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ABSTRACT

The purpose of this study was to determine the relationships between contexts and the e-
commerce adoption among SMEs in Saudi Arabia. These contexts included
organisational (firm size, attitude, innovativeness, knowledge), technology (relative
advantage, compatibility, complexity), and environmental characteristics (competition
intensity, information intensity). The study also attempted to determine the moderating
effect of culture on these relationships. Rogers’s (2003) Diffusion of Innovations Theory
and Tomatzky and Fleischer’s (1990) method were used as a basis for the framework. In
addition, Hofstede’s cultural dimensions (power distance, uncertainty avoidance,

individualism, and masculinity) were used as moderators.

A quantitative and survey research design was adopted to collect data, test hypotheses,
and answer research questions in the study. A total of 1150 questionnaires were sent to
SME owner/managers in Saudi Arabia, and 400 were retured, giving a response rate of

34.78 percent.

The results of the study revealed that attitude, firm size, competition intensity, and
information intensity had a significant, positive relationship with the e-commerce
adoption. However, knowledge and relative advantage had a significant negative
relationship with the e-commerce adoption. In addition, the results showed that power
distance, uncertainty avoidance, individualism, and masculinity had partially moderating
effect on the relationship between organisational context and e-commerce adoption and
the relationship between environmental context and e-commerce adoption. Regarding
technology context, the result showed that power distance and masculinity had partially

moderating effect on e-commerce adoption. On the contrary, the results found that

v
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uncertainty avoidance and individualism had no moderated effects.

This research adds to the existing body of knowledge on e-commerce adoption and
discovers additional contexts by offering organisational, technology, and environmental
characteristics and the moderating effect of culture on the influence of these contexts
regarding the adoption of e-commerce technology among SMEs for more informed
decisions. The OTE Model of Innovation Adoption, the Dol theory, and Hofstede’s
cultural dimensions combined to form a richer theoretical framework that guided the
understanding and prediction of e-commerce adoption among SMEs. In addition, this
study showed SME owner/managers the opportunities and benefits of e-commerce
adoption in a business environment. Furthermore, the results of the study may provide
solutions and recommendations for SMEs and governments to successfully implement e-

commerce.



ACKNOWLEDGEMENTS

All praise due to the Lord, Allah alone. I praise him, seek his aid and seek his
forgiveness. I testify that there is no god but Allah, and that Mohammed (peace be upon
him) is his slave and messenger. All grand thanks and praise to Allah for giving me the
audacity, endurance, and strength during this long process. It is with Allah’s power,

blessings, guidance, love, grace, and help that this process has been possible.

I would like to mention that this thesis is the result of the collective efforts of a number
of important and valued people who have directly or indirectly assisted and supported
me during my doctoral studies and in this present endeavor. Therefore, to these people, I
would like to express my profound gratitude and thanks and to all of them [ am greatly
beholden. It is not possible to mention every one of them, but it is unfair not to express

special gratitude to the following.

First, my profound gratitude, sincere appreciation, and thanks to my supervisor, Prof.
Dr. Rosli Mahmood, for his unfailing assistance, patience, support, and dedication Prof.
Dr. Rosli, I could hardly find the words to express my appreciation for everything you
have provided. Again, I thank you for being very patient and supportive, nourishing and
cherishing not just during my studies, but also for your help and guidance throughout my
time at The University Utara Malaysia. Your patience and willingness to talk about all
aspects of this thesis were invaluable as were your insights into the topic and your

enthusiasm for philosophical inquiry.

I also would like to express my sincere appreciation and thanks to my first colloquium

committee members, Prof. Dr. Noor Azizi Ismail and Assoc. Prof. Dr. Zulkifli

vi



Mohamed Udin, for their time, encouragement and invaluable assistance, and most
importantly, for their advices to write my research properly before my defense, which

helped me to stay on the right track.

Second, I also would like to express my sincere appreciation and thanks to my defense
committee members, Assoc. Prof. Dr. Sobri Minai, Assoc. Prof. Dr. Hartini Ahmad and
Dr. Abdul Rahim Othman, for their time, assistance and advice, and most importantly,
for their understanding during the completion process of my thesis, which helped me to

continue on the right track.

