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Abstract

Malaysia's e-commerce is rapidly expanding, driven by increased online shopping among
businesses and consumers. In the agriculture sector, companies are adopting e-commerce for
efficiency, cost reduction, and revenue growth, supported by government initiatives such as
NEP 2030, MyDigital, and PENJANA, recognizing its positive economic impact. Given the
importance and challenges of agriculture in Malaysia, agribusinesses must leverage e-
commerce and government support in this endeavour is vital. In Malaysia, e-commerce in
agribusiness has potential, but many businesses hesitate due to perceived risks, lack of
expertise, and high transition costs from traditional to online models. While e-commerce
offers opportunities, immediate cost savings might not always be evident, with businesses
needing to invest in online growth and customer engagement. Furthermore, challenges in
logistics and delivery services, especially in remote areas, impact businesses’ ability to
efficiently serve customers. A comprehensive analysis of extant literature has revealed
significant research gaps, particularly in understanding the factors influencing agribusiness
owners’ adoption of e-commerce. Thus, this paper aims to address the knowledge gap on e-
commerce usage in agribusiness using TAM as the theoretical framework. Specifically, the
paper reviewed the perceived ease of use, perceived usefulness, and intention to use, which
are three (3) components of the model, and how they can be used to investigate e-commerce
adoption by business entities in Malaysia. The paper also reviewed the benefits and
challenges faced by agribusiness in Malaysia and provided insight on studies related to the
adoption of e-commerce. In conclusion, although the TAM model has been widely used to
understand technology adoption, including in Malaysia, there is a need for sector-specific
studies. Therefore, this paper advocates for tailored TAM studies to precisely gauge the level
of e-commerce acceptance within the Malaysian agribusiness sector, providing valuable
insights for future digital integration strategies.
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Introduction

With the ever-changing landscape of market conditions coupled with advances in technology,
the utilization of e-commerce platforms has increased worldwide. Across the globe,
numerous business owners have migrated their businesses to digital platform from physical
counterparts (Hafiz et al., 2020), and this is also true for Malaysia. As reported by the
Department of Statistics (2022), Malaysia’s e-commerce income breached the RM 1 trillion
mark for the first time in 2021, totalling RM 1.09 trillion, a 21.8% jump over 2019. The upward
trend continued in 2022, with e-commerce revenue in Quarter 3 2022 totalling RM 289.2
billion, up 0.3% from Quarter 2 2022 (Department of Statistic, 2022).

The growth of e-commerce in Malaysia has been significant in recent years, with an increasing
number of businesses adopting e-commerce as alternative route for businesses, and in most
cases, act as a replacement for traditional business practice (Wei-Loon & Nur Afigah, 2020).
Furthermore, adoption of e-commerce platforms by businesses in Malaysia has accelerated
due to COVID-19 pandemic, which has resulted in several restrictions due to the pandemic
itself or by the government, prompting many businesses to turn to e-commerce platforms as
consumers unable to move freely to shop (Yusof et al., 2021). The growth of e-commerce in
Malaysia is not only attributed to advancements in technology and the pandemic, but also to
the government’s policies and planning, making the country one of the most promising for
further involvement in e-commerce activities (Hafiz et al., 2019). Policies, such as MyDigital
Initiative and National Entrepreneurship 2030, indicated that the government recognises the
benefits of e-commerce platforms to business and economic wellbeing and showcasing their
commitment to further improving the use of e-commerce in Malaysia.

