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Abstract

This research is meant to understand the impadinoivledge management on the development of e-lasine
strategies. The case study which was taken intsideration is EY organization in Jordan. The resdéatook a
sample of 30 managers within the middle and higimagament in the company under examination.Through
analyzing the responses of the sample from thetiqnasire the outcomes of the study revealed thadtraf the
participants who answered the questionnaire appgdoebe from the middle management while the véesab
which appeared to be influential on the e-busirgtsstegies of the organizations were Decision Mghkfnocess
(Forecast), Customer-Supplier Trends, Sharing angla@izational Knowledge Base respectively. Basethah

the study recommends They should use to overcoavdddge base and organizational complexity. By gisin
KM, executive managers will gain a competitive adage to the organization, and support their buste
operations by configuring the available resources atilizing them to meet the customers’ and mankeds.

Keywords: Knowledge Management, Performance, EAmssi, E-business Strategy
Introduction

With the technological booming and the widesprefithe internet almost everything in our life tooknaw
prospect and approach. Nowadays everything carobe through the use of the internet and technolBgym
that point, there appeared the (e) which referthéointernet, and humanity managed to create eatidnc e-
health, e-consulting, e-purchasing and e-busirddasy organizations are running their businesses thoaugh
the means of the internet. They are holding onhmeetings, running businesses in different countsied
monitoring their success through their website (Ve et al., 2011).

It is broadly recognized today that new advancpscifically access to the Internet, have a tendeacgdjust
correspondence between the distinctive playerfiéneixpert world, namely: connections between threwe
and its customers, the inward working of the uralénig, including representative connections, thatienship
of the organization with its customers and supplidihe expression "e-Business" in this way referstilizing
of the means of technology and internet to perftrensame activities that an organization does withe real
world, in other terms, E-business is a processhitiwthe organization works in a virtual world tonee up with
results same as the ones it can get in the reddiwor

Problem Statement

The concept of e-business refers to a wide rangeactiVities that an organization does in reseamh f
information, those information are usually in netedbe organized and tackled in a way that serves th
organization and increases its performance whidentg the attention towards the need for knowledge
management to organize the flow of information thabusiness goes through. According to ALhawamdeh
(2007) e-business refers to the exchange of busiaed strategies through an interactive digitalvoset. It
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means that e-business is the state where the agdimm runs its business and strategy through tsansh of the
internet. Al-Hawamdeh (20070 in his paper foundreug of benefits from inserting knowledge managemen
within the e-business process. Firstly, one caimddfnowledge management as the procesS &fating the
knowledge component of business activities as plic#xconcern of business reflected in strategyliqy, and
practice at all levels of the organization(Barclay and Murray, 1997. P.1). According toHdwamdeh (2007)
KM managed to find a place for it within the prog@g e-business he argued that KM has the abdiyrgjanize
the flow of information and data that an organaatjets from its business using the internet. @mother hand,
Malhotra (2000) stated in his study that organmaineed KM in their business as soon as theyeviigital
advances in their processes and administratiois, iheant from KM to organize the nature and qugprdit
information that the organization reach from thevmek.

Launching from that, this research study meanifioge the role of knowledge management on thesiress
strategies and processes and how can KM develse thdousiness strategies and influence the perfmendn
order to reach an answer to that question the mrelseiahas employed KM variables that may have Hilyato
influence the flow of the e-business which includglistomer-Supplier Trends, Decision Making Process
(Forecast), Organizational Knowledge Base and 8gpri

Literature Review
Electronic business (E-Business)

The idea of e-business revolves around legitimizimg Internet as a standard correspondences mealigim
reforming another business reality. The developmetential for innovatively imagined and very mumlersaw
e-business wanders is unparalleled ever. Accorttinglurphy and Baer (2017) it was anticipated thgbe-
growth for e-retail deals would proceed into thé 2éntury starting with 130% development and lexgbif to
around 45% by 2004. This compares to a Compoundidin@rowth Rate (CAGR) of around 69%. Prudential
Securities look into likewise recommends that yeartail deals should reach $157 billion by 2004.

