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Chapter 7: Discussion 

7.1 Introduction 

 This chapter will provide a comprehensive discussion about the findings that were 

obtained from the analyses of the primary data, the secondary data, and the pilot data. 

These findings are examined, compared, contrasted and integrated with prior evidences in 

the existing literature to answer the research questions stated in Chapter 1. The structure of 

this chapter is presented in the following sections: first, Section 7.2 presents the observed 

trends of EC adoption and usage amongst Vietnamese SMEs, then the role of 

entrepreneurial, technological, organisational, and environmental factors in EC adoption 

and usage by Vietnamese SMEs is discussed in Section 7.3, and finally, Section 7.4 

presents the impact of various factors on the extent of EC usage amongst Vietnamese SMEs 

and the most unique features of EC practices relating to SMEs that result in different levels 

of EC adoption.    

7.2 EC Adoption and Usage Trends in Vietnamese SMEs 

 The measurement techniques that were used in the present research study for 

exploring and understanding EC adoption provide a better explanation of EC adoption, 

specifically in the context of Vietnamese SMEs. The existing literature illustrates some 

approaches that can be used to describe the EC adoption phenomenon in different research 

contexts. Academic scholars view the EC adoption, as a process of implementing a cluster 

of IT applications, or the EC activities related to Website capacities implemented by 

businesses, whether or not these applications or activities are integrated into their business 

context. Based on the available measurement techniques, EC adoption implemented by 

businesses across the globe has been classified into sequential stages by models such as EC 

adoption model, the perceived e-readiness model, and the Rao model (APEC, 1999; Daniel 

et al., 2002; Molla & Licker, 2004; Rao et al., 2003; VECITA, 2013). However, the 

evidence gathered from the pilot study in Chapter 4 showed that Vietnamese SMEs employ 

EC-based activities in trial stages prior to the actual intensive usage. As a result, the extent 

of these activities reflects the actual usage of EC activities in Vietnamese SMEs, rather than 

one event of adoption or non-adoption of EC oriented to attaining specific benefits. In 

addition, the outcomes obtained from the pilot study provided a comprehensive 

understanding of EC adoption specific to Vietnamese SMEs. 
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 The measurement of EC activities undertaken in this study had some advantages 

over the existing measurement techniques in the literature. Based on the nature of EC 

adoption measurement, a PCA revealed the most common patterns of EC activities amongst 

Vietnamese SMEs. This approach also had another advantage, as it allowed each individual 

SME to be compared with others. The analysis performed using a random sample of 207 

SMEs revealed the outcomes of all EC adoption activities that were calculated for each of 

the SMEs included within the sample. The patterns of EC adoption highlight the fact that 

Vietnamese SMEs conduct online business in three stages: advertising, transacting, and 

intensive. The existing evidence from the literature suggests that these stages align from 

simple to complicated EC activities undertaken by Vietnamese SMEs. The analysis of the 

results obtained from the open-ended questions included in Chapter 5 also confirmed the 

alignment of Vietnamese SMEs EC activities to the aforementioned three stages. However, 

the findings suggested that the availability of limited finance and lack of skilled staff are 

actually preventing many Vietnamese SMEs from moving from the current EC stage to a 

more advanced stage to conduct complex EC activities. Consequently, the measurement 

approach used in the present study has been useful in classifying EC adoption patterns in 

Vietnamese SMEs. Also, the application of this specific type of measurement approach 

provided answers to the research questions stated in Chapter 1 relating to effective 

classification of Vietnamese SMEsʼ EC adoption activities and the extent of EC activities. 

Finally, the measurement of EC adoption was based on the actual behaviour of the owner-

managers of SMEs and how they envisage EC activities to be a strategic priority for their 

business. Therefore, the classification of Vietnamese SMEs on the basis of the stages of 

adoption of EC activities and extent of adoption is promising and worth exploring, 

especially in a research context like Vietnam, where there is lack of prior evidence of EC 

adoption. 

 In the advertising stage, Vietnamese SMEs launch a static Website merely for 

promotional purposes. For instance, the Website developed by Vietnamese SMEs in this 

advertising stage is designed to perform very basic functions like publishing information 

about the company and the product and/or service offerings. This finding is consistent with 

the existing literature, whereby Websites developed for EC activities, that is, the static 

Website stage (APEC, 1999; Molla & Licker, 2004; VECITA, 2013), represent the mere 

presence of the Website (Rao et al., 2003) that focuses only on advertising business to 

prospective customers. 
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 The transacting stage that is commonly described in the existing literature is 

different in the case of Vietnamese SMEs on the basis of the specific functionalities carried 

out in this stage. The data analysis showed that SMEs fitting into the transacting stage 

employ more complicated functions, such as accepting electronic orders and providing 

complementary payment methods (e.g. online and offline payments). Also, SMEs falling 

into this particular category communicate with existing and prospective customers through 

social networking sites like Facebook, Twitter and Instagram, with a key emphasis on 

obtaining detailed feedback from customers in regard to their EC engagement. This stage 

demonstrates the main characteristics of the communicator stage, Web presence stage, and 

transaction stage in the model proposed by Daniel et al. (2002), or the interactive Web and 

order Web stages in VECITAʼs model (2013). This stage also aligns with the interactive 

and transactive Website stages discussed in the model of Molla and Licker (2004). 

 The last stage, the intensive stage, differs drastically from the previous two stages in 

Vietnamese SMEs. In this stage, SMEs decide to hire staff extensively for conducting all 

EC activities, and focus on integrating connections between the front-office data and back-

office data located within their companies. This stage is similar to the transaction Web 

stage (APEC, 1999; VECITA, 2013), and the enterprise integration stage (Molla & Licker, 

2004; Rao et al., 2003) as evident in some of the models proposed in the existing literature. 

 In understanding the unique nature of SMEs, some key characteristics of SMEs 

appears to influence their level of activities and engagement with respect to EC usage. For 

example, larger enterprises appear to be more innovative than smaller SMEs. This is 

consistent with the findings of Huynh et al. (2012). In addition, the existing evidence 

discussed in Chapter 2 shows that an increase in firm size will result in better resources and 

attract management abilities for conducting EC activities, and thus is a predictor of 

innovative enterprises. However, the most advanced EC applications are not necessarily 

found to be significant in aligning with the enterprise size, which implies that Vietnamese 

SMEs are still reluctant to invest in intensive EC activities due to the lack of association 

with the immediate benefits of embracing advanced EC activities. The results from this 

study also confirm that there is no significant evidence for Vietnamese SMEs adopting the 

transacting stage or the intensive stage in regard to the benefits gained from EC activities 

(Section 6.7.5). The evidence presented in Chapter 3 showed that SMEs focus on short-

term benefits rather than long-term growth, as their strategic priority is to get a stable 

income. Therefore, it would appear that the Vietnamese SME owner-managers believe that 
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further investment in EC activities will not significantly affect their existing business 

models. 

 The general observation from the data obtained suggests that EC adoption is early in 

its development in Vietnam. This observation is in line with the existing research findings 

as noted in Chapter 3, and the analytical results presented in Chapter 6 also confirmed the 

observation. In other words, there is no significant evidence amongst young and 

experienced enterprises that conducting EC activities may be regarded as extremely 

beneficial by SMEs existing and prospective clients. 

 Different ownership types of SMEs impact on the extent of innovativeness in regard 

to conducting EC activities. This is consistent with the findings obtained from the existing 

research (Li et al., 2010; Rand & Tarp, 2012). The analysis revealed that proprietary limited 

enterprises adopt EC sooner than private enterprises, as they commonly tend to use online 

applications as an effective marketing tool and focus on delivering products and services to 

customers through online selling channels. However, the impact of the actual practices 

related to management ability, strategic business orientation, and innovation intent on 

conducting EC activities amongst these enterprises lacks sufficient evidence in the 

Vietnamese research context. According to the existing Enterprise Law in Vietnam (issued 

2005), sections 143 and 141 note that an individual usually owns a private enterprise and is 

responsible for conducting all of the business activities. The proprietary limited enterprises 

can be owned by many individuals, as stated in sections 38, 39, 63, and 64. Therefore, 

private enterprises are less likely to take risks in terms of undertaking EC initiatives than 

proprietary limited enterprises. These differences identified in the present study in terms of 

firm size, firm type and stage of EC adoption are unique to the Vietnamese SME context 

and have not been explored by the existing research. The resulting variation in the resource 

base in each category of enterprise may impact on the B2C EC activity. The outcomes of 

hypotheses testing showing the relationships between EC maturity and EC activities to 

various factors identified through an extensive literature review are reported in Table 7.1. 
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Table 7.1: Outcomes of hypotheses tests 

Hypotheses 

 

Results 

H00: EC maturity can be classified into a set of sequential stages in 

Vietnamese SMEs. 

Supported 

H01: EC maturity will be positively correlated to EC benefits in  

Vietnamese SMEs. 

Not supported 

H1: Enterprises with low capabilities perceive the relative advantage 

dimension of EC differently to enterprises with higher capabilities. 

Supported 

H2: Enterprises with low capabilities perceive the compatibility 

dimension of EC differently to enterprises with higher capabilities. 

Supported 

H3: Complexity is perceived as a barrier to EC development.  Not supported 

H4: Enterprises with lower capabilities perceive the complexity dimension 
of EC differently to enterprises with higher capabilities. 

Supported 

H5: Enterprises with lower capabilities perceive the trialability dimension 
of EC differently to enterprises with higher capabilities. 

Not supported 

H6: Enterprises with lower capabilities perceive the observability 
dimension of EC differently to enterprises with higher capabilities. 

Supported 

H7: Enterprises with lower capabilities perceive the perceived risk 
dimension of EC differently to enterprises with higher capabilities. 

Supported 

H8: Firm size positively influences EC maturity in Vietnamese SMEs. Supported 

H9: Management support is a potential barrier to EC development in 

Vietnamese SMEs. 

Supported 

H10: Enterprise resource availability will positively influence EC maturity 

in Vietnamese SMEs. 

Not supported 

H11: Availability and support of technology vendors and consultants 

positively affect EC maturity in Vietnamese SMEs. 

Not supported 

H12: Government support positively influences EC maturity in 

Vietnamese SMEs. 

Not supported 

H13: Lack of support from associations is a potential barrier to EC 

development in Vietnamese SMEs. 

Not supported 

H14: Competition pressure positively influences the EC maturity in 

Vietnamese SMEs. 

Not supported 

H15: Customersʼ online trust is a potential barrier to EC development in 

Vietnamese SMEs. 

Not supported 

H16: Credit card usage is a potential barrier to EC development in 

Vietnamese SMEs. 

Not supported 

H17: Poor ICT infrastructure is a potential barrier to EC development in 

Vietnamese SMEs. 

Not supported 

H18: Poor financial infrastructure is a potential barrier to EC development 

in Vietnamese SMEs. 

Not supported 

H19: Good Internet connections positively influence the EC maturity in 

Vietnamese SMEs. 

Not supported 

Continue in next page 
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Table 7.1: Continued.  

Hypotheses 

 

Results 

H20: Poor logistics systems are a potential barrier to EC development in 

Vietnamese SMEs. 

Supported 

H21: A weak legal system is a potential barrier to EC development in 

Vietnamese SMEs. 

Not supported 

H22: Costs of EC solution are a potential barrier to EC development in 

Vietnamese SMEs. 

Not supported 

H23: The lack of availability of IS/IT staff is a potential barrier to EC 

development in Vietnamese SMEs. 

Supported 

H24: Good communication channels positively influence the EC maturity 

in Vietnamese SMEs. 

Not supported 

HC0: E-commerce success is influenced by a set of critical success factors 

specific to Vietnamese SMEs. 

Supported 

HC1: A good EC strategy will positively influence the EC success in 

Vietnamese SMEs. 

Supported 

HC2: A clear plan positively influences the EC success in Vietnamese 

SMEs. 

Not supported 

HC3: Top management support positively influences EC success in 

Vietnamese SMEs. 

Supported 

HC4: Well-prepared HR positively influences the EC success in 

Vietnamese SMEs. 

Not supported 

HC5: A good training program positively influences the EC success in 

Vietnamese SMEs. 

Not supported 

HC6: Offering value-added products positively influences EC success in 

Vietnamese SMEs. 

Not supported 

HC7: Offering a great value added service positively influences the EC 

success in Vietnamese SMEs. 

Supported 

HC8: Good marketing techniques positively influence the EC success in 

Vietnamese SMEs. 

Supported 

HC9: Stable, secure, and easy to use systems positively influence the EC 

success in Vietnamese SME. 

Supported 

 

7.3 Entrepreneurial-Technology-Organisation-Environment Activities in B2C 

Adoption  

 This section will discuss the relevance of various factors that impact on B2C EC 

adoption of SMEs in Vietnam. Table 7.2 summaries the results of running models. The 

factors are examined based on various contexts, such as those pertaining to the factors 

affecting adoption, including barriers and CSFs. The discussion also focuses on the salient 

features of the enterprises, including the size, legal status, and experience in EC business. 

These factors will then be reconciled with the existing literature. 



169 

 

Table 7.2: Summary of results from different empirical models 

Factors 
CSFs Determinants/Barriers Extending  

EC activities 

Barrier 

to EC activities Stage 1 Stage 2 Stage 3 Stage 1 Stage 2 Stage 3 

Entrepreneurial Factors         
 

      

Top management support 

 

x x 

 

0 (-) (-) x 

Technological Factors                 

Co-operation of staff (TF2)  
   

0 
 

(+) 0 
 Incompatibility with traditional business (TF4) 

       

x 

Loss of important information (TF5) 

    

(+) (-) 0 x 

Compatibility with existing technologies (TF12) 

   

0 

 

0 0 

 Perceived relative advantages (TF15; TF17)  

    

0 0 0 

 Trialability (TF20) 
       

x 

Providing better customer value (TF21) 

    

(+) 

   Restrictions from doing online business (TF23) 

       

x 

Observability of benefits (TF24, TF25) 

   

0 (+) 

 

(+) 

 Good navigation (TF26) 

    

0 

   Availability of Website (TF31) x x x (-) 
  

0 
 Organisational Factors                 

Adequate finance (OF1) 

   

(-) 0 

 

(-) 

 Computer systems (OF3) 
   

(-) (+) 
 

(+) 
 Knowledge and skill of staff (OF5) 

    

0 (-) (-) 

 Accessibility to computer (OF9) 

 

x x 

     Good strategy (OF13) x x x 
     Openness culture (OF16) x x x 

     Clear metrics (OF21) 

    

(-) 

   Product characteristics (OF22) 

       

x 

Variety of product offering (OF26) 

    

0 

   

       
Continue in next page 
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Table 7.2: Continued. 
        

