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Abstract

E-organisations are expected to be one of the 
promising organisational forms in this Internet 
cultural era (ICE). E-organisations are different 
from traditional organisations; and most tradi-
tional organisations are evolving toward becom-
ing e-organisations. These are organisations 
established and operated, based on the Internet 
and other related technologies in an environment 
referred to as Internet Culture, whereby organisa-
tions will be placing the Internet at the centre of 
their business and encouraging ubiquitous use of 
networked technologies. This chapter incorporates 
several perspectives to examine how small and 

medium-sized enterprises (SMEs) use the network 
technologies and information and communication 
technology (ICT) in their current business envi-
ronment. Through the use of a literature review 
and interviews, we analyse the various options 
for managing the transformation and its effects to 
ascertain the appropriate strategies within a range 
of SMEs. The results of this study reveal that the 
SMEs’ journey toward becoming e-organisations 
can be classified into three stages: 1/2-fusion; fu-
sion; and the ultimate e-organisation stage. Based 
on this work, strategic solutions are proposed for 
future SMEs intending to adopt Internet and other 
network technologies.
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Introduction

The Internet has gone from being a communication 
tool, used by a small sector of professional society 
(academics and military) to something that has 
permeated much of the business, corporate, and 
consumer world. Some of the largest and most 
able technological and information consuming 
organisations have seen this as an opportunity 
to create a totally new market for their products 
and services, and some have concentrated much 
of their day-to-day operations expenditure around 
the Internet to this end. This new technology has 
found a place in almost all organisations, as di-
verse as charities, public services, and corporate 
business. Both small and large enterprises have 
been motivated to use the technology, driven by 
the fear that they may be missing out on a great 
worldwide business opportunity by not being on 
the Internet, thus making them evolve toward 
becoming e-organisations. 

In this chapter, e-organisations are companies 
which are established and operated, based on 
new technologies, such as the Internet and other 
related network technologies in an environment 
referred to as the Internet cultural era (ICE). The 
ICE can be defined as an environment where or-
ganisations are placing the Internet at the centre 
of their business and encouraging universal use 
of networked technologies for delivering their 
business processes, with emphasis on transparent 
communication and readiness to innovate and 
take chances on new ideas. Three economic enti-
ties, namely the government, organisations, and 
individuals, are the key players in the ICE. 

Furthermore, in the 21st century and beyond, 
the Internet is one area of technological develop-
ment that has and will continue to revolutionise 
modern organisations and the communication 
world like nothing before. It also is a medium for 
collaboration and interaction between individuals, 
their computers, and many business and non-busi-
ness organisations without regard for geographi-
cal location. Shorter product development time, 

greater flexibility, mass-customisation, reduced 
costs, and higher expectations from customers are 
the several outcomes envisaged in the ICE.

Despite the demise of the dot-com ventures in 
the 1990s, the use of the Internet still has a strong 
and dynamic impact on today’s economy. As 
early as 1997, Schwarzer et al. noted that among 
the most frequently postulated characteristics 
and advantages of new ICT and Internet-enabled 
organisation settings are: high flexibility in a 
rapidly changing environment; customer-focused 
business and service models; and increased com-
petitiveness. From an organisational perspective, 
the Internet has grown into a tool for achieving 
timely delivery of quality services and operational 
efficiencies, such as e-procurement, tele-working, 
and online banking. In conjunction with this, much 
evolutionary network support software on the use 
of the Internet within and across organisations to 
enhance business efficiency and create sustainable 
competitive advantages have been developed. 
The use of electronic data interchange (EDI) 
has become a common underpinning technology 
to support exchange of information and dealing 
with order transactions with suppliers in the 
supply chain. Increased recent emphasis on the 
implementation of radio frequency identification 
(RFID) in the physical logistics field also can be 
identified. Such developments would not only 
support and strengthen the capability of organisa-
tions to manage business processes electronically, 
either via the Internet, intranet, or extranet, but 
would challenge the adaptability of the existing 
organisational form and the strategy formulation 
method in the ICE. 

In this chapter, the researchers incorporate 
several perspectives to examine how small and 
medium-sized enterprises (SMEs) use the Internet 
and other network technologies in their current 
business environment. It is anticipated that ICT 
will be used to improve information flow, both 
internally and externally, with all the benefit 
that this should bring to the organisation. In this 
chapter, we examine the drivers that led SMEs 



 

 

10 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/organisation-its-future-implication-small/9372

Related Content

English Auction Issues in Mobile E-Commerce
Nandini Sidnaland Sunilkumar S. Manvi (2013). Research and Development in E-Business through

Service-Oriented Solutions (pp. 208-223).

www.irma-international.org/chapter/english-auction-issues-mobile-commerce/78088

Virtual Enterprise Formation Supported by Agents and Web Services
Sobah Abbas Petersen, Jinghai Raoand Mihhail Matskin (2008). Agent and Web Service Technologies in

Virtual Enterprises (pp. 46-64).

www.irma-international.org/chapter/virtual-enterprise-formation-supported-agents/4991

Towards an Insight Into Customer Behavior in Virtual Brand Communities: An Investigation of

Personal and Community Characteristic Factors
Thi Bich Hanh Tran, Quynh Anh Nguyen, Trung Thanh Le, Quang Hieu Nguyen, Khanh Son Nguyenand

Huy Hung Dinh (2022). International Journal of E-Business Research (pp. 1-26).

www.irma-international.org/article/towards-an-insight-into-customer-behavior-in-virtual-brand-communities/293296

Two Faces of Mobile Shopping: Self-Efficacy and Impulsivity
Thaemin Lee, Cheol Parkand Jongkun Jun (2014). International Journal of E-Business Research (pp. 15-

32).

www.irma-international.org/article/two-faces-of-mobile-shopping/110931

Delivering Superior Customer Perceived Value in the Context of Network Effects
Fan-Chen Tseng, Ching-I Tengand David M. Chiang (2007). International Journal of E-Business Research

(pp. 41-50).

www.irma-international.org/article/delivering-superior-customer-perceived-value/1874

http://www.igi-global.com/chapter/organisation-its-future-implication-small/9372
http://www.irma-international.org/chapter/english-auction-issues-mobile-commerce/78088
http://www.irma-international.org/chapter/virtual-enterprise-formation-supported-agents/4991
http://www.irma-international.org/article/towards-an-insight-into-customer-behavior-in-virtual-brand-communities/293296
http://www.irma-international.org/article/two-faces-of-mobile-shopping/110931
http://www.irma-international.org/article/delivering-superior-customer-perceived-value/1874

