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ABSTRACT

There is a considerable literature on governmeristance for the adoption of information and
communication technologies (ICT). In most countrigeyernments design ICT policy initiatives to assis
businesses, especially small and medium-sized piger (SMEs). Part of the reason is that governments
everywhere seem to believe that ICT is the key tmemic growth. E-commerce, one of the areas of I t
interests governments, has received particulantate It is said that e-commerce is crucial foomamic
success and gives SMEs a major advantage in thketpkace. It is also argued that, through adopgng
commerce, SMEs can compete with large organisabienause the Internet provides equal access to Yeth.
reality seems to be quite different from this rhietoThis paper explores the extent of e-commeramptoh
amongst SMEs in Malaysia that have received govemne-commerce grants. It highlights preliminary
findings from an exploratory study of 101 websitdé$unded SMEs. The contents of all operable websitere
examined for evidence of e-commerce activitiesridates that were considered included the mear®wfact
offered by the website, whether the website gauaildeof the company’s product, and whether it \ad
online transactions. Only 68 of the 101 websitesagerational at all. Of the 68, 59 websites prexidmpany
and product information, 31 offer online orderirad just 3 of the SMEs websites are able to hanieeo
payment. The conclusion is that many SMEs have éandiwebsites, but very few bother with anythingren
sophisticated. This result is surprising if e-comeeereally is so valuable to SMEs. Implications discussed
and some recommendations are made.
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1. INTRODUCTION

There is a considerable literature on governmesisiasce for the adoption of information communarat
technologies (ICT) (see, for example Lee, 1981; Bokc1994; Mohd Asri, 1999; Chan and Al-Hawamdeh,
2002; Newton, 2006). In many countries, ICT is bedeen as a ready means through which governmants c
address issues of economic development. Stori¢iseofsuccessful introduction’ of ICT by specific ctrties
become examples that other countries are encoutagetiow (Macdonald, 2002). Governments everyveher
seem to believe that ICT is the key to economic g¢inoimdeed, many countries have invested heavilZhin
the hope of economic development.

One of the areas of ICT that interests governmisnéscommerce. Most governments design e-commerce
policy initiatives to assist businesses, partidul&MEs. They believe e-commerce will change fundaaign
the way business is done. It follows that if e-coenee is crucial for economic success, businessesvaved
in e-commerce will be left behind in the global ketplace (Corbitt and Thanasankit, 2002). For exanipis
argued that, through adopting e-commerce, SMEs oarpete with large organisations because the Interne
provides equal access to both. Yet, very littleagsually known about how SMEs are using e-commeuce t
interact with the customers and to what extent Sks& gained from ICT policy initiatives.

This article presents the preliminary findings aftady of e-commerce adoption by Malaysian SMEs that
have received a government e-commerce grant. heades two issues: (1) what use is currently a nebee
commerce by SMEs in Malaysia, (2) how effectiveasgrnment ICT assistance to these SMEs. The aiticle
structured as follows. Section 1 presents the resgaoblem and the research question, sectioradiferature



review and section 3 describes the methodologydifgs and analysis are discussed in section 4idBebt
presents the discussion and concluding remarkgrasented in section 6.

2. LITERATURE REVIEW

2.1 Small and Medium-sized Enterprises (SMES)

SMEs play an important part in the economic ad#isitof most nations (Curran and Blackburn, 2001;
Beaver, 2002; Simpson and Docherty, 2004). Thezenamerous examples in the literature that ilatstthe
role that SMEs play in their national economiesnivst European countries, SMEs constitute more thén &0
businesses (OECD, 1998; 2000; Scupola, 2003).hdnJK, for example, there are an estimated 3.7ianill
businesses, of which 99.8% are SMEs (DTI, 2001). Skiéepunt for between 30% and 70% of the gross
domestic product of most countries (OECD, 1997 Mhbdaysia, SMEs (commonly called Small and Medium-
size Industries, SMIs) form the bulk of companieghie country and they play a crucial role in toerdry’s
industrialisation. They now account for more thafeQdf total businesses (Malaysia, 2004).

