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ȱ

Abstract: In this paper, the impact of e-commerce for agro-food and organic food marketing is 
specified in both theoretical and practical aspect. Firstly, based on the international literature, a theo-
retical framework is given for the applications of the Internet as a marketing tool. The second part of 
this work concerns the results of a survey that was conducted in Crete in order to investigate how 
the local agricultural cooperatives and firms use or tend to use the business methodology of e-com-
merce. Cretan consumers and managers reveal their expectations from the new technology. From 
this survey, valuable information about the practical relation of e-commerce and the agro-food mar-
ket of the island comes to light, while the differences with the theory are noticed. 

ȱ

1. Introduction 

Sinceȱtheȱlastȱdecade,ȱtheȱwayȱofȱdoingȱbusinessȱhasȱcertainlyȱchangedȱbecauseȱofȱtheȱrapidȱdeȬ
velopmentȱofȱinformationȱandȱcommunicationȱtechnology.ȱMarketȱexperts,ȱasȱwellȱasȱacademicȱ
researchers,ȱareȱpredictingȱtheȱhugeȱpotentialȱofȱtheȱlatestȱnetworkingȱtechnologiesȱinȱconductȬ
ingȱbusinessȱandȱtheirȱforecastsȱaboutȱtheȱsizeȱofȱonlineȱtradingȱrevenuesȱinȱtheȱnextȱfewȱyearsȱ
varyȱfromȱaȱfewȱhundredȱbillionȱtoȱaȱfewȱtrillion.ȱ

TheȱtermȱeȬcommerceȱgenerallyȱrefersȱtoȱconductingȱbusinessȱelectronically.ȱTheȱtechnologyȱofȱ
eȬcommerceȱ includesȱ aȱvarietyȱ ofȱ systems;ȱ fromȱ fax,ȱ toȱ intranetsȱ �ȱ extranets,ȱ toȱ systemsȱ likeȱ
electronicȱdataȱinterchangeȱ(EDI)ȱandȱelectronicȱfundȱtransferȱ(EFT),ȱtoȱtheȱInternetȱandȱWorldȱ
WideȱWeb.ȱToday,ȱtheȱInternetȱisȱanȱestablishedȱchannelȱforȱmuchȱcheaperȱandȱeasierȱcommerȬ
cialȱtransactions.ȱ ȱItȱ isȱaȱworldwideȱmarketȱwithȱhundredsȱofȱmillionsȱofȱbuyersȱandȱsellers,ȱaȱ
placeȱ forȱ everyȱ kindȱ ofȱ transactionȱ andȱ everyȱ typeȱ ofȱ business,ȱ aȱ powerfulȱ mediumȱ forȱ
marketingȱactivities.ȱ

Broadlyȱdefined,ȱeȬcommerceȱ isȱaȱmodernȱbusinessȱmethodologyȱ thatȱaddressesȱ theȱneedsȱofȱ
organizations,ȱmerchantsȱandȱconsumersȱtoȱcutȱcostsȱwhileȱimprovingȱtheȱqualityȱofȱgoodsȱandȱ
services,ȱ andȱ increasingȱ theȱ speedȱ ofȱ serviceȱdeliveryȱ [25].ȱ Fromȱ thisȱ definitionȱ isȱ clearȱ thatȱ
commerceȱconductedȱthroughȱtheȱInternetȱandȱWorldȱWideȱWebȱprovidesȱspecificȱefficienciesȱ
toȱallȱtheȱparticipants.ȱTheȱbenefitsȱeȬcommerceȱprovidesȱtoȱcompaniesȱgoingȱonlineȱareȱmany,ȱ
withȱ theȱbiggestȱoneȱbeingȱ theȱ reductionȱ inȱ costsȱandȱ timeȱofȱ transactions.ȱToȱbenefitȱ totallyȱ
fromȱ theȱ availableȱ opportunities,ȱ businessesȱ mustȱ adoptȱ andȱ developȱ suitableȱ electronicȱ
strategiesȱofȱdoingȱbusiness,ȱevenȱifȱthisȱoftenȱchangesȱdramaticallyȱtraditionalȱprocesses.ȱTheȱeȬ
businessȱstrategyȱmustȱbeȱproperȱforȱtheȱindustryȱtheȱcompanyȱisȱin,ȱitȱmustȱbeȱinnovatedȱandȱitȱ
mustȱcreateȱvalueȱandȱcompetitiveȱadvantage.ȱ

TheȱrateȱandȱextentȱofȱadoptionȱofȱeȬcommerceȱpracticesȱisȱdifferentȱfromȱindustryȱtoȱindustryȱ
andȱfromȱplaceȱtoȱplace.ȱObviously,ȱ�internetȱway�ȱisȱoneȬwayȱforȱindustriesȱofȱdigitalȱproducts.ȱ
ForȱagroȬfoodȱindustryȱandȱotherȱindustriesȱofȱphysicalȱproducts,ȱtheȱInternetȱcouldȱbeȱatȱleastȱaȱ
significantȱmarketingȱtoolȱwhichȱintegratesȱandȱcompletesȱcommercialȱactivities.ȱWithinȱanȱinȬ
dustryȱtheȱrateȱofȱadoptionȱvariesȱalso.ȱLargeȱfirmsȱusuallyȱuseȱfirstȱtheȱnewȱtechnologyȱandȱacȬ
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quireȱanȱelectronicȱphilosophy,ȱbutȱ thisȱ isȱnotȱanȱobstacleȱ forȱ smallȱandȱmediumȬsizedȱenterȬ
prisesȱ (SMEs)ȱ becauseȱ barriersȱ toȱ entryȱ inȱ theȱ Internetȱ areȱ neglectful.ȱ Finally,ȱ eȬcommerceȱ
expansionȱisȱnotȱtheȱsameȱaroundȱtheȱworld.ȱUSAȱisȱtheȱpioneerȱandȱtheȱleader,ȱEuropeȱhasȱtoȬ
dayȱtheȱbestȱrateȱofȱeȬcommerceȱdevelopment,ȱbutȱcertainlyȱgreatȱdifferencesȱexistȱbetweenȱdeȬ
velopedȱandȱdevelopingȱcountries.ȱ

Inȱthisȱstudy,ȱtheȱimpactȱofȱeȬcommerceȱforȱagroȬfoodȱsector,ȱgivingȱemphasisȱonȱorganicȱfoodȱ
sectionȱ isȱspecifiedȱ inȱbothȱ theoreticalȱandȱpracticalȱaspect.ȱFirstly,ȱbasedȱonȱ theȱ internationalȱ
literature,ȱaȱtheoreticalȱframeworkȱisȱgivenȱforȱtheȱapplicationsȱandȱbenefitsȱofȱtheȱInternetȱasȱaȱ
marketingȱ tool.ȱTheȱ secondȱpartȱofȱ thisȱworkȱ concernsȱ theȱ resultsȱofȱ aȱ surveyȱ thatȱwasȱ conȬ
ductedȱ inȱorderȱ toȱ investigateȱhowȱagriculturalȱ cooperativesȱandȱ firmsȱ inȱ theȱ islandȱofȱCreteȱ
(Greece)ȱuseȱorȱ tendȱ toȱuseȱ theȱbusinessȱmethodologyȱofȱeȬcommerce.ȱCretanȱconsumersȱandȱ
managersȱofȱ localȱagroȬfoodȱorganizationsȱrevealȱ theirȱexpectationsȱ fromȱ theȱnewȱ technology.ȱ
Atȱtheȱlastȱpartȱofȱthisȱwork,ȱsomeȱgeneralȱconclusionsȱandȱimplicationsȱofȱthisȱsurveyȱfollow.ȱ

2. E-commerce of agro-food products 

Inȱ theȱ internationalȱ literature,ȱ thereȱareȱnotȱmanyȱarticlesȱ focusȱonȱ theȱ implicationȱofȱ eȬcomȬ
merceȱforȱagricultureȱandȱfoodȱindustries.ȱTheȱpointȱisȱthatȱinternetȬbasedȱeȬcommerceȱcanȱandȱ
willȱtransformȱtheȱagroȬfoodȱsector,ȱbutȱhowȱthisȱwillȱhappenȱisȱstillȱquestionableȱ[22].ȱTheȱfoodȱ
supplyȱchainȱisȱbigȱenoughȱandȱisȱseparatedȱinȱseveralȱbusinessȱsectorsȱsuchȱasȱfarmȱinputȱsupȬ
pliersȱbusinesses,ȱproducers,ȱfirstȱlineȱprocessorsȱ(referredȱtoȱasȱtheȱagribusinessȱsector),ȱmanuȬ
facturersȱandȱfinallyȱwholesalersȱandȱretailers.ȱEveryȱsegmentȱofȱtheȱfoodȱsupplyȱchainȱwillȱbeȱ
affectedȱ byȱ theȱ improvedȱ accessȱ toȱ informationȱ andȱ toȱmarkets,ȱ theȱ improvedȱ logistics,ȱ theȱ
internetȬbasedȱpurchasesȱandȱsales,ȱetc.,ȱthroughȱeȬcommerce.ȱTheȱgainsȱfromȱeȬcommerceȱdeȬ
pendȱonȱ theȱabilityȱeveryȱsectorȱhasȱ toȱadoptȱnewȱ technologyȱsuitedȱ toȱ itsȱspecificȱroleȱ inȱ theȱ
foodȱsupplyȱchain,ȱandȱtheȱextentȱofȱvirtualȱintegration.ȱ