Third, my deep appreciation and very sincere special thanks go to my family for their
thoughts and prayers: my mother for her endless love and devotion; whose continuous
prayers and encouragements helped me accomplish my goals and thank you for your
patience and please forgive me for being away from you all these years. Of course, 1
would like to express my appreciation and the most heartfelt thanks to my wife (Sara)
who stood beside me and tolerated me and provided endless love, encouragement,
support, kindness, and patience throughout the long years. My love and gratitude go to
my children (Fayez, Nasser, Gala and Jana) who shared the good and bad days with me
during all these difficult years and who were denied ample time to spend with me
because of my studies. They were always supportive of me and never made me feel
guilty for putting my schoolwork first. Thank you again for your support and patience
during my extensive studies. Special thanks to my brothers for their encouragement and
support, especially my brother Fayez who sacrificed a lot to help me finish my studies;
my sisters and their husbands for their sincere wishes, love, prayers and care, especially
Mesfer; nephews for their kindness and good wishes, especially my nephew
Mohammed. May Allah keep you and provide you with good health and make all your

dreams come true.

vii



Fourth, I also would like to offer my sincere appreciation and thanks to members of the
support panel in Saudi Arabia , Prof. Dr. Said S. Al-Gahtani , Assoc. Prof. Dr.
Mohammed A Alabbas, Assoc. Prof. Dr. Abdullah T. Mallah, Assoc. Prof. Dr. Ibrahim
S. Abdullah and Assoc. Prof. Dr. Nabeel Al-Qirim for their help, comments and

supported me during my doctoral studies.

I also would like to express my sincere indebtedness for all the participants in this study
who gave me their time to share their information and opinions and complete the
surveys. Finally, I am grateful to members of General Organisation for Social Insurance
(GOSI) in Saudi Arabia, Mr. Abdul Aziz Al saif, Mr. Salem Al alyani and Mr. Salman
Alkharra'a who helped me during the data collection stages, without whom this research

would have been impossible.

Thank you and I wish you all the best in your lives.

viii



Table of Contents

PERMISSION TO USE ...ttt sttt sttt sttt st sr et il
ABSTRACT ..ottt et ettt seebe st ene e v
ACKNOWLEDGEMENTS ..ottt ntentcreeiesie sttt saesre et sen et essessebensens vi
CHAPTER ONE: INTRODUCTION ......ccociiiiiiiiiriniiiiencntenreete et 1
1.0 INEOQUCLION ..ottt et ettt s et et sae e ebae e e e sane 1
1.1 BacCKGIOUNA ......ocviiiiiii ettt ettt ettt et e e en e e eeeabaan 2
1.2 Saudi Arabia: An Interesting Case Study .......cccooveeiimiriiniiiiniecree e S
1.3 Small- and Medium-sized Enterprises (SMEs) in Saudi Arabia ...........cccccceevnieenne 10
1.4 Problem SEAteMENT.......coiiiiiiiiiiieierre sttt sttt e st et e e sabs s b s 13
1.5 ObjectiVes Of STUAY ....oeuveiieiireiieeier ettt 27
1.6 Significance of StUAY .....coooeviiiiiiiniiii e 33
1.7 Definitions and CONCEPTS ... cuiviiirriieriereeriieeiee et eteeniteesieerecesceeres e esareebereseberesaneees 34

1X



1.8 Limitations and Scope of StUAY .......cccoeviririiiinineeieece e 38

1.9 The Organisation of the Remaining Chapters...........ccocovevinireniininncieeeeseeeee e 39
CHAPTER TWO: LITERATURE REVIEW .......cociiiiiiiieiiiit e 41
2.0 INrOdUCHION ...c..oiiiiiiieiei ettt e 41
2.1 Internet History and Use in the Kingdom Of Saudi Arabia...........ccccceevvrevvirreennenne 42

