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[bookmark: _Toc512446609]Introduction
The study on e-commerce is the field of growth and development based on the business across the world. The innovative skills and development in terms of e-commerce is based on the growth as well as organizational development around the world. The e-commerce business provides access to unique and specific platform in an online approach to remain sustainable with the business tasks and operations in the market with the business tasks and operations. (Castelluccio, 2017). With this approach, the use of e-commerce has helped the business in transactions and business to businesses as well as customers are effectively managed. This lowers down the cost of operation as well as expense and it forms the best platform for business with the help of e-commerce. This helps in increases the business growth and operations across the world. (O'Donnell, 2006)
Therefore, while dealing with the B2B electronic commerce, different risks can be managed in terms of business parameters such as data and information from multiple parameters and data sources. This will help to manage and develop the information in terms of product classification and personalization. (Campbell, et.al, 2005). Thus, the study is based on the determination of multiple risks experienced by the management in B2B e-commerce. Thus, the study deals on the risks associated with content management in terms of B2B electronic commerce that can be formed with the development of multiple knowledge management techniques. (Bell, et.al, 2012)
These tools will be focused in the report that involves the use of UNSPSC and the XML dependent information extraction engines. The advantages and limitations of the above described techniques in terms of content management based on the B2B electronic commerce that will be focused in the report. (Mohan, et.al, 2014)
[bookmark: _Toc512446610]B2B electronic commerce background
B2B in terms of business to business and e-commerce is the specific e-commerce model that focus on the sharing of products and services among businesses through online sales portals and websites without the requirements of intermediate parties. The B2B approach of e-commerce focus on business transaction among companies through online portals and it includes producers who are conventional and wholesalers dealt with retailers. (Limayem, et.al, 2000)
The benefit of an e-commerce approach is that it helps the business to deal with wide network across multiple regions with decreasing the cost and operational expenses. With direct selling and overall costs of operational, it is highly mitigated that the outcomes in enhanced business growth and chances to high extent. (Bernoff, 2008). Thus, the important model of e-commerce is helpful to deal with the disadvantages as well as risks. This involve the high dependence over the information technology and network tools. Thus, it values the business and experiences high amount of challenges as well as risks to deal with the management contents for B2B electronic commerce through procurement based on multiple websites as well as brochures. (Mauldin & Arunachalam, 2002)
These risks might fail if it properly result in huge difficulties in the organization that have high amount of skills to destruct the business performance as well as growth in the skills to deteriorate the business performance as well as growth in the market place for business tasks. The risks experienced with respect to the management for B2B and it will be discussed in the below paragraph. (McCreary, 2008)
[image: Image result for e commerce model or framework]
Fig: B2B e commerce model or framework
(Mangelsdorf, 2007)
[bookmark: _Toc512446611]Challenges based in content management w.r.t B2B electronic commerce
With respect to the B2B electronic commerce, the content describes the electronic messages that involves purchase, orders, invoices and product specifications and others. Messages and contents involve the security based application. It could be known as the challenging aspects of B2B e-commerce. (Mann, 2008). The transaction is based on the customer’s responses and to focus on the research needs, marketing and selling helps in the process of transaction with respect to the support of customers and customer relations management so as cross selling. The matter is said to be based on the process and the management of the matter could the basic approach to the B2B e-commerce business. With this approach, there could have focus on the association of contents automation with respect to the design, marketing and sales, manufacturing, logistics and customer support. (Manly, et.al, 2006)
These areas will have huge focus on B2B e-commerce business with the increase in the multiple platforms for the approach of supporting the content management. By dealing with the B2B e-commerce, the content management importance can be managed with different parameters. (Hayne, et.al, 2015). Business in B2B e-commerce needs strong interaction across multiple phases of processes with the need to develop the overall automatic and online interaction. Thus, the increase in the issues of the products as well as services and the content also become complex and it needs the well-developed content management approach. (Greenstein & Ray, 2002)
Then, to deal with the issues of content management in terms of B2B e-commerce, the risks are complex and demanding. This is based on the fact that content management based on the effective co-operation and different process of business as well as tasks based on the parameters of research as well as development, sales and marketing, manufacturing as well as customer sales and support and management. (Mangelsdorf, 2007). Thus, to manage the matter is the important point for business process nexus with respect to the supporting matter. This is based on the fact that the intimate association among business process and matter across multiple areas of the process of buying as well as selling. Therefore, to manage the challenges of the business, it is important to focus on the B2B electronic commerce. (Liu, 2010)