Forrester Research forecasts are considerably itheadistic. Forrester gauges that deals coming abecause
of buys of merchandise and ventures through ordioees will almost twofold every year through 2084 the
end of the day, online purchaser deals are antasipthat would reach $184 billion out of 2004. Tiadkabout
hyper-growth, business-to-business (B2B) onlingrtass, whereby organizations offer specificallgézh other
by means of the Internet, was five times as experss business-to-customer online business, ob#ih in
March of 1998, agreeing to a report in Business k\VEerrester Research predicts that B2B will depetn$2.7
trillion by 2004. That is almost 15 times the measof the buyer web based business showcase poojett
examination, Gartner Group's forecasts are offgraph. The counseling organization anticipates B2B
internet business will be very nearly three timbs Forrester anticipation or $7.4 trillion (Ecomoer
Foundation, 2016)

There appeared a lot of definitions for the conadpe-business (electronic business) for instaBecache and
Webb (2000) defined e-business as the involvemérieahnologies and technical advancements witha th
business strategies and plans. On the other haythrTand Murphy (2004) stated that e-busineshésprocess

of initializing business through the means of th&eiinet. Norton (2000) defined e-business as timee of
completing business to business and business tormses through the digital networking and the tedbgal
equipment. Rowley (2002) argued that there appealetiof benefits that can come from involvingheology

in business, it may influence the performance & tirganizations and enhance the way it takes into
consideration dealing with its customers, othetipaiand dealers (U.S. Department of Commerce,)2017

Drivers of E-business

A standout amongst the most critical improvementthé public eye in the course of recent yearsbieas the
development of items and administrations to custsmsing data innovation. The Internet, portablengs and
Wi-Fi innovation are a few cases of innovation s&that have empowered items what's more, adnatisis
to be offered in new and imaginative ways. As irat@mn items and innovation empowered administratiozve
extended, the need to better see how clients embrmovation and technology-enabled administratibas
turned out to be progressively vital (Eljabiri, @l and Deek, 2002). Whole organizations, for eghm
Amazon, Google and Nokia have been worked arouecktfective utilization of innovation to give iterasd
administrations to clients while governments hadditoonally understood the transformative part thygproach
can play. The acknowledgment and selection of iatiom based administrations and items are alorggtlires
of focal significance to associations and goverrnsméRajgoric, 2006).
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According to Zhuang and Lederer (2003) there araeyna@spects that may influence the flow of e-busines
within organizations, among these aspects aredtepéance of technological tools among users,rteadliness

of these technologies and the computer literacy #m individual has. Deschoolmeester, Vanpoucke and
Willaert(2004) argued that the drivers that impediusiness in organization vary according to thgrefe and
level of employing technology in the organization general there appeared two drivers which arects
cutting and cost savings of the advancements tedbe&ing employed within the firm. On the other chd¥in et

al., 2000) stated that the degree of influencegHatisiness can have on an organization depenisiasn the
level of awareness that this organization has enntiatters of technology and advancements. Alawmeh a
Hanna (2010) saw from their perspective that theeemany drivers that may influence the processtmisiness

in organization among these drivers are efficiemoynplementarities, lock-in and novelty. The sagmilts also
appeared with Del Rio Olivares (2013) regarding thizers of e-business in organizations and theltes
matches the same drivers which appeared with Alavarel Hanna (2010). Obeidat and Abu-Shanab (2010)
explored the drivers of e-business in the busieesgonment of Jordan, according to the authorsdttivers of
e-business in Jordan are the infrastructure incthentry and the degree of awareness among the mgrobe
management within the organization.

Knowledge M anagement (KM)

Knowledge management depends on the possibilityghaassociation's most significant asset is thenlag
ofits kin. Along these lines, the degree to whichagsociation performs well, will depend, in additto other
things, onhow viably its kin can make new inforroati{Gao, Li and Clarke, 2008), share learning adotine
association, and utilize that information to bespact .In the event that you have perused anyeofrédmendous
cluster of learning administration books and agScthat are at present accessible ,you are pefbafisg
marginally confused. Maybe you are pondering whethformation administration is simplythe most rete
prevailing fashion and trusting that on the off mba that you disregard it, it will in the long rigave. Let's be
realistic — informationadministration is encompakbg a lot of buildup. In any case, in the evemit thou can
put the buildup to the other side, you will findata considerable lot of the apparatuses, procedamds
procedures of information administration really maklot of normalsense, are as of now part of whatdo,
and can significantly help you in your activity (feher, Everett and Lawson, 2008).