There is no agreement on what precisely a SME isré@wand Blackburn, 2001). Each country has its own
definition of SMEs, and even within countries defoms of SMEs vary (Beaver, 2002). However, theeetato
common ways of defining SMEs: definitions based imarfcial turnover and definitions based on numbers
employed (Curran and Blackburn, 2001). Definitidmssed on financial turnover have been found to be
problematic (Curran and Blackburn, 2001) as thidifscult to measure, and varies by sector (StprE§94).
Definitions based on numbers employed are more lpgpand most commonly used by policy makers (Gurra
and Blackburn, 2001) and researchers (for exanifdgmond, 1987; Delone, 1988; Cragg and King, 1993)
They are more practical as “information about empiegt is readily available and considered by marsatger
be less confidential” (Pratten, 1991). For thigigttBMESs will be defined by numbers of employeesaige up
to 250 employees is in line with the definitionsSMESs used in other countries (e.g., Raymond, 198@hd
Osman, 2001; Brown and Lockett, 2004).

2.2 Information and Communication Technology (ICT) Programmesto Assist SMEs

Governments everywhere design programmes to &¥diss, usually on ground of market failure. SMEs are
known to lack capital and credit facilities, skilléabour and infrastructure. They also lack fundigR&D,
international marketing and employee training (&yb2005). Even in the best of climates, SMEs araljig
vulnerable and 'high risk’, particularly in the lggshase of commercialising ideas and implemenkinginess
plans (Newton, 2006). SMEs, particularly start-upmpanies, need significant injections of funding and
management skills to help them take advantage eétifig market opportunities (Gilbey, 2005). So,
governments everywhere design policy programméelip SMEs.

Policy programmes for SMEs differ across natiora@n®mies to suit local conditions and circumstances
(Harvie and Boon, 2002). Many of these programniesbased on promoting information and communication
technology (ICT) policies. Governments believe t@T is a key driver for economic growth and makes a
significant contribution to the social fabric o€auntry (Taylor and Murphy, 2004; Newton, 2006):

“When the idea that ICT boosts productivity is fastable, as it is at the moment, there
is lot of interest in funding, commissioning andbighing studies that show ICT boosting
productivity”.

(Macdonald, 2004, p.103)

One of the areas of ICT that interests governmesnescommerce. E-commerce is said to be crucial for
economic success, especially for developing caemtand SMEs (Corbitt and Thanasankit, 2002). Policy
makers are convinced that e-commerce will giveeenémdous boost to SMEs because e-commerce opens the
company’s doors to the entire world (Colecchia,9)9®istance is no longer a barrier. Companiessedirtheir
products and services anywhere as long as the p#ntes are connected to the Internet. Throughneruerce,
there is no need for intermediaries; customersrekate directly to producers (Turbahal, 2003). Businesses
that are not involved in e-commerce will be lefhimel in the global marketplace (Corbitt and Thankga
2002). So, governments are advised to provide thlet renvironment to support e-commerce: adequate
telecommunications services, the appropriate legaironment, secured banking and Internet operstian
well as a trained workforce (Colecchia, 1999).

2.3 What is E-commer ce?

There is no consensus on the definition of e-comen@{endallet al, 2001; Daniekt al, 2002; Grandon
and Pearson, 2004). However, there are two comresneats to most definitions. First, e-commerce nes



activities that occur by electronic means, suclstaring business information, and buying and sellifhe
second element is the technological means thatlerthbse activities. The difference lies in how som
researchers define these two elements. Some defowmmmerce broadly, including all business ac#siti
carried out over any electronic media (see, fomga, Wigand, 1997; Timmers, 1999). Others define e
commerce more narrowly by focusing on certain & or technological means (see, for example, 2was
1996; Kalakota and Whinston, 1997; Turleral, 2003). For the purpose of this study, Zwass’snitédn of
e-commerce is adopted, focusing on Internet-baseldnblogy (Poon and Swatman, 1999; Scupola, 2002;
2003):

“E-commerce is sharing of business information, meining business relationships
and conducting business transactions by meang@fiet-based technology”.
(Zwass, 1996)