The risks while managing the matter deals with the challenges experienced by the documentation management. This is based on the risks as well as challenges in terms of management of multiple websites. In this term, there is a huge attention and identification of the complete website structure that slowly becomes complex with the adoption of the new as well as modern tools. These risks could be encouraged with the design as well as development of multiple tools that can meet with the facilitation of management of multiple resources as well as tools that are important part of the websites. (Lin, 2016)
With these tools, the contents are inclusive based on strong values. These can be dependent on multiple formats such as audio, video, text in terms of dynamic pages and script files that helps to develop the dynamic as well as visual parameters of the website. The challenges in terms of managing the matter in B2B e-commerce is strongly linked and it is based on the importance of technical knowledge as well as competence. It is vital to meet the goals of information development that can form the websites content. (Levinsohn, 2001)
This way, it translates the dependence upon the personnel as well as competencies for managing the proper and recent site. Therefore, at the time of content management in B2B electronic commerce, the risks and difficulties are experienced with manual management and integrity monitor based on the information to ensure that the users get access to approved matters. (Hagiu & Yoffie, 2009). The business with respect to B2B and e-commerce at the time of content management can be viewed to face huge challenges in terms of no skills of programming of the content management and published sources at the given time frame. (Ingram & Lunsford, 2003)
In addition, there are challenges and difficulties that could be experienced by support and co-operation of the task based on interdisciplinary teams that are viewed to be focused on programmers, editors and authors as well as designers. (Ettredge & Richardson, 2003). It must be developed that to develop as well as to implement the unique and accurate work process and applications for managing the websites matter can lead to negative issues. The website administrator see the technical people who faces lot of tasks based on the management and content based on the site management and administration. (Holt, 2016)
The unavailable contents are expected to deal with the outcomes delays. This affect the integrity as well as the reliability of the information as well as matter based on the websites. At the time of managing the content in B2B e-commerce, high amount of challenges as well as risks can be met with the development of multiple tools of browsing. (Keating, et.al, 2003). This is hard to add and reduce the contents as well as pages from the websites that need the approach of manual updates of matter across different pages. To add, content management approach in B2B and e-commerce, there are huge challenges that are being experienced to re-use the contents that is viewed to be the development of same matter for the uses of external websites. This could develop the repetition of tasks and matters. (Gavet, 2014)
The difficulties and challenges faced by the management of the websites in B2B e-commerce can be found from the approaches of catalogue management in B2B e-commerce. With the help of catalogue management, e-commerce could be easily found. (Klamm & Zuber, 2012). By dealing with the catalogue management, organizations can face high risks and challenges with respect to the published content management and management based on SKUs across multiple and broad sales network. (Guo, et.al, 2015)
Thus, to add, the information of product management and data could be inconsistent and it can create result in high risks and difficulties in managing and updating the data as well as information. In terms of B2B e-commerce, business need to focus on data management and information based on the SKUs. This is hard and difficult to deal with the multiple pricing modifications and the updates of new products as well as services is very hard to manage the B2B e-commerce for the merchants in terms of B2B e-commerce. (Fisman & Luca, 2016)
With the approach of B2B e-commerce, high amount of challenges can be experienced in content management if the business sells its services as well as products across multiple networks. (Park, et.al, 2015). Different network can have own rules and requirements that is hard for the business to meet the needs of the products as well as services across multiple networks. It is hard for the business to deal with the list and management of the information and data with respect to the products as well as services across multiple tools. (Ferguson, et.al, 2005)
Thus, to meet the client’s management, to access the product based information, business must deal with the multiple strategies as well as tools for multiple selling networks. With respect to the product and data management. This will create huge errors and mistakes that generates competitive disadvantage for the business in terms of B2B e-commerce. (Feeny, 2001)
With the e-commerce management, the business face major complexities in terms of dealing with the management of high volumes of supplier data as well as information. The product and information handled by the suppliers to the merchants provides less information and it lacks involving unique parameters of products and services effectively. There is a huge need for the business to focus on the standardization of the product based information as well as matter which develops the management of the catalogues in B2B e-commerce and it is challenging. (Fan, et.al, 2002)
