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ABSTRACT

Despite the huge government effort spent, the performance of Small and medium
enterprise (SME) in Malaysia has not been in tandem with the pace of other nations. In
this light, e-commerce offers the resolution to improve the SME performance. However,
the e-commerce technology available in Malaysia has not been fully utilized. This
research focuses on SMEs’ adoption of technology and its impacts on their performance.
This research examines the relationships among performance expectancy, effort
expectancy, social influence, facilitating condition, perceived risk, use of e-commerce
and SME performance. The research framework has been developed based on
Resource-Based View (RBV) and Unified Theory of Acceptance & Use of Technology
(UTAUT). The research data were collected from Malaysian SMEs operators who
adopted e-commerce. A total of 1,595 companies were studied. Out of which 202
questionnaires were returned. This research used census sampling technique while the
data were analyzed by using the SPSS 20 and SmartPLS 3.0 to examine its
measurement model and structural model. The results showed that performance
expectancy, effort expectancy, facilitating conditions and perceived risk have a
significant direct relationship with the use of e-commerce, except social influence. The
use of e-commerce has shown a significant direct relationship with SME performance.
Besides that, the use of e-commerce as a mediating variable revealed that with the
significant use of e-commerce by SMEs, performance expectancy, effort expectancy,
facilitating conditions and perceived risk influenced SME performance except social
influence. Thus, the findings of this research provide important insights to policy-
makers, researcher and industry players to create further understanding on the impact
of e-commerce adoption on SMEs performance.

Keywords: Use of e-commerce, SME performance, RBV, UTAUT, perceived risk,
SMEs.



ABSTRAK

Di sebalik usaha gigih yang telah dilakukan oleh pihak kerajaan, prestasi Perusahaan
Kecil dan Sederhana (PKS) di Malaysia masih tidak seiring dengan negara-negara lain.
Oleh sebab itu, e-dagang menawarkan penyelesaian untuk meningkatkan prestasi PKS.
Walau bagaimanapun, teknologi e-dagang yang ada di Malaysia tidak digunakan
sepenuhnya. Kajian ini memberi tumpuan kepada penggunaan teknologi e-dagang dan
kesannya terhadap prestasi PKS. Kajian ini menyelidik hubungan antara jangkaan
prestasi, jangkaan usaha, pengaruh sosial, keadaan kemudahan, tanggapan risiko,
penggunaan e-dagang dan prestasi PKS. Rangka kerja kajian ini adalah berdasarkan
kepada Pandangan Berasaskan Sumber (RBV) dan Penggabungan Teori Penerimaan &
Penggunaan Teknologi (UTAUT). Data diperolehi daripada PKS Malaysia yang
menggunakan e-dagang. Sebanyak 1,595 syarikat telah diteliti dan hanya 202 soal
selidik dikembalikan. Kajian ini menggunakan teknik persampelan bancian. Data
dianalisis dengan menggunakan SPSS 20 dan SmartPLS 3.0 untuk mengkaji model
pengukuran dan model strukturnya. Hasil kajian menunjukkan bahawa jangkaan
prestasi, jangkaan usaha, keadaan kemudahan dan tanggapan risiko mempunyai
hubungan langsung yang ketara dengan penggunaan e-dagang kecuali pengaruh sosial.
Penggunaan e-dagang menunjukkan hubungan langsung yang ketara dengan prestasi
PKS. Selain itu, penggunaan e-dagang sebagai pemboleh ubah perantara menunjukkan
bahawa dengan penggunaan e-dagang yang ketara oleh PKS, jangkaan prestasi,
jangkaan usaha, keadaan kemudahan dan anggapan risiko mempengaruhi prestasi PKS
kecuali pengaruh sosial. Oleh itu, dapatan kajian ini memberikan pandangan penting
kepada pembuat dasar, penyelidik dan pakar industri untuk lebih memahami impak
faktor penggunaan e-dagang terhadap prestasi PKS.

Kata kunci: Penggunana E-dagang, prestasi PKS, RBV, UTAUT, tanggapan risiko,
PKS.
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CHAPTER ONE

INTRODUCTION

This chapter introduces the study. The first chapter of this dissertation describes the
overall idea, starting with the background of the study, problem statement, research
questions, research objectives, and continuing with the discussion of the scope of the

study, the significance of the study and the definition of key terms.