The use of e-commerce by business in Malaysia has been discussed by many researchers
(Khatibi et al., 2003; Tan et al., 2009; Noor Azuan, 2006; Syed Zambri et al., 2015; Hakimin et
al.,, 2021; Mira et al., 2018; Tze et al., 2020). However, research focusing on the use of e-
commerce by agribusiness is still scarce, with researchers focusing on specific platform (Nor
Farzana & Faudziah, 2011) or on customers’ perspective (Suhana & Nik Rozana, 2015; Nor
Farzana & Faudziah, 2011). It is also imperative to perform quantitative research on factors
affecting the e-commerce platforms adoption utilizing Technology Acceptance Model (TAM)
or its extension to better understand the extent to which these agriculture sector businesses
accept e-commerce platforms (Nor Farzana & Faudziah, 2011). As a response, this paper
intended to address the knowledge vacuum on e-commerce usage in agribusiness using TAM
as main framework. Specifically, the paper reviewed the perceived ease of use, perceived
usefulness, and intention to use, which are three components of the model, and how they
can be used to investigate e-commerce adoption by agribusiness in Malaysia. This paper also
reviewed e-commerce and its benefits and provide insight on studies related to e-commerce
adoption by business in Malaysia.

Agribusiness in Malaysia

Agribusiness encompasses various businesses involved in agricultural production, processing,
and distribution. This includes inputs, processing, and distribution companies. In recent years,
agribusiness has been influenced by globalization, changing consumer preferences, and
advancements in digital technology. Globalization has expanded trade opportunities for
agricultural products, leading to the rise of global agribusiness corporations. Consumer
preferences for sustainable and locally sourced food have also impacted agribusiness
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strategies (Jansen & Vellema, 2004). Digital technologies, such as precision agriculture and
data analytics, have transformed farming practices, improving resource management and
productivity (Javaid et al., 2022). Agribusiness continues to evolve to meet the challenges of
feeding a growing global population, ensuring food security, and addressing environmental
concerns. It combines science, technology, economics, and sustainability to adapt to a
changing world.

Agribusiness in Malaysia plays a vital role in the country’s economy and food security. The
sector encompasses a diverse range of activities, including crop cultivation, livestock farming,
fisheries, and forestry. Government policies and regulations have a considerable impact on
the growth of agribusiness in Malaysia. The Malaysian government has shown its support for
the agricultural sector through various initiatives and policies with the aim to enhance
agricultural productivity, improve food security, and promote sustainable practices (Shahiida
& Firdaus, 2022).

Furthermore, the adoption of technology in agribusiness in Malaysia is growing, with an
increasing focus on precision agriculture, digital farming practices, and loT (Internet of Things)
applications (Saifan et al., 2021). Application of new or modern technology in agriculture has
the potential to elevate production capacity and development of agriculture (Rehman et al.,
2016; Khanna, 2001). Technology used to achieve sustainability in agriculture can increase
productivity and maximize economic benefit, while conserving the environment (Zilberman
et al., 1997; Tandogan & Gedikoglu, 2020). Farmers in Malaysia are receiving loans from
different institutions to improve crop production using effective practices advised through
agricultural extension services. Moreover, insurance organizations are assisting financially
challenged farmers in acquiring the necessary resources to enhance their income through the
adoption of innovative agricultural techniques (Saifan et al., 2021).

The agribusiness sector in Malaysia faces several challenges that hinder its growth and
development. Labour shortages and the lack of a skilled workforce are also major challenges
faced by the agribusiness sector in Malaysia. Many young Malaysians are reluctant to pursue
careers in agriculture due to the perception that it is physically demanding and financially
unrewarding (Athukorala & Loke, 2009). Natural disasters such as droughts and floods pose a
significant threat to Malaysia’s agriculture sector, hindering its productivity and profitability
(Alam et al., 2011). Climate change further exacerbates these challenges, imperilling food
security through reduced crop and livestock production triggered by temperature changes
(Athirah et al., 2018).

The COVID-19 pandemic's far-reaching impact continues to be felt long after its initial
outbreak, disrupting productions and supply chains. Among the affected sectors is Malaysia's
agribusiness, which has been severely hampered by pandemic-related measures such as
lockdowns, business closures, and travel restrictions. A survey by the Department of Statistics
Malaysia (2020) found that 70.0% of people in agriculture experienced income reduction, and
the sector had the highest job loss rate (21.9%) compared to other sectors. Marketing
difficulties arose due to the Movement Control Order, leading to farmers, restaurants, and
supermarkets discarding their goods. As a result, some agriculture businesses had to shut
down and face bankruptcy due to their inability to sell products (Hazlin & Trinna, 2020; Ng &
Ramiza, 2020).
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E-commerce

