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Abstract

We are currently living in an extremely volatile business environment emanating from accelerated changes in
technology. This condition compels firms’ Top managements to strategically think so as to adapt to such
environmental shifts. In consequence, strategies built towards their internationalization goal are essential for their
subsistence. They include e-commerce strategies and relevant dynamic capabilities. Being thus enlightened, the
study endeavors to conceptualize E-commerce strategy as a tool for Internationalization Performance. However, a
stumbling block was identified. It pertained to the lack of clear and exhaustive definitions of the main constructs,
and to the scantiness and inadequacy of theories essential to their underpinning. The study also includes a
comprehensive conceptual review touching the subjects of E-commerce strategy, Firm’s Dynamic Capabilities,
and Internationalization Performance and furthermore included relevant empirical studies. The major constructs
were grounded on theories like UTAUT, the theory of flow, the institutional theory, the resourced-based view and
the Uppsala model. As a result of this extensive study, a case for a new theoretical framework was presented,
designed and thoroughly explained. Future studies should concentrate on offering thorough definitions of e-
commerce strategy and internationalization performance. Additionally, it is vital such research be conducted in a
variety of contexts.

Keywords: E-commerce Strategy, Firm’s Dynamic Capabilities, Internationalization Performance

1. Introduction

Today's turbulent business environment, characterized by uncertainty and inability to predict the future, is
extremely challenging (Suikki, 2007). This forces organizations to be more flexible as they try to continuously
adapt to their environment (Tajpour, Hosseini & Moghaddm, 2018). In turn it requires the top management to
strategically think in order to carry out their duty, implying they have to look for alternative ways or business
models able to create value for their customers (Abraham, 2005). These rapid changes in the environment also
push the management to look at their firms’ dynamic capabilities as they have to deal with the industries hyper
competitiveness (D'Aveni & Gunther, 1994). These dynamic capabilities are the (inimitable) capacity firms have
to shape, re-shape, configure and reconfigure the firms’ asset base so as to respond to changing technologies and
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markets (Augier & Teece, 2007). Especially in the globally oriented economy we are in, organizations need
globally oriented dynamic capabilities in order to integrate resources and market- based views of the firm to
enhance understanding of a firm's power in international business relationship (Griffith & Harvey, 2001).

For companies to have effective dynamic capabilities they need an innovation strategy focused at developing and
introducing innovative new products or services able to lead the market (Zahra and Das, 1993; Li & Atuahene-
Gima, 2001; Zhou, 2006; Naranjo-Valencia et al., 2011). One modern way to innovate in the business environment
is to embrace E-commerce. E-commerce is "the electronic exchange of information, goods, services, and payments
and the creation and maintenance of web-based relations" (Fruhling & Digman, 2000). It provides the possibilities
to reach out to customers all over the globe (Business Sweden, 2017). Thus adoption or investment in e-commerce
can be considered a viable strategic option for companies whose markets have traditionally been restricted at the
domestic level and need to expand to foreign markets.

Adoption of E-commerce has been one of the key drivers towards globalization. For organizations operating at a
domestic level, adoption of e-commerce can open avenues for the organizations to offer their products to a wider
scope of the market beyond their national borders. Thus for firms mostly in the category of SMEs, while E-
commerce may usher in competition at the domestic front from foreign firms, it also offers opportunities for
venturing into global markets where they can avail their innovations. Thus E-commerce can be adopted as strategy
towards internationalization of domestic firms.

Even though this might appear as a viable approach for internationalization of domestic companies, the literature
in strategic management needs to undertake steps towards integration of the knowledge on e-commerce into the
main literature on strategic management. On the one hand while e-commerce has been discussed within the context
of Management Information System it has on the other hand been given scanty attention in Strategic Management.
In scouting through the literature however, the literature in E-commerce shows richness in potential to not only
influence the phenomenon of internationalization (Olsson, 2014; Siri & Renneby, 2014; Luo, Zhao & Du, 2005),
international performance but also other relevant constructs, specifically constructs considered suitable for
understanding and explaining firm strategic behavior such as dynamic capability (Jia & Min, 2007).

This also raises implications on the theoretical perspective to integrating e-commerce as it will require scholars to
appreciate the role played by theories underpinning strategic management, such as Resource- Based View,
Dynamic Capability theories on one hand while on the other theories touching on globalization and adoption of
IT like the Uppsala Model, the Network theory of Internationalization, UTAUT and the theory of Flow.

1.1 Problem statement

Even though calls are emerging for firms to consider adoption of e-commerce as a viable strategic option for
guiding internationalization (Olsson, 2014; Sayyah & Nilsson, 2017), it is observed, these calls face a number of
issues strategic management needs to respond to.

An issue has been identified pertaining to the partial inadequacy of the theories in supporting the
internationalization performance and e-commerce as contructs. For example, the resource-based view (RBV)
shows the ability of valuable, unique, and inimitable firm-specific resources (Barney, 1991) to influence firm
performance and shape the firm’s internationalization quest. However, the applicability of RBV to E-Commerce
Corporations is limited since resources for these corporations are not only created within the firm but also around
the network of internet-based embedded relationships (Singh & Kundu, 2002). The Uppsala model on the other
hand ignores the fact the e-commerce is borderless and can penetrate any country despite the psychic distance. So
Resource based View and the Uppsala model only partially helps in understanding the relationship between e-
commerce and Internationalization performance.

Secondly a review of the extant literature highlights conceptualization issues pertaining to the construct of E-

commerce strategy. After the study of various articles, there seems to be no existing definition of the construct.
Instead authors have subdivided the construct into smaller strategies in order to explain what it is (e.g. Karagozoglu
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& Lindell, 2004). There is also a lack of an exhaustive list of operational indicators suitable to match the highly
turbulent nature of the technological environment as well as the changing nature of customers demand. The same
has been found with attempts to operationalize the construct of international performance.

Thirdly, the phenomena explaining international performance as a result of employed tactics has not received
enough attention in studies. While a number of studies have been done in different contexts to study the direct
relationship between strategies and internationalization performance, the attempts have been limited in their
conceptual rigor, therein ignoring the phenomenon brought about by the applied strategies, raising implications
for both intermediate states and the conditioning responses of the contexts of application of these strategies. And
there is lack of studies focusing on this phenomenon. Furthermore, few journals focus on the internationalization
performance as a construct but we can find a lot of studies touching on the internationalization-performance
relationship instead. Therefore it is crucial for researches to be done on the relationship between E-commerce
strategy and internationalization performance and there be a clear definition of what internationalization
performance is.