1.1  Background of the Study

Globally, most governments have realized that Small and Medium-sized Enterprises
(SMEs) have an economic value in jobs creation, poverty reduction, regional
development and Growth Domestic Product (GDP) improvement (Ayyagari et al.,
2007). They have posted the opportunity which may grow from SMEs to future large
companies and corporations (Abouzeedan, 2011), hence, the wealth of a nation and

growth of economies are highly dependable on the SMEs performance.

Generally, in most of the countries, SMEs make up 95 percent of the economy
(Kotelnikov, 2007). For example, 99.8 percent of the established firms in Europe are
SMEs which these SMEs create two-thirds of employment (Carayannis et al., 2006).
While in Malaysia, SMEs account for 98.5 percent or 907,065 of total businesses
established (SME Corporation Malaysia [SME Corp], 2017). On average, SMEs
contribute to almost 50 percent of the GDP in high-income countries (Ayyagari et al.,

2011) while Malaysian SMEs contribute 36.6 percent of the country’s GDP with the
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APPENDIX
Table A1.1
Research questions, research objectives and hypothesis

Research Questions Research Objectives Hypothesis
Does performance expectancy | To examine the relationships Performance
H1 have the relationship with the | between performance expectancy has an
use of e-commerce? expectancy and use of e- influence on the use of
commerce e-commerce
Does effort expectancy have | To examine the relationships Effort expectancy has
H2 | the relationship with the use of | between effort expectancy and | an influence on the use
e-commerce? use of e-commerce of e-commerce
Does social influence have the | To examine the relationships Social influence has an
H3 | relationship with the use of e- | social influence and use of e- influence on the use of
commerce? commerce e-commerce
Does facilitating condition | To examine the relationships Facilitating condition
H4 | have the relationship with the | between facilitating condition | has an influence on the
use of e-commerce? and use of e-commerce use of e-commerce
Does perceived risk have the | To examine the relationships Perceived risk has an
HS5 | relationship with the use of e- | between perceived risk and influence on the use of
commerce? use of e-commerce e-commerce
Does use of e-commerce has a | To examine the relationships Use of e-commerce has
H6 | relationship with SME | between use of e-commerce an influence on SME
performance? and SME performance performance
The relationship
between performance
H7a expectation ar}d SME
performance is
mediated by the use of
e-commerce
The relationship
between effort
H7b expectation ar}d SME
performance is
. mediated by the use of
Does use of e-commerce | Toexamine the use of e- Y
) . . . e-commerce
mediate the relationship | commerce mediation on the - -
. . The relationship
between performance | relationship between .
between social
expectancy, effort | performance expectancy, .
sy, . influence and SME
H7¢ | expectancy, social influence, | effort expectancy, social .
el . . . rep e performance is
facilitating condition and | influence, facilitating .
. . .. . . mediated by the use of
perceived risk on SME | condition and perceived risk
e-commerce
performance? on SME performance - -
The relationship
between facilitating
ndition ME
H7d conditio and.S
performance is
mediated by the use of
e-commerce
The relationship
between perceived risk
H7e and SME performance
is mediated by the use
of e-commerce
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Table A1.2
Estimated Item Listing Number in Lelong.my on 7" January 2017

engage in a given behavior

Categories Estimated Listing

1 Phone & Tablet 116,820
2 Electronics & Appliances 72,300
3 Fashion 129,420
4  Beauty & Personal Cares 45,540
5 Watches & Clocks 36,900
6 Home & Gardening 71,880
7 Sports & Recreation 32,220
8 Books & Comics 47,520
9 Computer & Software 161,040
10 Camera & Camcorder 31,080
11 Jewelry & Accessories 18,060
12 Baby, Kids, Mum 22,860
13 Cars & Transport 74,100
14 Food & Beverages 5,220

15 Pet Supplies 9,960

Table A1.3
Definition of Key Terms
Key Term Definition Source
Behavioral 4 .per‘son’s pefc'eived peibood F)r Venkatesh et
Intention (BI) subjective probability that he or she will al.. 2003

Business
performance

The reflection of the perspective of
strategic management effectiveness, is a
subset of the overall concept of
organizational effectiveness

Venkatraman &

Ramanujam,
1986

Business-to-
Business (B2B)

The activities when business entities or
organizations participate with  other
businesses or organizations to do e-
commerce