There are at least three ways in which e-commerqeeiceived: (1) in terms of Internet applicatidor (
example, Mehrtenst al, 2001; Quayle, 2002; Lawsan al, 2003; Brown and Lockett, 2004); (2) in terms of
business activities (for example, Raymond, 200&niBl and Wilson, 2002; Daniet al, 2002; Daniel, 2003);
and (3) the mix of Internet applications and buséactivities (for example, Kendait al, 2001; Beveren and
Thomson, 2002; Fillieet al, 2004). This paper is guided by studies that famughe business activities for
which organisations use e-commerce (Stern and WEH@8; Daniel, 2003). Twelve e-commerce activities
examined to investigate the extention of e-commadmption in SMEs (Refer section 3.3, p.5 in thisk).

2.4 E-commerce Policy Initiatives

Some governments design e-commerce policy inigatbased on the private sector promoting e-comamerc
(for example, the USA, Australia, Japan, the EU #red UK) and some intervene directly (a ‘jump start
policy) (for example, Ireland, Singapore and Horanl) (Corbitt and Thanasankit, 2002). When prograsime
depend on the private sector, the aim is a prdaetaninimalist, consistent and simple environmfemt e-
commerce. In Australia, government applies a ‘lighich’ but plays a key role through online delivexf
government service. In Japan, the government pesrmeicommerce as part of internationalisation pokor
example, there are no customs duties on electrornigponents (Corbitt and Thanasankit, 2002). InlUke
government e-commerce initiatives aim to modernimesiness by creating confidence in e-commerce.
Government plays a role as an enabler of e-commeércéacilitate this, the UK government has appalraa
‘e-Minister’ and ‘e-Envoy’ reporting directly to ¢hUK Prime Minister (Corbitt and Thanasankit, 2002)

Most small economies look to ‘jump-start’ e-compeeipolicy programmes. The Irish government, for
example, is developing infrastructure to suppocbeymerce and skills in the university sector. Timpustart
Singapore as an e-commerce hub, the Singaporergoeat focuses on the sectors in which Singaporeahas
inherent advantage as a hub. Incentive schemeso#rat support programmes are used to encourage
international and local companies to base theioraroerce activities in Singapore (Kendatl al, 2001). In
Hong Kong, e-commerce policy programmes are focpsimdarily on building the IT infrastructure to sugp
e-commerce by both business and government. Therrgoeat acts as the primary promoter by providing
financial support, policy encouragement and infradtire development. Schools in Hong Kong are reguio
make ICT a fundamental part of the school curricu{@urbitt and Thanasankit, 2002).

There are usually mixed results from governmenis@sxe programmes. From their analysis of the
governments’ and consultants’ reports on e-commardeurteen countries, Corbitt and Thanasankit0@0
conclude that most e-commerce policy programmesadsist SMEs have produced significant results,
governments with ‘jump-start’ policy programmes ingvsubstantially more success. This result is gerhia
be expected. Consultants and policy makers temalk@bout the benefit of government assistanceparn the
blame on SMEs that have not seized opportunitieeofean Union programmes for SMEs, for examplej ten
talk about successes, but not failures (RodrigRe@5s). It may be that governments are attractadtéofere in
the affairs of SMEs by the prospect of being seebedaloing good rather than by any conviction thairt
policies will be effective (Macdonalet al, 2001, p.1).

2.5 E-commerce Schemesin Malaysia

In Malaysia, the government has designed ICT schemencourage SME involvement in ICT, particularly
in e-commerce. Among the e-commerce schemes are:

» the e-commerce grant for manufacturing SMEs, engingahem to trade online

« the e-manufacturing grant for SMEs to use ICT tograte themselves in the global marketplace

e the Technology-Industry-Government for e-Economic dkeion (TIGeR) project for manufacturing
SMEs to join the online global supply chain, and



« the TIGeR e-Logistic partnership with the Royal ©ust and Excise Department (RosettaNet) project
for SMEs to integrate their systems with the e-conceeustoms declaration of non-dutiable exports.

