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Abstract  
An embryonic number of micro multinationals successfully internationalizing 
their businesses captured numerous researchers and managers by surprise. 
Undeniably, these micro multinationals, a small, self-starting company that 
is born global and leveraging the technology of the Internet successfully 
internationalize creating a new evolution to the international business 
landscapes. The pre-tests and pilot study look into the preliminary roles of 
value creation and reputation and the moderating role of environmental 
dynamism in inducing the internationalization success of the micro 
multinationals from the online business owner’s start-ups or the managers’ 
perspectives. Using resource-based view (RBV) theory and international 
performance model i.e. export performance, a framework was deduced. The 
study draws on a study of exploratory nature using a quantitative method. 
Non-probability sampling using a convenience method was used. The 
sample for the pilot study was derived from 33 online business community 
members, but 3 were excluded due to limited experience and knowledge 
relevant to the study. This study used Partial Least Square-Structured 
Equation Modeling (PLS-SEM) analysis. The findings indicate that except 
for one item in the environmental dynamism construct, all other items in the 
construct of value creation, reputation, and environmental dynamism 
demonstrate internal consistency, indicator reliability, convergent validity, 
and discriminant validity. Therefore, the pilot test indicates that there is no 
issue of validity and reliability of the instrument. 

 
Keywords: Value creation, Reputation, Environmental dynamism, resource-
based View (RBV), and Export performance. 
 

1.0 Introduction  
Asia is leading the global e-commerce business-to-consumer 

(B2C) sales by representing close to 10 percent of the total goods 
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and services sold over the Internet (Sainul, 2016). Indeed, micro, 
small and medium enterprises account for up to 33% of GDP and 
45% of total employment in emerging economies, and these numbers 
are respectively between 62% and 64% in high-income countries 
(The World Bank Group, 2015; Saleem, 2013). Worldwide, there are 
about 420 to 510 million enterprises categorically fall under micro, 
small and medium-size, out of which between 80% to 95% of them 
are located in low and middle-income countries (ILO, 2015). 
Undeniably, research has shown that the Internet swiftly aids many of 
these micro and small companies to attain considerable returns and 
cash flow (Gabrielsson & Kirpalani, 2004). The Internet can lessen 
the liability of foreignness and newness (Kotha, Rindova, & 
Rothaermel, 2001) and resource inadequacy of small enterprises, and 
consequently contribute to rapid internationalization (Arenius, Sasi, & 
Gabrielsson, 2005). Compared to small and medium-sized 
enterprises (SMEs), micro multinationals being small and nimble have 
the benefits by leveraging the Internet technology conducting 
businesses in a single market, such as the proficiency to capitalize 
global differences in skills, knowledge, and costs of labor as well as 
operating around the clock across various time-zones (Subramaniam, 
2014; Varian, 2011). 

Studies on the firm’s international business success are rapidly 
shifting the importance from tangible to intangible factors due to the 
understanding of the incredible potential of intangible resources 
(Zigan & Zeglat, 2010). In new business ventures, for instance, an 
effort to embrace intangible factors in the business plan for a full 
assessment of the potential has been seriously considered (Diaz De 
Leo & Guild, 2003). Inevitably, expanding the business to other 
markets becomes critical to success (Eberhard, 2014). However, 
there is no agreement in the literature concerning whether intangible 
resources of the firm like the creation of value and reputation would 
lead to success for micro multinationals that are born global and 
leveraging the Internet technology. The born global firm is described 
as a business organization since inception, seeks to derive significant 
competitive advantage from the use of tangible and intangible 
resources and the sale of outputs in multiple countries (Oviatt & 
McDougall, 1994; Shrader, Oviatt, & McDougall, 2000). Some 
investigators stated that internal resources are the most significant 
obstacles troubling micro and small firms going to international 
markets (OECD, 2006). Micro and small firms are at substantial 
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shortcoming in contrast to large and well-known firms to 
internationalize due to the liability of newness and liability of 
smallness such as lacking in internal resources and capabilities of 
marketing and finances (Lee, Kelley, Lee, & Lee, 2012). Therefore, 
some scholars (Sapienza, Autio, George, & Zahra, 2006; Sleuwaegen 
& Onkelinx, 2014) suggest that new international ventures are 
regarded by high failure rates since their inception. Rogoff, Lee, and 
Sub (2004) also postulate that there is a great discrepancy in the 
literature on the causes of small businesses' success or failure. 

