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Abstract

This empirical study investigated the relationship between Innovational,
Organizational and Environmental (IOE) with web technology & e-business adoption among
small and medium (SMEs) travel agencies in Malaysia. This paper presents a conceptual
consideration on the role of Malaysia SMEs travel agencies internal and external SMEs
characteristics in encouraging the adoption of web technology & e-business adoption. This
study is an ongoing research which a theoretical argument was developed, and research
methodology has been tested through regression analysis. We introduce e-resources, data
secrecy & confidentiality and training & human capital investment as the predicting variables
that influence the web technology & e-business adoption. A structured questionnaire was
distributed to the owner/s-managers of travel agencies listed in the Ministry of Tourism and
Culture of Malaysia (MOTAC) webpage from five regions throughout Malaysia. 341
respondents have been selected as the sample of the study based on multi stage cluster
sampling procedure. The data analysis was carried out using quantitative analysis software of
Statistical Program for Social Science (SPSS) version 23. The results revealed the Innovational
characteristics (ICs) and Organizational characteristics (OCs) were the important predictors in
shaping web technology & e-business adoption. In contrast, the Environmental characteristics
(ECs) was found as not significantly associated to web technology & e-business adoption
among Malaysian SME’s travel agencies.
Keywords: Web technology & e-business adoption, SMEs, Travel Agencies

Introduction

SME’s have played a significant role in growing the economy in all countries, and measured
as the backbone for industrial development (Poorangi et al., 2013; Guriting et al, 2006;
Ramayah et al, 2003, Alam, Kamal 2009; Moghavvemi et al., (2012). The tourism industry has
been found to be largely dominated by SMEs, and among them are travel agents, which are
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typically classified as small businesses (Standing et al., 1999; Gammack et al., 2004,
Karanasios, 2008). As the Malaysian tourism industry is comprised of a high proportion of
small businesses, it faces greater challenges than some of other major industries in the
country (Set, 2013).

The presence of Information, Communication & Technology (ICT) has transformed
travel agency business into a new platform in which the Internet offers a new distribution
channel for unlimited travel and tour products to the widely world. Industry players are
aggressively moving towards online business practice with the application of ICT and e-
business facilities. The travel agencies services contributed 1.6 % of the Gross Value Added
(GVATI) of Tourism industry in 2016 (TSA, 2016). The lucrative income is usually generated
from the collection of travel & tour services and sales of flights tickets. The online travel
agencies markets remain significant role in developing the global business.

However, in the growing markets of travel and tour segment, small and medium-
sized tourism enterprises (SMTEs) are either not aware, or do not possess or have ready
access to resources needed to make the most of the Internet opportunities available as an
effort to boost the company’s performances (Karanasios, 2008). The future development and
growth of the tourism industry depends largely upon the management practices at the
enterprise level and other internal as well as external factors that underpin the performance
of tourism enterprises (Set, 2013).

Generally, business transactions via the Internet (e-commerce and e-business) are still
rare among SMEs in Malaysia with little emphasis on the use of ICT, (Tan & Eze, 2008); (Chin,
2010). Compared with large organizations, SMEs are relatively weaker at various levels (i.e.,
organizational, managerial, technological, individual and environmental). About 70% of SME
owners are IT illiterate; out of total 90% SMEs firms, less than 15% have adopted e-business;
SMEs sector has not reached the mark yet as the biggest obstacle that hampers the growth
and progress is funding; more than 50% of SMEs collapse within first five years of operation
(Alam, 2009; Tan & Eze, 2008; Chin, 2010; Hashim, 2007). Only 30% of SMEs have a web
presence and use IT extensively in business which reflects a poor rate of IT adoption among
local SMEs; ICT is facing big challenges due to the slow adoption of technology (Hashim &
Wafa, 2002; Muhammad et al., 2010; Lee, 2004; Reiss, 2006; and Ahmad & Seet, 2009). In
Malaysia scenario, previous researchers mostly concluded that Malaysia SMEs is at the
disadvantage stage. SMEs only utilize ICT technologies to communicate, promotional and
marketing purposes but have yet to utilize ICT to increase their competency to compete in
global markets.

For travel agency business segment, there are countries which are experiencing a
lower ICT adoption, absence of website facilities, failure to display any interactive Internet
marketing features, severely underutilizing Internet facilities, lagged behind for Internet
penetration, and cases of traditional travel agents whom are reluctant to fully utilize ICTs;
(Intrapairot & Shivihok, 2003; Tatoglu, 2003; Egyptian Travel Agents Association; Vrana et al,
2006, Dorji, 2011; Law & Leung, 2000; Usoro, 2007). ICT adoption among Malaysia SME is still
low and there are still lower usage of ICT facilities among SMEs (Khuja, 2012; Mazhatul, 2000;
Alam et al., 2009; Set, 2014).
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The crucial contribution of this study focused on rectifying the main determinants for
current web-technology & e-business adoption among SMEs travel agencies. The results may
be useful to encourage Malaysia SMEs to embark for a bigger coverage of internet
penetration as well as providing a new platform to conduct online competitive business using
high technology facilities. This study aims to provide an assessment of the potential of ICT
from the innovational, organizational and environmental perspectives as a way to assist local
SMEs TAs to further strategize their future business in the global market.

As an effort to improve SMEs travel agencies performances at various managerial,
organizational and technological level, it is worth investigating into the internal and external
determinant factors that contribute to web technology & e-business adoption among SMEs
perspectives. A Diffusion of Innovation (DOI) theory was employed as the basic in explaining
the relationship between the IOE characteristics and web technology & e-business adoption.
The outcome of this study provides an input for the key players in travel agencies segment
such as the government institutions to update and review the current policy related to web-
technology & e-business implementation in Malaysia. In fulfilling the needs to address the
industrial gaps, this study also provides inputs to assist owner-manager to recognize the
strength of inner and external factors from IOE contexts in developing ICT investment
decisions. It is hoped that this study can suggest an idea to inspire Malaysian entrepreneurs
to generate income and become competitive in the global market.

Literature Review

This section provides a comprehensive review of ICT adoption background and the
main purpose of this chapter is to re-examine the direct relationship between Innovational,
Organizational and Environmental characteristics and web-technology & e-business adoption
among SMEs travel agencies in Malaysia. To fit the current framework in explaining web-
technology & e-business adoption from IOE perspectives, the main framework of the study
was governed by the Diffusion of Innovation Theory (DOI) by Rogers (2003) and assisted by
Technology, Organizational & Environmental Theory by Tornatzky and Fleischer’s (1990),
Resource Based Theory by Caldeira and Ward (2003); Penrose (1959) and The Institution
Intervention Theory by Damsgaard and Lyytinen (1996); King et al. (1994) and Network Theory
by Abrahamson and Rosenkoff (1997).

The components of the ICT family in this study are referring to the network facilities
of the Internet, the World Wide Web, and e-business. In line with the objective of the study;
to investigate the ICT adoption among businesses from the customer’s perspectives, the basic
ICT facilities such as e-mail, users interface application and intelligence are excluded from this
research.
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Table 1

Definition of SMEs in Malaysia

less than 5

employees from 5 to less
than 30

Category Micro Small Enterprises Medium Enterprises

Services & | Sales turnover of less | Sales turnover from | Sales turnover from MYR3
other than MYR300,000 or | MYR300,000 to less than | million to not exceeding
sectors full-time employees | MYR3 million or full-time | MYR20 million or full-

time employees from 30
to not exceeding 75

Source: SME Corp (2014)

According to SME Corporation (2014), SME TAs are referred to the firms with sales
turnover from MYR300,000 to less than MYR3 million or having full-time employees from 5
to less than 30 people. To compete globally, this study is relevant to assist the SME TAs groups
to rectify the current ICT adoption in firm’s operation and to focus on investing in specific web
technology & e-business facilities to excel in their business.