Of the schemes to encourage SMEs in Malaysia tdGiEethe e-commerce grant is one of the most popul
(SMIDEC, 2001). It was introduced by the Small Mexigized Industry Development Corporation (SMIDEC)
in July 2000 to assist SMEs in promoting their prddbeyond domestic boundaries, and specifically to
participate in e-commerce. The objectives of themmerce grant were (SMIDEC, 2001):

e to encourage SMEs to have a website,

» to encourage SMEs to advertise their product andcgsron the website,

e to encourage SMEs to engage in online transactions,

e to assist SMEs to participate in e-commerce,

* to assist SMEs to overcome skill constraints whegagimg in e-commerce.

Under the e-commerce grant scheme, SMEs obtairtsgocdnup 70% of project costs to a maximum of
RM210,000.This grant is for companies to design a welcomesgagan electronic product catalogue, and also
covers the costs of a community portal. The comigysortal is a person or a company responsibladeising
the SME how to match the business to the posséslitf e-commerce (SMIDEC, 2001). This involves ndy on
creating the welcome page and product catalogué, aso designing and branding, advertising and
administration training, administration serviceaijlyl backup services and support. SMEs choose fuetals
from thirteen e-commerce portals listed on the SElDwebsite (SMIDEC, 2001). However, the grant covers
only the costs of the first year of the e-commemagect (SMIDEC, 2001). More than 3,500 SMEs appfiad
the e-commerce grant, but just 1,818 applicatiomsewapproved. It was expected that by utilizing ¢he
commerce grant (which had been fully utilized feeags ago), these SMEs would by now have their own
websites, be able to market their products andeeswn the net, and would be preparing to selhenl

3. METHODOLOGY

The research was designed as an exploratory sfudslisites. Content analyses of the website message
itself, not the communicator or the audience wagpleyed (Salamet al, 1998). This method is useful for
examining trends and patterns in websites (Ste3@]1 )2 It involves identifying and counting certaictivities or
attributes in the websites (Rilest al, 2000). It allows inferences to be made which tteen be corroborated
with other methods of data collection (Holsti, 1R6@ther approaches were adapted from previousestud
particularly on locating company website addresdetermining website operability, and identifyiypés of e-
commerce activities (see, for example, 8blal, 1997; Salanet al, 1998; Laudon and Traver, 2002; Adham
and Ahmad, 2005). It is important to emphasize thé study looked at only company websites and e-
commerce activities dependent on the websites.r@ttcemmerce activities were excluded.

The sample was drawn from the SMIDEC database. ThéDE®! database provides a list of all
manufacturing SMEs with an e-commerce grant from dglogernment. It is not available commercially;
however, it has been provided through a personatact 101 Malaysian SMEs websites were extracted.
Company websites were identified and tested setiarat for operability. The contents of all opesatlebsites
were examined in the Spring 2005 for evidence obmmerce activities and how well SMEs were using the
Internet to inform consumers. The steps taken tmat® company website addresses and determine their
operability (adapted from Adham and Ahmad, 2005)ewe

1. clicking on the hyperlinks provided on the SMIDEQatmse;
2. testing for website presence in thirteen commumitstals provided by SMIDEC; and
3. using the search function in Google website (wwegle.com) to confirm the websites.

When hyperlinks were found to be inactive, or diregperlinks were missing from the SMIDEC list, a
second step was performed to find the website énctmmunity portals. This step involved clicking tre
hyperlinks of e-commerce portal websites providg@MIDEC. The company's name was then entered ieto th
search boxes of the community portals. For comgantese websites could not be located in the SMID&EC
or e-commerce portals provided by SMIDEC, namesweyed into Google search engine. If a listinghef
company was not found, the conclusion was thattobempanies did not operate a website.

