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Abstract. The e-business reference model is a conceptual framework designed to assist organizations
in strategic planning and implementation of digital business initiatives. Based on the model, a
categorization is presented that reflects the various components to ensure e-business success, including
business layers, digital strategies, customer segmentation, and key business objects. The study uses
the Design Science Research approach. This approach facilitated the identification and selection
of relevant theories and concepts from scientific publications, which were then used to develop and
validate a reference e-business model. A digital strategy that is aligned with organizational goals and
incorporates customer-centric approaches, data-driven decision-making, and integration of multiple
platforms is critical to e-business success. Understanding customer segments across industries is
essential to customize marketing strategies and improve customer satisfaction. Business objects such as
digital products, revenue streams, key partnerships and resources are critical to business performance.
Application components and technology infrastructure, including digital channels and customer
relationship management systems, are critical to optimize service delivery and customer engagement.
The e-business reference model is a comprehensive and structured framework that supports an
organization through digital transformation. By leveraging digital strategies, understanding customer
needs and optimizing business processes, organizations can achieve sustainable growth and competitive
advantage. The model's emphasis on collaborative business analysis, virtual collaboration tools, and
conceptual modeling techniques makes it highly effective in an increasingly digital environment.
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Annorammns. PedbepeHTHast MoJeNb 3JIEKTPOHHOTO OM3Heca MPeACTaBIIsIeT CO00I KOHIIETTYaTbHYIO
OCHOBY, TPU3BAHHYIO TOMOYb OPTaHU3AIMSAM B CTPATETHYECKOM MJIaHUPOBAHUHN U peaTM3allui MHUIIU -
aTuB B obsacTu Mg poBoro 6usHeca. Ha ocHoBe Mojenu npeacTaBieHa KiaccupuKaliys, oTpaxkaroias
pasuyHble KOMITOHEHTHI JUIsl OOeCIieueHUs ycrexa 2JIeKTPOHHOro Ou3Heca, BKIIovyasi OM3Hec-Ccliou,
1MdpPOBbIE CTpaTeruu, CerMEHTAIMI0 KIMEHTOB U KIIIoueBble OM3HEC-00beKThl. B uccienoBaHuu mc-
nob3oBasics npoekTHbI oaxoa DSR (Design Science Research). BToT nmoaxon crnoco0CTBOBAT BbISIB-
JIEHWIO ¥ OTOOPY COOTBETCTBYIONINX TEOPUI M KOHLIEIIIIMI HAa OCHOBE HAayYHBIX MyOIUKAINii, KOTOPbIe
3aTeM MCIOJIb30BAIUCH /151 pa3pabOTKU U MPOBEPKMU pedepeHTHON MOIean 2JIeKTPOHHOTOo Ou3Heca.
LudpoBas crpaTerusi, COOTBETCTBYIOIIAS 1IeJSIM OpraHU3alMK W BKJIIOYaloas KIMEHTOOPUEHTUPO-
BaHHbBIC TTOAXOMIbI, MPUHATUE PEIICHWI HAa OCHOBE JaHHBIX W MHTErPALIMI0 HECKOJBKUX IIaT(GopM,
MMeeT pelliaiolliee 3HaUeHue ISl yerexa 2J1IeKTpOHHOro ousHeca. [loHnMaHue cerMeHTOB MOTpeduTe-
JIel B pa3IMUHbBIX OTPACIISIX UMEET BAXKHOE 3HAYEHUE JUIS alafTallid MapKETUHTOBBIX CTpAaTeruii 1 1mo-
BBIIIICHUS YIOBJIETBOPEHHOCTH KIIMEHTOB. Bu3Hec-00beKThI, TakKue KakK IU(MPOBbIe TTPOAYKTHI, ITOTOKU
JIOXOZIOB, KJIIOYEeBbIe MAPTHEPCKKME OTHOIIEHUST U PeCcypChl, KpaiiHe BaXKHBI IS 9(PHEKTUBHOCTH OU3-
Heca. KOMMOHEHTBI MPUIOXKEHWI U TeXHOJOTHYecKasi MH(MpacTpyKTypa, BKIOUas IM(poBbie KaHAJbI
W CUCTEMBI YITpaBJICHMS B3aMOOTHOIIICHUSIMU C KIMEHTAaMM, UMEIOT pelllaoliiee 3HaYeHUe JIJIsT OTTH-
MM3aLUM TIpoliecca MPeAoCTaBIeHUs YCIyT U BOBJICUEHHOCTU KJIMEHTOB. PedepeHTHast Mozesb a1ek-
TPOHHOTO OM3Heca SIBJISIETCS KOMIUIEKCHOM U CTPYKTYPUPOBAHHOU OCHOBOM, KOTOpasi obecrieunBaeT
TTo/IIeP>KKY OpraHu3aluy B Tipoliecce G poBoii TpaHchopMaiu. Mcrmob3ys g poBbie CTpaTeruu,
MOHMMas TTOTPEOHOCTU KJIMEHTOB Y ONTUMM3UPYSI OM3HEC-TIPOLIECCHI, OPTaHU3AIIMU MOTYT JOOUTHCS
YCTOMYMBOIO pOCTa M KOHKYPEHTHBIX MPEUMYILIECTB. AKLIEHT MOJIEJIM HA COBMECTHOM OM3HEC-aHaIu3e,
MHCTPYMEHTAX BUPTYaIbHOTO COTPYIHUYECTBA M METO/IaX KOHIIETITYaTbHOTO MOJIEIMPOBAHMSI JeJIacT ee
KpaiiHe 3¢ (GEeKTUBHON B YCIOBUSIX BCEBO3PACTAIOIIETO BIUSIHUST IM(POBBIX TEXHOJIOT U,

