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Abstract 

E-commerce has had a great influence on the companies as part of the development of e-

business a few decades ago. The development in Sweden has brought both - pros and cons of 

entrepreneurship in terms of competition and distribution which gives rise to new enterprise. 

Today, e-commerce is an important service order to gain more customers with a greater range 

of products, but it has proven that this new system has brought new waves of problems and 

difficulties in different fields of enterprise. With e-commerce, companies have met new 

challenges and conditions of trade. Based on this, the purpose of the paper to illustrate the 

rapid growth of e-commerce in Sweden, flow chain of implementing e-commerce and its 

impact on businesses. The questions chosen for the paper is:”How has e-commerce 

developed in Sweden and how has e-commerce affected the business in Sweden?” To answer 

the questions, a qualitative research method was carried out. This approach consists of 

documents and interviews. The time period was between 1996 and 2015. The amount 

examination of documents was about 5200 pages and interviews were held via phone and had 

a time interval consisting of 30-60 minutes. The result of the study shows that there are three 

main reasons for the development of e-commerce in Sweden. These are the technical 

maternity of consumers and enterprises. Competition is about improvements in the quality 

and range of services that enterprises offers and alternatives within distributions are the key 

of success, removing the third-party logistics is an improvement of a mature e-commerce 

enterprise. 

 

 

Keywords: E-commerce, E-business, enterprises, distribution, competition. 
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1. Introduction 
In the first chapter, the aim is to give the reader insight into the subject of the study. Derived 

from problem discussion, the reader shall at the end of the introductory chapter understand 

the aim of this study 

1.1 Background 
Internet, also described as a “technical advance”, whose emergence has changed the world, is 

one of the greatest innovations of all time (John & Katelyn, 2004). The Internet was made in 

the United States during the 1970s but was only visible to the public and the rest of the world 

in the early 1990s. At the beginning of 2000, approximately 360 million people (6 percent of 

the total world population) used Internet. Most recent figures from 2014 shows that 

approximately 3 billion (40%) of the world population use Internet today and its annual 

yearly increase is about 10 percent per year (Internetlivestats, 2015; Dennis, 2014). Internet 

changes the way people work, socialize, create and share information, but it is also 

organizing the flow of people, ideas and things around the world (Manyika& Roxburgh, 

2011). Society and Internet has evolved significantly over time and there are always new 

efficient methods that will facilitate how people live. With the Internet's emergence, people 

created a whole new way to communicate and trade on. 

 

Managers at established companies have during this period of time had to decide how to 

integrate this new electronic communication technology to their businesses (Chaffey, 2007). 

This has been done for existing businesses in several stages. Innovation in organizations is 

unavoidable; this has the main approach through continuous introduction of new 

technologies, new business, and communication (Chaffey, 2007). In basic, all organizations 

or businesses had to review new electronic and more internet-based communication 

approaches to make their business more competitive and also managing ongoing risks such as 

security and performance. Today, for example, many businesses are reviewing the benefits 

costs and risks through implementation (Chaffey, 2007; Qualman ,2011) 

 

Using social media as a tool of growth of popularity such as Facebook, Twitter and B2B 

social networks as LinkedIn, blogs, virtual networks etc. (Chaffey, 2007). 

• The growth in popularity of social media and in particular social networks such as 

Facebook, Twitter and for business-to-business users LinkedIn, virtual networks such 
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as Habbo hotel, and second life and blogs created by many individuals and 

businesses. 

• Rich media, such as online video and interactive applications into their websites 

• A selection of mobile commerce services which exploit the usage of mobile phones 

and other portable wireless devices such as laptops around the world. The potential of 

mobile commerce is evident from research by ITU (2010), which estimated that by 

the end of 2010 there would be 5 billion mobile subscriptions of which 1 billion 

would have movie broadband access. 

 

You can see that the capability of organizations to manage technology-enabled change is 

essence of successfully managing e-business. The pace of change and the opportunities for 

new communication approaches make e-business and e-commerce an exciting way of 

business to be involved in (Chaffey, 2007). 

 

1.1.1 E-business defined 
E-business can be described as the change of key business procedures through the use of 

Internet technologies (Chaffey, 2007). A business is redesigning its process for information 

and communications technology if it’s applied in operation or in the business model. E-

business can be defined or understood as the incorporation of all these events with the 

internal procedures of a business throughout ICT. Therefore, e-commerce can best be 

conceived as a subset of e-business (Chaffey, 2007). 
 

1.1.2 What is the difference between e-business and e-commerce? 
The development of technology and its use in business has derived a series of terminologies. 

Electronic commerce, which in the beginning was used, has been accompanied by the 

terminology of e-business, and if we go into more detail on electronic commerce we can 

discern that it has created new terminologies such as e-CRM (electronic customer 

relationship management), e-tail (Electronic Retailing) m -commerce (Mobile Commerce). 

According Mougayer (1998), we should not pay heed to the terminology, it is the 

understanding of the service offered to customers and which benefits companies has that are 

more important. But the terminology is important during changes within an organization; an 

example is the electronic communication where companies need to communicate the extents 
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of the changes that are offered to customers, employees and even partners in Digital 

Technology (Mouyager 1998). 

1.1.3 E-commerce defined 
Electronic commerce (e-commerce) can be defined as a buy or sell using technology, i.e. 

Internet. Consumers are often thinking at retail through purchases of large players such as 

Amazon, but the concept is more about electronic transactions between organizations and 

customers. Therefore, the notion is regarded as all electronic transactions brokered between 

organizations and third part can be explained as e-commerce. However, even within the 

confines of this definition, also non-financial transactions, such as customer relationships, 

product inquiries, can be a part of e-commerce. Whinston (1997) who points out that there 

are several different perspectives in e-commerce has developed 4 perspectives that could be 

perceived as e-commerce; The first one is communication Perspective which contain delivery 

information, product or service. The second one is the business process perspective, which is 

the way of using technology to automate transactions and workflows. The third one is service 

Perspectives, which contain cost savings and increased quality and faster deliveries. The last 

one is online perspective that is the most common: Purchase and sale of products, as well as 

information on the Internet. 

 

Electronic commerce is not just limited to buying and selling products and services on the 

Internet, but also pre-sales and after-sales where the whole supply chain is involved. The 

strategic impact of e-commerce can best be measured by making a distribution between buy-

side and sell side of e-commerce (Chaffey, 2007). 
 

1.1.4 Business adoption of digital technologies for e-commerce and e-
business 
Exploitation or the use of e-commerce and e-business in organizations or companies run by 

various benefits. The most important for business is to assess if the benefits of such a system 

can affect the profitability and generate value to the organization. First, it can increase 

revenue due to an increase, which results in a larger customer base; second, it can lead to a 

cost savings for the process, which are mostly electronic. Therefore, for example, labor costs 

can show a substantial reduction resulting from the system. Third, the pursuit of 

competitiveness, organizations can meet customer demand, improve/increase the supply and 

can regain lost market share to competitors who already use the system (Chaffey, 2007). 
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1.1.5 Rapid growth of e-commerce in Sweden 
E-commerce is growing at an exponential rate. The credit card company Visa, for example, 

reports that its clients Internet purchases reached the $13 billion mark this year, accounting 

for approximately 1% of its total charge activity (Gefen, 2000). This growth was expected to 

reach the $100 billion mark and 11% of its total transactions by the year 2003 and was also 

expected to be one of the major activities of credit card companies in the future. This forecast 

is anything but farfetched, given that only as far back as 1996, Internet commerce was only 

between $500 and $600 million (Gefen, 2000). In Sweden, the turnover in e-commerce has 

shown an increasing of 850% since 2003 (Postnord, 2014). In the last report from Postnord, it 

shows that consumers continued in 2014 to add increasing shares of their purchases of goods 

online. The Swedish retail sales via the Internet increased by 16 percent and now have a 

turnover of SEK 42.9 billion. This means that e-commerce accounts for 6.4 percent of total 

retail sales. 35 percent of consumers in Sweden between 18-79 years online purchase goods 

at least once a month. 

 

1.2 Problem discussion 
With the emergence of e-commerce, businesses have received many benefits but it has also 

brought many disadvantages and challenges. In the beginning of the millennium, one 

question that companies constantly endeavored to solve was the security of the systems. Also 

credit card issues, which is a third party problem that has been arisen. Credit card companies 

protected customers if there were any disputes about payments or billings (Belanger et. al, 

2002). This means for the companies that consumer could get a product sent home, and at the 

same time have the money left in their account. The logistics and infrastructure have been 

considered one of the biggest challenges for companies to benefit from e-commerce. 

Distribution is now different and businesses need to work with a third party to get a good 

delivered to consumer, which cannot be affected or developed by companies. Returns 

policies, as a part of the infrastructure is neither developed (Gallugher, 2002). Technology, 

i.e. e-commerce, will require improvements and developments that will create additional 

costs for companies. The competition in e-commerce is therefore moving to a new level.  

With e-commerce it’s now easier to compare prices, which can be seen as drawback for 

companies. Consumer gets more alternatives, and companies have to compete to give the best 

offer to customers, therefore, e-commerce has created a hot and competitive environment 

within some branches (Fingar, 2000). The consumer has now taken over power, in terms of 
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prices, which no longer is about demand and supply, but alternatives. The regulations are also 

moving towards consumer privacy and security that also puts limits on the systematic 

process. 
 