Innovational Characteristics Context

Most of the previous study found mixed findings on the contribution of relative
advantage, compatibility, complexity, social influence, location, e-resources, top
management support to significantly contributed to ICT adoption. Innovational characteristics
of relative advantage, compatibility, complexity, social influences and location were indicated
to be significant in most of previous studies (Jeyaraj et al 2006; Thong, 1999; Agarwal &
Prasad, 1997; Kwon & Zmud, 1987; Tornatzky & Klien, 1982; Van Skyle et al, 2002; Khemthong
& Roberts,2006; Migiro & Ocholla, 2005). Previous studies found relative advantage as one of
the strong predictors and positively related to ICT adoption (Premkumar et al, 1994; Tan &
Teo, 2000; Doolin & Troshani, 2007; Alam et al, 2007). However, Kilangi (2012) found
insignificant relationship between relative advantage and ICT adoption.

Relative advantage dimension in this study refers to the degree of acceptance of
possible advantages that web-technology & e-business can contribute for travel agencies
SME’s firms in Malaysia. Among the benefits discussed are to enhance communication
effectiveness, to reduce costs and time, to increase firm’s distribution channels and to have
the ability to reach new markets, to generate competitive advantage, to improve business
efficiencies, to increase firm’s profitability and to compliment the current way of conducting
business by relying on latest web technology. We strongly believed that, with the adoption of
web-technology & e-business facilities, SMEs travel agencies will have the capabilities to
improve today’s business performance to a greater level with the proper allocation of
managerial, financial and technological resources. Hence, based on the inconsistent findings
of previous studies and due to the literature, that exemplified the contribution of ICT to the
construction of the development of SME’s travel agencies, this study examined relative
advantage as the determinants for web technology & e-business adoption context.

Arts et al., (2011) defined compatibility to the degree as the innovation that matches
the potential adopter’s needs and value. This study refers compatibility to the four elements
of highly compatible of the web-technology & e-business application which are the firm’s
values, believes, and business needs, compatibility with the suppliers and partners, the fitness
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with existing firms information system and distribution channels (Roger, 2003; Kilangi, 2012;
Kendall et al., 2001; Moore & Benbasat, 1991; Thong, 1999; Saffu et al, 2008; Black et al, 2001,
Lockett & Littler, 1997; Lee, 2004). Recent studies also confirmed that compatibility is
significantly associated to web adoption as mentioned by Kilangi (2012), Grandon and
Pearson (2004) and Betty et al (2001). In contrast, Hussein et al (2012) found that
compatibility is not significantly associated with innovation adoption. This variability results
may be due to the differences of the particular nature of innovation contribution to the scope
of business or the context between the studies.

Complexity is the degree to which ICT adoption are perceived as relatively difficult to
understand and use, (Rogers, 2003). In this study, the adoption of network information
technology system via web technology & e-business poses greater difficulty as it requires
stakeholders in the business process to learn, adopt and use the system. Previous studies
have significantly proved that the complexity of information system is negatively related to
innovation adoption (Cheung et al., 2000; Thong, 1997; Frambach et al., 1998; Houghton &
Winklhofer, 2002). Only few studies have showed a non-significant relationship (Premkumar
& Roberts, 1999; Sultan & Chan, 2000; Khemthong & Roberts, 2006). Poorangi (2013) found
no relationship between complexity and e-commerce adoption. It is expected that the more
difficult the web technology & e-business adoption is perceived to be, the less likely the firms
are to adopt it.

Social influence refers to the “social status gained in one’s reference group as a
function of web technology & e-business adoption”. According to Lee and Runge (2001) there
is a need to conduct further investigation of social influences on networked technology.
Malaysian shared their holiday experiences via social media platform such as Facebook,
Twitter, blog, and bring along gadgets as their traveling companion. It is believed that good
social influences will cause a greater adoption of web technology & e-business among SMEs
TA’s which responds to an increase in online orders and enquiries for travel packages,
ticketing and tour activities. Drawing upon these empirical evidences combined with
literature review and theoretical discussion above, collectively all of the discussed variable
proposed this study hypothesized:

Hi1 Innovational characteristics of relative advantage, compatibility, complexity, social
influence and location is significantly associated to web-technology & e-business
adoption among SME’s travel agencies.

Hiq Relative advantage is significantly associated to web-technology & e-business
adoption among SME’s travel agencies.

Hip Compatibility is significantly associated to web-technology & e-business adoption
among SME’s travel agencies.

Hic Complexity is significantly associated to web-technology & e-business adoption
among SME’s travel agencies.

Hia Social influence is significantly associated to web-technology & e-business adoption

among SME’s travel agencies.
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Organizational Characteristics Context

This paper re-evaluated three existing organizational characteristics of location, e-
resources and top management support in its contribution to develop SME’s business. This
study focuses on selling travel packages and ticketing activities online and it is parallel with
the objectives that is to rise the SMEs travel agencies performances. We introduced three
new variables which are e-resources, data secrecy and confidentiality, and training & human
capital investment as the new variables influencing web-technology & e-business activities in
SME travel agencies firms in Malaysia.

Location refers to the geographical location of SME’s TA’s firms, either in urban or
suburban areas which can be relatively important in supporting the adoption of web
technology & e-business infrastructure and supporting services (Kilangi, 2012). Malaysia has
a well-established ICT infrastructure, which provided a stable Internet connection throughout
the country. The policy makers have made efforts by promoting ICT diffusion throughout the
country, introducing the provision of new incentives by the government, upgrading
bumiputra skills in business management, the development of R&D activities (Ramasamy,
2004; Karanasios et al, 2008; EPU, 2014). We strongly believed that a strategic location is
associated to the rise for web-technology & e-business adoption among SME’s travel agencies
in Malaysia.

E-resources refer to human, technological and business properties that influence ICT
adoption (Molla & Liker, 2005). Recent studies suggest that e-resources has significantly
determined web technology adoption (Kilangi, 2012; Ramdani et al, 2009). Mihajlovic (2012)
stressed on the importance to cost reduction. Buhalis (2000) mentioned that innovative tour
operator has to relocate resources and knowledge to maximize compliance with the demands
of tourist’s added values for realized transactions. It is proposed that, the greater the firms
have the ability to provide e-resources, the more likely they will adopt web technology & e-
business.

Top Management support (TMS) is defined as the degree to which an individual
believes that an organization and technical infrastructure exist to support the usage of the
system (Venkatesh, Morns, Davis & Davis, 2003). The direct support from TMS group can be
done by positioning the information system in the organization for planning and development
effort while indirect support by TMS group is in the form of hiring vendors and consultants to
undertake efforts in developing the system in the organization. Recent studies provided
evidence that TMS significantly improved ICT adoption and use in SMEs (Ghobakhloo et al.,
2012). However, some prior studies provided evidence of insignificant relationship between
the TMS and ICT adoption (Kilangi, 2012; Thong et al, 1997; Thong et al, 1993).

