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ABSTrAcT
This paper explores key issues and challenges facing e-entrepreneurship and e-
innovation through case studies. The case studies draw mainly upon interviews 
with senior managers of the case companies and documentary research of the 
companies’ publications.  One of the key issues facing e-entrepreneurship and 
e-innovation today, as demonstrated by the case studies in this paper is that e-
business needs to respond closely to market needs and gain market credibility. 
Another key issue is that there should be credibility built within the e-business 
marketplace before inception of the business. In addition, the intangibility of an 
online service needs to be addressed in order to build brand awareness. The dis-
cussion of the issues as such provides readers with both theoretical and practical 
guideline for a further study. 
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1. InTrODucTIOn
The dotcom crash and the following three-year economic downturn saw hundreds 
of Internet entrepreneurial startups closed down or sold. However, many of the 
innovations and technologies created by them “live on and play important roles 
in the future either via acquisitions, in new startups, or through copycatting by the 
industry’s giants” (Hamm, 2003, p.52). Blogger.com was a troubled startup that 
hosted 200,000 Weblogs, personal websites where people could share insights and 
web links with all comers. It was bought by Google in 2003 and has since become 
part of Google’s information storehouse. Another example was Liquid Audio, a 
digital music pioneer subsequently acquired by Anderson Merchandisers, a major 
distributor of music CDs to help create profitable online music distribution.

Despite the many failures caused by the dotcom crash, it presented new chal-
lenges as well as new opportunities to entrepreneurs of e-business. This author 
argues that a combination of entrepreneurship and innovation will be a crucial 
factor to the long-term sustainability of e-commerce and e-businesses. For the 
purposes of this paper, the terms of e-entrepreneurship and e-innovation refer to 
broadly entrepreneurship and innovation in the context of e-business activities 
and operations.

This paper aims to explore key issues and challenges facing e-entrepreneurship 
and e-innovation through case studies. The case study draws mainly upon inter-
views with senior managers of the case companies and documentary research 
of the companies’ publications. In the following sections, the paper starts with 
a review of the concepts of entrepreneurship and innovation in the e-business 
context and then moves on to discuss generally key issues and challenges facing 
entrepreneurial and innovative e-business companies. After that, two case studies 
of the business models of two dotcom companies engaged with entrepreneurship 
and innovation were presented to illustrate the specific issues and challenges fac-
ing them. This is followed by a discussion of future trends of e-businesses and 
their implications for e-entrepreneurship and e-innovation.  The paper winds up 
with conclusions.

2. The cOncepTS Of e-enTrepreneurShIp AnD 
e-InnOVATIOn
2.1 e-entrepreneurship
E-entrepreneurship describes entrepreneurship in e-business. The e-dimension of 
entrepreneurship incorporates all the key elements of entrepreneurship includ-
ing risk-taking, proactivity, and innovation in building, running and managing 

e-business. The concept of e-entrepreneurship is not limited to small e-businesses 
but includes corporate e-intrapreneurship which is embedded in establishing e-
infrastructure to do e-business in large organizations. E-business operates in a 
fast-moving, highly uncertain, unknowable and unpredictable context, and as such 
entrepreneurship in e-business by necessity exceeds the traditional concepts of 
entrepreneurship. For example, the traditional notion of entrepreneurship of being 
or becoming an expert or finding and protecting a unique knowledge in a niche 
market, clashes with the fact that e-business knowledge is often short-lived and 
available to everyone, anytime, and anywhere (Steinberg, 2003, 2004).