Theȱmostȱ commonȱ typeȱofȱ eȬcommerceȱ inȱ theȱagroȬfoodȱ sectorȱ isȱB2B.ȱAccordingȱ toȱMorganȱ
StanleyȱDeanȱWitter�sȱview,ȱthisȱisȱbecauseȱtheȱmarketȱisȱfragmented,ȱtheȱsupplyȱchainȱisȱineffiȬ
cient,ȱbuyersȱ changeȱ sellersȱ regularlyȱandȱ theȱvalueȱofȱ theȱproductsȱ isȱusuallyȱvolatileȱ [2].ȱAȱ
searchȱ inȱsearchȱmachinesȱandȱ �yellowȱpages�ȱ inȱ theȱ Internetȱcouldȱyieldȱ toȱmanyȱagriculturalȱ
sitesȱworldwideȱ(includingȱwineries,ȱfarms,ȱetc.),ȱbutȱonlyȱaȱfewȱofȱthemȱofferȱB2CȱeȬcommerce.ȱ
Inȱ contrast,ȱpredictionsȱ forȱB2Bȱ transactionsȱ inȱ theȱ agroȬfoodȱ sectorȱ areȱ optimistic.ȱGoldmanȱ
Sachsȱ[12]ȱestimatesȱthatȱ14%ȱofȱtotalȱUSȱB2BȱcommerceȱinȱagricultureȱcouldȱmigrateȱonȬlineȱbyȱ
2005.ȱItȱisȱassumedȱthatȱEuropeȱwillȱundergoȱaȱsimilarȱrateȱofȱgrowthȱandȱpredictionsȱsuggestȱ
thatȱfromȱ25,000ȱoperationalȱeȬcommerceȱsitesȱbyȱtheȱendȱofȱ2001ȱaȱnumberȱbetweenȱ1,000ȱandȱ
1,500ȱwillȱbeȱallocatedȱtoȱagricultureȱandȱtheȱfoodȱsectorȱ[29].ȱ

Muchȱattentionȱhasȱalsoȱbeenȱpaidȱ toȱ theȱ formȱofȱB2BȱeȬmarketsȱ forȱagriculture,ȱ theirȱcurrentȱ
functionȱandȱtheirȱroleȱforȱtheȱreȬstructureȱofȱtheȱmarket.ȱManyȱstudiesȱhaveȱshownȱthatȱagriȬ
culturalȱandȱfoodȱmarketȱsystemsȱareȱnotȱperfectlyȱcompetitiveȱandȱareȱbecomingȱlessȱsoȱoverȱ
time.ȱNewȱ informationȱ technologiesȱ andȱ theȱ Internetȱ inȱparticular,ȱhaveȱ theȱpotentialȱ toȱ imȬ
proveȱtheȱeconomicȱperformanceȱofȱtheseȱsystemsȱbyȱaffectingȱalmostȱeveryȱstructuralȱcharacȬ
teristic.ȱTheȱhopeȱisȱthatȱeȬmarketsȱwillȱbecomeȱmoreȱtransparentȱthanȱtraditionalȱagroȬmarketsȱ
andȱsupplyȱchainsȱwillȱbecomeȱmoreȱefficient.ȱ

TheȱmostȱinterestingȱpartȱofȱeȬcommerceȱconcerningȱphysicalȱproductsȱlikeȱagroȬfoodȱproductsȱ
isȱ internetȱmarketing.ȱ Inȱgeneral,ȱ internetȱmarketingȱcanȱgiveȱ toȱagribusinessȱcompetitiveȱadȬ
vantagesȱasȱaȱreductionȱinȱ intermediationȱcostsȱassociatedȱwithȱwholesaleȱandȱretailȱactivities,ȱ
theȱabilityȱtoȱlowerȱcostsȱassociatedȱwithȱpurchasingȱbyȱcurbingȱtheȱtimeȱandȱeffortȱinvolvedȱinȱ
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supplyȱandȱ logisticsȱoperations,ȱ improvedȱ informationȱ selectionȱandȱprocessingȱ thatȱ leadsȱ toȱ
improvedȱmanagementȱofȱtheȱsupplyȱchain,ȱasȱwellȱasȱtheȱprospectȱofȱexpandingȱmarketȱshareȱ
and/orȱdevelopingȱnewȱmarketsȱ[10].ȱ

Forȱthisȱresearch,ȱtheȱtraditionalȱmarketingȱmixȱmodelȱofȱ4ȱPsȱ(Product,ȱPlace,ȱPrice,ȱandȱProȬ
motion)ȱwasȱselected,ȱinȱorderȱtoȱexamȱbetterȱtheȱimpactȱofȱeȬcommerceȱonȱagroȬfoodȱmarketȬ
ing.ȱ

2.1 Product 

AsȱKotlerȱ[16]ȱdefines,ȱaȱproductȱisȱanythingȱthatȱcanȱbeȱofferedȱtoȱaȱmarketȱforȱattention,ȱacquiȬ
sition,ȱuse,ȱorȱconsumptionȱthatȱmightȱsatisfyȱaȱwantȱorȱneed.ȱTheȱnumberȱofȱproductsȱavailableȱ
onȬlineȱisȱgrowingȱsteadilyȱandȱtheyȱcanȱbeȱcategorizedȱasȱdigitalȱ(intangible)ȱandȱphysicalȱ(tanȬ
gible)ȱproducts.ȱDigitalȱproductsȱareȱparticularlyȱsuitedȱforȱeȬcommerceȱbecauseȱtheyȱnotȱonlyȱ
takeȱadvantageȱofȱ theȱdigitizationȱofȱ theȱmarketȱmechanism,ȱbutȱalsoȱ theȱdistributionȱmechaȬ
nism.ȱAgroȬfoodȱproductsȱbelongȱ toȱphysicalȱgoodsȱandȱ fromȱ theȱmarketingȱperspectiveȱ theyȱ
haveȱ twoȱmajorȱdisadvantagesȱonlineȱ [13].ȱFirst,ȱ theȱabsenceȱofȱ theȱphysicalȱproductȱmakesȱ itȱ
impossibleȱforȱaȱbuyerȱtoȱinspect,ȱfeelȱandȱtryȱoutȱtheȱproduct.ȱSecond,ȱtheȱunfeasibilityȱofȱdeȬ
liveringȱproductsȱofȱthisȱmarketȱelectronicallyȱrepresentsȱaȱfurtherȱlimitationȱinȱusingȱWWWȱtoȱ
theȱfullestȱextent.ȱ

Butȱinȱtheȱcaseȱofȱinternetȱmarketing,ȱitȱisȱalsoȱimportantȱtoȱconsiderȱthatȱinformationȱisȱnowȱitsȱ
ownȱviableȱproduct.ȱAlthoughȱphysicalȱproducts,ȱlikeȱagroȬfoodȱproducts,ȱdoȱnotȱhaveȱtheȱsameȱ
opportunitiesȱasȱservicesȱorȱdigitalȱproductsȱhaveȱinȱtheȱInternet,ȱinformationȱaboutȱtheȱproductȱ
hasȱ theȱsameȱresultsȱ forȱallȱcategoriesȱofȱgoods.ȱCustomersȱgetȱbenefitsȱ fromȱ theȱ lowerȱsearchȱ
costȱwhenȱ theyȱsearchȱonȬlineȱforȱ informationȱaboutȱeitherȱaȱspecialȱsoftwareȱorȱaȱgoodȱwine.ȱ
Especiallyȱ forȱ organicȱ products,ȱ forȱ whichȱ aȱ largeȱ amountȱ ofȱ informationȱ relatedȱ toȱ theirȱ
characteristicsȱisȱrequiredȱbyȱconsumers,ȱtheȱInternetȱisȱtheȱbestȱinformationȱchannel.ȱMoreover,ȱ
anȱ agroȬfoodȱ companyȱ usesȱ theȱ lowerȱ consumer�sȱ costȬofȬsearchȱ throughȱ theȱ Webȱ asȱ aȱ
competitiveȱadvantage.ȱ

Inversely,ȱ usingȱ theȱ properȱ internetȱ technology,ȱ companiesȱ canȱ gatherȱ informationȱ fromȱ theȱ
consumers.ȱ Inȱ contrastȱ toȱ conventionalȱmarketingȱ researchȱmethods,ȱ eȬmarketingȱ researchȱ isȱ
cheaperȱandȱbecomesȱmoreȱandȱmoreȱvaluableȱasȱtheȱInternetȬpopulationȱisȱmoreȱrepresentativeȱ
ofȱ theȱ realȱ populationȱ throughȱ time.ȱ Thisȱ kindȱ ofȱ researchȱ helpsȱ companiesȱ improveȱ theirȱ
products�ȱquality,ȱdevelopȱnewȱproductsȱandȱinȱgeneralȱcatch�ȱconsumers�ȱneeds.ȱ

Kiangȱetȱal.ȱ[14]ȱconsiderȱthatȱforȱtangibleȱgoods,ȱtheȱmostȱimportantȱfactorȱthatȱdeterminesȱtheȱ
suitabilityȱofȱ internetȱmarketingȱ isȱtheȱpotentialȱofȱproductȱcustomization.ȱProductsȱwithȱhighȱ
potentialȱofȱcustomizationȱareȱ cars,ȱ computerȱhardware,ȱetc.ȱAgroȬfoodȱproducts,ȱwhoseȱ cusȬ
tomizationȱisȱnotȱsoȱhighȱbecauseȱofȱtheirȱinflexibleȱmassȱproduction,ȱareȱstillȱmoreȱlikelyȱtoȱdoȱ
wellȱonȱtheȱInternet.ȱSomeȱagriculturalȱproductsȱareȱcurrentlyȱproducedȱtoȱbuyerȱspecificationȱ
inȱcontractȱagricultureȱ forȱB2Bȱ transactionsȱ [21].ȱFurthermore,ȱ todayȱmostȱagroȬfoodȱproductsȱ
areȱvaluedȱ forȱbothȱphysicalȱattributesȱandȱ informationȱcontent,ȱandȱ thisȱ informationȱcontentȱ
couldȱbeȱenhancedȱbyȱtheȱInternetȱinȱorderȱtoȱdifferentiateȱproducts.ȱInȱgeneral,ȱeȬcommerceȱisȱ
goingȱtoȱfacilitateȱtheȱcreationȱofȱsupplyȱchainsȱforȱdifferentiatedȱproductsȱandȱBabcockȱ[1]ȱbeȬ
lievesȱthatȱinȱtheȱfutureȱagricultureȱwillȱhaveȱmoreȱdifferentiatedȱproductsȱthanȱjustȱcommodiȬ
ties.ȱ