However, e-commerce is a new system that makes it easier for businesses to reach new levels 

of growth, but what is it really happening on the road? How has e-commerce developed and 

which challenges have the companies responded to at the implementation of the system? 

Since the field is relatively new, there is not much research on the subject, which leads to that 

the above-mentioned questions remain unanswered. 

 

1.3 Purpose 
The main purpose of this paper is to illustrate the rapid growth of e-commerce and thereby 

examine the flow chain of implementing e-commerce and its impact on Swedish businesses. 

 

1.4 Questions 
How has e-commerce developed in Sweden and how has e-commerce influenced the 

businesses in Sweden in terms of distribution and competetion? 
 

1.5 Limitation 
The research is limited to the Swedish market, and therefore consists of respondents from 

Swedish enterprises. The main point of illustrating the growth and development of e-

commerce is to gather an understanding of e-commerce and its impact on Swedish enterprises 

- thus, the consumer side is not examined. Distribution and competition have been chosen as 

complements to give a deeper understanding of how e-commerce has affected the strategic 

decisions of companies.  
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2. Method 
This chapter describes the method of the study, which is qualitative research. At the 

beginning of the chapter, the reader will first be enlightened on why this method has been 

chosen, and a description of how the material has been collected and processed. The chapter 

concludes with a method criticism. 

 

2.1 Qualitative approach 
To fulfill the research objectives and to answer questions, qualitative research design is 

chosen for the study. Main reason was to gather a descriptive understanding and create an in-

depth analysis by a research design that can give an empirical basis in accordance with these 

requirements. A qualitative approach has several different methods and the most common is 

the discourse analysis of documents, interviews, group discussions and focus groups (Bell, 

2006). The study deals with the growth of e-commerce in Sweden and its impact on 

businesses. With starting point in the research, a document study is more descriptive and can 

help with the historical cycle that e-commerce had in Sweden. It requires, however, deeper 

analysis to understand how it has affected the business in Sweden, and to fulfill that part of 

the study, interviews is selected as a complement to documents. Thus, the study is based on a 

qualitative research design and choice of method is analysis of documents and interviews. 

 

2.2 Documents 
 
Documents have filled the most important function in the research; documents provide a 

descriptive empirical basis to illustrate the growth of e-commerce in Sweden and its systems. 

As e-commerce is a new trading system, it was important to choose the right documents for 

the study. Difficulties arising in connection with this approach are that there are smaller and 

less scientifically methodological accomplishments. First, the investigation began by 

selecting the actors who were in the system; second, collection of data was taken place for of 

all materials these actors had regarding e-commerce. Overall the material or documents 

consist of approximately 5000 pages. The time frame that is chosen for the study is between 

1996 and 2015, which is the beginning of e-commerce system until now. The selection of 

documents was made based on the content of each document shall consist of the following 

components; 
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- Be descriptive 

- Have a corporate perspective 
- Give an overall picture 
 

Based on the guidelines for qualitative researches will the extensive empirical material be 

summarized and compressed to become understandable, accessible and worth reading. 

(Nylén, 2005) 

 

2.3 Interviews as a component to documents 
In the study, there have been theree interviews with companies that are in various industries. 

The interviewed companies are in the electronic, home furnishings, clothes and shoes and 

office supplies industries. In addition to interviews with companies, two interviews have been 

done with key experts who are involved in the system or has an impact on e-commerce, both 

technically but also intellectual. All interviews have taken place over the telephone and lasted 

anywhere between 30-60 minutes. The interviews were recorded and transcribed verbatim, 

and currently consists about 200 pages. 
 
As previously mentioned, not all interviews were done with companies, but also with other 

experts who will be presented in the selection section; this has taken place with the 

background of the document made by the institutions that can be done normatively. In the 

empirical work, interviews will not be described separately, which will make the data less 

prescriptive. 

 

The selection of respondents was made through so-called random sample but a distinction 

that was made before selection was certification by trygg e-handel. I could gather a list of 

about 400 e-commerce companies from Trygg e-handel of different branches. The first step 

in the selection was to divide thus companies who have physical networks in Stockholm, this 

due to face-to-face interviews but in the second step, companies outside of the central parts of 

Stockholm were included. It was also important for the research to get more unique responses 

from interviewees in various industries. With unique, I mean, for example, ”companies who 

started as e-commerce and then opened a physical store”. After my first sample, which 

consisted of 50 companies, a time-based separation was made between companies. To get 

closer to the system of e-commerce, I had to compare mature companies that have been 

operating for long on the e-commerce platform, with start-up companies that have just 
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stepped in. This is due to the comparison of differences and similarities of the change 

overtime.  
 

2.4 Interview guide 
The interview guide consisted of two different themes. The first was the development of e-

commerce, which consists of questions concerning the system. The second theme consisted 

of competition and distribution that is essentials the outcomes of the system. The first theme 

consists of issues due to the system's impact on the companies both internally and externally, 

and before and after mapping. The second theme is the questions on the businesses position 

after the change in the form of competition, i.e. the price competition takes place, traffic pull 

to the website and distribution where logistics and third-party companies have a major role. 

 

The questions were formulated based on the study's examination. Interviews started with 

different themes and in each theme, there were questions asked to the respondent. The guide 

followed the guidelines as Bell (2006) describes as a must in qualitative methods; no 

unspoken assumptions, one question at a time and no undervalued issues. Depending on the 

respondent's answers, non-written questions were taken place during the interview if the 

responses could have significance a role for the study. 

 

2.5 Selections 

2.5.1 Documents 
 

2.5.1.1 HUI Research AB 

HUI Research AB offers, through consulting and research, advanced decision support and 

advice in trade, tourism, consumption and the economy to the private and public sectors. The 

company was founded in 1968 and is owned by the Swedish Federation of Trade. 

 

In total, there have been 5 documents from HUI Research. The first is from 1999, which 

provides a description of the prize impact on businesses and changes in the first wave of e-

commerce. A later document that expired in 2005 described E-commerce as part of the 

Swedish wholesale and retail businesses. A year later (2006), a new report describes e-

commerce as ”no longer a bubbler”. It is pointed out in this report that e-commerce is no 

longer affected by the dotcom crash and how development will occur in the coming years. In 
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2010, a new report on the right retailers in Sweden was written. The unique feature of this 

report is that more than half of the content consists of e-commerce and that the biggest 

developments in the retail sector will consist of e-commerce. Three years later, in 2013, a 

new study on scenarios for e-commerce future growth was written. This is interesting because 

it highlighted that you now have a shared e-commerce in different sectors and progress 

measured in different industries rather than the whole trade (HUI, 2015). 

 

2.5.1.2 PostNord 

PostNord is the leading provider of communications and logistics solutions to, from and 

within the Nordic region. They develop conditions for future e-commerce and distribution. 

PostNord is in collaboration with the Swedish Digital Trade and HUI Research, the Swedish 

retail development in e-commerce. E-barometer is publishing reports quarterly that are both 

based on a consumer survey and a company survey. Since it is a web survey, results are 

representative of the 93 percent of Sweden’s population that has access to Internet. 

Description and measurements in the reports are consisting of how e-commerce in Sweden 

develops, overall and in different industries. The reports were selected for this study is from 

PostNord’s e-barometer in 2010, 2012 and 2014 (Postnord, 2015). 

 

2.5.1.3 Bring 

Brings e-commerce report is analyzing the e-commerce market in Norway, Sweden, 

Denmark and Finland. It identifies general commerce designs and corporate approach to trade 

online. Before each report, about 750 companies are interviewed of which 450 are selling 

goods or services through web. The report consists of four parts. In the first, nobility is given 

a progress report of e-commerce and a description of prospects - Part two deals with 

international e-commerce - Part Three deals with the importance of adapting the stores to the 

different channels and the last part deals with the e-commerce logistics aspects of delivery 

and return. For my study, it was especially important to compare Part 1, with other reports. In 

that way, I could see how the outlook changed each time. I have chosen to limit the reports to 

the reports of 2010, 2012 and 2014 (Bring, 2015). 
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2.5.1.4 DIBS payment services 

When DIBS started in 1998, it was about solving a customer's problem, namely to charge 

online. It turned out that more customers had the same challenge and today the DIBS are 

represented in 20 countries with more than 15,000 customers. 

DIBS launch annual reports of online trading and mobile trading. Swedish e-commerce as it 

is called, is a statistic-filled report that gives a detailed picture of e-commerce development, 

with a particular focus on the mobile commerce (DIBS, 2015). 
 

2.5.1.5 Internetstiftelsen i Sverige 

IIS (Internet Foundation in Sweden) is an independent utility that acts to the positive 

development of the Internet in Sweden. They are responsible for the Internet's Swedish top-

level domain .se, encompassing domain name registration and administration and technical 

operation of the national domain name register. IIS report "Swedes and the Internet" is 

Sweden's biggest individual survey on Internet use. The report is based on IIS own primary 

data collection that explores the Swedes' use of the Internet and shows how information and 

communication technology are used and affects individuals, families and society (IIS, 2015). 