Scholastics have faced off regarding the importaotéknowledge” since the word was coined. A word
reference definition is "the realities, sentimeatsencounters known by a man or gathering of imtigis"
(Collins English Dictionary) (Lambe, 2011). Leargiis gotten from data yet it is wealthier and mionportant
than data. It incorporates recognition, mindfulnessl understanding increased through involvement or
contemplates, and comes about because of makingelations, distinguishing outcomes, and making
associations. A few specialists incorporate asagenand understanding in their meanings of learning
authoritative terms, learning is for the most ghaught of as being "know how", or "connected agtiv(Bose,
2004). The last point is an essential one. Theegptesssociations contain a immense measure ohmafton and
the NHS is positively no special case. In any caseapplying information administration standardsda
practices in our association, information isn't ead, yet the methods for additionally activity. &Ylwe are
endeavoring to do is to utilize our insight to sh&igns of improvement at doing what we do, i.e. anrservices
and social insurance change (Despres and Cha®g9).1

Driversof KM

Knowledge management drivers was first propose@riyur Andersen and American Productivity and Quali
Focus (APQC) when they created learning administtatppraisal apparatus (KMAT) in 1996, which
characterizes driver as the valuable basic factmt @ondition for the association to complete infation
administration effectively. It implies the assomat must focus to both effective conditions anduable
variables for the association to do learning adstiation. (Pillania, 2009) characterized drivettesvital factor
that inclinations the ventures to do learning adstiation. (uitBeijerse, 2000) brought up the bad@ments of
learning administration drivers included initiativarporate culture, data innovation, and execusiealuation.
An open and agreeable working condition, accerdgnaton relational connections, and treating the
representatives with help, put stock in, supporid aeceptiveness permitted the representatives dk w
brimming with imagination; this is the greatest dition for the association to produce informati¢@arrido-
Moreno, Lockett and Garcia-Morales, 2015) accepiegentive and amicable authoritative culture is
contributive to the age of information when theagsation is completing learning administration.

(Zlatanovt and Mulej, 2015) brought up strong establishmédnthe inner some portion of the undertaking,
ownership of creative learning capacity, and malohgery versatile culture are the fundamental alalgs for
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the outer piece of the undertaking to win. (Soliraad Spooner, 2000) likewise demonstrated thasiwhstance
of learning administration is to utilize informatido make work and to utilize learning to overseeative
learning deliberately and in a sorted out way.v{Sind Cuganesan, 2006) trusted learning admitisira
methodology could control the business undertakimdsinformation administration, particularly asset
distribution of learning administration, utilizatio of learning administration, and style of learning
administration. Concerning how to enhance the pigriicy of usage of information administration, (Masnd
Pauleen, 2003) showed that the substance, culmegthodology, furthermore, fundamental structure tnings
viewed as together. From the point of view of h@arhing administration impacts association's capaGiold

et al. (2001) trusted that the essential advancemepacity of learning administration included imaton,
structure, and culture. (duPlessis, 2007)ordered/dniables impacting information administratioragbociation
into administration, assets, and condition. Thigegtigation characterized driver as an accommogldiasic
factor and condition for the association to actliearning administration effectively, to be sfiecivhat
conditions an association ought to have and whabifat should pay consideration regarding keepimgiind
the end goal to execute learning administratioactiffely (Chase, 1997).

M ethodology

In order to answer the questions of the study #searcher employed the quantitative approach. $t maant
from that approach to collect the needed data frarticipants regarding their attitude from the mazamiable of
the study (KM variables) and its influence on thwsibess strategy.From the quantitative approachesearcher
has utilized the tool of a questionnaire to bertteen tool in the study that collected the data. Ghestionnaire
would mean to collect data from the sample and liasealyzed through the mean of SPSS and the ntambe
would be translated into understandable wordsalatelated to the attitude of the sample of thdystowards
the given variables.

