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Abstract

This bachelor thesis sets its goals in explaining the e-business idea formation. This paper 

inflicts different aspects of a e-business formation with the purpose of explaining the

importance of analysis and reasoning,  simulation and execution and careful approaches 

toward the goal. This thesis explores some of the principal issues surrounding the formation 

of an e-business. The main objective is to research small and middle sized enterprises 

preparations in the are mentioned above for success factors, renewing.  This paper suggests to 

businesses that have the goal of entering the market to evaluate their different options when 

forming their strategies, as I see it the e-business should be the means to an end and not the 

end it self.

Keywords: E-business formation, planning, testing, implementing and renewal, information,

Fortnox, Microsoft B2B 
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1. Introduction

About ten years ago, only a few companies were involved in the era which would make 

considerable changes in the way of doing business, e-business. CDNOW which is a purely e-

based business, receives about 5,821,000 hits per month The site was started in 1994 by the 

twins Jason and Matt Olin, in their basement and is now a part of Amazon Corporation.1 This 

may be one example of a successful business, by not only delivering what people want but 

also through right pathways. The internet has grown into a multi trillion industry. In the 

present, many companies choose to do their business over the web, there are lots of 

companies which are switching over from physical stores to e-business. Many companies 

today hesitate to enter the e-business market, even more think that the big corporations which 

already are on the market have superiority. An example of great success in a smaller company 

with great vision is Honda, entering the market of world racing. Honda had only a few cars 

and even fewer assets. However if the idea is great and the vision is strong enough, there is no 

end to the possibilities. Honda is nowadays a multi billion enterprise with lots of branches and

is selling mostly cars and car parts which is produced and sold all over the world. The 

founders of Honda had a lot of courage when first entering the world racing market, and as we 

clearly can see; it paid off.

The objectives does not matter, as long they are approached in the right way. The growing of 

the Internet creates a space in which ideas can be found, there are two types of e-businesses

today which struggles over market shares. This thesis regards the e-business idea in which 

goals are met in the purest way, by digitalisation.

1.1 Background

This thesis is about the phenomenon for pure electronic business. Pure electronic business is 

the way a company do its business solely through digitalized channels, that is their product, 

the selling of the product and their marketing strictly on the internet.

This is a study within the subject of informatics that brings out the things that may be 

considered when a pure e-business is formed. Major parts of this study regards the creation 

                                                
1 www.amazon.com
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and maintenance of the business product. So to break it down into peaces it is safe to say that 

this thesis has its interests in the phases of designing and structuring the ideas around the 

product development within the e-business.

An e-business is a company which sell products and uses the internet as its sales canal. E-

business has, according to articles pressed in the Swedish daily news, grown considerably

since the start back in 1995, and especially after the IT-crash in 2000.2

According to the Swedish bureau of statistics, there are many companies that today are trying 

to expand their products and strategies through to the internet.3 One can understand that many 

companies just put out a lot of funds, and also implement their ideas without even testing 

them. One gets the impression that certain companies think that they can make money out of 

anything, for example the clothing e-business “boo”, which invested millions and millions of 

dollars and ended up bankruptcy.4 These points state multiple reasons that companies have

come to realize, for not just barging through the e-business development. This has led to that 

many companies at least consider the importance of planning and preplanning before 

implementing. Consideration is in place, because many companies need to acknowledge that 

there are many aspects of the business that they are not aware of. The 1990’s created a new 

era of technology, not only the internet but also with databases and Decision Support Systems

which all helped businesses to improve their efficiency and make less on their costs.5  

1.2 Problem description

Here I will present the scientific areas that will be the foundation for my empirical data.

To find topics that will be relevant to the area in which I am researching I have chosen three 

different kinds of views of a company, which also are mostly adapted to e-businesses. The 

areas are as follows, a functional, an organisational and an info logical view. Every topic is 

                                                
2

SVD (Svenska dagbladet printed date. 040110 page 44, and date 031030, page 49)
3

SCB (Company edition, printed 2003, page 26)
4

G. Lindstedt  “boo.com and the IT- bubble that cracked”
5

J.F. Rockart, “Chief Executives Define Their Own Data Needs”, Harvard Business Review, Vol. 52, 1979 chapter “A 
Technology Shift”
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made up out of different components, I have concluded the components in one simple 

question for each topic, presented below.

 A functional perspective of the process: how is the relation between the 

human being and the e-business?

 An organisational view of the process: What strategies and goal has there been 

and that which seems crucial to the survival of an e-business?

 An info logical view: Is the receiver’s way of seeing the information the same 

as that of what the sender is trying to send?

These mentioned questions above will be the ground of the empirical information in this 

thesis.

1.3 Purpose

The ambition with this study is to create better understanding in how a digitalized e-business 

has been conceptualized and implemented, in to the world of electronic business-making. The 

main objective is to research product development, with the intention of a fully composed 

web based electronic business establishment, from the start until the present. With this thesis I 

intend to give a better understanding in how a digitalized e-business is planned and 

implemented. The topics in this thesis are most similarly outputted to how a company usually 

works. It is to be used as a matter of great importance and as a guidance tool. 

1.4 Limitations

I have chosen to limit my empirical research to only two e-business projects. I will not 

investigate the objectives of this thesis further than the problem area. I will limit the study of 

Microsoft UK to studying the workflows according to Alex Barnett. This paper will not go 

into subjects like security and customer relations in a matter of explanatory purposes, but only 

to touch them and to state that they exist. I have limited this thesis to explain the pre-

processes that are crucial for the transformation. Other areas which may seem important to an 

e-business like Enterprise architecture planning, is among areas which I will not discuss or 

investigate, thus these are already researched.
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2. Method

Choice of method

A method is chosen to work in to the form of a tool for the scientist. The choice of method is 

dependent on the purpose of his research and how he wants to approach the objectives.6

This paper represents a study of the digitalised aspect of electronic business. To find 

information on the topic, I first tried the university library of Växjö, I found the results to be 

few and inadequate, and I was then dedicated to use the library’s electronic database. I started 

with ELIN, which is a search engine database for articles and magazines.7 These attempts left 

me without any good starting points. First when reading a book about e-commerce I got in 

contact with this subject.8

2.1 Choice of subject 

The difference between e-business and digitalized e-business is that the latter differentiates 

itself in the way of not only having its base structure in a digitalised form of commerce, but 

also the business processes.

The reasons why I chose to investigate within the field of digitalized e-business is that there is 

not much research in the area. I believe that field will be the futures way of making business, 

since there are no warehouses nor much expense involved. There are a few books which try to 

go to the dept of creating and managing a digitalized e-business, but the problem is that their 

ideas is restricted to certain environments and is not to be used in many others. Are there any 

good ways of creating and managing an e-business? This is a question I still don’t know the 

answer to. Even though there are existent studies in the formation of companies, I still find it 

necessary to inflict this to the path of e-business. 

2.2.1 Conclusion making

According to Thurén there are two ways of making conclusions, one is through induction and 

the other is through deduction. Induction relies on empiricism and the making of conclusions 

                                                
6

Holme & Solvang, 1991
7

Electronic Library Information Navigator
8

N. Bandyo-Padhyay “e-commerce, context, concepts and consequences” 2002, chapter 4, chapter one
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from the empirical facts that sometimes is reliable in other cases or in general. Because 

induction relies on empirical facts, a person can never achieve total correct conclusions, rather 

a probable answer which can be defined in some situations.

Deduction relies on logic and builds on facts that the scientist makes logical conclusions with 

the help of premises. Nor deduction is 100 percent accurate, though it relies on that the 

premises are correct. A conclusion can therefore be logically acceptable without the 

correctness with the reality. Which makes it in real life false, but because of the preceding 

facts it is correct.

2.2.2 Valuation

When entering the area of valuation and science theories, there are two completely opposite 

branches. Namely the Positivistic view, which in its purest forms can not hold any valuation 

none the less. The other branch is the hermeneutical, central points here is to have 

understanding, and it is rather much affected by the scientists personal values and thinking.