Empirical studies demonstrate that the concept of e-entrepreneurship has changed 
in the wake of the dotcom crash, presenting new challenges to e-entrepreneurs. In 
2003, Steinberg (2003) conducted a multiple-case study on e-entrepreneurship in 
the Greater London business area, which provided intriguing findings about the 
changes in the social meaning of e-entrepreneurship since the dotcom crash. The 
study used a sample of 42 dotcom entrepreneurs who had started a small business 
in the wake of the dotcom crash in 1999/2000 or who had business which survived 
the crash. In the view of the entrepreneurs surveyed, entrepreneurship in e-busi-
ness was different to classic entrepreneurship. In terms of skills and knowledge, 
e-entrepreneurship requires not only basic business skills and expert knowledge, 
but also the social skills necessary to be able to relate to other disciplines and sec-
tors. In this regard, relationship and partnership with other sectors and businesses 
are crucial to e-entrepreneurship. The study also found that the dotcom crash had 
proven to be a positive turning point for a new generation of entrepreneurship 
which would open up e-businesses and endeavour to establish a new professional 
identity within e-business. E-business networks also played a central role within 
the new e-entrepreneurship. This e-entrepreneurship community was made up of 
business people who had previously been working in other sectors or in other firms 
and had moved into the e-business field to pursue a new personal and professional 
challenge. Traditionally, expertise in entrepreneurship was limited, by and large, 
to one specialist discipline, however, unlike the traditional entrepreneurship, the 
new sense of entrepreneurship in e-business was determined by the ability to 
creatively combine different sets of expertise to accommodate the wide range of 
needs of e-businesses powered by rapidly evolving and complex new digital tech-
nologies. The very character of e-business thus shaped the fundamental construct 
of e-entrepreneurship, that is, constantly engaging in, and developing innovative 
information and communication technologies in one way or another.

2.2 e-Innovation
E-innovation can be broadly defined as innovation that is related to e-business. 
Technological innovations in e-business have significantly changed inter-firm 
communications and have the great potential to revolutionize the efficiency and 
effectiveness of inter-firm relationships and their governance. Take Cybersettle.
com for example. The company was founded in the mid-1990s by a pair of at-
torneys, and has not only survived the dotcom crash but attracted more custom-
ers and partners. The dotcom does what most do not and has created a thriving 
e-business model through e-innovation. Customers can use the website to settle a 
wide variety of commercial disputes online quickly and inexpensively. By August 
2003, it had handled more than 75,000 transactions and over $US500 million in 
settlements (Winston, 2003). 

The common and most important functionalities of the e-business technological 
innovations are standardization, centralization and formalization to facilitate 
inter-firm collaboration. However, technological e-innovation is only one aspect 
of e-innovation. It may include establishing and/or implementing innovative 
processes, operations, service, strategy, structure, technology, etc. in relation to e-
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business. For example, e-innovation may represent an innovative strategy enabling 
customers to do what best serves their purpose via information communications 
technology (Martin, 2004). In order to implement an e-business innovation 
strategy and realize the commercial value of the innovation, companies often 
resort to partnerships which provide complementary resources and advantages 
in order to get things done. 

3. ISSueS AnD chALLenGeS fAcInG 
e-enTrepreneurShIp AnD e-InnOVATIOn
Today’s e-business operates in a highly competitive marketplace where sustainable 
competitive advantage is almost impossible as there are minimal barriers to new 
entrants and competitors in the marketplace. Innovation faces constant challenges 
of imitation and erosion. There have been different views in the literature about 
the benefits of first movers in e-business marketplace. Mellahi and Johnson (2001) 
asked the question “does it pay to be first to market or should e-commerce firms 
wait for first movers to make an investment and then cannibalize the idea with lower 
entry cost?” The cause of the concerns are raised by a general belief that it is safer 
and less expensive to imitate the first mover in the e-business environment, where 
there is a higher level of technical uncertainties and rapid rate of technological 
innovation. For instance, many new dotcoms rushed to build an e-marketplace and 
chose imitation as a business strategy rather than innovation. This author argues 
that it is the lack of a combination of innovation and entrepreneurship capacity 
that has caused the demise of many imitators in the dotcom industry. The essence 
of innovation and entrepreneurship is taking a new idea to market, not imitating a 
new idea without taking into account the special needs of local markets, and being 
innovatively and proactively responsive to environmental changes by introducing 
a new product, process, service or implementing a distinctive business model as 
did the case companies studied in this paper. 