        

Factors 

CSFs Determinants/Barriers Extending  

EC activities 

Barriers 

to EC activities Stage 1 Stage 2 Stage 3 Stage 1 Stage 2 Stage 3 

Information about their products (OF24) x x x 
 

(+) (-) (-) 
 Good advertising campaigns (OF29) 

 

x x 

     Integrating online and offline  

marketing practices (OF30) 

 x x      

Focusing on online practises (OF31) x x x 

     Building brand image (OF32) x x x 

     Building customer trust (OF33) x x x 

     Providing good post-purchase services (OF37) x x x 

 

0 0 0 

 Customer relation management (OF40) 
   

(+) 
 

0 (-) 
 Integrated EC strategies (OF43) 

    

0 

 

0 

 Flexible system (OF44) 

    

0 

 

0 

 Environmental Factors                 

Legal framework (EnF1, EnF2) 

   

(-) 

 

(+) (+) 

 Government support (EnF4, EnF5) 

   

(+) (-) 

 

(-) x 

Online customer trust (EnF10) 
      

0 x 

Credit card usage (EnF11) 

       

x 

Competitive environment (EnF13) 
   

0 0 
 

0 
 Costs for EC solutions (EnF16) 

     

(+) (+) x 

Cost for training (EnF17) 

       

x 

Costs for maintain (EnF18) 
       

x 

       
Continue in next page 
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Table 7.2: Continued. 
        

 

    

 

CSFs Determinants/Barriers Extending  

EC activities 

Barriers 

to EC activities 
Factors Stage 1 Stage 2 Stage 3 Stage 1 Stage 2 Stage 3 

Telecommunication infrastructure (EnF19) 
       

x 
Infrastructure of commercial and financial 

organisations (EnF20) 

       x 

Level of logistic systems (EnF22) 

     

(-) (-) x 

Availability of outside experts (EnF23) 

    

(+) 0 0 

 Support from technology vendors (EnF26) 
   

(-) 0 
 

0 
 Communication channel (D10)       (+)         

ʽʽxʼʼ indicates significant CSFs at various stages;  
ʽʽ (-)ʼʼ indicates a given factor is found to have a negative effect on the respective stages; 
 ʽʽ (+)ʼʼ indicates a given factor is found to have a positive effect on the respective stages;  
 ʽʽ0ʼʼ indicates a given factor is found to have no significant effect on the respective stages. 
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 7.3.1 Entrepreneurial Factors 

 Prior evidence presented in Chapter 3 showed that poor business conditions and 

lack of appropriate management skills are leading to low commitment of Vietnamese SMEs 

to adopt and use EC for various business activities. Existing studies revealed that top 

management support for EC adoption in SMEs is widely accepted as a predictor in different 

countries. This factor has notably shown a positive impact on EC adoption in the 

geographical contexts of Brunei (Seyal & Rahman, 2003), Korea (Jeon et al., 2006), 

Thailand (Wongpinunwatana & Lertwongsatien, 2003), New Zealand (Al‐Qirim, 2005), the 

United Kingdom (Daniel et al., 2002), and Malaysia (Shah Alam, Ali, & Mohd. Jani, 2011). 

However, in the present study, top management influence is identified to be negatively 

related to EC development in Vietnamese SMEs. This finding is consistent with the 

observations of Lowry, Singh, and Scollary (1999) in Australian SMEs, and was confirmed 

in the results obtained from the base model, Model 2, Model 3 (Section 6.9.2), and the 

descriptive analysis (Section 6.8.3). On the other hand, this result contradicts the study of 

Huynh et al. (2012), which was conducted in the Vietnamese context. This variation is 

attributed to the difference in sourcing the SME sample with EC adoption. It implies that 

the top managers in Vietnamese SMEs lack commitment and integration abilities when they 

develop and expand EC activities. In particular, top managers aligning EC activities to their 

businesses in the transacting stage view EC as a complementary tool and as an incentive 

(Table 6.8). However, in the multivariate context, when other aspects are considered 

simultaneously, commitment of top management was found to be a barrier in the intensive 

stage. This implies that for a small business, a simple adoption stage is perceived by the top 

managers to be beneficial for running simple tasks on a day-to-day basis via a static 

Website. Thus, it is evident that top managers only cared a little about running online 

business activities in their enterprises.  

 In order to obtain further explanation, barriers that align with each stage of EC 

adoption were examined. The results from Model 2 showed that clear metrics to measure 

EC activities and lack of government support are specifically found to be problematic in the 

transacting stage. Similarly, the intensive stage faces with barriers related to lack of interest 

by businesses to provide updates about product and service offerings, pitfalls in logistics 

systems, and lack of skilled staff. These results indicated that barriers relating to the 

business environment act as negative forces for employing EC business, followed by lack 

of appropriate management skills to run the EC system smoothly. The turbulent business 
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environment and lack of adequate management skills in SMEs in Vietnam were also 

identified to hinder EC adoption and usage, as identified and elicited in Chapter 3 and 

Chapter 5. 

 Top management support is a predictor for identifying the benefits associated with 

EC activities. The non-parametric correlation analysis in Chapter 6 revealed that this factor 

has a strong impact at the transacting and intensive stages of EC adoption by Vietnamese 

SMEs. This finding is in line with studies conducted by Daniel et al. (2002), Horsti et al. 

(2005), and Lee and Cata (2005).  

 Therefore, from these observations gathered in the present study, it can be 

concluded that top management support in SMEs is vital for EC adoption and further EC 

usage in complex online business activities that will guarantee the real benefits from EC 

activities. Almost all perceived barriers to EC activities were not found to be significant to 

the decision of SMEs to extend EC activities. Moreover, Vietnamese SME councils, 

business charters and government bodies need to focus on developing special strategic 

frameworks for SMEs to navigate through the ever-changing turbulent and competitive 

business environment. Similarly, the ongoing problem of lack of skilled staff with sufficient 

management skills, abilities and competencies needs to be addressed so that there can be 

greater commitment from top managers towards embracing intensive EC activities in 

SMEs.     

7.3.2 Technological Factors 

 Technological factors have been found to be promising predictors that impact on EC 

activities due to the nature of EC in SMEs. However, the empirical analysis of the survey 

data and the data obtained from the open-ended questions revealed that these factors are of 

less concern in carrying out EC-based business activities in Vietnamese SMEs than 

organisational and environmental factors. For example, the results obtained from the open-

ended questions showed that 13.8% of comments from the respondents related to barriers, 

and 19.4% of comments from the respondents related to critical success factors that impact 

on Vietnamese SMEsʼ EC activities (Tables 5.4 and 5.5). Also, the findings from the 

survey data analysis confirmed that only accessibility of the Website (TF31) is identified as 

a CSF; however, trialability (TF20), risk of loss of important information (TF5), 

incompatibility with traditional business were found to be obstacles for SMEs in Vietnam 

engaging in EC business (Tables 6.9 and 6.11). The results of the logistic regression-based 

models were also in line with this observation, as only the observability of success 
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dimension was found to be significant when owners of SME decide to move from simple 

stages to complicated stages (Table 6.15), which indicates that EC adoption and 

implementation in Vietnamese SMEs is affected by organisational and environmental 

factors rather than technological factors. Last but not least, SMEs in the transacting stage 

are more active in activities related to technological themes. They are seen as confident 

about loss of important information, superior customer values, and achieve better benefits 

when adopting EC. Only Website presence is marked as a barrier in the advertising stage, 

while collaboration of staff was found to foster EC activities in intensive stage. A detailed 

explanation pertaining to variability in Vietnamese SMEs in the adoption and usage of EC 

for business purposes on the basis of technological factors is provided below. 

 It is evident that the cooperation of staff (TF2) factor guarantees benefits from the 

adoption and usage of EC activities (Lee & Cata, 2005). This dimension has also been 

identified in the existing research to show a positive impact on EC maturity, specifically in 

the context of SMEs (Morais et al., 2012). The results of data analysis in the present study, 

however, were only partly consistent with these observations obtained from the extant 

research studies. For instance, the co-operation of staff factor is not statistically significant 

to EC benefits and EC adoption, as the impact exerted by this factor was found to be related 

more to the intensive stage than other stages. The key decision makers in Vietnamese 

SMEs will employ extensively EC activities, including hiring more staff for EC business, 

setting up the data exchange between their Websites and local data within their enterprises 

if they can master the process collaboration of IT and business staff. As a consequence, 

they are more concerned with loss of important information (TF5) in the intensive stage, as 

they have to ensure secure data transfer from front-office data in their Website and back-

office data in their local storage (Table 6.15 and 6.8). Additionally, this dimension is also 

seen to act as a disincentive to EC adoption amongst Vietnamese SMEs. 

 Perceived relative advantage (TF15, TF17) related dimensions have been identified 

as important predictors in fostering EC activities. The results obtained from ANOVA 

analyses in the present study showed that SMEs in the transacting stage perceived better 

benefits being gained from EC activities than SMEs in the intensive stage. However, this 

analytical data in the multivariate context revealed that it is not significant and is not 

aligned to the extent of EC activities in Vietnamese SMEs. This finding was also identified 

to be inconsistent with the findings obtained from existing studies in the literature (Seyal & 

Rahman, 2003; Stylianou, Robbins, & Jackson, 2003). The studies conducted by Jeon et al. 

(2006), Huynh et al. (2012) have also confirmed the same findings.  
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 Similarly, the compatibility with existing technologies (TF12) dimension was found 

to have a positive impact on EC maturity. This dimension has been found in the existing 

studies to have a positive influence in various research contexts (Al-Qirim, 2004; Huynh et 

al., 2012; Seyal & Rahman, 2003; Wongpinunwatana & Lertwongsatien, 2003). Therefore, 

the positive contribution of the factor compatibility with existing technologies confirms the 

findings drawn from the existing research. However, employing upgraded and complex 

B2C EC was identified to pose significant challenges to the existing business activities 

amongst Vietnamese SMEs (TF4). 

 Interestingly, availability of Website (TF31) is obvious for conducting online 

business successfully (Lee & Cata, 2005). The outcome of a non-parametric correlation 

analysis in the survey data confirmed this result in the present study (Table 6.9). However, 

in the multivariate context, the result obtained from the sequential logistic model showed 

non-significance. This result means that the normal day-to-day EC-based business activities 

are not taken into account when owners of SMEs decide to extend their EC activities (Table 

6.15). This finding implies that the focus of top managers on making the Website available 

to other businesses, and to existing and prospective customers in practise, is identified to be 

a potential barrier to Vietnamese SMEs particularly, in the advertising stage. 

 Observability of benefits (TF24, 25) is identified to be a predictor of EC adoption 

and usage in DOI Theory. This result has been further confirmed in many research studies 

in regard to EC adoption (Chong & Pervan, 2007; Seyal & Rahman, 2003). The result 

obtained in the present study is consistent with the results from the past research. For 

example, the base model determined observability of benefits as a facilitator in extending 

EC activities. The results from the model 2 and the one-way ANOVA also revealed that 

more SMEs in the transacting stage see implementation of more successful EC practises to 

be of benefit than SMEs in other stages. 

 The trialability factor (TF20) was hypothesised to have an impact on Vietnamese 

SMEs EC adoption. It is, however, not significant to EC maturity. In addition, the 

descriptive analysis showed that most SMEs do not have an option to try out EC activities 

on a limited basis (Table 6.11). The results obtained from the analysis also informed that 

adopting EC is facing restrictions (TF4) and incompatibility with traditional business 

models (TF23) amongst Vietnamese SMEs. 
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7.3.3 Organisational Factors 

 Organisational factors are related to existing resources and activities within an 

enterprise that are used to achieve business goals (Bouwman, van den Hooff, van de 

Wijngaert, & van Dijk, 2005). The analysis of the survey data highlighted the fact that the 

emergence of obstacles in the organisational theme is preventing SMEs from expanding EC 

activities to their day-to-day businesses. This observation was evident in the base model in 

the present study. For example, the adequate finance (OF1), skilled staff (OF5), frequency 

updating information about products and services on the Website (OF24), and customer 

relation management (OF40) factors included within the organisational factors were 

identified to pose severe challenges when SMEs develop EC business and when SMEs also 

fail to meet the demand for these activities from clients and customers. Only the computer 

systems (OF3) factor was found to be significant, thus satisfying the requirement for 

conducting B2C EC business. Finally, the characteristics of products (OF22) factor was 

identified to be a constant barrier irrespective of the EC maturity level of SMEs in Vietnam. 

The content analysis and prior qualitative evidence presented indicated that a majority of 

the Vietnamese customers rely heavily on see-and-touch behaviour and lack trust in 

products and services offered through online channels. 

