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ABSTRACT  

Companies adopt strategies to assert their competitive advantage and meet the 

demands and expectations of their various stakeholders. It is recognized that Supply 

Chain Management plays an essential role in establishing this competitiveness and 

more particularly when information and communication technologies are 

implemented. We aim to explore how a business model reflects the contribution of this 

eSupply Chain Management to the strategic objectives of companies. Based on a 

literature review, we propose a conceptual framework highlighting the relationships 

between these three constructs. 
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1. INTRODUCTION  

If values, vision and mission are essential elements to consider in the management of 

companies, it is at the level of strategy, explicit or implicit, deliberate or emerging, that the 

advantages vis-à-vis the competition find their source [1] [2] [3] [4]. The company to survive 

and prosper will seek at this level to distinguish itself from its competitors by creating value 

for its customers and making sure to do so through activities guaranteeing a performance 

allowing it to achieve its strategic objectives. 
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In an era where information and communication technologies (ICTs) are emerging as key 

enablers for competitiveness [5], digital transformation is often necessary to maintain a viable 

position in the market and possibly ensure projected growth [6]. Companies then use various 

digital approaches and solutions to be part of this inevitable trend. 

This push of digitalization, among others, has brought to light the notion of business 

model [7] that entrepreneurs will seek to design in order to better adopt digital in the 

development of their offer, the segmentation of their client portfolio and the determination of 

their channels of distribution. Likewise, such a business model would enable decision-makers 

to define their schemes for the profits to be generated while optimizing the resources to be 

deployed and by mobilizing the production factors to be implemented. 

At this stage, the importance of calibrating a supply chain management (SCM) adapted to 

strategic objectives comes into play in order to perpetuate the different elements of production 

and to match supply to demand in an often changing and uncertain context [8]. The 

competitiveness of companies is increasingly dependent on this calibration and ICTs offer the 

possibility for this eSupply Chain Management (eSCM) to be a fundamental competitiveness 

enabler [9]. 

We aim to explore these three concepts to propose a conceptual framework capable of 

illustrating the links through which they interact in the decision-making process within 

companies. 

2. CONCEPTUAL ANALYSIS 

2.1. Strategy: Schools and Definitions 

The concept of strategy was already present in the military field as a determining element in 

decision-making both in times of conflict and of peace. While some of the principles in 

military strategies are taken up at the economic context, the latter are aimed at objectives 

much more oriented towards improving business indicators such as turnover growth and profit 

increase [10]. 

In the economic world, there are different schools of strategy which can be classified 

between prescriptive and descriptive. For our work, we are mainly interested in one of the 

most commonly adopted approaches namely generic strategies as proposed by Porter [11]. 

A company will indeed seek to stand out by using the three possible options, which can 

also be combined: the product, the price and the customer segment. The decision for a given 

positioning could be taken via an analysis of strengths, weaknesses, opportunities and threats, 

SWOT [12]. 

Associated with this strategic positioning, a digital transformation is often initiated in a 

more or less accentuated manner depending on the context of the market in which the 

company is positioned. The degree of digitalization and investment in ICTs will depend not 

only on competitive needs but also on the strategic value attributed by the company to digital 

orientation. 

2.2. Business Model: An Emergent Concept in the Digital Era 

The impact of the internet on business has been such that several large companies that have 

not sufficiently perceived this wave have simply failed to maintain their competitive 

advantage. Some start-ups, on the other hand, have been able to ride this wave and have 

achieved meteoric growth [13]. 

To the unprecedented success of these digital companies, has often been associated an 

emerging concept that is the business model by attributing it originality in a positioning that 
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makes best use of the Internet and ICTs [14]. The ways to create value and target customers 

have been completely innovated. 

Having a successful business model has thus become a sine qua none condition for the 

sustainability of companies in several sectors. Some players in traditional sectors had to 

review their strategies to ensure their survival in the face of new entrants with creative and 

innovative business models. 

If this new concept is sometimes located at the same level as the strategy [15], we 

consider it rather a tool declining the strategic objectives of the company and its positioning. 

2.3. eSupply Chain Management: A Competitiveness Enabler 

As well upstream of the development of the business plan of a company in creation project or 

during the regular planning of the resources necessary for the production of goods and 

services, it is crucial to proceed to the adequate design and to align the different components 

of the supply chain [16]. 

The flows of human, material and information resources must be considered to allow 

supply chain management to be lean or agile depending on the market context, the degree of 

personalization of products and services as well as the volume at the demand level [17]. 

Internet and more generally ICTs are adopted to have an eSCM which can contribute to 

consolidate the competitiveness of the company [18] [19]. It is at this stage that products are 

adapted to demand while optimizing costs. 

3. A CONCEPTUAL FRAMEWOK PROPOSAL 

From the developments below, we propose the conceptual framework illustrated in Figure 1 

by tracing the eSCM components on the nine dimensions proposed by Osterwalder et al. [20]. 

In the following we proceed to the argumentation underlying this framework. 

Firstly, eSCM intervenes as a key element in the feedback of customer information 

(purchases, satisfaction, product returns, etc.) to better guide value creation and meet market 

expectations. At this level, the information flow is enriched by the options offered by social 

networks, digital platforms and Customer Relationships Management (CRM) solutions that 

cross eSCM processes. This will also make it possible to refine the distribution methods and 

to act on the promotion levers of the offer and its adaptation to customer demand. 

eSCM is also directly involved in determining the costs associated with price proposals 

acceptable to the market. These critical factors for the competitiveness of the company will 

depend on the capacity that eSCM offers to ensure the essential activities by optimizing the 

necessary resources according to the nature of supply and demand. 

Finally, for the partner dimension, eSCM will lead to possible cooperation with 

companies and organizations to carry out its activities. It can be a question of subcontracting 

or outsourcing operations which are not part of the core business but it can also consist in the 

implementation of means of communication and information ensuring for example a 

technological or regulatory watch. 
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Figure 1 A Conceptual Framework for Strategy, Business model and eSCCM integration  

4. CONCLUSION AND PERSPECTIVES 

Many research works have been interested in the concepts of strategy, business model and 

SCM as well as the links between them. However, and to our knowledge, few publications 

have addressed the association of the three concepts at the same time.  

The conceptual framework that we propose makes a contribution in this sense both on a 

theoretical and practical level by allowing decision-makers the means to consider the 

deployment of eSCM through the business model canvas which in turn explains the strategic 

positioning of companies. More work is needed on the one hand to challenge the proposed 

conceptual framework and on the other to explore the integration of the other dimensions of 

the three concepts studied. 
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