KimoueBsie cioBa: 1ugppoBast TpaHcgopMaliys, pedhepeHTHas: Moaeb, IudpoBas cTpaTerus, cer-
MEHTAals KJIMEHTOB, OU3HEC-00bEKThI

Jas uurupoBanms: Zabi Z., Chingovo C. (2024) PazpaboTtka cTpyKTypbl peepeHTHON MOAean ISt
e-6usHeca. TT-Economy, 17 (4), 179—192. DOI: https://doi.org/10.18721/JE.17411

Introduction

Reference models are tools that help optimize the information systems design process by offering en-
terprises a flexible framework for specific domains. While helping in the design and selection of new appli-
cations, they also facilitate the validation of existing solutions [1].

In an environment of universal digitalization, these models facilitate and accelerate the adoption of
digital transformation strategies and enable effective value realization. The models facilitate the effective
reuse of knowledge by formalizing, organizing and structuring it according to digital business processes.
Through reference models, the impact of digital technologies on business becomes transparent and man-
ageable. This article describes the unique qualities that reference models must possess to be successful in
digital transformation. The application of these reference models in the context of digital transformation
is also explained. The practical relevance of such models is demonstrated in [2].

In addition, digital transformation of e-business is a reference model and operational framework that
uses digital technologies to help organizations move from traditional to innovative or digital business
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process systems. To cope with this challenging task and create their own models, modelers and organiza-
tions can take inspiration from reference models [3]. In addition, a reference model for e-business serves
as a structured framework for organizational leaders to align their digital strategies with business processes,
leveraging information technology (IT) innovations to improve efficiency and competitiveness. By inte-
grating IT resources with business areas, organizations can form collaborative alliances to implement IT-
based systems as suggested in [4]. Process reference models play a crucial role in digital transformation by
enabling organizations to formalize and structure knowledge of digital business processes, accelerating the
realization of the value of digital technologies [5].

Collaborative business intelligence methodologies emphasize knowledge sharing and collaboration
among stakeholders to gain insights into business operations, which emphasizes the importance of virtual
collaboration tools in business intelligence platforms [6]. Conceptual modeling through ontologies such
as DI-BPM-Onto and extensions to standard tools such as ArchiMate support the modeling of digital
transformation and innovation initiatives, improving the understanding and implementation of e-business
strategies [7].