 On the other hand, CSFs identified in the existing literature also aligned with those 

identified in the present study and dominated the organisational theme. This finding was 

confirmed with the results obtained through the content analysis and the correlation 

analysis conducted in the present research study. For instance, 52% of comments gathered 

from the respondents from the open-ended questions, and 71% of the CSFs in the 

correlation analysis of the primary data felling into the organisational category, which 

means that barriers to EC adoption relating to the organisational category are outweighing 

opportunities for success and growth in Vietnamese SMEs. In addition, most CSFs were 

not found to be critical for Vietnamese SMEs especially during the EC adoption stage. In 

other words, key factors for success are not widely publicised in terms of the extent use of 

EC activities in case of Vietnamese SMEs. Moreover, experienced SMEs are obviously 

more active in embracing organisational-based CSFs than the small-sized start-ups in 

Vietnam. The medium-sized enterprises are also evidently more successful in employing 

organisational CSFs than small-sized enterprises, except in the implementation of the good 

advertising campaign dimension (OF29) (Table 6.10). 

 The finance to run B2C EC business dimension (OF1) was identified as an obstacle 

for developing an Internet-based business. It was evident in the base model that available 
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finance is a large determinant for running EC business activities for SMEs operating in 

Vietnam. This finding is inconsistent with findings from the existing literature, as observed 

in studies conducted by Jeon et al. (2006); Al‐Qirim (2005); and Alam, Khatibi, Ahmad, 

and Ismail (2007). Furthermore, SMEs in the advertising stage confirmed lack of 

appropriate finance to run EC activities. In a mono-variate context, only SMEs in the 

transacting stage were observed to be more satisfied with the allocation of financial 

resources to conduct EC-based business activities. The descriptive analysis revealed that 

costs relating to EC solutions (EnF16), training staff (EnF17), and setting up and 

maintaining EC (EnF18) activities were the top barriers preventing SMEs from engaging in 

EC-based activities. The results obtained from the one-way ANOVA and Model 3 proved 

that only SMEs in the intensive stage are coping better with the dimension of cost of EC 

solutions (EnF16). The results obtained from the base model also revealed that this factor is 

a key determinant in expanding EC-based business activities in Vietnamese SMEs. 

 Computer systems (OF3) integrated with WAN and LAN type of networks are 

found to be significant facilitators in developing EC enabled business activities in SMEs 

operating in Vietnam. This finding is in line with research conducted by Molla and Licker 

(2005b); and Huynh et al. (2012), and aligns with the research background section 

presented in Chapter 2. The data analysis presented in Table 6.15 revealed that the 

dimension of computer systems is a barrier to SMEs in the advertising stage, while it is a 

significant determinant for SMEs in the transacting stage in Vietnam. The ANOVA 

analysis also showed that only SMEs in the transacting stage are better equipped by 

computer systems for conducting their EC business activities. Therefore, SMEs in the 

advertising stage do not have well-equipped computer systems to develop their EC 

businesses to the more advanced stages. 

 As stated in Chapter 2, EC adoption in the existing literature has been identified as 

an advanced innovation that requires knowledge and skill of staff (OF5) to conduct 

enhanced online business activities. This dimension has also been identified as a 

determinant for enterprises to extend EC business in various research contexts (To & Ngai, 

2006; Wongpinunwatana & Lertwongsatien, 2003), and in a Vietnamese study related to 

the intention to adopt EC conducted by Huynh et al. (2012). This dimension, however, has 

been identified as a barrier in the present study, particularly when Vietnamese SMEs 

actually expand their EC business as confirmed by the analytical results from the survey 

data and the open-ended survey question. For example, skills of staff are not met as a 

requirement for SMEs in the intensive stage of EC adoption. In other words, SMEs that 
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enable staff to access computers (OF9) to conduct online business are found to be gaining 

significant benefits in the transacting and intensive stages of EC adoption (Table 6.9). This 

practice evidently helps staff to be equipped with the necessary skills and knowledge to 

conduct online business on a continued and frequent basis (Molla & Licker, 2005a). 

Consequently, it ensures SMEs taking advantage of EC adoption and implementation. 

 Evidence presented in Chapter 5 highlighted the fact that a good strategy (OF13) is 

essential to run EC-based business activities that strategically fit the SME culture in 

Vietnam. Strategy-led EC implementation was found to help SMEs significantly in 

improving their performance and reducing costs associated with running an online business 

in all adoption stages, while integrating EC strategy into the whole enterprise (OF43) was 

found to be non-significant in Vietnamese SMEs, irrespective of the stage of EC adoption 

(Table 6.9). The practice of embedding a good strategy was found to vary between SMEs in 

the transacting, advertising, and intensive stages of EC adoption. This finding was also 

found to be non-significant when comparing the merit of embracing a good strategy as a 

critical business activity with other business practises in a multivariate context (Table 6.19). 

The explanation can be associated with the top management lack of strategic vision in 

SMEs, as stated in Chapter 3. 

 The availability of a clear plan and metrics (OF21) in SMEs was identified as a 

promising CSF in Chapter 4. However, in the present research study it was evident that the 

presence of a clear plan and metrics dimension was identified to have a non-significant 

impact on outcomes of online business. This dimension was, therefore, found to be a 

barrier, specifically for SMEs in the transacting stage. The possible explanation is that in 

the transacting stage, SMEs start offering online sales channels but they do not have 

enough staff to conduct and monitor all of the EC-based business activities, unlike SMEs in 

the intensive stage. As a consequence, SMEs may use staff to complement both online and 

offline activities, thus making it difficult for SMEs to embrace clear metrics for all of their 

business activities. 

 The EC innovation enables enterprises to present and modify information about 

their products and services (OF24) effectively. The evidence presented in Chapter 5 

showed that this particular dimension can be identified as a CSF in EC business. The 

correlation analysis results obtained from the primary data were in line with this evidence. 

For example, an active EC-based business practice was found to be significant to business 

outcomes for SMEs in all adoption stages. This dimension, however, was identified as an 

obstacle amongst organisational factors, thus limiting the extension of EC-based business 
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activities. The findings from Model 3 and Model 2 revealed that SMEs in the transacting 

stage are more proactive in presenting information about their products and services than 

SMEs in the other stages, specifically SMEs in the intensive stage of EC adoption. 

 It is very clear from the existing literature that marketing practices are important for 

conducting a successful EC business. These include dimensions such as providing good 

advertising campaigns (OF29), integrating online and offline marketing practices (OF30), 

focusing on online practises (OF31), building brand image (OF32), building customer trust 

(OF33), and providing good post-purchase services (OF37). These findings were confirmed 

in the results obtained from the correlation of analysis. In addition, these practices are less 

visible in Vietnamese SMEs. Only the dimension of post-purchase service was found to be 

significant for SMEs in the transacting and intensive stages of EC adoption in the mono-

variate context. The stated hypothesis that high development in EC will have more benefits 

than the low ones is rejected, with the explanation that only small benefits increase in 

profits occurred following the implementation of EC-based activities. Therefore, focusing 

only on some key factors was further identified to be critical for Vietnamese SMEs, rather 

than embracing all of the dimensions of the organisational factors. 

7.3.4 Environmental Factors 

 In a competitive business environment like Vietnam, although SMEs face many 

barriers, SMEs also have more B2C business opportunities for expansion and growth. The 

reason is that most large enterprises focus on the government contracts so they are not 

competing in the same market. Large enterprises are also not as efficient at B2C EC as 

SMEs. Therefore, B2C EC offers more opportunities for SMEs in the Vietnamese context. 

Furthermore, appropriate investment in some key business practices will bring more 

advantages to the enterprises themselves, and thus to the society as a whole. 

 As stated in Chapter 4, this research aims to explore barriers and CSFs in EC 

adoption amongst Vietnamese SMEs. The descriptive analysis revealed that most barriers 

come from the business environment, while CSFs to SMEsʼ EC adoption are not 

particularly identified. This result partly supports the results obtained from the open-ended 

questions, as barriers were strongly identified in the respondentsʼ verbatim comments. In 

contrast, the percentage of comments about CSFs only contributed about 25.2% of the total 

comments provided. This finding indicates that CSFs related to the organisational category 

stated in respondentsʼ comments were related to the presence of idealistic conditions to 

facilitate EC adoption rather than providing actual benefits in the existing practices. In 
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regard to the domination of obstacles relating to the environment theme, it means that the 

forces outside the enterprises, such as the external macro environment, pose several 

difficulties to Vietnamese SMEs in conducting EC-based business activities. 

 The legal framework factor is believed to play a vital role in developing EC 

adoption in the extant research (EnF1, EnF2). The current findings showed that the legal 

framework dimension is positively related to the extension of EC activities. This is in 

agreement with the research findings obtained by Molla and Licker (2005b). The common 

perceptions of SMEs in the transacting and intensive stages about privacy law to protect 

customers and law enforcement were found to be more influential than those of SMEs in 

the advertising stage. In the multivariate context, the analysis in the base model showed that 

a significant increase in this factor corresponds to EC maturity. It is interesting to note that 

the results obtained from Model 1 revealed that the legal framework factor is a barrier for 

SMEs with the lowest EC adoption, whereas findings from Model 3 proved that this 

dimension is a determinant for SMEs in the intensive stage of EC adoption. These results 

indicate that SMEs in the transacting and intensive stages of EC adoption understand the 

legal framework dimension better than SMEs in the advertising stage of EC adoption. 

Moreover, these findings suggest that SMEs in the lowest stage lack sufficient awareness 

about the legal framework, which is essential for conducting EC activities. 

 As mentioned in Chapter 2, Vietnamese SMEs in general need considerable help to 

run businesses because of a formidable business environment. Therefore, support from 

third parties such as the government, universities and business charters will ensure the 

development of EC in SMEs. This factor was found to exert a positive influence on EC 

adoption of SMEs in many research contexts (Huynh et al., 2012; Jeon et al., 2006; Seyal, 

Awais, Shamail, & Abbas, 2004). The current study found that the factor help from the 

government (EnF4, EnF5) for SMEs when they extend EC activities ineffective, thus 

contradicting the existing findings. For example, the ANOVA analysis revealed that 

training programs, finance and advice from the government are considered to lack quality, 

particularly by SMEs in the transacting stage. In the multivariate context, these findings 

were also confirmed, as evident from the results obtained from the application of the base 

model, Model 1, and Model 2. Moreover, the descriptive analysis showed that finance and 

advice obtained from the government are seen as barriers to enterprisesʼ EC activities. In 

addition, the younger enterprises are found to attract sufficient government advice and 

finance in comparison to the older enterprises. These findings were in line with findings 

presented in the research background section in Chapter 2, which outlined the lack of skills 
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of assistant officers and poor quality training support programs from the Vietnamese 

Government. It can thus be suggested that there needs to be an improvement in the quality 

of the existing support programs from the Vietnamese government. This will ensure that 

EC adoption strategies are viewed favourably by SMEs. 

 The online customer trust (EnF10) and credit card usage (EnF11) dimensions were 

identified to be common barriers amongst Vietnamese SMEs. The descriptive analysis 

showed that approximately 90% and 93% of answers retrieved from the pilot study were 

based on customer trust and credit card usage, respectively, in an online environment. The 

data obtained from the survey indicated that these factors are problematic in Vietnamese 

SMEsʼ B2C EC practices. These findings are then matched to the evidence presented in 

Chapter 2 and Chapter 3. Only the dimension customer trust was seen to be significant 

amongst SMEs in the intensive and advertising stages of EC adoption. This is in 

accordance with the recent study conducted in Vietnam (Huynh et al., 2012) and other 

white paper reports from the Vietnamese government (VECITA, 2011, 2012, 2013). This 

result implies that in order to solve the situation related to the dimension of consumer trust, 

the Vietnamese Government may need to focus on obtaining enforcements and 

endorsements from key financial organisations in order to improve customer awareness and 

knowledge about SMEsʼ EC adoption practices. This dimension, however, was not found to 

be significant when comparing to other dimensions included under the environmental 

factors in the base model, Model 1, and Model 2. 

 A competitive environment (EnF13) is widely accepted to be an important 

dimension that plays a critical role in leading EC adoption in SMEs. This is evident in the 

existing literature in many research contexts, such as Thailand (Wongpinunwatana & 

Lertwongsatien, 2003), Australia (Chong & Pervan, 2007), New Zealand (Al‐Qirim, 2005), 

and Hong Kong (Gunasekaran & Ngai, 2005). The findings obtained from the present 

research partly support the existing evidence. For instance, the one-way ANOVA indicated 

that competitive forces with SMEs in the transacting stage of EC adoption are stronger than 

SMEs in the advertising and intensive stages of EC adoption. SMEs in the transacting stage 

are known to lack skilled staff to conduct B2C EC activities and were identified to 

encounter poor data connection facilities from the Website to the local data to support 

online transaction processes. The SMEs in this stage of EC adoption may perceive stronger 

competitive forces when conducting their online business transactions than SMEs in the 

other stages of EC adoption. 
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 The telecommunication infrastructure readiness (EnF19) dimension has been 

identified as an essential tool for conducting online business. As stated in Chapter 2 and 

Chapter 3, it is widely evident that this dimension is a barrier in most of the developing 

country contexts. The findings obtained from the present research are consistent with the 

findings retrieved from the existing literature. This dimension is a constant obstacle to 

enterprisesʼ EC maturity levels. In addition, private enterprises were found to be 

significantly more satisfied than proprietary enterprises with the integration of the 

telecommunication infrastructure into their online business activities. The possible 

explanation aligns with the differences exerted in business practices, such as the availability 

of resources among these SMEs. However, there is no existing evidence in the research 

context showing that different practices amongst two legal groups of SMEs enhance their 

EC business activities. Therefore, further research work needs to be carried out to 

understand this fact. 

 Similarly, the infrastructure of commercial and financial organisations (EnF20) 

dimension plays a critical role in supporting online payments for online business activities. 

As presented in Chapter 2, prior evidence in developing countries and in other research 

contexts has noted that this dimension is a barrier to enterprisesʼ EC activities. The findings 

obtained from the present study support the existing evidence. The findings from the 

descriptive analysis revealed that this dimension is a barrier that prevents EC activities by 

Vietnamese SMEs. Furthermore, this barrier was also identified to pose critical challenges 

to enterprisesʼ EC maturity levels. This finding suggests that improving the level of 

infrastructure of commercial and financial organisations is needed in Vietnam in order to 

support SMEsʼ adoption of EC for business activities in Vietnam. The one-way ANOVA 

also showed that proprietary limited and joint stock enterprises can deal with this barrier 

better than private enterprises. 