 

2.5.2 Interviews 

2.5.2.1 Dan Nillson 

Founder of E-handel.se , founder of Retevo AB (roligaprylar.se), CO-founder of E-

Commerce Park of Sweden ,Co-founder of Fyndiq AB, Co-Founder of Contentor AB, Co-

founder of Fatstatement.se, CEO whitetree.se, CEO Emeet.se 

 

Dan Nilsson is a person who operates in several different companies. He has in 2011 been 

selected as this year's web entrepreneur. He is the owner of e-handel.se, which is a meeting 

place for online merchants to discuss and share knowledge with each other. He’s has been 

involved in E-commerce since this millennia and have experienced the systematical changes 

and developments until today. I also chose him due to that I have participated in the various 

programs and conferences that he has attended earlier. 
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2.5.2.2 Sara Ali 

Sara Ali, CEO of Evalent and previous COO of Nordic e-commerce. 

Evalent is a company that provides services for online merchants. Evalent emerged when 

Shopitoo, Nordic e-commerce, EcomPartner and Power Company were merged. The 

company has over 1,300 customers and 29 employees. 

 

2.5.2.3 Per Åke 

Head of Economy for Margaretha.se, Ashild.se, Lineahemma.se and Knittingroom.se 

Per Åke has worked in Atelje Margaretha for 12 years, now available in Sweden, Denmark, 

Norway, Finland, Iceland, Germany and Austria. Moreover, he is also active in 3 other e- 

commerce companies. The companies he works in are selling textiles, clothing and home 

furnishings. Atelje Margaretha also has two physical stores in Sweden.  

Margaretha is a famous brand among older women, which Per-Åke claims is the costumer 

group, which they target. That which makes Margaretha unique is that they have via e-

commerce tried to create new brands although their physical stores only consist of the brand 

Margaretha. They operate within the textile and furnishing branches, which in turn has a 

strong growth within e-commerce. 

 

2.5.2.4 Jacob Bergström 

CEO and founder of penstore.se 

Jacob is founder and CEO of Penstore.se . The uniqueness of Bergstrom is that he, unlike 

many other entrepreneurs opened a physical store following the success of penstore.se. 

Today, Jacob sales both through net and physical store. Penstore.se sells office supplies to 

dealers and individuals. Jacob is a unique e-merchant who has opened a physical company 

after a good turnover, which was accumulated via e-commerce. Penstore.se has only existed 

for five years and today has a turnover of ten million crowns, in which the majority of the 

turnover is due to e-commerce. 

2.5.2.5 Ahmed Alsmadi 

CEO - Datoteket.se 

Ahmed Alsmadi is the founder and CEO of Datoteket and operating in the electronic 

industry. Today, the company has three physical stores and unlike its competitors, the 

company uses in addition to their website, also sales channels such as blocket.se and 

Facebook.se. They are in an industry that is most competitive because of identical products. 
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As entrepreneurs, it was interesting to receive information on how Datoteket.se could 

survive. 
 
 

2.6 Ethical principles 
There are certain ethical principles that should be taken into account when doing a research. 

This applies above all to the individuals included in the study, which should not be subjected 

to mental or physical harm, abuse or humiliation. This is concretized in four main demands 

on the research, which is called the information requirement, the consent requirement, the 

confidentiality and use requirement (Vetenskapsrådet, 2002). The information requirement 

means that the study participants should be informed about the purpose of the investigation 

and the conditions in which they participate. This requirement also stipulates that all 

participation is voluntary and that participants have the right to withdraw their participation. 

The consent requirement means that the researcher must receive participants' consent for 

participation in the study. It also means that the participants will have the opportunity to 

decide whether, how long and under what conditions they should participate in the study and 

to students who wish to cancel their participation is not subjected to undue pressure 

(Vetenskapsrådet, 2002). The confidentiality means that only researchers have access to 

information about the individuals included in the study and that the individual is made 

anonymous during the reporting of study for individuals who wishes not to be identified by 

outsiders. The last requirement, utilization requirement, ultimately means that data collected 

for research purposes shall not be used for commercial or non-scientific purposes, and that 

the information not be used for decisions or measures that directly affects the individual, 

unless consent for this are (i.e. involuntary commitment, health, etc.). (Vetenskapsrådet, 

2002) 

 

The information requirement has been taken into account via informing all respondents 

before the interviews with a cover letter. This cover letter consists of a presentation of the 

study's purpose and method. In the cover letter that all the respondents took part of, they were 

assured that their participation was voluntary and that they had the freedom to withdraw their 

participation in the study. The interviewees were also briefed on the interview about the 

possibility to withdraw from their participation. In a similar manner as above, the consent 

requirement also taken into account. The confidentiality requirement has been taken into 

account by not mentioning interviewee’s name, and the recordings of the interviews were 
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deleted shortly after transcription. All respondents were asked if they wished to be 

anonymous, but they all gave approval to be public in this study. The utilization requirement 

has been taken into account because the interviewees were informed in cover letter that the 

data collected would be used only for the purpose of the study. Further, they became 

acquainted with the recording made at the interview were deleted after transcribing 

implemented. 

2.7 Source criticism 
 
The study has dealt with several important studies both as an introduction to the study but 

also by previous research in the area. E-commerce is a new way to trade; therefore, the range 

of researches in the area is limited. It is also the reason that many of the references in the 

study are from the 90's and beginning of the millennium.  
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3. Theory 
 
The theory chapter describes the theories and researches that will be applied in the study. 

The reader shall get an understanding of e-commerce as a system for enterprises and become 

informed about previous research that has been done regarding the competition and 

distribution aspect. 

 

My theory chapter consists of Technology acceptance theory (TAM) which gives 

understanding of various adoption and post-adoption insights to the systematical part of the e-

commerce. Focus was in post adoption behavior rather than just initial adoption of cyber-

infrastructure. Therefore, I developed a theoretical framework that explains and predicts 

continued use of e-commerce. TAM will supply the study of how to implement a system, 

why and how it is perceived to have such a system. Because the area is so large, I selected 

two important elements, namely distribution and competition. I finish my theoretical chapter 

with previous research of these areas, what has worked? What does not? Is competition now 

systematic, or ruled by the market? What do companies compete for, and how? These are 

questions that are discussed in the researches that I have chosen. In the distribution, I am 

focusing on what has changed, what has worked, what doesn’t? How is the relation with the 

third part companies? These are all questions that have been discussed in researches I have 

chosen for my theoretical chapter. 

 

3.1. Technology acceptance theory 
Predicting the adoption and use of information technology has been a key interest since the 

early days of information systems research. The main goal of the technology acceptance 

theory is, to explore the factors that influence the adoption and diffusion of new technologies 

throughout a social system (Davis et. al, 1989). Over the years, several independent theories 

for the acceptance as well as adoption of information technology have been developed. One 

of the best-established models of IT adoption and use is the Technology Acceptance Model 

(TAM) developed by Davis. TAM is a further adaptation of the Theory of Reasoned Action 

(TRA). But while the Theory of Reasoned Action is a general theory of human behavior, 

TAM was specifically designed to model user acceptance in information systems (Davis, 

1989). Similar to most technology acceptance theories, it is assumed, that users could choose 
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to employ a specific technology based on individual cost-benefit considerations (Davis et. al, 

1989; Straub, 2009). 

 

The Technology Acceptance Model presupposes, that two particular constructs determine the 

user’s acceptance of a technology: perceived ease-of-use (PEOU) and perceived usefulness 

(PU). According to the original definitions of Davis (1989) PEOU refers to “the degree, to 

which the [...] user expects the target system to be free of effort” (Davis, 1989 p. 985), while 

PU describes the individual’s “subjective probability, that using specific application system, 

will increase his or her job performance within an organizational context”. In table 1 are the 

differences between these two stages represented; 

 
Table 1 - Understanding TAM (Comparision PU & PEOU) 

Perceived usefulness Perceived ease of use 

-Work more quickly 
-Job performance 
-Increased productivity 
-Effectiveness 
-Makes job easier 
-Useful 

-Easy to learn 
-Clear and understandable 
-Easy to become skillful 
-Easy to use 
-Controllable 
-Easy to remember 

Source : (D'agustino, 2010 p. 65) 

 
 
On figure 1 illustrates the 

outcome of experienced PU 

in ten different stages. At this 

stage, Davis (1989) expressed 

how people who use email 

experiencing its impact and 

outcomes. 

 
In Figure 2 shows us that 

Technology Acceptance model Davis et. al (1989) is concluding that the users decision to use 

a particular system occurs in four steps. According to them are external variables indirectly 

influenced by the technical application through its impact on perceived usefulness and 

 
Source : Davis et al, 1989 p. 326 

Figure1 - 10 item scale for perceived usefulness 
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perceived ease of use. External variable in this dimension could be user abilities or situational 

constraints. These two factors control the user’s approach to technology, which in return 

influences the intention to use technology.  

 

 As shown in the 

figure 2, there is also a 

direct impact of perceived 

usefulness on the users 

behavioral intention to use 

the technology. This is due 

to the fact, that even if 

individuals have a negative 

attitude towards a specific 

technology, this could be 

outweighed by a positive 

belief about the system’s 

usefulness, which should 

finally lead to a positive 

usage intention (Straub, 2009).   