In view of the above issues there is need for scholarship to address the earlier cited call, so as to provide relevant
models able to offer direction for practice and empirical work. This is why the paper aims at Conceptualizing E-
commerce Strategy as a tool for internationalization Performance. In recognition of this prevailing situation, the
paper seeks to address the theoretical and conceptualization issues in an attempt to enrich the existing literature in
the multiple disciplines supporting the key constructs used in the study while conceptualizing adoption of E-
commerce strategy as a tool for enhancing internationalization performance. Hence, the objectives of the paper
are to review the extant theoretical and empirical literature on E-commerce Strategy, internationalization strategy
and the macro environment of the home country; to identify emerging issues calling for a theoretical model linking
the constructs; and to propose a theoretical framework suitable to guide the research.

The paper is significant to researchers and scholars as it uses a comprehensive array of theories capable of
underpinning the constructs better. There has been lack of previously identified theories able to help in
understanding e-commerce strategy and internationalization performance and the current study presents with a
lead towards appropriate theories. It will also help to understand how international business and strategic
management can be integrated. In the study, e-commerce will be studied as a strategic construct allowing
companies to excel in their performance in foreign countries. As the area of e-commerce strategy, firm’s dynamic
capabilities and internationalization performance of domestic companies has not been touched before, this will
bring new knowledge enabling future research, lectures and studies. It will be of help to managers as they will be
able to consider the use e-commerce strategy as a way to improve internationalization performance

2. Conceptual review Key constructs
2.1 E-commerce strategy

E-commerce is the most known form of electronic technology applied to businesses and the impact of the construct
on competitive strategy formulation is seen as fundamental (Lanckriet and Heene, 1999). E-Commerce often is
defined narrowly to refer to using the Internet to market and sell goods and services (Barkley, Markley & Lamie,
2007). However, it is much broader and includes “the electronic exchange of information, goods, services, and
payments and the creation and maintenance of web-based relations” (Fruhling & Digman, 2000). The electronic
commerce framework is composed first of Infrastructure including hardware, software, databases and
communications, secondly of Services providing the ability to find and present information including the search
for trading partners, negotiation and agreements (Nanehkaran, 2013). The last component is named Products and
Structures and it incorporates forecasts and direct provision of goods, services and trade-related information to
customers and business partners, cooperation and sharing of information within and outside the organization and
organizing of environment of electronic marketplace and chain of supply and support (Nanehkaran, 2013).
Nanehkaran (2013) also identifies the main components of e-commerce encompassing communication systems,
data management systems and security.
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According to Veronika King (2009), an E-Commerce Strategy establishes the procedures and capabilities
necessary for commercial transactions through data connections. An E-Commerce Strategy allows a firm to strive
for a strategic target and an advance to the business rivals (King, 2009). An E-commerce strategy through the
improvement of transaction, information and operation functions of the supply chain reduces transaction costs and
through the logistic and promotion function reduces production costs (Henderson, Dooley, & Akridge, 2000).

In our review of the relevant literature we observe a scarcity of consolidated literature on the focus and dimensions
of the construct of e-commerce strategy. We respond to this by consolidating information gathered from previous
experiences of companies possessing online shopping /marketing services and secondly by summarizing the
components of E-commerce strategy from the extant literature.

First in terms of facts obtained from online shopping services, we considered gathering information about the
services they provide and strategies they use. We found aspects of E-commerce and classified them into categories:
products access strategies, products information access strategies, company’s contact and information, social
media strategy, payment methods, online payment security, corporate social responsibility and legal requirements.
The product access strategies include delivery options and prices and shipping destinations, a search engine, a
store locator and an online shopping bag, account creation, and Apps (on google play and app store). They have
product information access strategies like catalogues based on gender and the variety of the products, very visible
promotional messages, Frequently Asked Questions, a newsletter. The company’s contact and information
comprises of their story, a Contact us link, a leave feedback button. The social media strategy encompasses
google+, Facebook, twitter, Instagram, Pinterest and YouTube and a blog. Payment methods incorporate visa, visa
electron, masterpass, master card, PayPal, Klarna, Maestro, America Express, Dorothy Perkins card, gift cards,
and they allow purchase on credit and offer discount for students. As part of Online payment security we find:
Verified trusted, verified by Visa and have Master Card secure code. For Corporate Social responsibility we have
a modern slavery act, a Fashion Footprint. When it comes to the legal requirements of both parties, they have
clearly stated terms & conditions, privacy & cookie policy, and an Accessibility policy.

In considering the features of the e-commerce strategy embraced by leading online marketing organizations, we
are able to consolidate a number of components constituting the e-commerce strategy. From this information we
classified the components of e-commerce strategy into product-based strategy, knowledge-based strategy, social
media strategy and are care-based strategy.

The product based strategy facilitates the access of the customers to products and product information like
catalogues based on gender and the variety of the products, delivery options and prices and shipping destinations,
a search engine, very visible promotional messages, a store locator, an online shopping bag, Apps (on google play
and app store),and an account creation. It is also has an emphasis on providing payment methods like visa, visa
electron, masterpass, master card, PayPal, Klarna, Maestro, America Express, Dorothy Perkins card, gift cards and
they allow purchase on credit and offer discount for students.

The knowledge-based strategy provides platforms allowing the access of customers to all the information they
need to build trust like information about the company including their story, Frequently Asked Questions, a
Contact us link, a newsletter, a leave feedback button.

The Social media strategy uses several social media like google+, Facebook, twitter, Instagram, Pinterest and
YouTube and a blog. They permits the company to use social media to be able to reach out to customers.

The Care-based strategy emphasizes more on security of the customer and corporate social responsibility. The
company for this strategy has clearly stated terms & conditions, privacy & cookie policy, a modern slavery act, a
Fashion Footprint and an Accessibility policy. They are big on online payment security as they have been Verified
trusted, verified by Visa and have Master Card secure code.
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Secondly we considered evidence available from extant literature. We identified the contribution arising from the
work of Karagozoglu & Lindell (2004). They divide the e-commerce strategies into three categories including
customer base expansion strategy, customer service strategy and purchasing Management strategy.

The e-commerce strategy associated with customer base expansion entails operating a Website to provide product
information, building brands and advertising, and selling products online (Sekhar, 2001).

The customer service strategy has been presented as an e-commerce strategy constituting a supplementary measure
to the strategy of accessing new customers (Pitera, 1999). Features for customer service include, for example,
providing thorough product information, implementing a question and answer data base, designing an easily
navigated Web site, making it simple and secure to order online, warranty information, and clearly stated return
policies and procedures (Korper and Ellis, 2001; Schneider and Perry, 2000).