2.1 1 INETOAUCHION ...ttt et s sine e e 42

2.1.2 The future of the Internet and the importance of e-commerce in Saudi Arabia

.................................................................................................................................. 45
2.1.3 The historical perspectives on Internet use by SMEs in Saudi Arabia. .......... 47
2.1.4 The current developments at Saudi SMES.........cccccooiiviriiiriioiineccieee e 49

2.1.5 Saudi Arabia’s Internet-related policy framework and SMEs’ Internet-based

10 £ 111 PO PO U RSSO P RO OTROTRRPP 52

2.1.6 Strategic focus on Saudi Arabia’s SMEs’ Internetuse......................... 55



2.2 SMEs Adopting €-COMMEICe OVEIVIEW .....ccocvvveeiieirererrerierieeeeieteeeeeeeneeeeeneeeee e e 57

2.3 Tomatzky and Fleischer OTE Model............c.oooooviiieiiiiieiiiceiiicseeeee e 62
2.3.1 Organisational CONLEXL ........ccuoruerririererueriniirtestereessareesreeeeeeaessesassesasasessesaens 63
2.3.2 TeChNOlOZY COMLEXL.....eeiierierieieeriere ettt sttt er e e e eeveeaeeeaeens 65
2.3.3 Environmental CONEXT..c..cc.eciruerriririreirreienesieeterrneteseessessesseessessessesnensenses 67

2.4 Theories/Models Related to Innovation AdOPtion.........cccccveeeivreceerereenieesiieerecenenens 69
2.4.1 Theory of Reasoned Action (TRA).......cccciviviiireieiie e 70
2.4.2 Theory of Planned Behaviour (TPB) .......ccoccooiiiiiiiii e 72
2.4.3 Technology Acceptance Model (TAM) .......ccocoriririiniinnieninee e 74
2.4.4 Diffusion of Innovation Theory (DOI) .....c..ccccvmmmmieiieeeiee e 76

2.5 The Culture EFFECt.......coo ittt e e et 85

2.6 SUMMArY Of the CHAPTIEL «..oooivtiiiiiie ettt e e s s 89

CHAPTER THREE: HYPOTHESES AND THEORETICAL DEVELOPMENT ......... 90

3.0 INErOAUCTION ...ceitie ettt ettt ettt st e s et e e s e e eabe e 90



3.1 Organisational COMIEXL .......coeuuiirieriirieniiieteseraeeeeeereeerestestesseeaeereeseeeeeteeseeseevesreenens 92

F 11 FIMMI SIZE .ottt sttt ettt et en et st neae e ere s 92
3.1.20WNer’s attitude .........coueviireiiiiiiceee et 94
3.1.3 OWNEr’S INNOVALIVENESS .....c.ecviverieeeieieaienisecesreacasatestesiessssessesessessassesseseseesenns 96
3.1.4 Owner’s technological knowledge.........cccceevivereriiiinienece e, 97
3.2 TechnOloZY COMEEXL....ouiuiiiiiiiiiiieiierceree ettt ettt 98
3.2.1 Relative advantage ........cocooviieiiienenieienicie et 98
3.2.2 CompPatibIlity ....ooeeiiiiiiiioiinie ettt e 100
3.2.3 COMPIEXIEY cevnieriircnieie et ettt ettt et e en e bt e eneeesenee 102
3.3 Environmental CONtEXT........coiriiriiiiiniiiiieniniicie e st 104
3.3.1 Information INtENSIEY .....coeveiiiiieieiie ettt e 104
3.3.2 Competition IMEENSIEY ......oiviiiiiiiriiere s et re e sr b e et s e e 105
3.4 CUIITAl CONTEXT ..ottt ettt e et e bt s stnessrn e e enneens 106
3.4.1 POWET AIStANICE ...oeeemiieetieieeeeieeiceee ettt e et srreba e 107