Turban et al.,
2008

Business-to-
Consumers (B2C)

The activities when a business or
organization entity provides products or
services to individual customers

Turban et al.,
2008

Consumer-to-
Business (C2B)

A type of e-commerce in which individuals
use the Internet to sell products or services
to organizations, as well as, individuals
who seek sellers to bid on products or
services they need

Turban et al.,
2008
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Economical Risk

Perceived economic risk arises from the
perception of possible economic loss due to

Koenig-Lewis

(ER) . : et al. 2010
transaction error or faulty operation.
Effort Expectation | The degree of ease associated with the use | Venkatesh et
(EE) of the system. al., 2003
The monetary process of buying, selling,
Electronic transferring, or exchanging products, | Turban et al.,
Commerce (EC) services, and/or information based on the | 2008
following prevailing conditions
The degree to which an individual believes
Facilitating that an organizational and technical | Venkatesh et
Conditions (FC) infrastructure exists to support the use of | al., 2003
the system.
Functional Risk The perceived functional risk lies in the Wessels &

(FR)

perception of possible lack of service
reliability or accessibility

Drennan, 2010

Location-based
Commerce (L-
commerce)

A type of m-commerce transactions
targeted to individuals in specific locations,
at specific times are known as location-
based commerce

Turban et al.,
2008

Mobile Commerce
(M-commerce)

A type of e-commerce transactions and
activities conducted in full or in part in a
wireless environment

Turban et al.,
2008

Perceived risk (PR)

A perception refers to an individual’s
subjective expectation of potential issues
while conducting monetary transactions
over mobile IT services. PR is “the
perception of uncertainty and adverse
consequences resulting from a given
activity

Forsythe et al.,
2006

Performance
Expectation (PE)

The degree to which an individual believes
that using the system will help him or her
to attain gains in job performance

Venkatesh et
al., 2003

Security Risk (SR)

The perceived security risk of mobile
financial services lies in the perception of
potential harm due to electronic fraud or
hacker attacks

Mallat, 2007;
Mallat et al.,
2006

SME Performance
(SP)

A critical factor for effective management
to which an operation fulfills the
performance and meet the needs of the
customers

Salaheldin,
2009; Slack et
al., 2001
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Social Influence
(SD

The degree to which an individual
perceives that important others believe he
or she should use the new system.

Venkatesh et
al., 2003

Social network

A type of websites that allow visitors to
register and connect to other registered

Thelwall, 2008

websites members in order to communicate or share
resources

Unified th f

rtied theory O A consolidated model extensively used to

acceptance and use ) e , Venkatesh et
explain an individual’s acceptance and use

of technology of a technolo al., 2003

(UTAUT) 24

Use behavior (UB)

or attitude towards
using technology
(ATUT).

An individual’s liking, enjoyment, joy, and
pleasure associated with technology use

Venkatesh et
al., 2003
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Table A3.1
Operationalized Construct: Performance Expectancy

OPERATIONALIZATION OF VARIBLES

a. Construct Name Performance Expectancy (PE)

b. Operational Definition The degree to which an individual believes that using the
system will help him or her to attain gains in job
performance (Venkatesh et al., 2003).

c. Objective To measure the extent which SME believes that utilizing
the e-commerce will help to attain gains in SME task
performance.

d. Variable Type Independent Variable

e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 =
strongly agree)

f. Type of Analysis Descriptive statistics

g Cronbach Alpha 0.91-0.92

Item | Original Construct/Item Adapted Item Sources

Davis 1989;
Perceived Usefulness: . Davis et al,
- Using the e-commerce would .
PE1 | Using the system would enhance enhance mv business effoctiveness 1989;
my effectiveness on the job. Yy DUSIRESS ' Venkatesh et al.,
2003
Davis, 1989;
Perceived Usefulness: Davis et al,
. | My Company e .
PE2 | I would find the system useful in My Com i wogld i t.hat ¢ 1989;
: commerce is useful in my business.
my job. S “w Venkatesh et al.,
2003
Relative Advantage: . . Moore &
3 7 Using the e-commerce increases my | Benbasat, 1991;
PE3 | Using the system increases my . — v
[\ business productivity. Venkatesh et al.,
productivity. —
2003
: ] Moore &
Relative Advantage: Using the e-commerce enables my
- —_— . Benbasat, 1991;
PE4 | Using the system enables me to | staff to accomplish transactions
. . . Venkatesh et al.,
accomplish tasks more quickly. more quickly. 2003
Job-it: Use of the e-commerce can decrease Thompso.n el
Use of the system can decrease . —_— . al., 1991;
PES . . the time needed for my business
the time needed for my important , = | Venkateshetal.,
. o transaction.
job responsibilities. _ 2003
Outcome Expectation: If mv company uscs the e-commerce Compeau &
If I use the system... | MLV COMPANY ——— ——— | Higgins, 1995;
PE6 o . it will increase the quality of sales of
3. I will increase the quality of v business Venkatesh et al.,
output of my job. Y DUSIIESS. 2003