 A unique characteristic of the B2C EC model is ensuring the employment of an 

effective logistics framework (EnF22). However, the literature syntheses presented in 

Chapter 2 and Chapter 3 showed that EC adoption of SMEs identifies a low level of 

logistics systems in developing countries, and in Vietnamese business is a significant 

barrier. In this study, logistics systems are identified as a barrier to adopting EC for 

conducting business amongst SMEs, and this finding is in line with prior evidence cited 

from the existing research. For instance, 84% of SMEs in the survey data claimed that this 

dimension is an obstacle that prevents their EC activities. Furthermore, the one-way 

ANOVA and Model 3 showed that those SMEs in the intensive stage of EC adoption 
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identified the low level of logistics systems to be more problematic for conducting EC 

business activities than SMEs in the advertising and transacting stages. In the multivariate 

context, this factor was confirmed in the base model to be a barrier to the expansion of EC 

activities. Medium-sized enterprises seemed to manage the existing logistics channels 

better than small-sized and micro-sized enterprises. Larger enterprises have a better ability 

to deal with the low level of logistic systems in the current research context than the smaller 

ones due to better resource availability. Therefore, in order to boost the development of EC 

in Vietnamese SMEs, there needs to be significant improvements in the existing logistics 

systems. Vietnamese Government needs to focus on enhancing the quality of logistics 

systems to cater to the specific needs of SMEs involved in EC-based business activities. 

 The availability of outside experts (EnF23) dimension contributes to EC adoption in 

the existing literature, as presented in Chapter 2 and Chapter 3. This dimension has been 

identified to be a predictor of EC development (Wilson et al., 2008). In the present study, 

the results of the one-way ANOVA and Model 2 showed that SMEs in the intensive stage 

of EC adoption have greater difficulty in finding a suitable expert than SMEs in the other 

stages of EC adoption. This dimension, however, was not found to be significant in the 

multivariate analysis. According to evidence presented in Chapter 2, there is a lack of 

skilled experts and staff in the Vietnamese business environment, thus creating problems 

for SMEs in the intensive stage that have a high level of requirement for experts and skilled 

staff to conduct EC activities. In other words, this finding indicates that the availability of 

experts on EC activities does not meet the requirements of Vietnamese SMEs when they 

adopt EC at the intensive stage. 

 The support from technology vendors (EnF26) dimension has also been identified as 

an important determinant for EC adoption. There is evidence from the existing literature 

that supports this notion (Caldeira & Ward, 2003; Thong, 2001) and the pilot study results 

presented in Chapter 4 supported this statement. The results of the one-way ANOVA in the 

current study further confirmed this finding. SMEs in the transacting and intensive stages of 

EC adoption receive more help from technology vendors than SMEs in the advertising 

stage of EC adoption, due to the complexity associated with the level of online business 

operations of SMEs. However, this factor was not found to be significant in the multivariate 

context for extending EC activities. In addition, the results obtained from Model 1 showed 

that SMEs in the advertising stage of EC adoption perceive lack of technology vendors to 

be critical. This finding has important implications for policy makers and other change 

agents when helping SMEs in various stages of EC adoption by way of developing and 
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prioritising their EC activities. Moreover, one interesting result from Model 1 was that the 

communication channel (D10) dimension acts a determinant for SMEs in the advertising 

stage of EC adoption. This means that SMEs in the advertising stage of EC adoption are 

finding more information sources to support their EC activities. In other words, SMEs in 

this stage lack quality information to conduct online business transactions, so they tend to 

seek as much information as possible from many available outlets to reduce their 

uncertainty when developing B2C EC business activities. 

7.4 Nature of SME EC Activities and EC Stages 

 Looking closely at the factors and various dimensions that determine EC maturity or 

the sequential order of the EC stages of adoption, it is evident that these factors and 

dimensions vary as SMEs move from a simple stage to a more complicated stage of EC 

adoption. For instance, the factors identified to be relevant for SMEs in the advertising 

stage of EC adoption may differ to those that are critical to SMEs moving to the transacting 

and intensive stages of EC adoption. Some key characteristics that encourage a SME to 

extend their EC activities were presented in the base model. The most important dimension 

that brings out the change from simple to complicated EC activities relates to the SMEsʼ 

ability to observe benefits in their existing practice and in conducting other advanced EC 

practices. However, results of the one-way ANOVA and the Model 2 showed that only 

SMEs in the transacting stage of EC adoption are found to have higher positive attitudes to 

this factor.  

 Other contributing dimensions identified in the present research are the cost of EC 

solutions, the legal framework, and computer system. The ANOVA showed that only 

SMEs in the intensive stage of EC adoption have adequate financial resources to afford the 

cost of EC solutions. In addition, the ANOVA revealed that SMEs in the advertising stage 

of EC adoption have a negative orientation towards the prevailing legal system. In contrast, 

Model 3 indicated that SMEs in the intensive stage of EC adoption are more confident 

about the existing legal framework supporting online business than SMEs in the other 

stages of EC adoption. Finally, based on the results of Model 1 and Model 2, computer 

systems with WAN and LAN networking capabilities were found to adequately integrate 

EC business for SMEs in the transacting stage of EC adoption, whereas these facilities were 

identified to be problematic particularly for SMEs in the advertising stage of EC adoption.   

 On the other hand, many emerging barriers are preventing SMEs from moving from 

a simple stage to a more complicated stage of EC adoption. The most common barriers 
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revealed in the base model included frequency updating of information of products/services 

on the Website, employing effective customer relationship management, adequate finance 

for EC activities, top management supports, the existing level of logistic systems, skilled 

staff, and government support. The one-way ANOVA, Model 2, and Model 3 showed that 

updating information about products/services is significant for SMEs in the transacting 

stage of EC adoption. Even more, SMEs in the intensive stage of EC adoption identified 

publicising information related to product/service offerings to be more problematic when 

conducting EC activities than SMEs in the other stages. This may relate to an integration 

process of the data from the front-office database to the back-office database that is critical 

for SMEs in this stage. Another possible reason is that SMEs in this stage lack sufficient 

awareness of this practice. Interestingly, this factor was identified as a CSF for conducting 

EC activities in all adoption stages, thus SMEs in the intensive stage are missing an 

opportunity for success. In short, this factor ensures encouragement for SMEs to move 

from the simple stage to a more complicated stage, and guarantees success for SMEs when 

adopting online business. It means that the factor is a barrier to SMEsʼ extending their EC 

activities. If SMEs focus on overcoming this barrier, they will receive successful outcomes 

in terms of developing EC activities and gaining benefits from the Internet business. 

 Employing effective customer relationship management was identified as the most 

significant barrier to developing EC activities. Only SMEs in the advertising stage seem to 

be satisfied with this practice. This finding was confirmed in the results obtained from 

Model 1, and the ANOVA. These findings raise the possibility that customer relationship 

management practices are more complicated when SMEs are in the higher stages of EC 

adoption. 

 Lack of adequate finance to carry out EC-based activities was also identified as a 

significant barrier by Vietnamese SMEs. However, Model 1 and the results retrieved from 

the ANOVA confirmed that SMEs in the advertising stage of EC adoption identified lack of 

finance for conducting EC business activities as a barrier. This finding suggests a need for 

the Vietnamese government to develop a comprehensive framework to retrieve information 

related to the available financial support for these SMEs to expand EC business activities. 

Findings such as top management support, the level of logistics systems, and lack of skilled 

staff were identified to be obstacles to developing EC activities amongst Vietnamese SMEs 

in the present research study. In a mono-variate context, managers of SMEs in the intensive 

stage of EC adoption have experienced lower support for conducting EC activities than 

those in the other stages of EC adoption. The final barrier to extending EC activities is 
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attributed to the availability of government support for SMEs to run B2C EC activities. In 

summary, the results obtained from Model 1 and Model 2 indicated that the support of 

government only met the requirements of SMEs in the lowest EC development, that is, the 

advertising stage of EC adoption. These findings indicate that the government support 

requirements for conducting EC-based business activities in SMEs in the intensive stage of 

EC adoption are not being met. 

 In addition, the findings obtained from this research confirm the presence of certain 

unique features in Vietnamese SMEs that influence the conduction of B2C EC in each stage 

of adoption. The results of Model 1, Model 2, and Model 3 revealed these characteristics of 

SMEs in each level of EC adoption, and they are presented below. 

 SMEs in the advertising stage employ the Internet-based applications for only 

promotional purposes. These SMEs use the Website to present basic information about 

their company and products/services offerings. With simple functions of their Website, they 

are satisfied with customer relationship practices and existing support from the 

government. In addition, these SMEs look for as many information sources as possible to 

determine their B2C EC. It means that these SMEs are short sighted and lack quality 

information to identify the potential of their online business. This is partly supported due to 

lack of help from technology vendors, as well as lack of sufficient understanding of the 

existing online legal system. Moreover, their Websites are unstable and their computer 

systems are inadequate for the existing B2C activities. 

 SMEs in the transacting stage employ EC more as a distribution channel, and as a 

sales channel for promotional purposes. Besides conducting basic functions as outlined in 

the previous stage, SMEs in the transacting stage mainly focus on selling products and/or 

services offerings online. For instance, SMEs in the transacting stage accept orders from 

customers via their Website, and allow for various payment methods to support the 

transaction processes, including online and offline transactions. SMEs also communicate 

with customers through their Websites, e-mail, and social networks in order to solve and 

deal with customer complaints and feedback. As a result, SMEs in the transacting stage of 

EC adoption perceive customer value from EC activities to be higher than SMEs in other 

stages of EC adoption, find easy successful practices from other businesses and their 

existing practices, and find suitable experts for their online business. SMEs in this stage 

may handle these functions of EC applications easily, thus the degree of complexity of EC 

innovations are not problematic for them. In addition, SMEs in the transacting stage of EC 

adoption tend to engage more frequently in updating information about their products and 
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services than others. SMEs in this stage are also more confident in keeping important 

information when running the Internet business than SMEs in other stages. Moreover, the 

computer systems are seen to be adequately integrated for their existing business practices. 

However, SMEs in the transacting stage of EC adoption face obstacles such as setting clear 

metrics and inappropriate support from government in conducting their day-to-day EC 

business activities. 

 In the most complicated stage, the intensive stage, SMEs adopt EC with supporting 

staff, integrated data systems, and some of the other practices outlined in the previous 

stages of EC adoption. SMEs in this stage are seen to have a comprehensive understanding 

of online laws, they can easily afford the cost of EC solutions, and there is integrated 

cooperation amongst business and IT staff. On the other hand, these SMEs face barriers 

with frequent updating of information about products and services, lack of support from 

senior managers, employment of logistics processes for conducting EC activities in an 

effective manner, keeping important information when conducting online business, and 

necessary skills for staff to conduct the Internet business.        

7.5 Summary 

 This chapter has provided a discussion of the findings generated from the primary 

data, the secondary data, and the data obtained from the pilot study. This chapter analysed 

the data obtained from the qualitative and quantitative results chapters and aligned the 

results with the extent of EC adoption and usage in Vietnamese SMEs. The findings 

discussed were compared and contrasted with the findings from the past research in the 

existing literature. The most common trends of EC adoption in Vietnamese SMEs were 

explored in the present study. The impact of various factors that influence EC adoption, EC 

practices and EC usage were critically discussed. Finally, factors that determine whether 

SMEs move from a simple stage of EC adoption to more complicated stages of EC 

adoption were explained within the context of Vietnamese SMEs. The unique 

characteristics of Vietnamese SMEs that contribute to or hinder the adoption and usage of 

EC activities and EC practices were critically reviewed. 

 In summary, B2C EC adoption in Vietnam is still in its infancy. Vietnamese SMEs 

employ EC innovations in three sequential stages for their business purposes: promotion, 

extra transaction channels, and extensive employment of the EC system. Some 

characteristics attributed to SMEs in each stage were revealed. In addition, some factors 

were identified as barriers amongst SMEs when conducting EC activities: cost of running 
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the EC business, triability of online activities, infrastructure of telecommunication and 

financial organisations, logistics systems. However, only some factors have an impact on 

the decision of owners of SMEs to upgrade their current online business from simple to 

advanced activities: observability of successful practices, cost of EC solutions, good 

understanding of the legal system, and well-equipped computer systems. On the other hand, 

when Vietnamese SMEs extend their online business they are facing obstacles of frequent 

updating of information of products/services on their Websites, encouragement from top 

managers, adequate finance to run the Internet business, appropriate skilled staff for 

conducting EC activities, employing appropriate customer relationship practices, effective 

support from the government, and appropriate logistic systems to conduct the EC business. 

 In regard to CSFs, SMEs have significant barriers when they run an Internet 

business, due to the low level of online customers, and the trialability of doing the business 

because of lack of vision amongst owners of SMEs. Therefore, effective marketing 

practices and provision of added value customer services are very important aspects for 

improving the trust of customers and encouraging them to participate in online transactions. 

The CSFs are online and offline marketing practices, building brand image, building 

customer trust, and frequent updating of information about products/services, availability 

of Website, and focusing on return and refund policy. Not surprisingly, commitment to 

providing constant support from owners of SMEs guarantees the success of the B2C EC. In 

addition, there are some actions that help top managers to have a clearer vision about EC 

business practices and ensure the success of EC projects. They can be seen in setting up a 

strategy-led EC implementation, and openness culture within enterprises to improve 

communication amongst staff, and providing adequate computer systems for all members 

within the enterprise, thus improving coordination among staff members and improving 

their skills in doing online business, and overcoming a barrier relating to lack of availability 

of skilled staff in the Vietnamese business.        