 

3.2 Researches in the field 

3.2.1 Distribution 
In recent decades, industries and businesses have adopted increasingly complex and new 

channel strategies in response to the purchasing behavior of consumers, the two major 

changes that have affected purchasing behavior according Kevin Webb (2001) is the 

globalization of markets and the advent of the Internet. In his research he refers this argument 

to Fraziers (1999) work. These he says has led to an increase in B2B markets, which is part of 

the Internet-based commerce, an example he mentions in the research, are the suppliers. An 

increase in B2B marketing through Internet has also spawned internal conflicts. This is due to 

the distribution of e-commerce will be the main business strategy, he says. He also 

emphasizes that this conflict can move the creativity, innovation and competition at higher 

levels. It is therefore important that Internet channels, such as e-commerce has a well-

Source :Straub, 2009 p.640 

Figure 2 – Four stages of Technology acceptance model 
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developed distribution, in other words, the physical delivery of tangible fixed assets. 

Enterprises need to work with other companies, in this case vendors to fill the most important 

feature of e-commerce. He also claims that many manufacturers start work with the 

distribution right from the beginning to get the process of e-commerce work excellent. He 

concludes that companies that choose different channels of distribution, special delivery, in 

this case the winners. A good example given in the research which is referred to Abors(2000) 

work is Germany's largest online bookseller Libri, who can offer delivery until the door and 

even to the nearest physical store. By Involving different channels in the buying process you 

can as an enterprise build confidence, new collaborations between enterprises and avoid 

undesirable channel conflict. Channel management or B2B markets will become increasingly 

important with e-commerce. For companies that want to be winners at the track, you need 

good B2B contracts and sales channel from the customer has visited the site, until he has 

received the goods in hand. (Webb, 2001) 

 

Gllaughers research (2002) also brought the importance of distribution but he had also other 

points of view and provides these with real examples. Distribution channels have always 

existed in the economic world and strengthened even more during industrialization. The old 

methods are still useful and important, but the effectiveness of e-commerce means that more 

companies integrate the distribution channels, in order to reduce the traditional distribution 

channels or to reach several customers. E-commerce helps companies to reorganize their 

distribution channels but depending on what industry the business is in, the result may vary. 

What he finds as the uniqueness of the distribution of web-based e-commerce is that 

companies can bypass retailers to reach end customers directly. E-commerce is a new 

systematic tool that shortened the traditional distribution channel, which then forces some 

wholesalers or retailers out of business. One example he gives is Dell, which has been given a 

greater opportunity to do business with global clients directly. The invention leads to 

companies trying to restructure the distribution channel by utilizing both traditional and 

virtual channels, which gives the customer the ability to both buy in stores and online. 

Companies can now also reach more markets without new distribution channels, such as 

foreign markets. This has mostly affected the intangible products such as software, software 

that can be directly obtained in no time. But no matter which channel you choose, there is 

channel conflict that should not be ignored by companies. By bringing together 

geographically dispersed buyers and sellers together in a common market or the platform of 

today, providing online sales consisting of either liquidation or market efficiency. In addition, 
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prolonging the channels with a third-party e-commerce retailer or intermediary (CEI) to 

address efficiency in terms of customer satisfaction, marketing, etc. The channels may also be 

reduced or managed by the business. Haier for example, declined their physical stores when 

they showed a success rate of online sales, the remaining physical bays using the then 

managing returns, relationships, maintenance etc. In summary, intermediaries are 

increasingly important commercially to create a sustainable value to end customers. The 

interaction between professionals, product characteristics and market power does affect the 

value that ultimately determines the direction of an industrial structure. 

 

Mokhtarian (2004), and Visser and Lanzendorf (2004) reveals that one important factor today 

is that there is very little research on the relationship between distribution and B2C e-

commerce, and it is necessary to further research into this area. According to Visser and 

Lanzendorf (2004), marketing, ordering, delivery and after-sales support are important 

aspects when working with B2C e-commerce. Customer service e-commerce offer causes an 

increase in home deliveries, return deliveries, delivery frequency and a demand for shorter 

delivery time. This implies the need to design new a distribution system and a change in 

freight transport (Visser and Lanzendorf, 2004). In addition to an increased frequency mean 

Mokhtarian (2004), the destination of delivery has an impact on the transport system. Since 

supplies are scattered in different places, it is important that the stock is placed in the right 

place. Both Visser and Lanzendorf (2004) and Mokhtarian (2004) believe that B2C e-

commerce will lead to more impulsive purchases and longer deliveries.  
 
Some companies running e-commerce has difficulties to met the requirements of the B2C 

customers and it is common that companies choose to outsource the delivery to consumers 

through third party logistics, or even so-called "logistic service providers" (LSP) (Visser and 

Lanzendorf, 2004). The introduction of B2C e-commerce has had a major impact 

downstream in the supply chain when the intermediary reduction in the chain occurs and the 

retailer is no longer the only one who has contact with customers (Xing et al., 2011). Because 

home deliveries is the only chance some companies have to affect consumers' views on the 

company and its quality of service via face to face interactions, it is important that the 

physical distribution satisfies customer requirements (Xing et al., 2010). This means that it is 

important to have a good quality of service in the physical distribution in order to create 

competitive advantages (Xing et al., 2011). As it is usually the LSP's handling the 
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consignment directly to consumers, it is important to have a good cooperation and agreement 

with them, and then it can lead to better service quality in the physical distribution (Ibid). 
 
Information related delivery service means that it is important for the business to get 

information early about customer demand to create better anticipation and thus offer better 

delivery (Oskarsson et al., (2011). Thanks to technological developments, there is greater 

opportunity to share information more easily from customer to business and business to 

customer (Ibid.) When supplies are important flexibility to meet different customers' needs 

and be able to offer delivery that is customized (Oskarsson et al., 2011). Oskarsson et al. 

(2011) explains that all delivery service elements affect different places in the supply chain: 

• Inventory Availability - measures the performance of a vendor.  

• Lead - measures the time between supplier and customer.  

• Delivery Security / Delivery Reliability - is the measure of what is delivered to the 

customer.  

• Flexibility / customization and information - taking into account qualitative and soft 

aspects. As previously mentioned, Xing et al., (2010) put emphasis on the importance 

of having good quality service in the physical distribution for creating competitive 

advantages of the business. Oskarsson et al. (2011) also believes that it is important 

that the delivery service meets customer expectations. 
 

3.2.2 Competition 
In Schifflings et. Al (2015) research “Local Shops vs. Online Retailers: Competition or 

Synergy?” Schiffling. al (2015) describes how retailers in remote rural areas are facing 

competition from online retailers that offer better product availability and variation. The 

article explores how small shops in the Scottish small islands face competition from online 

purchases and highlights strategies for economic sustainability stores. There are a total of 

eight semi-structured interviews, of which 7 are made with storeowners and one with the 

council for the areas of Orkney, Argyll, Bute and Highland. The interviewed shop owners 

argue that competition has brought both advantages and disadvantages. They feel that the 

consumer and the local population does not put pressure to open up a website but if you as a 

retailer want to reach more customers, then e-commerce is a must. Many small business 

owners are starting to open websites in order to reach out to more consumers, this does not 

affect the local competition so much right now but it definitely affects the national 

competition. However, we eventually see that there are more people who choose to make a 



 
 

25 

purchase outside of the islands through the online shop, which partially affect our sales. The 

study shows that e-commerce offers business opportunities to local retailers to expand and 

develop in the future. Digital commerce and skills can be crucial for survival as rural 

businesses face increased competition. (Schiffling  et. al, 2015) 

 

Fox et al, (2009) starts their research “Retail competition” with a comparison; Forty years 

ago, a consumer who wanted to buy prescription medicine in the US or many other western 

countries would have visited a local independent drugstore. Today a US customer can fill 

prescriptions at any number of drugstore chains, supermarkets, mass merchandisers or 

supercenters in town, not to mention mail order provides and online harmonies. Fox et al 

(2009) examines this change in retail format as called that we are moving to a whole different 

way of retailing. This change will also set up for new key factors that will highly be affected 

by this change. (1) Prices of items will vary from week to week (2) there will be higher 

variety (3) Store location, how it affects the cost of shopping to consumers. Authors claim 

that the traditional formats of buying will decline, and we will be facing a new way of 

commercing. This format change will both have advantages but also disadvantages. The 

authors mention that e-commerce will be a part of our daily life. Technology, which is the 

main reason behind this change, will not only affect customers, but also businesses both 

through e-commerce and also internal development. Furthermore, businesses will face new 

barriers that are totally different from traditional stores. There will no longer only be a 

requirement of new clothes in a clothing store, you have an online store, you might ensure 

customers with a customer service, developed payment systems, delivery methods etc., and 

what happens if the website crashes? In short, companies will encounter a difficult period of 

development; the obvious winners are the consumers and intermediaries. (Fox et al, 2009) 

 

The article ”Factors driving consumer intention to shop online: an empirical investigation” 

examines the intentions of consumers to shop online. The author choses three variables that 

intend customer to make an online shop. The first is convenience characteristic of shopping 

channel, the second is product type characteristics and the third is perceived price of the 

product. According to the author, one of the major motives behind online shop is promise of 

greater savings. 85 percent of all consumers look for the price information before they decide 

to shop online. Prices for products in online shop websites are clearly lower. This can be 

explained by different variables, for example lower cost, higher amount of products etc. The 

author also points out that the biggest difference between online and offline shopping can be 
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explained by price information. Online consumers can with few clicks compare prices. The 

result also shows that even if e-commerce has brought lower pricing for the consumer, in the 

sense of that there are more retailers online to compare it is not the only choice of shopping 

channels. Often there is a need, and price is a level that occurs in the end of a buying 

decision. (Kuan pin & Dholakia, 2003) 
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4. Result 
This chapter is presenting the material processed for the study. The format is as questions, 

i.e. first on the development of e-commerce and then about business. The reader should 

gather an understanding of the main drivers behind the development of e-commerce in 

Sweden and how companies are affected by this development. 