3.4.2 Uncertainty aVOIdanCe ........cooceeriieertiirieiiiecreenreevetesereeeeerreesveserrscereesssesnns 109

3.4.3 Individualism/COIECtIVISIM ......cceiiiiiriieeiiieieieie et 111
3.4.4 Masculinity/femininity ........ccccorvevieririerinerienr et esnens 113
CHAPTER FOUR: METHODOLOGY .....oociioiiiiiiiienin et 116
4.0 INrOQUCLION ...ttt ettt st eb ettt sba it et sae e st s s e bennansens 116
4.1 Research DESIZN.......c.ccoviiiiriiiiiriiiciinecec ettt et s 118
4.1.1 Population and SAmMplng..........ccccoveiiriernrerierenie et eie e eneens 122
4.1.2 Data Type and Collection Technige...........cccoeieeviiiininnniiniciieccc e 123
4.1.3 Research Information...........cccccoceeivieiinieniiicieiete oo e 123
4.1.4 POt StUAY ...ttt ettt ettt e 124
4.1.5 Description — Part one: Organisational COnteXt .........covevereieeieeniinnrnineenne 126
4.1.6 Description — Part two: Technology context........c..cccvviiiriiiiiiiiirniniineennns 129
4.1.7 Description — Part three: Environmental conteXt..........ccoccooveveeiiiienncnnn 130
4.1.8 Description — Part four: Cultural context.........cccourvveveriricnninincinnninnn 131

X1il



4.1.9 Description — Part five: E-commerce adoption...........c.c.coveovveeveeviecveeerennnnns 133

4.2 Data ANALYSIS ..c..eocieiirienieieiteriece ettt e er e e sttt e ettt e ereeeaseateereanee s 134
4.3 Summary of the CRAPLET .......cc.ocvieiiieie et 139
CHAPTER FIVE: DATA ANALYSES AND RESULTS .....cocooiiieiinereeeeeeeeienes 140
5.0 INFOAUCHION ....c..ouiiiiiiiiiiic ettt ettt sb s 140
5.1 Sample CharacteriStICS.......ovuerirrieriieiiereeeeeertereeereseieseeseeetesseesaesneesseesssensesaesnsens 140
5.3 Exploratory Factor ANalysis .........cccocoviiiiiiviiiiiiiiicciicerceeserc e 149
5.4 Reliability ANALYSIS...c.cooiiiiriiiiiieeieiieiieeere ettt sttt 157
5.5 Descriptive Statistics and Assessment of Normality ........ccccooveeiieeiiriininiivinicinnnnne 159
5.6 Tests Of HYPOtRESES ....ocvevuiiieiiiiieecriccttereee ettt s 161
5.7 Sociodemographic COMPATISOMS .....c..ceeerireerrieiiieereereenrcareeneenreeree st eareneeenaeseeens 205
5.8 SUMMAry Of RESUILS ....ccuuiiieei it et 208
CHAPTER SIX: DISCUSSION AND CONCLUSION ......ccccooiviniiiiiiiiiciicic v 215
6.0 INIrOAUCTION ...ttt et st et st e ne e e 215



6.1 General Characteristics OF the OWIETS.....ceeve oo e e e eeee e e e eeeeeev e e eeaeaenaas 216

6.2 General Characteristics Of SMES ........ccccovovriiiiiieiesieee s 216
6.3 The Findings of Determinant FACIOIS .........ccoccveverreciiereceeieese e 217
6.3.1 Determinant factors within the organisational conteXt..........ccceccervevirveernnen. 218
6.3.2 Determinant factors within the technology context...........c.ccerrerviircnennnene 223
6.3.3 Determinant factors within the environmental context............ccceoceervreeennen. 228
6.3.4 Determinant factors within the cultural context.............ccoceeerenniniinnnncnn. 230
6.3.4.1 POWer diStancCe ........c.ccooviriiiiiiiiiiecee e 231

6.3.4.2 Uncertainty aVoidanCe...........cccvrverreeeermieneeiienesieenneeireeiesesineeneas 234

6.3.4.3 Individualism/cCollectiViSIm........ccccovvreerienmiiciiniiee e 238

6.3.4.4 Masculinity/femininity .......c...ccocovviriiiniiiiininiiec e 241

6.4 Implications FOr ReSearch ............cccociiiiiiiiiiiiiiii e 243
6.4.1 Theoretical IMPHCAtIONS......cc.c.cuerviimiiriiiiiiicii s 244
6.4.2 Implication fOr PractiCe........coccvreviiiiiiiriiieiiienee e e 246



