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ABSTRACT 

 

This exploratory study is one of the first steps in developing and testing the conceptual framework for the 

intangible success of born global new Internet ventures. Two hypotheses were generated based on the literatures, 

which linking them between reputation and intangible success of a new Internet venture with the moderation role 

of environmental dynamism. This study also describes the concept of corporate reputation and reviews some of 

the existing points when it comes to measuring it. Many scholars have established the prominence of reputation 

for firm success or performance, but the mechanisms through which reputation can be accumulated are still to be 

explored. This study will look into the significance of reputation in the e-commerce in influencing the intangible 

success of born global new Internet ventures from the entrepreneurs (business owners) or the managers’ 

perspective.  
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INTRODUCTION 
 

There is a conspicuous call for creating an online trust instrument in order to assist individuals and 

organizations’ online activities. Trust is a prerequisite for the continued existence of any organization and in a 

case of a born global new Internet venture, where the impact is even greater. Without the trust of customers, 

employees, shareholders, the government and supervisors, a business is unlikely to survive. Its reputation is too 

weak to compete in the economic and social environment. Integrity thus plays a central role in the operation of 

every e-business. Economists argue that in order to meritoriously foster trust among strangers, it is imperative to 

track historic data and establish the “shadow of the future” in an online environment [1].  

eBay for example is an online global marketplace to conduct trade using a platform, where millions of items 

are traded each day through online auction formats which also called auction-style listings. eBay creates a 

feedback forum or a reputation system to gain trust. This reputation system allows buyer and seller to rate each 

other and leave comments after each transaction. The amassed feedback score is then discernibly displayed 

along each user’s profile name. Empirical evidences indicate that sellers with outstanding reputations do sell 

their items on eBay than others [2]. In fact, the overall commercial accomplishment of eBay is largely attributed 

to the original scheme of its reputation system [1, 2, 3]. The views that measurement of corporate reputation 

could influence firm performance have been long documented in many studies [4]. Many scholars are attracted 

to conduct research on these views in so many areas of corporate reputation. Reputation is part of intangible 

resources. These intangible resources are now increasingly seen as drivers of sustainable business 

competitiveness and success. Thus, it is inevitable that an intangible resource like reputation continues to be 

researched as sources of sustainable advantages.  

The notion of company success is debated in numerous fields of academic literature [5]. It is a monumental 

task to delineate the success of a company in any branch of activity, especially if it is referred to new business 

ventures in the context of small and medium-sized enterprises (SMEs). The newly-established companies have 

no background or history. Most of them do not have any performance indicators or measures of standard 

accounting yet. Notwithstanding the fact that there is an increase in their sales, those firms may not be profitable 

during the first several years of operation. This idea was supported by many scholars [6, 7, 8]. 

Additional evidence in the literature on new venture success as a dependent variable and are measured by 

intangible indicators have been recounted in many studies [9, 10]. Intangible success is not easy to be quantified 

and typically would include service quality, information quality, user satisfaction, internationalization and 

organizational impact. The study of factors related to the success of a new venture has emerged as a popular 

subject under discussion in the field of entrepreneurial activity [11].  

Since success is a debatable issue, this study will attempt to conceptualize intangible success from the 

perspective of entrepreneurs or business managers’ satisfaction when an international business is transacted 

40 



Saihani et al.,2016 

 

regardless via online or offline so long the initial transaction occurs on an Internet platform and does not 

necessarily has to be on a company website. A third party website and email are sufficient medium.  

Furthermore, international business typically occurs when an international transaction takes place in one or more 

country and market environment [12].  

 

CRITICAL ISSUES 

 

Efforts to accept intangible resources as a potential full assessment in a business plan have been certainly 

deliberated for new business ventures [13]. To build core competencies for future success many organizations 

today are leveraging on intangible success such as reputation or branding, customer satisfaction and innovation.  

Reputation therefore is a subjective perception of a successful company’s attributes such as having superior 

quality products/services, quality management, customer orientations, ethical behavior, attractiveness and 

reliability. Within academic research, substantial energy has been dedicated in the last 15 years in attempts to 

accurately define [14] and measure corporate reputation [15] as well as to investigate its antecedents and 

outcomes [16]. 