As a result, pre-test and pilot tests were conducted in this 
study to examine the validity and reliability of the survey instruments 
and to recognize the real conditions of the impact assessment. This 
would allow the researcher to expect possible problems and be able 
to revise the undertaking on the actual research. The key purpose of 
conducting a pilot study is to assess the feasibility of a small study 
and later aids in the design of a confirmatory study (Johanson & 
Brooks, 2010). Therefore, this paper presents the result of the pilot 
test about the intangible resources’ roles in inducing micro 
multinationals en route for internationalization success.  

 
2.0 A Review of The Literature 

Numerous studies intended to discover in what manner 
resources such as assets, competencies, practices, and knowledge 
explain SMEs' export undertakings and how these resources result in 
competitive advantage (Westhead, Wright, & Ucbasaran, 2001; 
Zahra, Matherne, & Carleton, 2003). The bulk of the research was 
grounded on resource-based theory underlining the unique, 
inimitable, and explicit to firm resources that contribute to better 
performance and success of the firm (Korsakiene & Diskiene, 2015). 
Considering the firm as a bundle of resources, scholars, therefore, 
determine that some resources are imperative for the 
internationalization of SMEs (Hitt, Bierman, Uhlenbruck, & Shimizu, 
2006). Organizational intangible resources comprise of innovation or 
value creation, reputation, and knowledge (Barney, 1991; Peng, 
2001). These are firm-specific advantages and capabilities. This study 
centers on firm-level only. International business is interpreted as a 
firm-level phenomenon that takes place beyond national borders (Hult 
et al., 2008). Firm-level variables are the most studied precursors to 
born global success or performance (Chen, Sousa, & He, 2016). 
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Various theories born global researchers have adopted as the 
foundation for their studies. The most notable theory is the resource-
based view (RBV) of the firm (Wernerfelt, 1984). Zhang, Tansuhaj, 
and McCullough (2009), and Knight and Cavusgil (2004) for example, 
embraced RBV in particular by discussing that intangible assets play 
a crucial role for born global mainly due to their inadequate tangible 
assets. Another framework is born global studies looking at the export 
performance of firms (Aaby & Slater, 1989). Using this exemplary 
model, Moen (2002) integrates firm characteristics including 
resources, strategy be it tangible or intangible, environment and 
competencies, as latent determinants of export behavior and 
performance to examine the transformation concerning born global 
and less internationalized firms. The resource-based view (RBV) of 
the firm has grown into a prominent theoretical perspective in latest 
international business (IB) research as well as in the information 
systems (IS) literature since the mid-1990s and is increasingly being 
used in the field of e-commerce (Pedro, Ricardo, Euripidis, 2011; 
Yang, Xun, & He, 2015). The RBV particularly offers direction on 
recognizing the input of numerous technologies that may influence 
organizational performance (Santhanam & Hartono, 2003). There are 
two different interpretations of a resource-based view. One is a value 
creation theory (Peteraf & Barney, 2003); the other one is a 
competitive advantage theory (Wernerfelt, 1984). RBV points out that 
intangible resources, or intangibles, stimulate value creation 
(Penrose, 1959). A conundrum of RBV is that these exact resources 
that cause value creation are dodging scrutiny (Barney, 2001). 
Undeniably, since intangibles are immaterial, scholars cannot simply 
segregate, detect, or measure them (Lev, 2007). How then are 
scholars able to progress RBV through empirical research that 
examines intangibles? To address this question, scholars generally 
advocate unidisciplinary and measurement focused resolutions 
(Venkatraman & Grant, 1986). Explicitly, scholars encourage the 
practice of psychometric approaches to assess constructs (Boyd, 
Gove, & Hitt, 2007). 