2.2 Place 

EȬcommerceȱmustȱbeȱconceivedȱasȱaȱ fullyȱqualifiedȱchannelȱofȱdistribution.ȱForȱ traditionalȱ inȬ
dustriesȱespecially,ȱitȱisȱnotȱjustȱanotherȱalternative,ȱbutȱratherȱaȱhighȬpotentialȱcomplementaryȱ
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channelȱ toȱ integrateȱwithinȱ theȱgeneralȱdistributionȱpolicy,ȱ evenȱ ifȱ theȱ fullȱ contentȱofȱ suchȱ aȱ
policyȱwillȱprobablyȱbeȱmoreȱthanȱdisturbedȱbyȱtheȱintrusionȱofȱeȬcommerceȱ[6].ȱ

TheȱmajorȱcharacteristicȱofȱeȬcommerceȱthroughȱtheȱInternetȱtechnologyȱisȱreachȱ[30].ȱReachȱisȱ
definedȱasȱ�havingȱtheȱabilityȱtoȱconnectȱwithȱaȱlargeȱnumberȱofȱplayersȱorȱproducts�.ȱKleinȱandȱ
Quelchȱ[15]ȱdiscussȱtheȱglobalȱreachȱofȱtheȱInternetȱinȱcreatingȱaȱlargerȱmarketplace.ȱFirmsȱhaveȱ
theȱ abilityȱ toȱ findȱ aȱ largerȱnumberȱofȱ suppliers,ȱ toȱ communicateȱ andȱ interactȱ internationallyȱ
withȱaȱlargerȱnumberȱofȱcompaniesȱinvolvedȱinȱsupplyȱchain,ȱandȱofȱcourseȱtoȱacquireȱpotentialȱ
buyersȱanywhereȱaȱconnectionȱtoȱtheȱInternetȱexists.ȱ

Althoughȱ thisȱpartȱ theȱ literatureȱ forȱeȬcommerceȱrefersȱ toȱdisintermediationȱ[11],ȱ theȱsituationȱ
forȱagroȬfoodȱandȱorganicȱproductsȱisȱdifferentȱandȱreȬintermediationȱseemsȱtoȱbeȱmoreȱrealistic.ȱ
Forȱ digitalȱ products,ȱ disintermediationȱ isȱ feasible,ȱ butȱ forȱ physicalȱ products,ȱ likeȱ agroȬfoodȱ
productsȱwhichȱusuallyȱhaveȱaȱlargeȱsupplyȱchainȱandȱcannotȱbeȱdeliveredȱthroughȱtheȱInternet,ȱ
itȱisȱnot.ȱForȱsuchȱproducts,ȱtheȱneedȱforȱintermediariesȱstillȱexists.ȱTheseȱintermediariesȱcouldȱ
takeȱ anyȱ formȱofȱ theȱ eȬbusinessȱmodelȱdescribedȱbefore.ȱFurthermore,ȱ sinceȱ integrationȱwithȱ
warehousing,ȱtransport,ȱinspectionȱandȱinsuranceȱservicesȱareȱnecessary,ȱifȱtheȱfullȱadvantagesȱ
ofȱeȬcommerceȱareȱtoȱbeȱrealized,ȱtheȱroleȱofȱintermediariesȱisȱenhancedȱandȱtheȱcreationȱofȱnewȱ
specificȱmiddlemenȱinȱtheseȱareasȱisȱexpectedȱ[22].ȱ

Inȱ theȱ caseȱ ofȱB2Cȱ orȱ lowȱvolumeȱB2Bȱ transactions,ȱ aȱ balancedȱ combinationȱofȱ �virtual�ȱ andȱ
�bricksȱandȱmortarȱ stores�ȱ tradeȬoffȱ isȱneeded.ȱTheȱbrickȱandȱmortarȱ firmsȱhaveȱ someȱadvanȬ
tagesȱoverȱtheȱ �dotȱcom�ȱcompaniesȱsuchȱasȱestablishedȱbrands,ȱestablishedȱcustomerȱbase,ȱesȬ
tablishedȱdistributionȱnetworks,ȱetc.ȱWhatȱtheyȱdon�tȱhaveȱisȱtheȱflexibilityȱandȱtheȱfirstȱmoverȱ
advantage.ȱFirmsȱofȱagroȬfoodȱproductsȱwouldȱbenefitȱmoreȱfromȱadoptingȱaȱ�clickȱandȱmortar�ȱ
hybridȱmodelȱ[6]ȱinȱwhichȱtheȱbuyingȱactȱandȱtheȱresultingȱorderȱcouldȱtakeȱplaceȱonȱtheȱwebȱ
andȱ theȱ deliveryȱ couldȱ beȱ doneȱ byȱ theȱ storeȱ locatedȱ inȱ theȱ customer�sȱ neighbourhood.ȱ Ofȱ
course,ȱwithȱthisȱ�clickȱandȱmortar�ȱhybridȱmodel,ȱonlyȱaȱpartȱofȱtheȱtransactionȱcostsȱareȱsaved.ȱ

Instead,ȱinȱabsoluteȱB2Bȱlevel,ȱtheȱsavingȱinȱtransactionȱcostsȱcouldȱbeȱsignificant,ȱwhateverȱtheȱ
eȬstrategyȱisȱforȱretailsȱonȱtheȱweb.ȱInȱthisȱcase,ȱinternetȱtechnologyȱinȱtheȱapplicationȱofȱintraȬ
netsȱandȱextranetsȱisȱsuitableȱforȱbigȱsupplyȱchainsȱlikeȱthoseȱofȱagroȬfoods.ȱEȬcommerceȱinnoȬ
vationsȱaimȱ toȱ reduceȱ theȱ costȱofȱprocurementȱbefore,ȱduringȱandȱafterȱ theȱ transactionsȱ [18].ȱ
ExtranetsȱcanȱbeȱsetȱupȱtoȱreduceȱtheȱcostsȱofȱdealingȱwithȱsuppliersȱbyȱreducingȱtaskȱcomplexȬ
ity,ȱpaperworkȱandȱoperatingȱcosts.ȱDevelopmentȱofȱsuchȱanȱinternetȱsystemȱoffersȱfirmsȱflexiȬ
bilityȱandȱcontrolȱofȱproduction,ȱbutȱitsȱmainȱbenefitȱisȱtheȱconvenienceȱtheirȱcustomersȱ(otherȱ
firmsȱorȱindividualȱconsumers)ȱacquire.ȱ

2.3 Price 

TheȱInternetȱgivesȱflexibilityȱforȱeveryȱpriceȱpolicyȱaȱfirmȱwantsȱtoȱfollow.ȱThroughȱtheȱinternetȱ
priceȱdiscriminationȱandȱspecialȱoffersȱrealizedȱquicklyȱanyȱtime.ȱAȱGreekȱsupplierȱofȱoliveȱoilȱ
canȱ useȱ theȱ technologyȱ toȱ discriminateȱ pricingȱ betweenȱ hisȱ customersȱ inȱGreeceȱ andȱ inȱ theȱ
Netherlands,ȱforȱexample,ȱwhenȱheȱtriesȱtoȱpenetrateȱinȱtheȱDutchȱmarketȱwithȱlowerȱproduct�sȱ
price.ȱOrȱheȱhasȱtheȱabilityȱtoȱinformȱonlineȱhisȱcustomersȱforȱvariousȱdiscountsȱȬȱoffersȱthroughȱ
eȬmail.ȱ

Butȱpricingȱonȱtheȱnetȱisȱaȱdifficultȱtaskȱandȱusuallyȱpricesȱareȱstandardizedȱbecauseȱtheȱinternetȱ
hasȱtheȱpotentialȱtoȱchangeȱtheȱrules.ȱBickertonȱetȱal.ȱ[4]ȱreportȱthatȱtheȱInternetȱcanȱforceȱpricesȱ
down,ȱandȱ finallyȱsetȱ themȱcloseȱ toȱmarginalȱcost,ȱ forȱ threeȱmainȱ reasons:ȱ itȱmakesȱeasierȱ forȱ
customersȱtoȱchooseȱbetweenȱproducts,ȱitȱreducesȱoverheadsȱmakingȱpriceȱcutsȱpossibleȱandȱitȱ
increasesȱcompetitionȱgloballyȱbringingȱgreaterȱpressureȱonȱprices.ȱGenerally,ȱonlineȱaccessȱ toȱ
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productȱandȱpriceȱinformationȱallowsȱtheȱcomparisonȱofȱproductsȱandȱincreasesȱpriceȱtransparȬ
ency.ȱ

2.4 Promotion 

Promotionȱisȱtheȱelementȱofȱtheȱmarketingȱmixȱthatȱincludesȱallȱtheȱwaysȱaȱfirmȱcommunicateȱ
withȱ itsȱproduct�sȱmeritsȱandȱpersuadeȱ targetȱ customersȱ toȱbuyȱ forȱ themȱ [16].ȱEllsworthȱandȱ
Ellsworthȱ[8]ȱargueȱthatȱpromotionȱhaveȱbeenȱrevolutionalizedȱbyȱtheȱwww.ȱAȱgoodȱwebȱsiteȱ
canȱ beȱ usedȱ forȱ advertising,ȱ brandȱ nameȱ recognition,ȱ publicȱ relation,ȱ customerȱ supportȱ andȱ
technicalȱassistance.ȱ

TheȱInternetȱhasȱaȱpowerfulȱadvantageȱinȱcontrastȱtoȱotherȱcommunicationȱchannelsȱthatȱoffersȱ
greatȱopportunitiesȱtoȱcompaniesȱtoȱpromoteȱproductsȱandȱservices:ȱtheȱrichnessȱofȱinformation.ȱ
Richnessȱ occursȱ inȱ aȱ virtualȱmarketȱ sinceȱ informationȱ flowsȱ inȱ bothȱ directionsȱ areȱ greater,ȱ
deeperȱandȱfasterȱthanȱtheyȱareȱinȱaȱtraditionalȱmarketȱ[30].ȱAnȱexampleȱofȱthisȱ�symmetricȱinȬ
formation�ȱwasȱtheȱinteractiveȱinformationȱbetweenȱbuyersȱandȱsellers,ȱdiscussedȱinȱsectionȱ2.1.ȱ
RichnessȱoffersȱsellersȱtheȱopportunityȱtoȱimproveȱtargetȱmarketingȱandȱtoȱreceiveȱhigherȱqualȬ
ityȱfeedbackȱaboutȱproductȱofferings.ȱ