First, all websites were checked to ensure the emddreally belonged to the company. All website
addresses were tested for operability (i.e. thay @ downloading problems). All functioning websiteere
then analysed to determine whether they were coynwabsites or provided by the community portals.Hafc
the qualifying websites was evaluated to deterntime@r e-commerce activities: whether the websitvioled
company information (online brochureware) (i.e.teghmethod and location and company e-mail), wdretthe
website offered details about the company’s prodgumt services (online catalogue), whether the compa



could receive online enquiries and online requéstsquotations (RFQ), whether it could carry outioe
ordering and online payment, and whether it hadtoonsr feedback, a site search facility, interactive
communication, online order tracking and stock &haeailability (adapted from Laudon and Traver, 2002
p.180).

4. FINDINGSAND ANALYSIS

Out of 101 SMEs examined, only 68 websites (67.881e operable. The remaining 33 (32.7%) websites
were either suffering from technical problems tteatdered them inoperable, or the website addrgsee&led
did not exist. Out of 68 functioning websites, lcompany addresses, while the other 38 weregedvby
the community portals. Table 1 and 2 display thalted the investigation of the functioning website

Table 1. Contact method on the websites (n=68)

Company Company | Company e-| Staff e-mail Webmaster
address & phone mail e-mail
location number
Number of SMEs with: 68 68 62 0 0

Of the 68 operable websites evaluated, 9 (13%yiged online brochureware only and none providedf st
e-mail or webmaster e-mail. It may be the SMEs didpmovide e-mail addresses of staff on their welssilt is
also unknown whether websites are maintained bynaskers or out sourced elsewhere.

Table 2. Website featur es (n=68)
Number of SME websiteswith:

Online catalogL 59
Online form enquirie 55
Online request for quotation (RF 38
Online orderin 31
Online paymer 3

Customer feedba
Site search facilit
Chat or interactic
Online order trackin
Stock availability chec

o|o|oN|OoT

The investigation shows that many SMEs have e-mall wabsites. Most SMEs provide company and
product information on their websites. Not many areolved in online transactions (only 3 websitdteio
online payment to customers). The conclusion is ity SMEs are comfortable with e-mail and very dasi
websites and very few bother with anything morehgsicated. These findings concur with other stsidiée-
commerce adoption by SMEs (see, for example, Bavarel Thomson, 2002; Drew, 2003; Brown and
Lockett, 2004; Filliset al, 2004). E-commerce in SMEs is limited to the siesplof activities. This may be
why the UK government has not even tried to measlueeengagement of SMEs in complex applications
(Brown and Lockett, 2004).

Interestingly, the analysis also revealed that 309%4) SMEs were engaged in more sophisticated e-
commerce activities, such as online RFQ and ordidering. However, most of the RFQ forms submitiet
not return any feedback and the online orderinghfaras never accessible. Indeed, correspondencegthtbe
e-mail address provided on the websites did notigda any reply.

5. DISCUSSION

This result is surprising given what is said amebmmerce and SMEs. Much of the literature claimas t
e-commerce gives SMEs a major advantage in the tpdake: it is supposed to abolish geographic ame ti
barriers, improve communication with customers,pdieps and employees, create new ways of doingnleasi
help SMEs compile customer histories, and genedaliye income growth (Daniel and Wilson, 2002; Agha
and Ahmad, 2005). However, results from this exadlmy study suggest that SMEs are yet to use e-cooeme
to play active role in global marketplace. The ngxéstions that arise are: Why have some compasigmme
adopters of e-commerce, while others have not? Wimhappened to the other 33 SME websites whichadre



accessible? Are these SMEs still using e-commerceth®68 SMESs really engage in e-commerce actiyitie
do they just satisfy the government’s requirements?

This study provides some evidence of the effectissred government ICT assistance. There is a need to
evaluate government ICT programmes if SMEs are evieenefit from them:

“If ICT is important, then it is also important th&CT policy initiatives be correct —
rather than simply highly visible — if opportungieare not to be missed and
resources wasted”.