Hypotheses of the study

The current study hypothesizes the following sdtygfotheses in order to reach their ability to djeated or
accepted.

Main Hypothesis

KM drivers positively influence E-business stragsgin organizations

Sub-Hypotheses

H1: Customer-Supplier Trends can positively influenelusiness strategies in organizations

H2: Decision Making Process (Forecast) positivelyuafice E-business strategies in organizations
H3: Organizational Knowledge Base positively influeficbusiness strategies in organizations

H4: Sharing knowledge and experience positively infoeeE-business strategies in organizations

Launching from the aforementioned hypotheses,dheviing model was developed by the researcher.
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Figure (1): Model of the study

Population and Sample

The current study employed the population fromoafjanizations in Jordan including members from tiggh
and middle management. The sample of the study(84)shigh and middle management members from EY
organization in Jordan which is an organizatiornt fr@sents assurance, tax, advisory and transaativisory
Services in Jordan. The final participating samplponded to the study was (30) high and middleagament
members which reached 88.2% as a total resporesamdtwas statistically acceptable.

Results

The following section presented the results of shedy according to the outcomes of the SPSS whiak w
derived from the responses of the study sample. SBation was divided into two parts; the first toioko
perspective the demographic variables while therofitesented the responses of the sample accaalitige
guestionnaire paragraphs.

Demographic Variables

Table 1: participant representation in terms of dig&ibution

Frequency | Percent Valid Percent  Cumulative

Percent

Valid | 25-30 | 13 43.3 43.3 43.3
31-36 | 14 46.7 46.7 90.0

+37 3 10.0 10.0 100.0

Total | 30 100.0 100.0

Table (1) above highlights that the majority ofdstyarticipants were aged below 37 years as 43:18%#16.7%
of the participants were aged 25-30 and 31-36 misedy with the frequency of 13 and 14 respectivel
Participants aged +36 years and plus were coreditoimly 10% of the subjects. This suggested thgbnihaof
those sampled to represent the population weranitie age range 31-36.
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Table 2: Participant representation in terms ofcatian level

Frequency | Percent Valid Percent  Cumulative
Percent
Valid | BA 2 6.7 6.7 6.7
MA 24 80.0 80.0 86.7
PhD 4 13.3 13.3 100.0
Total | 30 100.0 100.0

As can be seen in table 2, majority of study subjaere holders of a Master's Degree as 80% hélhster's
degree representing a frequency of 24. Other maatits held a Bachelor's degree representing 6.7%heo
participants and a PhD representing 13.3% of thiécpg@ants. This suggests that the sampled subgaxetstitute
individuals who are well informed and that thusytlreere well informed of the questions posed to theéanthe
questionnaire.

Table 3: Participants’ experience work experience

Frequency | Percent Valid Percent  Cumulative
Percent
Valid | 2-6 8 26.7 26.7 26.7
7-11 12 40.0 40.0 66.7
12-16 | 8 26.7 26.7 93.3
+17 2 6.7 6.7 100.0
Total | 30 100.0 100.0

It can be noted from table 3 that majority of papants representing 40.0% with the frequency ofnE@l 7-11
years of working experience. Others with the wogkexperience of 2-6 years, and 12-16 years of wgrki
experience represented 26.7% and 26.7% of the suigjgcts. This may suggest that majority of tresmaples
had a long working experience and thus, their nesp® can be relied upon as honest.

As for the responses of the participants on thestipnaire a positive attitude appeared throughatiadysis on
the above questions. It can be attributed to thetfat the paragraphs means scored higher th@wizh can
indicate a good result.