By considering the challenges in the business in B2B e-commerce based on the management related with information and catalogue and it is hard to add additional SKUs. This develops the complex management and expansion of product catalogue. In this approach, there is a lack of data management and content integration that lead towards inconsistent and poor product as well as service management and the quality of information. (Jamal, et.al, 2003)
To add the lack of resources can deal with high amount of inefficiency which can discourage the business from expansion the product variety as well as services. The expansion of the B2B e-commerce, management of the consistency in data and information is evident to be complex and challenging for business in terms of B2B e-commerce. This can cause the missing product catalogues and accurate product information as well as descriptions. (Druehl & Porteus, 2010)
To manage the high amount of volume of SKUs, there are high difficulties based on the management and maintenance of stable B2B e-commerce. This can keep the business limitations in meeting the customer’s needs as well as requirements who focus on accurate, reliable and consisting and rich list of products for their convenience. The success of centralization with the management of e-commerce catalogue is the high level of problem faced by the business that operates in the B2B e-commerce. (Drew, 2012)
Thus, the improper approach of centralized space of management of the product matter, data and information can evident to be disadvantageous for business with respect to B2B and e-commerce. Without the presence of proper location for the centralized data, the organization can experience high challenges with the views and perceptions on product information as well as details. (Demers & Lev, 2001). This can also create the challenges based on the quality of information and data. It can also lead to high challenges in the quality of data and listings of product across various sources. (Pirouz, et.al, 2015). This finally deals in huge challenges while focusing on the product based data as well as information. The buyers as well as consumers in the today’s world are viewed to have high amount of expectations for wider network of product and information. They are demanding and precisely important for the product based information so they can understand the task attributes and services. (Cox, 2001)
The business works with B2B electronic commerce and faces high amount of complexities for merchandising and dealing with the product based information and network. They need to be concentrated on regular growth and enhancement of product information that is hard to maintain the competitiveness of B2B e-commerce market. (Drew, 2017)
[bookmark: _Toc512446612]Tools of knowledge management for dealing with content related risks in B2B e-commerce
The huge challenges related with content management in B2B e-commerce is provided below. It needs to be mitigated for high level of performance of the business. This can generate content management and create advantages to update the product or service based task that could help in managing the catalogues of the product and information of the supplier as well as details based on the business. (Jamal, et.al, 2005)
This can be gained with strong implementation of tools as well as techniques of knowledge management that will be formed in this chapter. Therefore, the complete findings are based on the mitigation related risks in terms of matter management and B2B e-commerce will be formed with the tools development like UNSPSC and XML that will be discussed successfully (Kane, et.al, 2015). - 
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The UNSPC is the unique code system that focus on global and open level of e-commerce that is important to provide the unique and logical approach to meet the services and products classification. Therefore, it is important to focus on designing the UNSPSC that could be formed to meet the specific purpose. (Coupey, 2004)
Search the resource: It is important to deal with the determination and analysis of important understanding of accurate suppliers to meet the specific goods as well as services. (Cronin, 2000)
Analysing the expenditure: This help to deal with the analysis and it helps to identify and know the important and accurate suppliers identifying the unique goods and services. It involves the report based on the use of multiple funds. (Daigle, 2004)
Awareness of goods: There is a need of proper awareness of goods based on the complete integration of products as well as services in the common format and standardized approach where the potential clients can meet the product related search and service based data and information. (Deak, 2004)
The growth and the development of UNSPSC which is known as universal standard for products as well as service classification was the unique merger among the UNCCS that is United Nations Common Coding System and it is founded upon CPC with respect to SPSC. With this approach, it is important to deal with the mergers effectively about the specific codes and systems. (Ivancevich & Joseph, 2001). The services provided by the inter – agency procurement and the Dun and Bradstreet in terms of United Nations development plan is managed effectively and developed the specific code based team which help to merge the UNCCS and the overall SPSC policies. (Kane, et.al, 2017)
The team was focused to form the multiple public tool and industry scholars as well as procurement experts for meeting the high amount of accuracy and reliability in the uses of multiple tools and groups as well as names. (Jendry, 2000). Thus, to effectively deal with the assurance of multiple coding, the completeness as well as reliability and the important UNSPSC team was viewed to be cross references to the important form of classification. This involves common procurement vocabulary and the standard industrial classification along with the harmonized tool. (Coulter & Vogel, 2004)