EvansȱandȱWursterȱ[9]ȱclaimȱthatȱsuchȱrichȱproductȱinformationȱisȱmostȱusefulȱwhenȱtheȱprodȬ
uctȱhasȱ aȱ strongȱ connotativeȱ contextȱ andȱ thisȱ isȱ theȱ caseȱofȱ agroȬfoodȱ andȱorganicȱproducts.ȱ
Theseȱgoodsȱcarryȱtwoȱtypesȱthatȱareȱnotȱalwaysȱidentical:ȱtheȱnaturalȱappearanceȱofȱtheȱgoodȱ
andȱsymbolicȱ informationȱattachedȱ toȱ theȱgood.ȱTodayȱ theȱconnotativeȱcontentȱbecomesȱmoreȱ
important.ȱTheȱneedȱforȱsafe,ȱhealthyȱandȱhighȱqualityȱfoodȱisȱbiggerȱthanȱeverȱandȱconsumersȱ
areȱ thirstyȱ forȱ informationȱaboutȱwhatȱ theyȱeat.ȱ Inȱ theȱnewȱeconomy,ȱ informationȱ technologyȱ
considerablyȱreducesȱtheȱcostsȱofȱprovidingȱandȱtransmittingȱsymbolicȱ informationȱ inȱrelationȱ
toȱ theȱ costsȱ ofȱ transmittingȱnaturalȱ informationȱwithȱ theȱ goodȱ [21].ȱAȱ fewȱ secondȱ televisionȱ
messagesȱorȱaȱprintedȱadvertisementȱcanȱnotȱincludeȱsoȱmuchȱinformationȱasȱaȱwebȱsiteȱcan.ȱ

Traditionalȱ communicationsȱmediaȱ generallyȱ involveȱ aȱ �oneȬtoȬmany�ȱmodelȱ forȱ promotionȱ
whenȱtheȱInternet,ȱbecauseȱofȱitsȱinteractiveȱnature,ȱisȱalsoȱsuitedȱforȱ �oneȬtoȬone�ȱcommunicaȬ
tionȱandȱdirectȱmarketing.ȱAlthoughȱmostȱcompaniesȱ involvedȱ inȱeȬcommerceȱstillȱuseȱonlineȱ
conventionalȱpromotionalȱtechniquesȱbyȱprovidingȱstandardizedȱinformationȱtoȱaȱgeneralȱaudiȬ
ence,ȱinternetȱtechnologyȱoffersȱtheȱabilityȱforȱbuildingȱcustomerȱprofilesȱandȱconsequentlyȱforȱ
establishedȱdialoguesȱwithȱindividualȱcustomers.ȱTheȱknowledgeȱofȱconsumerȱs�ȱcharacteristicsȱ
helpsȱfirmsȱimproveȱtargetȱmarketingȱandȱtoȱcreateȱ�webȬbasedȱpersonalization�.ȱTheȱlatterȱtermȱ
involvesȱdeliveringȱcustomizedȱcontentȱ forȱ theȱ individualȱ throughȱwebȱpages,ȱeȬmailȱorȱpushȱ
technologyȱ[5].ȱWalshȱandȱGodfreyȱ[28]ȱreferȱtoȱtheȱabilityȱofȱtheȱfirmsȱcarryingȱoutȱaȱconstantȱ
onlineȱdialogueȱwithȱtheirȱcustomersȱasȱanȱintegralȱpartȱofȱtheȱpersonalizationȱprocess.ȱ

TheȱeffectȱofȱbrandingȱisȱalsoȱassumedȱtoȱbeȱalsoȱimportantȱinȱinternetȱmarketingȱofȱagriȬprodȬ
ucts,ȱprimarilyȱbecauseȱcustomersȱcanȱnotȱdirectlyȱobserveȱwhatȱ theyȱareȱpurchasingȱandȱareȱ
thusȱunableȱtoȱensureȱquality.ȱConsumer�sȱloyaltyȱisȱexpectedȱtoȱbeȱstrongȱforȱestablishedȱbrandȱ
names,ȱespeciallyȱforȱnewȱinternetȬusersȱwhoȱexploreȱfamiliarȱbrandsȱfirstȱ[15].ȱTheȱcreationȱorȱ
maintenanceȱofȱ aȱ brandȱnameȱ isȱnotȱdifficultȱ throughȱ theȱ Internet.ȱEveryȱ companyȱwithȱ theȱ
properȱeȬstrategyȱcanȱhaveȱaȱsatisfactoryȱ interactionȱwithȱ itsȱcustomers.ȱOnceȱaȱrelationshipȱ isȱ
established,ȱ theȱcustomerȱneedsȱ toȱhaveȱaȱstrongȱreasonȱnotȱ toȱcontinueȱwithȱ itȱbecauseȱofȱ faȬ
miliarity,ȱcommitmentȱandȱaȱsenseȱofȱbelongingȱ[28].ȱ

Furthermore,ȱ aȱmainȱpointȱ concerningȱ agroȬfoodȱ sectorȱmustȱbeȱmentionedȱhere.ȱThisȱ isȱ theȱ
lowerȱpromotionalȱcostsȱ inȱ theȱnet.ȱPromotionȱofȱproductsȱ likeȱfoodȱproductsȱrequiresȱaȱ largeȱ
amountȱofȱmoneyȱandȱtheȱrelationȱofȱadvertisingȱandȱsalesȱisȱstrongȱ[23].ȱThisȱisȱaȱmajorȱbarrierȬ
toȬentryȱforȱsmallȱfirmsȱthatȱwantȱtoȱbeȱ(orȱsurvive)ȱinȱbusinessȱlocallyȱorȱinternationallyȱandȱofȱ
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courseȱ aȱ competitiveȱ advantageȱ forȱ bigȱ andȱ establishedȱ firms.ȱ Theȱ Internetȱ isȱ notȱ onlyȱ theȱ
cheaperȱ butȱ alsoȱ theȱmostȱpowerfulȱ communicationȱmediumȱ nowadays.ȱ Itȱ eliminatesȱdifferȬ
encesȱ andȱprovidesȱ smallȱ andȱmediumȬsizedȱ enterprisesȱ (SMEs)ȱwithȱ equalȱ opportunitiesȱ toȱ
buildȱaȱdirectȱlinkȱwithȱconsumersȱ[27].ȱ

3. A survey for e-commerce and the agro-food sector in Crete 

3.1 Objectives of the research 

Thisȱresearchȱhadȱtwoȱmainȱobjectives.ȱTheȱfirstȱwasȱtoȱinvestigateȱhowȱCretanȱagroȬfoodȱfirmsȱ
andȱcooperativesȱuseȱtheȱnewȱtechnology,ȱandȱifȱtheyȱdon�t,ȱtheirȱtendencyȱtoȱuseȱitȱatȱleastȱasȱaȱ
newȱmarketingȱtool.ȱTheȱsecondȱobjectiveȱofȱthisȱworkȱwasȱtoȱspecifyȱCretanȱconsumers�ȱopinȬ
ionȱandȱperspectivesȱforȱeȬcommerceȱandȱagroȬfood.ȱȱ

Theȱselectionȱofȱtheȱislandȱasȱtheȱgeographicȱregionȱofȱtheȱresearchȱwasȱnotȱaccidentalȱbecauseȱ
theȱagriculturalȱsectorȱisȱtheȱmostȱimportantȱforȱtheȱeconomyȱofȱtheȱislandȱandȱitȱisȱaȱrepresenȬ
tativeȱruralȱareaȱforȱGreece.ȱCreteȱisȱknownȱforȱtheȱqualityȱofȱitsȱagriculturalȱproductsȱthat,ȱdueȱ
toȱtheȱgoodȱclimate,ȱareȱproducedȱallȱyearȱaround.ȱMostȱofȱtheȱlandȱcultivatedȱconsistsȱofȱsmallȱ
andȱmediumȱ farmsȱ cultivatingȱ traditionalȱproductsȱandȱ thereȱareȱ severalȱ �spinȬoff�ȱ industriesȱ
involvedȱ inȱ theȱpackagingȱandȱ shippingȱofȱ theseȱproducts.ȱTheȱ economyȱofȱCreteȱpresentsȱaȱ
GrossȱRegionalȱProductȱ(GRP)ȱperȱcapitaȱsimilarȱtoȱtheȱGrossȱNationalȱProductȱ(GNP)ȱperȱcapȬ
ita,ȱwhileȱtheȱprimaryȱactivityȱinȱCreteȱrepresentsȱ12%ȱofȱtheȱagriculturalȱoriginȱofȱnationalȱGDPȱ
[17].ȱ

Additionally,ȱallȱkindsȱofȱ industriesȱ inȱCreteȱpresentȱveryȱhighȱpercentagesȱ inȱ theȱuseȱofȱnewȱ
technologiesȱinȱcontrastȱtoȱotherȱareasȱinȱtheȱcountry.ȱInȱgeneral,ȱGreeceȱhasȱbeenȱslowȱtoȱ joinȱ
theȱInternetȱrevolutionȱandȱmanyȱstudiesȱshowȱthatȱGreeceȱ lagsȱbehindȱotherȱEuropeanȱcounȬ
triesȱonȱaȱwideȱrangeȱofȱ InternetȱandȱeȬcommerceȱ indicatorsȱorȱotherȱ indicatorsȱrelatedȱ toȱ theȱ
useȱofȱinformationȱandȱcommunicationȱtechnologiesȱ[7,ȱ20].ȱ