In recent years, value creation and reputation have continued 
to be a heavily discussed topic in the fields of marketing (Anker, 
Sparks, Moutinho, & Grönroos, 2015; Matthyssens, Bocconcelli, 
Pagano, & Quintens, 2015) and international business (Deshpande, 
Svetina, & Zhu, 2012; Jensen & Petersen, 2014). In terms of the 
success of the internationalization of firms, plenty of definitions can be 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 24 (S1), 2020 

173 
 

found (Cavusgil & Zou, 1994; Liu & Fu, 2011). In general, they denote 
the export performance of a firm. Specifically, export performance is 
defined as the degree of satisfaction of companies when it comes to 
international sales and their overall performance in the international 
export market (Cadogan, Kuivalainen, & Sundqvist, 2009; Racela, 
Chaikittisilpa, & Thoumrungroje, 2007). As such, the researcher takes 
into consideration the broader concept of micro multinational's 
success when referring to export performance and the success of an 
export venture. Furthermore, the researcher adopts the view of Zou, 
Taylor, and Osland (1998), who consider the success of the 
internationalization of one product and one export market. Following 
the explanation is given earlier by Cadogan et al. (2009) and Racela 
et al. (2007), the researcher adopts their view on the success of 
internationalization of services include strategic performance and the 
satisfaction of the firm with the export venture. The study aimed to 
ascertain to what magnitude the value creation could be associated 
with the intangible success of micro multinationals that are born 
global and leveraging the Internet technology (Amit & Zott, 2001; Zott 
& Amit, 2007). Many scholars have discussed that the primary driver 
of firms is value creation (Galvagno & Dalli, 2014; Sirmon, Hitt, & 
Ireland, 2007). Value is created by individuals and firms through 
actions such as a novel way of doing business may be difficult to 
quantify until the value is appropriated i.e. generating profit, selling 
outputs in a foreign country or venturing to the international market 
(internationalization) (Ghoshal & Moran, 1996; Hitt, Hoskisson, & 
Ireland, 1994). A few illustrations of such value creation processes 
can be the transfer of capabilities, the creation of alliances, product 
development, and strategic decision making including 
internationalization (Eisenhardt & Martin, 2000; Zhou, Yim, & Tse, 
2005). Nowadays, new value creation sources are being originated as 
a result of the availability of virtual markets. Amit and Zott’s (2001) 
measured the elements using 7 point Likert-type scale encompassing 
statements concerning the four value drivers of the model such as 
novelty, lock-in, complementarities, and efficiency. These four 
domains exemplify assemblies of dynamics that can heighten the total 
value created by ecommerce. Novelty is achieved when new 
transaction structures, content, etc. are introduced. Efficiency is 
achieved when the costs per activity are diminished e.g. search cost, 
selection range, simplicity, etc. Complementarities are achieved 
whenever a bundle of goods is provided together. Lock-in is achieved 
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when customers are motivated to engage in repeat transactions and 
when strategic partners have incentives to maintain and improve their 
associations. 