208




Table A3.2
Operationalized Construct: Effort Expectancy

OPERATIONALIZATION OF VARIBLES

a. Construct Name Effort Expectancy (EE)

b. Operational Definition The degree of ease associated with the use of the
system (Venkatesh ef al., 2003).

c. Objective To measure the extent which SME believes that
learning to use the e-commerce will not require
significant effort.

d. Variable Type Independent Variable

e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 =
strongly agree)

f. Type of Analysis Descriptive statistics

g Cronbach Alpha 0.90-0.94

Item | Original Construct/Item Adapted Item Sources

Davis 1989;
Perceived Ease of Use: . Davis et al.,
EE1 | Learning to operate the system Learning to use the e-commerce 1989;
would be easy for me. would be casy for my staff. Venkatesh et
al., 2003
Davis 1989;
Perceived Ease of Use: My staff interaction with the e- | Davis et al,
EE2 | My interaction with the system | commerce would be clear and | 1989;
would be clear and understandable. | understandable. Venkatesh et
al., 2003
Davis 1989;
Perceived Ease of Use: Davis et al.,
EE3 | It would be easy for me to become %)tec‘g]gqlg(;kitl)le fu?zizlsifr(i; eri};m%czo 1989;
skillful at using the system. ————— | Venkatesh et
al., 2003
Davis 1989;
EE4 Perceived Ease of Use: My staff would find e-commerce easy ]1)9218‘/; et al,
I would find the system easy to use. | to use. Venkatesh et
al., 2003
_p_y_Co.m lexity: . Using the e-commerce involves less Thompso.n e
EES Usmg th.e system 1nvo ves too mpch time doing business _transaction. al, 1991,
time doing mechanical operations [Reverse order from original item] Venkatesh et
(for example, data input) al., 2003
Com plex1ty of t.he Serv1c.e: . | The e-commerce is simple in nature. | Burnham et
EE6 | This service is complicated in S
nature. [Reverse order from original item] al., 2003
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Table A3.3
Operationalized Construct: Social Influence

OPERATIONALIZATION OF VARIBLES

a. Construct Name Social Influence (SI)

b. Operational Definition The degree to which an individual perceives that important
others believe he or she should use the new system
(Venkatesh et al., 2003).

c. Objective To measure the extent which SME perceives that their peers
directly or indirectly influence them to use e-commerce in
their business.

d. Variable Type Independent Variable

e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 = strongly
agree)

f. Type of Analysis Descriptive statistics

g Cronbach Alpha 0.88-0.94

Item | Original Construct/Item Adapted Item Sources

Social Influence:
SI1 I feel people around me would | I feel people around me would encourage | Tai & Ku,
encourage me to use mobile | my company to use e-commerce. 2013
stock trading.
Subjective Norm: . . )
; People who are important to the company | Ajzen, 1991;
SI2 People who are important to would think that my company should use e- | Venkatesh et
me think that I should use the = ¢
commerce. al., 2003
system. " .
Moore &
Image:
. T\ . Benbassat,
SI3 People in my organization who | 4 _coempany which uses the e-commerce 1991
use the system have more | has more prestige than those who do not. ’
restige than those who do not Venkatesh et
PR ; al., 2003
Adtitude T(.)ward RVorcol- My company likes to learn about others’
Mouth (Online): - 3
- , | using the e-commerce experience (from | Khare et al.,
SI4 | I like to learn about others - . .
. blog, review, comment, business magazine | 2011
product and service | - )
experiences. o
Attitude Toward the Website Moore &
(Image): . Benbassat,
SIS | People in my personal ﬁ%ﬁyﬁ?ﬁh uses the e-commerce 1991;
environment who use this gnp ' Venkatesh &
website have a high profile. Davis, 2000
Social Factor: My company uses the e-commerce because | Thompson et
SI6 I use the system because of the | of my peers for example business | al., 1991;
proportion of coworkers who | partners/competitors also using the e- | Venkatesh et
use the system. commerce. al., 2003
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Table A3.4
Operationalized Construct: Facilitating Conditions