The Positivistic view is the branch which is often related to cold and disrespectful scientists 

which will stop at nothing to keep out emotions and values. The main objective in the 

Positivistic approach is that one should not trust anything but your logic and your five senses.

The hermeneutical, also referred to as the science of understanding or interpretation is the 

branch that claims that the positivism neglects an important source of knowledge, which is 

through the emotion of empathy.9 This understanding can conclude that the positivism show 

that something is happening and how, and the hermeneutical teachings can show how people 

are thinking and feeling, to finally understand the reasons for actions.10 It is science in it 

purest form versus science in its most human form.

2.2.3 Scientific approaches

As mentioned earlier there are two different manners for a scientist deal with when 

approaching its objectives. The quality- and the quantity manner.11 The choosing of method is 

done by consideration of the type of data which is to be analysed, and also how it is

approached and sometimes why. The quantity manner follows an approach which has its 

                                                
9

Allwood et al, 1999
10

Thurén T, 1991
11

Allwood et al.1999
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desires in results of statistical measurements, simply put numeric results or results which can 

be measured in the same way. On the other hand we have the quality approach, which is 

somewhat different, because here the scientist tries to have a much broader perspective while 

investigating. The approach can be made through interviews, interpretations.12 While trying to 

have a better understanding of the subject and “Why something is like it is?” .This scientist 

often takes more time on each object, instead of subject.  

The quantity approach draws its strength in explaining different happenings in a general view, 

and is also used to make conclusions in the same way. Mostly the presented subject must be 

able to be presented in some kind of numeric way. The scientist has much power here because 

he or she can set many different aspects for the results before starting their approach. An 

example can be a questionnaire in the form of a survey, here we can clearly se that the 

answers are few and often restricted, which is necessary to formalise the analyses, comparing 

and test the results.

When having an interview in the quality approach: the interviewer seldom sits in a controlled 

environment, neither does the interviewed. There usually is some kind of major questions that 

are followed but on a larger scale the question is mostly things that are coming as they go 

along. So the character of the answers will be more investigation liked and the purpose will 

most certainly be obtained, if the interviewer is a good one that is.13

2.2.4 My choice of method

Through the discussions made of the different kinds of scientific approaches, conclusions and 

valuation, I have found a way that will best fulfil my purpose with this thesis regarding my 

choice of problem and also the area of in which I have investigated.

I have chosen to perform a qualitative approach toward the collection of information, which is 

based upon the major questions that I intend to answer with this thesis. The relevance of 

questions in one matter is most likely to be of great importance than in other similar cases. 

And that the quantity in the matter is not of an importance as great as the quality. Also to get 

                                                
12

Holme & Solvang, 1991
13

Jacobsen, JK. (1993). Intervju – Konsten att lyssna och fråga. Studentlitteratur, Lund.
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to the dept of e-businesses approaches in the present, I had to make sure that the different 

areas where to be investigated thoroughly.

My result and conclusions are to be regarded as to support or dismount the theories. I have 

followed the hermeneutical approach of working when approaching and creating this thesis.

This because of that I would like to give a better understanding of the workflows and why a 

company takes different approaches, and the best way of explaining a picture is through 

words, not through number. I also have made inductive conclusions to better set the relations 

between my theories and empirical data. The reason can bee more studied under the subject of 

the hermeneutical spiral by Andersen.14

2.3 Literature study

My choice of literature for the study and thesis has been made through the following process, 

first of all talking to my teaching adviser, then through searching the web, and finally the 

library. The process above helped me to find relevant literature that could indeed help to serve 

my purposes for the interviews and science. It helped me to analyse literature before use, the 

different subject which I chose to study literature in management, business, e-business and 

development. I have used theories regarding success in business, e-business management and 

e-business transformation to have a comprehensive background to the problems. The web has 

been to great help, where I have found new ideas in different web books which I have also 

been able to relate to facts in other literature.

2.4 Compilation of empirical material 

My interview cases have been few but most giving, the interview, and the interview material 

have been collected with the help of my teaching adviser. The first step was to find an

appropriate company which was in the subject’s area of expertise that I was researching, 

furthermore I had to find employees that agreed to be interviewed. My approach to find 

companies where mainly through the Internet. My main objective in the matter of company 

size was small and middle sized enterprises (SME). After finding the company, I tried to find 

employees which I could be able to interview, that would provide relevant facts to my study. 

                                                
14

The hermeneutical spiral (Andersen, 1998, s193).
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After finding the expertise I created the interview guide which was going to help me through 

the interview with a set of guidelines. The interview guide is created to best serve the goals of 

the thesis, it regards formally most of the subject area, and its soul purpose is to broaden the 

perspectives of the study. When making the interviews I have had to my help, a recordable 

MP3 player, which has been most helpful, the tapes that I recorded where to be better 

analyzed after each interview. Usually during an interview the interviewer must pay attention 

to the subject and to the object as well. Sometimes these two can be a bit too much to follow. 

That’s why and the simplicity to record the session and be able to re-listen to it time after 

time. This helped me to sort the facts that I needed from the facts which where irrelevant to 

the case study. The study case was studies in a fashion of compilation and analyze before 

even used as empirical data. Later this data was to be tested in the same way as the first 

project. 

2.5 Interview techniques

According to the spiral of the hermeneutical approach there are no non-preconditioned 

interpretations, this because every person has experiences, and it is this experiences that 

makes one who she is. Therefore an interview can never be totally subjective, there is always 

some hint of objectivety in the result. An interview delivers knowledge and information.  

During the interview there are at least two sides (actors), one mediator and one receiver. Other 

interpretations may leave room for a beholder also, in the same situation that is. Jacobsen JK15

explains that the art of making a good interview is mostly about attacking the objective in the 

right way. You must always keep a humble attitude, be polite and be extremely attentive 

during an interview.

The interview guide is created through different themes that will help the interview, which is 

to be made not like a media interview, but more informal, and not as correct. The theme-

selection is a helpful tool which can store data from many different sources in the same way, 

which can help the compilation of the material.16

                                                
15

an interview, the art of listening and questioning, stud. literature, Lund 1993
16

see Appendix A
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2.6 Carrying through, validity, objectivity and reliability

According to my frame of reference I have chosen to analyze and present the information in 

the empirical chapter. The result should align with the purpose of the problem areas to then be 

presented as the conclusion for this thesis. I have as a scientist tried to keep the objectivity at 

a high level. 

Two important aspect of all material is validity and reliability. Validity is when the scientist is 

studying areas which are mostly connected to the objectives, and nothing else. And reliability 

is that of relying on the facts that are brought out. For example during the interviews, I always 

held in the back of my mind that the interviewed could be subjective toward any of the 

different matters, for reasons that can be more or less obvious. When I was faced with a 

situation as posed above, I tried to investigate the answer through other question about the 

same issue. I have, during the interviews, always found the persons as very reliable, and that 

their intent not to be to lead the subject on towards anything non ethical. The interviewed 

subjects have all been very helpful, and I have also got the same answers from different 

sources, which makes the results of the interviews much more reliable.
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3 Frame of reference

This chapter contains the theories which I find relevant to the purpose of the thesis, starting 

with a defining of what an e-business and a couple of sub-entity type definitions. More in to 

this chapter I will try to explain a few theories regarding e-commerce and e-business, my 

intention is to give you a comprehensive e-business development definition.

3.1 E-business definitions

There are a lots of terms which relate to e-business, one definition by Kalakota17, e-business 

refers to business models built around networking technologies. E. Turban18 continues to 

explain the differences between e-commerce and e-business, the definition e-commerce is 

according to E. Turban “as transaction conducted between business partners”, he explicitly 

points out that e-business is something greater and should be viewed at in a larger scale 

because it is not just based on the process mentioned above, but also “servicing customers 

and collaborating with business partners, and conducting electronic transactions within an 

organization.”