Given that the scale of the questionnaire appeasefl1 strongly disagree, 2 agree, 3 neutral, éeagnd 5
strongly agree) it can be inferred from table 4 thajority of participants either agree or stronglyree to the
statement documented in the questionnaire relatingpe influence of KM drivers on E-business sigas in
organizations, influence of customer-supplier teermh e-business strategies in organizations, infeeof
decision making process on e-business strategiesgamizations, influence of organizational knovgedase
on e-business strategies in organizations and einfle of sharing knowledge on e-business strateigies
organizations. As can be seen in table 4, respdaseguestions, namely questions, Q13, Q17, Qi8.Q0 had
an average score less than 3.5 but more than RBatimdy that participants were neutral about thén. the
contrary, majority of the responses to questiorthéngquestionnaire averaged between 3.5 and 4i8.fdicate
that majority of participants overwhelmingly agreethe statements noted in the questionnaire athah the
appendix section of this paper.

Reliability Test:
Utilizing Cronback's Alpha to run a reliability tet was revealed that the value of (0.855) amolhgtems

which greater than 0.60 indicating a tool consisyethrough the study.

e KM drivers positively influence E-business stragegin organizations
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Table 4: Model Summary

Mode | R R Square | Adjusted RStd. Error of
I Square the Estimate
1 .63¢ 409 314 .50922

a. Predictors: (Constant), Sharing, Customer_SeppglKB, DMP

Table5: ANOVAP

Model Sum of| df Mean Square F Sig.
Squares
1 Regression 4.478 4 1.119 4.317 009
Residual 6.483 25 .259
Total 10.960 29

In order to test the above hypothesis; multiplereésgion was used; the results indicated that R39).& the
correlation of the KM and the E-business. In additto that, F value of (4.317) is significant atO®) level.
Based on that, KM drivers positively influence Eslmess strategies in organizations

H1: Customer-Supplier Trends can positively influenelusiness strategies in organizations

Table 6: Model Summary

Mode | R R Square | Adjusted RStd. Error of
I Square the Estimate
1 .509 .260 .233 .53836

a. Predictors: (Constant), Customer_Supplier

Table 7: ANOVAP

Model Sum of| df Mean Square F Sig.
Squares

1 Regression 2.845 1 2.845 9.817 004

Residual 8.115 28 .290

Total 10.960 29

Table 8: Coefficients’
Model Unstandardized Coefficients Standardized
Coefficients
B Std. Error Beta t Sig.

1 (Constant) 1.896 .660 2.871 .008

Customer_Supplier 511 .163 .509 3.133 .004

a. Dependent Variable: E_Business

In testing the above hypothesis; linear regressias utilized, the result pointed out that R (0.5@9%he
correlation of customer-supplier and e-businessoAF value (9.817) appeared to be significan0 &5) level.
Based on that, Customer-Supplier trends can pefgitinfluence E-business strategies in organization
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H2: Decision Making Process (Forecast) positivelyuefice E-business strategies in organizations

Table 9: Model Summary

Mode | R R Square | Adjusted RStd. Error of
I Square the Estimate
1 484 234 .206 54764

a. Predictors: (Constant), DMP

Table 10: ANOVAP
Model Sum of| df Mean Square F Sig.
Squares
1 Regression 2.563 1 2.563 8.546 007
Residual 8.398 28 .300
Total 10.960 29
a. Predictors: (Constant), DMP
b. Dependent Variable: E_Business
Table 11: Coefficients
Model Unstandardized Coefficients Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 2.307 .568 4.061 .000
DMP 433 .148 .484 2.923 .007
a. Dependent Variable: E_Business

In testing the above hypothesis; linear regressias utilized, the result pointed out that R (0.4&!lkhe
correlation of Decision Making Process and e-bissin¢he F value (8.546) was influential at (0.G8)el. so,
Decision Making Process (Forecast) positively iafloe E-business strategies in organizations

H3: Organizational Knowledge Base positively influeficbusiness strategies in organizations

Table 12: Model Summary

Mode | R R Square | Adjusted RStd. Error of
I Square the Estimate
1 409 167 137 .57096

a. Predictors: (Constant), OKB

Table 13: ANOVA®
Model Sum of| df Mean Square F Sig.
Squares
1 Regression 1.833 1 1.833 5.622 025
Residual 9.128 28 .326
Total 10.960 29
a. Predictors: (Constant), OKB
b. Dependent Variable: E_Business
Table 14: Coefficients
Model Unstandardized Coefficients Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 2.613 .570 4.587 .000
OKB .364 .154 409 2.371 .025
a. Dependent Variable: E_Business
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In testing the above hypothesis linear regressias win; it appeared that R (0.409) was the coroeladf
Organizational Knowledge Base and e-business. dhitiad to that, F value (5.622) was significant(@t05)
level. so, Organizational Knowledge Basepositivefluence E-business strategies in organizations

