
Michael Haenlein (Autor)
An Exploratory Investigation of E-Business Success

Factors Using Partial Least Squares Analysis

https://cuvillier.de/de/shop/publications/2747

Copyright:
Cuvillier Verlag, Inhaberin Annette Jentzsch-Cuvillier, Nonnenstieg 8, 37075 Göttingen,
Germany
Telefon: +49 (0)551 54724-0, E-Mail: info@cuvillier.de, Website: https://cuvillier.de



 

 

VII 

 

 

 

 

 

 

Contents 
 

Chapter 1: Introduction......................................................................................................1 

1.1 Definition of relevant terms: e-Commerce vs. e-Business .............................................1 

1.2 Objectives of the thesis and research questions to be answered .....................................2 

1.3 Approach and structure of the thesis .............................................................................6 

Chapter 2: Overview of success factor analysis research ..................................................9 

2.1 General overview of success factor analysis in management research ...........................9 

2.2 Success factor analysis in e-Business research ............................................................15 

Chapter 3: Design of the survey instrument.....................................................................21 

3.1 Definition of the research model.................................................................................21 

3.2 Operationalization of variables included in the research model ...................................26 

3.2.1 Independent variables: High-level e-Business concepts ........................................26 

3.2.1.1 Technical infrastructure..................................................................................27 

3.2.1.2 Employee portal and knowledge management ................................................29 

3.2.1.3 Employee selection and development .............................................................30 

3.2.1.4 Customer integration/ Mass customization .....................................................32 

3.2.1.5 e-Procurement ................................................................................................35 

3.2.1.6 Supply chain management ..............................................................................37 

3.2.1.7 e-Commerce...................................................................................................38 

3.2.1.8 Customer relationship management ................................................................41 

3.2.2 Dependent variable: Success of e-Business activities ............................................43 

3.2.3 Potentially moderating variables: Company characteristics ...................................47 

3.2.3.1 Basic company information ............................................................................49 

3.2.3.2 Strategic orientation .......................................................................................51 

3.2.3.3 Characteristics of e-Business activities ...........................................................54 

Chapter 4: Selection of an appropriate methodology for data collection and analysis...57 



 

 

VIII 

4.1 Methodology for data collection: Mail survey.............................................................57 

4.2 Methodology for data analysis: Structural equation modeling/ PLS analysis ...............60 

Chapter 5: Analysis of responses received and data treatment.......................................77 

5.1 Calculation of response rate and analysis of response bias ..........................................77 

5.2 Imputation of missing values ......................................................................................83 

Chapter 6: Estimation of the research model/ answering of research questions ............89 

6.1 Validation of indicators used for construct measurement ............................................89 

6.2 Determination of an appropriate significance criterion for statistical testing................99 

6.3 Analysis of influence of high-level e-Business concepts on e-Business success ........102 

6.4 Analysis of potential interaction effects between high-level e-Business concepts......105 

Chapter 7: Interpretation of results and limitations of analysis.................................... 111 

7.1 Interpretation of results............................................................................................. 111 

7.1.1 Influence of e-Business concepts on success....................................................... 111 

7.1.2 Operationalization of e-Business concepts ..........................................................113 

7.2 Limitations of the analysis and areas of further research ...........................................117 

7.2.1 Limitations of the analysis ..................................................................................117 

7.2.2 Areas of further research .................................................................................... 119 

Chapter 8: Summary....................................................................................................... 121 

Appendix A: Survey instrument (translated version) .................................................... 123 

Appendix B: Survey instrument (original version) ........................................................ 137 

Appendix C: Indicator weights and loadings ................................................................. 151 

References........................................................................................................................ 155 

 

 