The new business venture could turn into trepidation and peril that would effect in a poor performance due 

to the ambiguous dynamic environment. According to [17], environmental dynamism signifies to the degree of 

change and the existence of the elements of unpredictability within an environment. This dynamic environment 

also impacts the rapid changes in technology and forms uncertainty or capriciousness in the environment [18]. 

The degree of instability or turbulence in the dynamic environment would considerably affect main operating 

concerns such as market and industry conditions as well as general technological, economic, social and political 

forces [19].   

In this exploratory study, the authors attempt to understand the connection between intangible resources of 

reputation with the intangible success of the born global new Internet ventures and moderated by the 

environmental dynamism. Furthermore, there are very few attempts being made to link reputation and intangible 

success as well as environmental dynamism of a born global new Internet venture in the past literatures. That 

would make it a compelling reason for the authors to come out with this conceptual paper.  

 

LITERATURES AND HYPOTHESES 

 

Resource Based View of Reputation 

The resource-based view (RBV) of the firm has developed into a conspicuous theoretical viewpoint in the 

international business (IB), information systems (IS) and e-commerce [20] literatures. Several theories have 

been used in both the conceptual and empirical papers to examine corporate reputation and had been identified 

as well in the resource-based view (RBV) [21]. Reputation in RBV is an intangible asset that is considered 

valuable, rare, hard to imitate and subject to suitable practice when the right organization is put in place [22]. 

The economists, strategists, sociologists, marketers and organization theorists viewed corporate reputation from 

complementary perspectives [23].  

An organization’s reputation is conceivably one of its imperative strategic resources that were pointed out 

in a recent Journal of Management article [24]. Reputation aids in differentiating firms from competitors [25]. In 

addition, the reputation has been associated to organizational performance [26, 27]. Hence, reputation acts as a 

fundamental understanding of why some organizations outdo others. The RBV depicts reputation as an 

intangible resource from the amalgamations of internal investments and external appraisals and can further be 

defined as “a general organizational attribute” [28]. The value it derives from several elements lead to pivotal 

ambiguities, competitive advantage and in the end, performance superiority [29] which making reputation one 

of the organization’s most important resources [30]. The authors propose that RBV offers a justification for how 

reputation might influence performance [28, 31]. 

 

H1: There is a significant relationship between reputation and intangible success of born global new Internet 

venture 

 

Environmental Dynamism 

Environmental dynamism increases uncertainty and could possibly turn into a new business venture into 

anxiety, and risk that would eventually result in a poor performance. Environmental dynamism denotes to the 

frequency of change and the occurrence of the elements of instability within an environment [17]. Furthermore, 

this dynamic environment influence technological changes and create instability or capriciousness in the 

environment [18]. The degree of instability or turbulence would significantly affect main operating concerns 

such as market and industry conditions as well as concerns on general technological, economic, social and 

political [19]. Empirically, in [32] associated dynamism to organization environment as strategic diversification 

and organizational demeanors en route for innovation [33]. 
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The new ventures must overcome the ambiguous value-judgment standards and overwhelming 

environments for the choice of operational procedures when confronting an exceedingly dynamic environments. 

These factors may constrain the new ventures to quickly settle on key decisions utilizing restricted diagnostic 

perceptions of the organization's operational surroundings. Uncertainties and opportunities may affect the 

position of an organization in competitive market linking environmental dynamism directly with performance 

[34]. In [35] has also advocated that the RBV and dynamic capability theory emphasized external business 

environment opportunities could influence organization strategy which in turn impacts organizational 

performance. Therefore, the authors propose that environmental dynamism offers a justification for how it might 

moderates the relationship between reputation and firm success. 

 

H2: Environmental dynamism moderates the relationship between reputation and intangible success of born 

global new Internet venture 

 

Intangible Success 

There are two types of measurements for firm performance mentioned in literatures by first differentiating 

financial measures or objective measures. For instance, return on equity, return on sales and return on assets 

with non-financial measures or subjective measures and shareholders’ satisfaction, employee satisfaction or 

customer satisfaction [36]. It is a challenging task to define the success of the company in any branch of activity, 

especially if it is referred to new business ventures in the context of small and medium-sized enterprises 

(SMEs). The newly-established companies have no background or history. Most of them have not got any 

performance indicators or measures of standard accounting yet. Notwithstanding the fact that there is an 

increase in their sales, those firms may not be profitable during the first several years of operation. This idea was 

supported by [6, 37, 7, 8]. 