“E-Business transformation” is a term mentioned by Eikebrokk, T.R. and Olsen, D.H19, wich 

explained as “i.e., the process of transition from a traditional brick-and-mortar organization to 

a digital

Within e-business we can find many sub-definitions, J. Rockart introduced us to the Critical 

Success factors (CSF).20 CSF is directed toward the managerial point of view in success 

factors, which is critical to not only success but somewhat in the organizations survival. E. 

Turban brings out thirteen different CSF´s which may be critical in the initiative stage.21

                                                
17 [

R. Kalakota, R.A Oliva, and B. Donath, “Move over, Ecommerce”, Marketing Management, Vol. 8, No. 3, 1999, pages 
23-32.
18

E. Turban, D. King, J. Lee et al., Electronic commerce – A managerial perspective. Pearson Education, New Jersey, 2002, 
chapter 1, pages 4-5
19

System Sciences, 2005. HICSS '05. Proceedings of the 38th Annual Hawaii International Conference on, year : 2005 pages 
162a-162a Provider: IEEE
20

 J.F. Rockart, “Chief Executives Define Their Own Data Needs”, Harvard Business Review, Vol. 52, 1979, pp. 81-93
.

21
E. Turban, D. King, J. Lee et al., Electronic commerce – A managerial perspective. Pearson Education, New Jersey, 2002, 

chapter 9, pages 310-311
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3.2 The new business formation – the preparation stages

This study is mainly created for entrepreneurs, brought by Bjørnar Reitan and holds the most 

important for entrepreneur’s research, which are the first stages of entrepreneurship.22 The 

business formation can be a very complex process, which is seldom taken under consideration 

when formatting a business idea. The whole preparation phase has been divided into five 

stages which are presented below. This five can in turn be broken down into even more 

stages. 

  

- S ta g e 1 -

I d e a g e n e r a t io n a n d m o t iv e s to s e t u p a n e w b u s in e s s

- S ta g e 2 -

V a l id a t io n a n d c o n c e p tu a l iz a t i o n o f b u s in e s s id e a s

- S ta g e 3 -

P r e p a r a t io n o n s ta r t

- S ta g e 5 -

S ta b i l i z a t io n

- S ta g e 4 -

I n i t i a l im p le m e n ta t io n

This theory involves the single most important process of a business, planning! The first stage 

involves brainstorming and such, to best generate ideas which are best suited. The ideas are to 

be carefully examined in the second stage. The importance of preparation is well suggested. 

The theory explains how a company which have not taken in to consideration the first two 

stages is bound to be failure. The second stage holds the visualising matter, if an idea is not to 

be visualised it is not even to be implemented or move on to stage three.

In the third stage the ideas must be tested in different aspects. Examples are given, such as the 

legal framework, the market area, operating skills. It is here according to Reitan et al. That 

some firm founders decide not to start a new firm, or perhaps need to rethink their original 

ideas in the former stages. The greatest reason may be that their plans were not realistic, or 

that they did not have the skills or experience in the matter.

                                                
22

FRONTIERS OF ENTREPRENEURSHIP RESEARCH 1995.
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Stage four involves the physical start, here the ideas are put in to motion and must be working 

against its competition. The main goal here is staying alive, if a business idea has come this 

far it probably has its good advantages. If the business innovators idea is good and that the 

market allows them to proceed they should be able to move on to the stabilisation stage. In 

this stage, it is significant that the IS relies on good communication and smooth operating 

progress.

3.2.1 Alteration of the theory of “The new business formation – the preparation stages”

To best fit my needs for a theory which is well adapted in this thesis I have chosen to go 

forward with this theory. The theory needed to cover more ground but on fewer aspects, so 

below there is a model which have taken under consideration the stages presented by Bjørnar 

Reitan et al, and also presented some additional features which will enhance the outcome of 

the use. I present the three phase processes, conceptualization, implementation and 

stabilization, these three phases are a general view of the five that I earlier represented in the 

theory by Bjørnar Reitan et al.23

The model gives a much better view of that which is important, and which needs to be looked 

into when not only making the strategic but also the operational choices.

                                                
23

“The new business formations process – the preparation stages”
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” 

three phase process”… borrowed and altered!

The process is surrounded by subjects who must be addressed to, somewhat a waterfall 

approach, meaning that that there must be some kind of procedure planning and testing when 

implementing. The renewal is central here because of that this is a business and in a business 

there is not always doing the same routine, often the routines must be updated. I hope to with 

this method cover as much area as possible, I hope to create a better case recognition with this 

tool.

3.4 Establishing an e-business

“E-ecommerce- to do business over the net” by Anders Philsgård and Bo Skandevall printed 

2000 24, gives a rather simple but very comprehensive approach of looking at this.

A. Philsgård divides the pre-processes into three steps. The following theory is mostly based 

upon the creation of an e-business for small and middle sized enterprises.

                                                
24

Anders Philsgård and Bo Skandevall  “E.-handel- att göra affärer på nätet”  2000, chapter 7, pages 142-150

Conceptualization

Stabilization

Implementation

Strategic planning
    -What?
    -Why?
    -When?
    -Results?
    - CFS

Competition

Cliental

Future

Marketing
Users

Strategy

Security

Renewing

service Support

Maintenance
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Even though all these phases are relevant to business enterprising, only the first two are 

relevant to this thesis. So I will not analyse the last phase of establishing an e-business as it is 

brought out in this theory.

The first phase

When creating a good business idea, here the idea must not be a new one, it can be an existing 

but you maybe have an improvement or another idea of selling it. According to A. Philsgård 

et al. the factors to consider when doing this is: Philsgård tries with the following questions 

help an organisation to establish somewhat specific goals for the e-business.25

The second phase

The main subject here is the design of the webpage. There may already be a webpage, 

according to A. Philsgård et al. if the plans of how the webpage should look like is good the 

implementations is and should not be expensive. There are lots of businesses that can help the 

company out in the latter of this phase. But A. Philsgård et al emphasize on that of adapting 

you webpage to your business idea. The things that must be considered are for example 

services that can be given on the webpage, security and your database.

                                                
25

see Appendix B

1. Create a good 
business idea

2. Decide how 
the business 
should look 

3. Establish 
marketing plans

Time

Company 
knowledge
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3.4.1 Criticism against A. Philsgårds model.

The phases that A. Philsgård brought up, is rather good but surely not enough. The model 

only directs the manager towards a couple of directives. It is important to show the other 

processes which must be running at all time. A. Philsgård et al. do not explain in anyway any 

kind of renewing strategy of the webpage and also nothing about the support giving and 

maintenance the e-business.

3.5 Self- renewal theory

There are many theories within the area of organizing and establishing a business. This 

strategy probably had its outcome from the Japanese system around the 70´s and 80´s. A 

chapter referring to Nonoka, I. (below: “Managing globalization as a self renewing process: 

experiences of Japanese MNC.”) by N. Bandyo-Padhyay which creates a work model in how 

to behave in cyberspace organisations.26

The intelligent organisation

When a company is created there are several steps which are illustrated and there are also a 

few problems that a new e-company will have to face.

First phase

Many companies must try to have some kind of business intelligence (also known as BI) at 

work especially when starting a company with little funds. The first fact a company must 

realize it that Business intelligence is a good tool for the future organisation.

                                                
26

N. Bandyo-Padhyay “e-commerce, context, concepts and consequences” 2002, chapter 4 pages:61-63
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Second phase

When forming and implementing ideas, many SME´s are frightened by this leap, mostly of 

the competition of the big companies. 27 But there is a good example showing the opposite:

Honda.Some times not only a leap of faith is needed but also a strong will to not give up by 

any cost.

Third phase

In somewhat chaos we can find an order, this can be amplified when talking about companies 

which is going down to the bottom of things, and need something brand new to get back in to 

the market, expanding not only the market but also new scopes.