According to Azuan (2006), e-commerce is defined as the sharing of business information,
maintaining business relationships, and conducting transactions through internet-based
technology, based on the widely accepted definition by (Zwass, 1996). The increasing use of
technology, such as smartphones and computers, affected consumers’ purchase behaviour.
Consumers today are more comfortable making online purchases, a trend that has fuelled the
meteoric rise of e-commerce platforms (Hou et al., 2016). This shift towards e-commerce
platforms is driven by several factors, including the vast array of products availability,
convenience, and the ability to compare prices (Skarzauskiené et al., 2015).

The utilization of e-commerce not only has a good influence on customers, but it also has a
favourable impact on businesses. E-commerce streamlines business processes and reduces
the need for excessive documentation. Digital transactions and automated systems can
replace manual paperwork, saving time and resources for businesses. This increased
efficiency allows companies to focus on core activities and innovation rather than getting
bogged down by administrative tasks (Daniel et al., 2002). E-commerce offers businesses a
cost-effective alternative to traditional brick-and-mortar operations. The elimination of
physical storefronts and associated expenses, such as rent and utilities, can lead to significant
cost savings. Additionally, digital marketing and online advertising tend to be more affordable
and targeted compared to traditional advertising methods, resulting in increased return on
investment (Quayle & Christiansen, 2004; Xu et al.,, 2008; Taher, 2021). By adopting e-
commerce, businesses can directly reach their customers without the need for intermediaries
like wholesalers or retailers. This direct-to-customer approach not only reduces distribution
costs but also allows businesses to have better control over their products' pricing and
availability (Quayle & Christiansen, 2004; Xu et al., 2008).

Furthermore, businesses have been proven to be able to enhance their sale reach and
customer service through e-commerce, which contribute to the businesses gaining new
customers while having better customer retention (Taher, 2021). E-commerce enables
businesses to transcend geographical boundaries and reach a broader audience. By having an
online presence, businesses can access potential customers both domestically and globally.
This expanded market reach opens new growth opportunities and revenue streams. E-
commerce is also beneficial for retaining customers and encouraging repeat business since it
makes online buying easy and simple for consumers.

The adoption of e-commerce has a transformative effect on businesses, leading to improved
efficiency, cost savings, enhanced distribution channels, and better customer service. By
embracing e-commerce, businesses can tap into the vast potential of the digital market, gain
a competitive edge, and achieve sustainable growth in today's rapidly evolving business
landscape. As more businesses in Malaysia recognize these benefits, the e-commerce sector
is expected to continue its positive trajectory and play an increasingly crucial role in the
country's economic development.

E-commerce in Malaysia

Technology has the potential to address issues in agribusiness in Malaysia and contribute to
its growth. Simple solutions like agro-based websites can provide helpful and informative
information, products, and services to the agricultural community (Farah Adilla & Bahaman,
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2013). Mobile web platforms offered by agriculture agencies can also provide timely and
accurate information, ensuring that the community has access to the right person with the
right information at the right time (Salleh et al., 2010).

Another technology that can elevate agribusiness is e-commerce. Indeed, Malaysia’s e-
commerce ecosystem has shown positive developments, although it remains at a developing
stage, and businesses have been slow to adopt it (Wei-Loon & Nur Afigah, 2020). Several
studies have indicated that Malaysian businesses view the adoption of e-commerce platforms
as risky and challenging, contributing to their hesitation (Khatibi et al., 2003; Tan et al., 2009).
Furthermore, there is lack of expertise and knowledge to effectively apply e-commerce
platforms to their full potential by business owners and managers (Khatibi et al., 2003; Noor
Azuan, 2006; Zambri et al., 2015).