The purchasing Management allows SMEs to utilize e-commerce to reduce their purchasing costs. E-commerce
allows for a low transaction cost environment where search, price and terms negotiation, payment and settlement
related costs decrease significantly (Kambil, 1995). Furthermore, in the e-commerce context, the inequality of
information advantage by the suppliers, where the purchasing company is a victim to the suppliers’ premium
pricing resulting from a lack of knowledge of the competition’s products and prices decreases (Straub and Klein,
2001).

In combining elements from practice and those from extant literature and based on the diversity of information
from ICT, E-commerce we consolidate the various categories of strategies into: expansion strategy, online
customer services strategy and purchase management.

The Expansion strategy is used when a firm wants to become significant by widening the extent of one of the
business operations in the viewpoint of client gatherings, client capacities and innovation choices, either separately
or together (McKay, 2010). It includes a website, online branding and advertising, online sales, providing product
information, social media, Apps, account creation, delivery and shipping services, promotions, a newsletter,
variety of pricing policies. This strategy allows the company to reach out to customers outside the home country
through the use of social media and a website. It also provides information and options for foreigners to shop from
a platform outside their country of origin and get the product delivered at their door step. The company builds a
bigger customer base from different countries capable of facilitating the internationalization of operations of the
company.

The Customer service strategy include: Frequently Asked Questions, a Contact us link, a leave feedback button ,
After sales services, Chats, Security features, user friendliness of the Website, Online warranty information, Stated
return policies and procedures, terms & conditions, privacy & cookie policy, Accessibility policy, corporate social
responsibility. The strategy basically allows customers’ retention. It permits the company and the customers to
build a relationship on trust and it impacts the decision of the customer to, in the future, transact with the same
company or move to another one. Customers’ fidelity is achieved using this strategy. So after the company’s base
broadens, customers acquired from different countries become faithful and this is important for the
internationalization performance of the company.

The third strategy is purchasing management done through an online platform. It includes E-procurement, Supplier
search, asymmetry of supplier’s information, and Inventory management system. This strategy allows the
company to have access to several suppliers outside the country. The company’s will then compare costs of
acquiring raw materials from a broader supplier base and reduce the cost of purchase. This will improve the
organization’s international performance.

When an e-commerce strategy is adopted by SMEs or domestic firms it allows them to reach new markets without
making a foreign direct investment able to increase the cost of the market entry. Furthermore, e-commerce
strategies increase the adaptability of the company to the conditions in a foreign market since it boosts the resource
base of the company. They therefore give the company the ability to acquire various capabilities, allowing them
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to respond to the changing conditions of the foreign market. E-commerce also allows the organization to gain new
and innovative forms of competitive advantages necessary to the achievement of their objectives. E-commerce
strategy allows the company to better reach, acquire, enlarge, interact with, satisfy and keep a customer and
supplier base capable of reflecting on the companies’ internationalization performance. E-commerce strategy will
highly be impacted the by the environment in the home country of the company because the environment will
determine whether the strategies will work or not and whether the business will be profitable since it will determine
the competitive edge the company will get since the environment can either be favorable to the business or
unfavorable.

Firms in themselves generally have strategic resources, such as physical, human, organizational and financial
resources, but they access other resources through cooperative relations with other firms and some from research
and technology institutions (Fensterseifer, 2009). Resources are strategic when they have the ability to be used as
a basis for generating capabilities and competencies able to underpin the competitive advantage and sustainability
over time (Fensterseifer, 2009). Capabilities are a pack of resources taking shape as firm’s routines while
Competencies are capabilities the firm performs better at than other capabilities, strategy wise (Fensterseifer,
2009). Competencies are subdivided into two: Core competencies, capabilities enabling the firm to perform very
well and distinctive competencies enabling a competitive advantage (Fensterseifer, 2009). There may also be
country specific value attribution to a firm’s resources: the country’s macroeconomic conditions, communication,
transport and technological infrastructure, legal system, government policies and regulations, natural resources,
geographic location, market characteristics and image, and they are a basis for competitive advantage
(Fensterseifer, 2009). These are the concepts Fensterseifer(2009) derived from his research. Fahy (2002) affirms
Fensterseifer’s position on the matter by confirming the multinationals as having access a larger and more diverse
resource pool than home based firms. The ability to access resources from other countries, however, in our
framework, is considered a firm’s capability and hence it is treated at the firm level.

2.2 Firm’s Dynamic Capabilities

According to the Business Dictionary (2019) a capability is the measure of the ability of an entity (department,
organization, person, system) to achieve their objectives, especially in relation to the overall mission. However
these capabilities need to vary in order to cope with the changes in the environment, hence the important of
Dynamic capabilities.

Dynamic capabilities are defined as “the firm's ability to integrate, build, and reconfigure internal and external
competences to address rapidly changing environments” (Teece, Pisano & Shuen, 1997). They reflect an
organization's ability to achieve new and innovative forms of competitive advantage given path dependencies and
market positions (Leonard-Barton, 1992). Helfat, Finkelstein, Mitchell, Peteraf, Singh (2007) define dynamic
capabilities as "the capacity of an organization to purposefully extend, create, or modify the resource base." The
foundational organizational and strategic practices used by managers to modify their resource base, add and
subtract resources, combine and recombine them, and create new value-creating strategies are known as dynamic
capabilities(Grant, 1996; Pisano, 1994). As such, they are the drivers behind the creation, evolution, and
recombination of other resources into new sources of competitive advantage (Henderson and Cockbur, 1994;
Teece et al., 1997).

Penrose (1959), Teece (1982), and Wernerfelt (1984) partially developed the notion of competitive advantage as
requiring both the exploitation of existing internal and external firm-specific capabilities and developing new ones.
However, only recently have researchers begun to focus on the specifics of how some organizations first develop
firm-specific capabilities and how they renew competences to respond to shifts in the business environment
(Teece, Pisano & Shuen, 1997).

Firm’s dynamic capabilities are important in this study because the environment keeps changing and technologies

are being updated frequently. An e-commerce would have to change the way it operates to be able to adapt to the
changes in the environment in order to be effective in helping the firm to internationalize. The changes in the
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environment could be economic, political, social, cultural, natural, legal and technological in this case, hence the
firm would have to adapt by constantly changing their way of operating.