4.1 The growth of e-commerce 
The concept of e-commerce has no real definition, but in the consumer case, it is basically 

what occurs when someone buys or sells a product from an online shop. Currently are books 

and electronic products most sold items in e-commerce (IIS 2009). E-commerce between 

businesses and consumers is growing, almost exponentially, or at least stronger than the 

physical trade. But it started also from a lower level, in the mid-1990s it did not even exist 

(IIS 2009). 

Today it is neither rare nor any particularly remarkable or complicated phenomenon. It was 

different in the beginning, i.e. at the end of the 1990s. It was really something strange for 

companies and also quite difficult to sell - even the simplest goods over the net. E-commerce 

was a new channel for both stores and consumers, and nobody really knew how to behave. 

There were also technical obstacles that hampered. Just before the turn of the millennium it 

was discussed about whether it would be possible to introduce a ban on for e-commerce in 

Sweden. The reason for this was the fear of fraud. It was feared that customer credit card 

numbers could fall into the wrong hands in connection with transactions over the net (IIS 

2010). 

 

But the hopes of the new way of doing business were high (IIS, 2009). E-commerce to 

consumers began in early second half of the 1990s, when the large US company Amazon 

launched its e-commerce site. Between 1995 and 1997 entrepreneurs invested a lot in e-

commerce, inventory was purchased and the Internet became more widespread. (HUI, 2013) 

Generally, e-commerce was able to promote competition and thereby create lower prices for 

consumers, while for businesses, it would create significantly larger markets and provide 

opportunities for increased volumes and improved profitability (IIS, 2009). There were also 

unsuccessful firms in this period and one of these was boo.com. Boo.com was a European 

company founded in 1998 by the Swedish entrepreneurs Ernst Malmsten, Kajsa Leander and 

Patrik Hedelin. These entrepreneurs had previously also founded bokus.com, which at that 

time was the world's third largest bookstore. The goal of boo.com was to become the world's 
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biggest sports e-commerce. On 18 May 2000, when the funds could no longer be increased 

and marketing, technology and working wages could not be paid, the company went 

bankrupt. The company left 2.5 billion SEK in debt and 19 million SEK in assets.  

 

Then came the IT crash in 2000-2001 and many IT companies went bankrupt. After the crisis 

of the early 2000s, e-commerce was rebuilt and had since the mid-2000s a strong growth. 

(HUI, 2013) In early 2000, it accounted for only 1.1 percent of total retail sales. A year later 

it had risen to 1.6 percent. Profitability was also not very high or widespread. In 1999, one of 

five online stores was profitable. But in the following years it turned out that half of the stores 

were profitable. They quickly became successful in e-commerce - and which today is one of 

the strongest players - were companies that had previously been engaged in mail order sales. 

(III, 2009) E-commerce currently accounts for about 5 percent of total retail sales in Sweden. 

Within durable goods, the proportion is up to 9 percent of the physical trade (HUI, 2013). 

 

E-commerce is in its simplest form not anything other than mail order. Instead of a printed 

catalogue, the products are displayed online, and instead of sending a reply coupon or phone, 

you make your order with a few mouse clicks (IIS, 2009).  Dan Nilsson, who is one of the 

famous entrepreneurs in e-commerce, sees e-commerce as an updated and modern version of 

mail orders: 

 

“Firstly, we got free sales thanks to mail order indemnified by e-commerce. There is 

practically nobody interested in mail order anymore except the only target groups, it is the 

smoothness of e-commerce.”(Dan Nilsson, 1) 

 

The most successful industries so far are clothes, electronics and bookstore. Clothing industry 

online is a trace of the old mail order industry. The products are now presented online instead 

of in a catalog (HUI, 2013). The electronics industry has enjoyed success thanks to the 

network's ability to lower prices. Bookstore online can combine an enormous range with low 

prices and thus has almost punctured the traditional retail trade. Nowadays, also players from 

other industries, as sports trade and home furnishings trade are growing rapidly (HUI, 2013). 
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Chart 1 - Total turnover in e-commerce  between 2003-2014 

 
Source : Statistiska centralbyrån (SCB) 

 

Figure 3 shows the development of e-commerce that has been in sales since 2003. According 

to statistics from SCB, e-commerce has increased each year since the IT crash. The highest 

increase in percentage has been between the years 2005-2006 but overall there has been a 

steady increase every year. The intense growth can explain that in 2003, the industry turnover 

was 4.9 billion, 11 years later, in 2014, this figure was 42.9 billion. As a percentage, this 

increase is about 850%. 

 
Table 2 - Turnover in e-commerce and retail by industry 2012 

Branch	  	   E-‐commerce	  2012	  
(Billion	  SEK)	  

Total	  retail	  
trade	  
(Billion	  
SEK)	  

Share	  of	  
total	  retail	  

Food	   2,5	   289,1	   1%	  
Home	  electronics	   7,6	   43,3	   18%	  
Clothes	  /	  Shoes	   6,7	   61,1	   11%	  
Books	   2	   4,9	   41%	  
Sport	   0,8	   22	   4%	  
Home	  furniture	   1	   41	   2%	  
Building	  materials	   0,7	   32,8	   2%	  
Pharmacy	   0,1	   38,4	   0%	  
Toys	   0,2	   3,5	   6%	  
Other	  durables	   12,6	   98,5	   13%	  
Durable	  goods	   31,6	   345,5	   9%	  
Total	  Retail	  trade	   34,1	   634,6	   5%	  
Source	  :	  E-‐barometer,	  HUI	  research	  and	  SCB	  
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However, the sectors of e-commerce have not had the same growth and this can easily be 

explained by sales of e-commerce by industry as Table 1 shows. This table is also comparing 

turnover with retail trade to further realize how much e-commerce has affected the retail 

trade. As indicated it can be concluded that e-commerce has the greatest turnover in books, 

clothing/footwear, consumer electronics and food retail. In the books, it represents 41% of 

sales, corresponding to SEK 2.0 billion. Although the proportion of clothing/shoes represents 

11 percent of total turnover in the retail trade, turnover is three times larger than books. 

Consumer electronics is representing biggest share of total e-commerce by 7.6 billion. 

 

 

E-commerce is still in its infancy, but the progress is good and is driven primarily by three 

factors: 

1. A growing maturity of the consumers. Consumers are using Internet much more 

today compared with 10 years ago and this trend continues to rise. With E-commerce, 

they experience the convenience, availability and prices as positive. Jacob Bergstrom, 

CEO of penstore.se and owner of the physical store penstore also confirms this; 

 

"It's probably a combination of accessibility, supply and price range that lies behind 

the growth." (Jacob bergstrom, 1) 

 

2. An increased maturation of merchants. Retailers have understood the need to 

deliver on time, keep your promises etc. E-commerce has also learned more about 

everything - from the homepage presentation and design to how to deal with the 

underlying logistics and purchasing -Which improved the business. 

3. A technical maturity. Technological developments have created new opportunities 

for e commerce through mobile phones, computers, social media and business. The 

development of future results cannot be predicted in detail, but we know that it will be 

intensified (HUI, 2013). Sara Ali, CEO of E-valent that offers technological to 

businesses argues that technology is the main driving force behind the development 

4.  

 

".. It is human behavior and technical progress that are driving this development in e-

commerce" Sara Ali, 2 ) 
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Even Dan Nilsson claims that internet is one of the biggest reason for this development in e-

commerce:” Since the internet, that almost everyone uses the internet and many used the 

internet ten years ago too but not in the same way as they do today, now mobile phone is 

generally something you sit with all the time which is good for e-commerce". (Dan Nilsson, 

3) 

 

All respondents from interviews claim that the logistics have not had the same trend as e-

commerce. According to Per-Åke, who is engaged in four e-commerce businesses, e-

commerce sets greater demands on businesses and one of them is delivery:  

 

"...Customers want to be able to follow its delivery, get faster delivery." (Dan nilsson, 4) 

 

Dan Nilsson says it is easy to order something home, but to return the item is a major 

problem; 

 
"It's really easy to order anything from the web and get home, even if you have to go to the 

ICA and pick but that is not the whole world but then if you return them so you countered by 

much difficulty" (Dan Nilsson, 5) 

 

 

4.2 The impact of E-commerce in businesses 

4.2.1 Computer efficiency 
 

The respondents did not consider a computerized system as a problem to in the beginning. 