Using this reference model, organizations can better align their digital strategies with business process-
es, optimize technology infrastructure, and improve customer engagement and satisfaction. The research
aims to provide a structured framework that categorizes the various components required for e-business
success, including business layers, digital strategies, customer segmentation, and key business objects such
as digital products, revenue streams, key partnerships, and resources [10].

In order to develop the e-business reference model, relevant theories and concepts from academic
publications had to be identified and incorporated. In addition, the role of digital strategies in successful
digital business transformation was described, focusing on customer-centric approaches and data-driven
decision-making. Finally, the importance of business objects such as digital products, revenue streams, key
partnerships and resources in driving business performance was emphasized. Finally, it was shown how
robust application components and technology infrastructure can optimize digital channels and customer
relationship management systems. Finally, the aim of the paper was to validate the research findings.

Materials and Methods

The fundamental idea serves as the basis for selecting a particular theory, which in turn will be based
on literature research and scientific publications. That is why in this study the authors applied the DSR
(Design Science Research) approach, which is illustrated in Fig. 1.

Results and Discussion

The e-business reference model is a conceptual framework that categorizes and describes the various
mechanisms of inter-organizational information coordination and control in the context of e-business [8].
The purpose of the model is to provide a structured approach to understanding and analyzing the dynamics
of e-business strategic planning and implementation, and to enable e-business to function more effectively.

1. Business layer

1.1. Business actor

The business actor ensures that the business environment is interconnected with the system and that it
operates correctly.

1.1.1. Customer segments

Customer segments represent certain groups and organizations with specific needs, purchase algo-
rithm, actions targeted by the business. In addition, marketing strategies, customer satisfaction allows to
identify their needs and predilections [19].

Customer segmentation includes the following stages:

* identification;

* characterization;
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Customer segmentation in various industries:

— Retail: customers are divided into luxury and economy shoppers.

— Healthcare: segmentation should take into account patients with specific medical situations as well
as the key healthcare systems available.

— Electronic Industry: includes IT services, developer equipment, enterprise resource solutions, and
software systems.

By reviewing customer segments, a business can increase customer connectivity, increase revenue, and
scale [20].

1.1.2. Digital strategy

A company's journey towards digital transformation is described in its digital strategy, which also serves
as a roadmap, procedure and guide. A digitalization strategy, on the other hand, means investing in and
integrating digital technologies into all areas of an organization, including management systems, business
operations, corporate, business and functional initiatives. Since many variables and mechanisms influence
the adoption and implementation of digitalization strategies, it can be difficult to guarantee their success.
In addition, some companies lack the expertise needed to select and develop effective digitalization strat-
egies, as well as the skills needed to resolve conflicts (e.g., between advanced and established systems [9])
throughout the adoption and implementation process.

A component of a digital strategy can be:

* business goals;
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* customer-centricity;
» multi-platform,;
* inbound marketing;
» data-driven decision-making;
+ e-infrastructure;
* acceleration of innovation;
* corporate culture;
* cooperative ecosystem;
* accumulation and measurement.
1.2. Business object
Business objects provide the basic information that the business use and control.
1.2.1. Digital products
Business role: sales, product formation to create, market, sell or carry digital products.
Business function: the process for developing a product, selling and helping customers.
Application components: which are stored, controlled, and delivered through systems such as Content
Management System (CMS) or Product Information Management (PIM).
Technology components: help through infrastructure such as servers, databases, and networks for hosting
and issuance.
1.2.2. Revenue streams
Business role: evaluation and control through the role of finance, revenue management.
Business function: desegregates to processes related to billing, invoicing and financial announcements.
Application components: assist through systems such as Enterprise Resource Planning (ERP) or billing
systems for track revenue budget.
Stakeholders: influence the financial well-being of stakeholders such as shareholders or partners.
1.2.3. Key partnerships
Key partnerships influence revenue creation through contribution journey or link enterprise.
Business role: overseeing the partnership development, customer management, strategic partnership.
Business function: consolidate into processes related to partner recognition and contribution.
Stakeholders: including external parties such as vendors, suppliers, entrepreneur or strategic partners.
Business objects: contribution through the partner and change the resource, competence or information
to approach the joint object.
1.2.4. Key resources
Business role: employ the role and management for the resource allocations, procurement or help man-
agement.
Business function: consolidate process for resource planning, optimization and continuation.
Application components: control and capture through the system such as Enterprise Asset Management
(EAM) or resource planning systems.
Technology components: contribute to infrastructure to control and help resources, such as tools, intel-
ligent features.
Requirements: influence resource allocation, decision-making according to factors such as budget con-
straints, technology availabilities, resource capabilities.
To link the business objects that help the organization in different elements through applications, tech-
nology and stakeholder layers, which include activities and objective.
1.3. Business interface
Business interface provide the connection by which business services access external or internal actors
and the functionality of a business service to appear ins its environment. Business interface in the digital
era provides a digital point of reference through which businesses interact with customers, stakeholders
and inventors such as websites, mobile applications, etc. [21].
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1.3.1. Digital channels interface
Business actors: this part involves a platform for communication between customers, employees and
organization’s digital assets.
Business role: connects stakeholders, applies transactions.
Application components: carry functionality, such as mobile applications, e-commerce platforms.
Technology components: connects to infrastructure such as servers, CDNs or API gateways.
Stakeholders: connects to information for buying and connection with organizations.
1.4. Business function
1.4.1. Digital channels function
Business role: responsible for maintenance and optimization of digital channels.
Business function: processes that connect digital market, purchase, customer service.
Application components: depend on digital channel management for CMS, CRM platform, media
equipment [22].
Technology components: assist through web servers, databases, analytics platforms.
Requirement. depend on factors such as security, access, etc.
1.5. Business role
1.5.1. Business
This part of the model represents the overarching plan that guides the business in achieving its goals
and objectives.
1.5.2. Customer relation
This part of the model focuses on how the business interacts with and manages its relationships with
customers.
1.5.3. Key activities
This component of the model represents the critical tasks and operations that business must perform to
successfully implement its strategy and deliver its value proposition.
1.5.4. Value Proposition
This component of the model represents the unique value that business offers to its customers, distin-
guishing it from competitors.
~ 2.Digital solutions layer
2.1. Application component
This part provides software and technology for e-business support and operation. As part of digital
transformation, it includes customer relationship management, digital marketing applications, e-com-
merce platforms. This section provides opportunity for marketing campaign, data analysis for online trans-
actions [23].
2.1.1. Customer Relationship Management (CRM)
Business role: supports customer communication, sales, customer service, manage and data.
Business object: handles the customer, which connects the seller’s history and preferences.
Business interface: the business user connects the CRM system through user interface and APIs.
Technology components: runs the server, database and network resource.
Stakeholders: influence the customer, management supporting the customer relationship management.
2.1.2. Analytics tools
Business role: contains data analysis and decision-making to control insight data.
Business object: various data, such as sales data.
Business interface: user interface and APIs connection to analytical insight.
Technology components: server, database.
Stakeholders: influence strategic decision-making by managers, analysts.
2.1.3. Digital marketing tools
Business role: advertising, analysis of the digital marketing.
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Business object: collect data from customer profile and content aids.

Business interface: connects digital marketing channels and platforms.

Technology components: web servers, database.

Stakeholders: influence on the marketing team, customer.

2.2. Application service

Application service represents business functionality for an environment and connects the component
and the service.

2.2.1. Marketing automation tools service

Business role: marketing to automation, such as e-mail, social media.

Business object: facilitates data such as customer profile, marketing.

Business interface: contains controlling the marketing automation and work operation.

Application components: depends on infrastructure components, such as servers, database.

Stakeholders: influence on the marketing team, sales team.

2.2.2. Analytics processing service

Business role: data analysis, reporting and decision-making for operation and analysis of the big data.