6.5 Limitations and Recommendations For Future Research...........ooveeveeeeeeeeieeeeeesaannnn. 251

6.5.1 LIMITALIONS «..veveveiieeteiieie et ieceie ettt st e st eete e sba e e s taesaeneeneesnessennees 251
6.5.2 Recommendations for future research ...........coccocoeeiecnnenerenneneece e 253
6.6 Concluding Remarks......c....ccooviiiiiiiniiniiiiii ettt 255
REFERENCES ...ttt ev st 258
APPENAIX A oottt ettt ettt st 289
English QUESHOMNAITE ......coouiiiiiiiiiiiieeie ettt ettt e s s e st esreeeuteernenaneens 289
ApPPendix B . ... 298
ATabiC QUESHIONNAITE .....eeovereiiieiii ettt et see e et eneesmaestessane sineenessaes 298

xvi



List of Tables

Table 2.1 SME Business Opportunities and Customer Benefits Of E-commerce........... 59
Table 2.2 Some Selected Studies Focusing on SMES...........cccccvevvvviiieieeiceeceeeeeeee. 61
Table 2.3 Studies That Have Used DOI ..ot 84
Table 4.1 Contexts and Variables Name..........ccccooevceriirerinieneniirienee e 118
Table 4.2 Numbers of Firms and Percentages in Area’s Location .........cccccveevvinennee.. 121
Table 4.3 Sample Size Determination..........cooceeiiuirrerrienirniieieecenee e eeeseeseeeeeeeseeans 138
Table 4.4 Contexts of the QUESIONNAITE. ..........ceciiieiiiiiiieiiiiei et 124
Table 4.5 Firm Profile ..o 126
Table 4.6 Owner CharacteriStiCs . .......ooouermiiriieiiiirciiece ettt 126
Table 4.7 Variables and Questions of the Organisational Context............c.cceecevreernen. 127
Table 4.8 Variables and Questions of the Technology Context........ccoccceeviieirnurnneeennn. 129
Table 4.9 Variables and Questions of the Environmental Context...........cc.cccvvveievncnes 130
Table 4.10 Variables and Questions of the Cultural Context ...........ccccovvvivviiiiinennnnen. 131

XVii



Table 4.11 Variables and Questions of the e-commerce ConteXt...........cocovvvivvercrrensn.. 133

Table 4.12 Reliability ANalYSiS........cccovvevieiiiiiiicieciicee ettt ettt eae e 136
Table 5.1 Frequencies and Percentages for Number of Employees (N = 400).............. 141
Table 5.2 Frequencies and Percentages for Location (N=400)..........cc..cccoeevervvevereennnns 142
Table 5.3Frequencies and Percentages for Web Site (N =400) ........ccccoocevveevriecnecenenns 143
Table 5.4 Frequencies and Percentages for Gender (N =400) ........c.cccoovvvirennvnencnne. 144
Table 5.5 Frequencies and Percentages for Age (N =400) .....cccoooiiiiiieniiiiniiieieeeene 145
Table 5.6 Frequencies and Percentages for Education (N =400)..........cccocvivvnienenn 146
Table 5.7 Frequencies and Percentages for Owner’s Tenure (N =400).........cc.coce..... 147
Table 5.8 Response Rate of the Questionnaires.............ooceeeeeeieneeciirienennecnineenennenens 149
Table 5.9 Factor Loadings for Seyal and Rahman (2003) Items ........c.occoveeiienricnnnnn 150
Table 5.10 Factor Loadings for Thong and Yap (1995) Items .......cocccoiviiiiiiiiinnnn 152
Table 5.11 Factor Loadings for Dorfman and Howell (1988) Item...............ccoenienn. 153
Table 5.12 Factor Loadings for Innovativeness [tems............ccccooiiiniiniinininn 155

XViil



Table 5.13 Factor Loadings for e-commerce Items ...........c..coeevvveeieciiiiieiiiiicceeene, 157