H4: Sharing knowledge and experience positively infageB-business strategies in organizations

Table 15: Model Summary

Mode | R R Square | Adjusted RStd. Error of
I Square the Estimate
1 427 178 .148 56734

a. Predictors: (Constant), Sharing

Table 16: ANOVAP

Model Sum of| df Mean Square F Sig.
Squares
1 Regression 1.948 1 1.948 6.052 020
Residual 9.012 28 .322
Total 10.960 29

a. Predictors: (Constant), Sharing
b. Dependent Variable: E_Business

Table 17: Coefficients’
Model Unstandardized Coefficients Standardized
Coefficients
B Std. Error Beta t Sig.
1 (Constant) | 2.707 512 5.285 .000
Sharing .339 .138 422 2.460 .020
a. Dependent Variable: E_Business

In testing the above hypothesis linear regressias win; it appeared that R (0.422) was the coioeladf
Sharing knowledge and experience and e-businesadtioto the stack, F value of (6.052) was seeneto b
significant at (0.05) level. Based on that, shardkmpwledge and experience positively influence EHbess
strategies in organizations

Descriptive
Table 18:Descriptive Statistics
N Minimum | Maximum | Mean Std. Deviatior

E- Business 30 2.25 5.00 3.9417 61477
Customer Supplier 30 2.50 5.00 4.0000 .61237
DMP 30 2.00 5.00 3.7750 .68654

OKB 30 2.00 5.00 3.6467 .69019
Sharing 30 1.75 5.00 3.6417 76475
Valid N (listwise) 30

Table (18) above reveals that there is a positititude from participants towards the given var@shlthis
appeared through the means of the variables whlisk@ed above 3.00.

Discussion

This study examined the effect of KM drivers on thébusiness strategies in organizations. It spedifi
examined whether variables namely customer-suppkeds, organizational knowledge base, decisiokimga
process, sharing knowledge and experience positindluence e-business strategies in organizati®esults
confirmed that KM drivers positively influence Ediness strategies in organizations. Results alsfiroted
that customer-supplier trends can positively inficee E-business strategies in organizations; deeisiaking
process (Forecast) positively influence E-busirgsstegies in organizations; organizational knogtedase
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positively influence E-business strategies in oigations; and sharing knowledge and experiencetipelsi
influence E-business strategies in organizations.

Swamy and Chettiar (2015) acknowledged that knogdethanagement is useful for e-business. Like in the
present study, Swamy and Chettiar (2015) identiiedurity, latest technology, social software, klsulge
sharing and expert directories as strategies ofwledge management that influence e-business. Haweve
Swamy and Chettiar (2015) noted that security atelst technologies are the most effective elemeithe
knowledge management strategies to e-business sinjpitpthat latest technologies are the backbonbet-
business and that security ensures customers’lslet@ kept confidential. According to Swamy ancetihr
(2015) latest technologies ensures the e-busir@s®&s the product to customers at a cheaperagitye

Result of the present study is also supported bgettby Kumar (2017) that knowledge managementsisndisl

to any e-business. Kumar (2017) observed that kedyd management ensures the e-business adopts an
organizational culture which supports sharing ofowledge, and accommodates and utilizes the latest
technology to enable knowledge sharing in a wayfdwlitates the application of science in e-comree

Also supporting the view that knowledge manageni®ititical to e-business ALhawamdeh (2007) idésdif
several benefits of knowledge management to e-basimAccording to ALhawamdeh (2007) within the eant

of customer relationship management, knowledge gemant provides perceptive meaning that makes it
possible for an organization to understand theitngas, customers and suppliers, as well as thmkadies and
relationships with it. Within the context of suppthain management, ALhawamdeh (2007) observed that
knowledge management enables e-businesses to khatwiswequired, what resources or materials aadable

at its disposal, how these materials are used,groducts/services are delivered (i.e., distributbannels), and
how it is serving or reaching its customers. Idgittg the third benefit of knowledge managemeng-dousiness,
ALhawamdeh (2007) observed that knowledge manageem&ourages the sharing of expertise and expesenc
among project stakeholders, supports teamwork &g lall management levels and project stakeholders
together. ALhawamdeh (2007) further noted that Kedge management processes organize, filter state a
distribute large volumes of organization’s dataisT¥aluable knowledge can be used to improve tlogepr
performance and to support decision-making proegtssn an organization.