Additionally, reputation is also viewed as something valuable 
and significant to a firm (Fombrun, 1996; Fombrun & Van Riel, 1997). 
Reputation can be considered as the marquee for success for many 
firms (Nica, 2014). It is common for young or new companies to be 
lacking in reputation because these companies have no history 
(Nicolò, 2015). Reputation systems are playing a major role on the 
Internet. It helps to foster trust among strangers using Internet 
services. The function of reputation systems is to facilitate trust and 
by making the systems more noticeable (Jøsang, Ismail, & Boyd, 
2007; Resnick Zeckhauser, Friedman, & Kuwabara, 2000). Galbreath 
(2005) established that intangibles such as organizational and 
reputation assets do influence more significantly to a firm’s success 
than tangible assets. Reputation is a vital component of a company’s 
value and a key measure of performance of success, functioning as a 
mechanism that decreases uncertainty for customers and increases 
marketing effectiveness, customer satisfaction, and customer base 
(Kotha et al., 2001). While traditional measures of success remain 
important, nonfinancial measures such as distinction of quality in 
product and service, images and branding, social responsibility, 
leadership, and corporate citizenship have emerged as critical parts 
of benchmarking for company reputation (Lai, Chiu, Yang, & Pai, 
2010). Reputation is also a key factor to ensure the growth and 
success of the companies (Berens & Van Riel, 2004). To overcome 
constraints, small companies take different initiatives to successfully 
internationalize by leveraging international partners or networks such 
as PayPal, Facebook, and other's reputation (Lu & Beamish, 2006; 
Saihani, Wan Rashid, Kamaluddin, & Rosnan, 2016). Raithel and 
Schwaiger (2015) support that companies should select reliable 
international partners to have a better reputation. Many of the studies 
identified a positive relationship between the added reputation of the 
company and success including Pangankar (2008), Myers and 
Alexander (2007), and Lu and Beamish (2006). Reputation is a 
strategic intangible asset as it creates trustworthiness from all the 
stakeholders and therefore impacts positively on business success 
(Freeman, 1984). As Barnett, Jermier, and Lafferty (2006) pointed 
out, identity, image, and reputation are still often used 
interchangeably. 
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This study adapts the definition of corporate reputation by 
Fombrun (1996) and Schwaiger (2004). Components of the reputation 
in this study comprised of company reputation which describes a 
respectable or honorable organization that treats all the stakeholders 
such as employees, competitors, suppliers, and customers fairly, and 
is trustworthy; make clear commitments and uphold them over time 
which garners admiration. Besides, having a quality reputation and 
reliable products or services that are safe as well as providing quality 
service levels that fit the needs of customers are also important in 
reputation building. Furthermore, a firm can build a positive reputation 
for possessing particular capabilities over time by consistently 
meeting or exceeding the expectations of stakeholders along the 
relevant dimension being evaluated, whether its performance on 
export growth and success, research and development output, etc. 
Besides, having a good brand name for the company, supporting 
social causes together with ethical business practices may impact 
stakeholders’ perception about the company which is one of the 
foundations of reputation to achieve business success. 

Environmental dynamism denotes the frequency of change 
and the occurrence of the elements of instability within an 
environment (Carvalho & Rossetto, 2014; Chan, Yee, Dai, & Lim, 
2016). Various authors have paid attention to how the environment 
affects organizational performance (Bluedorn, Johnson, Cartwright, & 
Barringer, 1994; Goll & Rasheed, 2004). Pfeffer and Salancik (1978) 
further assert that the business environment is a significant source of 
organizations’ resources, such as product and services, personnel, 
finances, and information. Exporting also benefits micro multinationals 
that are born global to attain stability through efficient market 
diversification (Barker & Kaynak, 1992). The firm, therefore, will make 
an effort to manage dynamism in its local environment and lessen the 
causes of turbulence by going international (Hitt et al., 1994) and 
becoming an agile exporter. Given that, the measurement of 
environmental dynamism has been virtually employed in past studies 
on smaller-sized firms (Covin & Covin, 1990; Miller & Friesen, 1984). 
Academics have witnessed export success has been directly affected 
by the dynamic of the business environment (Balabanis & Katsikea, 
2003; Yeoh & Jeong, 1995; Zahra & Garvis, 2000). Moreover, Zahra 
and Garvis (2000) reckon that environmental dynamism can have a 
substantial impact on a firm’s capability to be successful in 
international markets. By the same token, many export studies 
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researchers (Bonaccorsi, 1992; Chetty & Hamilton, 1993; Naidu & 
Prasad, 1994) have discovered that a firm market environment 
together with its degree of hostility, dynamism, diversity, and 
munificence are connected with export success. Indeed, researchers 
have confidence that the competitive landscape of international 
markets might have a strong influence on a new venture success 
(McGahan & Porter, 1997; Scherer & Ross, 1990). Furthermore, firms 
tend to function extremely well in more dynamic and competitive 
environments than in more stable surroundings (Sousa, 2004). 
Despite the abundance of positive findings on the moderating role of 
environmental dynamism, there are numerous reasons to question 
whether its role is suitable in most situations and environments. While 
dynamism may generate prospects for growth, it also carries 
turbulence that can weaken the venture's performance (Slater & 
Narver, 1994). Decreasing the adverse impact of environmental 
ambiguity due to dynamism is the utmost significant managerial 
challenge (Grant & Baden-Fuller, 1995). On a positive note, 
environmental dynamism and the subsequent turbulence can force a 
new venture to internationalize successfully (Oviatt & McDougall, 
1994). 