  The next chapter will provide a brief conclusion and implications of the current 

study to policy makers, businesses, and related stakeholders in B2C EC diffusion, adoption 

and usage on a continued basis. Enhancements for future research in EC adoption and usage 

are outlined.  
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Chapter 8: Conclusion, Implications and Future Research Enhancements 

8.1 Introduction 

 The overarching aim of this study is to determine the patterns of B2C EC adoption 

amongst SMEs in a frontier country with Vietnam as the main research context. The 

purpose of this chapter is to provide a summary of the results obtained from this research, 

highlighting the important implications of the findings with regard to the theory, practice, 

methodology, and other relevant stakeholders. Suggested areas for future enhancements 

related to understanding EC adoption and the extent of B2C EC usage research are also 

provided. 

8.2 Overview of the Study 

There is strong evidence of the trend of increasing adoption of EC in SMEs, both in 

developed and developing countries. The main aim of this study is to provide an evaluation 

of B2C EC adoption in SMEs in Vietnam. The aim is to understand the factors that 

facilitate and enhance the adoption of EC activities. Likewise, the study also explores the 

barriers that inhibit B2C adoption in a frontier country like Vietnam. 

The study used data collected from both secondary and primary sources. In order to 

establish the benchmark for analysis, a content analysis approach was used to examine the 

relevant factors that might potentially have an impact on the Vietnamese SMEs from a 

theoretical perspective. This step was achieved using an extensive review of the literature. 

A pilot-based survey was implemented to inform the development of a structured 

questionnaire used in the collection of the primary data. The results from the review of the 

literature and the pilot study were reconciled to obtain qualitative indicators of the factors 

affecting the adoption of B2C. Accordingly, primary data were collected using a structured 

questionnaire as a survey of randomly selected SMEs. The data collected from the survey 

were used to provide further empirical evidence with respect to the nature and patterns of 

B2C adoption. More specifically, regression-based models were estimated to establish these 

associations, thereby providing evidence to support or complement the findings in the 

existing literature. 

The thesis was structured into eight chapters. Chapter 1 provided a brief contextual 

introduction to the study, while Chapter 2 provided a discussion of the relevant conceptual 

and theoretical frameworks underpinning this study. In Chapter 3, an overview of the SMEs 

in Vietnam was presented, which provided the backdrop for the empirical analysis. The 
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approaches implemented in the study were presented in Chapter 4. The results of the 

qualitative analysis were presented in Chapter 5 and analyses using quantitative models 

were provided in Chapter 6. In Chapter 7, all results were integrated and reconciled, with 

particular emphasis on the discussion of the results, their relevance and connections with 

the study hypotheses. The focus of Chapter 8 is to present relevant conclusions, outline the 

theoretical, methodological and practical implications of the present research, and present 

avenues for further research. 

In the succeeding section, the summary of the key findings of this study is provided 

and the answers obtained from this study to pertinent research questions stated in Chapter 1 

are highlighted. 

8.3 Summary of Findings 

 In Chapter 7, the key findings of this study were summarised and reconciled based 

on the theoretical and empirical evidence. Here, the outcomes are summarised in 

accordance with the stated research questions outlined in Chapter 1. 

Is the extent of adoption of EC in Vietnamese enterprises measurable?  

 This thesis was designed to explore the patterns of EC adoption amongst 

Vietnamese SMEs. In order to fulfil this goal, the matrix of 12 EC practices were analysed. 

The extent of each practice as evident in the existing literature was checked for validity in 

the research context. The extent of each B2C EC practice was measured based on the 

evidence from the pilot study, whereby each activity was set against metrics such as the 

enterpriseʼs intention of not using, having plans in the future, running in a trial, running 

after a trial of one year, and running after a trial of two years. 

 Following the operationalisation of the dependent variables, the PCA analysis was 

employed to investigate the most common trends of using these B2C EC activities amongst 

Vietnamese SMEs. The dependent variables are the states of adoption relating to EC 

applications in B2C activities: employing a static Website, using a Website as a tool for 

promotional purposes, using Web applications to communicate with customers and to 

receive feedbacks from customers, accepting orders on the Website, accepting offline and 

online payments, employing data exchange to support transaction processes, and employing 

staff extensively for online business. The analysis revealed that SMEs employ these EC 

activities in order to satisfy three important purposes: promotion of the enterprise’s 

business activities, offering an additional sales channel for business and individual 

customers, and as a measure to offer intensive employment where SMEs hire staff for 
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conducting all EC-based activities and to install integration of data exchange to support 

transaction processes. Three indicators were developed to measure EC activities: 

advertising, transacting, and intensive indexes. By comparing these activities in the 

existing literature, the maturity index thus was created to assess these EC activities in a 

given SME. 

Can Vietnamese SMEs be segmented effectively on the basis of their EC adoption 

practices and on the extent of EC maturity dimensions? 

 As stated above, the results obtained from the PCA analysis were compared and 

examined with evidence from the existing literature. An EC maturity index was created to 

compare the level of EC development in each SME. As a sequential process, EC adoption 

of SMEs was classified effectively into three stages: the advertising, transacting, and 

intensive stages of development. For example, it was identified through this research study 

that SMEs that employ Internet applications in the advertising stage have a static Website 

with very basic functions and present information about their product/service offerings and 

the enterprise’s business activities mainly for promotional purposes to their customers. In 

the transaction stage, SMEs opt to embrace various Internet applications to conduct online 

transactions in addition to the normal promotional functions carried out as part of the 

advertising stage. SMEs falling into the transacting stage usually focus on accepting orders 

from business and individual customers by way of complementing online and offline 

payment methods. Additionally, SMEs in the transacting stage focus on communicating 

with customers via their Websites and embrace social networks to receive relevant 

feedback and deal with customer complaints. SMEs in the last stage of development, the 

intensive stage, focus mainly on to hiring more staff and installing the integration of data 

exchange systems to support all B2C EC activities, apart from meeting the functions of the 

previous stages. In this sample, there were 40.6% of SMEs in the advertising stage, 27.5% 

of SMEs in the transacting stage, and 31.9% of SMEs in the intensive stage.  

 The results of this analysis are consistent with the theory and existing literature, 

particularly in relation to the unique characteristics of SMEs at different stages of adoption. 

Are there notable differences and/or similarities in the implementation of B2C EC 

amongst various enterprises in Vietnam? 

 The analysis showed that medium-sized enterprises are more innovative than the 

small and micro-sized enterprises. Similarly, SMEs with proprietary limited legal status are 

found to adopt EC sooner than SMEs falling in the private ownership status. However, 

these findings seemed to be relevant in SMEs adopting Website applications for 
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promotional purposes and in SMEs presenting online sales channels. As running an EC 

business is new for SMEs operating in Vietnam, there seems to be a lack of sufficient 

evidence to draw on the similarities and/or differences between young and old enterprises. 

What are the most important factors and barriers in implementing B2C EC in Vietnam? 

 The descriptive analysis showed that the most common barriers that prevent 

Vietnamese SMEs from implementing B2C EC are costs relating to running EC systems, 

trialability, level of usage of credit cards, level of customer trust, product characteristics, 

inadequate infrastructure of commercial and financial organisations, level of logistics 

development, risk due to loss of important information, restrictions of doing online 

business, incompatibility with tradition business, finance and consultancy from 

government, top management commitment, and telecommunication infrastructure. 

 The base model employed in this research revealed that the cost of EC solution, 

legal framework, and computer systems are the major determinants for encouraging SMEs 

to develop their EC activities. In contrast, there exist certain obstacles that prevent EC 

expansion amongst Vietnamese SMEs: frequency of updating information of 

products/services on the Website, employing effective customer relationship management, 

adequate finance for EC activities, top management support, the existing level of logistics 

systems, staff competence, and government support.   

 Results from regression-based models showed that SMEs in a particular stage of 

development possess unique characteristics on the basis of the EC functions that they carry 

out on a day-to-day basis. For instance, SMEs in the advertising stage seem to be satisfied 

with basic EC-based functions such as customer relationship practices and existing support 

from the government. However, these SMEs face obstacles such as lack of qualified 

information for expansion of EC activities, inappropriate help from technology vendors, 

difficulty in understanding the existing online laws, unstable Websites, and inadequate 

computer systems for conducting B2C EC business activities. SMEs in the transacting 

stage opined that EC activities bring higher customer value for their business. Additionally, 

these SMEs are known to be more active than SMEs in the previous stage of development 

in terms of observability of benefits from EC activities, finding suitable experts, frequent 

updating of information on the Website, confidence to keep important information, and 

suitable computer systems. However, these SMEs in the transacting stage were identified to 

have problems when setting up clear metrics for conducting EC-based business activities, 

and complain of inappropriate help from the government to run an online business. Finally, 

SMEs in the intensive stage have positive attitudes about online laws, adequate finance to 
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afford EC solutions, and good collaboration of staff to conduct EC-based business 

activities. However, these SMEs in the intensive stage also face obstacles to their Internet-

based business through frequent updating of information about products and services, 

receiving adequate support from top management, level of the existing logistics systems, 

storage of important information, and lack of skilled staff at times. 

 The correlation analysis of the survey data revealed CSFs for EC activities in 

Vietnamese SMEs. These critical factors include unlimited access to the Website, strategy-

led EC implementation, an openness culture within enterprises, updating of information 

about products on the Website, focus on online practice, building brand image, building 

customer trust, return and refund policy, top management commitment, top management 

vision, open-mindedness to innovation, accessibility to computer systems, good advertising 

campaigns, and integrating online and offline marketing practices.   

How do CSFs and barriers differ between SMEs in the Vietnamese economy with 

different ownership, enterprise size, and age? 

 The analysis showed that medium-sized enterprises are more active in focusing on 

embracing CSFs than small and micro-sized enterprises. The key differences include top 

managersʼ vision, open-mindedness to innovation, accessibility of Website, strategy-led EC 

implementation, integration of online and offline marketing practises, and return and 

refund policy arrangement. Only providing a good advertising campaign is effective as part 

of the EC initiatives in micro-sized enterprises. The medium-sized enterprises seem to 

perceive less barriers to EC adoption and usage than small-sized enterprises due to 

restrictions of doing online business, level of logistics development, and publicity of online 

product characteristics. 

 Clearly, experienced enterprises are more active than young enterprises in terms of 

employing CSFs for conducting EC-based activities, as the t-test revealed significant 

observations amongst these groups. These practices are seen to be aligned with top 

management commitment, vision, updating of information about products, integration of 

online and offline marketing practices, accessibility to computer systems, building brand 

image, customer trust, and return and refund policies. Similarly, younger enterprises are 

seen to be faced with unique barriers in terms of conducting EC-based activities, including 

top management commitment, incompatibility with traditional business models, and 

financial and consulting support from government. 

 In addition, top managers of SMEs with private ownership status display a stronger 

commitment and open-mindedness to innovation than those of SMEs with proprietary 
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limited ownership. In regard to barriers, private enterprises can overcome inadequate 

development of telecommunication infrastructure more easily than proprietary limited 

enterprises. In contrast, private enterprises face more difficulties than proprietary limited 

and joint stock enterprises. 

8.4 Theoretical Contribution 

 The conceptual framework of this thesis was developed based on the integration of 

the DOI Theory, the TOE framework, and EC maturity models. Following that, the impact 

of various factors on EC adoption and diffusion in Vietnamese SMEs was examined based 

on the contextualisation of evidence from the existing literature and from the primary data. 

In addition, each of the identified EC practices was measured differently on the basis of the 

extent of EC adoption for business activities in SMEs, rather than the usual dichotomous 

measurement of EC adoption (e.g. to adopt or not adopt), which is criticised in the existing 

literature as too simplistic to determine EC adoption. As a result, the conceptual framework 

developed for this research study has provided a holistic application to measure the extent 

of EC adoption and diffusion processes within the context of Vietnamese SMEs, thus 

contributing significantly to the theory building and to the existing literature.   

 The existing frameworks that are vastly used in the diffusion and adoption of EC 

studies focused heavily on exploring the individual customer’s adoption and/or non-

adoption of EC. The integrated model developed in this study provides a suitable 

framework to measure the extent of adoption of EC by Vietnamese SMEs, as this specific 

context has been overlooked by researchers in the existing literature. Similarly the focus of 

this study in exploring the extent of EC adoption by Vietnamese SMEs allows businesses to 

understand the distinctive effect caused by the identified critical success factors and barriers 

to the SMEs overall business performance. Therefore, the results and findings from this 

study can be translated to the context of other frontier countries in order to understand the 

SMEs overall adoption of EC and subsequent impact on business performance.   

8.4.1 Characteristics of EC Adoption in Vietnamese SMEs 

 A majority of the existing studies focused on the binary coding of the EC adoption 

measure (e.g. Adoption or not adoption). This research study focused on the extension of 

this simplistic measurement technique by way of identifying the stages of EC development 

in Vietnamese SMEs on the basis of the extent of conducting EC-based business activities. 

The extent of EC-based business activities was determined on the basis of the actual 

behaviour of Vietnamese SMEs. By doing this, the matrix of adoption reflected more detail 
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of the EC adoption phenomenon amongst SMEs. In addition, the PCA analysis enabled the 

researcher to investigate the patterns of an EC adoption matrix in Vietnamese SMEs.   

8.4.2 Adoption Factors 

 This research study identified three EC adoption stages, and revealed factors that 

impact on the extent of EC maturity, apart from the identification of unique features 

associated with each stage. For instance, SMEs opt to conduct EC-based activities in 

sequential stages, namely, the advertising, transacting, and intensive stages, several reasons, 

as explained in Chapter 7. The findings are slightly different to the proposed stage model in 

chapter 4, as they indicate that SMEs will employ a cluster of simple EC activities due to 

their abilities to conduct EC-based activities at the same time, rather than adopting EC 

applications step-by-step as suggested in the literature synthesis. Also, this thesis has 

enriched the findings relevant to EC adoption by selecting a frontier country like Vietnam 

as a research context. Vietnam was identified as an understudied area by the researcher 

through extensive literature syntheses.   