In the early days of e-business, it was likely that most businesses could be applied 
differently online and offline. “Irrational exuberance” was prevalent within the 
market and venture capitalists were prepared to take on much more risk.  However, 
since the dotcom crash, the market appears to have reverted to traditional models 
and methods. More attention has been given to the fundamental structural com-
ponents of e-business, such as flow of revenue. E-business, to many companies, 
is now just seen as another channel to market (rather than signalling the demise 
of offline business as originally prophesized). Likewise, many senior managers 
interviewed for the present study indicated that there was no difference in the 
concepts of entrepreneurship online and offline. Traditional business models 
are here to stay. For new e-businesses to succeed, they need an innovative idea 
incorporated into a sound business model which is viable economically and which 
is facilitated by knowledgeable and experienced people.  

As such, those entrepreneurial and innovative e-business activities which genuinely 
have utility for the customer (e.g. e-banking) are more likely to be successful.  For 
example, the difference between retailing and banking is that while one is seen as 
an emotive and/or social activity, the other is perceived to be a chore. Therefore, 
offering an electronic channel to facilitate the latter is more likely to succeed than 
the former – people want convenience and speed when they bank but they are 
more likely to value other factors which an online channel may not necessarily 
be able to offer when they shop for goods and services.  In this respect, dotcom 
companies should endeavour to enhance customer experience by offering tools on 
their Websites which enable customers to personalize the shopping process, and 
provide more personalized business services such as those offered by the bicycle 
company of the case study 2 of this paper.

3.1 case Study 1: SpeakerDirect
SpeakerDirect (www.speakerdirect.com.au) is a young Melbourne (Australia) 
based dotcom, providing an online speaker portal.  The online speaker portal 
business idea was developed in Dec 2003, and the portal was formally launched 
in March 2004, illustrating the fact that the founders believed that speed to 
market was one of the essential elements of their strategy, and a characteristic of 
the e-market.  The Website system was developed from scratch with the premise 
that the company wanted a corporate friendly, and comprehensive tool for both 
speakers and speaker-seekers. SpeakerDirect is actually a business resource as 
well as a promotional platform. SpeakerDirect.com.au provides a free service 
for corporations to search and select corporate speakers. However, unlike their 
competitors, the company does not take engagement fees. The company has an 
ambitious goal of becoming the number one global speaker portal within five years 

and to connect up the entire business community. The company philosophy is one 
that aims to offer both speakers and seekers a personalized service alongside the 
electronic service, although the emphasis of their efforts is on the latter (e.g. they 
might meet with a major corporate and maintain communications by telephone 
on a frequent basis).

The founders and current directors of the company came from marketing and 
public relations background and also have experience in introducing an online tool 
in a market traditionally run by agencies.  During their time within the corporate 
world, they identified a need and a business opportunity for a comprehensive 
search tool for corporate speakers. Under the traditional model, speaker-seekers 
were required to contact individual agencies who would provide a list of their 
registered speakers.  The agency would then charge a fee on top of the speaker 
cost.  However, this model is administration-heavy, for both the agency and the 
speaker-seeker, therefore the company’s founders came up with the idea for an 
online speaker portal.  This essentially is an online database of corporate speakers 
and entertainers which is free to search and provides a profile of each speaker, 
online show reels and indicative fees.  Searchers can then contact speakers through 
the company’s online system to arrange bookings etc.  Speakers pay an annual 
fee to be listed on the Website, and in return, they are given their own personal 
Website (they can also link to their own Website), and an email inbox to receive 
and respond to inquiries.  This is complemented by regular reporting functions 
(such as the number of searches the speaker has been displayed on, personal 
website hits received etc).  The success of the model is evident, and only six 
months after the formal launch of the portal, SpeakerDirect.com.au has around 
300 speakers, and 12,000 hits a day.