Fourth phase

Here the company must have a good business intelligence with which they must try to recover 

some parts of the market, or sometimes just hold on to the market shares that they have. The 

main goal is that of creating a stable BI database from which ideas can erupt. There is nothing 

negative about having a good and stable BI,” there can not be too much knowledge only to 

little” as a visiting lecturer once told me.28

Most companies follow different strategies when seeking this kind of information. I believe 

that there should be at least someone in charge of this if, and especially if the environment is 

not stable and is changing a lot. Then the need is much stronger than those other times when 

perhaps it would be good.

3.6 Critical Success factors for e-commerce

Critical success factors in e-commerce is a tool from which business, technology and human 

factors are being used and analyzed to achieve the required/desired organizational goals.

To get a better understanding around this theory, it is important to understand the perspectives 

that S. Ghosh et al finds within e-commerce.29 Ghosh et al modelled this configuration of the 

E-commerce, this way the ideas around CFS´s would be clearer. 30

                                                
27

SME: Small and Middle Sized Enterprises
28

Nimrod Sofer, architect and lecturer from Israel. Lectures in course IVC755(Business intelligence )at the University of 
Växjö, year fall of  2005.
29

Model on next page “S. Ghosh et al, describes four perspectives within e-commerce”
30

Surjadjaja, Heston; Ghosh, Sid; Antony, Jiju Journal: Managing Service Quality, 2003 Volume: 13 Issue: 1 Pages: 39-53
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S. Ghosh gives a set of questions which the business can ask them selves.31 A set of examples 

has been brought by E. Turban et al. 32  which can help a company to plan their e-com much 

better and to find and explore many new opportunities. Example follows:

1. How can I communicate better with my customers.

2. How much does it cost me to process this, maybe it is easier if outsourced.

Both questions are things that should be considered and planned before implementing. They 

are both crucial to the survival of the company, especially in the areas of costs and in 

customer care.

Table 1.  S. Ghosh et al, describes four perspectives within e-commerce

The table below holds the factors which must be taken in consideration. The CFS´s are very 

important and is not something that holds over the longer term if not serviced and maintained. 

The critical success factors are highly dependent on the company’s situation. 33 I will once 

again remind you of that these factors are not the only ones that S. Ghosh or E. Turban et al, 

brings out. These are only the most common.

3.6.1 Criticism against CFS

I find the CFS´s interesting but most of the time costly, it takes up a wide range of areas 

which “must” be considered, and do not give a more specific iterative processing of the 

workflows.
                                                
31

S. Ghosh, “making business sense of the internet,” Harvard business review (march/april 1998)
32

E. Turban, D. King, J. Lee et al., Electronic commerce – A managerial perspective. Pearson Education, New Jersey, 2002, 
chapter 9, pages 310-311
33

See  Appendix C

Perspective description 

Communication Delivery of information, products, services and payments over the 
telephone, communication network or other means.

Business Automation of business transactions and work flows.

Service cutting of service costs while improving the quality of goods and 
increasing the speed of service delivery 

Online Provision of the capability of buying and selling products and 
information over the internet and other online services
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3.7 Börje Langfors theory on Infology

In the early parts of twentieth centaury professor Börje Langfors started to explore and 

investigate the different parts of information systems. Many of the information system 

educators today consider Langfors to the founder of modern information system. Langefors 

pioneered the infological approach in information systems.34 Langfors distinguish between 

info- and data- logical areas of work, meaning that there is a characteristic difference between 

information and data. Langefors’s presents four methods in information system (in short IS) 

development, presented below:35

1. Object system analysis and design

2. Information analysis

3. Data system architecture, and construction

4. Realization, implementation, and operation

The first 2 steps in this method sprung the revolution of infological workflows. This meaning 

that these two were not put into content before Langefors advancements.  Langefors explains 

his famous theory on the infological equation as follows:

I = i (D, S, t)

The equation above shall be interoperated in the following manner: I is the information which 

is produced from D (the data). The recipients prior knowledge is S, by the interpretation 

process, I, during this time, t. So generally this should be thought of as that S is the result of

the life experience of the individual. Furthermore, one person’s way of interpret the data will 

almost certainly differ from another persons, even if the data is in its simplest output.

The equation is possible to implement in the process of creating information systems as well 

as in formatting an e-business. One main point in his theory is that of decentralizing must 

                                                
34

Börje Langefors 1969, ”Introduction in information processing.” Natur och kultur
35

Börje Langefors 1995, ”Essays on Infology” student literature pages 92-104
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occur and only through decentralizing can the possibility of designing of systems stay stabile, 

to know what one is designing.36

Langefors on the subject of standardization 

In his theories in new possibilities, New visions when entering the subject of system theory 

and methods, Langefors explains different aspects which must be standardized, for example 

the relevant properties of the system or the component of the business from what the system 

or idea can be constructed even better upon. Langefors explains the standardisation on higher 

level hierarchy to reduce the flexibility and is better when constructing the higher level 

processes.37

3.7.1 Comments on Infology theory by Langefors

The theory on Infology may seem to be the exemplary of developing an information system or 

in this case when formatting an e-business. This may be because of that of Langefors simply 

first and foremost brings out the most basic need for the development, even though Langefors 

have many other theories surrounding the creation and management of business from 

managerial perspectives I find it to be more interesting to just present the most basic in 

information and Infology. This is the “elementary messages,” when analysed by Bo Dahlbom, 

it is found that the theory do not stand alone and must be combined with “receiving 

structure”.38

Although Langefors mostly studies information systems and its formation, I find it most 

relevant to the subject of e-business formation, furthermore I can relate the formation theory 

in its purest form to be very much alike the business formation theories. On the subject of 

information analysis, Langefors relates the information to the data equation.39

                                                
36

Börje Langefors 1995, ”Essays on Infology” page 16
37

Börje Langefors 1995, ”Essays on Infology” pages 28-30, 37-38.
38

Börje Langefors, B. (1978) Theoretical Analysis of Information Systems.” pages 232

39 Börje Langefors 1995, ”Essays on Infology” pages 101-104
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4. Empiricism 

In this chapter I will give an account for the empirical data and information that I have 

collected from the different companies involved in my work I will give a short analyses of the 

company first and then I will explain their methodology when preparing and implementing e-

commerce in to the business, the info-logical perspective is not regarded by it self, it is 

therefore explained mostly in the different phases in accordance with  the processes.

4.1 Fortnox limited (ltd)

Fortnox ltd (hereby referred to as Fortnox) was founded by Jan Älmeby CEO in 2002, 

Älmeby founded a company named SPCS and was chief executive officer there for fifteen 

years. His credentials are excellent for this business. Even though the company is not more 

than a few years old, they have taken the market by storm with their brilliant idea of renting

Internet based (service) programs.

Organisation model

Jan Älmeby, CEO

Jens Collskog,
Salesmanager

Alexander Wrinkler,
web/ development manager

Sale staff Sale staff
Support &service

manager Webdeveloper

Managerial body
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This model over the company shows the managerial body and the men that are a part of that 

and also the different areas in which employees are involved in. There are about 6 staff 

members. My first interview was with Johan Claesson, sales man & support manager, and the

second was with the sales manager, Jens Collskog. Jens Collskog had a background as 

sales/support manager at his prior work at SPCS.

The greatest aspect of having a web based store, and a digital product is that it cost nothing to 

maintain, nothing to sell, nothing to copy and furthermore, if you create one that works your 

job is done. The developers in Fortnox have the assignments to developing new programs 

which may satisfy some need of the customers.

4.1.1 Conceptualization

The company was founded in 2001, the basic idea was to develop a tool, which would have

the enhanced ability to be used online. The approach to create this tool was through a project 

group that consisted of web administrators, developers and the CEO. This group had the 

responsibility to brainstorm ideas and develop a prototype.The main strategy was to maintain 

a stable development. The communication between the administrators, developers and the 

CEO was rather open. This involved that the staff members had the possibility to speak their 

minds. This freedom implied that if an employee had an idea it would be taken under 

consideration and investigated. This allowed an innovative state of work. Jan Älmeby had the 

final saying in every decision that was taken though. The biggest area that where to be 

covered, and for which solutions was to be found was the following: First of all they needed 

to settle which programs that were going to be offered. This decision was mostly based upon 

the needs of the market, the market which was consisted of mostly small and middle sized 

companies with small or no knowledge in greater bookkeeping. This added to the strategy of 

simplicity.