Much debate, however, has pondered on what creates and 
triggers success (Rogoff et al., 2004) and how performance should be 
termed and measured, mainly from the perspective of small 
businesses. Some scholars have termed success as being 
comparable to sustained business and failure comparable to 
terminated business (Watson, Hogarth-Scott, & Wilson, 1998). 
Though, this explanation is one-dimensional as companies may 
terminate their business operations for various motives other than 
financial fiasco (Headd, 2003; Stokes & Blackburn, 2002). Others 
perceive success from the angle of profitability or growth (O’Gorman, 
2001; Perren, 2000). Regrettably, this view is thorny for a small 
business when an array of goals are aggressively being pursued 
(Jarvis, Curran, Kitching, & Lightfoot, 2000). Simpson et al. (2012) on 
the other hand, postulate that business success is strictly interrelated 
to business performance. Business performance is an occurrence of 
assorted facets that is hard to measure (Aragon-Sanchez & Sanchez-
Marin, 2005). Hence, success in business is an issue of judgment and 
may be linked to the owner-manager intuition and observation on 
whether the objectives are met or exceeded, some of which may be 
crucial for success (Simpson, Padmore, & Newman, 2012). Although 
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both self-report techniques such as satisfaction with performance and 
performance concerning competitors were identified to be 
challenging, they consistently being employed by researchers in 
subjective measures performance-related studies (Alpkan, Yimaz, & 
Kaya, 2007). Hart, Stevensen, and Dial (1995) concluded that it is not 
possible to measure the success of a new company on the grounds of 
merely conventional financial indicators. Some scholars like 
Katsikeas, Piercy, and Ioannidis (1996), Zou et al. (1998), 
Gerschewski and Xiao (2015), and Sousa (2004) support the use of 
subjective and noneconomic or nonfinancial measures for export 
performance. 

Out of the past literature discussed previously, a conceptual 
model was developed for this study. The conceptual model as shown 
in Figure 1 is initiated through various combinations of theories, 
concepts, seminal works, and integration of models. They are 
adapted from predominant studies in value creation in e-commerce 
e.g. novelty, lock-in, complementarities, and efficiency (Amit & Zott, 
2001; Zott & Amit, 2007), reputation e.g. quality reputation, 
responsibility reputation, capability reputation, and company 
reputation (Fombrun, 1996; Schwaiger, 2004), environmental 
dynamism (Dess & Beard, 1984; Laanti, Gabrielsson, & Gabrielsson, 
2007; Miller & Dröge, 1986), internationalization success by adapting 
subjective measures of export performance (Gençtürk & Kotabe, 
2001; Katsikeas et al., 1996; Knight & Cavusgil, 2004; Oviatt & 
McDougall, 1994; Sousa, 2004; Zou et al., 1998). 
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Figure 13 : Conceptual Model 

3.0 Methodology 
Bryman and Bell (2007) stated that pre-testing of an instrument 

is vital, as it provides signs of how well the questions flow and 
develops instrument understanding, while it allows the researcher to 
refer the sufficiency of instructions to the respondents. The process of 
pre-testing is critical to determine the instrument’s content validity 
(Straub, 1989). Verifying content validity is highly crucial, as it reveals 
the suitability of the items on the instrument for measuring constructs 
(Lewis, Templeton, & Byrd, 2005). Every other item should be 
representative of the construct and widely cover all aspects of the 
construct. This study follows the recommendations of Lewis et al. 
(2005) to ascertain content validity by leading a pre-test and a pilot-
test. Typically, several items generated must tap into the domain of 
construct where the items must be evaluated with the literature and 
then followed by expertise judgment as well as a pilot test which must 
be performed to refine the pool item (Churchill, 1979; Churchill & 
Iacobucci, 2005). The current study adopted one of the common ways 
employed by Zaichkowsky (1985). Moreover, it is ideal to have a 
series of pre-testing with other diverse groups of experts (Straub, 
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1989). Through the pre-testing stage, experts are permitted to 
ascertain items that might be added or removed from the instrument 
and make recommendations for improvements (Lewis et al., 2005). 