Business object: operates and processes different data such as customer data, sensor data.

Business interface: facilitate querying, analytic insight.

Application components: algorithms for data analysis, statistical data.

Technology components: database, analytics machine.

3. Technology layer

Technology layer supports the digital technology and application, which influence the e-business sys-
tem operation, nodes that provide part of the resources.

3.1. System software

Middleware: influencing communication and exchange with diverse software components and opera-
tions that provide interoperability and integration.

Virtualization software: optimizing hardware resources and physical hardware facilities for resources
and creation of virtual system.

Security system: protecting data from threats, principle and accessibility of data resource in technology
systems.

3.2. Technology infrastructure

Network connection: connecting hardware device, software components and user, and providing data
link and connection.

Data storage: providing service for accessibility and resolution that store and manage data.

3.3. Hardware devices

This part of the model provides physical instruments for hosting and running the software and system,
which provide servers, storage devices and network tools such as [oT devices.

3.4. Application programming interface

Application programming interface provides connection between various software and application sys-
tems, which enable to communicate and share data and operation.

3.5. Technology service

Could service: provides connection with computing resources such as servers, databases through net-
work, provides for organization desire resources.

Data warehouse: enables the centralized storehouse, and manages big data, provides for organization to
analyze complex data and decision-making.
4. Motivationlayer

Motivation layer provides for the digital transformation of e-business by setting goals, performing the
assessments, and addressing the requirements that form the basis of the enterprise architecture.

4.1. Stakeholder
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Fig. 2. Structure of the reference model of e-business

Customer: individuals and legal entities, that directly benefit from the impact on the organization ser-
vice, activities.

Employees: all individuals working for organization, who contribute to its innovation and success.

Regulatory bodies: government agencies, industries and authorities that oversee the establishment and
enforcement of administration, standards, and roles related to the organization’s process and industry.

4.2. Goals

Digital (Al technologies): provide strategies, goals for implementation of Al technologies to improve the
process for business and innovation.

Focus on the business layer goals that provide for the business operational promotion, increase custom-
er experience.

4.3. Assessment

4.3.1. Compliance and regulation

This part describes and regulates the organization's required equipment and its operation and mainte-
nance requirements.

4.3.2. Change management

This part helps the people, system, technology, and culture of the organization, which provide the strat-
egy and risks to facilitate change.

4.3.3. Guide decision making

This part provides the process of how the enterprise architecture influences the design and implemen-
tation of the solution.

4.4. Requirement

Resource limitations: defining the specific budget, time and other resources that influence the design
and performance of technology solution and strategy.
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Culture aspects: influencing the adoption of new technologies and operations that are processed by or-
ganizational culture, values, beliefs.

Skill training: identifying the skills, which employees need and use to control the technology solutions
to be implemented in the organization.

Improvement of business activity: contains the opportunities, and development that need to be imple-
mented in the organization’s business processes, operations and performance.

4.5. Outcome

Improvement of business activity: the result of the implementation of technology solutions for strategic
enterprise within organization as improved efficiency and customer desire.

Measurable and achievable, the result that are specified for measurement and monitoring to define the
effectiveness of the solutions and to approach the desire result [24, 25].

Al technology

Al technologies are being implemented to support human activities in various business domains [17,
18]. By collecting training data about the intended business area, it is possible to apply Al technologies to
that activity. Representatives from the business unit should be involved in the project, as having domain
knowledge or expertise is crucial in such circumstances. It was suggested that some system evaluation
issues should be addressed when implementing predictive algorithms, such as machine learning technol-
ogies, as a practical social system. In particular, it is important to evaluate the project on the totality of
business goal, business process, and the application to be implemented. The relationship between business
goal, business process and IT system is defined by introducing the concept of business-IT alignment in
enterprise systems management. The relationship of IT system with business and IT organizations is dis-
cussed using the concept of business-1T alignment in an attempt to reduce organizational uncertainty and
increase enterprise agility. Aspects of human skills that can replace Al technologies and a list of tasks that
Al service systems will perform on behalf of the business are described. However, in a particular case, it
is unclear how accurately such methods result in the business activities that the system actually performs.