ItȱmustȱbeȱnotedȱthatȱCretanȱagriculturalȱcooperativesȱwereȱalsoȱincludedȱinȱthisȱstudyȱbecauseȱ
cooperativesȱandȱunionsȱofȱcooperativesȱpossessȱaȱsignificantȱpartȱofȱtheȱagriculturalȱmovementȱ
inȱGreece.ȱTheȱmajorityȱofȱagroȬfoodȱproduction,ȱeitherȱorganicȱorȱconventional,ȱinȱthisȱcountryȱ
comesȱfromȱtheȱcooperatives.ȱBut,ȱalthoughȱtheyȱhaveȱfacilitiesȱandȱknowledgeȱforȱtheȱproducȬ
tionȱofȱqualitativeȱproductsȱthatȱtheȱinternationalȱmarketȱdemands,ȱtheȱlastȱyearsȱsufferȱfromȱinȬ
efficientȱadministrationȱandȱmanyȱeconomicȱproblemsȱ[19].ȱTheȱquickȱadoptionȱofȱeȬcommerceȱ
practicesȱcouldȱhelpȱ themȱ toȱ reȬorganizeȱ theirȱ structureȱandȱ toȱbeȱmoreȱcompetitiveȱandȱeffiȬ
cient.ȱ

3.2 Sample and methodology 

Inȱtheȱbeginning,ȱ30ȱcooperativesȱandȱprivateȱfirmsȱwereȱincludedȱinȱtheȱsampleȱandȱtheȱcriteȬ
rionȱ forȱ theirȱ selectionȱwasȱ thatȱ theseȱ firmsȱ consideredȱ asȱ leadersȱ andȱwellȬestablishedȱbusiȬ
nessesȱinȱCrete.ȱFinallyȱ23ȱofȱthemȱrespondedȱtoȱthisȱsurvey,ȱconstitutingȱ77%ȱresponseȱrate.ȱAllȱ
theȱ surveyedȱ firmsȱandȱ cooperativesȱareȱproducersȱofȱagroȬfoodȱ (wine,ȱoliveȱoil,ȱ freshȱ juices,ȱ
etc),ȱincludingȱorganic,ȱallȱexportersȱtoȱEuropeȱandȱtoȱUSAȱandȱallȱofȱtheȱfirmsȱareȱcharacterizedȱ
asȱSME�sȱ(lessȱthanȱ500ȱemployees).ȱTheȱmethodȱusedȱwasȱpersonalȱinterviewȱwithȱfirms�ȱmarȬ
ketingȱmanagersȱbasedȱonȱaȱquestionnaire.ȱ

Inȱorderȱtoȱexamȱconsumer�sȱperspectiveȱ118ȱCretansȱasked.ȱTheȱsampleȱ includesȱpeopleȱwithȱ
differentȱages,ȱbothȱusersȱandȱnoȬusersȱofȱ theȱ Internet.ȱTheȱgreatȱmajorityȱofȱ theȱsampleȱconȬ
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sistedȱofȱpeopleȱwhoȱhaveȱaȱhighȱlevelȱofȱeducationȱ(75%ȱȬbachelorsȱorȱhigherȱdegrees)ȱandȱtheyȱ
areȱusersȱofȱ computersȱ (89%).ȱAmongȱ theȱ respondents,ȱ 91%ȱ claimȱ thatȱ theyȱknowȱ aboutȱ theȱ
Internetȱandȱsomeȱofȱitsȱcapabilityȱbutȱonlyȱ80%ȱareȱinternetȱ�ȱusersȱandȱtheirȱbasicȱactivitiesȱisȱ
theȱcommunicationȱthroughȱeȬmailȱandȱsearchingȱforȱinformation.ȱFinally,ȱ18%ȱclaimȱthatȱtheyȱ
haveȱalreadyȱboughtȱaȱproductȱfromȱtheȱweb,ȱatȱleastȱonce,ȱandȱ62%ȱclaimȱthatȱtheyȱsearchȱforȱ
productsȱofȱinterest.ȱ

Theȱsurveyȱwasȱconductedȱ inȱallȱ theȱprefecturesȱofȱ theȱ islandȱ (Chania,ȱRethimno,ȱ Iraklio,ȱLaȬ
sithi)ȱofȱCreteȱduringȱtheȱperiodȱAprilȱ�ȱMayȱ2001.ȱ

3.3 Results and analysis 

3.3.1 Firms� perspective 

Beginningȱwithȱ theȱ technologicalȱ infrastructureȱ ofȱ Cretanȱ firmsȱ andȱ cooperatives,ȱ Figureȱ 1ȱ
showsȱthatȱalmostȱallȱofȱthemȱhaveȱanȱelectronicȱaccountingȱsystem,ȱbutȱonlyȱfewȱareȱequippedȱ
withȱinformationȱsystemsȱproperȱforȱeȬcommerce,ȱlikeȱaȱkindȱofȱdecisionȱsupportȱsystemȱ(DSS)ȱ
andȱenterpriseȱresourceȱplanningȱ(ERP)ȱsystems.ȱMoreover,ȱtheseȱpercentagesȱdoȱnotȱrepresentȱ
theȱextentȱofȱuseȱofȱtheseȱsystems,ȱforȱwhichȱinȱmanyȱcasesȱthereȱisȱdoubt.ȱ

NinetyȬsixȱpercentȱofȱtheȱfirmsȱhaveȱaccessȱtoȱtheȱInternetȱandȱitsȱmajorȱuseȱisȱcommunicationȱ
throughȱeȬmail.ȱOneȱofȱfourȱfirmsȱhaveȱboughtȱatȱleastȱonceȱfromȱtheȱInternet,ȱbutȱunfortunatelyȱ
noneȱofȱtheȱfirmsȱuseȱtheȱInternetȱforȱotherȱimportantȱactivitiesȱlikeȱonlineȱbanking,ȱbillȬpaying,ȱ
B2Bȱtrading,ȱsupplyȱchainȱmanagement,ȱetc.ȱ
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Eighteenȱ firmsȱandȱcooperativesȱhaveȱaȱwebȬsiteȱ thatȱcontainȱ informationȱaboutȱ theȱ firmsȱ (orȱ
theȱcooperatives)ȱandȱ theirȱproducts.ȱEightȱofȱ theseȱwebȬsitesȱhaveȱbeenȱ functioningȱ forȱmoreȱ
thanȱtwoȱyearsȱandȱonlyȱthreeȱofȱtheseȱhaveȱaȱsystemȱforȱelectronicȱordersȱand/orȱpayments.ȱAȱ
fewȱ managersȱ mentionedȱ thatȱ theirȱ firmsȱ startedȱ receivingȱ ordersȱ throughȱ eȬmails.ȱ Afterȱ
visitingȱ theȱwebȬsitesȱofȱ surveyedȱorganizations,ȱanotherȱ threeȱwebȬsitesȱwereȱ foundȱwithȱanȱ
electronicȱsystemȱforȱordersȱinȱconstruction.ȱDuringȱtheȱinterviews,ȱmanyȱmanagersȱcomplainedȱ
aboutȱtheȱlowȱnumberȱofȱvisitorsȱinȱtheȱfirm�sȱwebȬpageȱwhileȱothersȱnoticedȱthatȱtheirȱsitesȱhadȱ
alreadyȱbeenȱseen,ȱespeciallyȱbyȱmanyȱforeignȱagroȬfoodȱfirmsȱwhichȱhadȱproceededȱtoȱaskȱforȱ
furtherȱinformationȱorȱevenȱcollaboration.ȱ
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TheȱpositiveȱeffectȱofȱelectronicȱpresenceȱonȱtheȱInternetȱforȱagroȬfoodȱfirmsȱwasȱnotȱdisputableȱ
byȱ theȱ respondents.ȱManagersȱbelieveȱ thatȱ throughȱ theȱ Internetȱ theȱ relationshipsȱofȱ theȱ firmȱ
withȱ consumersȱ andȱ otherȱ companiesȱwillȱ beȱ improvedȱ significantlyȱ (83%ȱ andȱ 86%ȱ respecȬ
tively),ȱbutȱwillȱnotȱhappenȱatȱtheȱsameȱasȱtheȱgovernmentȱandȱpublicȱsectorȱ(30%).ȱ

TheirȱmotivationsȱforȱtheȱadoptionȱofȱeȬcommerceȱareȱpresentedȱinȱTableȱ1.ȱNextȱtoȱtheȱreducȬ
tionȱofȱcostȱofȱinformation,ȱtheȱstrongerȱmotivationȱforȱCretanȱfirmsȱseemsȱtoȱbeȱtheȱabilityȱforȱ
easierȱandȱcheaperȱpenetrationȱtoȱnewȱmarkets.ȱBetterȱrespondȱtoȱcustomersȱandȱtheȱopportuȬ
nityȱforȱeȬmarketingȱresearchȱareȱalsoȱconsideredȱimportantȱfactors.ȱ

 Motivations for the adoption of e-commerce. 

Motivations 
Not 

important  
(%) 

A little 
important  

(%) 

Somewhat 
important 

(%) 

Fairly 
important 

(%) 

Very 
important 

(%) 

Marketing research 0 9 35 26 30 

Penetration in new 
markets 

0 0 22 48 30 

Better respond to 
customers 

0 4 35 26 35 

Higher competiveness 0 9 35 26 30 

Products' differentiation 4 22 39 22 13 

Lower cost of 
information 

0 4 9 39 48 

Lower cost of 
transactions 

4 9 22 30 35 

 

TheȱmainȱobstaclesȱwhichȱeȬcommerceȱfacesȱareȱtheȱlackȱofȱsecurity,ȱtheȱlackȱofȱlawȱframeworkȱ
forȱ electronicȱ transactionsȱ andȱ theȱ smallȱ numberȱ ofȱ onlineȱ agroȬfoodȱ businessesȱ (Tableȱ 2).ȱ
Interestinglyȱenough,ȱitȱisȱnotȱaȱcommonȱbeliefȱthatȱtheȱnatureȱofȱagroȬproductsȱandȱtheȱcostȱofȱ
theȱinvestmentȱinȱnewȱtechnologyȱareȱprohibitionsȱforȱeȬcommerce.ȱ

 Obstacles for the adoption of e-commerce. 