In this study, the pre-test was done in two steps. First, a 
number of experts in their field were identified for their opinions 
relating to the intangible success of born global new Internet ventures 
and the questionnaire design. Second, a pre-test survey was 
performed using undergraduate students to assess the measurement 
properties and the relationships identified in the structural model. Five 
panels of experts were identified in the first group for this study.  The 
panel of experts was two experts in research who have a doctorate 
degree, one SMEs expert holding a senior managerial position from a 
local financial institution, one successful business owner in operating 
and managing an international franchise and one successful business 
owner in operating and managing Internet business at international 
level.  They were given the definition of each value creation in e-
commerce and reputation variables or dimensions with the former 
include novelty, lock-in, complementarities and efficiency and the 
latter include company reputation, quality reputation, capability 
reputation and responsibility reputation as well as environmental 
dynamism with a list of items intended to measure each of them 
towards the internationalization success.  Each of the items is 
reviewed by the experts for its content, scope, and purpose. Experts 
are asked to comment on various aspects of the survey design such 
as the clarity or ambiguity of definitions, item representativeness, 
appropriateness of the scale, and clarity of instructions. The pre-tests 
are conducted to establish the questionnaire’s content validity. As a 
result, ten minor wording changes were made; no items were 
removed or added, and one new question each on filter section and 
business strategies were added to the web survey from the 
discussions with experts.  

In the second group, a total of 29 undergraduate students from 
an International Business program and who had taken an e-
commerce subject participated in the pre-test survey. This group of 
student was chosen due to their knowledge and exposure to 
international business, global business strategy, and e-commerce 
which are relevant to this study.  The use of student populations is 
prevalent in e-commerce studies (Chang & Cheung, 2001; Gefen, 
2002; Lin & Lu, 2000; Magal & Mirchandani, 2001).  Students were 
approached personally by the researcher and briefed about the pre-
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test. The presence of the researcher is important to identify and 
respond immediately to difficulties with interpretation of questions. 
During the pre-test session, the emphasis is placed on identifying 
items that respondents find difficult to answer; and the flow of the web 
survey or any design issues. Attention also is given to the instructions 
stated to the respondents on the web survey. At the end of the pre-
test session, students are required to provide a written comment 
about issues on the wording of items, the web survey flow, and 
design as well as clarity of instructions. Based on the students’ 
comments, several changes were made to the design of the web 
survey. Some of the difficult questions were changed and examples 
were added to the bracket. Further changes also were made to the 
flow of the questions. Respondents suggested that the question 
should be put in sections rather than listing all the questions on one 
page. After the pre-testing phase, the instrument was pilot-tested 
again using respondents that are almost similar to the real survey 
sample. 

After the pre-test of the research instrument, a pilot survey 
needs to be administered to appraise further and purify the instrument 
(Lewis et al., 2005). The main aim of the pilot survey is to detect any 
problems associated with the measures and web survey design from 
the perspective of a similar target sample. The pilot survey follows the 
procedures of the real data collection phase.  The items of the 
questionnaire were measured on seven-point Likert scale. Using 
social media such as Facebook, online business community members 
are invited through an invitation thread via convenience sampling 
method and some are invited through referrals. A hyperlink is inserted 
within the invitation thread linking participants to the web survey page. 
Lastly, participants are requested to provide comments on the web 
survey.  There were minor questions asked in the business strategies 
section but no major problems were found in understanding the web 
survey instructions and items. 