The Strategy

“The main goal today is having satisfied customers, because a satisfied customer is a 

customer which will talk well  about Fortnox, and that will end up in future customers“ 

(Quote of Johan Claesson). 
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In the present day there are not many companies which offer a solution in where you can keep 

your booking and similar things online, this is one of the biggest reasons of the strategy. The 

customers would be SME’s (small and middle sized enterprises). Fortnoxs’ program is created 

so that it is not only internet-based, but also very similar to most of the programs that already 

exist in the market. According to Jens Collskog the new user can easily be self-learned. This

strategy holds only a few but still very important aspects, first and foremost that it should be 

simple and “user friendly” and that the customer should learn how to work them after  little 

training. Furthermore be able to do most of the work by himself, which would even include

web-administrating over his employees. A part of the strategy was to make the market realize 

the most positive side of using a program online. 

The plan was that the prototype should stay ready in 2003, this was a major goal for the 

project group. During this stage the company had to look out for competitors and their 

products so that they would not loose any market shares. Even stores were about to be set up 

in different major cities in Sweden. To not only have the relationship with the client that is 

needed but to also create a good cliental relationship and image. The effects from these 

decisions were to be expected later in the stabilisation phase.

The business idea

“Fortnox AB Offers you an unbeatable and price worthy way of using computer 

program for bookkeeping, invoicing and sale support m. m. You use our programs 

through the Internet. The programs are available to you from anywhere. The 

Programs is on servers that is physically placed in our sever with us and we 

manage back-ups, upgrades, virus- and security breach m. m without any extra 

charges. There can exist more than one user simultaneously that uses the 

program, even if they are places in different geographical locations.”  Brought from 

http://www.fortnox.se/

Fortnox offers solutions to companies, which aim to improve their mobility. For example not 

only does Fortnox offer programs in which the customers can keep their book, but also 

programs address keeping. Through this service, customers can for example set up their 

customers and then be able to mail them all or send notices through short message service 

(SMS).
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4.1.2 Implementation

The first prototype that was developed, was originally going to be put in motion at the 

beginning of 2003, was to complex and didn’t meet the goals that was set. This forced the 

company to rethink and bring in new minds. Alexander Winkler helped the company to 

develop a new program that would meet the criteria of simple ness and still hold the potential 

to do everything that could be done in any good bookkeeping program. And by the end of 

2003 the program was launched and put in to motion in the beginning of 2004. There are 

always many ideas when implementing products and solutions. In the case of Fortnox there 

where one where a function where implemented where the users could use the programs of 

Fortnox through their cellular phones or palmtop. The company had to outsource the webpage 

design. This was not what Fortnox hoped for, so they had to redevelop this strategy a bit. By 

employing a web administrator / developer, Fortnox where able to reach their level of 

development in the criteria’s of the strategy.

A policy regarding security has been created and it withholds directives that will keep security 

in data transfers, server reliability, backups and breach safety, also knowledge and 

information protection. The programs would able the client could to use them without any 

problems, the security in the programs is very high. If the security would have a breach some 

strategies where build for reconstruction. The project group involved in the implementation 

where very experienced and was to great help when developing the different parts of the 

system. Fortnox learned quickly that renewal where to become on central aspect of their way 

of working, which held marketing, planning and maintaining a good development.

When installing the website, there were a set of programs. The programs involved archiving 

information, bookkeeping, sales support, invoicing and client register. The programs were

wisely selected in order to best fit the desired cliental. They where also aspired and usually 

used by that specific cliental in their routine work.

The security aspects were to be planned in from the start to the finish, but finally a set were to 

bet held on to. The security where to hold the following areas: the areas were later formed as a 

security policy. This could be gathered from their website:

 Encrypted data transfer

 Reliable server maintenance

 Protection, with backups and intruder safety.
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 Content and information protection.

One item in the strategy was to keep the customer feeling safe. The safety information was 

released as a security policy that can be viewed on the webpage of Fortnox.

4.1.3 Stabilization

According to Collskog the program is to satisfaction and works very well. The company has 

reached its goals and at the same time helped a lot of other companies to easier reach theirs.

Most of the work that is being done today with the E-business is regarding updates and new 

product releases. When having the interview with Jens Collskog (sales director) I found that 

the company where on the edge of releasing a new product and where trying to adjust it and to 

sell the idea. According to Collskog there have not been any radical changes in the company, 

and there will not be such either because the new products are always adjusted to the mother 

program. The function where the company could have customers using the programs over the 

cell phone or palmtop was not a hit and had to bee dismounted.

In the present the most work lies on the maintenance and sales department. That is because 

the ground work was done quite some time ago and that it isn’t in need of any change for a 

while now. This is very to great importance for Fortnox which base their new business ideas 

and product on the needs that their clients have. Fortnox tries to give the right assignments to 

the right person within the company.

The opportunity for the customers to try out programs from Fortnox is very good because of 

the low prices that are set on the program using. Jens Collskog explains: the highest price on a 

service is 69 Swedish crowns a month. The customers can also be sure of that they can try a 

demo version of any service that they have in mind. So they won’t feel that they are being 

rushed in to a decision. Customer satisfaction is very important, for example if a customer is 

not satisfied with the program he can stop using it and the most he have to pay is about 200 

Swedish crowns, that is for 3 month period. The prices are put very clearly and customers 

never have to pay anything more than is shown on the webpage per month for the service they 

are renting.
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The webpage:

The site has been transformed repeatedly to best mach the needs and goals of both the 

company and the users. Whenever a new and good idea is brought up it is taken under 

consideration and is processed until it is suited to maybe be implemented in to the site. 

According to Jens Collskog the webpage may be altered because of it graphically misfit ness 

regarding a new product, but it is also fashioned after the arguments of customers. The site 

has had three major changes, and almost every time the site has been altered down to the bone 

structure. The new form has enhanced the user interface and friendliness. Accordingly to one 

of the employees Fortnox outsourced the design of the webpage to “Illustrations bolaget” 

meaning the illustration company.

The website has gone through a few great changes as mentioned before, the biggest changes 

on the site that has been made, has been because of the design. The design has at one time 

been too boring and wouldn’t meet the satisfaction criteria of the customer. Recently Fortnox 

redeveloped the site, which now through some considerable changes 

4.2 Microsoft Advisor

Comments: This empirical material has been submitted by me and created by Alex Barnett, it 

is to be regarded with greatest respect for the reason of Alex Barnetts big involvement in the 

designing and creation of the site.40

4.2.1 Microsoft Advisor background:

The United Kingdom branch of Microsoft was to be informed by their marketing group. They 

showed the results of research undertaken to understand how the customer engagement model 

was meeting the customer needs. There was to be much room for changes, first and foremost 

the customers were in need of an online relationship with Microsoft. According to Alex 

Barnett, there was a great need of a solution. The solution was to develop a online offering to 

complement the offline offerings as part of the customer relations program development.

                                                
40

http://digital-web.com/about/contributors/alex_barnett/
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4.2.2 Conceptualization

The project group agreed on a plan and a process they should work with, the plan would put

particular focus on the following subjects:

 Understanding what our customers needed from us and how we could meet those 

needs online. 

 Developing a value proposition and testing it with the target audience. 

 Making design decisions based on continuous customer feedback. 

 Incorporating a pilot phase to understand in depth how and if the offering was 

meeting customer needs. 41

The internal customer agreed that the group should take its time develop a extraordinary

product. Rushing this type of project due to internally created deadlines was not going to 

achieve the customer’s strategic objectives.

