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Business to Business Sites

• Corporate sites are initially informational
• With time, more of the actual order processing and 

tracking moves online
• Industry sites are initially informational
• They attempt to achieve branding by offering 

news and resources
• They may attempt to recoup costs by endorsing 

products or taking a percentage of the transaction
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www.cisco.com

• Cisco systems presents online catalogs of its 
services.

• It also provides a capability to order online 
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Cisco provides 
ordering 
instructions
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A 34 chapter on-line 
catalog provides detailed 
product specs
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Example of product details on 
the Cisco site
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Once registered 
it is simple to 
order
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www.sciquest.com

• SciQuest uses Catalog Model as market-
making mechanism to mediate transactions 
between participants in the hub.
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Example of a 
Vertical Hub 
providing deep 
domain specific 
content and 
domain specific 
relationships.
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This model 
creates value 
by 
aggregating 
suppliers 
and buyers.
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Catalog-
centric hub: 
works well 
when most 
purchasing 
takes place 
with
prequalified
suppliers and 
with
prequalified  
business rules.
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www.e-steel.com

• Vertical industry portal
• Provides access to steel industry news and 

information
• Provides access to buying and selling
• Provides access to resources
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www.onemediaplace.com

• Example of a functional Hub
• Focuses on providing the same function or 

automating the same business process  
across different industries.

• OneMediaPlace focuses on media buying.
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Provides 
information 
for first time 

visitors.
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Employs Auction 
Model to create value 
by spatial matching of 

buyers and sellers.
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www.paperexchange.com

• Employs Exchange Model to create value 
by temporal matching of supply and 
demand.

• This model works best for near-commodity 
items that can have several attributes, but 
are easy to specify.
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Provides 
corporate  

and 
background 
information 
to induce 

trust.
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www.acdelco.com

• GM is moving toward a policy where all 
suppliers must support online transactions.

• This is an example of B2B transactions.
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Pulldown 
navigation Menu

Parts 
identified by 
GM or 
ACdelco
product 
codes.
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Find information about 
order, parts, or user.