8.4.3 CSFs to EC Activities 

 The current study also highlighted the fact that CSFs in B2C EC are distinguished 

from the determinants/barriers that influence EC maturity as opposed to the findings from 

the existing literature. For instance, most of the CSFs identified in the present study were 

related to employing effective marketing practices, but these factors do not play a role in 

influencing the decision of SMEs to move from simple stages to complicated stages of EC 

development.  

 In addition, the current research confirmed the relative role played by each factor in 

EC maturity. These factors were therefore identified to be barriers or determinants on the 

basis of the context in which these factors were considered to be relevant, and were further 

examined. 

8.4.4 Approaches to EC Adoption 

 The present study has provided a research approach to assess B2C EC adoption in 

SMEs. The measurement of EC adoption was based on the actual behaviour of SMEs in the 

existing research context, thus it is flexible and can be applied to other research contexts. In 

addition, the patterns of EC adoption were determined through the employment of PCA 

analysis, which enables comparison of EC development at the individual SME level and 

collective SME levels.   
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8.4.5 Practical Contribution 

 The current study has depicted the EC adoption amongst Vietnamese SMEs; 

identified significant barriers/determinants that impact on the extent of EC activities, and 

revealed critical success factors for conducting EC-based business activities. These findings 

clearly offer significant benefits to various stakeholders involved in the process of EC 

adoption and EC diffusion in Vietnamese SMEs, including owner-managers of SMEs, 

policy makers, technology vendors, business experts, small business councils and 

government officials. 

 The research provides a framework with which to assess the level of EC adoption in 

each SME and associated factors that impact on EC activities and outcomes. Appropriate 

assessment of the relationship of EC adoption and associated factors are essential for 

predicting potential adopters and associated benefits to Vietnamese SMEs. 

  Investigations from the present study shed light on the identification of some key 

factors that ensure EC-based business success amongst Vietnamese SMEs. For example, 

marketing practices such as the introduction of online and offline techniques, and good 

strategy in the implementation of the EC-based business are identified to be the major CSFs 

that motivate SMEs to engage in conducting EC-based business activities. 

 The results obtained from this research suggest several courses of actions for top 

managers of SMEs. The findings from the present study help SME owner-managers to 

compare their existing EC development to their competitors. Also, these findings provide a 

strategic tool for assessing their present readiness to adopt potential EC activities and 

identify key factors to guarantee beneficial outcomes for their businesses. The key factors 

are marketing practices, post-purchase services, facilitating conditions within their 

enterprises like an openness culture, accessibility to computer systems for all staff, and the 

unlimited availability of their Website. These practices will enrich a strategic EC plan for 

SME owner-managers who intend to conduct online business. As a result, this will 

significantly reduce the risk for Internet projects within the SME context in Vietnam and 

help them to gain confidence and enjoy the benefits from engaging in EC-based business 

activities. 

 In addition, the current findings offer useful insights and guidelines for policy 

makers, which will help them to plan and grant further support and thus guarantee the 

success of SMEsʼ EC adoption in Vietnam. In other words, the findings obtained from the 

current study will help government agents such as VECITA and VCCI to create effective 

strategies to boost EC adoption. For example, the policy makers can provide appropriate 
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incentives for programs such as supporting finance, opening up markets where skilled staff 

can meet potential SMEs, or training vocational organisations or universities who are able 

to have contacts with online business start-up enterprises. The policy makers also need to 

improve logistics systems to ensure the development of B2C EC usage in Vietnam. 

Furthermore, the agents should design adequate programs that suit SMEsʼ needs and 

characteristics as opposed to the ‘one size fits all’ approach for determining the level and 

extent of EC development, due to different barriers associated with each stage. 

Consequently, SMEs need to be open to receiving adequate help to expand their existing 

EC related business activities. For example, providing suitable finance and clear guidelines 

to online laws is appropriate information to help SMEs, particularly in the advertising 

stage. Furthermore, by removing these obstacles, it will encourage owners of SMEs to 

extend and develop EC in their existing business online, as stated in Chapter 7. In other 

words, this will invigorate B2C EC activities for Vietnamese SMEs. Relevant policies and 

approaches to address these obstacles will need to consider the different SMEs 

characteristics, including legal status, and enterprise age, size and stage of EC development. 

 Similarly, the findings in this study benefit change agents such as technology 

vendors and experts. For example, providing clear, consistent and detailed information is 

seen to be important for encouraging SMEs in the advertising stage to move to the higher 

stages of EC development. Furthermore, clear metrics to integrate EC solutions into all 

business activities is identified as a key barrier of SMEs in the transacting stage, and 

updating information on products/services is a major obstacle of SMEs in the intensive 

stage. Therefore, change agents should provide technical advice for these SMEs in these 

stages so that they can to conduct Internet business in an effective manner. 

 The current research revealed that SMEs who are active in some marketing 

practices and customer services are more successful. They are engaged in online, and 

offline marketing practices, integration of these techniques, good advertising campaigns, 

building brand image and customer trust, updating of information of products/services on 

Websites, ensuring availability of Websites, and focusing on the return and refund policy. It 

implies that Vietnamese customers with a low level of trust for conducting online 

transactions and usage of online payment tools will be encouraged to become involved in 

B2C EC sales using these practices. In other words, good marketing techniques and 

services to customers will improve the willingness of customers to undertake online 

transactions.  
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8.5 Methodological Contribution 

 The current study provided information on some advantages of the existing 

methodologies described in the literature. The qualitative research conducted by reviewing 

the theoretical evidence to explain EC adoption and diffusion, in combination with the 

meta-analysis of the existing studies, will provide a strong theoretical research framework 

for studies focusing on B2C EC, especially in determining the CSFs in EC activities. In 

addition, the results obtained from the present research study are robust due to the 

application of a mixed methods approach by way of combining qualitative descriptive 

research with quantitative objective research. Last but not least, the process of integration 

of theoretical and empirical evidence leads to the presentation of a holistic picture of EC 

adoption and diffusion processes in an understudied research context like Vietnam.      

8.6 Enhancements to Future Research 

 The findings showed that SMEs in the higher stage of EC adoption, that is, the 

transacting and intensive stages, need not necessarily gain more benefits than SMEs in the 

lower stage of EC adoption, that is, the advertising stage. For example, there was no 

significant observation amongst SMEs in the intensive and transacting stages in terms of 

gaining benefits from EC activities. This is partly inconsistent with the assumptions 

outlined by the maturity stage model in the existing literature. Therefore, in order to support 

or contradict this finding obtained from this research, there is a need for researchers in the 

future to explore this dimension further. 

 In addition, the analytical results and findings obtained from this research study also 

revealed that there are different levels of employing EC activities amongst Vietnamese 

SMEs on the basis of different legal statuses. However, this finding lacks considerable 

evidence in the extant literature. Therefore, the impact of SMEsʼ legal status on the 

adoption and diffusion of EC-based business activities needs to be explored in further 

research.  

 Measurement of EC adoption is based on key business activities conducted within 

SMEs in Vietnam. The measurement employed in the present study did not necessarily 

reveal the details of EC applications that SMEs employ in each stage of adoption. 

Therefore, future researchers may use other EC maturity models, like the EC Adoption 

Model proposed by Daniel et al. (2002), to examine the effectiveness of various Internet 

applications for conducting day-to-day business activities in SMEs on the basis of the 

stages of EC development. 
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 The regression-based analyses used the different stages as the dependent variable. 

Here, each of the stages has been treated as fully independent. Given data availability and 

proper monitoring of SMEs, it is best to examine the pathways of movement from one stage 

to the other. However, there needs to be further research to improve the independent 

variables that possibly impact on EC development and EC benefits, which will provide 

more evidence for a stable model in the case of Vietnam. 

 In addition, this thesis is limited to SMEs in Vietnam and explores only B2C EC 

activities. Therefore, the findings obtained from this study cannot be generalised to other 

research contexts. Similarly the findings obtained from this study were based on the 

analysis of data obtained from a cross-sectional sample. Thus, future studies may focus on 

employing research frameworks related to B2B or B2G EC diffusion in the frontier 

countries in general, and extend the theoretical framework to other research contexts. Data 

need to be obtained through longitudinal studies by drawing out comparisons of the state of 

SMEs before and after the implementation of extensive EC-based networks.    

8.7 Concluding Comments 

 The present research study focused on exploring B2C EC adoption practices within 

SMEs operating in the frontier country of Vietnam. The integration of the DOI Theory, the 

TOE framework, and maturity stage models was used to develop a conceptual framework 

for this study. The operationalisation of the various variables in the study was based on 

methodological rigour. The impacting factors were examined through the contextualisation 

process. The results and findings obtained from the present research study depicted the 

detail of B2C EC adoption and performance in SMEs operating in Vietnam. These findings 

were derived on the basis of the actual adoption of Internet business amongst SMEs in 

Vietnam and the stages of EC development. Finally, this study has provided significant 

contributions, as far as theoretical, practical and methodological aspects are concerned, 

with respect to understanding the complexity of EC adoption pathways.   
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Appendix A4: Questionnaire 

CRITICAL SUCCESS FACTORS AND BARRIERS FOR BUSINESS-TO-CUSTOMER (B2C) E-

COMMERCE: EVIDENCE FROM VIETNAM 

 

 

 

 

 

INTERVIEW SCHEDULE 

 

 

 

 

 

 

 

 

 

 

 

RESPONDENT ID: ____________________________ 

BUSINESS TYPE: ____________________________ 

LOCATION: ____________________________ 
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Part A. Demographic Questions: 

D1. Please indicate your gender  

 Male  Female  

D2. What is your age? Please tick (√) the most appropriate box. 
 18 – 21 

 22 – 25 
 

 26 – 30 

 31 – 40 

 41 – 50 

 51 – 60 
 61 or over 

D3. What is the highest level of education you have completed? Please tick (√) the most appropriate box.  
 Primary school 

 Secondary (or High) school 

 Vocational education and training (TAFE) 

 Higher education (University) 

D4. Please estimate your average monthly wage? Please tick (√) the most appropriate box. 
 2.5 million VND and under 

 2.5 -3.5 million VND 

 3.5 - 7.5 million VND 

 over 7.5 million VND 

 

D5. What is yours job position in your company? Please tick (√) the most appropriate box.   

 Director 
 General Manager 

 Executive 
 IT staff 

 Trainees 
 Administrators 

 Others, please specify....................... 
D6. Please indicate the length of your company in the current business. 

 Less than 5 years 
 5-10 years 

 11-15 years 
 More than 15 years 

 

D7. Please indicate number of company employees 
 1-9 employees 

 10-49 employees 

 50 - 299 employees 

 Over 300 employees 

 

D8. Please indicate the type of ownership that is most relevant to your company? 
 Private 

 Joint stock 

 Proprietary limited 

 Partnership 
 Others, please specify....................... 

 

D9. Which one of the following best describes your company’s primary business 
 Clothes, shoes, and beauty products 

 Electronic devices 
 Home appliances 

 Flight tickets 

 Food 

 Books, and office equipments 
 Movies, and music concert tickets 

 Hotel/Tour orders 

 Music/ Video/Game 

 Spa services 
Specialist services (training, consulting est.) 

 Others, please specify....................... 
D10. Which outside sources of advices would your company use for identification or supply of information about 

EC? (you may tick more than one box): 
 Trade & industry association 

 Professional bodies 

 Research organizations 
 Public libraries 

 Universities or college 

 Small business advisory centres 

 Consultants 
 Suppliers 

 Personal contacts 

 Financial institutions, banks 

 Government depts. or agencies 
 Others, please specify....................... 

 

Part B: Electronic commerce (EC) capacities 
The following statements represent the existing EC activities and/or planned EC activities for your company. Please indicate your 

response with each statement by placing a tick (√) in the most appropriate box.  

 Yes No 

Less 

than 1 

year 

From 1-

3 years 

More 

than 3 

years 

Have a 

plan in 

near 

future 

Never 

have 

plan 

EC1. Our company publishes information on the company’s Website.      

EC2. Our company uses internet for marketing and advertisements.      

EC3. Our company publishes information about product descriptions 
including prices on the Website. 

     

EC4. Our company communicates with customers through our 
company’s Website. 

     

EC5. Our company communicates with customers through social 
media sites such as facebook, twitter etc. 

     

EC6. Our company gets feedback from customers through the 
company’s Website. 

     

EC7. Our company allows customers to place orders through the 

company’s Website. 
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EC8. Our company fulfils payments manually by bank transfer, COD, 

mobile credit. 
     

EC9. Our company accepts online payments and other methods (COD, 

bank account, master or credit cards, e-wallet, scratching cards...) 
     

EC10. Our company allows for a back-office data to support e-

transactions. 
     

EC11. Our company provides a link between online front-end and 

back-end systems. 
     

EC12. Our company has dedicated IT staff and business staff to 
manage EC activities. 

     

EC13. Our company places orders with our suppliers over the Internet.      
 

What do you think are the main barriers that prevent your company from not adopting/using specific EC activities? 
................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

...................................................................................................................................................................................................................... 

 ..................................................................................................................................................................................................................... 
...................................................................................................................................................................................................................... 

....................................................................................................................................................................................................................... 

Part C: Adoption Factors 

1. Entrepreneurial Factors 
The following statements represent your perceptions about the important entrepreneurial factors outlining management’s 

involvement in the adoption and use of e-commerce (EC) in your company. Please indicate the degree of your agreement or 
disagreement with each statement by placing a tick (√) in the most appropriate box. The scale below defines the response number 

for you. 

 Strongly 

Agree 

Agree Neither 

Agree 

Nor 

Disagree 

Disagree Strongly 

Disagree 

Unable 

to 

rate 

 1 2 3 4 5 UR 

EF1. Our leaders are committed towards EC initiatives.       

EF2. Our leaders have a clear vision on EC.       

EF3. Our leaders communicated widely about vision of EC activities 

within our company. 
      

EF4. Our leaders are open to accept changes within our company.       