Data secrecy & confidentiality refers to the immature electronic payment methods,
internet security and limitation of legal framework (Ng, 2000). Previous study viewed that
data secrecy & confidentiality was one of the main reasons for innovation adoption (Tan et
al, 2008). It is argued that, the low percentage of ICT adoption among SME’s could be
attributed to inadequate laws. In Malaysian context, due to a rise need for ICT involvement
in business setting for SMEs, thus, this study investigated legal issues of e-commerce set up,
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e-commerce laws, domain name disputes, infringement copyrights, and trustworthiness
aspects.

Human capital refers to the collection of intangible resources that are embedded in
the members of the organizations that are consisting of competencies (skills and know-how
knowledge), attitude (motivation, leadership qualities of the top management, and
intellectual agility (innovational and entrepreneurship (Yietman, 2011). Previous studied
evidenced a positive relationship between human capital and ICT / innovation adoption
(Swanson, 2010; Gono et al, 2009; Venkatesh & Bala, 2008; Bayo-Morionesa & Lera-Lopez,
2007; Dakhli & DeClercq, 2004.Therefore, the availability of trained employees to adopt web-
technology & e-business, leads for a deeper understanding and informed perceptions of new
ICT (Gono et al, 2009). Based on the above justification and arguments, it is hypothesized that:

H, Organizational characteristics of location, e-resources, top management support and
data secrecy & confidentiality is significantly associated to web-technology & e-
business adoption among SMEs travel agencies in Malaysia.

H.a  Location is significantly associated to web-technology & e-business adoption
among SME’s travel agencies.

Hz, E-resources are significantly associated to web-technology & e-business adoption among
SME’s travel agencies.

Hae Top management support is significantly associated to web-technology & e-business
adoption among SME’s travel agencies.

Environmental Characteristics Context

This study extended Shouk et al definition, which refers environmental characteristics as the
forces that push travel agencies to adopt web-technology & e-business adoption to enhance
their competitive and survival position in the global travel markets. Huang, Yang & Chuang
(2011), investigated the drivers for ICT adoption for travel agents and concluded that they
have not been investigated and documented thoroughly. This paper calls for the need to
address to the access of the determinants for web-technology & e-business adoption based
on the environmental perspectives. There is a wide agreement among researchers that
suggested that drivers for ICT adoption among SME’s are external pressures (Voges &
Pulakanam, 2011; Gono et al, 2009), derived from customers, suppliers, competitors and
business partners (Beekhuyzen, Hellens & Siedle, 2005; Poon & Joseph, 2001; Simpson &
Docherty, 2004).

Competitive pressure refers to explicit and implicit pressures from leading firms to maintain
existing channels structures and network or to refrain from participating in a new channel
(Chong, 2006). Previous studies evidenced that competitive pressures influence the adoption
of new technology or electronic commerce (Lertwongsatien & Wongpininwatana, 2003);
Lavovou et al, 1995; Robertson & Gatingnon, 2000; Premkumar & Roberts, 1999). In contrast,
few studies found that competition influences electronic commerce adoption to an
insignificant degree. External support refers to the trusted networks as the sources of
required resource to adopt and use ICT (Chaston & Mangles, 2000). Innovation adoption
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literature suggest that SMEs depend on external support from various sources include formal
(ICT suppliers, ICT consultants, ICT related government support) and informal sources (friends
& relatives); vendor support (Bradshaw et al., 2012). Due to mixed finding and conclusion,
thus, collectively due to the importance of the contributing variables it is hypothesized:

Hs Environmental characteristics of competitive pressure, external support and
government intervention is significantly associated to web-technology & e-business
adoption among SMEs travel agencies in Malaysia.

Hsq Competitive pressures is significantly associated to web-technology & e-business
adoption among SME’s travel agencies.
Hsp External support is significantly associated to web-technology & e-business adoption

among SME’s travel agencies.Hsc Governmental intervention s significantly
associated to web-technology & e-business adoption among SME’s travel agencies.

Figure 1 measures the impact of the IOE predictors as the determinants for web-
technology & e-business adoption among SME’s travel agencies.

IDE Determinants

Innovational characteristics

» Relative advantage
» Compatibility

» Cormplexity

s Social influence

Organizational characteristic

» Location

» E-resources

» Top management support

» Data secrecy & Confidentiality

» Training & Human capital investment

Web Technology &

E-Business Adoption

Environmental characteristics

» Competitive Pressure
s External Support
o Gavt. Intervention

Figure 1: Theoretical Framework

Methodology

This study is a quantitative research design using a structured questionnaire as instrument.
Structured questionnaires were adopted from Moore and Benbasat (1991), Rogers (2003),
Kilangi (2012) and they were distributed to 341 respondents selected randomly based on the
multi-stage cluster sampling procedure. Out of 3,066 listed travel agencies in MOTAC web
page, the firms were divided into 5 regions representing the central, south, north, east coast
and west Malaysia. To meet the requirement of SME’s scope, four criterions have been used
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in chosen the firms sample based on the company size (micro, small & medium category),
web technology & e-business adoption status (both adopters & non-adopters) and the
location of business (division by region). The response rate was 89.5%, which was good. The
association between web technology & e-business adoption and four independent variables
is depicted in Figure 1.

Independent variables

Relative advantage was measured by using seven indicators, most are adopted from Moore
and Benbasat (1991) and Kilangi (2012). Four indicators for compatibility were adopted from
Rogers (2003); and Kilangi (2012). Complexity was measured using four indicators from
Tornatzky and Klien (1982) and Kilangi (2012). Location was measured by using three
indicators from Kendall et al (2001) and Thong (1999). E-resources was measured by using
six indicators, which adopted from Kilangi (2012) and Gono et al (2009). Meanwhile, top
management support was measured using five indicators adopted from Gono et al (2009).
Data secrecy and confidentiality involved four indicators adopted from Tan et al. (2008). For
training & human capital investment, six indicators were adopted from Yietman (2011). The
customer pressures elements measured five indicators adopted from Khemthong and
Roberts (2006), while the external supports were measured using four indicators that was
adopted from Brock (2000) and Yap et al. (1992). Lastly, the government intervention
elements were measured by using six indicators that were adopted from Thong and Yap
(1995), King et al. (1994) and Kilangi (2012).

Results

Table 2
Correlation coefficient analysis

Correlation (Probability) IRA [ICOMPT|ICPX |ISI |OLOC|OER [OTMSODS |OTRNECP [EES

EGI

Relative advantage (IRA) 1

Compatibility (ICOMPT) 7131

Complexity (ICPX) 4257539 1

Social influence (ISI) .5237.640™ [551"1

Location (OLOC) 1

* %

E-Resources (OER) 494

Top management support
(OTMS)

* %

4647751711

Data security & .
444
confidentiality (ODS)

* *|

.7587.687""1

* %k

Training & human capital .4857".779.7597".792™"1

investment (OTRN)

Competitive Pressure (ECP) 1

[

External support (EES) 719**

Government intervention
(EGI)

.582%*.603**

**_ Correlation is significant at the 0.01 level (2-tailed).
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Table 2 depicts that there is a significant correlation among independent variables and
dependent variables. This study suggests that there is a medium positive relationship
between IOE characteristics and web technology & e-business adoption with minimum
correlation of .425 at 1% significance level.

Reliability

To measure of the consistency of each item in the variables, the Alpha value (a) is used
for the reliability test. Values of Cronbach’s alpha above 0.7 is acceptable, however value of
0.8 is preferable (Pallant, 2011). Table 3 indicates the Cronbach’s alpha value for each of the
variable ranges from 0.78 to 0.942, suggesting a good internal consistency.