From the perspective of the Company’s founders and directors interviewed for 
the present study, entrepreneurship and innovation mean risk (financial, emotional 
and personal): 

“Entrepreneurship is taking control and action on a concept or a dream in the 
face of adversity.  The tangible aspect of making that happen is where innovation 
comes in.  For example, I want people to communicate with each other over long 
distances (the dream), therefore I am going to do something about it and invest time 
and dollars to do it even when everyone is saying it cannot be done/I am mad/it 
is too risky (entrepreneurship/the risk) and a phone is designed to achieve this 
(the innovation to achieve the dream). A combination of both is the ‘big picture’ 
that requires tenacious and passionate people to turn an idea into reality by being 
independent and in control” (Interview Data, 2004).  

The business model that the company has developed is in itself an example of a 
combination of entrepreneurship and innovation – it is the first of its kind, replacing 
the idea of the client having to deal with many agencies separately, by creating 
a one-solution portal. Another example of entrepreneurship and innovation is 
the system behind the website. This was designed to be multi-functional (but 
streamlined) and very user-friendly for both speakers and seekers.  One of the most 
innovative features is a bulletin board where companies can advertise an event 
for which speakers can express an interest in being engaged for – this would be a 
useful tool for anyone who is time-pressed or needs a speaker at short notice.

Another key e-dimension of entrepreneurship and innovation that the case 
company demonstrates is responsiveness to client and market needs. For ex-
ample, SpeakerDirect.com.au is seeking to position itself as a media tool (e.g. 
by providing a service whereby speakers are available to journalists for “expert 
comment”, gaining valuable and credible exposure, but without actually being 
engaged on a fee basis). In the directors’ words, they have “flipped the agency 
concept on its head”, and as a result, many seeker clients believe the free service 
is “too good to be true”.

The company’s initial success relies not only on its entrepreneurial and innova-
tion capacities but also its active partnering program which includes developing 
existing relationships with corporations, and building strategic alliances with 
trade associations and other dotcoms. Evaluation of the partnerships is done up-
front (e.g. with speakers, how to position themselves and with clients, what their 
needs are and how they can be met). For example, the company has developed 
a strategic alliance with an online talent agency located in the same premises, 
and has become part of the agency’s network. The two directors of this agency 
also sit on the company’s board, complementing the company’s experience with 
their own eight years’ experience in international Website development and with 
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actors and entertainers. The company has also engaged in developing working 
partnerships with corporate speakers. 

According to the directors of the company, a plan has been made to develop a 
systematic procedure and structure for selection of speakers and monitoring of 
their performance. At this early stage of the process, all speakers are accepted. 
However, it is likely that after 12 months, those speakers who have not received 
engagements because, for instance, they are unsuitable, will not re-list themselves. 
Speakerdirect have however developed a reporting tool for speakers who want 
data in order to assess their relative successes, which details speakers’ personal 
Website hits, enquiries, engagements etc.. Speakers are also encouraged to con-
tribute to the marketing and public relations effort themselves by directing people 
to the Website and through self-promotion, because those who do not are likely 
to be less successful than those who do. Speakers do, however, have an initial 
consultation in which they can discuss their positioning.  Subsequent evaluation 
by the company may include assessment of the speaker’s fee, testimonials, their 
show reels and general credibility. On the client’s side, key organizations and 
associations who may use the service are identified, and contacted in order to 
explore their needs and promote the online portal.

However, there are some issues relating to the company which may warrant 
attention. In terms of management of speakers, there needs to be people behind 
the system driving it and a commitment to the partnership between speakers and 
clients (seekers) on both sides. There is a corresponding need to be fluid, dynamic 
and responsive to needs, adapting to clients. Non-responsiveness or a slow turn-
around and/or delivery of solutions are key problems which may damage the 
partnerships.  In an online context, the intangibility of the service provided may 
also lead to customer dissatisfaction. The company has however tried to counter 
this with more tangible solutions, such as by producing company literature to 
give to speakers and seekers and through personal contact. The business model 
of SpeakerDirect is innovative in a sense that it is not an agency and takes no 
engagement fees, and it takes clients directly to speakers with the specific skills 
and areas of expertise they are looking for. However, the financial viability of the 
model remains a question, which inevitably reminds readers of the key lessons 
learned from the dotcom crash in 1999/2000. 