Table 5.14 Cronbach’s Alpha Reliabilities for Scales (N =400) ..........cceeveevevireenen, 158
Table 5.15 Descriptive Statistics for SCales.......ccviviiirinnininiiiiieeeeeer e 160
Table 5.16 Correlations Between e-commerce and Other Scales............cccccoevieeeneennnns 161

Table 5.17 Regression Model for Predicting e-commerce from all Independent Variables

(Hypotheses 1-9) ..c.ouiiiiiiieeeee ettt ettt 166

Table 5.18 Regression Model for Predicting e-commerce from Organisational and Power

Distance and Their Interactions (Hypothesis 10).......cooovevereiinieenenrcciiiienieeens 169

Table 5.19 Regression Model for Predicting e-commerce from Technology and Power

Distance and Their Interactions (Hypothesis 11)....cccccooiriiiiiiiiiniiiiee e, 172

Table 5.20 Regression Model for Predicting e-commerce from Environment and Power

Distance and Their Interactions (Hypothesis 12).........coccoooveviiiiiiiieenennineenneens 175

Table 5.21 Regression Model for Predicting e-commerce from Organisational and

Uncertainty Avoidance and Their Interactions (Hypothesis 13) .........ccoccoevenene 178

Table 5.22 Regression Model for Predicting e-commerce From Technology and
Uncertainty Avoidance and Their Interactions (Hypothesis 14) ... 182

X1X



Table 5.23 Regression Model for Predicting E-commerce from Environment and

Uncertainty Avoidance and Their Interactions (Hypothesis 15) ...........ccccvevinene. 184

Table 5.24 Regression Model for Predicting e-commerce from Organisation and

Individualism/Collectivism and Their Interactions (Hypothesis 16)..................... 188

Table 5.25 Regression Model for Predicting e-commerce From Technology and

Individualism/Collectivism and Their Interactions (Hypothesis 17)..................... 191

Table 5.26 Regression Model for Predicting e-commerce From Environment and

Individualism/Collectivism and Their Interactions (Hypothesis 18)..................... 193

Table 5.27 Regression Model for Predicting e-commerce From Organisational and

Masculinity/Femininity and Their Interactions (Hypothesis 19)...........c.......c... 196

Table 5.28 Regression Model for Predicting e-commercefrom Technology and

Masculinity/Femininity and Their Interactions (Hypothesis 20)............cccccoeueeneee. 200

Table 5.29 Regression Model for Predicting e-commercefrom Environment and

Masculinity/Femininity and Their Interactions (Hypothesis 21)...........c.....oo. 204

Table 5.30 Significant ANOVA Results for Differences in e-commerceScores on

Sociodemographic Variables ..........c.ccoceviviiiiiiiiiniii 207

XX



List of Figures

Figure 1.1 Internet User Growth 2001- 2007 in Saudi Arabia .............c.cccovvievvcueeeennnn. 8
Figure 1.2 E-readiness Rankings, 2005, 2006, 2007, 2008 ........cccocveveiiimeeeeeeeeeeeeeeeeeene. 9
Figure 2.1 Theoretical Framework Based on OTE Model...........cc.ccooovvievieiinirirenne. 63
Figure 2.2 Hofstede’s (1980) Model of Cultural Differences..........c.cc.cocveeivveeecneennnnne. 66
Figure 2.3 The Theory of Reasoned ACHON.......cceccvevviviviiierierieie et 71
Figure 2.4 The Theory of Planned Behaviour ............c.cccoooiiiinnininiinneeeeeee 72
Figure 2.5 The Technology Acceptance Model............ccoocoiiiiiiiiiiiiiiiii e, 74
Figure 2.6 Rogers’ Innovation Adoption CUIVE ..........cccvvirieiieieiieeiene e 78
Figure 2.7 Diffusion of Innovation Process Model ...........cc..cocivinininiinininniciiiecnens 79
Figure 2.8 Attributes of INNOVAION .......ccoiiiieiiiiee e 83
Figure 3.1 The Proposed Research Model and Hypothesised Relationships................... 91
Figure 5.1Percentages of Number of Employees..................oo 141
Figure 5.2 Percentages of participants from different locations..............c..ccooeviniiiinns 142