At the same time a research project was commissioned to determine specifically what this 

online offering should do. There were a number of high-level requirements that emerged. 

Customers stated the following needs:

 Provide a personalized experience: “Treat me as if you know who I am (in the context 

of the company I work for) and account for what Microsoft products we’ve already 

bought and installed, which products we’re thinking of buying, which vertical segment 

we’re in and our attitude toward IT.” 

 Provide a relevant experience: “Make it easy for me to access all information and 

services I need to do business with Microsoft.” 

 Provide a proactive experience: “Tell me when there is something you’re doing that is 

relevant to me.” 

 Provide an educational experience: “Show me how your products can make our 

company better, how to get the most out of your products, why IT matters and what the 

Microsoft product roadmap looks like in detail.” 

 Provide a supportive experience: “Make it easy for us to contact you about our 

specific needs and put us in touch with the right partners at the right time.” 42

                                                
41

http://digital-web.com/articles/microsoft_b2b/ (processes)
42

http://digital-web.com/articles/microsoft_b2b/ (Research)
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This feedback was analyzed by AKQA (a web agency). This resulted in strong concepts, 

names, information architectures, screenshots, design, layouts and a set of potential services 

and content. The ideas were to be tested in a focus group and most popular ideas were the 

“Call Me” features and company profile management. At the same time the focus group 

showed their negative thoughts, as with the saved searches, personalized bookmarks and 

forums which came to be totally rejected and filed as bad ideas.

The most important change was in the area of customer interest. The customers found the 

interactive services as interesting which led to the project group changing direction from 

content management profiles to a more function focused development. Alex Barnett explains: 

this stage showed to be of great importance to the group when developing advisor (which

would be the name of the product), and finding that they really were doing something well for 

their customers.

Alex Barnet also explains how the idea behind technical area was formed and transformed:

“The requirements were driven by our customers. These in turn provided us with the initial 

input for our functional requirements. We worked with the agency to flesh these out in detail 

and understand the various internal systems and Web services we’d need to expose and 

integrate. We developed use cases, analyzed business processes, requested information from 

the various internal systems and Web services owners and conducted planning sessions with 

development teams where we interacted with those systems.” This in turn was confirmed and 

associated by the AKQA through creation of the technical architecture and design. It was 

known that Advisor was going to be a very complex project. A tool which was used was

Microsoft Solutions Framework (a flexible and scalable framework to plan, build, and deploy 

business-driven technology solutions).

A challenge which was faced was the one of the user interface against the service. An aspect

which was taken under consideration was the following points:

- Single, cohesive and usable environment

- A compelling online customer experience
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Through Microsoft Network project defined most of the components for the user interface,

much was associated with the main site.43 Most of the Interface was tested against a two 

session test with the target users through outsourcing.44  The first session held a set of 

screenshots and labels for navigation, the received feedback was positive for the design team 

about the navigation. Also the theme of terminology was addressed by removing some terms, 

many of the labels were to be changed. The second session was to test the working site before 

launching a prototype. Problems and issues that were found, was mostly regarding the 

navigation and workflows. Customers helped out much during this session with their 

suggestions. The changes were to differ in size and effect.

4.2.3 Implementation and stabilization

The site was tested with about 200 users, in order to allow the group to learn about such needs 

that the customers have and crave. Areas which were supposed to be tested were operational 

processes (including recruitment processes), marketing communications, back-end offline 

support, service level agreements, issue escalation and resolution. There has already been 

done much work in these areas, but according to Barnett, which  that they understood was in 

need of re-engineering and other processing before the actual pilot could be aired.

The team learned a lot from the bunnyfoot group, one example was how the service “Call me” 

was going to be used by the customers. The study showed that the use of this service was not 

at all on the level that was expected. The service was not in use as much as foreseen, and that 

is why many theories started to pop up. So the matter was directed towards the customers. 

They found that the customers weren’t really sure what a reasonable reason to request a “call

me” was. Their motivation was that “Call me” was not going to replace the existing support-

and service contracts that already existed, and were concerned about wasting with “trivial 

question”. But when investigating the matter it turned out to be just this kind of “trivial

question” that “Call Me” was created for. Many of the queries were actually the beginnings of 

decision-making processes about purchasing our products.

Barnett explains: “The insights we gained around “Call Me” allowed us to re-evaluate our 

marketing of this specific service within our communications at the pilot stage, saving us 

money later on. The results showed we had cracked the problem—we experienced a 250% 

                                                
43 www.microsoft.com
44 Usability specialist agency www.bunnyfoot.com
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increase in the use of “Call Me” in the first week and the new levels were sustained after 

that.”45

4.2.3.1 Results

The prototype was launched in august of 2003, and it helped to understand how the site was 

meeting its goals of providing an excellent online experience as a part of a customer relation 

management program to give better customer satisfaction.

A survey was done which would help find pre- and post use respectively, with the control 

group. The result of the survey was positive and helped the launch in the United Kingdom in 

February of 2004. The different processes have been closely tracked and supported by teams 

in Redmond. The most important lesson, according to Alex Barnett, that was found was this 

of user-centered design and the general approach can be applied to online projects large and 

small.

                                                
45 http://digital-web.com/articles/microsoft_b2b/ (pilot stage)
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5. Analysis and results

In this chapter I will analyze and account for the empirical material, the structure is mainly 

based upon the structure of the empirical chapter.

5.1 The companies

Both the project within Microsoft and Fortnox were to be dealing with solutions for SME’s. 

Their products are available from anywhere and is regarded as a asset to each company which 

uses them. S. Ghosh et al explains in the theory about critical success factors how important it 

is to keep track of aspects in the company. Fortnox has lived up to many of the factors which 

are needed in the initialising phase, this has given a much better starting point and created 

new paths. Microsoft UK used the CFS’s in planning ideas and when engineering. Both 

companies have worked in the area of development online.

5.2 The respondents

The interviewed employees were well positioned in the company. I was able to make two 

interviews the first one with Johan Claesson, Claesson worked as a salesman in the company, 

the second person I interviewed was Jens Collskog. Collskog is directly involved in strategic 

planning and furthermore the planning of the webpage the level of expertise was rather high 

in both company’s staff member. The information gathered about the project of Microsoft UK 

has been mainly from the web, so no direct contact has been made. The process of strategy 

formation is most similar to what Langefors presents as underlying information in  the first 

phases of Infology,  By gathering the necessary information and then analyse it is crucial in 

the process.

5.3 Constructing the ideas

The theory of business formation by Reitan et al is very much real in Fortnox. When coming 

to the formatting subject, Fortnox was only about planning and adjusting their ideas, but 

moved progressively forward according to the schema. The different three phases overlap 

each other in many aspects. The Microsoft UK project group developed the formation theory 
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one step further. When the formation theory holds within the boundaries of 5, Microsoft UK 

expands them into over 10 steps. This showed that the need for tests and analyses(also 

decentralization ) is most crucial when developing and researching a more complex system. 

5.4 Conceptualization

The companies have started a very structural way of working. The development that has been 

brought out has been mostly because of the desire to expand and to finally be more efficient. 

E. Turban et al theory on CFS’s in the initial stages of e-business initiative, this can very 

much be related to the procedures that Fortnox were following. The company had specified 

their product and needed to move on to analyse what should be kept and vice versa. On the 

side of Microsoft UK it is easy to see that the idea was stated, but the product was to be open 

for further development. In theory most of the aspects that aree brought about by Turban et al. 

is considered by both companies, and some were not to be configured until the opportunities 

were given. It was not certain which system platform that was going to be used, so the 

security aspects were rather hard to work out until they were confident of the choice. In the 

case of “Call me” service, it is to reveal normal problems, which is according to the theory by 

S.Ghosh about the info logical needs between customer and program.