Table 3
Reliability Test
Model Final test (n=313)
Variables Number of Items | Cronbach’s Alpha(a)
Dimensions of Innovational characteristics
Relative advantage 5 0.921
Compatibility 3 0.904
Complexity 3 0.812
Social Influence 4 0.893
Dimension of Organizational characteristics
Location 3 0.780
E-Resources 5 0.895
Top Management Support 4 0.940
Data Secrecy or Confidentiality 4 0.854
Training & Human Capital Investment 5 0.872
Dimension of Environmental characteristics
Competitive Pressure 4 0.893
External support 3 0.879
Government Intervention 4 0.939
Web Technology & E-business adoption
ICT usage 8 0.917
Level of adoption 4 0.824
Purpose of adoption 11 0.942
Frequency 9 0.924
Reason for no adoption 4 0.872
Multicollinearity

An investigation on the possible multicollinearity effects were carried out as most of
the independent variables were insignificantly related to web technology & e-business
adoption. Table 4 indicates a multicollinearity diagnostic analysis involved the examination of
the tolerances (TOLE) values and the Variance Inflation factor (VIF) values. The results show
that location has a maximum tolerance rate of 0.723 and VIF of 1.383. The results of the
Innovational, Organizational & Environmental characteristics are within acceptable VIF and
TOLE limits. Therefore, the diagnostic testing indicates that multicollinearity assumption is
not violated.
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Table 4

Collinearity statistic

DV Model Collinearity Statistic

TOLE VIF

Relative advantage 484 2.068
Compatibility 373 2.678
Complexity .637 1.570

WEA | Social influence .524 1.907
Location .723 1.383
E-Resources 293 3.410
Top management support .353 2.831
Data security & confidentiality 319 3.132
Training & human capital investment .260 3.841
Competitive Pressure 449 2.228
External support 432 2.316
Government Intervention 591 1.693

Table 5

Correlation Matrix of independent variables and Web-technology & e-business adoption

Variables Y1 Y2 X1 X2 X3
Y2 (WEA_ADPT) .526** 1

X1(INNO_XTICS) .775** .449** 1

X2 (ORG_XTICS) .458** 576** .620** 1

X3 (ENV_XTICS) .681** .432*%* 791** ,640** 1

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).

Note: WEA_ADPT: - Web-technology & e-business Adoption; INNO_XTICS: - Innovational
Characteristics; ORG_XTICS: - Organizational Characteristics; ENV_XTICS: - Environmental

Characteristics.

Multiple Regression analysis summarized in table 6 show that the predictors variable
of the relative advantage, compatibility, e-resources, competitive pressure and external

support.

Table 6

Multiple linear regression analysis

DV Model Std Coefficient Sig.
Relative advantage .230 .000
Compatibility 311 .000
Complexity .058 .307
Social influence .097 124
Location .050 415

WEA | E-Resources .288 .003
Top management support .059 499
Data security & confidentiality -.030 743
Training & human capital investment .097 .339
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Competitive Pressure 3.054 .002
External support 3.574 .000
Government Intervention 743 458

Hi1 Innovational characteristics of relative advantage, compatibility, complexity and

location is significantly associated to web-technology & e-business adoption among
SMEs travel agencies in Malaysia

As shown in Table 5, there is a significant medium and positive relationship between
Innovational characteristics and WEA (r = .449, p < .01) collectively, so Hla is supported. The
proposition indicated that, the higher the innovational characteristics of relative advantage,
compatibility, complexity and social influences adopted by SMEs travel agencies in Malaysia,
the higher opportunities for SME’s travel agencies in adopting web-technology & e-business
facilities in their business.

H; Organizational characteristics of competitive pressure, external support and
government intervention is significantly associated to web-technology & e-business
adoption among SMEs travel agencies in Malaysia.

Results in Table 5 indicate that there is a significant high and positive relationship
between organizational characteristics and web-technology & e-business adoption (r = .576,
p <.01) collectively thus, H1lb is supported. This finding indeed revealed that higher web-
technology & e-business adoption is associated with higher organizational characteristics
employed by SMEs travel agencies in Malaysia due to direct relationship between the two
variables.

Hs Environmental characteristics of competitive pressure, external support and
government intervention is significantly associated to web-technology & e-business
adoption among SMEs travel agencies in Malaysia.

Lastly, the Pearson correlation analysis result shown in Table 5 indicates that there is
a significant high and positive relationship between environmental characteristics and we-
technology & e-business adoption (r = .432, p < .01) collectively, so, Hlc is supported. The
higher the focus of the SME’s travel agencies in developing the environmental characteristics
in their business, they have higher rate in adopting the web-technology & e-business facilities.
This study is in line with previous study findings in Premkumar and Roberts (1999), Andreu,
Bigne and Mattilla (2010), Gandon and Pearson (2004), Gono et al (2009), Voges and
Pulakanam (2011), Beekhuyzen, Hellens and Siedle (2005), Poon and Joseph (2001), Simpson
and Docherty (2004) and Mihajlovic (2012).

Discussion and Conclusions
Determinant factors within Innovational context

The findings of this study show a significant medium and positive relationship between
Innovational characteristics and web-technology & e-business adoption. A relative advantage
is proven as a predictor for WEA among SME TAs business in Malaysia. The significant
relationship can be explained by the fact that SMEs owners-managers have a greater
understanding of the opportunities of web-technology and e-business practices for their
business growth. The SMEs owners-managers among SMEs travel agencies in Malaysia are
aware on the potential of ICT application, which this study referring to web-technology & e-
business facilities.
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The conclusion is supported by previous studies which have consistently proved that
a positive relationship exists between relative advantage and innovation adoption (Agarwal,
& Prasad, 1997; Kwon, & Zmud, 1987; Tornatzky, & Klein, 1982; Van Slyke et al., 2002; Kendall
et al., 2001; Migiro & Ocholla, 2005; Migiro, 2006; Ramdani et al., 2009). Relative advantage
is strongly related to the adoption of web technology & e-business among SMEs (Chong &
Pervan, 2007).

The findings of this study reported that compatibility is significantly related to web-
technology & e-business adoption which is to be highly compatible with the firm’s inner and
external values, believes, business needs. In Malaysia travel and tour business segment,
MATTA has introduced alternatives of compatible systems as an effort to meet up with the
demand and trends of the modern travelers. The compatibility comes in many versions of
social media platforms such as the blogs, Facebook, Instagram, Twitter etc. Everyone can have
a quick access to the designated web-pages and e-business function created by the IT experts
provided by the travel providers worldwide. An example of such efforts is the introduction of
a digital information kiosk at the travel fair which functions as an interactive tool to assist the
travelers to find related travel and tour information and “Travel port Mobile Agent” system
for the reservation and ticketing purpose (MATTA, 2014).

The finding of this study is in line with other previous studies such as Kilangi (2012),
Khemthong and Roberts (2006), Lee (2004), Kendall et al. (2001), Moore and Benbasat (1991)
and Thong (1999). The findings portrayed that SMEs owner-managers are concerned with
web-technology & e-business adoption are consistent with business needs as well as the need
to update the current technology based on the industry’s requirements and current trends.

This study reveals that complexity is a significant determiner for web-technology & e-
business adoption. Web-technology & e-business is a friendly system that encourage the staff
to learn and use technology easily. For the Internet, the fast response gives a choice for
consumers to get a fast and reliable information, to make a complete booking and to make
an instant payment and confirmation. With one click, all traveling arrangement can be done
accurately and efficiently via web assistance. Somehow for SMEs business, they found that
lack of funding as one of the reasons that slowing them from using web technology and e-
business application in their current business. This is because a higher capital is needed to
invest in buying the system and the need of training the staff consistently to enable them to
update their knowledge on IT related matters and able to run the operation. There is a greater
opportunity for the SMEs travel agencies to train and create IT post such as e-marketers, e-
travel consultants, e-tour consultants and e-travel advisors to further develop the electronics
and e-business functions.