Obstacles 
Not 

important 
(%) 

A little 
important 

(%) 

Somewhat 
important 

(%) 

Fairly 
important  

(%) 

Very 
important 

(%) 

small number of users 13 13 22 39 13 

lack of law framework 4 4 22 48 22 

lack of security 0 4 13 39 44 

lack of e-agrocompanies 4 17 17 35 27 

lack of knowledge for benefits 4 22 17 31 26 

high cost for e-practices 13 22 39 22 4 

lack of know-how 4 26 26 35 9 

the nature of agri-products 26 13 13 26 22 

 

Theirȱ futureȱplansȱ forȱeȬcommerceȱ showȱ thatȱ theȱadoptionȱofȱ theȱ ideaȱofȱeȬcommerceȱwillȱbeȱ
extensible,ȱhowever,ȱ theyȱgiveȱdifferentȱmeaningsȱ toȱ theȱ realizationȱofȱ suchȱeȬpractices.ȱMoreȱ
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thanȱhalfȱofȱthemȱareȱplanningȱtoȱstartȱsomeȱkindȱofȱeȬcommerceȱorȱimproveȱtheirȱcurrentȱinterȬ
netȱpresenceȱbyȱ theȱ endȱofȱ 2002,ȱbyȱdevelopingȱanythingȱ fromȱ aȱ simpleȱwebȬpageȱ toȱ aȱ fullyȱ
functionalȱ eȬshop,ȱwhileȱ 30%ȱ areȱplanningȱ toȱdoȱ soȱbyȱ theȱyearȱ 2003ȱ andȱ 18%ȱbeyondȱ 2004.ȱ
Basedȱonȱtoday�sȱmarketȱsituation,ȱ61%ȱ ȱholdȱaȱpositiveȱattitudeȱtowardsȱanȱintegratedȱeȬshopȱ
withȱelectronicȱordersȱand/orȱpaymentsȱandȱamongȱthese,ȱ7%ȱwouldȱpreferȱB2Cȱtransactionsȱinȱ
thisȱeȬshop,ȱ36%ȱB2Bȱtransactionsȱandȱ57%ȱbothȱtypesȱofȱtransactions.ȱ

Figureȱ 2ȱ depictsȱmanagers�ȱ thoughtsȱ concerningȱ someȱ ofȱ theirȱmarketingȱ goalsȱ thatȱ canȱ beȱ
realizedȱonline.ȱTheyȱstronglyȱbelieveȱthatȱthroughȱtheȱinternet,ȱfirmsȱcanȱsignificantlyȱachieveȱ
toȱmonitorȱtheirȱmarketsȱ(collectionȱofȱinformationȱforȱcompetitors,ȱtradeȱtrends,ȱetc.),ȱtoȱgatherȱ
informationȱfromȱtheirȱconsumersȱinȱorderȱtoȱimproveȱtheirȱproductsȱorȱdevelopȱnewȱproducts,ȱ
andȱimproveȱtheȱimageȱofȱtheirȱproductsȱinȱconsumers�ȱminds.ȱAnȱonlineȱoneȬtoȬoneȱmarketingȱ
strategyȱ couldȱ alsoȱ haveȱ veryȱ positiveȱ results,ȱ butȱ theȱ enhancementȱ ofȱ firms�ȱ brandȱ namesȱ
throughȱtheȱinternetȱisȱstillȱinȱdoubt.ȱ
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CretanȱagroȬfoodȱfirmsȱandȱcooperativesȱareȱdividedȱinȱtwoȱcategoriesȱdependingȱonȱtheȱeffecȬ
tivenessȱofȱadvertisingȱofȱagroȬfoodȱproductsȱinȱtheȱInternet.ȱTheyȱconsiderȱtheȱInternetȱasȱanyȱ
mediaȱavailableȱ forȱpromotionȱ andȱadvertising.ȱUntilȱnowȱ almostȱ 40%ȱofȱ themȱhaveȱalreadyȱ
doneȱaȱkindȱofȱadvertisingȱ(usuallyȱbanners),ȱbutȱthisȱadvertising,ȱasȱmanagersȱsaid,ȱwasȱforȱaȱ
veryȱshortȱperiodȱandȱonlyȱinȱGreekȱportalsȱandȱsitesȱrelatedȱtoȱtheirȱproducts.ȱ

Respondentsȱwereȱalsoȱaskedȱtoȱstateȱtheȱreasonsȱwhyȱaȱpossibleȱpromotionȱonȱtheȱnetȱmightȱbeȱ
unsuccessful.ȱBeyondȱtheȱmistakesȱthatȱcanȱbeȱmadeȱbyȱtheȱfirmȱinȱtheȱpromotionalȱstrategy,ȱacȬ
cordingȱ toȱsurveyedȱmanagersȱ theȱ interactionȱwithȱ individualȱconsumersȱcanȱ failȱnotȱbecauseȱ
consumersȱareȱindifferentȱforȱagroȬproductsȱinȱtheȱInternetȱ(22%)ȱbutȱbecauseȱconsumersȱtodayȱ
areȱstillȱindifferentȱforȱeveryȱproductȱavailableȱonlineȱ(61%).ȱ

ConcerningȱonlineȱdistributionȱandȱsalesȱofȱagroȬfoodȱproducts,ȱ61%ȱofȱrespondentsȱhaveȱ theȱ
convictionȱthatȱintermediariesȱcanȱbeȱreducedȱinȱlongȱterm,ȱbutȱonlyȱ10%ȱbelieveȱthatȱtheȱGreekȱ
agroȬfoodȱsectorȱwillȱbeȱreadyȱforȱtransactionsȱinȱtheȱfollowingȱ5ȱyears.ȱTheȱmotivationȱforȱsuchȱ
aȱdelayȱisȱtheȱabsenceȱofȱsuitableȱinfrastructureȱinȱagroȬfoodȱfirmsȱandȱalsoȱtheȱlackȱofȱtrustedȱ
frameworkȱforȱconductingȱbusinessȱbetweenȱfirmsȱelectronically.ȱTheȱpositiveȱpointȱtoȱbeȱmadeȱ
hereȱ isȱthatȱ35%ȱofȱtheȱfirmsȱhaveȱalreadyȱbeenȱaskedȱanȱelectronicȱtransactionȱbyȱotherȱfirmsȱ
tradingȱwithȱthemȱtoȱconduct.ȱ
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InȱFigureȱ3,ȱ theȱ activitiesȱwhichȱ theȱ surveyedȱ firmsȱwantȱ toȱ achieveȱ electronicallyȱwithȱ theirȱ
suppliersȱareȱpresented.ȱUnfortunately,ȱeȬprocurementȱactivitiesȱ likeȱelectronicȱpaymentsȱandȱ
theȱacceptationȱofȱinvoicesȱfromȱsuppliers,ȱthatȱsignificantlyȱhelpȱtheȱlogisticsȱprocess,ȱhaveȱlowȱ
percentagesȱinȱpreference,ȱwhenȱmoreȱsimpleȱproceduresȱ(butȱalsoȱimportant)ȱlikeȱtheȱidentifiȬ
cationȱofȱpossibleȱsuppliersȱandȱ ȱelectronicȱordersȱareȱmainlyȱwanted.ȱVeryȱ interestingȱ isȱalsoȱ
theȱwillingnessȱ forȱ checkingȱ electronicallyȱ theȱ availabilityȱ ofȱ supplies,ȱ thatȱ couldȱ beȱ aȱ goodȱ
startingȱpointȱforȱelectronicȱcooperationȱamongȱfirmsȱinȱtheȱagroȬfoodȱsector.ȱMaybeȱtheȱlatterȱ
activityȱhasȱbecomeȱmoreȱimportantȱbecauseȱofȱtheȱlargeȱsupplyȱchainȱandȱtheȱlargeȱdemandȱofȱ
agroȬfoodȱproducts.ȱ
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3.3.2 Consumers� perspective 

Concerningȱconsumers,ȱsixtyȬthreeȱpercentȱofȱtheȱinterviewedȱCretansȱareȱwillingȱtoȱsearchȱforȱ
informationȱaboutȱagroȬfoodȱproductsȱ inȱtheȱInternet.ȱTheȱsurveyȱshowsȱthatȱconsumersȱwantȱ
informationȱaboutȱtheȱprice,ȱtheȱqualityȱandȱtheȱsafetyȱofȱaȱproductȱwithȱtheȱsameȱintensity.ȱAȱ
majorȱreasonȱforȱanȱonlineȱsearchȱforȱanȱagroȬproductȱisȱtoȱseekȱforȱvarietyȱ(62%).ȱAdditionally,ȱ
theȱmeansȱ forȱ betterȱpriceȱ comparisonsȱ (48%)ȱ andȱ theȱ lowȱ availabilityȱ ofȱ theȱproductȱ inȱ theȱ
marketȱ(52%)ȱalsoȱplaysȱanȱimportantȱrole.ȱ

Oneȱoutȱofȱ threeȱconsumersȱclaimsȱ thatȱ informationȱ fromȱ theȱwebȱcanȱ leadȱpurchasingȱofȱanȱ
agroȬfoodȱproductȱfromȱanȱofflineȱstore.ȱBesideȱthisȱfactȱandȱinȱcontrastȱtoȱwhatȱfirmsȱbelieve,ȱ
theȱreasonȱconsumersȱwillȱnotȱsearchȱforȱinformationȱforȱanȱagriculturalȱproductȱinȱtheȱnetȱisȱnotȱ
theirȱgeneralȱindifferenceȱtoȱproductsȱavailableȱonline,ȱbutȱratherȱtheirȱpreferenceȱforȱtheȱtradiȬ
tionalȱwayȱofȱgatheringȱinformationȱforȱandȱconductingȱtheirȱshoppingȱofȱagroȬproducts.ȱ

AdvertisementȱofȱagroȬfoodȱproductsȱdoesȱnotȱseemȱtoȱplayȱaȱmajorȱroleȱinȱCreteȱasȱonlyȱ16%ȱofȱ
respondentsȱwillȱpayȱattentionȱtoȱit.ȱItȱisȱveryȱinterestingȱtoȱnoticeȱthatȱ41%ȱofȱtheȱconsumersȱareȱ
willingȱtoȱrespondȱtoȱquestionsȱconcerningȱproducts,ȱandȱ38%ȱareȱwillingȱtoȱbeȱinformedȱbyȱeȬ
mailȱaboutȱaȱfirm�sȱofferȱduringȱorȱafterȱaȱvisitȱtoȱtheȱfirm�sȱwebȬsite.ȱ