Conclusion

The e-business Reference Model is a comprehensive framework designed to analyze and improve the
strategic planning and implementation of e-business initiatives. The model addresses the various compo-
nents critical to e-business success, including business layers, digital strategies, customer segmentation
and key business objects. By integrating digital technologies and utilizing structured approaches, compa-
nies can improve their business performance and customer interactions.
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Key findings include the importance of a robust digital strategy that aligns with overall company goals
and incorporates customer-centric approaches, data-driven decision-making, and multi-platform inte-
gration. The model also emphasizes the importance of understanding customer segments across industries
to effectively tailor marketing strategies and improve customer satisfaction.

The e-business reference model provides a comprehensive and structured framework that helps or-
ganizations in the digital transformation process. By leveraging digital strategies, understanding customer
needs and optimizing business processes, organizations can achieve sustainable growth and competitive
advantage.

The usefulness of the model in helping to effectively capitalize on digital technologies is further en-
hanced by its emphasis on collaborative business analysis, virtual collaboration tools, and conceptual
modeling methodology.

The conceptual framework created to support companies in strategic planning and implementation of
digital business initiatives is known as the e-business reference model. It categorizes many elements neces-
sary for e-business success such as customer segmentation, digital strategies, business layers and important
business objects such as digital products, revenue streams, important partnerships and resources.

E-business success depends on having a strong digital strategy that integrates multiple platforms, uses
customer-centric methodologies, and aligns with the organization's goals.

Understanding multiple customer segments across industries is essential to tailor marketing tactics and
increase customer satisfaction.

In addition, the framework emphasizes the role of business objects such as digital products, revenue
streams, key partnerships, and resources in driving business performance. It describes how application
components and technology infrastructure support these business objects, ensuring that digital channels
and customer relationship management systems are optimized to improve customer experience and en-
gagement.

The development of the e-business reference model framework is a comprehensive framework designed
to analyze and improve the effectiveness of strategic planning and implementation of e-business initiatives.
The study yielded several key findings, which are listed below:

1. Importance of a robust digital strategy:

A well-developed digital strategy is critical to align with the overall goals of the organization. It should
incorporate customer-centric approaches, promote data-driven decision making, and support multi-plat-
form integration to improve operational efficiency and market responsiveness [11].

2. Importance of application components and technology infrastructure:

Robust application components and technology infrastructure are the foundation for optimizing dig-
ital channels and customer relationship management (CRM) systems. Effective utilization of these tech-
nology assets ensures better service delivery and increases customer engagement, contributing to overall
business success.

3. Role of Key Business Objects:

Critical business objects such as digital products, revenue streams, key partnerships and resources play
a vital role in business performance. These elements are necessary to build a sustainable digital business
model that can adapt to changing market conditions and customer requirements.

4. Strategic integration:

Aligning digital strategies with overall business objectives ensures that digital transformation efforts are
not isolated projects, but an integral part of the strategic roadmap of the business. This integration is nec-
essary to leverage digital technologies to achieve long-term business goals [14—16].

5. Sustainable business models:

The study emphasizes the need for companies to continuously innovate and adapt their digital offer-
ings. Such adaptation is vital to remain relevant and competitive in rapidly changing markets [12].

6. Technology Optimization:
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The focus on application components and technology infrastructure highlights the need for companies
to invest in and optimize technology resources. Effective CRM systems and digital channels not only
improve service quality but also provide valuable data and insights for further business improvement [13].

7. Understanding customer segments:

Identifying and understanding customer segments across industries is essential to effectively develop
marketing strategies and improve customer satisfaction. This understanding helps the business to strength-
en customer relationships and increase revenue.

Overall, the e-business reference model serves as a vital tool for organizations seeking to navigate the
complexities of digital transformation by providing a clear roadmap for integrating digital strategies, un-
derstanding customer needs, and optimizing business processes to achieve sustainable growth and com-
petitive advantage.
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