Low e-commerce adoption by businesses can also be caused by high cost of switching from
traditional to digital business (Khatibi et al., 2003). While e-commerce adoption can
undoubtedly improve business performance and open new opportunities, as highlighted by
Mira et al (2018), it may not always lead to immediate cost reductions. The cost savings from
e-commerce might be more apparent for certain aspects of the business, such as reducing
the need for physical retail space or streamlining inventory management. However, in other
areas, such as marketing and technology investment, businesses may need to allocate
resources to drive online growth and customer engagement.

In addition to the challenges faced by businesses, the logistics and delivery infrastructure in
Malaysia, while improving, still present challenges in certain regions, impacting the overall
customer experience (Tamizi, 2021; Azina & Mehedi, 2020). This logistical concern can affect
businesses' ability to efficiently serve their customers, particularly in areas with limited access
to reliable delivery services.

Continued efforts in establishing a suitable environment for enterprises to embrace digital
transformation, boosting digital literacy among the populace, and eliminating logistical
obstacles would be required to sustain and accelerate the growth of e-commerce in Malaysia.
Nonetheless, the general picture for e-commerce in Malaysia remained positive, with the
industry expected to prosper in the future years with the correct strategies and support.

Technology Acceptance Model

Technological advancements have had a profound impact on people’s lives, leading to notable
changes in how businesses and consumers operate. The adoption of technology has
significantly improved the efficiency and effectiveness of performing tasks, bringing about
substantial changes in the way work is conducted (Cascio & Montealegre, 2016). Given the
substantial impact of technology on daily life and operations, numerous researchers have
been drawn to the field to study technology adoption across various industries, whether
among enterprises or consumers.

One of the popular theories related to technology adoption is Technology acceptance model
(TAM). TAM is a theory introduced by Davis (1989) and was derived from Theory of Reasoned
Action (TRA) and Theory of Perceived Behaviour (TPB). TAM suggested users’ beliefs about
perceived usefulness (PU) and perceived ease of use (PEOU) influenced users’ intention to

670



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 2, 2024, E-ISSN: 2222-6990 © 2024

use the system, which determined user acceptance of the system (Davis, 1989). PU can be
explained as the level to which a person believes that using a particular system will enhance
his or her performance and PEOU refers the level of which a person believes that using a
particular system will be free of effort. These two beliefs will create an intention of users
towards technology, and as an effect, the level of usage of said technology (Davis, 1989).
Figure 1 depicts the Technology Acceptance Model (TAM), which explains how external
variables influence perceived ease of use (PEOU) and perceived usefulness (PU), shaping
attitudes, intentions, and ultimately, the actual system use.

Perceived
ease of use )
External / (PEOU) Attitude | jneention | | Actual
variables toward to use | system use
usefulness using
(PU)

Figure 1: Technology Acceptance Model
(Source: Davis, 1989)

External variables, such as computer literacy and system design, can affect the individual’s
behavioural intention through perceived ease of use and perceived usefulness (Venkatesh &
Davis, 1996). The primary method for identifying external variables is through a thorough
literature review. This process helps establish a theoretical foundation for causal relationships
between model variables and research hypotheses. These hypotheses are required since they
will establish the links between the model variables (Venkatesh & Davis, 2000).

TAM model has been used and further extended in much research to explain behaviours in
technology adoption. Venkatesh et al (1994) postulated and confirmed that the initial users’
PEOU of any system is related to their general computer efficacy and adjust these beliefs to
form PEOU that are more system specific. Gefen and Straub (2000) confirmed in their study
that PEOU has no influence on information technology (IT) adoption when using the website
for product purchase but has an effect on IT adoption when the website is used for product
inquiry. This is implies that ease of use is not an inherent quality of products when purchasing,
whereas during inquiries, the required information is embedded in the IT, and its quality
directly tied to ease-of-use of the IT. Ashraf et al (2014) validated the importance of perceived
ease of use and perceived usefulness on consumers’ intentions to shop online, although there
are complex relations of perceived ease of use, perceived usefulness, and intention to adopt
in different geographical settings.