Some dynamic capabilities integrate resources (Teece, Pisano & Shuen, 1997). As an illustration, consider how
managers mix their diverse skill sets and functional backgrounds to produce products and services able to generate
revenue (e.g., Clark and Fujimoto, 1991; Dougherty, 1992; Helfat and Raubitschek, 2000). Other dynamic
capabilities focus on reconfiguration of resources within firms (Teece, Pisano & Shuen, 1997). Transfer processes
including routines for replication and brokering (e.g., Hansen, 1999; Hargadon and Sutton, 1997; Szulanski, 1996)
are used by managers to copy, transfer, and recombine resources, especially knowledge-based ones, within the
firm. Other dynamic capabilities are concerned with the acquisition and release of resources. These routines create
new knowledge within the company through managers and others are especially important in sectors like the oil,
optical disk, and pharmaceutical industries where cutting-edge knowledge is crucial for successful strategy and
performance. (e.g., Helfat, 1997; Henderson and Cockbur, 1994; Rosenkopf & Nerkar, 1999). They also include
alliance and acquisition routines, bringing new resources into the firm from external sources (e.g., Capron,
Dussauge, and Mitchell, 1998; Gulati, 1999; Lane and Lubatkin, 1998; Powell, Koput, and Smith- Doerr, 1996).

Dynamic capabilities can be divided into three classes according to (Breznik & Lahovnik, 2015), sensing
capability, seizing capability and reconfiguring capability. Sensing capability means firms need to continuously
scan their environments in order to identify opportunities and search for opportunities continually open up, inside
and outside the firm’s boundaries. It consists of recognizing opportunities and anticipating competitive threats.
Seizing capability is when opportunities are sensed, they then need to be seized and their value and potential have
to be recognized. Secondly, seizing capability means selecting the ‘right’ technology or recognizing the target
customers. Marketing capabilities are also part of it. A company's marketing team's combined body of knowledge
and skill able to be used to produce outcomes capable of satisfying customers is referred to as its marketing
capability. (Bush, Vorhies & Orr, 2011). They focus on market-related needs of a business, helping firms to offer
superior added value and to better adapt to changing market conditions (Vorhies, 1998). They include pricing,
product development, channel management, marketing communication, selling, market information management,
marketing planning, and marketing implementation (Vorhies and Morgan, 2005). Finally, Vorhies and Morgan(
2005) discuss reconfiguring capability implying, after opportunities are recognized and taken advantage of, they
must be reconfigured. Or they mean the ability to recombine and reconfigure the resource base to address changes
and opportunities in the firm's environment.

Absorptive capabilities can to certain extent be added to reconfiguring capabilities as it deals mostly with
knowledge. It is “a set of organizational routines and processes by which firms acquire, assimilate, transform and
exploit knowledge to produce a dynamic organizational capability pertaining to knowledge creation and
utilization, which enhances a firm’s ability to gain and sustain a competitive advantage” (Zahra and George, 2002).
In fact these authors suggest the acquisition, assimilation, transformation and exploitation capabilities can be
combined, built upon each other to bring about a dynamic organizational capability” (Lawer, 2010). Also, the
capacity of a firm to perceive the value of new, external information, and how they are incorporated and
implemented towards commercial ends are crucial to the firm’s innovative capabilities and they are a form of
absorptive capacity (Cohen & Levinthal, 1990). This is important for firm as it will help them identify new
technologies able to improve their business including new e-commerce strategies.

Dynamic capabilities are important to the e-commerce sector. In order to survive E-commerce companies must
adapt to the ICT innovations and their novel business structures by renovating their current capabilities instead of
insisting on them (Jia & Min, 2017). These businesses employ e-commerce innovation to create dynamic
capabilities. The dynamic capabilities of e-commerce enterprises' transformation are formed by its two
fundamental capabilities—technological and commercial—combined with organizational practices. (Wheeler,
2002).

One important study in understanding dynamic capabilities in relation to internationalization is Van den Broek, J.

2014. They looked at Dynamic capabilities and internationalization as a theoretical framework. The study was
conducted among employees of ARCADIS in the Dutch rail market. It was exploratory in nature and used survey
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and in-depth (semi-structured) interviews. There identified three dynamic capabilities comprising of sensing
capability (Market scanning capabilities, Networking capabilities), Seizing capability(Marketing capabilities,
Business model mindset) and Reconfiguring capability(Culture , Knowledge management). They found the
company studied had a false sense of being market orientated, the railing department felt they do not have the
skills and knowledge to translate opportunities into (profitable) projects, International expansion was fairly good,
there was no clear knowledge management strategy, there was no extensive use of databases but a dense network
seems to be present. They also found routines involving managing networks and using networks to their fullest
potential were missing. Not a single department felt their manager supports risky projects in order to be able to
expand internationally and no department has processes for analyzing market information. The business model
mindset was average for most departments and the employees were very internally focused. The study had a
decreased validity of the framework, the internal validity of the study was limited and there was no triangulation.

2.3 Internationalization Performance

The Business Dictionary (2019) defines performance as the accomplishment of a given task measured against
preset known standards of accuracy, completeness, cost, and speed. Performance represents the efficacy and
efficiency of an enterprise applying resources in the past, it also presents prospective influence to modify the past
wrong business activity and point out the future direction of resource allocation and long-term competitiveness to
help enterprises understand the strategies and execution achieving the preset objectives (Li, Cao & Liu, 2017).

According to Crina, (2010) the expansion of a company's operations outside of its home country is known as
internationalization and is a process wherein a company becomes more involved in intricate operations outside of
its original country. Internationalization offers access to new market, capital, valuable production processes,
development of core competencies, Corporate risk management, launching of new products, networking,
knowledge transfer (Strategy Train, 2009). And the understanding of performance and internationalization helps
us to better grasp the concept of internationalization performance. It focuses on measuring the performance of an
organization linked to the international operations of a certain company.

In past researches Internationalization Performance concentrated on the export activity and export performance of
firms (Shoman, 1998). For example Lopez Rodriguez and Garcia Rodriguez (2005) in their study measured
internationalization performance as the ratio of export sales to total sales. However those studies rarely mentioned
about the performance on other internationalization activities, such as direct foreign investment (Shoman, 1998).
In contrast to those studies Delios and Beamish (2001) thought internationalization performance of firms should
be interpreted using measures from several points of view. Masaaki, Srini and Preet (2002) thought it should be
measured through financial performance and production performance. Knight and Cavusgil (2004), in their study
divided them into financial performance and strategic performance in this study. Financial performance referred
to international performance observed through financial statements, like the growth of oversea sales revenue, the
pre-tax profit standard, and the growth of oversea return on investment. Strategic performance was about an
organization presenting the international performance after a longer period of time. It includes changes of target
market share, enhancement of oversea customer satisfaction, and performance of major products.

But generally, Internationalization performance can be measured using both financial and non-financial indicators
(Yoon & Kim, 2009). Financial performance is usually measured using profitability, sales growth, market share,
ROI, or EVA (Lietal., 2011; Yoon and Kim, 2009). In the study of (Won Jeong, 2016). The financial performance
of internationalization was assessed using market share, sales growth, and profitability (Knight & Cavusgil, 2004)
and Non-financial performance variables were assessed using financial performance satisfaction and strategic
performance (Cavusgil & Zou, 1994; Keh et al., 2007).

