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ABStrAct

To date, identifying barriers and critical success 
factors (CSFs) and integrating business model in 
implementing e-business for SMEs, have not been 
systematically investigated. Few existing studies 
have derived their CSFs and business models 
from large companies’ perspectives, and have not 
considered the needs of integration for smaller 
businesses. This chapter is aimed to bridge this gap. 
Existing studies on CSFs and e-business models 

were reviewed and their limitations were identi-
fied. By integrating insights drawn from these 
studies, as well as adding some new factors, the 
author proposed a set of 18 CSFs which is believed 
to be more useful for SMEs. The importance of the 
proposed CSFs was theoretically discussed and 
justified. In addition, a case study was conducted to 
evaluate the extent of success of this proposition. 
The overall results from the case study assessment 
were positive, thus reflecting the appropriateness 
of the proposed CSFs and integrated models. The 
set of CSFs and integrated models can act as a list 
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of items and an easy to follow model for SMEs 
to address when adopting e-business. This helps 
to ensure that the essential issues and factors are 
covered during implementation. For academics, it 
provides a common language for them to discuss, 
and study the factors crucial for the success of 
e-business in SMEs. This study is probably the 
first to provide an integrative perspective of CSFs 
and integrated model for implementing e-business 
in the SME sector. It gives valuable information, 
which hopefully will help this business sector to 
accomplish e-business visions.

IntroductIon

Indisputably implementing and maintaining 
e-business for those large organizations is just 
another routine operation for their IT departments 
to ensure the business activities are performing 
efficiently. Nevertheless, small and medium-sized 
enterprises (SMEs) have far less resources and 
budgets to invest in IT enabled operations or the 
e-business vision.

According to the figure reported by the IDC 
Taiwan in 2003, there are 1,060,000 SMEs in 
Taiwan and just fewer than 40% of them have 
involved in e-business activities (having financial 
transactions through the Internet). This signifies 
that at least 636,000 SMEs have not engaged 
in e-business operations. However it does not 
mean that these SMEs have not considered the 
implementation of e-business operations. Most 
SMEs have recognised the need to change their 
current business processes to achieve the capabil-
ity to engage in Web based e-business activities. 
However, lacks of resources and budgets have 
prevented them from pursuing or continuing the 
e-business activities.

The key question this study tries to answer is 
what is the real factor that affects in implement-
ing e-business operations in SMEs? This chapter 
starts with surveying the e-business literature 
and identifying possible hurdles of transforming 

SMEs into e-capable (electronic capable) business 
operations. It is followed by categorising those 
factors or hurdles into two recognition phases. 
In addition to the hurdles, numbers of CSFs for 
SMEs to conduct e-business operations are identi-
fied and discussed. Through the literature study 
and investigation of various e-business transfor-
mation models, the authors have identified the 
components required for SMEs to transform into 
e-business operations successfully. A case study 
was introduced to verify the hurdles as well as the 
CSFs. This chapter concludes with the proposition 
of an integrated e-business model to amalgamate 
all required components and provide e-business 
implement steps for SMEs.

LItErAturE rEVIEW

The use of the Internet does not automatically mean 
placing a barrier between the firm and its custom-
ers and/or its suppliers. Revolve around inter-firm 
relationships. Many firms have invested in these 
relationships, sometimes over generations, and 
these relationships are key assets of the firm. The 
challenge is to leverage off these assets to a new 
level of competitiveness not to undermine them.

O’Keeffe (2001) outlines what the Internet can 
or cannot do by exposing seven myths. These are 
presented in Table 1, the myths and realities of 
e-commerce and discussed below.

The Internet is not about dis-intermediation 
but companies who do not add value or who have 
not invested in relationship or reputation assets 
are certainly under threat by the Internet infra-
structure. The Internet infrastructure allows firms 
to manage the boundaries within the firm and 
between the firm and other players in the network 
to a new level of effectiveness and efficiency.

The e-commerce platform is not simply about 
adoption with current inefficiencies, but about 
re-engineering the total system. There are further 
opportunity savings as buyers and sellers can 
develop new accounts and invest in developing 



 

 

23 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/critical-success-factors-integrated-model/54827

Related Content

Thai Commercial Banks on Twitter: Mining Intents, Communication Strategies, and Customer

Engagement
Mathupayas Thongmak (2023). International Journal of Asian Business and Information Management (pp.

1-27).

www.irma-international.org/article/thai-commercial-banks-on-twitter/321730

Born-Again Globals: A Case Study of a Non-Linear Internationalization Behavior
Ana Vieira, Ema Fonseca, Inês Oliveira, Joana Loboand António Carrizo Moreira (2021). Advanced

Perspectives on Global Industry Transitions and Business Opportunities (pp. 67-86).

www.irma-international.org/chapter/born-again-globals/274910

Interventions and Solutions in Gender and IT
Amy B. Woszczynskiand Janette Moody (2011). Global Business: Concepts, Methodologies, Tools and

Applications  (pp. 1991-1998).

www.irma-international.org/chapter/interventions-solutions-gender/54885

Multinational Corporations and Social Responsibility
Barbara Coca Calderón, Josef Naefand Kim Oliver Tokarski (2016). International Business: Concepts,

Methodologies, Tools, and Applications  (pp. 1585-1600).

www.irma-international.org/chapter/multinational-corporations-and-social-responsibility/147922

Perceptions and Viability of Launching LIS E-Learning Programs in Developing Countries: A

Vietnam Case Study
Sandra Hirsh, Debbie Fairesand Alice Hines (2016). International Business: Concepts, Methodologies,

Tools, and Applications  (pp. 708-732).

www.irma-international.org/chapter/perceptions-and-viability-of-launching-lis-e-learning-programs-in-developing-

countries/147881

http://www.igi-global.com/chapter/critical-success-factors-integrated-model/54827
http://www.irma-international.org/article/thai-commercial-banks-on-twitter/321730
http://www.irma-international.org/chapter/born-again-globals/274910
http://www.irma-international.org/chapter/interventions-solutions-gender/54885
http://www.irma-international.org/chapter/multinational-corporations-and-social-responsibility/147922
http://www.irma-international.org/chapter/perceptions-and-viability-of-launching-lis-e-learning-programs-in-developing-countries/147881
http://www.irma-international.org/chapter/perceptions-and-viability-of-launching-lis-e-learning-programs-in-developing-countries/147881