Another factor that causes the respondents to perceive web-technology and e-
business to be complex is due to difficulties to the owner/managers to learn and use the web
technology and e-business system. A proper training with the assistance of a specialist ICT
consultants is require in conducting web-based activities. Furthermore, a stiff competition
exists in the open travel and tour market globally from the interaction of small, medium and
big scale firms are competing by offering attractive and valuable tour and travel services to
meet up the demand of the modern travelers.
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Determinant factors within Organizational context

This study investigated three Organizational variables which are location, e-resources
and top management support and their influences on web-technology & e-business activities.
This study confirms that location is not a problem for SME TAs in Malaysia to conduct business
at a global scale. The government of Malaysia is in a collaboration with multiple stakeholders
and currently is aggressively promoting ICT initiatives for SMEs business development.

The availability of IT infrastructure such as network and online customer database
allow firms to develop a sophisticated operating system that can offer a new version of virtual
experience for their potential customers. With the availability of the relevant e-resources,
travel agencies will be able to update on the latest development of the traveler’s markets.
This finding is also supported by previous authors for example Kuan and Chau (2001),
Ramdani et al., 2009), Sheriff (2007), (Mihajlovic, 2012) and Kilangi (2012).

The result provides an insight to the top management, board of directors, and team
members that web technology and e-business project the importance of user support. A
specific IT projection and forest must be in line with firms’ objectives, vision and mission.
Long-term and short-term development projects must incorporate the objectives to equipped
their sales and marketing activities with a user-friendly system for web-technology & e-
business activities. A strong support from the management portrays that the SME’s travel
agencies management are committed to technology development which promotes strong
back end support.

Other than that, there should also be a continuous support from HRD department by
giving incentives and rewards to all levels of employees who successfully achieved target for
online sales mission. This effort is supported by the previous authors suggesting HRD's
activities provision to enrich staff motivation at workplace (Omar et al, 2008). These findings
are in line with the previous authors who agreed that the top management support is a critical
determinant for technology adoption (Bennett & Savani, 2011; Thiesse, Staake, Schmitt &
Fleisch, 2011); Nathan et al., 2004; Tan & Teo, 1998; Seyal et al., 2003).

The forth determining variable, data secrecy or confidentiality, has a significant
relationship with WEA as well. In Malaysia, it is safe for consumers to choose the online
payment method for their traveling arrangements. The country banking institutions are
claimed to have a stable and reliable online banking services which encourage customers to
rely on web technology and e-business services. This is seconded by Tan et al. (2008), Bhimani
(1996), Jeff Hoi (2003) and Ng (2000).

In a different view, Malaysian consumers also feel reluctant to use web technology &
e-business services mainly because they are still lacking in confidence of the current web
technology & e-business set, Becale (1999). From business providers point of view, an issue
of protection right and safeguarding of the trade secrets over online interactions (Light, 2001;
Bird, 1997); the inadequacy of e-commerce laws and limitation of legal framework (Jeff Hoi,
2003) are among reasons attributed to a low percentage of web- technology & e-business
application.
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The results of this study findings also depicted that training and human capital
investment also has a significant relationship with web-technology in Malaysia. This is similar
to the results by previous studies (Dakhli & De Clercq, 2004; Barczak & Wilemon, 2003;
Vankatesh & Bala, 2008; Gono et al.,, 2009; Sharma & Yetton, 2007; Hollenstein, 2004;
Mughal, 2011). Based on the statistical results, this study reveals that there is a necessity for
training and human capital investment for web-technology & e-business system. It is evident
that via web-technology & e-business activities, it allows the employees to apply knowledge
that they have learnt in developing opportunities for the firm’s growth and develop
employee’s competencies through the use of ICT. This finding is in line with previous authors
such as Yietman (2011) found todays employees at work are occupied with online orders and
writing to respond to online modern traveler’s request and inquiry.

Determinant of WEA from the Environmental context

In assessing the environmental influences on web-technology & e-business activities,
this study focuses on three identified constructs namely the competitive pressure, external
support and government intervention which all have been proven as having significant
relationship with web-technology & e-business activities among Malaysia SME TA businesses.
In coping with the 215t century business challenge, it is necessary for Malaysian SMEs
businesses to adopt new ways of conducting businesses to stay competitive in the open global
market. The pressure in the market competition has a remarkable effect on improving
networked technology activities thus, the local SMEs will be able to compete equally with the
other giant TAs by diversifying and considering the potential of developing a niche market via
technology advancement. The argument is also seen in a study by Porter and Millar (1985)
who argued that the adoption of ICT tends to alter the position of the adopting firms and
changes the industry structure. While Kilangi (2012) argued that SMEs are more sensitive to
competitive pressure because they are not able to alter the market forces due to the small
market segment.

This result provides an insight that a well planned and systematic usage of the web
technology and e-business function would reduce the operational costs and improve the
quality of services provided to the customers besides improving the firm’s ability to respond
to customer’s request and order. The online presence (website presence) also has the
possibility to increase the competition and provides an alternative to customers to make a
comparison before making any final purchase decision. This argument is also similar to Kilangi
(2012). The stronger the competition, the higher the likelihood of adopting and using ICT
among SMEs (Thong, 1999; Dholakia & Kshetri, 200); Gibb & Kraemer, 2004a). Therefore, it
is summarized that the competition in the industry leads to WEA (Lertwongsatien &
Wongpininwatana, 2003).

The travel and tour associations, universities, business communities and agencies
must aggressively provide technical support and assistance for an effective use of web-
technology & e-business activities among SMEs. For instance, UiTM, UTM, OUM, Sunway
College and Community College are among of the popular higher education institutions to
study tourism management and related courses which provide a strong support for the
provision of the skilled tourism workers in tourism field.
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Interestingly, it was also found that the business partner and suppliers did not offer
information and share resources though web technology & e-business activities. This finding
indicated that the business partner and suppliers are not ready to share the e-resources with
the usage of web technology & e-business in their business operation which limit the resource
sharing capabilities. However, the result of this study is contradicted to Kilangi (2012); and
Ramdani (2009) who found that the technological support has no significant relation to web-
technology & e-business activities.

The results provide an argument that the government of Malaysia demonstrates a
strong commitment in providing sufficient information, infrastructure, and knowledge and
building capacity for web technology & e-business development. Somehow, the respondents
of this study agreed on the statement that the government offer a high cost of domain and
web technology & e-business registration.

Overall, it is observed that SME travel agencies invested at the very minimum capital
investment for web technology and e-business initiatives, thus resulted in a lower income
generation. Most small and medium travel agencies rely on the basic free Internet facilities
provided by the government in performing the business operation. Majority of the SME TAs
in Malaysia have the capabilities in expanding their business by investing into online business
setting, provided they have the sufficient capital, knowledge-resources, human capital
resources, networking and other supporting resources to meet the global challenge of the
travel and tour business.