In summary internationalization performance can be evaluated using financial measures including the growth of
oversea sales revenue, the pre-tax profit standard, and the growth of oversea return on investment, and the
economic value added. The non-financial measures also include strategic performance measured. They are
comprised of international target market share, enhancement of oversea customer satisfaction, brand positioning,
internal stakeholders’ satisfaction.
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And a study done by So Won Jeong, (2016), focused on the types of foreign networks and internationalization
performance of Korean SMEs is very instrumental in measuring internationalization performance. The specific
aim of the study was to investigate the different ways various network types influence internationalization
outcomes such as financial performance, financial performance satisfaction, and strategic performance.
International performance was measured by three variables including financial performance, financial
performance satisfaction, and strategic performance. A quantitative survey method, a survey questionnaire and a
multiple regression analysis were used as a methodology. He found a positive relationship of networks with clients
and strategic performance, the business network with clients had a positive impact on financial performance,
Business networks with clients positively influenced financial performance satisfaction. He also found Business
relationships with acquaintances from trade shows and fairs did not influence financial performance satisfaction,
while strategic performance was positively changed only by business networks with clients. The study did not
underpin the constructs using some theories. However the study done by Hee Jin Mun, (2018) used RBV to talk
about technology and the relation to internationalization performance.

2.4 The Home Country Macro environment

An important question scholars in international business address is the set of factors accounting for success by
firms in foreign markets. We regard this to be an important point of consideration for SMEs and other domestic
firms intend to ride on the platform of e-commerce strategy to venture into foreign markets. One of the
environments to be examined is the macroenvironment of the home country as it currently exists and influences
the success of domestic firms which are internationalizing. In the era of digital technology, the technological
environment is expected to play a critical role in contributing to the success of firms.

According to Porter (1990), for a nation to be competitive, the industries need to innovate and upgrade. The
pressure they face against world’s best competitors, and the demands of a strong domestic market helps them to
gain competitive advantage and acquire a lot of benefits. They also argues, competitive advantage is made and
sustained by a highly localized process and the differences in national values, cultures, economic structures,
institutions and histories, among countries, all contribute to competitive success. Meaning, the conditions in the
home country clearly determines the strength of a company in the international market as the high competition at
home allows them to gain the ability to sustain their competitive advantage against other international competitors.
Also, the individuals in a country, their skills, abilities, motivation, commitment, effort, the type of education they
choose and their work emplacement are important in the achievement of a nation’s competitive advantage (Porter,
1990).

According to the Business dictionary (2019) the macro environment refers to the major external and uncontrollable
factors impacting an organization's decision making, and influencing the firm’s performance and strategies. It is
comprised of economic factors; demographics; legal, political, and social conditions; technological changes; and
natural forces. In other words it can be defined as the aggregate of variables beyond the control of an organization,
requiring an analysis to adapt corporate and marketing strategy to the changes in the business environments
(Sammut-Bonnici, 2017). The macro economic factors influence more intensely a ¢ multinational or globalized
company, hence impacts the activities (Birnleitner, 2013).

Political factors are country specific and can include the political regime, the type of government, political party
system, the stability of the current government policy measures, the stability of the policy measures taken, the
fees, the attitude towards foreign investors and to investment, economic regulation, and legislation on
environmental protection (Pindiche & lonita, 2013). Pertaining to the Regulatory Environment, the differences in
the regulatory environments among nations either facilitate or constrain their economic activity and it determines
the extent or the lack of regulatory support for international technology entrepreneurship (Kiss & Danis, 2008).
Enabling policies such as trade and telecoms liberalization are likely to have the biggest impact on e-commerce,
by making ICTs and Internet access more affordable to firms and consumers, and increasing pressure on firms to
adopt e-commerce to compete ( Gibbs, Kraemer and Dedrick, 2002).
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According to Pondicherry University Economic conditions, economic policies and the economic system are the
important external factors constituting the economic environment of a business and the nature of the economy, the
stage of development of the economy, economic resources, the level of income, the distribution of income and
assets are among the very important determinants of business strategies. As for Economic factors, the concern is
the allocation of resources in society and commerce. These include the GDP branch structure of the national
economy development level of each branch, budget deficit, the impact of recession price developments, taxation,
economic development, population, development and distribution income social groups, trade balance, forex
anciar situation, interest rates, loan applications development inflation and employment of labor (Pindiche &
lonita, 2013).

The technological activities of global firms are usually based in their home countries, and the innovation
environment of the home country specifically supports technological development .An innovative environment is
characterized by availability of sophisticated national institutions involved in research and development,
availability of high quality universities involved in research, availability of highly quality skilled manpower,
networking opportunities with similar high technology entrepreneurs, and availability of high quality knowledge
based workers. And also the digital divide between countries may limit the potential value of B2B e-commerce (
Gibbs, Kraemer and Dedrick, 2002).

According to the Oxford study laboratory, the technological environment includes inventions, changes in
information and mobile technologies, innovations in internet and e-commerce, government expenditures on
research. According to the consulting internet portal PESTLE ANALYSIS, factors of the technological
environment include automation, research and development and the amount of technological awareness a market
possesses. According to Business Environment, a textbook published by Elsevier, the technological environment
includes Information technologies — intranet, extranet and internet; Digital electronics — digital television, mobile
phones (WAP da 3G); New synthetic materials — synthetic medicines, celluloid, polymers; Renewable energy
resources — wind, solar, tidal energy; and Biotechnologies — cloning, genetically modified foods, human genetic
maps. According to the Newman dictionary while discussing the technological environment, issues to consider
include intellectual property rights, internet and communication infrastructure, government or industry spending
on R & D, technology incentives and the rate of technological change.

For the socio-cultural environment it is important to consider the buying and consumption habits of the people,
their language, beliefs and values, customs and traditions, tastes and preferences, education are all factors
impacting business (Pondicherry University, n.d.). B2C diffusion seems to be altered by variables specific to the
national and local environment, such as consumer preferences, retail structure, and local language and cultural
factors (Gibbs, Kraemer and Dedrick, 2002).

Demographic factors such as size of the population, population growth rate, age composition, life expectancy,
family size, spatial dispersal, occupational status, employment pattern etc, indeniably change the demand for goods
and services (Pondicherry University, n.d.).

Geographical and ecological factors, such as natural resource endowments, weather and climatic conditions,
topographical factors, locational aspects in the global context, port facilities, etc., are all relevant to business
(Pondicherry University. n.d.)