EF5. Our leaders have a realistic view of EC investment in our 
company. 

      

EF6. Our leaders support the role of various technological changes.       

EF7. Our leaders play a critical role in preparing the work force for 
changes in the company. 

      

EF8. Our leaders take an active role in implementing the EC strategy.       

EF9. Our leader has successfully communicated EC strategies to the 

staff working in our company. 
      

EF10. Our leaders manage challenges associated with the integration 

changes effectively. 
      

EF11. Our leaders have sufficient support in educating the staff 
working in our company about the EC implementation. 

      

EF12. Our leaders have sufficient support in providing advice to the 
staff about the EC implementation. 

      

EF13. Our leaders have sufficient financial support for EC activities.       

EF14. Our leaders have adequate human resources support for 

implementing EC activities. 
      

EF15. Our leaders have technical support for conducting EC 
activities.  
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2. Technological factors 
The following statements represent your perceptions about the important technological factors related to the adoption and use of 

e-commerce (EC) in your company. Please indicate the degree of your agreement or disagreement with each statement by placing 
a tick (√) in the most appropriate box. The scale below defines the response number for you. 

 Strongly 

Agree 

Agree Neither 

Agree 

Nor 

Disagree 

Disagree Strongly 

Disagree 

Unable 

to Rate 

 1 2 3 4 5 UR 

TF1.Our company's reengineering business processes are efficient.       

TF2. Our company's business to technology alignment is efficient.       

TF3. Our company's coordination between business to technology 

and people is efficient. 
      

TF4. Our company’s EC initiatives are not compatible with the 

traditional mode of business. 
      

TF5. Our company believes that EC adoption is at risk of losing 
important information. 

      

TF6. Our company believes that EC adoption damages the social 
relationship of the enterprise. 

      

TF7. Our company believes that EC adoption is highly risky for us 
and our customers 

      

TF8. Our company believes that EC adoption results wastage of our 
company's finances. 

      

TF9. Our company's EC activities are compatible with the suppliers.       

TF10. Our company's EC activities are compatible with the existing 
values and objectives. 

      

TF11. Our company's EC activities are compatible with the 
experience of other EC adopting enterprises in the same sector. 

      

TF12. Our company's EC activities are compatible with the existing 
technology. 

      

TF13. Our company believes that adopting EC will reduce our 

expenses. 
      

TF14. Our company believes that adopting EC will improve 

customer relationship management practices. 
      

TF15. Our company believes that adopting EC will help provide 

better customer services. 
      

TF16. Our company believes that adopting EC will enhance the 

market share. 
      

TF17. Our company believes that adopting EC will increase market 

enterprise revenue. 
      

TF18. Our company has no fear of losing time when experimenting 
with EC. 

      

TF19. Our company faces no financial constraints in experimenting 
with EC. 

      

TF20. Our company perceive EC can be tried on a limited basis 
before the actual commitment. 

      

TF21. Our company believes that the use of EC will provide greater 
customer value. 

      

TF22. Our company thinks that a majority of the firms will benefit 

from adoption and usage of EC. 
      

TF23. Our company does not face any limitations to use EC for 

conducting business. 
      

TF24. Our company can clearly see the success of other companies 

through EC initiatives. 
      

TF25. Our company finds that the usage of EC will become essential 

for conducting day to day business. 
      

TF26. Our company's Website have the best navigation options.       

TF27. Our company's Website is attractive for customers.       

TF28. Our company’s online transactions are secure.       

TF29. Our company’s Website is protected from hackers.       

TF30. Our company’s Website offers 24/7 services to customers in 

any platform. 
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TF31. Our company’s Website can be accessed at peak time or off 

time. 
      

TF32. Our company’s software and hardware facilities are stable.       
 

3. Organisational factors 
The following statements represent your perceptions about the important organisational factors related to the adoption and use of 

e-commerce (EC) in your company. Please indicate the degree of your agreement or disagreement with each statement by placing 
a tick (√) in the most appropriate box. The scale below defines the response number for you. 

 Strongly 

Agree 

Agree Neither 

Agree 

Nor 

Disagree 

Disagree Strongly 

Disagree 

Unable 

to Rate 

 1 2 3 4 5 UR 

OF1. Our company has sufficient finance to invest in EC activities.       

OF2. Our company has experience with network-based applications.       

OF3. Our company is computerised with LAN and WAN.       

OF4. Our company has a high bandwidth connectivity to the Internet.       

OF5. Our employees are qualified enough for conducting EC 
activities. 

      

OF6. Our employees have experience with network- based 
applications. 

      

OF7. Our employees and staff are knowledgeable about EC.       

OF8. Our employees and staff are competent with the technological 
advancements. 

      

OF9. Our employees have unrestricted access to computers.       

OF10. Our company follows a systematic process for managing 

change issues as a result of EC implementation. 
      

OF11. Our company is capable of dealing with rapid organisational 

changes. 
      

OF12. Our company has a policy that encourages grass roots EC 

initiatives. 
      

OF13. Our company’s EC implementations are strategy-led.       

OF14. Our company’s culture allows to cope with EC failure.       

OF15. Our company’s staff are open and trust each other.       

OF16. Our company’s culture allows for open communication with 

each other. 
      

OF17. Our company's culture allows for information sharing.       

OF18. Our company has clearly defined roles and responsibilities 

within each EC initiative. 
      

OF19. Our company's EC accountability is extracted via on-going 

responsibility. 
      

OF20. Our company defines a business case for each EC initiative.       

OF21. Our company has clearly defined metrics for assessing the 
impact of our EC initiatives. 

      

OF22. Our company's EC initiatives are restricted by the nature of 

product offering.  
      

OF23. Our company must present various and relevant product 

information. 
      

OF24. Our company presents up-to-date information about 

products. 
      

OF25. Our company presents accurate information about products.       

OF26. Our company offers a variety of products.       

OF27. Our company’s product offerings are of great value.       

OF28. Our company targets, understands, and satisfies the right 

customer through the online database. 
      

OF29. Our company has a good advertising campaign about our 

EC initiatives. 
      

OF30. Our company focuses on the integration of online and offline 

marketing practices. 
      

OF31. Our company must promote online marketing activities.       

OF32. Our company must build better brand image.       

OF33. Our company must build customer trust.       
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OF34. Our company responds quickly to online customers' 

requirements. 
      

OF35. Our company must provide exceptional online delivery 

services. 
      

OF36. Our company provides high quality online customer service.       

OF37. Our company must provide post-purchase service for the 
refund and return of products and services. 

      

OF38. Our company provides variety of payment options.       

OF39. Our company provides value-added EC service such as 
comparing price, free shipping, etc. 

      

OF40. Our company must focus on online customer relationship 
management practices. 

      

OF41. Our company is able to manage revenue and expenditure 
relating EC activities. 

      

OF42. Our company must be sensitive to product or service to price 

competition on the Internet. 
      

OF43. Our company integrates EC strategy to the whole company 

strategy. 
      

OF44. Our company must have flexible system to adapt to the 

technology change. 
      

 

4. Environmental factors 
The following statements represent your perceptions about the important environmental factors related to the adoption and use of 
e-commerce (EC) in your company. Please indicate the degree of your agreement or disagreement with each statement by placing 

a tick (√) in the most appropriate box. The scale below defines the response number for you. 

 Strongly 

Agree 

Agree Neither 

Agree 

Nor 

Disagree 

Disagree Strongly 

Disagree 

Unable 

to Rate 

 1 2 3 4 5 UR 

EnF1. Our company believes that there are effective laws to protect 
customers' privacy. 

      

EnF2. Our company believes that there are effective law 
enforcements to combat cyber crime. 

      

EnF3. Our company believes that the legal environment is conducive 
to conduct business on the Internet. 

      

EnF4. Our company receives exceptional government support for 
training programs and seminars. 

      

EnF5. Our company receives adequate government advise for 

providing EC initiatives. 
      

EnF6. Our company receives sufficient government support for 

providing finance to EC initiatives. 
      

EnF7. Our company receives plenty of government support for 

providing human resources to EC initiatives. 
      

EnF8. Our company receives extensive support from the local 

business community for EC initiatives. 
      

EnF9. Our company receives information about leaders and laggards 
of EC initiatives from the trade associations. 

      

EnF10. Our company believes that the existing level of consumers' 
trust in performing online transactions is low. 

      

EnF11. Our company believes that the current level of consumer 
usage of credit cards as a key barrier for online shopping. 

      

EnF12. Our company believes that our business partners are ready to 
conduct EC. 

      

EnF13. Our company believes that there is a strong rivalry in the 

business environment in terms of EC implementation. 
      

EnF14. Our company's strategic orientation allows for the adoption 

of EC initiatives. 
      

EnF15. Our company believes quality and speed of the Internet in 

Vietnam is good enough to conduct online transactions. 
      

EnF16. Our company thinks cost associated with EC solutions is 

high. 
      

EnF17. Our company thinks training for EC initiatives is costly.       
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EnF18. Our company thinks setup and maintenance for EC initiatives 

is costly. 
      

EnF19. Our company believes that the existing telecommunication 

infrastructure is reliable and efficient to support EC. 
      

EnF20. Our company perceives that the existing technology 

infrastructure of commercial and financial institutions is not capable 
of supporting EC transactions. 

      

EnF21. Our company believes that the existing online payment 
options are easy to use. 

      

EnF22. Our company believes that the existing logistics system in 

Vietnam is very weak. 
      

EnF23. Our company can find quality and affordable expert help 

readily. 
      

EnF24. Our company can easily find suitable technology vendors.       

EnF25. Our company can easily hire necessary IS/IT staff.       
 

 

 

 

 

 

 

 

 

 

What do you think are the key benefits for your company from engaging in EC activities? 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

........................................................................................................................................................................................................................ 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

.................................................................................................................................................................................................................... 

If you are interested in receiving a copy of the analysis report, please provide the following information. 

Name:        _____________________ 

 

Contact Number:      _____________________ 

 

E-mail:         ______________________ 

 

Thanks for participating in the survey! 
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Appendix A5: The Vietnamese version of consent form 

 

 

 

 

 
 

 

Tên Đề Tài: NHỮNG NHÂN TỐ THÀNH CÔNG THIẾT YẾU VÀ CẢN TRỞ 

TRONG HOẠT ĐỘNG THƯƠNG MẠI ĐIỆN TỬ BÁN LẺ: BẰNG CHỨNG TỪ 

VIỆT NAM 

 

 

 

Tôi, ……………………………………………………………………….., đã đọc 

thông tin trong bản "thông tin tới người trả lời" và các câu hỏi, tôi đã hỏi và được 

trả lời thỏa đáng. 

                                                                                                          Có/Không 

 

Tôi đồng ý tham gia vào hoạt động này và hiểu rằng tôi có thể từ bỏ bất kỳ lúc 

nào.  Có/Không 

 

Tôi hiểu rằng những thông tin thu thập từ cuộc khảo sát này sẽ không được nêu 

danh tính của tôi. Có /Không 

 

Tôi hiểu rằng câu trả lời được ghi ở dạng bảng khảo sát Có/Không 

 

Tôi trên 18 tuổi. Có/Không 

 

 

 

…………………………….. …………………………….. 

Người tham gia Ngày 

  

NGUYỄN TẤT NHIÊN …………………………….. 

Nghiên cứu viên Ngày 

 

 

 

 

 

 

BẢN THỎA THUẬN 

CHO NGƯỜI THAM 

GIA KHẢO SÁT 
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Appendix A6: The Vietnamese version of information sheet to participants 
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Appendix A7: The Vietnamese version of the questionnaire
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Appendix B1: The coding questionnaire 

Variables and coding names Categories Codes 

D1: Genders Female 2 

 

Male 1 

D2: Respondent age 18—21 1 

 

22—25 2 

 
26—30 3 

 

31—40 4 

 
41—50 5 

 

51—60 6 

 
61 or over 7 

D3: Education level Primary school 1 

 

Secondary (or High) school 2 

 

Vocational education and training (TAFE) 3 

 

Higher education (University) 4 

 

Masters 5 

 

Doctor or higher 6 

D4: Income 4 million VND and under 1 

 

4—6 million VND 2 

 

6—10 million VND 3 

 

over 10 million VND 4 

D5: Job position Director 1 

 

General Manager 2 

 
Executive 3 

 

IT staff 4 

 
Trainees 5 

 

Administrators 6 

 
Others, please specify 7 

D6: Enterprise age Less than 5 years 1 

 
5—10 years 2 

 

11—15 years 3 

 
More than 15 years 4 

D7: Enterprise size 1—9 employees 1 

 
10—49 employees 2 

 

50—299 employees 3 

 
Over 300 employees 4 

D8: Ownership type  Private 1 

 
Joint stock 2 

 

Proprietary limited 3 

 
Partnership 4 

 

Others, please specify 5 

D9: Product/service offerings Clothes, shoes, and beauty products 1 

 

Electronic devices 2 

 

Home appliances 3 

 
Continue in next page 
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Appendix B1: Continued. 
 Variables and coding names Categories Codes 

D9: Product/service offerings Flight tickets 4 

 

Food 5 

 

Books, and office equipments 6 

 

Movies, and music concert tickets 7 

 

Hotel/Tour orders 8 

 

Music/ Video/Game 9 

 

Spa services 10 

 

Specialist services (training, consulting, 
etc.) 11 

 

Others, please specify....................... 12 

D10: Communication channels Trade & industry association 1 

 

Professional bodies 2 

 

Research organisations 3 

 

Public libraries 4 

 

Universities or college 5 

 

Small business advisory centres 6 

 

Consultants 7 

 

Government depts. Or agencies 8 

 

Technology suppliers 9 

 

Personal contacts 10 

 

Financial institutions, banks 11 

 

Research on the Internet 12 

 

Others, please specify....................... 13 

E-commerce capacities Never have a plan 0 

From EC1 to EC13 Have a plan in near future 1 
 Running in trial 2 

 Running after trial 1—2 years 3 
 Running after trial 2 years 4 

E-commerce benefits Unable to rate 0 

From B1 to B12 Strong disagree 1 

Entrepreneurial Factors Disagree 2 
From EF1 to TF32 Neither agree nor disagree 3 

Technological factors Agree 4 

From TF1 to EF14 Strongly agree 5 

Organisational factors 
  From OF1 to TF44 

  Environmental factors 
  From EnF1 to EnF26   

 Invert factors Unable to rate 0 

TF5, TF20, Strong disagree 5 

OF22, Disagree 4 

EnF10, EnF11, EnF16, EnF17, EnF18 Neither agree nor disagree 3 

EnF20, EnF22 Agree 2 

 

Strongly agree 1 
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Appendix B2: Summaries of changes in the questionnaire 

Question 

code 

Original and modified questions 

Part A. Demographic questions 

D3 What is the highest level of education you have completed? Please tick (√) the 

most appropriate box.  