Onlyȱ11%ȱofȱtheȱrespondentsȱholdȱpositiveȱattitudesȱtowardsȱonlineȱbuyingȱofȱagroȬfoodȱprodȬ
ucts.ȱTheȱmainȱ reasonȱ forȱ thisȱ isȱ theirȱ strongȱ beliefȱ thatȱphysicalȱ contactȱ isȱ neededȱ forȱ suchȱ
productsȱ (78%).ȱTheȱoversupplyȱofȱagroȬfoodȱ inȱ theȱmarketȱ (57%)ȱandȱ theȱ lackȱofȱ securityȱ inȱ
internetȱtransactionsȱ(53%)ȱareȱalsoȱimportantȱobstaclesȱforȱconsumers.ȱ

Consumersȱwereȱ alsoȱ askedȱ aboutȱ theȱ saleȱofȱorganicȱproductsȱoverȱ theȱ Internet.ȱAlmostȱ allȱ
(99%)ȱclaimedȱthatȱtheȱInternetȱisȱaȱmoreȱsuitableȱmediumȱforȱorganicȱproductsȱratherȱthanȱforȱ
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conventionalȱagroȬproducts.ȱOneȱreasonȱisȱthatȱconsumersȱacquireȱmoreȱinformationȱ(aboutȱtheȱ
ingredients,ȱtheȱwayȱofȱproduction,ȱetc)ȱonȱorganicȱproductsȱ(75%).ȱFurthermore,ȱtheȱavailabilȬ
ityȱofȱorganicȱproductsȱinȱtheȱphysicalȱmarketsȱ isȱmuchȱ lowerȱthanȱthatȱofȱconventionalȱprodȬ
uctsȱ(48%).ȱ

Concerningȱtheȱcooperativesȱofȱtheȱregion,ȱallȱCretansȱareȱofȱtheȱopinionȱthatȱaȱwebȬsiteȱwithȱinȬ
formationȱandȱ linksȱ forȱallȱCretanȱ cooperativesȱwillȱbeȱusefulȱandȱ interesting.ȱ ȱFinally,ȱwhenȱ
askingȱaboutȱwhatȱindividualȱcooperatives�ȱwebȬsitesȱmustȱofferȱtoȱtheirȱvisitors,ȱ45%ȱofȱtheȱreȬ
spondentsȱwantȱ theseȱwebȬsitesȱ toȱ provideȱ onlyȱ informationȱ aboutȱ theȱ cooperativeȱ andȱ itsȱ
products,ȱwhileȱ55%ȱareȱinterestedȱinȱelectronicȱorderingȱandȱpaymentȱcapabilities.ȱ

4. Conclusions 

ItȱisȱwidelyȱacceptedȱthatȱtraditionalȱmarketsȱhaveȱbeganȱtoȱbeȱtransformedȱintoȱelectronicȱmarȬ
ketsȱandȱitȱisȱexpectedȱthatȱtheȱdominationȱofȱeȬcommerceȱinȱeveryȱsectionȱofȱtheȱeconomyȱisȱnotȱ
far.ȱȱ

Theȱ impactȱofȱeȬcommerceȱonȱtheȱagroȬfoodȱsectorȱ isȱ importantȱandȱcrucialȱforȱtheȱfuture.ȱAlȬ
thoughȱ agriculturalȱproductsȱdoȱnotȱhaveȱ theȱ sameȱopportunitiesȱ asȱdigitalȱproductsȱonline,ȱ
agroȬfoodȱfirmsȱshouldȱadoptȱeȬcommerceȱpracticesȱinȱorderȱtoȱbenefitȱfromȱtheȱadvantagesȱthatȱ
theȱnewȱtechnologyȱoffers.ȱTheȱmainȱpointȱisȱthatȱdependingȱonȱtheȱcharacteristicsȱofȱagroȬfoodȱ
products,ȱtheȱintegrationȱbetweenȱtheȱvirtualȱvalueȱchainȱandȱtheȱphysicalȱvalueȱchainȱbecomesȱ
criticalȱforȱtheȱsuccessfulȱoperationȱofȱeȬcommerceȱforȱsuchȱproducts.ȱTheȱInternetȱgivesȱsignifiȬ
cantȱbenefitsȱbothȱinȱB2CȱandȱB2BȱcommerceȱȬȱlikeȱlowerȱtransactionȱcosts,ȱeasierȱpenetrationȱinȱ
internationalȱmarketsȱetc.ȱ Ȭȱandȱ internetȱmarketing,ȱbasedȱonȱtheȱ interactiveȱnatureȱofȱtheȱmeȬ
dium,ȱcanȱfindȱusefulȱapplicationsȱforȱagroȬfoodȱbusinessȱinȱvariousȱways.ȱ

Thisȱstudyȱbroughtȱ toȱ lightȱ theȱslowȱ rateȱofȱandȱ theȱsmallȱextentȱ toȱwhichȱ theȱadoptionȱofȱeȬ
commerceȱtoȱtheȱagroȬfoodȱsectorȱinȱCreteȱisȱtakingȱplace.ȱEvenȱthoughȱtheȱmajorityȱofȱCretanȱ
agroȬfoodȱ firmsȱ andȱ agriculturalȱ cooperativesȱ haveȱ alreadyȱ startedȱ makingȱ theirȱ presenceȱ
knownȱ inȱ theȱ internetȱbyȱdevelopingȱwebȬsites,ȱ theyȱstillȱkeepȱ theȱdegreeȱofȱcustomerȱ impactȱ
providedȱbyȱtheirȱwebȬsitesȱtoȱanȱinformationalȱlevel.ȱOfȱcourse,ȱthisȱisȱtheȱmostȱbasicȱlevelȱandȱ
aȱgoodȱstartingȱpointȱforȱtheirȱintroductionȱtoȱeȬcommerce,ȱbutȱtheȱwebȬsitesȱareȱjustȱaȱmeansȱtoȱ
provideȱstaticȱinformation,ȱalsoȱavailableȱthroughȱtraditionalȱmarketing.ȱCretanȱSMEsȱshouldȱbeȱ
equippedȱwithȱtheȱproperȱtechnologyȱandȱshouldȱcreateȱtransactionalȱandȱrelationalȱwebȬsites,ȱ
thatȱisȱtoȱdevelopȱinteractivityȱwithȱtheirȱenergeticȱorȱpotentialȱcustomers.ȱThisȱisȱtheȱonlyȱwayȱ
inȱorderȱforȱtheseȱfirmsȱtoȱexploitȱtheȱgreatȱopportunitiesȱofȱinternetȱmarketing.ȱ

However,ȱ theȱ investmentȱ inȱ innovativeȱ technologyȱ isȱ notȱ theȱmostȱ importantȱmovementȱ toȬ
wardsȱtheȱnewȱeconomy.ȱTheȱbiggerȱobstacleȱforȱtheȱCretanȱagroȬfoodȱsectorȱisȱtheȱabsenceȱofȱ
theȱphilosophyȱandȱtheȱunderstandingȱofȱeȬcommerce.ȱTheȱadministrationȱofȱtheseȱfirmsȱhasȱnotȱ
yetȱ realizedȱ theȱ fullȱpotentialȱofȱ eȬcommerce.ȱTheȱ frequentȱ confusionȱ encounteredȱ inȱ theȱ anȬ
swersȱgivenȱbyȱ theȱmanagerialȱstaffȱshowsȱ incompleteȱknowledgeȱaboutȱ theȱ fullȱbenefitsȱ thatȱ
theyȱcanȱacquire.ȱ

Thisȱisȱespeciallyȱtrueȱforȱtheȱcooperatives,ȱwhichȱtheȱGreekȱgovernmentȱcontinuesȱtoȱsubsidizeȱ
andȱinȱmanyȱeconomyȱissuesȱinȱorderȱtoȱencourageȱinterestȱinȱagronomy.ȱTheȱfactȱthatȱalmostȱ
allȱofȱ theȱ surveyedȱ cooperativesȱpreferȱaȱ centralizedȱeȬshopȱ forȱallȱGreekȱ cooperativesȱasȱ theȱ
bestȱwayȱforȱonlineȱdistributionȱandȱsalesȱisȱcharacteristic.ȱ

CretanȱagroȬfoodȱfirms,ȱhowever,ȱhaveȱstartedȱtoȱdevelopȱaȱtendencyȱtowardsȱtheȱuseȱofȱinforȬ
mationȱtechnology,ȱespeciallyȱtheȱInternet,ȱinȱorderȱtoȱinitiallyȱachieveȱcapabilitiesȱforȱB2Bȱandȱ
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internationalȱtransactions.ȱConsideringȱtheȱresultsȱfromȱconsumersȇȱsurvey,ȱthisȱseemsȱtoȱbeȱtheȱ
rightȱ firstȱstep.ȱConsumersȱ inȱCreteȱshowȱaȱweakȱ tendencyȱ towardsȱonlineȱ searchingȱ forȱandȱ
buyingȱofȱagroȬfoodȱproducts.ȱForȱthem,ȱtheȱnatureȱofȱagroȬfoodȱproductsȱisȱtheȱmainȱobstacle.ȱ
Ofȱcourse,ȱinȱorderȱtoȱhaveȱaȱcompleteȱperceptionȱofȱthisȱconsumerȱbehaviour,ȱitȱshouldȱbeȱreȬ
alizedȱ thatȱ theȱpenetrationȱofȱ theȱ Internetȱ inȱGreeceȱ isȱstillȱsmallȱcomparedȱ toȱotherȱEUȱcounȬ
tries.ȱMoreover,ȱinȱCrete,ȱmanyȱconsumersȱareȱalsoȱproducersȱofȱagriculturalȱproducts.ȱ

Beyondȱ theȱabove,ȱ theȱmostȱpositiveȱandȱveryȱpromisingȱ forȱ theȱ futureȱ findings,ȱwhichȱwereȱ
extractedȱfromȱtheȱcurrentȱsurvey,ȱareȱthree:ȱ