2.5 Review of relevant theories

In order to understand the concepts in a deeper way it is rather important to know the theories underpinning them.
They give us a greater perspective and basis for a better understanding of the different constructs. The E-commerce
strategy theories were represented by the unified theory of acceptance and use of technology. Internationalization
performance construct was studied using the traditional Uppsala Model and the resource based view. Institutional
theory and also the Resource Based View.
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2.5.1 The Unified Theory of Acceptance and Use of Technology

UTAUT is a dominant popular technology adoption theory, explaining most of the variance in adoption behavior
(Dwivedi et al, 2010; Venkatesh et al, 2003). It is important in understanding e-commerce strategy. The UTAUT
states the four core constructs: performance expectancy, effort expectancy, social influence and facilitating
conditions, directly determinants of behavioural intention and ultimately behavior; these constructs are in turn
moderated by gender, age, experience, and voluntariness of use (Venkatesh et al., 2003). It also has an extended
form, UTAUT-2. It added Hedonic motivation (HM), Price-value (PV) and Habit (HB) as new variables. UTAUT
has been employed mostly in technology adoption and diffusion research as a theoretical lens by researchers
conducting empirical studies of user intention and behavior (Williams, Rana & Dwivedi, 2015).

This theory is important in understanding how customers interact with technology and the main benefit they desire
to reap from the interaction. It showcases the importance and need of using the right e-commerce strategies to
meet customer’s expectations. Performance expectancy for example allows a greater understanding of how firms
can meet consumers’ goals when they visit e-commerce websites for online shopping. Effort expectancy is
important in understanding how to design and choose e-commerce strategies, enabling an easy interaction or
simpler user interface between the users and the system itself (Venkatesh et al., 2003). On the other side, social
influences have an impact on how much customers believe they must adopt the new system due to intense external
pressure(Venkatesh et al., 2003), and it is the main factor in the intention to use prepayment metering systems
(Rodriguez and Trujillo, 2014). This allows e-commerce companies to design strategies geared towards impacting
the view of the society on how important the services they offer are. Facilitating condition refers to what extent
people trust the organisation to offer technical support for the systems (Venkatesh et al., 2003), and it has an impact
on usage intention (Lin and Anol, 2008). It greatly changed whether a customer will decide stay with the company
or not, it builds trust between the company and the customers. It allows companies to design e-commerce strategies
geared towards protecting the customer and therefore build a long lasting relationship with them.

2.5.2 Theory of Flow

Flow research and theory had their origin in a desire to understand this phenomenon of intrinsically motivated, or
autotelic, activity: activity rewarding in and of itself, quite apart from the end product or any extrinsic good
resulting from the activity (Nakamura, J., & Csikszentmihalyi,2009).

Being “in flow” is the way some interviewees in the study about the concept of flow described the subjective
experience of engaging just-manageable challenges by tackling a series of goals, continuously processing feedback
about progress, and adjusting action based on this feedback (Nakamura, J., & Csikszentmihalyi,2009). This theory
also applies in the e-commerce experience and will help in understanding e-commerce strategy.

In order to create a delightful experience in e-commerce, several researchers make reference to Csikzentmihalyi’s
(1975) the theory of Flow. Trevino and Webster (1992) defined flow as representing the measure a person
perceives a sense of grasp over his interaction with technology, the person sees his attention focused on the
interaction, the person’s curiosity is stirred during the interaction and whether the person finds the interaction
captivating. So the aim is to create an interface able to boost user attention and make the user feel in control and
devoid of distractions from other non-related tasks or distractions due to poor usability. Nel et al. (1999) evaluated
twenty e-commerce sites. The writers came to the following conclusion saying the reason informational sites
experience more traffic is because they are easier to maintain than transactional ones.

2.5.3 The resource based view

This theory not only explains dynamic capabilities but also internationalization performance. Barney (1991)
argued sustained competitive advantage is derived from the resources and capabilities a firm controls, which are
valuable, rare, imperfectly imitable, and not substitutable. These resources and capabilities can be viewed as
bundles of tangible and intangible assets, including a firm’s management skills, the organizational processes and
routines, and the information and knowledge it controls.
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D’Aveni, (1994) together with other researchers argue, because of today’s highly volatile and dynamic
environment, it is hard or even impossible to achieve and sustainable competitive advantage at the organizational
level by using resources. In fact, resources usually spread out easily in the same industry (Brown & Eisenhardt,
1998). The only benefits a business may anticipate are a succession of transient ones because resources are easily
copied, replaced, or rendered obsolete (MacMillan, 1989;D’ Aveni, 1994).

Touching on technological environment and internationalization performance, Resource based View scholars
(Barney, 1991;Wernerfelt, 1984) states, rich technological resources facilitate firms’ differentiation from overseas
competitors and jump-start their motivation for internationalization, boosting their internationalization
performance (Kim and Hemmert, 2016; L6pez Rodriguez and Garcia Rodriguez, 2005; Tseng et al., 2007). Despite
literature showing how the relationship between technological resources and internationalization performance is
positive (Dhanaraj &Beamish, 2003; Lopez Rodriguez & Garcia Rodriguez, 2005; Tseng et al., 2007), a number
of studies revealed technological resources have a non-significant impact on internationalization performance and
may even lead to a withdrawal from internationalization (Deng et al., 2014; Denicolai et al., 2014; Lefebvre et al.,
1998). Because international applicability of resources influences the global strategies, firms can establish based
on their own resources (Anand & Delios, 1997, 2002; Brouthers et al., 2008; Cuervo-Cazurra et al., 2007; Madhok,
1997) and therefore impact performance (Barney, 1991; Newbert, 2008), and the location boundness of
technological resources will probably be vital to internationalization performance.

2.5.4 Institutional theory

For institutionalists, regularized organizational behaviors are the product of ideas, values, and beliefs originating
in the institutional context (Meyer & Rowan, 1977; Meyer, Scott, & Deal, 1983). Firms must then take care of
institutional expectations to survive, even though these expectations may have little to do with the idea of
performance accomplishment (D'Aunno, Sutton, & Price, 1991; Scott, 1987). Institutional theories means, to
survive and adapt organizations must stay in alignment with changing industry norms and shared logics (Endress,
2013). Firms should therefore adopt a fast follower strategy, assumed to be directly connected to longterm survival
(Lewin & Volberda, 1999).The theory is therefore significant in understanding the dynamic capabilities of a firm.
There exists three types of institutionalists. The sociological institutionalists in the sociology of organizations
(Powell and DiMaggio 1991) who tend to focus on largely cultural and ideational causes. Historical
institutionalists who typically focus on determinants at the state or macropolitical level (Pierson and Skocpol
2002). Political institutionalists who typically situate their claims at the state or macro-political level and argue
the process of formation of states, political systems, and political party systems strongly influence political
processes and outcomes (Amenta, 2005).

