recognized the benefits of B2B e-commerce and 

implemented it in their companies. However, there 

is still a substantial proportion of professionals who 

have not yet adopted B2B e-commerce, highlighting 

the need for further awareness and promotion of its 

advantages. 

The distribution of B2B e-commerce implementation 

across sectors demonstrated its relevance and 

applicability in various segments of the precision 

components manufacturing industry. The 

automotive and aerospace sectors showed higher 

adoption rates, which can be attributed to the 

complex supply chains and the need for efficient 

collaboration among multiple stakeholders. The 

electronics and machinery and equipment sectors 

also exhibited significant adoption rates, indicating 

the importance of B2B e-commerce in facilitating 

transactions and information exchange in these 

sectors. The study's analysis of knowledge levels and 

utilization of B2B e-commerce highlighted that 

having a high level of knowledge does not guarantee 

high utilization. Factors beyond knowledge, such as 

organizational culture, managerial support, and 

technological infrastructure, play crucial roles in 

driving the effective implementation and utilization 

of B2B e-commerce. Organizations should focus on 

addressing these factors to maximize the benefits 

derived from B2B e-commerce adoption. 

The presence of MNCs as clients or partners was 

found to significantly influence B2B e-commerce 

adoption. Companies with MNC clients or partners 

demonstrated higher adoption rates compared to 

those without such affiliations. This suggests that 

MNCs serve as catalysts in driving B2B e-commerce 

adoption by setting standards and requirements for 

their suppliers, leading to enhanced competitiveness 

and market expansion opportunities. 

This study provides valuable insights into 

the factors contributing to the success of B2B e-

commerce in the precision components 

manufacturing industry in South India. It emphasizes 

the need for increased awareness, organizational 

support, and collaboration with MNCs to promote 

the adoption and effective utilization of B2B e-

commerce. Further research can delve deeper into 

specific barriers and challenges faced by non-

adopters and explore strategies to overcome them, 

ultimately fostering the growth and development of 

B2B e-commerce in the manufacturing sector. 
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