In terms of web-technology & e-business adoption, majority of SME travel agencies
used WEA at a medium level which also indicates that Malaysian SMEs are moving from the
conventional practice to transformation era of operating business via online transaction. The
online application via e-business and e-commerce are claimed to offer growth opportunity
for future business development. Hence, the results also reveal that one of the main reasons
that stopping or slowing down the online business penetration is due to lack of the knowledge
and skills in developing online business platform. A strategic business plan focus on the
internal and external characteristics of the predictors of WEA will lead to stimulate the firm’s
performance to appear significantly at global business opportunity. Nonetheless, the
environmental factors reported that the external shareholders, i.e: the government,
suppliers, and NGO contribute less to the development of online business initiatives.

This study covers 3 dimensions of IOE characteristics as the predictive factors for web-
technology & e-business adoption activities among SME travel agencies in Malaysia. More
studies can be conducted by focusing on other dimensions related to web technology & e-
business adoption. Due to the importance of incorporating social media as a source of
marketing and developing TAs, relevant studies may assist the entrepreneurs in developing
strategies via the development of network technologies.

The theoretical and empirical implications drawn from the findings will enrich the
web-technology & e-business explanation, which also provide a foundation for interaction
between the industry players in travel and tour environment. I0E characteristics have been
proven as the determinant for web-technology & e-business adoption for SMEs travel
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agencies that take advantage of technological progress in their business strategy, while
agencies that systematically ignore new technologies and their benefits will undoubtedly
have lagged in the competition.

Acknowledgements

Sincere appreciation to Associate Professor. Dr. Azmawani bt Abd. Rahman and
Associate Professor Dr. Yuhanis Abd. Aziz of Universiti Putra Malaysia for their positive inputs
and constructive comments in the process of completion of this paper. An appreciation also
goes to the appointed enumerators and research assistants of UiTM and those involved in the
completion of the data collection process for this research.

Corresponding Author

Nor Asikin Shaharuddin, Faculty of Hotel and Tourism Management, Universiti
Teknologi Mara Melaka, 110 OFF Jalan Hang Tuah, 75300 Melaka Bandaraya Bersejarah.
Email: asikin690@melaka.uitm.edu.my,

References

Abou-Shouk, M., Megicks, P., & Lim, W. M. (2013). Perceived Benefits and E-Commerce
Adoption by SME Travel Agents in Developing Countries: Evidence from Egypt. Journal of
Hospitality and Tourism Research, 37(4), 490-515.
https://doi.org/10.1177/1096348012442544

Abrahamson, E., & Rosenkopf, L. (1997). Social Network Effects on the Extent of Innovation
Diffusion: A Computer Simulation. Organization Science.
https://doi.org/10.1287/orsc.8.3.289

Agarwal, R., & Prasad, J. (1997). The Role of Innovation Characteristicss and Perceived

Voluntariness in the Acceptance of Information Technologies. Decision Sciences, 28(3),
557-582. https://doi.org/10.1111/j.1540-5915.1997.tb01322.x

Alam, S. S., & Mohammad Noor, M. K. (2009). ICT Adoption in Small and Medium Enterprises:
an Empirical Evidence of Service Sectors in Malaysia. International Journal of Business
and Management, 4(2). https://doi.org/10.5539/ijom.v4n2p112Alam, S.S., 2009.
Adoption of Internet in Malaysian SMEs. Journal of Small Business and Enterprise
Development, 16(2), pp. 240-255.

Alutto, J., & Hrebiniak, L. (1975). Research on commitment to employing organizations:
Preliminary findings on a study of managers graduating from engineering and MBA
programmes. Paper Presented at Academy of Management Meetings, New Orleans.

Arbore, A., & Ordanini, A. (2006). Broadband divide among SMEs: The role of size, location

and outsourcing strategies. International Small Business Journal, 24(1), 83-99.
https://doi.org/10.1177/0266242606059781

Arendt, L. (2008). Barriers to ICT adoption in SMEs: how to bridge the digital divide? Journal

of Systems and Information Technology, 10(2), 93-108.
https://doi.org/10.1108/13287260810897738

Arts, J. W. C., Frambach, R. T., & Bijmolt, T. H. A. (2011). Generalizations on consumer

innovation adoption: A meta-analysis on drivers of intention and behavior. International
Journal of Research in Marketing, 28(2), 134-144.
https://doi.org/10.1016/].ijresmar.2010.11.002

Attewell, P. (1992). Technology Diffusion and Organizational Learning: The Case of Business

179



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 8, No. 15, Special Issue on Revisiting Foodservice and Gastronomy Intersection: Business, People and Performance, 2018,
E-ISSN: 2222-6990 © 2018 HRMARS

Computing. Organization Science, 3(1), 1-19. https://doi.org/10.1287/orsc.3.1.1

Bayo-Moriones, A., & Lera-Lopez, F. (2007). A firm-level analysis of determinants of ICT
adoption in Spain. Technovation, 27(6-7), 352-366.

https://doi.org/10.1016/j.technovation.2007.01.003

Caldeira, M. M., & Ward, J. M. (2003). Using resource-based theory to interpret the successful
adoption and use of information systems and technology in manufacturing small and
medium-sized enterprises. European Journal of Information Systems, 12(2), 127-141.
https://doi.org/10.1057/palgrave.ejis.300045

Cheung, W., Chang, M. K., & Lai, V. S. (2000). Prediction of The Internet and World Wide Web
usage at work: A test of an extended Triandis model. Decision Support Systems, 30(1),
83-100. https://doi.org/10.1016/50167-9236(00)00125-1

Chin, Y.W. (2010). The future of small and medium enterprises (SMEs) in Malaysia: constraints
and opportunities. Http://www.20yearpoa.org/projectPapers/articles/2010-04-
06/145.html Accessed the 10th of July 2015

Chong, S., & Pervan, G. (2007). Factors Influencing the Extent of Deployment of Electronic
Commerce for Small-and Medium Sized Enterprises. Journal of Electronic Commerce in

Organizations, 5(1), 1-29. https://doi.org/10.4018/jeco.2007010101

Chuang, T.T.; Nakatani, K.; Zhou, D. (2009) An exploratory study of the extent of information
technology adoption in SMEs: An application of upper echelon theory. J. Enterp. Inf.
Management. 22, 183-196.

Dakhli, M., & De Clercq, D. (2004). Human capital, social capital, and innovation: a multi-
country study. Entrepreneurship & Regional Development, 16(2), 107-128.

https://doi.org/10.1080/08985620410001677835

Damsgaard, J., & Lyytinen, K. (1996). Government strategies to promote the diffusion of...
Information Infrastructure & Policy, 5(3), 169. Retrieved from
https://login.e.bibl.liu.se/login?url=https://search.ebscohost.com/login.aspx?direct=tru
e&db=aph&AN=9704042995&site=eds-

Den Hoogen, I. (2010). Early adopters and power users. Forbes/INSIGHTS, 9-11.

Doolin, B., & Troshani, |. (2007). Organizational Adoption of XBRL. Electronic Markets, 17(3),
199-209. https://doi.org/10.1080/1019678070150319

Dorji, T., & Chaisawat, M. (2011). The Present Situation of Travel Agencies and Their Future
Prospects in Bhutan, Internet Research 3(2), 45-56.

Ettlie, J. E., Bridges, W. P., and O'Keefe, R. D., (1984), Organization Strategy and Structural

Differences for Radical Versus Incremental Innovation: Management Science, v. 30, no. 6,
p. 682-695.

Frambach, R. T., & Schillewaert, N. (2002). Organizational innovation adoption - A multi-level
framework of determinants and opportunities for future research. Journal of Business
Research, 55(2), 163-176.