There is also an issue of acceptance and credibility facing this young and innova-
tive company. It has found that corporations have often been sceptical about the 
online speaker portal service, because they have been conditioned to think and 
work according to how the market worked previously: e.g. dealing with numer-
ous agencies, or believe that they should be paying a fee for the service.  In this 
respect, they think the online speaker portal concept may be too entrepreneurial. 
However, the company addresses these concerns with education, personalization 
of the service (e.g. telephone contact), and by evidencing its credibility within 
the corporate world.  The founders also experienced difficulties in strategizing 
and implementing their idea, and believe that more education and funding for 
small businesses are required in order that e-commerce does not appear to be too 
elusive for startups. 

3.2 case Study 2: Bicycle exotica
Bicycle Exotica was formed in 1999, after the owner-manager experienced frustra-
tions while attempting to purchase a high-end bike for himself. Prior to this he had 
been employed by a bicycle wholesaler, and therefore had some expertise in the 
area.  The case company imports a range of high-end ($AU5,000+) bicycles and 
components and sells them direct to the public in Australia, unlike the traditional 
supply model where wholesalers sell to bike shops.  The company employs one 
other full-time staff member and gets part-time support from the owner-manager’s 
partner. Specific activities such as book-keeping and web site development are 
outsourced. Turnover was around $AU750,000 in 2003.

The direct-selling business model is non-traditional and risky, as bikes (especially 
high-end models) are an emotive product and customers prefer to ‘see before 
they buy’.  However, the owner/manager’s earlier experiences of trying to buy 
a high-end bike convinced him that not only could he improve access to the 
products for customers, but he could ‘cut out the middle man’ and so offer the 
bikes at a more competitive price than the traditional model of selling through 
shops.  The Bicycle Exotica Website provides an online ‘shop front’, although 
the owner/manager encourages customers to contact him directly. He likes to 
offer a personalized service (he might speak to a customer five times before a 
sale), and in this way he overcomes the intangible element of his business.  The 

Website specifically does not offer a ‘shopping cart service’, again because of 
the product characteristics.  

The company’s business model obviously has advantages and disadvantages 
compared to the traditional bricks-and-mortar model.  Australians often buy 
high-end bikes from the United States, because it has a smaller number of supply 
steps than the Australian market and therefore bikes can be offered at a cheaper 
price. However, Bicycle Exotica’s business model means they can compete with 
the global market.

Bicycle Exotica has consciously tried to maximize the advantages of their busi-
ness model, and minimize its disadvantages by using innovative methods.  For 
instance, rather than using a print catalogue, the company developed a CD which 
comprehensively showcases its products. In addition, the company’s Website has 
a level of detail higher than the standard amongst bike sellers. Most important of 
all, the Website is a core part of the business rather than an ‘add-on’.  The company 
has also developed a ‘bike fit’ program whereby customers can send their body 
measurements to ensure they get the right size bike, which again, is a departure 
from the traditional method whereby it is done in person. The owner/manager 
frankly admitted that he had “stuck his head out” by selling direct to the public 
because the bike industry is traditionally quite protective.  Furthermore, the 
owner/manager’s offering of a personalized service to customers provides for the 
emotive element of the sale. The company can sell high-end bikes at a similar 
price to lower-end bikes sold through shops.  However, this philosophy has not 
been embraced by everybody.  For example, one competitor applied pressure to 
an Australian bike magazine in order to prevent the company advertising within 
the magazine.  Nonetheless, the company tries to maintain good relationships in 
the industry by offering bike shops discounted bikes for them to resell to their 
customers.