(Macdonald, 1987, p.231)

Policy makers should design initiatives if appiafa to the SMEs they are meant to help. To do they;
must be aware of the nature of the SME sector. ®ieuld not see SMEs as miniature large firms that,
nurtured and given the opportunity, and will growddecome MNCs (Storey, 1994). SMEs should not bengi
uniform treatment because they are not all the s&meexample, the needs of a company with 10 eyeplo
differ substantially from those of a company witll01or 250 employees (Rodriguez, 2005). Perhaps
government programmes to help SMEs, especially optang ICT, should be much more selective, directed
only to those companies that fit the criteria & thodel employed (Scupola, 2002; 2003).

6. CONCLUDING REMARKS

It is hard to be positive and constructive abow ¢hcommerce grant scheme, and particularly altsut i
encouragement to SMEs to adopt e-commerce. Thisawasxploratory study and only a small number of
websites was analysed. These issues will be fugkglored via large surveys of SMEs in Malaysiat juist
SMEs involved in the e-commerce grant scheme. Rurdeearch is necessary to understand better t6 wha
extent SMEs in Malaysia have adopted e-commercewdnad factors facilitate its adoption and usage ragno
SMEs in Malaysia. Face-to-face interviews with SMEsnagers, policy makers and government officers will
also be conducted to capture in-depth informafidnis method allows researchers to question manatpssly
on the major constraints and incentives encountdfadher research will investigate the followirgsearch
guestions:

1. What are current levels of e-commerce adoption an8MEs in Malaysia?

2. What are the characteristics of SMEs and SME manatatshave adopted and not adopted e-
commerce?

3. What are the characteristics of SMEs and SME managarged and not granted government ICT
assistance?

4. Why does the Malaysian government encourage SMBEddpt e-commerce?

5. Are government policy initiatives appropriate toc@nmerce adoption?

ACKNOWLEDGEMENT

The author would like to thank her supervisor, Psste Stuart Macdonald for his comments on thislarti

REFERENCES

Adham, K. A. and Ahmad, M. (2005). Adoption of Wigesand E-commerce Technology among Malaysian
Public Companiedndustrial Management and Data Systed@5(9), pp.1172-1187.

Beaver, G. (20025mall Business, Entrepreneurship and Enterprisesldg@mentPearson Education Limited,
Harlow.

Beveren, J. V. and Thomson, H. (2002). The Use ettidnic Commerce by SMEs in Victoria, Australia.
Journal of Small Business ManageméeX3), pp.250-254.

Boocock, J. G. (1994). Venture Capital in Malay3ihe Role of the Governmemevelopment Policy Review
13(4), pp.371-390.

Brown, D. H. and Lockett, D. (2004). Potential aftical E-Applications for Engaging SMEs in E-Busises
Provider Perspectiv&uropean Journal of Information Systert3, pp.21-34.

Chan, B. and Al-Hawamdeh, S. (2002). The DevelogrmoEE-commerce in SingaporBusiness Process
Management Journa8(3), pp.278-288.



Colecchia, A. (1999). Defining and Measuring ElesttcaCommerce: Towards the Development of an
Organisation for Economic Co-operation and Develagri®@ ECD) Methodologyinternational Conference
on the Measurement of Electronic Comme8iagapore, 6-8 December, pp.1-15.

Corbitt, B. J. and Thanasankit, T. (2002). Acceptaared Leadership: Hegemonies of E-commerce Policy
Perspective®romethus20(1), pp.39-57.

Cragg, P. B. and King, M. (1993). Small-Firm Compgt Motivators and InhibitordvlIS Quarterly (March),
pp.47-59.

Curran, J. and Blackburn, R. A. (200Researching the Small EnterpriSAGE Production, London.

Daniel, E. (2003). An Exploration of the Inside-Oubdiél: E-commerce Integration in UK SMBsurnal of
Small Business and Enterprise Developm&(B), pp.233-249.

Daniel, E. and Wilson, H. (2002). Adoption Intentcemd Benefits Realised: A Study of E-Commercekn U
SMEs.Journal of Small Business and Enterprise Developndés), pp.331-348.

Daniel, E., Wilson, H. and Myers, A. (2002). Adoptiof E-Commerce by SMEs in the UKternational
Small Business Journ&0(3), pp.253-270.

DelLone, W. H. (1988). Determinants of Success fam@uter Usage in Small BusinebS Quarterly 12(1),
March, pp.51-61.