XX1



Figure 5.3Percentages of Participants Whose Firm Had a Web Site............................. 143

Figure 5.4 Percentages of Participants by Gender ..............ccocooioiiioiiiiieiieiccc e, 144
Figure 5.5 Percentages of Participants in Different Age Groups...........ccccceevvvevrverenn... 145
Figure 5.6 Percentages of Participants at Different Levels of Education....................... 147

Figure 5.7 Percentages of Different Groups of Owner’s Tenure 5.2 Response Rate ... 148

Figure 5.8 Scatterplot of Standardised Residuals and Standardised Predicted Values for

Regression for Testing Hypotheses 1=9.........ocvvioiiiiiiicieiiicie s 165

Figure 5.9 Significant Interaction Between Power Distance and Size of Firm in

Predicting e-commerce Adoption Among SMES.........c.ccocivviiiiiniiniiiiie e 170

Figure 5.10 Significant Interaction Between Power Distance and Compatibility in

Predicting e-commerce Adoption Among SMES.........ccccceviinirviniiiininnnicins 173

Figure 5.11 Significant Interaction Between Power Distance and Information Intensity in

Predicting e-commerce Adoption Among SMESs.......c..c.ccoiivvinn 176

Figure 5.12 Significant Interaction Between Uncertainty Avoidance and Knowledge in

Predicting e-commerce Adoption Among SMES..........c.ccccooiiiniiiniiii 179

xXx1i



Figure 5.13 Significant Interaction Between Uncertainty Avoidance and Innovativeness

in Predicting e-commerce Adoption Among SMES ...........cccoevvviiiceiiiviececenenes 180

Figure 5.14 Significant interaction Between Uncertainty Avoidance and Information

Intensity in Predicting e-commerce Adoption Among SMES .......ccc..cccooevennnenn.. 185

Figure 5.15 Significant interaction Between Uncertainty Avoidance and Competition

Intensity in Predicting e-commerce Adoption Among SMES ........cccoccevuverivennnnn. 186

Figure 5.16 Significant Interaction Between Individualism/Collectivism and

Innovativeness in Predicting e-commerce Adoption Among SMEs..................... 189

Figure 5.17 Significant Interaction Between Individualism/Collectivism and

Competition Intensity in Predicting e-commerce Adoption Among SMEs .......... 194

Figure 5.18 Significant Interaction Between Masculinity/Femininity and Size of Firm in

Predicting e-commerce Adoption Among SMEs.........cccccoviiiniiniiniinninne e 197

Figure 5.19 Significant Interaction Between Masculinity/Femininity and Innovativeness

in Predicting e-commerceAdoption Among SMES .........cccociniviiinnninne 198

Figure 5.20 Significant Interaction Between Masculinity/Femininity and Compatibility

in Predicting e-commerceAdoption Among SMEs .....c...ccoocvvviiiiiiiinini, 202

XX1il



Figure 5.21 Significant Interaction Between Masculinity/Femininity and Information

Intensity in Predicting e-commerceAdoption Among SMEs ..........cccccceviennn.

XX1V



CHAPTER ONE: INTRODUCTION

1.0 Introduction

The rapid advancements and developments in the information and communication
technology (ICT) sphere that have taken place, and continue to occur have changed the
entire scenario of the way business is done. These accelerations in ICT have transformed
the industry structure and taken the competitiveness in the market to a new level. This
transformation has no doubt created more opportunities, but it has also posed a threat for
small and medium enterprises (SMEs) of being run over by large and high-profile
companies and enterprises, as the SMEs still lag far behind in strategy development and
implementation (Schlemmer & Webb, 2009). However, the adoption of e-commerce is
not a universal solution to the generation of profit opportunities. It is a technology that,
with its set of powerful tools which if used with prudence can be a part of any industry’s
competitive strategy that will enhance and enable it to gain a competitive advantage over
its competitors (Egan, Clancy, & O'Toole, 2003; Porter, 2001; Soliman & Janz, 2004,

Li, 2008).
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