However, many new technical demands have risen in connection with this development. The 

customer has put new requirements that enhanced service and the quality of the buying 

process, which has led to regular updating to provide an easier shopping experience. Sara Ali 

from the Evalent believes that technology and services are important parts of e-commerce for 

small business owners. Their solution is to offer a complete page that contains from products, 

customer service and payment solutions. She indicates that price competition was hottest at 

the beginning but now this has been stabilized, what is more important is the experience of 

such systems, the use of the system, quality and service. Businesses should offer the 
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customers a professional environment to work within. Sara Ali offers its customers a system 

that contains everything for the companies. Per Åke stated during the interview that they are 

using an outdated system that does not meet consumer demands, therefore, he believes that 

it's not a solution to keep such a system. In order to change this, they decided to bring a new 

system that both facilitates for them and creates new environment for consumers. Ahmed 

Alsmadi said that the utilization of the system is important and that it does not matter, which 

design, purchasing process and product information you offer; 

 

"You have to know how to use the system, you have to be knowledgeable before taking you 

into the track. This compares to a store, it is not enough that you have the key to the door, it's 

inside of the store you shall process " (Ahmed alsmadi, 1) 

 

Ahmed Alsmadi also claims that consumers are beginning to demand increasingly more and 

this is the main reason why they cannot survive in e-commerce. This due mostly on the 

development of technology, he says, and continues: 

 

"Telephone, live chat, email - these are the means of communication you should have in place 

to first and foremost be able to give the customer confidence, they require more technical 

skills, more time, and maybe something new in a few years, instead I can stand behind the 

counter in my shop " (Ahmed Alsmadi, 2) 

 

4.2.2 Perceived Ease of use  
The businesses feel that it is not only about being pleased to have the system; you need to 

create traffic to the website which can then give you results. The system is easy once it 

works. For entrepreneurs, e-commerce is a way to get into the business world. All 

interviewed respondents agree that e-commerce has more advantages than disadvantages. The 

system is easy to use, much is automatic and there is not much you need to check, unlike a 

physical store. Jacob Bergström from penstore means it is much easier to control goods, 

inventory, and sales in a system than in a physical store. Sara Ali claims they have created 

systems for companies that are simple and understandable, that it is easy for companies to 

learn the system and it's probably one of the reasons why businesses are choosing the 

electronic channel. 10 years ago, this was a battle of the trusts but today it's more about 

"must”. They have created portal for companies who only follow the statistics and they take 
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care of everything else. Dan Nilsson says that many companies have succeeded in e-

commerce due to their skills in e-business. 

 

"It's really easy to assimilate such a system, you can get external help and then you're inside. 

" (Dan Nilsson, 6)  

 

Ahmed alsmadi agree that you get better control of the business using e-commerce. "I could 

see everything from how many people visited the page and how many people clicked on the 

product which is impossible to control in a store" (Ahmed Alsmadi, 3) 

 

4.2.3 Perceived usefulness 
At this stage the respondents generally agreed that the system increases the productivity of 

the business, makes the daily work easier and is useful if it is used properly, the only 

exception is the respondent Ahmed alsmadi. Sara Ali says that it is an effective way to do 

business, and it helps a lot of work for companies. Much is collected in a system that you 

don’t have to process. Dan Nilsson says along with Jacob Bergstrom that customer registers 

is something that has disappeared with these systems. Earlier they wrote down customers in 

books, today you have everything stored in one system. Jacob Bergström says that customer 

demand can be understood more easily, which makes it easier for those when it comes to 

certain decisions; 

 

"I can understand what products and colors, my clients are most interested in, I do not even 

ask the question" (Jacob Bergstrom, 2)  

 

Ahmed Alsmadi agrees on that you get more data available via the electronic platform but 

that it is not useful in certain industries. In the electronic industry, he believes that much is 

identical that stops you from offering better product or service, therefore only difference is 

the price. Per Åke shares this thought: 

 

"We have non-identical products, which makes us focus a lot on the products but electronic 

industry has not much to focus on other than price." 
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Below I have compiled a few sentences that respondents have used. These illustrate the 

usefulness of e-commerce for enterprises; 

 

E-commerce makes it easier for me to follow my company 

E-commerce requires no labor (Ahmed Alsmadi) 

E-commerce has enabled me to better understand the customer 

Without e-commerce, I had not been able to open physical store (Jacob Bergstrom) 

E-commerce gives you everything you need in a physical store and then some (Dan Nilsson) 

With e-commerce I can do international business (Per Ake) 

 

4.2.4 Competition in e-commerce 
 

Mikael Sandström from HUI (Swedish Institute of retail) research has examined the prices of 

products in the beginning of the first wave of e-commerce at the turn of the millennium. His 

study covers four industries in Sweden: books, compact discs, food and computer games. 

What he comes up with is quite interesting and is actually similar to today's studies of the 

prices on the Internet. He claims that it is not possible to determine whether prices have 

increased or decreased by e-commerce. It depends on the type of product or service to be 

purchased. Computer games are cheaper to buy on the Internet but shipping costs may affect 

prices, one can say that the prices of, for example, CDs are low, if the delivery costs are low. 

(HUI, 1999) Food and books are more expensive to buy on the Internet if you include the cost 

of delivery of purchase. Therefore, one can say that price competition can be measured from 

product and service but not the e-commerce itself. This may have their reasons, but one 

important reason may be the company's distribution channels. The total cost for the company 

to supply the goods to the customer may be crucial for the pricing and the final price to the 

consumer (HUI, 1999). It can also be a business strategy that determines the price, an 

example is the food. The main reason to buy food on the Internet does not need to be the 

price; it could be the saving of the time. If the prices of goods and services have changed with 

e-commerce, this is because customers have had the opportunity to compare prices online. 

This gives the consumer the ability to compare different shops, saving time and money. It is 

then not e-commerce that has affected prices; it is actually competition, which has led to price 

change. Geographical accessibility is also of importance, which is another reason for price 
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change. E-commerce has increased the supply of goods and services, as supply increases and 

demand will be the same, prices reduces (HUI, 1999). 

 

In DIBS latest report the prices are evaluated from a different angle, namely the consumer 

side. It is interesting that the report neither verifies that prices have become lower or higher. 

However, the report concludes that consumers feel that the prices are lower. One of the main 

reasons for the purchase takes place on the Internet is at the prices is lower. The survey done 

by DIBS showed that 58% of respondents made a purchase on the Internet because of the 

price (DIBS, 2014). Sara Ali defies the results of the survey by saying  

 

” It is not about to have cheaper products online and it's not about price pressure and 

competition doesn’t take place by price, but how do I create a personal environment into an 

online shop that reflects the physical environment.” (Sara Ali, 1) 

 

In a recent report from the HUI Research written by Arnberg Jonas et. al shows that one 

reason why it may be important to engage in e-commerce is that many consumers are price 

conscious and that the Internet is increasingly used to compare rates between different e-

stores. (HUI, 2006) This is actually verifying the first report from HUI in the end of 1999. 

The results of these reports are almost the same, prices is not actually lower but the consumer 

may either itself surf around between different stores or use of a so-called price agent such as 

price runner. Discount trend in trade is significant. This is explained by the network 

transparency where consumers can see all the actors pricing and easily compare prices before 

buying. (HUI, 2013) With a large number of stores to choose from, the consumer has the 

opportunity to find a price as possible for the goods he / she is seeking. This simplicity and 

transpiration is driving prices down for the customer. This is also pushing profitability and 

before deciding try to grow by selling at the lowest possible price should e-commerce 

businesses start think if they can squeeze purchasing and distribution costs so much that it is 

possible to achieve profitability even to strong pressure on sales prices. (HUI, 2006) Dan 

Nilssons accepts that the prices have ben lower in some segment, but he also argues that this 

has brought problems: 

 

 ”I think it has in clothes, shoes. There, I think it is quite exposed. Watch nelly, for example, 

they have their own brands that are not a competitor. They also took control of production in 

a different way. They did not buy Levis products and keep track of the margins. Computer 
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industry is also subject to price pressure. Elgiganten had to offer price guarantee.” (Dan 

nilsson, 7) 

 

Bergström, owner of penstore.se is during the interview looking to the question about prices 

from a different angle, namely from physical store. According to Jacob Bergström, the prices 

of physical trading is not affected by e-commerce but physical trade had to work harder to 

meet online shopping. Furthermore, Bergström claims that many physical stores will follow 

the price levels of the net. 

"..But it has opened up for those like us, who run net pricing in physical store. It can 

probably go more in that direction. I do not think prices were affected so much."  (Jacob 

Bergström, 3) 

 

Per-Åke states that price competition in e-commerce continues to grow. This depends mostly 

on whether the consumer has the possibility to compare prices. By contrast, he thinks that 

many companies are trying to reduce the total cost of the product by offering free shipping 

which creates huge economical problems for businesses: 

 

 "It is many companies that offer free shipping, free returns. It is a way to build sales, the 

question is whether they can eventually have this type of service in the future. If you watch 

the numbers of these companies they earn no money. There are few of the companies that are 

going well." (Per-Åke, 1) 

 

Both Jacob and Per-Åke selects the consumer as the winner as a result of this price change. 