It is likely that the business model would not succeed if the company did not 
maintain good partnerships with other bike sellers, suppliers, Website develop-
ers and other Web technology providers. To enhance customer services and 
minimize the disadvantage of online sale, the case company has developed a 
tentative ‘clicks and mortar’ partnership with a Sydney bike shop in relation to 
one of the bike brands it sells.  Customers can view the range at the bike shop 
and purchase them through them.  The company will sell the products to the bike 
shop at such a price that they can offer them at the company’s prices (ordinarily, 
although shops would buy the company’s products to resell to their customers at 
a favourable price, the resale price would still be higher than what the company 
would sell it for).  Customers are hence getting the ‘best of both worlds’ whereby 
they can view the products they want to buy, at a favourable price, although the 
profit margins would be lower for both the company and the bike shop than if 
the bike was sold direct.

Although the e-business model is working well, there are serious challenges the 
company has to address. The bike industry is a typical cottage industry, where 
many businesses are owner/manager or run by bike riders, but not business people. 
To this extent, entrepreneurship and innovation are still relatively new concepts.  
According to the owner/manager interviewed for the present study, at present the 
Internet is hardly being utilized effectively by the industry in Australia and most 
Websites are superficial.  B2B electronic supply chains hardly exist in the bike 
industry (although he claims, they would be welcomed!). The market is also fairly 
small, with many competing products, which means that no one business has a 
big enough share that they can invest in innovative ideas. Nevertheless, the case 
company has survived the worldwide dotcom crash and is profitable, thanks to 
its innovative and entrepreneurial business model and good working relationship 
with its brick-and-mortar partners. 

4. fuTure TrenDS Of e-BuSIneSS AnD TheIr 
IMpLIcATIOnS
As the key premise of e-entrepreneurship and e-innovation lies in a thriving e-busi-
ness environment, their future development is tightly bound with, and determined 
by, the future of e-business. The author speculates possible development trends 
in e-commerce and e-business in the near future on the basis of current develop-
ment patterns and discusses the implications of the trends for e-entrepreneurship 
and e-innovation.

E-commerce and e-business practices will continue to grow. Industry analysts and 
renowned research groups such as Gartner Group projected a strong growth in 
e-commerce and e-business, estimating that the market would be worth $US7.3 
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trillion worldwide in 2004, and will continue to grow in the next few years. But, 
unlike some of the present examples, e-business will be more mature (rather 
than experimental) in nature, in terms of the scope, quality and credibility of 
online customer services and products. Participating in e-business will be part 
of every executive’s job in the near future. Despite its success, the recent initial 
public offering (IPO) of Google’s shares saw them fall below the price range 
set by its executives, suggesting that many investors were still very cautious 
about e-business in the wake of the disastrous dotcom crash in which millions 
of shareholders around the world were badly burned. The response to Google’s 
IPO indicated that the public expectation for high-tech e-business ROI tends 
to be normal now, and views e-business and e-commerce as the same as other 
businesses. The implication of this trend is an opportunity for growth as well as 
challenges of succeeding in a relatively mature market where quality and cred-
ibility of products and service count. 

The collaboration of e-businesses is, and will continue to be, the key to sustained 
business success. An e-business strategy will be ineffective without an integrated 
e-partnership strategy, because the ability to leverage collaborative relationships 
becomes essential in today’s competitive e-business world. Consumer/purchaser 
power will dominate the e-business world and propel smaller e-entrepreneurs to 
bind together to provide customers with an ever-widening array of products and 
services, real-time and rich information, and speedy and quality transactions. More-
over, collaborative e-partnerships help to streamline the product-to-market process 
through collaborative planning and design, improve efficiency from the channel 
network by reducing inventories, and ultimately generate profitability. However, 
alarmingly, many e-business alliances failed, or did not achieve their goals. How 
to make e-partnership work requires more than the navigation of technological 
hurdles and complexity. Human, organizational and cultural factors become more 
crucial as e-business moves towards maturity. The biggest challenges to managers 
include conflict in different organizational and country cultures, taxation, financial 
and commercial risks, and legal risks concerning on-line intellectual property, 
national and international on-line trade and law (Zhao, 2006).