Ghobakhloo, M., Hong, T. S., Sabouri, M. S., & Zulkifli, N. (2012). Strategies for Successful
Information Technology Adoption in Small and Medium-sized Enterprises. Information,
3(4), 36—67. https://doi.org/10.3390/info3010036

Gono, S., Harindranath, G., & Berna Ozcan, G. (2013). Challenges of ICT Adoption by South
African SMEs : A study of Manufacturing and Logistics Firms. Annual Conference of The
Institute for Small Business and Entrepreneurship, 1-23.

https://doi.org/10.1080/15332860802086367

Grandon, E. E., & Pearson, J. M. (2004). Electronic commerce adoption: An empirical study of

180


https://doi.org/10.1016/j.technovation.2007.01.003
https://doi.org/10.1057/palgrave.ejis.300045
https://doi.org/10.1016/S0167-9236(00)00125-1
https://doi.org/10.1080/08985620410001677835
https://login.e.bibl.liu.se/login?url=https://search.ebscohost.com/login.aspx?direct=true&db=aph&AN=9704042995&site=eds-
https://login.e.bibl.liu.se/login?url=https://search.ebscohost.com/login.aspx?direct=true&db=aph&AN=9704042995&site=eds-
https://doi.org/10.1080/1019678070150319
https://doi.org/10.1080/15332860802086367

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 8, No. 15, Special Issue on Revisiting Foodservice and Gastronomy Intersection: Business, People and Performance, 2018,
E-ISSN: 2222-6990 © 2018 HRMARS

small and medium US businesses. Information and Management, 42(1), 197-216.
https://doi.org/10.1016/j.im.2003.12.010

Guriting, P., & Ndubisi N.O. (2006). Borneo online banking: Evaluating customer perceptions
and behavioral intention. Management Research News, 29 (1/2), 6- 15.

Hambrick, D. C., & Mason, P. A. (1984). Upper Echelons: The Organization as a Reflection of
lts Top Managers. Academy of Management Review, 9(2), 193-206.
https://doi.org/10.5465/AMR.1984.4277628

Hashim, J. (2007). Information Communication Technology ( ICT ) Adoption Among SME
Owners in Malaysia. International Journal of Business and Information, 2(2), 221-240.
https://doi.org/10.5897/AJBM10.1398

Hedges, M. (2010). The need to be nimble. Forbes/INSIGHTS, 6-8. Heilbrun,

Houghton, K. A., & Winklhofer, H. (2004). The effect of website and e-commerce adoption on
the relationship between SMEs and their export intermediaries. International Small
Business Journal, 22(4), 369—-388. https://doi.org/10.1177/0266242604044305

Huang, L., Yung, C. Y., & Yang, E. (2011). How do travel agencies obtain a competitive
advantage?: Through a travel blog marketing channel. Journal of Vacation Marketing,
17(2), 139-149. https://doi.org/10.1177/135676671039273

Hussein, R., Ennew, C., & Kortam, W. (2012). The Adoption of Web-Based Marketing in the
Travel and Tourism Industry: An Empirical Investigation in Egypt. Journal of Innovation
Management in Small & Medium Enterprises, 2012, 1-23.
https://doi.org/10.5171/2012.143325

Intrapairot, A. and Srivihok, A. (2003). E-COMMERCE and cultural values. 1GI medium US

businesses. Information Management 42: 197-216. Procedia—Social and Behavioral
Sciences, 62, 93-97. http://dx.doi.org/10.1016/j.sbspro.2012.09.016

Intrapairot, A., & Srivihok, A. (2003). The E-commerce of SMEs in Thailand. In E-commerce and
cultural values (pp. 199-219). Retrieved from
http://pdf.aminer.org/000/305/994/supporting_smes_in_the_world_of ecommerce_
www_site_maintenance.pdf

Jeyaraj, A., Rottman, J. W., & Lacity, M. C. (2006). A review of the predictors, linkages, and
biases in IT innovation adoption research. Journal of Information Technology.
https://doi.org/10.1057/palgrave.jit.2000056

Karanasios, S. S., & Burgess, S. (2008). An E-commerce Framework for Small Tourism
Enterprises in Developing Countries. Faculty of Business and Law, PhD(January), 325

Kendall, J. D., Tung, L. L., Chua, K. H.,, Ng, C. H. D., & Tan, S. M. (2001). Receptivity of
Singapore’s SMEs to electronic commerce adoption. Journal of Strategic Information
Systems, 10(3), 223-242. https://doi.org/10.1016/5S0963-8687(01)00048-8

Kenneth et al (2012). Factors Affecting Adoption of Electronic Commerce among Small
Medium Enterprises in Kenya: Survey of Tour and Travel Firms in Nairobi. International

Journal of Business, Humanities and Technology Vol. 2 No. 4; June 2012

Khemthong, S., & Roberts, L. M. (2006). Adoption of The Internet and Web Technology for
Hotel Marketing : A Study of Hotels in Thailand. Journal of Business Systems, Governance
and Ethics, 1(2), 47-66. https://doi.org/688992359828482

Khuja, M. S., & Manaf, A. (2012). A Preliminary Study of Internet Based Ticketing System
Impacts on Selected Travel Agencies in Malaysia, ”. Journal of Asian Business Strategy,
V.2(No 10), 219-228.

181


https://doi.org/10.1016/j.im.2003.12.010
https://doi.org/10.1177/135676671039273
https://doi.org/10.5171/2012.143325
https://doi.org/10.1057/palgrave.jit.2000056
https://doi.org/10.1016/S0963-8687(01)00048-8
https://doi.org/688992359828482

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 8, No. 15, Special Issue on Revisiting Foodservice and Gastronomy Intersection: Business, People and Performance, 2018,
E-ISSN: 2222-6990 © 2018 HRMARS

Kilangi, A. (2012). The Determinants of ICT adoption among SMEs: The Case of the Tourism
Sector in Tanzania. PhD Thesis, Vrije Universities, The Netherlands. Download at
https://research.vu.nl/ws/portalfiles/portal/42212437/complete+dissertation.pdf

King, J. L., Gurbaxani, V., Kraemer, K. L., McFarlan, F. W., Raman, K. S., & Yap, C. S. (1994).
Institutional factors in Information technology innovation. Informatio system research ,
5(2), 139-169.

Kula, V., & Tatoglu, E. (2003). An exploratory study of Internet adoption by SMEs in an
emerging market economy. European Business Review, 15(5), 324 -333

Kwon, T. H., & Zmud, R. W. (1987). Unifying the fragmented models of information systems
implementation. In Critical issues in information systems research (pp. 227-251).
Retrieved from http://portal.acm.org/citation.cfm?id=54905.54915

Law, R., & Wong, J. (2004). The impact of the Internet on travel agencies. International Journal
of Contemporary Hospitality Management, 16(2), 100-107.
https://doi.org/10.1108/09596110410519982

Lee, J. (2004). Discriminant analysis of technology adoption behavior: A case of The Internet
technologies in small businesses. Journal of Computer Information Systems.