Per Åke mean that companies want to make as much money as possible and now when the 

customer has the opportunity to compare, the prices can not be higher than the competitor. 

Jacob also claims that customers are the winners, but he does not think that the companies 

should be considered as losers. 

 

In a new report from HUI Research, the authors have highlighted the future of e-commerce. 

They say that behind the strong growth figures are a variety of circumstances that helped e-

commerce to grow. (HUI, 2010) As mentioned before, three main explanations can be 

discerned. First, businesses have matured. They have understood that delivery times are 

crucial for successful e-commerce. It complements the traditional retail trade by offering 

something that is not there, such as the wide range of products, low prices and convenience. 
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Second, consumers have matured. Internet was for many relatively new in the early 2000s 

and the rationality found in today's e-retailers did not exist then. The general computer habit 

has risen and many have acted on the Internet, a fact that, it has been shown, means that you 

like to shop again. The third factor is that the surrounding factors have improved. For 

example, technology has moved forward, which created faster computers and extensive 

broadband networks, which in turn has increased the consumer's ability to e-shop. Common 

to the companies that succeed with their e-commerce is that they can complement the 

traditional retail trade.(HUI, 2010) this can be done in several different ways, but often with 

the help of price, convenience or choice. A low price is to some extent a must on the Internet. 

The future of e-commerce continues to look bright, so is the competition. The hugely strong 

growth we have seen in many years is associated with a start from low levels and an overall 

shift from mail order business. It is likely that this strong growth is not possible in the long 

run. The industry is still young and more and more businesses and consumers will find 

advantages of the Internet (HUI, 2010). However, the growth is also requiring new 

developments against competitors. Most of them concern product availability but there is 

huge growing demand on the technical advance as well, one of them is mobile e-commerce 

(Bring, 2014). Sara Ali, from E-valent also accepts the future growth of mobile:  

 

”Something that is very hot is mobility and we talk a lot about the so-called mobile shop and 

it is about easy accessibility, the tools I use in everyday life I'll also be able to shop from, and 

in this case the mobility” (Sara Ali, 2). But she also argues that the connection between e-

commerce webpage and physical store will increase: 

 

“.. and with the technology and change the e-commerce also comply with consumer behavior 

but we are very much looking over an interaction also just like the store, the physical store 

and e-commerce. There we have a concept "collectum" where one client can order from 

webpages and retrieves the physical store and more and more of these concepts will be 

further developed over time as a snub to the physical trade with the digital trade.” (Sara Ali, 

3) 
 
Sara is also evaluating the branches within e-commerce. According to her decorating, 

furniture, and food industry is growing rapidly; 
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“.. but we see very much interior decorating industry grow, furniture and furnishings are 

growing industry. Technology industry has been a leader where fact is that there are giants 

that control, elgiganten, Media Markt and other large companies, but I can personaly see a 

growing trend in interior design, but I do not think you can say that this industry is very far 

over, but it goes pretty evenly. A very growing is actually food, or food industry. I think we 

will see a lot, which simplifies life for people". ( Sara Ali, 4) 

 

Furthermore HUI research has been researching each branch in e-commerce to evaluate the 

future growth of the industry. HUI's latest report describing e-commerce emergence in 

different industries "Scenario for e-commerce future growth," describes detailed how the 

future of e-commerce will look like. First, the new generation of consumers will ask for 

ecommerce in a much larger extent than today's consumers. The young generation's digital 

behavior retain, as they grow older. This, together with the digitization progress is likely to 

affect competition in e-commerce to a degree we have not seen. (HUI, 2013) 
 

4.2.5 Distribution 
The distribution can be done in different ways. And between businesses that sell goods to 

other businesses (B2B), between businesses and individuals (B2C) e-commerce and multi-

channel business (B2B / B2C). Respondents are united on that distribution is one of the key 

factors for growth in e-commerce and they constitute major costs. Here it is an advantage to 

have economies of scale, including personnel, transportation, premises & stock but it is the 

service to the end customer who will judge if you have a good distribution network or not. It 

requires modern and rational IT solutions that keep track of stock levels, deliveries, order 

process and return logistics. Dan Nilsson believes that the main area of profitability, logistics 

and warehousing. Distribution is often between 20-30 percent of the costs, and therefore it is 

important that you have started to think of distribution costs. Per-Åke says that shipping is an 

important part of the distribution and it should be a reasonable level for the shipping costs. 

The companies that offer free freight have high costs in order to survive. Distribution costs 

decrease not by getting good discounts says Ahmed alsmadi and continues: 

 

"The discounts will everyone else, it's about buying into smart about any product harbors a 

few grams of a postage limit, it is often best to refrain." (Per-Ake, 2) 

Many start e-commerce mostly because they think it's fun product, and if you earn some 

money BOB is a bonus, as it began, according to Bergström, who continues: 
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"But to remain, all in larger volumes. You must have good agreements for the purchase and 

distribution, the cost savings you make through distribution, you can then use to buy more 

traffic." (Jacob Bergstrom, 4) 

 

From keeping goods in stock to making the goods reach the end customer, respondents argue 

that there is a chain of and this chain should be set up with great care. It is furthermore also 

about the service that is offered to the consumer, i.e. before the framework for (B2C). Sara 

Ali says you must be aware of the accuracy of the value chain, and she believes that a change 

that has come in this chain is collectum. This means that goods can be ordered to store, 

tested, and where returns are also on site if you are not satisfied with the goods. This is also a 

new way to promote a new supply chain that can grow tremendously in the future. 

Furthermore, according to Sara Ali, the traditional delivery will be affected by the new 

solutions that e-commerce has obtained. She gives the example; 

 

".. Video games, for example, that you no longer need to go to the store and buy, you can 

download it on your computer and buy it from the e-retailers anywhere." (Sara Ali, 5) 
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5. Analysis 
This chapter provides an analysis of the collected material supported by theories and 

previous researches. The analysis part begins, just as the results chapter with the growth of 

e-commerce growth in Sweden and ends with competition and distribution aspects. Here are 

data from documents and interviews compared and analyzed with previous research and the 

theory Technology acceptance model (TAM). 

 

E-commerce has had strong growth in Sweden since the millennium and it’s expected to have 

a higher growth in the coming years. E-commerce is actually a technologically developed 

system of prior mail order that has existed before the millennium. Even though much has 

changed, there are remaining parts from mail order in e-commerce such as logistic solutions 

and third party suppliers. In Sweden, e-commerce covered 5 percent of total retail sales in 

2013 but it’s expected to reach higher values in the context of growing digitalized society. By 

comparing the turnover today with the turnover in 2003, there is a growth about 850 percent, 

not even the financial crisis of 2008 has stopped the growth and services that are offered 

within the system, which proofs that there are strong ties between technology, business and 

the consumer. Studies by HUI have shown that this growth cane explained by theree factors; 

1. The consumer has become mature, i.e. consumers use Internet more often and are 

experiencing purchase on the Internet. 

2. Companies have become more mature, i.e. companies have responded to consumer 

demands over the years and act more accordingly which is further explained by TAM, 

3.Technical maturity, this is perhaps the biggest reason for e-commerce success. As the 

technology improves, e-commerce is facing innovative solutions that promote growth of the 

business. Customer solutions and communication technology is about to grow which creates 

another channels between the businesses and consumers. Furthermore, the increases and 

decreases in various sectors are much related to the businesses experience and maturity but 

there are also other reasons. Pharmacy market that had the weakest growth in e-commerce 

was deregulated and privatized in 2009. The privatization had led and is expected to increase 

the development. Schiffling et. al explained that the variation of products is important. He 

also mentioned in his research that skills in digital commerce could be crucial for survival of 

new businesses that opens e-commerce. Even Oskarsson et al concluded that for new 

branches, there are phases in distribution channels, which can bring the business forward. 

These are inventory availability, delivery, flexibility and time. What both together point out is 
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that companies will need skilled practice and more developed technology and strategies. By 

ensuring these less developed businesses with these requirements, there may be a better 

development of e-commerce within this industry that is in the expansion phase. Books are the 

most developed industry in e-commerce, this is due to two reasons; there are more layers on 

the Internet and the consumer has not much need of returns because the feel and squeeze is 

not needed. The electronic branch had also a positive development in e-commerce and this 

can be explained by that the products are identical, the consumer have the ability to buy the 

same item at cheaper price online. This has led to disadvantages for small e-retailers that will 

directly compete on price against the giants. However, it is also surprising that the electronics 

industry has had such great success with identical products. Since most of the competition 

takes place against the price, so it is for small business owners more difficult to survive in 

this industry. Kuan pin & Dholakia concluded that in an industry where price competition is 

major, reasons behind such success might be the costs. In order to offer cheaper prices for the 

same products you should have lower costs, and greater range. The positive aspect of this is 

that it can improve and develops new products, ideas, organizational forms to reduce costs 

and gain market share. Overall, delivery is still composed of the same systems as 10 years 

ago, which can be seen as a less developed function in the e-commerce system. The returns 

are still difficult for the consumer, which can be a main reason in purchasing decision 

process.  