In a follow up study, ALhawamdeh (2010) observeat that knowledge management accrue several benefit
any e-business. Notably benefits identified incléatglitating the development of new efficient nuesss process
and the creation of support system that for thasttetmaking process. Others identified by ALhawaimd
(2010) include: supporting the decision-making pss; organizing and evaluating suppliers’ and coste’
relationships and requirements; and filtering amdrisg organization’s knowledge in the organizaton
knowledge repository.

Other researchers supporting the findings of tlesgmt study noting that knowledge management playscial
role in the development of the four stages of @dass. In particular, it is noted that knowledgenagement
plays a crucial role in the outline project scogeth® e-business. According to Oppong, Yen, andhder
(2005), the schedule tasks and project scope wbictstitute the first phase of e-business dependhen
collected information, behavioural knowledge condamy organization documents, declarative knowlealgeut
suppliers and customers, prediction for deliversialed market competition. Oppong, Yen, and Merk2005)
held that these tasks can be undertaken effectivelyg knowledge management tools, namely knowledge
determination, knowledge mining and organizatiokabwledge base. Similarly, Jutla, Craig, and Bddori
(2001) noted that KM is an enabler for the stage bfthe e-business, which is the identificationpodject
stakeholders’ task. According to Jutla, Craig, aRddorik (2001) KM enables e-business to manage
relationships among stakeholders and enables &ati@n of value proposition. At the diagnosis stafjéhe e-
business, KM tools identified as customer/supplitr cycle is believed to enable organizations eatd
customers relationships and there are other tdtdsdad by KM that can enable small-size firms i@leate
their current position (Brynjolfsson, & Urban, 2Q®ackbarth, &Kettinger, 2000). According to Van éfband
Stegwee, R. (2001) all tasks at the diagnosis sthgebusiness development require organizationaivwedge
repository and knowledge base because they cotiterarganization’s current position. Similarly asted by
Hackbarth, and Kettinger (2000), Van Hooft, andg@tee (2001) and Whittington (2001), the breakowd an
transition stages of the e-business all require Kisickbarth, GandKettinger (2000) emphasized that tiiMs
are needed at the breakout stage of the e-busioasmvert the organization's knowledge (intellattassets)
into a framework of what is needed by the orgammatAccording to Hackbarth, and Kettinger (2004 this
stage, KM tools enable the corporation to re-areaagd realign its business strategy to match fterimation
technology infrastructure. Lastly, the role of KWl the transition stage of the e-business developa®noted
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by Hackbarth, and Kettinger (2000) is measuringabidity of the organization to implement the netrategy.

According to Hackbarth, and Kettinger (2000), & #tage, knowledge is the organization’s intareggilelsources
and it comprises the organization’s HR experienbasiness processes, policy, and culture. This letdye can
enable the organization to use the assessmentttoaksess itself with a view to determining itdigtto adapt

to changes introduced by the new strategies, ankktiermine all areas that need change. This stidforces

the result of the present study that knowledge mpament affect e-business.