According to several studies, attitude toward using (ATT) is not a significant component in
determining behaviour. Davis et al (1989) discovered that PEOU and PU were the best
predictors of a computer-based information system’s intention to use (ITU) and attitude to
use (ATU), but ATT was not a significant predictor. Adams et al (1992) also found that
perceived usefulness and perceived ease of use were the strongest predictors of intention to
use and actual use of a spreadsheet software, while attitude toward using was not a
significant predictor. This has led to exclusion of ATT by researchers in building research
framework, such as by (Tao, 2008; Hong et al., 2002). Furthermore, Tao (2008) excluded ATT
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in his research based on (Ajzen & Fishbein, 1980; Davis, 1989). They argued that attitude is
formed concurrently with belief, and that PEOU, PU, and ITU are robust predictors of
individual behaviour.

Perceived Ease of Use (PEOU)

PEOU can be defined as the degree to which an individual believes that using a technology
can be effortless (Davis, 1989). PEOU is considered as a cognitive and affective evaluation of
the technology and is believed to be based on an individual’s prior experience with the
technology, as well as their perception of the technology's characteristics. It is the degree to
which an individual perceives the technology to be easy to use, simple, and understandable
(Davis, 1989; Venkatesh & Davis, 1996).

PEOU is a significant predictor of an individual’s desire to utilise a technology (Davis, 1989;
Venkatesh & Davis, 1996). According to TAM, an individual is more likely to use a technology
if they believe it is simple to use. This is because people are more inclined to accept a
technology that they feel they can utilise successfully and efficiently. Furthermore, people are
more likely to be happy with technology if they believe it is simple to use. Satisfaction with a
technology can led to prolonged usage, resulting in a greater adoption rate of the technology.

Perceived Usefulness (PU)

PU can be defined as the degree to which an individual believes that using a technology will
enhance their job performance or overall life (Davis, 1989). PU is considered a cognitive
evaluation of the technology and is believed to be based on an individual’s prior experience
with the technology as well as their perception of the technology’s characteristics. It is the
degree to which an individual perceives the technology to be beneficial for them in their work
performance or daily life (Davis, 1989; Venkatesh & Davis, 1996).

This variable is believed to be a key factor of an individual's intention to use a technology. It
is argued that if a person perceives a technology to be beneficial, they are more inclined to
accept it. This is because people are more willing to accept technology if they feel it will help
them achieve their objectives or enhance their performance (Davis, 1989; Venkatesh & Dauvis,
1996).

Intention to Use (ITU)

ITU can be defined as the willingness for an individual to use the system (Davis, 1989). ITU
stemmed from Bl introduced in TRA (Ajzen & Fishben, 1980), which emphasized that a specific
behaviour can be predicted by the intention for doing the behaviour in question.

Numerous researchers have centred their studies around the ITU as the focal dependent
variable. For example, Brezavscek et al (2017) discovered that PEOU has a stronger impact
than PU on ITU statistical software used by students throughout their studies, while PU has a
stronger impact on their ITU level in the long run. Hakimin et al (2021) showed that ITU e-
commerce among rural micro-entrepreneurs in Malaysia is influenced by both PEOU and PU.
Lee et al (2010) discovered that ITU retail self-checkout by customers is indirectly influenced
by customer traits. The researchers also found a negative relationship between technology
anxiety and ITU retail self-checkout, and older customers have a negative level of ITU retail
self-checkout. Kim et al (2010) discovered that PEOU and PU are both strong predictors of
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ITU, and early adopters of mobile payment prioritised ease of use more than late adopters
who emphasised usefulness in their intention to use the system.

Application of TAM and its Variable in Context of Malaysian Businesses

TAM model has been utilised by researchers in the context of Malaysian businesses. Oly
Ndubisi & Jantan (2003) discovered the use of information system by small and medium
enterprises in Malaysia is influenced directly by PU and indirectly by PEOU via PU. In another
study, Mohamed et al (2005) investigated the relationship between TAM and organizational
agility using managers and executives of manufacturing firms in Malaysia as respondents.
They discovered that actual system or technology usage had the strongest direct effect on
organizational agility, while PU and PEOU of IT influenced organizational agility indirectly
through actual systems or technology use and attitudes towards using the technology.
Meanwhile, a study by Soon et al (2016) found that adoption of big data by companies in
Malaysia is significantly influenced by PU, but PEOU does not have significant influence.