 
4.0 Findings and Discussion 

A total of 100 invitation links to a web survey page were 
randomly sent and distributed to online business community in 
Facebook. Out of 100 distributed web survey, only 33 online business 
community members participated in the pilot study, but three were 
excluded because their experience and knowledge relevant to the 
study were limited.  Present literature advocates that a pilot study 
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sample should be 10% of the sample projected for the larger parent 
study (Connelly, 2008; Treece & Treece, 1982). Though, Hertzog 
(2008) cautions that various studies are susceptible to numerous 
factors. Nonetheless, Isaac and Michael (1995) suggested 10 to 30 
participants; Hill (1998) also suggested 10 to 30 participants for pilots 
in Internet survey research. Overall, the total sample size is 30 as 
shown in Table 1.  Among them, 56.7% were business owners, 70% 
were male, 53.3% were between 31 and 40 years old, 83.3% have a 
bachelor’s degree, 90% were generation Y or Millennial (born 
between 1980 and 1995) and 63.3% have more than 5 years but less 
than 10 years of experience in international e-commerce transactions. 

 
Table 1 : Respondent Demographic Information for Pilot Survey 

Demographic Frequency 
(n=30) 

Percentage 
(%) 

Job Title   
Business owner 
Manager 

17 
13 

56.7 
43.3 

Gender   
Male  
Female 

21 
9 

70.0 
30.0 

Age   
Less than 21 years 
21 - 30 years 
31 - 40 years 
More than 40 years 

0 
13 
16 
1 

0.0 
43.3 
53.3 
3.3 

Education   
Certificate 
Diploma 
Degree 
Masters 
Others 

0 
3 
25 
2 
0 

0.0 
10.0 
83.3 
6.7 
0.0 

Generation group   
Baby Boomers (born between 1946 and 1964) 
Gen X (born between 1965 and 1979) 
Gen Y (Millennial) (born between 1980 and 1995) 
Gen Z  (born 1996 onwards) 

0 
3 
27 
0 

0.0 
10.0 
90.0 
0.0 

Experience in international e-commerce transactions 
Less than 2 years 
2 to 5 years 
More than 5 years but less than 10 years 
More than 10 years 

0 
8 
19 
3 

0.0 
26.7 
63.3 
10.0 
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SmartPLS 3.0 (Ringle, da Silva, & Bido, 2015) is then used to 
evaluate both the measurement and structural model. PLS is suitable 
for handling small sample sizes (Straub, Loch, Evaristo, Karahanna, 
& Srite, 2002). The measurement model is estimated using a 
bootstrapping technique where it generates 5000 samples, and in this 
case, based on the 30 cases were used (Hair, Hult, Ringle, & 
Sarstedt, 2016). The three tables below (see Table 2, 3 and 4) 
indicate and summarize all of the assessment conducted for the pilot 
study. 

 
Table 2 : Convergent Validity of the Pilot Study 
Construct Items Loadings CR AVE 
Novelty 
  
  

C1 0.799 0.872 
  

0.695 
  C2 0.837 

C3 0.863 
Lock-in 
  
  

D1 0.935 0.948 
  

0.859 
  D2 0.909 

D3 0.936 
Complementarities 
  
  

E1 0.836 0.91 
  

0.771 
  E2 0.872 

E3 0.924 
Efficiency 
  
  

F1 0.915 0.943 
  

0.847 
  F2 0.924 

F3 0.923 
Company Reputation 
  
  

G1 0.852 0.92 
  

0.794 
  G2 0.903 

G3 0.917 
Quality Reputation 
  
  

H1 0.914 0.959 
  

0.887 
  H2 0.944 

H3 0.967 
Capability Reputation 
  
  

I1 0.969 0.973 
  

0.922 
  I2 0.964 

I3 0.948 
Responsibility Reputation 
  

J1 0.939 0.938 
  

0.834 
  J2 0.873 

J3 0.927 
Environmental Dynamism 
  
  

K1 0.674 0.893 
 
  

0.679 
 
  

K2 0.838 
K3 0.869 
K4 0.898 

Internationalization Success  
  
  