The strategy that Fortnox and Microsoft UK approach the customers with had controlled 

many of the aspects which are brought up in the model of A. Philsgårds theory by stating the 

idea and checking it against the possibilities. Both Fortnox and Microsoft UK kept a pretty 

good use of the different aspects of the theory by Nonoka I, regarding renewing and re-

engineering. This was a somewhat underlying strategy that would be kept up during all the 

procedures. Both Microsoft and Fortnox proceeded holding on to the first stage of idea 

making tills their ideas had covered the ground which was necessary, mainly because of the 

great complicity of their programs to be. When analysing the information as from Langefors 

theory I find similarities in that of precedence and associating the processes before the actual 

implementing.
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5.5 Implementation

Both companies had their share of difficulties before the prototyping. Fortnox had to, during 

the implementation phase, run the process all over again which delayed the progress. The 

people involved in this phase where not only employees of Fortnox, in the matter of long time 

employees, but Fortnox also outsourced the matter of website design and implementation. 

Microsoft UK had much of their analyses done by sources outside of the group, this not only 

gave a better understanding in the matter but also fresh results and feedbacks. Policies where 

made to better set ground rules for the work that would follow in both companies. When 

comparing stage two and three of Reitan’s theory with Fortnox procedures, the following is 

found. Fortnox attached great value to this processes, because they put so much time in to it. 

The ideas was tested for years, and then finally adjusted if needed, to best serve the purpose. 

Later when the ideas were ready to be implemented, the product had to be run through tests 

before running the prototype. The same applies for Microsoft UK which through a lot of 

feedback from both customers and different agencies where able to improve their strategy to 

best fit the needs of their goal. One thing that the theory of Philsgård shows, is the learning 

company, the learning company is the one which learn more and more as they go along. This 

is mostly seen when something goes wrong or when something goes extraordinary. It is 

mostly seen when something is tested.

5.6 Stabilization

The last phase that the company is in now has brought many new ideas to better uphold and 

follow their strategy.46 To best keep your company stable you must always return to the pre-

phases the company has gone through. This process is called renewing, and is used at all 

stages in both companies as explained by N. Bandyo-Padhyay. This process is used in both 

engineering and re- engineering processes and products. The best way to find out if something 

isn’t working or is low prioritised is through the clients, this is found in both Fortnox and 

Microsoft UK. Fortnox has a clear idea of what their clients want or don’t  through the 

support and service that the company offers. Fortnox has a web administrator which is 

updating and upgrading the webpage at all time. Because of the present mentality of people, 

Fortnox sells their products in physical stores and not only on the web. But the use of their 

products is only through the web. The webpage that was developed for the first time back in 
                                                
46 In any developing process there must be a ending phase, when writing this thesis, I adjusted my self to the theories, witch 
could enhance the future picture.
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2003, did not meet the criteria’s of the original strategy. So a make over was in place. Fortnox 

sets much weight on communications, the company must be able to communicate internally 

as well as externally. 

Microsoft UK had their prototype ready in the summer of 2003, but the design and user 

friendlieness was to be tested by a divesity in customers, which allowed them to release the 

pilot version in February of 2004. 

The webpage is the tool which the company of Fortnox is built around, it is easy to see when 

the product is web-based, the clients are web-users and that  almost all of the service and 

support are given through the web, that the company is totally bound to the internet. This 

creates the great availability and furthermore a great need for updating and upgrading the 

webpage more often than almost anything. This is the core idea and is surrounded by the 

CSF´s that S. Ghosh et al. created, the list of factors are all very embedded in the process of 

handling the webpage for Fortnox In the year of 2003 and according to the theory of 

formation in the early stages by Reitan et al. Fortnox decided to implement their ideas.

The customers can get in touch with Fortnox service and support by taking one of rather many 

ways, they can call and ask for help, appointments etc. In the late 2003 Fortnox released their 

final product and the result was to be upholding the goals. Fortnox did not have the possibility 

to validate their ideas before stage three and four, this because that they needed to create a 

pilot version, but as Microsoft UK they also created creative designs over the site and tested it 

toward the customers needs.

It is clear that there were testing of ideas against the factors which would be relevant. In 

Fortnox case the aspects were customers, user abilities and costs. All of these factors were to 

be tested, just as according to Reitan theory Fortnox started to stabilize their ideas and 

processes so they would be able to move to the next step. In the Adviser case study it is found 

that the most influence has been done by the user friendlyness. The technical, design were 

both arranged to best fit the user friendly –ness in the usabilty aspect. The greatest goal was to 

give a certain online satisfaction. During these processes fortnox standardized different 

processes and subject to better uphold their main business idea. 

During the whole process Fortnox has been able to go through considerable changes due to 

problems or insignificant occurrences. Regarding the theory N. Bandyo-Padhyay we see 
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clearly that Fortnox has taking the process a step further. Fortnox has developed the strategy 

process to complete procedures, if they see fit, long before the theory that N. Bandyo-Padhyay 

brought up. The adviser project was in vision, a break through in a larger area of Customer 

relation management which has been applied in a larger scale, which required a lot more work 

if to bee successful. One certain aspect is the reappearing test environments that the results 

had to go through this is also much represented by Turban et al. theories.

Through the different phases of creating their businesses both companies have been cautious 

when acting in areas which are not familiar.
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6. Conclusion

I will account for the conclusions that I have made from my study, the structure will be a little 

vague, mostly because of the small number of company that I have studied.

Some aspects of e-business are exactly the same as in ordinary business, and as it has been for 

hundreds of years. First and foremost there must be an idea, whether its and existing or new 

one. Second there is the owner of the product which is trying to sell it through some kind of 

business, for the market to sustain there also must be a buyer (or a party that wishes to acquire 

the service). This is a two way relationship. The tricky thing about the market is that there 

always is some kind of competition. Then we have competition, which where best put by Karl 

Marx.47 The companies which I have studied have brought the e-business idea to its fullest

extent. The things that are most familiar in the theories have also been most common in the

different studies.

Through studying into the area in which one wishes to make its break through, he or she must 

be prepared. Preparations is important in everything that the person does, the different aspect 

which must be analyzed differs from market to market. This is why it is more important to 

acknowledge what you do not know and then trying to get familiar with this so you can then 

improve what you already know. 

There are according to the theories, concluded, three stages which a company must go 

through. The first is the conceptualisation phase, which holds the potential of making the rest 

of the phases great or really terrible. According to the theories and that which has been proven 

right, the company which tries to have a good planning often has a better starting point. This 

allows them to a broader perspective than the ones without good planning and idea 

development.  From this I will conclude that the companies which follows some guidelines 

about idea planning and processing, will have a greater chance of regretting them selves 

                                                
47 “the man before wants to buy as cheap as possible, the latter wants to sell as expensive as possible, the result of this 

concurrence will be how the balance will set, up on the mentioned parties above” 

http://www.marxists.org/svenska/mforum/bokarkiv/0004.htm )
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before its to late. It is to great importance that there is a specific process management, because 

this is in many ways weightlifting, from the staff and personal involved.

Then we have the implementation, without a good planning the company has no chance of 

surviving this phase whole. And the third, which is the standardisation, it includes the 

formalisation and the normalisation of procedures and actions. I found that Fortnox had 

followed a pattern which was very similar to the one described above. Here we see a great the 

last phase which holds the idea of not re- inventing the wheel

The ideas of engineering used by both companies have come to show that the theories have 

flaws, for example the theory of Self-renewal by Nonoka. I find in both cases that the renewal 

idea must be activated and presented at all time to be working. To use it best I find that it must 

be described as an intelligent organisation feature. The company which tries to have good 

CRM and BI overall finds that the rest of the work will go by easier than expected. This 

because of many more aspects regarded before they even have occurred. As Langefors 

explains there must exist a coherent formation of the systems, the different companies have 

been able to understand its importance and its far-reaching implications for the development 

of information systems and issues of knowledge, information, language, and human 

interpretation.48 Also the businesses must try to find a better standardisation process for the 

different aspects which will be regarded by the systems external environment.