Drew, S. (2003). Strategic Uses of E-Commerce énihst of Englandcuropean Management JournalL(1),
pp.79-88.

DTI (2001). Business in the Information Age - Intiional Benchmarking Studipepartment Trade and
Industry; UK.

Fillis, 1., Johansson, U. and Wagner, B. (2004%t&@ Impacting on E-Business Adoption and Develepinmn
the Smaller Firminternational Journal of Entrepreneurial BehaviorResearch10(3), pp.178-191.

Gilbey, K. (2005). Programme to Improve Accessitakce for Small Businesses in the Objective 2 uefa
London.Local Economy20(3), August, pp.309-313.

Grandon, E. E. and Pearson, J. M. (2004). Electrooiar@erce Adoption: An Empirical Study of Small and
Medium US Businessebkiformation & Managemen#2(1), December, pp.197-216.

Harvie, C. and Boon, C. L. (2002). The Role of SNtEBlational Economies in East Asiast Asian SMEs:
Contemporary Issues and Developments - An Overigup.1-12.

Holsti, O. R. (1969)Content Analysis for the Social Sciences and Humeamiddison-Wesley, Reading, MA.

Kalakota, R. and Whinston, A. B. (199Blectronic Commerce: A Manager’'s Guideddison-Wesley, Upper
Saddle River, NJ.

Kendall, J. D., Tung, L. L., Chua, K. H., Ng, C. H.@&hd Tan, S. M. (2001). Receptivity of Singapor&dtS
to Electronic Commerce Adoptiodournal of Strategic Information Systeri8, pp.223-242.

Laudon, K. C. and Traver, C. G. (200E)commerce: Business, Technology and Sodelgison-Wesley
Books, Boston.

Lawson, R., Alcock, C., Cooper, J. and Burgess2008). Factor Affecting Adoption of Electronic Conmme
by SMEs: An Australian Studyournal of Small Business and Enterprise Developn€(3), pp.265-276.

Lee, C. T. (1981). Role of Government in the HeawubiriesAIESEC Seminar in Heavy Industries: Vision of
the 1980sKuala Lumpur, 17th October 1981.

Macdonald, S. (1987) "High Technology Industry insfralia: A Matter of Policy”, in Breheny, M. J. and
McQuaid, R. (Eds)The Development of High Technology Industries: iarhational SurveyCroom
Helm, London, pp. 223-261.

Macdonald, S. (2002). The IT Productivity ParadoxiBted: Technological Determinism Masked by
Management Method®ternational Journal Information Technology and Maementl(1), pp.1-29.

Macdonald, S. (2004). Review Article: Productivityd Organisational Transformation: Optimising Inwesnt
in ICT. Promethus22(1), pp.99-107.

Macdonald, S., Anderson, P., Senker, P., Liescan® Assimakopoulos, D. (2001). Information for Iaation
in SMEs: The Impact of the Education and Trainingvitted by the Yorkshire and Humberside
Universities' Associatior§heffield University Management SchpSheffield, UK.

Malaysia (2004). Economic Report 2003-84pnomic Planning UnjtKuala Lumpur.

Mehrtens, J., Cragg, P. B. and Mills, A. M. (2004Model of Internet Adoption by SMEmformation &
Management39, pp.165-176.

Mohd Asri, A. (1999). The Accessibility of the Gomenent Sponsored-support Programmes for Small and
Medium-sized Enterprises in Penamye International Journal of Urban Policy and Plangii6(2),
pp.83-92.

Mohd Osman, M. H. (2001). High Technology Small Metlium-sized Enterprises (HTSMESs): An Assesment
of the Determinants of Growth and Constraints Fdmelalaysia HTSMEs in Malaysiaouborough
Business Schooloughborough University, Loughborough, Unpubligi®thD Dissertation, pp.1- 274.