The specific team documents the useful and created approaches for ignoring the approach and development of multiple synonyms along with the identification of complete meaning for multiple clients of the UNSPSC. With this approach, the complete identification of the multiple parameters have been carefully formed and it is inclusive of multiple sub-groups with respect to the exclusive and special segments in terms of specific subgroups. (Kaplan & Haenlein, 2009)
With this approach, the growth as well as the development of the Universal standard for the classification of both the goods as well as services is viewed to be identifying the products as well as services under different levels. These types effectively involve the class, division, family, business task and share market. (Earl & Khan, 2001). With this term, the overall structure of the hierarchy is viewed to be comprising of different levels of digits that should be based on the unique needs and the expectations of the specific users. (Kaplan & Nieschwietz, 2003)
In this term, the subsequent approaches of information are important to develop the unique subset of multiple codes as well as behaviours that works on the complete hierarchy of the codes. The UNSPSC codes are optionally expandable through addition of unique 9th and 10th digit number that occurs from the number of the commodity. Members are viewed to be developing the business associations with the specific suppliers based on the lease or rental and wholesale as well as OEM. (Laudon & Traver, 2010)
With the complete presence of more than 8000 multiple tools and varieties and in terms of products as well as services brought or sold every day. The use of the UNSPSC focus on the facilitation of system of procurement of an organization with the e-commerce of the business to business approach. This is importantly formed with the streamline of process development through standardization and the decrease in the costs as well as expenses of development and integration along with the development of financial performances. (Laseter, et.al, 2007)
The business in the terms of B2B e-commerce can develop the universal standard for products and service classification for dealing with the procurement systems for decreasing the development or manufacturing time on the new products as well as services. (Cucuzza & Cherian, 2001)
To understand the potential and skills, it is viewed that the development of the procurement and subsequent systems are formed with the important database systems or other information related skills. Therefore, the classification of products as well as services important meet with complementing the systems through provisioning the high information standards that is important in terms of customers as well as suppliers. (Cook, 2008)
This way, the analysis on the standardization and the skills of reporting focus on the development of UNSPSC and it can be effectively met with all the tasks with the skills of being focused on specific high level index for meeting the cross reference of services as well as products with the reliable suppliers. (Epstein, 2005). Thus, it helped to develop the high amount of purchasing skills and purchasing power. This helps the business to operate in the B2B market with the benefit of developing tracking as well as monitoring the complete expenditure that differs with each other and the internal standards of spending power and limits with the unique purchase related authorities. (Lawson & Limayem, 2001)
It can be formed with the legacy encoding and the recent information with multiple UNSPSC codes to the unique styles of category. The growth as well as implementation of UNSPSC helps the business to work within the B2B context and to meet the high level of management in the product and catalogue management for better procurement and management to lower the costs of marketing and expenses of marketing. (Arnold, 2006)
The business is used by UNSPCS in the e-commerce business and B2B market for dealing with the services as well as products that could be compared with the products formed on the e-commerce platform. This helps to develop the effective amount of readiness in terms of sharing the products as well as services based requests. (Lewellen, 2003)
To add, the use as well as implementation of UNSPSC helps the business in the B2B market and it increased the skills of the business to proper formation and the analysis of the details as well as information based information on the price related aspects and analysis as well as intelligence. (Aral, 2014). With the research and observation from the market point of view, the use and development of UNSPSC helps the management in the complete standards and development of the vendor’s needs and expectations of business with respect to B2B e-commerce. (Levin, 2002)
Thus, the growth and development of UNSPSC help in developing the attention and management of the information and details. This can help in developing the high amount of competency as well as skills in developing the complete management of information in terms of business to business e-commerce activity. (Cooper & Slagmulder, 2003)
[bookmark: _Toc512860684]XML and its importance for extracting information from search engines related to to B2B e commerce
Extensible mark-up language (XML) was coded with the intention of filling the gap of a language with tags to optimise the web pages for internet browser. The XML follows various structures, as specified below, these are as follows:
· To check the complete structure of content as well as complete documentation from paper presentation as well as screen images. 