The homepage of Fortnox is in progress, which it may always be. The webpage is similar to 

any other strategies when explained by Nonoka in the interest of globalisation, and it fits the 

strategy  which it is build upon. The self renewal is on a smaller stage, but in a very much 

larger output. According to N. Bandyo-Padhyay, the website is explained as the greatest tools 

that Fortnox have and would be regarded as a strategic business idea. If this is not working 

something must be done, or else it might fall. What is learned from first try can be applied in 

second try to improve the processes of design, technical area, and also prototyping. Even

though one never made if pass the first stage. As further down the road the company goes, 

when planning and implementing, there is a significant differ in their knowledge, as Philsgård 

explained the company must be carefull when formatting their ideas.

                                                
48 Börje Langefors 1995, ”Essays on Infology” student literature, page 38
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7. Discussions and reflections

Here I will connect the theory, result and analysis. First I will have a general discussion 

about the study. And then I will discuss a little about sources as well as discussions about the 

problems that I set out to research.

7.1 General reflections

In this study I realized that it is very hard to find appropriate companies that may encourage 

this research. I have countered many companies which have not have time to meet my 

requirements. One aspect of this whole study which must be taken under consideration is that

the more advanced one thing is, it is clearly harder to develop and to maintain. Many 

companies have had simple but very good strategies, which has worked very much in their 

favour. Companies which have a little bit more advanced procedures and solutions must often 

take more aspect under consideration but this is more or less a complexity issue. Strategies 

must at all time be followed or/and renewed. The fact that standard solutions are to be used in 

some places does not make them general solutions for all situations. I think that the internet is 

a wonderful tool which can not only help to create visions but also to help realize them, and 

put them in to motion. I still believe after reading a lot of cases and theories that people has 

not really understood the capabilities of the Internet, many companies that have not even 

started to do e-business may have lost some ground to others that have, because of the 

ignorance. Some one once said; It is better to try it and fail to never have tried it at all,. I 

finally composed two studies of two cases which have been revised in this thesis. Most of 

theories by Börje Langefors have been very interesting to study, furthermore Langefors 

directs its research not only to information systems which it may seem like. Langefors’s 

theories are to be studied from an organizational perspective of the formation of organisations 

and relates very much to the purpose of this thesis.

7.2 Believability factors

I have had much respect for the authors and made comparative studies by trying to find 

different theoreticians which theorized in the same area, this made me find the areas which 
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were most relevant and imperative in the different theories, thus a better believability. the 

theories by Philsgård et al. and N. Bandyo-Padhyay are very much alike, but there are 

differences between them which not only shows that they are not fully acceptable, but when 

completed with each other it is able to find little aspects that other wise wouldn’t have been 

found. I also chose to give the same view from two different scientists, which can empower 

the first look on this study.

Regarding the sources of my empirical information, I have come to find that for me to find 

high quality information, I would have to interview the whole company and study their way 

of working from day one, until the present. That’s why I find that the factor of believability is 

rather high, but is inconsistent. I found that the company which I studied turned out to be 

rather helpful and not at all what I expected from the beginning. I have tried to as best of my 

knowledge follow the studies first strategy, even though I didn’t have the possibility to make 

a few more

7.2.1 Sources

The areas in which I have researched have not had much literature which I could directly 

perform my study upon. There may always be some smaller negativity in the sources, or 

maybe sometimes even mistakes, but I have tried to confront the sources in times like the 

interviews, and in other occasions, when finding theories. The theories which I have based 

this study upon have all been studied in advance, so they would meet some criteria’s, first of 

all, they should be comprehensive, and also well written. The theories should be relevant to 

the area. And also they should be able to be falsified. The result of this study would have been 

more consisted if there would have been more companies which cooperated. Unfortunately I 

had only two projects which I could study and analyse. About the employees whom I have 

interviewed, both well educated, and part of the staff at the company, one was part of the 

board of directors, At least involved in some kind of developing manner. The quality of the 

material is pretty good, partially because of the recordings that I made, which gave me plenty 

of time to sit down and analyse their statements, and compare them from time to time. I have 

also had the chance to make phone calls to the Jens Collskog, to question him about further 

things. Unfortunately the process have not been on the same level when revising the 

Microsoft UK case of “Adviser”, I have had to rely very much on the facts presented by Alex 

Barnett, which were involved in the project.
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7.2.2 The Method

When choosing the method to work with, there is always a problem. By choosing one method 

you probably choose out another. I have tried to keep a pretty informal perspective of looking 

at this. I have made my hermetical study, and found it to be rather giving. At the same time I 

found that maybe a positivistic study may not have given me the result that I wished for. So I 

am pretty satisfied with my choice in the matter.

My method allowed me to limit myself to certain companies, and at the same time to certain 

theories. This made it even more simple when analysing the data. During the study I have 

encountered a few problems. First and foremost I had difficulties with finding relevant 

literature and information. This was solved through expansion in horizons regarding the area 

which I was searching for. Then I encountered maybe the biggest problem yet, which was 

finding a few more cases to study. I found that it was very difficult to solve this problem 

which forced me in to making an investigating report of two projects instead. I found this to 

give just as much experience in the matter. I believe that the studies I made created a much 

better view of this thesis that it would have without it. This gives a real life investigation to 

the readers, and may also ease the read a little bit.

7.3 Suggestions for further research

Here I will present some ideas for areas that need to be explored. It can be compiled in 

continued studies of the case or in whole new ones. It could be written in a grade of bachelor 

or master thesis.

What differences there are between an e-business to the full extent and partially. This study 

may be in a practical case. More interviews if possible, the differences that must be showed, 

are the strategic one. One heavy aspect is the costs.  The costs from the starting point to the 

normalisation.
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The rise and fall of an e-business – are there any general connections between why a 

company can be success full, and why not. A good suggestion is to find a company which 

have followed for the critical success factors.

The resemblance between the formation of and e-business and an information system – Try to 

connect the different threads of formatting processes. Complex theories on information 

processing and e-business formation may be analysed. 
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Appendix a: Interview guide

What is the company’s business idea?
a. The business area
b. Goals and visions

E-business
c. When was the company started?
d. What encouraged the transition?
e. Which preparations did you have to make?
f. Strategies?
g. Where there anything that you wanted to but couldn’t?
h. How was this stage administrated?

i. Plans, money, time etc.

i. Where there any areas in which you needed help or outsourced?
j. Anything that you didn’t want to do, if so then why?

What procedure did you have when creating the web site?

k. Which preparations before the transit/ transformation?
i. Market related strategies, if any?

l. How much time and development put in to which areas?
i. Cliental

ii. Products
iii. Markets
iv. Costs
v. Procedures that followed and sizes.

How did you plan for the transformation?
a. Divide this phase into different stages? 
b. How was the plans and strategies followed, what didn’t work so well?
c. How did this process work? good and bad!

Were there any larger changes that were done?
a. Anything in particular? Which was not fore seen?

The website?

a. How did you come to the form?
b. How did you end up in the form of today?
c. Was the plans fulfilled? Interface, shopping and marketing?

vi. Advertisement?
vii. Have you made this process more than once?

d. What were the customers supposed to be able to do on the site?
viii. What aspects can you describe regarding communications?

What aspects of security were imperative?
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Appendix B. Idea creation process by A. Philgård

- Which needs does there exist, that can be satisfied?

o What needs would the idea satisfy?

 For example, the need to be entertained.

- Whose need?

o Find your customer area through the following 

consideration:

 Age

 Gender

 Social class

 Location

- With what?

o Your offers. I.e. your product/service.

- By what means?

o How are you going to do so, supply chain and so on!
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Appendix C: Critical success factors of E-commerce initiative

- Specific product or/and services traded.

- Top management support

- Project team reflecting various functional areas

- Customer acceptance

- User-friendly web interface

- Integration with the corporate legacy systems

- Security and control of the E-commerce system

- Competition and market situation

- Pilot project and corporate knowledge

- Promotion and internal communication

- Cost of the E-commerce project

- Level of trust between buyers and sellers
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