OPERATIONALIZATION OF VARIBLES

a. Construct Name Facilitating Conditions (FC)

b. Operational Definition The degree to which an individual believes that an
organizational and technical infrastructure exists to support
the use of the system (Venkatesh et al., 2003)

c. Objective To measure the extent which SME perceives that the
existing external or internal organizational and technical
infrastructure to support them to use e-commerce.

d. Variable Type Independent Variable

e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 = strongly
agree)

f. Type of Analysis Descriptive statistics

g Cronbach Alpha 0.83-0.87

Item | Original Construct/Item Adapted Item Sources

. . Ajzen, 1991;
IC)f)l:t?:le' d Behavioral My company has the resources | Taylor & Todd
FCl1 | & necessary to use the e-commerce for | 1995a, 1995b;
I have the resources necessary —_
example man power, capital, etc. Venkatesh et
to use the system.
al., 2003
Perceived Behavioral
Control: Given the government resources (for | Ajzen, 1991;
Given the resources, | example SME Corp, training, subsidies, | Taylor & Todd
FC2 | opportunities and knowledge it | etc.), opportunities and knowledge it | 1995a, 1995b;
takes to use the system, it | takes to use the system, it would be easy | Venkatesh et
would be easy for me to use the | for my company to use the e-commerce. | al., 2003
system.
Facilitatine Conditions: Quldance was.avallable to my company | Thompson et
x : in the selection of the e-commerce | al., 1991;
FC3 | Guidance was available to me Y XYT T
. . platforms for example Lazada’s | Venkatesh et
in the selection of the system -
webinar. al., 2003
Facilitating Conditions: A gpec1ﬁc —mStmcmr 8 .ava1lal')le for Thompson et
- . | assistance with system difficulties for .
A specific person (or group) is , . al., 1991,
FC4 : . . example Lazada’s technician to help
available for assistance with about product listing. Shopee universit Venkatesh et
system difficulties. etc p & p Y al., 2003
Compatibility: Using the e-commerce fits into our wa 1]\B/Ieisszfsat 199(1&'
FC5 | Using the system fits into my g Mc e-ComMerce our way f ’
work style of doing business. Venkatesh et
) al., 2003
- . . . Moore &
Compatibility: Using the e-commerce is compatible
- . . . . Benbasat, 1991;
FCé6 | Using the system is compatible | with all aspects of my business
. . Venkatesh et
with all aspects of my work. transaction.

al., 2003
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Table A3.5
Operationalized Construct: Perceived Risk

OPERATIONALIZATION OF VARIBLES

a. Construct Name Perceived Risk (PR)

b. Operational Definition A perception refers to an individual’s subjective
expectation of potential issues while conducting
monetary transactions over ICT services. PR is the
perception of uncertainty and adverse consequences
resulting from a given activity (Forsythe et al., 2006)

c. Objective To measure the extent which SME perceives that the
uncertainty and adverse consequences resulting from
using the e-commerce in their business.

d. Variable Type Independent Variable

e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 =
strongly agree)

f. Type of Analysis Descriptive statistics

g Cronbach Alpha 0.78-0.91

Item | Original Construct/Item Adapted Item Sources

Security Risk: . .
- . y pany .
I am worried that others might be M company is worried that others Tai & Ku,