Lee and Whang (2002) maintain that the future of e-business lies in intelligence. 
They believe that the next trend of e-business is intelligence at the supply chain 
level. Intelligence refers to the capacity for processing, accessing, controlling 
and managing information and knowledge. If this view holds true, the implica-
tions for future entrepreneurship and innovation are profound. To enhance the 
intelligence will be the main business line and the focus of e-entrepreneurial and 
e-innovation businesses. 

In terms of e-marketplaces, it would appear that a trend has developed whereby 
the current highly successful mega e-marketplaces such as Amazon.com, eBay and 
the like increasingly drive smaller players out of markets and limit competition, 
thus turning e-marketplaces into oligopolies (Murtaza, et al., 2004). However, 
the ubiquity of the Internet is and will continue to be a strong counter force to 
the formation of oligopolies as there are actually no barriers to market entry in 
the cyber world, and the Internet provides constant opportunities to engineer new 
types of entrepreneurial business and innovation. Future e-marketplaces will 
require a whole range of quality services and innovative products, and alliances 
to deliver supreme value to customers. Thus, deals based only on price will be 
obsolete in future e-marketplaces. 

Although the concept is as old as the manufacturing process, quality management 
will gain momentum in e-business management. The failure of many e-businesses 
and the dotcom crash have on the whole been caused by poor quality customer 
services and support, problems with Website security and technologies, and weaker 
change management (Janenko, 2003). The key principles of quality management 
will be the fundamental cornerstone to e-business success, which include:

• Customer focus;
• Continuous improvement and measurement to achieve customer satisfac-

tion;
• Acquiring customer and market knowledge;
• Mutual respect, mutual trust and mutual benefit of all stakeholders;
• Consistent and precise performance to high standards in all areas of the 

organization;
• Striving for excellence through benchmarking, etc;
• Measurement of quality using data and tools;
• Improving quality and efficiency of decision-making;
• Better use of resources to achieve effectiveness and efficiency;
• Results focus;

• Management by facts and processes;
• Effective leadership and team commitment;
• Teambuilding and collaboration;
• Valuing employees & human and intellectual capital;
• Employee training/education/development;
• Empowerment and involvement; and
• Opening channels of communication.

These familiar components of quality management undoubtedly offer an essential 
guide for the quality operations of e-entrepreneurial and innovation businesses. 
It is a wide-spread fallacy that a good quality Web site design and a high volume 
of hits or traffic are good indicators of quality and will lead automatically to e-
business success (Janenko, 2003, Ross, 2003). Indeed, it is this misconception 
that turned the “dotcom boom” into “dotcom doom”. The primary fundamental 
quality management constructs therefore still have appeal in current and future 
e-business management.

5. cOncLuSIOnS
In this frenetically changing competitive landscape, entrepreneurship and innova-
tion enable organizations to gain competitive advantage and hold the key to their 
e-business success. The fast growth and business success of companies such as 
eBay, Amazon.com, travel.com and priceline.com, along with the bankruptcy of 
numerous dotcom firms worldwide in 2000 hold potent management implications 
for IT innovation and entrepreneurial organizations worldwide. As such, e-entre-
preneurship and e-innovation have become emerging disciplines for proactively 
responding to changes in the e-business world. 

This paper identifies and studies issues and challenges facing e-entrepreneurship 
and e-innovation. One of the key issues facing e-entrepreneurship and e-innova-
tion today, as demonstrated by the case studies in this paper is that e-business 
needs to respond closely to market needs and gain market credibility. Another key 
issue is that there should be credibility built within the e-business marketplace 
before inception of the business. In addition, the intangibility of an online service 
needs to be addressed in order to build brand awareness. The discussion of the 
issues as such provides readers with both theoretical and practical guideline for 
a further study. 
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