Figure 1 on the next page illustrates the study proposed model which indicated that there are three 

variables; reputation being as the independent variable, environmental dynamism as the moderating variable and 

intangible success as the dependent variable. 

 

 
 

Figure 1. The conceptual model 

 

CONCLUSION 

 

This study examined how intangible resources of reputation can affect the intangible success of the born 

global new Internet ventures and moderated by the dynamic environment. The study is important as it offers a 

new perspective to understand the capability and level of readiness of the born global new Internet venture, 

especially with rapid changes in the environment of international market. The study contributes to the literature 

of born global new Internet venture by highlighting reputation as a determinant variable. The findings from the 

intangible resources of reputation may be significant and validate some of the previous studies. It is 

recommended that future research should study other intangible resources that perhaps could contribute to the 

international success of the new Internet ventures. It is vital for the future research to use different industry, so 

that comparisons could be made and contribute to the literatures. 

 

REFERENCES 

 

1. Resnick, P., R. Zeckhauser, R. Friedman and K. Kuwabara, 2000. Reputation Systems. Communications of 

the ACM, 43 (12): 45-48. 

2. Resnick, P. and R. Zeckhauser, 2002. Trust among strangers in internet transactions: Empirical analysis of 

ebay’s reputation system. In: The Economics of the Internet and E-Commerce Volume 11 (ed M.R. Baye) 

pp. 127-158. Elsevier Science Ltd, Amsterdam.  

3. Jøsang, A., R. Ismail and C. Boyd, 2007. A Survey of Trust and Reputation Systems for Online Service 

Provision. Decision Support Systems, 43 (2): 618-644.  

42 



Saihani et al.,2016 

 

4. Dowling, G.R. and N.A. Gardberg, 2012. Keeping score: The challenges of measuring corporate reputation. 

In: The Oxford Handbook of Corporate Reputation (eds T.G. Pollock and M.L. Barnett) pp. 34-68. Oxford 

University Press. 

5. Van Praag, C.M., 2003. Business Survival and Success of Young Small Business Owners. Small Business 

Economics, 21 (1): 1-17. 

6. Brush, C.G. and P.A. Vanderwelf, 1992. A Comparison Methods and Sources for Obtaining Estimates of 

New Venture Performance. Journal of Business Venturing, 7 (2): 157-170. 

7. Hillman, A.J. and G.D. Keim, 2001. Shareholder Value, Stakeholder Management, and Social Issues: 

What's the Bottom Line? Strategic Management Journal, 22 (2): 125-139. 

8. Ghobadian, A. and N. O'Regan, 2006. The Impact of Ownership on Small Firm Behavior and Performance. 

International Small Business Journal, 24 (6): 555-586. 

9. Van Gelderen, M., R. Thurik and N. Bosma, 2005. Success and Risk Factors in the Pre-Startup Phase. 

Small Business Economics, 24 (4): 365-380. 

10. Zahra, S.A. and W.C. Bogner, 2000. Technology Strategy and Software New Venture’s Performance. 

Exploring the Moderating Effect of the Competitive Environment. Journal of Business Venturing, 15 (2): 

135-173. 

11. Arnold C. Cooper and F.J.G. Cascón, 1990. Entrepreneurs, processes of founding and new firm 

performance. Institute for Research in the Behavioral, Economic, and Management Sciences, Krannert 

Graduate School of Management, Purdue University. 

12. S. Tamer Cavusgil and Pervez N. Ghauri, 1990. Doing business in developing countries. Routledge. 

13. De Leó, E.D. and P. Guild, 2003. Using Repertory Grid to Identify Intangibles in Business Plans. Venture 

Capital: An International Journal of Entrepreneurial Finance, 5 (2): 135-160. 

14. Lange, D., P.M. Lee and Y. Dai, 2011. Organizational Reputation: A Review. Journal of Management. 37 

(1): 153-184. 

15. Ponzi, L.J., C.J. Fombrun and N.A. Gardberg, 2011. RepTrak™ Pulse: Conceptualizing and Validating a 

Short-Form Measure of Corporate Reputation. Corporate Reputation Review, 14 (1): 15-35. 