PR1 . might be able to access my company e-

able to access my mobile stock 2013
trading account, commerce account.
- sk
——LIS ef;;lltl q er;l: foel totally safe My company would not feel totally safe
PR2 | providin oV infor}r]nation providing business information to e- | Tai & Ku,
gver riobpile stock  tradine | emmerce marketplace operators (for | 2013
ssloril £ example Lazada, 11street, Lelong etc.)
L Tt g My company is uneasy about using e
. . -
I am uneasy about using mobile Y UMRS e
. commerce because the company may .
stock trading because I may lose . . Tai & Ku,
PR3 mond Jiue to-ifGapfect chbEin lose money due to incorrect operation, a 2013
a carcledRhittke and system’ careless mistake and system processing
processing errors. CIrors.
. o When _a marketplace shutdown (for
PR4 g;‘e’duarggll:ge Ss:s:;tlv. reat example Rakuten SEA), that problem | Homburg et
ﬁnancifl loss to me £ caused great financial loss to my | al., 2010
) company.
Functional Risk:
I am concerned that mobile stock My company concerns that e-commerce .
PRS5 | trading services cannot meet my cannot meet my company needs due to | Tai & Ku,
needs due to poor functionality or Ir)rf a(ﬁ’unc tit;ul?sctlonahty or system | 2013
system malfunctions. )
Performance Risk:
The likelihood  of The likelihood of e-commerce Giirhan-

PR6 performing as expected is | performance is expected significantly Canli and

significantly lower than the | lower than the likelihood of my real Batra. 2004
likelihood of standard retail business performing as expected. ’
performing as expected.

Table A3.6

Operationalized Construct: use of e-commerce
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OPERATIONALIZATION OF VARIBLES

a. Construct Name Use of e-commerce (UE)
b. Operational Definition | An individual’s liking, enjoyment, joy, and pleasure associated
with technology use (Venkatesh et al., 2003)
c. Objective To measure the extent which SME perceives that using the e-
commerce in their business.
d. Variable Type Mediating Variable
e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 = strongly agree)
f. Type of Analysis Descriptive statistics
g. Cronbach Alpha 0.77-0.84
Item | Original Adapted Item Sources
Construct/Item
e oward | ei | Daviseral, 1989; Fishbein and Ajzen,
UEl | —/—/——— . g the e-commerce 1980; Taylor and Todd 1995a, 1995b;
Using the system is a | a good idea.
. Venkatesh et al., 2003
bad/good idea.
Intrmsw'Motlvatlon: My company finds using Davis e al., 1992; Venkatesh ef al.,
UE2 | I find using the system | the e-commerce to be
. . 2003
to be enjoyable enjoyable.
Intrinsic Motlvgtlon: My company has fun | Davis et al., 1992; Venkatesh et al.,
UE3 | I have fun using the X
using the e-commerce. 2003
system.
Affect toward Use: The. e-commerce makes Thompson ef al., 1991; Venkatesh ef
UE4 | The system makes work | business more | 5003
more interesting. interesting. §
AffecF toward.Use: Doing business with e- | Thompson et al., 1991; Venkatesh et
UES | Working  with  the :
¢ commerce is fun. al., 2003
system is fun. T —
Affect: . ; . . Compeau and Higgins, 1995b;
San WA\ y g !
UE6 | I like working with the Llike doing business with Compeau et al., 1999; Venkatesh et

system.

the e-commerce.

al., 2003
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Table A3.7
Operationalized construct: SME Performance

OPERATIONALIZATION OF VARIBLES

a. Construct Name SME Performance (SP)
b. Operational SME Performance is a critical factor for effective management
Definition (Salaheldin, 2009) to which an operation fulfills the performance
and meet the needs of the customers (Slack ef al., 2001)

c. Objective To measure performance scope of growth in sales revenue,
profitability, returns on assets, returns on sales, market share, labor
productivity, level of customer satisfaction, overall financial
performance, level of customer loyalty and growth of worker
(machine).

d. Variable Type Dependent Variable

e. Measurement Interval, Likert Scale (1 = strongly disagree to 7 = strongly agree)

f. Type of Analysis Descriptive statistics

g. Cronbach Alpha 0.9

Item Original Adapter/adopted Item Sources

Construct/Item

The company has | The company has increased on | Mohd Rosli et al., 2012;
SP1 | increased on growth in | growth in sales revenue Shamsuddin, 2014

sales revenue

The company has | The company has increased on | Mohd Rosli et al., 2012;
SP2 | increased on | profitability Shamsuddin, 2014

profitability

The company has | The company has increased on return | Mohd Rosli et al., 2012;
SP3 | increased on return on | on asset Shamsuddin, 2014

asset

The company has | The company has increased on return | Mohd Rosli et al., 2012;
SP4 | increased on return on | on sales Shamsuddin, 2014