Üȱ AgroȬfoodȱSMEsȱinȱtheȱislandȱrecognizeȱthatȱtheȱinternetȱisȱtheȱnewȱmarketingȱmediumȱinȱ
theȱtwentyȬfirstȱcenturyȱandȱitȱcanȱbeȱsuitableȱforȱtheȱtradeȱofȱtheirȱproducts.ȱ

Üȱ Theyȱtendȱtoȱimproveȱtheirȱcurrentȱinternetȱpresenceȱinȱtheȱfollowingȱthreeȱyears.ȱ

Üȱ Managersȱ ofȱCretanȱ agroȬfoodȱprivateȱ firmsȱ andȱ cooperativesȱ areȱwillingȱ toȱ learnȱmoreȱ
aboutȱeȬcommerceȱandȱitsȱapplications.ȱȱ

Inȱconclusion,ȱinȱcontrastȱtoȱfamiliarȱstudiesȱinȱdevelopedȱcountriesȱ[24;ȱ3;ȱ26],ȱthisȱexploratoryȱ
researchȱ revealsȱ theȱweakȱ relationȱbetweenȱeȬcommerceȱandȱ theȱagroȬfoodȱ sectorȱ inȱCrete,ȱasȱ
wellȱ asȱ theȱ needȱ toȱ provideȱ theȱ firms,ȱ eitherȱ fromȱ governmentȱ orȱ academicȱ institutionsȱ inȱ
Greece,ȱwithȱmoreȱaccurateȱknowledgeȱaboutȱandȱmotivationsȱforȱtheȱadoptionȱofȱtheȱInternetȱ
technology.ȱ

References 

[1] BabcockȱB.ȱA.,ȱOverviewȱofȱtheȱcomingȱdigitalȱeconomyȱinȱagriculture,ȱInȱAgriculturalȱForum,ȱIowa.,ȱ
(2000),ȱwww.agforum.org/about/ag_forum_00.htmlȱ

[2] Bejjaniȱ G.,ȱ EȬcommerce:ȱ Theȱ netȱ effectȱ onȱ agribusiness,ȱ Capitalȱ investmentȱ andȱmarketȱmakers,ȱ
(MorganȱStanley,ȱ2000).ȱ

[3] BernertȱA.ȱandȱStrickerȱS.,ȱGermanȱwineriesȱonȱtheȱweb:ȱAȱsurveyȱofȱsitesȱofȱMoselȬSaarȬRuwerȱandȱ
Pfalzȱwineries,ȱ(2000),ȱwww.wineȬeconomics.de/Research/wineries.pdfȱ

[4] BickertonȱP.,ȱBickertonȱM.ȱandȱPardesiȱU.,ȱCybermarketing,ȱ(ButterworthȬHeinemann,ȱOxford,ȱ2000).ȱ

[5] ChaffeyȱD.,ȱMayerȱR.,ȱJohnstonȱK.ȱandȱChadwickȱF.,ȱInternetȱMarketing,ȱ(FinancialȱTimesȱȬȱPrenticeȱ
Hall,ȱLondon,ȱ2000).ȱ

[6] Dussartȱ C.,ȱ Internet:ȱ Theȱ oneȬplusȬeightȱ �reȬvolutions�,ȱ Europeanȱ Managementȱ Journalȱ 18(4)ȱ
(2000),pp.386Ȭ397.ȱ

[7] EconomistȱIntelligenceȱUnitȱ(EIU),ȱwww.ebusinessforum.comȱ

[8] Ellsworthȱ J.ȱH.ȱ andȱ EllsworthȱM.ȱ V.,ȱMarketingȱ onȱ theȱ Internetȱ �ȱMultimediaȱ strategiesȱ forȱ theȱ
WWW,ȱ(JohnȱWiley,ȱNewȱYork,ȱ1996).ȱ

[9] EvansȱP.ȱandȱWursterȱT.ȱS.,ȱGettingȱrealȱaboutȱvirtualȱcommerce,ȱHarvardȱBusinessȱReviewȱNovemberȱ
(1999)ȱpp.84Ȭ94.ȱ

[10] Fraserȱ J.,ȱFraserȱN.ȱandȱMcDonaldȱF.,ȱTheȱstrategicȱchallengeȱofȱelectronicȱcommerce,ȱSupplyȱChainȱ
Management:ȱAnȱInternationalȱJournalȱ5(1)ȱ(2000)ȱpp.7Ȭ14.ȱ

[11] GhoshȱS.,ȱMakingȱbusinessȱsenseȱofȱtheȱinternet,ȱHarvardȱBusinessȱReviewȱMarchȬAprilȱ(1998)ȱpp.127Ȭ
135.ȱ

[12] GoldmanȱSachs,ȱwww.gs.comȱ

[13] HuangȱC.ȱC.ȱandȱShihȱS.ȱB.,ȱAȱcaseȱstudyȱofȱelectronicȱmallȱsellingȱvegetablesȱandȱfruitsȱinȱTaiwan,ȱ
(2000),ȱwww2.fit.qut.edu.au/ACIS2000/ACIS%20papers/paper%20huang.pdfȱ

[14] KiangȱM.ȱY.,ȱRaghuȱT.ȱS.ȱandȱShangȱK.ȱH.,ȱMarketingȱonȱ theȱ internetȱ�ȱwhoȱ canȱbenefitȱ fromȱanȱ
onlineȱmarketingȱapproach?,ȱDecisionȱSupportȱSystemsȱ27ȱ(2000)ȱpp.383Ȭ393.ȱ



231 

[15] KleinȱL.ȱandȱQuelchȱJ.ȱA.,ȱTheȱinternetȱandȱ internationalȱmarketing,ȱSloanȱManagementȱReviewȱ37(3)ȱ
(1996)ȱpp.60Ȭ75.ȱ

[16] KotlerȱP.,ȱMarketingȱmanagementȱ(PrenticeȱHall,ȱLondon,ȱ2000).ȱȱ

[17] LiodakisȱG.,ȱ ,ȱTheȱagriculturalȱsectorȱofȱCrete:ȱproblemsȱandȱperspectivesȱ (TechnicalȱUniversityȱofȱ
Crete,ȱChaniaȱ2000).ȱȱ

[18] LuckingȬReileyȱD.ȱ andȱ SpulberȱD.ȱ F.,ȱBusinessȬtoȬbusinessȱ electronicȱ commerce,ȱ Preperedȱ forȱ theȱ
JournalȱofȱEconomicȱPerspectives,ȱ(2000),ȱwww.vanderbilt.edu/econ/reiley/papers/B2B.pdfȱ

[19] MAICh,ȱMarketingȱ ȬȱManagementȱStrategiesȱ forȱ theȱAgribusinessȱCoȬoperativesȱofȱCreteȱ (MAICh,ȱ
Chania,ȱ2000).ȱ

[20] MatsatsinisȱN.,ȱInformationȱsystemsȱinȱagriculturalȱsector,ȱ(NewȱTechnologies,ȱAthens,ȱ2001).ȱ

[21] MuellerȱR.ȱA.ȱE,ȱNewȱ economicsȱ forȱ theȱnewȱeconomy?,ȱ Inȱ75thȱEuropeanȱSeminarȱofȱ theȱEAAE,ȱ
(2001),ȱwww.agricȬecon.uniȬkiel.de/Abteilungen/II/ȱ

[22] Muellerȱ R.ȱ A.ȱ E.,ȱ Emergentȱ eȬcommerceȱ inȱ agriculture,ȱ AICȱ Issuesȱ Brief,ȱ numberȱ 14,ȱ (2000),ȱȱ
http://aic.ucdavis.edu/pub/briefs/brief14.pdfȱ

[23] OustapassidisȱK.ȱandȱKatsoulakosȱY.,ȱAppliedȱindustrialȱeconomicsȱandȱpolicyȱ(Zigos,ȱThessaloniki,ȱ
1999).ȱ

[24] Papandreaȱ F.ȱ andȱ Margoȱ W.,ȱ EȬcommerceȱ inȱ ruralȱ sectorȬCaseȱ studies,ȱ (2000),ȱ
www.dcita.gov.au/crf/paper2000/papandrea.pdf.ȱ

[25] ShawȱM.ȱJ.ȱandȱStraderȱM.ȱJ.,ȱCharacteristicsȱofȱelectronicsȱmarkets,ȱDecisionȱSupportȱSystemsȱ21ȱ(1997)ȱ
pp.185Ȭ198.ȱ

[26] SparkesȱA.ȱandȱThomasȱB.,ȱTheȱuseȱofȱ theȱ Internetȱasȱaȱcriticalȱsuccessȱ factorȱ forȱ theȱmarketingȱofȱ
WelshȱagriȬfoodȱSMEsȱinȱtheȱtwentyȬfirstȱcentury,ȱBritishȱFoodȱJournalȱ103(5)ȱ(2001)ȱpp.331Ȭ347.ȱ

[27] TheȱYankeeȱGroup,ȱ Smallȱ andȱmediumȱ business:ȱTheȱ bigȱ internetȱ serviceȱ opportunity,ȱ Smallȱ andȱ
MediumȱBusinessȱCommunications,ȱ2(9)ȱ(1998)ȱpp.1Ȭ10.ȱ

[28] WalshȱJ.ȱandȱGodfreyȱS.,ȱTheȱinternet:ȱAȱnewȱeraȱinȱcustomerȱservice,ȱEuropeanȱManagementȱJournalȱ
18(1)ȱ(2000)ȱpp.85Ȭ92.ȱ

[29] WilsonȱP.,ȱAnȱoverviewȱofȱdevelopmentsȱandȱprospectsȱ forȱeȬcommerceȱ inȱ theȱagriculturalȱ sector,ȱ
EuropeanȱCommission,ȱ(2000),ȱwww.eȬglobal.es/012_euagriculture_anover.pdfȱ

[30] ZottȱC.,ȱAmitȱR.ȱandȱDonlevyȱJ.,ȱStrategiesȱforȱvalueȱcreationȱinȱeȬcommerce:ȱBestȱpracticeȱinȱEurope,ȱ
EuropeanȱManagementȱJournalȱ18(5)ȱ(2000),ȱpp.463Ȭ475.ȱ

ȱ

ȱ

ȱ