L1 0.919 0.964 
 
  

0.87 
 
  

L2 0.947 
L3 0.908 
L4 0.956 
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Table 3 : Discriminant Validity of the Pilot Study 
 Construct 1 2 3 4 5 6 7 8 9 10 
1. Internationalization 

Success 
0.933 

         

2. Capability  
Reputation 

0.664 0.960 
        

3. Company  
Reputation 

0.524 0.731 0.891 
       

4. Complementarities 0.466 0.801 0.690 0.878 
      

5. Efficiency 0.484 0.694 0.845 0.825 0.920 
     

6. Environmental  
Dynamism 

0.646 0.829 0.798 0.787 0.746 0.824 
    

7. Lock-in 0.414 0.725 0.837 0.652 0.770 0.733 0.927 
   

8. Novelty 0.417 0.510 0.419 0.448 0.370 0.498 0.377 0.833 
  

9. Quality  
Reputation 

0.624 0.899 0.848 0.816 0.842 0.822 0.844 0.531 0.942 
 

10. Responsibility  
Reputation 

0.680 0.876 0.659 0.728 0.676 0.698 0.714 0.430 0.886 0.913 

 
The square root of the average variance extracted (AVE) is on 

the diagonal and in bold. Results indicate satisfactory reliability and 
validity of the measures.  Thus, they meet the requirements to 
conduct the actual data collection.  

 
Table 4 : Summary of the Assessment Conducted on the Measurement 
Model for Pilot Study 

 Assessment Criterion Result Comment 
1 Internal 

consistency 
Composit
e 
reliability 
(CR) 

CR value for all 
constructs’ ranges from 
0.872 to 0.973. 

Exceeded 0.7 (exploratory 
study), thus 
demonstrating internal 
consistency. 

2 Indicator 
reliability 

Indicator 
loadings 

Except for one item in 
environmental dynamism 
construct (0.674), all 
other items loading 
exceed 0.7, ranging 
from 0.799 to 0.969. All 
items are considered 
significant at less than 
0.05 levels. 

All items loaded more 
than 0.7, hence, 
demonstrating indicator 
reliability. The item that 
loaded less than 0.7 was 
retained, as dropping the 
item does not change the 
CR value significantly. 

3 Convergent 
validity 

AVE AVE value for all 
constructs’ ranges from 
0.679 to 0.922. 

Each construct has an 
AVE value more than 0.5, 
thus demonstrating 
convergent validity. 
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Table 4 : Summary of the Assessment Conducted on the Measurement 
Model for Pilot Study - continue 

 Assessment Criterion Result Comment 
4 Discriminant 

validity 
Fornell 
and 
Larcker 
criterion 

All items load with a high 
loading for its respective 
constructs. The square 
root of AVE > the 
correlations between the 
construct and other 
constructs. 

No items cross-loaded, 
and the square root AVE 
is greater than the inter-
correlations. Thus, 
demonstrating 
discriminant validity. 

 
5.0 Conclusion 

As noted earlier that the aim of this study is to conduct pre-test 
and pilot study in assessing the validity and reliability of the 
instrument of the current research prior to the preparation for large-
scale study.  The results of the pilot study reveals that the instrument 
meets the appropriate level of content validity. Therefore, in this 
study, the measurement model’s validity is satisfactory since the 
composite reliability (CR) is greater than 0.7 because it is an 
exploratory study. Except for one item in environmental dynamism, 
the rest of item’s loading is greater than 0.7 and significant at least at 
the 0.05 level.  Furthermore, the average variance extracted (AVE) 
value for each construct is larger than 0.50 and item’s loading of each 
indicator is highest for its designated construct.  Finally, the square 
root of the AVE of a construct are greater than the correlations 
between the construct and other constructs in the mode. Therefore,  it  
can  be  concluded  that  the  validation of a reflective measurement 
model of the final  instrument for 32 items derived from the 10 
constructs fulfill one of the quality criteria for an empirical work 
(Urbach & Ahlemann, 2010). 
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