Mahroenian (2012) found that PEOU and PU, along with organizational readiness significantly
influenced e-commerce adoption by SMEs in Malaysia. Ong et al (2020) reinforced this finding
and emphasized that while many Malaysian SMEs have embraced e-commerce, the actual
rate of adoption remains underwhelming. Meanwhile, Hakimin et al (2021) in their study on
rural micro-entrepreneurs in Malaysia found that PEOU and PU level positively influenced
their ITU e-commerce by the micro-entrepreneurs, bypassing their low level of skill and
education to use e-commerce platforms in their business. Lee and Anuar (2022) reported that
women micro entrepreneurs in Malaysia are more likely to adopt e-commerce in their
business if they have better growth mindset, as the micro entrepreneurs are more likely to
have higher level of PEOU and PU.

Even though there are several studies that use the TAM model and its components in the
context of Malaysian business, with some concentrating on e-commerce as the focal
technology, these studies focused on varied sectors. For instance, some studies use different
segmentation, such as women microentrepreneurs by Lee and Anuar (2022) or on SMEs,
which include several sectors (Hakimin et al., 2021). Therefore, there is a need for research
that uses TAM, its variables, and derivatives tailored for business for specific business sectors
because each sector has unique traits and attributes that distinguish it from the others. This
is also true for agribusiness, and as suggested by Farzana and Faudziah (2011), a better
understanding on how agribusiness accepting e-commerce can be achieved by utilising this
model or its other derivatives, which can be used to specific planning and initiatives can be
tailored for agribusiness.

Conclusion

The e-commerce industry in Malaysia has experienced significant growth in recent years.
Technology advancement has fuelled the growth with many businesses and consumers
engaging in online shopping. The government also has made efforts to support the
development of the e-commerce sector, such as the initiatives aimed at e-commerce
adoption. It is expected that e-commerce platforms usage will continue to grow, as
technology advancement, along with government’s recognition and influence, are expected
to fuel further the adoption of e-commerce platforms.

673



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 2, 2024, E-ISSN: 2222-6990 © 2024

TAM model has been extensively adapted and applied in numerous research in the past,
demonstrating its ability to provide insight on the technology adoption. Researchers
worldwide, including those in Malaysia, have utilized TAM and its variables to identify factors
influencing the use of specific technology. Some Malaysian researchers have successfully
applied TAM to investigate e-commerce platforms as the focal technology. Given the unique
characteristics of each sector, tailored studies are essential for specific sector, and
agribusiness is no exception. Considering the knowledge gap regarding the level of e-
commerce adoption among agribusiness in Malaysia, conducting study utilizing TAM s
recommended to explore the extent of e-commerce adoption among agribusiness in
Malaysia.

Contribution of the Research

This research makes a significant theoretical contribution by applying the Technology
Acceptance Model (TAM) to the agribusiness context in Malaysia, thereby addressing a crucial
knowledge gap in the specific adoption factors of e-commerce platforms within this sector.
While TAM has been extensively employed in understanding technology adoption across
various industries, its application to agribusiness has been notably limited. Through an in-
depth examination of perceived ease of use, perceived usefulness, and intention to use, the
study provides nuanced insights into the unique challenges and opportunities faced by
agribusinesses in Malaysia when adopting e-commerce technologies. The thorough
exploration of factors such as perceived ease of use and perceived usefulness contributes to
a comprehensive understanding of the barriers and motivators for e-commerce adoptionin a
sector that plays a pivotal role in Malaysia's economy and food security. This research not
only sheds light on the intricacies of technology adoption in agribusiness but also offers
valuable insights that can inform policymakers, industry stakeholders, and researchers,
enabling the development of tailored strategies to promote digital integration and enhance
the competitiveness of agribusinesses in Malaysia.
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