2.5.5. The Uppsala Model

The original Uppsala model was based on inductive studies of Swedish multinational companies which were found
to start their internationalization on markets close to the home market in psychic distance terms and gradually
entering markets further away (Vahlne & Johanson, 2013). In the study they found the companies will go through
an establishment chain where companies will start by exporting, then formalize their entries through deals with
intermediaries, next they would replace their agent with their own sales organization and finally they will begin to
manufacture.

They also found another pattern whereby internationalization would start with foreign markets closer to the
domestic market in term of psychic distance, then they would gradually enter other markets further away in psychic
distance terms (Johanson & Wiedersheim-Paul, 1975; Vahine & Wiedersheim-Paul, 1973 The model also states
firms change by learning from their experience of operations and through the commitment decisions they make to
strengthen their position in the foreign market.

This model is very important to e-commerce strategies as it allows companies to choose the right strategies to be

used depending on the psychic distance between the home and host countries. It is also vital in determining the
best and effective way, a company will be able to make the products reach the customers. Additionally, it offers a
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progressive approach to entering the market, also applicable to how e-commerce strategies can be gradually
employed when approaching a new market. The theory is important in understanding the internationalization of
companies, and is therefore necessary in also understanding the internationalization performance construct.

2.6. The case for a Theoretical model

E-commerce and internationalization are modern and extremely relevant constructs in our current society, which
has turned to technology and the internet to attain goals they could not previously achieve. Yet these constructs
have not been studied extensively. This study on e-commerce strategy and internationalization performance is
therefore relevant and can potentially help in the future. And this study would like to bring about a new
comprehensive theoretical review covering a number of deficiencies observed in previous studies. This is
supported by the extensive conceptual, theoretical, and empirical review done to better identify the gaps which
have not been addressed. There are several points emerging as issues from the reviewed literature to support a case
for the development of a new model putting into consideration E-commerce strategy, firm’s dynamic capabilities,
technological environment, and internationalization performance.

One of the issues arising from the conceptual review is the abundance of views several authors had on each
construct. This allows a greater understanding and provides different angles from which the constructs can be
analyzed. However, it might not be possible or wise to get an integral definition combining each and every view
since the studies have been done in several contexts, and the approaches are different. It will therefore be crucial
to choose the conceptualizations to merge, the ones not to use, the ones which may seem to be repetitive or overlap.
One example will be the variety of indicators the conceptual and empirical literatures propose in order to
operationalize the various constructs (Karagozoglu & Lindell, 2004; LaBarre, Haugen and Noe (2001); Srini and
Preet (2002); Knight & Cavusgil; 2004; Teece, Pisano & Shuen, 1997; Breznik & Lahovnik, 2015; Oxford
Learning Lab. (n.d.); Anon, 2019). The various indicators previously used were determined according to the study
objectives and the contexts. It is imperative therefore to identify indicators relevant to the current study, and these
indicators can easily connect the various constructs and comprehensively measure them.

A part from the diversity in the use of indicators there is a clear lack of proper conceptualization of E-commerce
strategy and internationalization performance (Karagozoglu & Lindell, 2004; Shoman, 1998; Rodriguez and
Rodriguez 2005). They have lacked a proper definition. Although this did not touch on the way internationalization
performance was measured, it has influenced the way E-commerce strategy is supposed to be measured. One could
not directly identify the strategies proposed by the authors to the real strategies used on our day to day websites.
The current study is more specific by proposing indicators corresponding to the strategies in previous researches
but are relevant to the current websites we have. Hence the need for a new theoretical model to be relevant and
easily understandable by the users of these indicators.

Some of the studies examining E-commerce strategy have used e-commerce itself as a strategy, not really focusing
on the various sub-strategies necessary to understand the different dimensions from which e-commerce strategy
can be viewed. (Barkley, Markley & Lamie, 2007). The most ignored one has been the purchasing management
while the main focus has been on online sales. As per internationalization performance, there has been in a certain
variety of the studies encountered a focus on export activities (Li, Cao & Lui, 2017; Shoman, 1998; Lopez
Rodriguez and Garcia Rodriguez, 2005), limiting the lenses one can measure the construct from. This new model
assures a more comprehensive definition of E-commerce strategy and internationalization.

In terms of the empirical reviews we realized most studies focused on specific industries. Some study focused on
the pharmaceutical industry (Mun, 2018), SMEs (Mashahadi, Ahmad & Mohamad, 2016; Jeong, 2016; Pinho,
2011), Transnational corporations with export-oriented manufacturing (Li, Cao & Lui, 2017). Other studies only
considered the technological environment in the home country will ignoring the importance of the broader Macro
environment (Mun, 2018). The focus of this study is on domestic enterprises, meaning those founded in their
native country and then internationalized, whether gradually or all at once. The study is not particular regarding
the setting in which it will be conducted. The indicators used to define the different construct will have to take into
consideration these factors and close the gaps they have generated.
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3. The proposed Theoretical model

A careful study of the conceptual, theoretical and empirical literature has allowed the author to derive the most
suitable indicators capable of measuring the different constructs of the study. The independent variable identified
is e-commerce strategy, a recent and interesting phenomenon impacting businesses in general. We desire to depict
through this framework e-commerce relationship with internationalization performance of firms. The mediating
variable was dynamic capabilities of the firm and the Macro environment was the moderating variable.

3.1 E-commerce strategy and internationalization performance

E-commerce has become an undeniable contributor to the advancement of the internationalization of firms in
general since it does not compel them to physically move to the host country in order to interact with the citizens
who are potential customers. This study purport to explore how an e-commerce strategy can influence the
internationalization performance of firms.

The propositions come from the fact the e-commerce strategy adopted by a certain company is one of the main
factors determining whether a firm will perform greatly or fail to meet the goals set for the international market
and specifically the firm’s performance. It is also imperative for the firms embracing e-commerce to engage in
strategies relevant and more effective for them, hence emphasizing the importance of the choice of e-commerce
strategy in determining the level and kind of performance a company will generate out of the business in the
international arena. Necmi Karagozoglu & Martin Lindell, (2004) studied Electronic commerce strategy,
operations, and performance in small and medium-sized enterprises. They found three e-commerce strategy.
Depending on the type of strategy some of them can allow firms to reach out to many countries whether they are
close to the home country (expansion strategy). Another set allows the customers to get the information required,
to communicate with company’s agents, be confident they can get the right product or return it when it does meet
the standards and hence build trust in the online firm and it also provides an easy avenue to market the firm’s
products (online customer services strategy). The last set helps the firm to get a wide variety of suppliers (Purchase
management).