Lertwongsatien, C., & Wongpinunwatana, N. (2003). E-commerce adoption in thailand: An
empirical study of small and medium enterprises (smes). Journal of Global Information
Technology Management, 6(3), 67-83.
https://doi.org/10.1080/1097198X.2003.10856356

Li, Y., Tan, C.H., Teo, H.H., Tan, B.C.Y. (2006). Innovative usage of information technology in
Singapore organizations: Do CIO characteristics make a difference? IEEE Trans. Eng.
Manag. 2006, 53, 177-190

Lockett, A., & Littler, D. (1997). The adoption of direct banking services. Journal of Marketing
Management, 13(8), 791-811. https://doi.org/10.1080/0267257X.1997.9964512

Mazhatul, R., & Suraya, Y. (2000). Internet Diffusion and E-Business Opportunities Amongst
Malaysian Travel Agencies Literature Review Diffusion Of Innovations, (Awang), 1-13.
Hawaii International Conference on Business, June 18-21, Honolulu

Migiro, S. O. (2006). Diffusion of ICTs and E-commerce adoption in manufacturing SMEs in
Kenya. South African Journal of Library and Information Science, 72(1), 35—-45

Mihajlovi¢, 1. (2012). The Impact of Information and Communication Technology (ICT) as a Key
Factor of Tourism Development on the Role of Croatian Travel Agencies. International
Journal of Business and Social Science Vol., 3(24), 151-159

Moghavvemi, S. (2012). Competitive Advantages Through It Innovation Adoption By Smes.
Social Technologies, 2(1), 24—-39.

Molla, A., & Licker, P. S. (2005). ECommerce adoption in developing countries: A model and
instrument. Information and Management, 42(6), 877-899.
https://doi.org/10.1016/j.im.2004.09.002

Morris, M. G., & Venkatesh, V. (2000). Age Differences in Technology Adoption Decisions:
Implications for A Changin Work Force. Personnel Psychology, 53, 375-403.
https://doi.org/10.1111/j.1744-6570.2000.tb00206.x

Pijpers, G. G. M., Bemelmans, T. M. A., Heemstra, F. J., and van Montfort, K. A. G. M., (2001),
Senior executives' use of information technology: Information and Software Technology,
v. 43, no. 15, p. 959-971.

Poon, S., & Joseph, M. (2001). A preliminary study of product nature and electronic
commerce. Marketing Intelligence & Planning, 19(7), 493-500.

182


https://doi.org/10.1108/09596110410519982
https://doi.org/10.1080/1097198X.2003.10856356
https://doi.org/10.1080/0267257X.1997.9964512

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 8, No. 15, Special Issue on Revisiting Foodservice and Gastronomy Intersection: Business, People and Performance, 2018,
E-ISSN: 2222-6990 © 2018 HRMARS

https://doi.org/10.1108/02634500110408295

Poorangi, M. M., Khin, E. W. S., Nikoonejad, S., & Kardevani, A. (2013). ICT adoption in
Malaysian Small and Medium Enterprises Practitioner Firms : A revisit on Rogers ’ model,
85, (Annals of the Brazilian Academy of Sciences)

Premkumar, G., Ramamurthy, K., & Nilakanta, S. (1994). Implementation of electronic data
interchange: An innovation diffusion perspective. Journal of Management Information
Systems, 11(2), 157-186. https://doi.org/10.1080/07421222.1994.11518044

Saffu, K., Walker, J. H., & Hinson, R. (2008). Strategic value and electronic commerce adoption
among small and medium-sized enterprises in a transitional economy. Journal of
Business & Industrial Marketing, 23(6), 395-404.
https://doi.org/10.1108/08858620810894445

Set, K. (2013). Tourism Small and Medium Enterprises (TSMEs) in Malaysia. International
Journal of Business and Social Science, 4(16), 58—67. https://doi.org/10.9790/487X-
17833145

Simpson, M., & Docherty, A. J. (2004). E-commerce adoption support and advice for UK SMEs.
Journal of Small Business and Enterprise Development, 11(3), 315-328.
https://doi.org/10.1108/14626000410551573

Spry Foundation (2005). Older adults and the World Wide Web. Available at

http://www.spry.org

Sultan, F., & Chan, L. (2000). The adoption of new technology: The case of object-oriented
computing in software companies. |[EEE Transactions on Engineering Management,
47(1), 106-126. https://doi.org/10.1109/17.820730

Swanson, E. B. (2010). Consultancies and capabilities in innovating with IT. Journal of Strategic
Information Systems, 19(1), 17-27. https://doi.org/10.1016/j.jsis.2009.12.001

Tan, K. S., & Eze, U. C. (2008). An Empirical Study of The Internet-Based ICT Adoption Among
Malaysian SMEs. Communications of the IBIMA, 1, 1-12

Tan, M., & Teo, T. S. H. (2000). Factors Influencing the Adoption of The Internet Banking.
Journal of the AlS, 1, 1-42. https://doi.org/10.1016/j.elerap.2008.11.006

Thong, J. Y. L. (1999). An Integrated Model of Information Systems Adoption in Small
Businesses. Journal of Management Information Systems, 15(4), 187-214.
https://doi.org/10.1080/07421222.1999.11518227

Thong, J. Y. L., Yap, C.-S., & Raman, K. S. (1997). Environments for information systems
implementation in small businesses. Journal of Organizational Computing and Electronic
Commerce, 7(4)

Tornatzky, L. G., Fleischer, M., & Chakrabarti, A. K. (1990). Processes of technological
innovation. Issues in Organization and Management Series.
https://doi.org/10.1080/1550428X.2010.490902

Usoro, A. (2007). ICT (information and communications technologies) and tourism: an initial
exploratory study of developing economies as suppliers of hospitality and destination.
6th Annual ISOnEworld Conference. Las Vegas, NV. April 11-13.

Van Slyke, C., llie, V., Lou, H., & Stafford, T. (2007). Perceived critical mass and the adoption
of a communication technology. European Journal of Information Systems, 16(3), 270—
283. https://doi.org/10.1057/palgrave.ejis.3000680

Voges, K. & Pulakanam, V. (2011). Enabling factors influencing The Internet adoption by New
Zealand small and medium retail enteprises. International Review of Business Research
Papers, 7, 106—-117.

183


https://doi.org/10.1080/07421222.1994.11518044
https://doi.org/10.9790/487X-17833145
https://doi.org/10.9790/487X-17833145
https://doi.org/10.1108/14626000410551573
http://www.spry.org/
https://doi.org/10.1016/j.elerap.2008.11.006

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 8, No. 15, Special Issue on Revisiting Foodservice and Gastronomy Intersection: Business, People and Performance, 2018,
E-ISSN: 2222-6990 © 2018 HRMARS

Vrana, V., & Zafiropoulos, C. (2006). Tourism agents ’ attitudes on Internet adoption : an
analysis from Greece, Internet research. 18(7), 601-608.
doi:10.1108/09596110610703039

Yitmen, I. (2011). Intellectual capital: A competitive asset for driving innovation in engineering
design firms.EMJ-Engineering Management Journal, 23(2), 3-19.
https://doi.org/10.1080/10429247.2011.11431891

Diamantopoulos, A., & Schegelmich, B.B. (2000).Taking the fear out of data analysis.A step-
by-step approach.London: Thomson Learning.

Hashim,M.K., & Wafa, S. (2002). Small & medium sized enteprises in Malaysia: Development
issues. (Prentice Hall, Ed.). Petaling Jaya,Malaysia.

Rogers, E. M. (2003), Diffusion of Innovations New York, Free Press.

ACCIM, Report of Survey, SMEs Survey, the Objectives, survey background, respondents.
Associated Chinese Chambers of Commerce & Industry of Malaysia (ACCCIM) SMEs
Survey Report (2012), Retrieved on 16" September 2014.

Eleventh Malaysia Plan (2016-2020). Anchoring Growth on People, Economic Planning Unit,

traced on 215t February 2016, http://www.epu.gov.my, Percetakan Nasional Berhad

Tourism Sattelite Account,2016.Department of Statistic Malaysia. Availalable at
https://www.dosm.gov.my

184


https://www.dosm.gov.my/