Conclusion

The aim of running an e-business strategies andspis to tackle how to employ the internet to gain
competitive advantage to the organization, and supips business operations by configuring the laiéde
resources and utilizing them to meet the customamsl market needs. It is also aimed at using ietern
technologies to support Supply Chain ManagementMS@nd Relationship Management (CRM). As
demonstrated in this study, KM can contribute talsastrengthening e-business strategy, which isntiyrone

of the key concerns of managers who are interastddveloping effective KM systems. It has demaatss that
KM drivers namely customer-supplier trends, orgatianal knowledge base, decision-making procesa;irgi
knowledge and experience can positively influendeuginess strategies in organizations. This shdwas t
managers can create strong e-business plans atdgats from knowledge resources, business obgsGtiv
policy and culture. It demonstrates that organiatcan build suitable e-business strategy fromcétfe
knowledge management. It was also demonstratedghrthe literature review that managers of e-bssiman
use KM to estimate and evaluate the cost/risk/bisnef the e-business plans and strategies, intiaddio
controling the organizational change. Accordingllie technology platforms offer exchange and sharing
processes for the management of knowledge. KMnsxaure of information resources, technology toalsd
human factors. It can exist in people, organizatmirjectives, and organization strategy and business
performance.

Organization knowledge is highlighted as criticahsistencies of creating successful electronic ressi. It
contains knowledge assets, information and datatahe firm. As such, the firm depends on it andsui to
execute with easy and an efficient manner its eteang functions.

KM is an entry to the knowledge base and can attelow of knowledge between geographical locatjand
organizations and across divisions. It can be irdbddnto the organization’s day-to-day work to makarches
easier by providing navigation ability. It can eleabn organization to identify tacit knowledge smyrwhich is
important in overcoming knowledge base and orgdioizal complexity when used effectively, KM can he!-

businesses in restructuring knowledge shared italmmdative forums and in virtual communities. E-bess

using it can transfer tacit knowledge within vittegammunities and collaborative forums.

KM can also help the organization prevent knowleddgition. It can facilitate the conversion of itac
knowledge into explicit. In addition, KM can creae environment of improved communication, learramgl
innovation. It can motivate the quality of innowati It can accelerate skill development and legrrih the
organizational level and at an individual level. Kigin increase productivity and efficiency.

Moreover, KM can increase knowledge managemenityadil can increase the speed and quality of dewis
making. It can increase the agility of the orgatimathrough faster adaptation to market changesdatision
making. It makes the knowledge available and lea@mprove organizational agility. It serve as aibdor
determining the strategic direction of an orgamizatit can make it possible for knowledge to baikmble to
the right people at the right time and ultimat&lgd to increased organizational agility. It canvte knowledge
that can be used as a corporate asset. This kngevtssth be tied to the organization’s businessesiyat

Knowledge management can also facilitate quickeptdn of the e-business model in an organizatibnan
enable the organization to adapt the value chaih ghits its e-Business model. Through knowleddé, ¢an
allow staff to adjust to transition and adjust ewnroles. It can facilitate the implementation aabption of an
e-model as it constitutes all the four stages blisiness model development. It supports the floknofvledge
and helps a firm to cope with knowledge.

It can also be inferred from the finding of thisidy that KM offer platforms and tools for knowledglaring
among virtual communities. It can help e-businessagers to effectively manage website content.uslirt
communities play a critical role within the e-blesss arena as they facilitate the sharing of knogdedith
suppliers and customers. The sharing of knowledg®mng virtual communities can lead to improved
productivity and increased efficiency.
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KM can be used effectively to facilitate the intagon of intra-and inter-organization and to fdai
transparency in the firm. It can institutionaliaestomer relationship management within the orgdioiza

The creation of e-business strategy involves fdages: initiating stage, diagnosing stage, brealand
transition stages.

Recommendations

Based on the result of this study, executive marsaglould utilize knowledge management to facditand
promote e-business

They should use to overcome knowledge base andhiaegmnal complexity. By using KM, executive marag)
will gain a competitive advantage to the organaatiand support their business operations by corifig the
available resources and utilizing them to meetciiomers’ and market needs. These are the goaleating
e-business strategy is to address howthey shoukk raae of the tacit knowledge and explicit knowkedg
including managerial experiences and expertiseémtinds of the organization to stakeholders ofpttogect to
perform and participate in all e-business stratiegks. Executive managers or high-level manageimaesnthe
primary responsibility of formulating ne e-businesgategy of a firm. They are required to allocasources
used in the project. A resource can be human ressufHR), intangible resources, or tangible resssirc
Examples of intangible resources that can be dkadchy executive managers can be knowledge assets.
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