 

The corporate approach over the years is a reason for this development. In the beginning, top 

technical skills were important and a computerized development was required for enterprises 

to understand the context of the system. In the Technology acceptance model, the computer 

efficiency is also explained as technology self-efficiency. Computer efficiency describes the 

general feelings towards the possibility of adopting new technology for users. Within this are 

previous experiences, resources and organizational support key aspects that can push the 

adoption process for the new technology. For companies, this process has not been 

sophisticated because there are completely developed systems that could be purchased with 

all the contents. Today, small enterprises and new actors can buy services such as customer 

service, programming, third part logistics. Companies doesn’t need programming, and the 

focus is more on the relationship between the customer and website. This is the phase that 

enterprises still work on, because such system requires new methods that are more difficult to 

manage. Mainly, the relationship and communication aspect with the customers, and 

moreover return policy and image has been a part of this phase that sets higher standards. 
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Further to the TAMs perceived ease of use is the step where the user innovation is perceived 

as not difficult to understand, learn and operate. It is in this step the user perceive new 

products and services that are better than its substitutes. In this degree, the companies 

perceived innovation as a control mechanism, it has given a new way to control their business 

and their customers. It is important that the technology in this step is seen as relief for the 

user, which has businesses in parts not seen. An example is the traffic on the website as 

opposed to a pedestrian street with people requires a different type of functionality. To use 

the system, however, many did not require much effort, it has been easier to operate a 

business online than in stores. The last step in the TAM explained by perceived usefulness 

that is the level where the new technology is considered to increase the work performance 

and be exculpatory. Productivity is considered to have increased in connection with e-

commerce. It is a system that does not require large resources. At higher sales as labor is not 

influenced in such a system, it ensures users a deeper analysis of the business, demand and 

reach out to a larger customer base. This increases the performance of the business in terms 

of target groups, analysis, and customer data. What later await the businesses in this step is to 

exploit its system in the market, i.e., enter the track. However, this affects the new aspects the 

corporate and its e-business department. The business competes with e-commerce, just like a 

physical company, but the competition in e-commerce is different from the physical store. 

 

The technical standards have put new demands both to businesses and consumers. Consumers 

are followers of this standard, with the latest products, services, etc. For companies, it is not 

as easy as the consumer to follow this trend. It requires higher costs and preparation of each 

step. In the beginning, this competition were about buying process, alternative payment 

options etc. but something that is more needed for enterprises today is new solutions such as 

purchases in smartphones which requires other types of means to perform. In Fox et al 

research they concluded this clearly by arguing that the winner of this technical advance is 

the customers and intermediates. This is because companies always have to fill this new way 

of trading with new solutions. Consumers are for example using smart phones also for 

purchase, this may mean for the companies that they should give the consumer what is 

requested if they are to reach multiple customer groups. Shopping through software’s or 

applications is very common now compared to few years ago. Sara Ali pouched that it is a 

tool that is not in all programming tools and requires a different type of set. The technology 

always requires renewals, so does the customer too but the technology is only a part of the 

competition, there are also another, prices.   
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Chiang describes in his article that the prices are key elements of competition in e-commerce. 

85 percent of consumers looking for price information before they decide to make a purchase. 

The final price is most valuable element for success states HUI, freight costs, administration 

costs may be affecting the final price. Per-Åke's attitude to free cargo was that these 

companies were not profitable. They put themselves in a competition course where they do 

not survive to the end, he said. Although DIBS have measured that 58% percent of 

consumers have made purchases because of price, but this is no longer the main competition 

key, it is the environment in the website and payment solutions, claims Sara Ali. Prices have 

not been lower with e-commerce but the competition is done through comparison services. It 

is easier for a customer to compare prices online than in physical stores. If the customer 

chooses to do it in same way in physical stores, this can take hours, while it takes a few 

seconds online. However, the companies both engaged in e-commerce and physical store uses 

network-based prices for both operations, but the physical stores have not been affected 

much. At this stage, the consumer is the winner that has the opportunity to list all stores and 

then decide to make a purchase with lower prices. Companies need to either adapt to market 

prices or be at lower levels to be profitable. Some giants have also created price guarantees 

that will give the consumer a degree of security due to that the price of the product remains 

the same over time, if it becomes lower, the consumer gets compensation. There is an 

obvious relation between what Schiffling et. al said about local retailers facing competition in 

a different way nowadays because of e-commerce and what our respondents sees as a 

competition. Enterprises are in secret forced to a new platform of retailing, competing in a 

new market and using methods that are difficult to get into without any experiences. The 

traffic has been also a part of the new competitor awareness, which is handled in a new way.  

 

 

E-commerce has led businesses to restructure their distribution in several different ways. 

Visser & Lanzerdorf stated that this might affect changes in supply but also in service and the 

network that may be affected by several other components. In Sweden, our respondents say 

that distribution consists of 20-30% of the costs and requires large IT solutions. However, it 

is the most important factor for success in e-commerce. Distribution can cause the growth of 

the business, the respondents believe and the claim substantiated by Webb also emphasizes 

the importance of having more channels in distribution. The winners are those who choose to 

have multiple options. Sara Ali believes that new solutions in distribution can also be a 
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competitive advantage. She mentions "collectum" which is a new way to deliver the goods. 

Many companies under her started using this system, which gives the client the opportunity 

to test the product in a physical store. She also believes that it may relate to other types of 

distribution solutions such as games and CDs. You do not get to a physical store to get access 

to software or a song she says. This may be associated with Visser and lanzendorfs work, 

which raises question of third party logistics. Third Party Logistics is inevitable in some 

industries and can therefore prevent the business from being able to offer the service that the 

consumer may require. An example is Sweden's furniture industry, where growth has not 

been successful because of distribution and logistics solutions offered today. Dan Nilsson 

stressed the importance of returns that also touched distribution solutions. Visser and 

Lanzersdorf saw the rapidity in logistics as one of the greatest benefits. Dan Nilsson said, 

however, that the returns still have not had the growth that occurred in the distribution and 

that it is difficult for the customer to return an item. 
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6. Conclusion 
E-commerce in Sweden can be described as technologically well-developed system of prior 

mail order. It has enjoyed high growth since the millennium and would compare the turnover 

in 2003 today we see a growth of 850 percent. This can be explained by the maturity of 

consumers and businesses, but the key behind this maturity is the growth in technology. If we 

spread the growth in various industries, there may be large differences between sectors. Some 

industries have higher growth than others the biggest reason is technical solutions, digital 

experiences, economics of scale and the distribution in the industry. E-commerce is now an 

easier way for companies to reach their customers. It is no longer about buying a website, but 

also customer service and logistics can be purchased on the Internet. Moreover, it has resulted 

in a control mechanism for the companies, however, have the negative side was the traffic to 

the website and the high cost in terms of new IT solutions even though operating and 

employee costs are reduced. Competition has from the beginningbeen the price, the customer 

has the opportunity through search engines tocompare prices. The companies follow market 

pricing in order to reach more customers but they also set new solutions such as price 

guarantees. Because the competition is strong in prices, companies have turned the focus to 

the environment in the website, and payment solutions, to attract more consumers. 

Improvements in the quality and range of service that are offered are the new ways of 

competing today. E-commerce has changed the distribution of all the companies that have 

entered the market in which the third party logistics is an important factor in the value chain 

between enterprises and customer. The most successful in distribution are companies with 

economies of scale, and even those that can offer several options. More companies are 

offering new logistic solutions by removing the third-party logistics. 
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Attachment – Questions 
 

-What is your position at the company? 

-How long have you worked at the company? 

-Is it you who started the company? 

-Are you active in other companies? 

-Can you make a brief description of you? Why you started and what services do you offer? 

 

-What are the services / products penstore offers to the customer? 

-Why did you choose an online store and the Internet-based platform. 

-You started then the physical activity one year later after the online store? 

-Why e-commerce? Why did not you open a physical store from the beginning? 

-Who are your customers? Which audiences? 

 

-If we approach the os towards e-commerce. What think has been the biggest driving forces 

behind the growth of e-commerce? 

-What are the advantages and disadvantages of e-commerce? 

-How does e-store compared to the physical store? 

-How do you see the future e-commerce? 

-How will you respond to this growing trend? 

-How will the future of physical stores look like? 

-Is there anything missing e-commerce, something that should be improved? 

-How do you think the e-commerce has affected the availability? 

 

-How do you think the prices of products has changed with e-commerce? 

-Can you see the consumer as winners follow this price change, or is it business? 

-How do you think the competition between these industries have been? How has your 

branshc affected? 

 

-How is the distribution in your company? 

-Is there any way to do it in a different way? How? 

-What’s the difference between distribution in physical store and distribution in e-commerce? 



 
 

50 

 

-How important is security in e-commerce? This storage of personal data, payment data. 

-What payment options do you offer? 

 

-What do you think of e-business affected by the legislation? 

-If we get into the debate about many into debt through e-commerce. How do you see this? 

Do you have customers who have turned to you just because they can not pay? 

-Do you have clear conditions for the customer to understand the entire purchase? 

-It is interesting that you have the E-Commerce platform opened a physical store. What was 

the main reason for this? 

-Do you have something to add? 

 