sales

The company has | The company has increased in market | Mohd Rosli et al., 2012;
SP5 | increased in market | share Shamsuddin, 2014

share

The company has | The company has increased on labor | Mohd Rosli et al., 2012;
SP6 | increased on labor | productivity Shamsuddin, 2014

productivity

The company has | The company has increased on level | Mohd Rosli et al., 2012;
SP7 | increased on level of | of customer satisfaction Shamsuddin, 2014

customer satisfaction

The company has | The company has increased on | Mohd Rosli et al., 2012;
SP8 | increased on overall | overall financial performance Shamsuddin, 2014

financial performance

The company has | The company has increased on level | Mohd Rosli et al., 2012;
SP9 | increased on level of | of customer loyalty Shamsuddin, 2014

customer loyalty

The company has | The company has increased in growth | Mohd Rosli et al., 2012;
SP10 | increased in growth of | of machine or worker Shamsuddin, 2014

the machine

214




Form A3.8 Questionnaire
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Figure A4.1
Descriptive Analysis for Indicators
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Figure A4.1
Descriptive Analysis for Indicators (Continue)
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Figure A4.2
Descriptive Analysis for Latent Variables
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Table 4.3

Cross Loading
PE EE SI FC PR UE SP
PE1 0.931 0.478 0.533 0.584 -0.182 0.679 0.561
PE2 0.928 0.425 0.504 0.580 -0.214  0.693 0.521
PE3 0.924 0.511 0.491 0.592 -0.203  0.661 0.559
PE6 0.865 0.533 0.592 0.623  -0.178 0.712 0.607
EE1 0.364 0.844 0.390 0.468 -0.170  0.393 0.396
EE2 0.435 0.811 0.435 0.557 -0.110  0.400 0.373
EE3 0.354 0.800 0.383 0.467 -0.149 0.344 0.375
EES 0.505 0.758 0.501 0.558 -0.191  0.553 0.454
EE6 0.440 0.813 0.526 0.501  -0.200 0.497 0.485
SI1 0.474 0.440 0.716 0.555 -0.067 0.357 0.398
SI2 0.497 0.444 0.780 0.610  -0.157 0.425 0.462
SI3 0.405 0.439 0.774 0.470  -0.026  0.461 0.457
Si4 0.398 0.311 0.635 0.365 -0.180  0.335 0.355
SIS 0.386 0.458 0.780 0.415 -0.075 0.385 0.459
FC1 0.388 0.462 0.460 0.700 | -0.084 0.405 0.437
FC4 0.246 0.347 0.385 0.506 | -0.008 0.242 0.261
FC5 0.635 0.545 0.526 0.875 | -0.152 0.623 0.531
FC6 0.550 0.524 0.568 0.818 | -0.175  0.540 0.437
PR1 0.027 -0.016 0.078 -0.006 | 0.629 | -0.076  0.006
PR2 -0.102  -0.074  0.067 -0.056 | 0.718 | -0.132 -0.014
PR3 -0.128  -0.116  -0.103 -0.076 | 0.791 | -0.173 -0.076
PRS -0.145  -0.166 ~ -0.077  -0.106 | 0.767 | -0.154 -0.070
PR6 -0.271  -0.260 -0.240 -0.225 | 0.770 | -0.268 -0.224
UE2 0.727 0.529 0.464 0.676  -0.222 | 0.912 0.596
UE3 0.680 0.505 0.523 0.582  -0.147 | 0.931 0.594
UE4 0.696 0.509 0.471 0.560 -0.294 | 0.910 0.593
UES 0.663 0.519 0.514 0.556  -0.242 | 0.921 0.598
SP1 0.580 0.401 0.540 0.519 -0.161  0.606 0.839
SP2 0.529 0.442 0.480 0.442 -0.176  0.576 0.875
SP3 0.604 0.417 0.500 0.501 -0.215  0.591 0.872
SP4 0.497 0.432 0.449 0.481 -0.111  0.535 0.877
SP5 0.499 0.408 0.472 0.425 -0.022  0.540 0.832
SP6 0.495 0.481 0.483 0.426  -0.087 0.441 0.785
SP7 0.447 0.450 0.450 0.475  -0.050 0.485 0.768
SP8 0.532 0.490 0.503 0.606 -0.117  0.600 0.894
SP9 0.412 0.464 0.471 0.447  -0.088  0.442 0.735
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