Newton, G(2006). DATA Issue 6 - Incubate to Innovate: Th&@ 8IProgram does lIts Bit for ICT, Department
of Communications, Information Technology and thésAAustralia Government,



http://www.dcita.gov.au/ict/publications/data_maigafissue 6/data_issue_6 -
incubate to_innovate the bits program_does itsfabitict, Accessed on 17/3/2006.

OECD (1997). Globalisation and Small and Medium Etees (SMES)QECD, Paris.

OECD (1998). Small and Medium-Sized Enterprises: Telgynand Competitivenes@rganisation for
Economic Co-operation and Developmedparis.

OECD (2000). Small and Medium Enterprise Outlook:@Bdition,OECD, Paris.

Poon, S. and Swatman, P. M. C. (1999). An ExployaBtudy of Small Business Internet Commerce Issues.
Information & Managemen85, pp.9-18.

Pratten, C. (1991). The Competitive of Small Fir@scasional Paper 5Department of Applied Economics,
University of CambridgeCambridge.

Quayle, M. (2002). E-Commerce: The Challenge for&8MEs in the Twenty-First Centurinternational
Journal of Operations & Production Managemge2#(10), pp.1148-1161.

Raymond, L. (1987). An Empiricl Study of Managemaribimation Systems Sophistication in Small Business
Journal of Small Business and Entrepreneurship), pp.38-47.

Raymond, L. (2001). Determinants of Web Site Impletagon in Small Businessdsternet Research:
Electronic Networking Applications and Polji(5), pp.411-422.

Riley, M., Wood, R. C., Clark, M. A., Wilkie, E. arkivas, E. (2000Researching and Writing Dissertations
in Business Managemeiithomson Learning, Croatia.

Rodriguez, J. (2005). Internationalisation of tiES The Aware ManageManagement Schaolhe
University of Sheffield, Sheffield, Unpublished Pllssertation, pp.1-244.

Salam, A. F., Rao, H. R. and Pegels, C. C. (1998tent of Corporate Web Pages as Advertising Media
Communication of the ACM1(3), March, pp.76-77.

Scupola, A. (2002). Adoption Issues of BusinesBuiginess Internet Commerce in European SMEs.
Proceeding of the 35th Annual Hawaii Internationarierence on System Sciendéswaii, January 7-10,
pp.165-174.

Scupola, A. (2003). The Adoption of Internet Comeoeeby SMESs in the South of Italy: An Environmental,
Technological and Organisational Perspectieeirnal of Global Information Technology Management
6(1), pp.52-71.

Simpson, M. and Docherty, A. J. (2004). E-commekdeption Support and Advice for UK SME#urnal of
Small Business and Enterprise Developm&hB), pp.315-328.

SMIDEC (2001) E-Commerce Grant for SMISmall Medium-sized Industry Development Corporation
(SMIDEC), Kuala Lumpur.

Soh, C., Quee, M., Fong, G., Chew, D. and Reid1897). The Use of the Internet for Business: The
Experience of Early Adopters in Singapdreernet Research: Electronic Network Application &ulicy,
7(3), pp.217-228.

Stern, L. W. and Weitz, B. A. (1998). The Revolutinistribution: Challenges and Opportunitieeng
Range Planning4(6), December, pp.813-821.

Steve, S. (2001). An Overview of Content AnalyBigactical Assessment, Research & Evaluatitt7).

Storey, D. J. (1994)Jnderstanding the Small Business SedRmutledge, London and New York.

Taylor, M. and Murphy, A. (2004). SMEs and E-busindssirnal of Small Business and Enterprise
Developmentl1(3), pp.280-289.

Timmers, P. (1999Electronic Commerce: Strategies and Models for B2Rlifiga Wiley, New York.

Turban, E., King, D., Lee, J. K. and Viehland, D. (2D&lectronic Commerce 2004 - A Managerial
Perspective3rd. International edn., Prentice Hall Inc., UpBaddle River, New Jersey.

Wigand, R. T. (1997). Electronic Commerce: Definitidheory and Context.he Information Sociefyt3,
pp.1-16.

Zwass, V. (1996). Electronic Commerce: Structureslssuesinternational Journal of Electronic Commetrce
1(1), pp.1-23.