· For developing the complete structure of content with complete information is absolutely clear.  
· To define certain pages which can be easily shared as well as evaluated and modified on different computer languages also. These are of diverse nature as well. (Chaffey, 2015). 
To achieve certain objectives, XML is used for certain special formats where tags related to special functionalities can be used in text pages can be added. Hence, it is possible to differentiate the various tags for various functionalities or just part of it. Hence, major tags should be followed with the intention to achieve the tasks as mentioned below: 
· While using the XML language, the various tags are used for carrying out the achievement of tasks of differentiating and segregating various or complete context of the documents overview. This is done to effectively utilise the XML and avoid HTML, where tags are looked at effectively presenting the document in a better format.   
· Also, the use of XML, doesn’t really mention valid groups for the tags, instead it actually provides different rules which just there for the creation and management of new vocabs and tags as well as their groups which are applicable while coding of different web pages (Fung, 2017)
· The entire differentiation of this structure and its presentation is related to be a major criteria of XML. This means XML’s usage depends on a certain difference in feature which is based or generated on presentation as well as complete structure of the web page. The XML depends on tags which do not indicate, the various options of presentation of the web page. The specification of fixed documentation and its presentation of paper as well as screen has to be done in a different CSS (Cascading style sheet) which is needed for creation of this work. The certain style which is needed for effectively managing the concerned document will be required.    
The effective usage of XML should be done for regeneration of various sets of documents which are related to sharing of codes as well as Meta data and its content, resulting in a widely accepted document resulting in recovery of complete management. The use of XML can be decided to result in different sets of steps which are interrelated and relate to sharing the codes of Meta data and its data, resulting in a widely accepted document for recovery as well as entire management. Now the utilisation of a special way of meeting the needs of storing the data. For this, the particular content should be published and defined using particular web pages which are shown in various ways. Also, for the need of making sure that the backup as well as reuse of data of XML should be included. Here, the complete importance and advantages of XML data should be evaluated and defined. This defines to perfectly defined datasets which are managed and stored without using any past files. 
Hence, the XML works like an important dataset a well as for storing the units of data. Taking into account the bigger chunks of XML code, a few commercial sections are usually defined earlier. These particularly involves or various systems which include Tamino as well as DBXML a very popular free open source. Hence, it can be utilised for the use of editing the XML content, the bigger supplier of editing tools which were shown to allow various levels of interaction with complete data as well as its backup. XML can also be utilised with the view of development as well as to define a perfect model that can be used for complete account of Metadata. The entire Metadata used to create for use of XML for filling the need of better cods as well as structure for the same. The companies operating related to B2B business using XML for Metadata code. The entire coding structure must be considered for recovery and system (Leighton, 2017). This usually helps to enable the entire variation of various web pages from contents related to certain attributes as well as elements. Hence, certain search systems cannot be used to only manage the comparison of all texts and also utilise searching the specific words which appear amongst the various elements or within different elements.       
The utilisation of XML for a much wider content management system which helps to serve as well as share the combination of datasets. Related to this, it can be used to depict that XML is not just a basic format of codes as well as web pages and texts, instead it resembles a certain way towards the complete text which is better represented as well as created. Hence, various specifications like Dom, XPATH and XSLT which make the entire XML processing worth it. This is based up to various words and precedes other programing codes and its structures based on standards, precise as well as a certain model.     
[bookmark: _Toc512860685]
Conclusion
The report gives us the analysis of the different challenges and issues faced by businesses towards content management in respect to B2B electronic commerce. The overall report also focuses the use of different tools of knowledge management such as the UNSPSC (Universal Standard for Products and Services Classification) and the XML based engines of information extraction. The report also describes about how the tools should be used which are related to the content management in B2B electronic commerce. Additionally, the report elaborates the challenges in accordance with the application of the tools or techniques.
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