16. Walker, K., 2010. A Systematic Review of the Corporate Reputation Literature: Definition, Measurement, 

and Theory. Corporate Reputation Review, 12 (4): 357-387. 

17. Li, M. and R.L. Simerly, 1998. The Moderating Effect of Environmental Dynamism on the Ownership and 

Performance Relationship. Strategic Management Journal, 19 (2): 169-179.  

18. Tegarden, L.F., Y. Sarason, J.S. Childers and D.E. Hatfield, 2005. The Engagement of Employees in the 

Strategy Process and Firm Performance: The Role of Strategic Goals and Environment. Journal of Business 

Strategies, 22 (2): 75-99. 

19. Dess, G.G. and D.W. Beard, 1984. Dimensions of Organizational Task Environments. Administrative 

Science Quarterly, 29 (1): 52-73. 

20. Peng, M.W., 2001. The Resource-Based View and International Business. Journal of Management, 27 (6): 

803-829. 

21. Lönnqvist, A., 2002. Measurement of Intangible Assets-An Analysis of Key Concepts. In the Proceedings 

of the 2002 Frontiers of E-Business Research, pp: 275-293. 

22. Boyd, B., D. Bergh and D. Ketchen Jr, 2010. New Frontiers of the Reputation-Performance Relationship: 

Insights from Multiple Theories. Journal of Management, 36 (3): 620-632. 

23. Fombrun, S. and C. Van Riel, 1997. The Reputational Landscape. Corporate Reputation Review, 1 (1 and 

2): 5-13. 

24. Flanagan, D.J. and K.C. O’Shaughnessy, 2005. The Effect of Layoffs on Firm Reputation. Journal of 

Management, 31 (3): 445-463. 

25. Peteraf, M.A., 1993. The Cornerstones of Competitive Advantage: A Resource‐Based View. Strategic 

Management Journal, 14 (3): 179-191. 

26. Fombrun, C. and M. Shanley, 1990. What's in a Name? Reputation Building and Corporate Strategy. 

Academy of Management Journal, 33 (2): 233-258. 

27. Shamsie, J., 2003. The Context of Dominance: An Industry‐Driven Framework for Exploiting Reputation. 

Strategic Management Journal, 24 (3): 199-215. 

28. Roberts, P.W. and G.R. Dowling, 2002. Corporate Reputation and Sustained Superior Financial 

Performance. Strategic Management Journal, 23 (12): 1077-1093. 

29. Barney, J., 1991. Firm Resources and Sustained Competitive Advantage. Journal of Management, 17 (1): 

99-120. 

30. Hall, R., 1992. The Strategic Analysis of Intangible Resources. Strategic Management Journal, 13 (2): 135-

144. 

31. Rumelt, R.P., 2005. Theory, strategy, and entrepreneurship. In: Handbook of Entrepreneurship Research 

(eds S.A. Alvarez, R. Agarwal and O. Sorenson) pp. 11-32. Springer US. 

43 



J. Appl. Environ. Biol. Sci., 6(6S)40-44, 2016 

 

32. Keats, B.W. and M.A. Hitt, 1988. A Causal Model of Linkages Among Environmental Dimensions, Macro 

Organizational Characteristics, and Performance. Academy of Management Journal, 31 (3): 570-598. 

33. Zahra, S.A. and J.A. Pearce, 1990. Research Evidence on the Miles-Snow Typology. Journal of 

Management, 16 (4): 751-768. 

34. Gül, M.C., 2011. Environmental Dynamism, Innovativeness and Firm Performance. In The Proceedings of 

the 2011 Las Vegas International Academic Conference, pp: 683-690. 

35. Verdu-Jover, A.J., F.J. Llorens-Montes and V.J. Garcia-Morales, 2006. Environment-Flexibility Co 

Alignment and Performance: An Analysis in Large Versus Small Firms. Journal of Small Business 

Management, 44 (3): 334-349.  

36. Ong, T.S. and B.H. Teh, 2009. The Use of Financial and Non-Financial Performance Measures in the 

Malaysian Manufacturing Companies. IUP Journal of Accounting Research and Audit Practices, 8 (1): 23-

30. 

37. Chandler, G.N. and S.H. Hanks, 1993. Measuring the Performance of Emerging Businesses: A Validation 

Study. Journal of Business Venturing, 8 (5): 391-408. 

 

 

 

44 