On the face value, the overall e-commerce strategy therefore should lead to a positive performance of the firm
engaging in international business. However the choice of strategy at a given moment can either make or break a
company’s impact on the market hence also the performance. From this we can deduce:

Propositionl-a: The General E-commerce strategy of a firm has a positive impact on the internationalization
performance.

Proposition 1-b: The choice of the e-commerce strategy can impact positively or negatively the
internationalization performance.

3.2 Firm’s Dynamic Capabilities

Dynamic capabilities are very crucial for every organization since the environment we live in is not static and keep
changing. A company which relies especially on e-commerce has contact with customers from several countries
and will be obliged to adapt to the changing need of the customers and the changes in technology in order to gain
competitive advantage over competitors. It therefore needs resources and competences enabling it to cope with
these changes and hence the need for dynamic capabilities. According to Teece, Pisano & Shuen, (1997) Dynamic
capabilities are “the firm's ability to integrate, build, and reconfigure internal and external competences to address
rapidly changing environments”. In this study it has been measured using Van den Broek, J. (2014), it looked at
Dynamic capabilities and internationalization. Dynamic capabilities have been operationalized using Sensing
capability comprised of Market scanning capabilities and Networking capabilities , Seizing capability comprised
of Marketing capabilities and Business model mindset and Reconfiguring capability comprised of Culture and
Knowledge management.

Arguably dynamic capabilities cannot be ignored while evaluating the relationship between e-commerce strategy
and internationalization performance. If the company is not flexible in coming up with relevant strategies capable
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of meeting the current or even future need of the customers in the various countries it will not be able to perform
effectively. Dynamic capabilities allows them to identify new opportunities, take hold of those opportunities an
then change the organization culture and get the appropriate knowledge enabling them to be relevant. So without
dynamic capabilities there is a chance an e-commerce strategy may not be able to achieve the perceived goals and
will not therefore have a positive impact on the internationalization performance of a firm. The adoption of
dynamic capabilities coupled with the changes in the environment may also influence the type of strategies chosen
by a firm at a certain moment because some strategies might be totally irrelevant to the company at this precise
moment. In this regard we propose the following.

Proposition 2-a: A firm’s dynamic capabilities mediates the relationship between the general e-commerce
strategy and the internationalization performance.

Proposition 2-b: A firm’s dynamic capabilities impacts the choice of the e-commerce strategy
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Figure 3.1. Theoretical Framework

3.3 The home country Macro-environment.

The macro environment refers to the major external and uncontrollable factors impacting an organization's
decision making, and influencing the performance and strategies (Business dictionary, 2019). It is the sum total of
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variables an organization is not able to control. It encompasses factors like the economic factors; demographics;
legal, political, and social conditions, technological changes; and natural forces, (Sammut-Bonnici, 2017).

Benson Mbithi et al (2017) studied Macro environment as the moderating variable between Strategy and
Performance. They found four factors of the macro environment namely the Political environment encompassing
government influence on tax policies, or government involvement in trading agreements and are entwined with
Legal factors such as national employment laws, international, trade regulations and restrictions, monopolies and
mergers’ rules, and consumer protection. The Economic factors include economic growth rates, levels of
employment and unemployment, costs of raw materials, interest rates and monetary policies, exchange rates and
inflation rates. Demographics, age distribution, population growth rates, level of education, wealth and social class
distribution, living conditions, and lifestyle are sociocultural influences. Last but not least, there are the
technological elements, which include spending on research, developing new materials, and developing new
manufacturing, distribution, and logistics techniques. They also include advances in information and mobile
technologies, internet and e-commerce, and the rate at which new innovations and developments are made.

The macro environment can either helps or weaken the relationship between e-commerce strategy and
internationalization performance. For example, lack of a good relationship with other countries or separate political
ideologies, or war might limit the trade between them and will therefore limit their performance. The differences
in currency may give the same results. A good technological environment fueled by research and development can
allow the strategies to work better and increase access to foreign markets. Also, people’s culture determine whether
they accept to move from the way things have always been done to a more technological oriented environment. It
is also determined by how much the country is changed by natural disaster. Demographic factors and geographical
and ecological factors also alter the relationship.

We can also comfortably argue, the conditions of the macro environment will determine the choice of strategy
utilized to achieve competitive advantage and therefore help in improving the performance of the organization.
Hence the following propositions

Proposition 3-a: The Macro environment the moderates the relationship between a firm’s general e-commerce
strategy and the internationalization performance.

Proposition 3-b: The Macro environment limits the choice of e-commerce strategies able to be used by a firm.

4. Conclusion

Considering the changing and evolutionary technological environment we are in, it is imperative we study the
impact of technology on commerce. And for this reason, the present study had the purpose of reviewing, the extant
theoretical, conceptual and empirical literature on E-commerce Strategy, Dynamic Capabilities and
Internationalization Performance of domestic firms with a view of identifying gaps in knowledge and proposing a
theoretical framework suitable to guide the research.

Very few researches focused on understanding E-commerce Strategy, Internationalization Performance and even
the Home Country Macro Environment. Consequently, there is a lack of definition of E-commerce Strategy and
Internationalization Performance. Besides, although there were clear indicators on how to measure
Internationalization performance, there were no direct indicators on how to measure E-commerce Strategy.
Moreover, there were very few theories to specifically underpin E-commerce Strategy and Internationalization
Performance.

The study identified relevant indicators, important in measuring the various constructs. For instance, the study
done by Necmi and Martin responds to the lack of clear indicators on how to measure E-commerce Strategy. Their
study helped identify various relevant corresponding indicators. The solution to the insufficiency of theories to
specifically underpin E-commerce Strategy and Internationalization Performance was found in the UTAUT and
the Theory of flow. The Resource Based View helped in understanding firms’ dynamic capabilities,
internationalization performance and the home country’s macro environment. The contingency theory, Strategic
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theory and institutional theory allowed us to also have a broader understanding of the importance of a firm’s
dynamic capabilities.

Using the literature review, the study proposed a conceptual framework and explained how each construct
influences the other, or the relationship between E-commerce Strategy and Internationalization Performance, not
in isolation but in the light of Firms’ dynamic capability as a mediator and the Home Country Macro Environment
as a moderator.

For future research, we suggest researchers focus on getting a clear and exhaustive definition of E-commerce
Strategy and Internationalization Performance. We also advise research be done on identifying the right indicators
to describe and operationalize E-commerce Strategy as a construct. Researchers may consider doing more work
on E-commerce Strategy or Internationalization Performance. Numerous industries can be studied, especially
those important to Kenya's economy, like industrial companies, internet retail, and the arts and crafts sector.
Particularly SMEs should be studied because the E-commerce phenomenon is most beneficial to them.
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