 Primary school 

 Secondary (or High) school 

 Vocational education and training (TAFE) 

 Higher education (University) 
 

Change to What is the highest level of education you have completed? Please tick (√) the 

most appropriate box.  

 Primary school 

 

Secondary(or 

High) school 

 Vocational education and training 

(TAFE) 

 Higher education (University) 

 Master 

 

 Doctor or higher 

 

D10 Which outside sources of advice would your company use for identification or 

supply of information about EC? (you may tick more than one box): 

Change to When your company is adopting and implementing EC, which information sources 

has your company accessed? (you may tick more than one box): 

Part C. E-commerce capacity 

EC4 Our company communicates with customers through our companyʼs Website 

Change to Our company usually chats and e-mails to customers through our companyʼs 

Website 

EC6 Our company gets feedback from customers through the companyʼs Website 

Change to Our company usually solve complaints and received feedback from customers 

through our companyʼs Website 

Part D: Factors 

Entrepreneurial Factors 

EF3, EF5 EF3. Our leaders communicated widely about their vision of EC activities within 

our company. 

EF5. Our leaders have a realistic view of EC investment in our company. 

Removed due to having the same meaning as EF2 

EF2. Our leaders have a clear vision on EC. 

EF4, EF8 EF4. Our leaders are open to accept changes within our company. 

EF8. Our leaders take an active role in implementing the EC strategy. 

Removed due to having the same meaning as EF1 

EF1. Our leaders are committed towards EC initiatives. 

EF7 EF7. Our leaders play a critical role in preparing the work force for changes in the 

company. 

Is merged with EF11 to have a clearer meaning 

EF11: Our companyʼs leaders always provide training to improve staff skills for 

employing e-commerce activities.  

EF12, 

EF15 

EF12. Our leaders have sufficient support in providing advice to the staff about the 

EC implementation. 

EF15. Our leaders have technical support for conducting EC activities. 

Not valid in SME practices 

 Continue in next page 
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Appendix B2: Continued. 

Question 

code 

Original and modified questions 

EF13 EF13. Our leaders have sufficient financial support for EC activities. 

Removed due to having the same meaning as OF1 

OF1. Our company has sufficient finance to invest in EC activities. 

Technological Factors 

TF3 TF3. Our companyʼs coordination between business, technology and people is 

efficient. 

Removed due to having the same meaning with TF2 

TF2. Our companyʼs business to technology alignment is efficient. 

TF6 TF6. Our company believes that EC adoption damages the social relationship of the 

enterprise. 

Unable to rate (this information was only able to be revealed by some key people) 

TF7 TF7. Our company believes that EC adoption is highly risky for us and our 

customers. 

Removed due to having the same meaning as TF5 

TF5. Our company believes that EC adoption creates a risk of losing important 

information. 

TF8, 

TF10, 

TF11 

TF8. Our company believes that EC adoption results in wastage of our companyʼs 

finances. 

TF10. Our companyʼs EC activities are compatible with the existing values and 

objectives. 

TF11. Our companyʼs EC activities are compatible with the experience of other EC 

adopting enterprises in the same sector. 

Unable to rate (this information only revealed by some key people) 

TF9 TF9. Our companyʼs EC activities are compatible with the suppliers. 

Not valid in SME practices 

TF13 TF13. Our company believes that adopting EC will reduce our expenses. 

Removed due to having a similar assessment in ECB1 

TF14 TF14. Our company believes that adopting EC will improve customer relationship 

management practices. 

Merged with TF15 due to having a similar meaning to TF15.  

TF15. Our company believes that adopting EC will help provide better customer 

services and improve customer relationships. 

Organisational Factors 

OF2 OF2. Our company has experience with network-based applications. 

Unable to rate (this information only revealed by some key people) 

OF4 OF4. Our company has a high bandwidth connectivity to the Internet. 

Removed due to being a part of EnF19 and EnF15 

EnF19. Our company believes that the existing telecommunication infrastructure is 

reliable and efficient for supporting EC. 

EnF15. Our company believes quality and speed of the Internet in Vietnam is good 

enough to conduct online transactions. 

 Continue in next page 
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Appendix B2: Continued. 

Question 

code 

Original and modified questions 

OF6, OF7, 

OF8 

OF6. Our employees have experience with network-based applications. 

OF7. Our employees and staff are knowledgeable about EC. 

OF8. Our employees and staff are competent with the technological advancements. 

Removed due to having the same meaning as OF5 

OF5. Our employees are qualified enough to conduct EC activities. 

OF10 OF10. Our company follows a systematic process for managing change issues as a 

result of EC implementation. 

Unable to rate (does not exist in practice) 

OF15, 17 OF15. Our company’s staff are open and trust each other. 

OF17. Our companyʼs culture allows for information sharing. 

Removed due to having the same meaning as OF16 

OF16. Our company’s culture allows for open communication with each other. 

OF36 OF36. Our company provides high quality online customer service. 

Unable to rate (information is too general) 

Environmental factors 

EnF6, 

EnF7 

EnF6. Our company receives sufficient government support for providing finance 

to EC initiatives. 

EnF7. Our company receives plenty of government support for providing human 

resources to EC initiatives. 

Merged with TF15 due to having a similar meaning to EnF5 

EnF5. Our company receives adequate government supports for EC activities like 

finance, consultants, etc. 

EnF9 EnF9. Our company receives information about leaders and laggards of EC 

initiatives from the trade associations. 

Removed due to being part of EnF8 

EnF8. Our company receives extensive support from the local business community 

for EC initiatives. 

EnF15, 

EnF19 

EnF15. Our company believes quality and speed of the Internet in Vietnam is good 

enough to conduct online transactions. 

EnF19. Our company believes that the existing telecommunication infrastructure is 

reliable and efficient to support EC. 

Merging to EnF19 

EnF19: Our company hardly has any problems with telecommunication 

infrastructure 

EnF22 Our company believes that the existing logistics system in Vietnam is very weak. 

Changed 

to 

Our company believes that the existing logistics systems in Vietnam cannot support 

our online business. 

EnF26 

was added 

Our company receives sufficient help from technology vendors. 
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Appendix C1: ANOVA test for entrepreneurial factors among adoption groups 
 Sum of Squares df Mean Square F Sig. 

EF1 Between Groups 11.806 2 5.903 8.982 .000 

Within Groups 132.091 201 .657   
Total 143.897 203    

EF2 Between Groups 4.223 2 2.112 3.199 .043 
Within Groups 132.654 201 .660   
Total 136.877 203    

EF9 Between Groups 11.683 2 5.841 5.573 .004 
Within Groups 213.834 204 1.048   
Total 225.517 206    

EF11 Between Groups 7.129 2 3.564 3.686 .027 
Within Groups 197.287 204 .967   
Total 204.415 206    
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Appendix C1: Post hoc test for entrepreneurial factors among adoption groups 

Multiple Comparisons 
 

Scheffe 

Dependent Variable (I) ECMaturity (J) ECMaturity Mean Difference (I-
J) 

Std. Error Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

EF1 Advertising group Transacting group -.44639* .14015 .007 -.7920 -.1008 

Intensive group .15488 .13443 .516 -.1766 .4864 

Transacting group Advertising group .44639
*
 .14015 .007 .1008 .7920 

Intensive group .60128
*
 .14658 .000 .2398 .9628 

Intensive group Advertising group -.15488 .13443 .516 -.4864 .1766 

Transacting group -.60128* .14658 .000 -.9628 -.2398 

EF2 Advertising group Transacting group -.35348* .14045 .044 -.6998 -.0071 
Intensive group -.11504 .13471 .695 -.4473 .2172 

Transacting group Advertising group .35348* .14045 .044 .0071 .6998 
Intensive group .23844 .14689 .270 -.1238 .6007 

Intensive group Advertising group .11504 .13471 .695 -.2172 .4473 
Transacting group -.23844 .14689 .270 -.6007 .1238 

EF9 Advertising group Transacting group -.24561 .17569 .378 -.6788 .1876 
Intensive group .36364 .16841 .100 -.0516 .7789 

Transacting group Advertising group .24561 .17569 .378 -.1876 .6788 
Intensive group .60925

* .18513 .005 .1528 1.0657 

Intensive group Advertising group -.36364 .16841 .100 -.7789 .0516 

Transacting group -.60925* .18513 .005 -1.0657 -.1528 

EF11 Advertising group Transacting group -.43609* .16876 .037 -.8522 -.0200 

Intensive group -.05411 .16176 .946 -.4530 .3448 

Transacting group Advertising group .43609
*
 .16876 .037 .0200 .8522 

Intensive group .38198 .17782 .102 -.0565 .8204 

Intensive group Advertising group .05411 .16176 .946 -.3448 .4530 

Transacting group -.38198 .17782 .102 -.8204 .0565 

*. The mean difference is significant at the 0.05 level. 
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Appendix C2: ANOVA test for technological factors among adoption groups 

 Sum of Squares df Mean Square F Sig. 

TF2 Between Groups 5.514 2 2.757 3.577 .030 

Within Groups 157.249 204 .771   
Total 162.763 206    

TF5_rv Between Groups 23.252 2 11.626 5.519 .005 

Within Groups 417.116 198 2.107   
Total 440.368 200    

TF12 Between Groups 18.194 2 9.097 10.349 .000 

Within Groups 179.323 204 .879   
Total 197.517 206    

TF15 Between Groups 5.230 2 2.615 3.901 .022 

Within Groups 136.751 204 .670   
Total 141.981 206    

TF17 Between Groups 7.143 2 3.571 5.504 .005 

Within Groups 132.374 204 .649   
Total 139.517 206    

TF24 Between Groups 11.667 2 5.834 8.528 .000 

Within Groups 139.550 204 .684   
Total 151.217 206    

TF25 Between Groups 15.278 2 7.639 8.089 .000 

Within Groups 192.645 204 .944   
Total 207.923 206    
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Appendix C2: Post hoc test for technological factors among adoption groups 

Multiple Comparisons 
Scheffe 

Dependent Variable (I) ECMaturity (J) ECMaturity Mean Difference (I-
J) 

Std. Error Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

TF2 Advertising group Transacting group -.19549 .15066 .432 -.5670 .1760 

Intensive group -.38528* .14442 .030 -.7414 -.0292 

Transacting group Advertising group .19549 .15066 .432 -.1760 .5670 

Intensive group -.18979 .15875 .491 -.5813 .2017 

Intensive group Advertising group .38528
*
 .14442 .030 .0292 .7414 

Transacting group .18979 .15875 .491 -.2017 .5813 

TF5Keep Advertising group Transacting group -.47354 .25316 .177 -1.0979 .1508 

Intensive group .42063 .24190 .223 -.1760 1.0173 

Transacting group Advertising group .47354 .25316 .177 -.1508 1.0979 

Intensive group .89418
*
 .26917 .005 .2303 1.5580 

Intensive group Advertising group -.42063 .24190 .223 -1.0173 .1760 

Transacting group -.89418* .26917 .005 -1.5580 -.2303 

TF12 Advertising group Transacting group -.57268* .16089 .002 -.9694 -.1759 

Intensive group -.62771* .15422 .000 -1.0080 -.2474 

Transacting group Advertising group .57268
*
 .16089 .002 .1759 .9694 

Intensive group -.05502 .16953 .949 -.4731 .3630 

Intensive group Advertising group .62771* .15422 .000 .2474 1.0080 

Transacting group .05502 .16953 .949 -.3630 .4731 

TF15 Advertising group Transacting group -.32895 .14050 .067 -.6754 .0175 

Intensive group .05303 .13467 .925 -.2791 .3851 

Transacting group Advertising group .32895 .14050 .067 -.0175 .6754 

Intensive group .38198
*
 .14804 .038 .0169 .7470 

Intensive group Advertising group -.05303 .13467 .925 -.3851 .2791 

Transacting group -.38198* .14804 .038 -.7470 -.0169 

TF17 Advertising group Transacting group -.25815 .13824 .177 -.5990 .0827 

Intensive group .22511 .13250 .239 -.1016 .5518 

Transacting group Advertising group .25815 .13824 .177 -.0827 .5990 

Intensive group .48325
*
 .14566 .005 .1241 .8424 

Intensive group Advertising group -.22511 .13250 .239 -.5518 .1016 

Transacting group -.48325* .14566 .005 -.8424 -.1241 

TF24 Advertising group Transacting group -.57393* .14193 .000 -.9239 -.2240 

Intensive group -.33550* .13605 .050 -.6710 .0000 

Transacting group Advertising group .57393
*
 .14193 .000 .2240 .9239 

Intensive group .23844 .14955 .283 -.1303 .6072 

Intensive group Advertising group .33550
*
 .13605 .050 .0000 .6710 
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Transacting group -.23844 .14955 .283 -.6072 .1303 

TF25 Advertising group Transacting group -.43170* .16676 .037 -.8429 -.0205 

Intensive group .27165 .15984 .238 -.1225 .6658 

Transacting group Advertising group .43170
*
 .16676 .037 .0205 .8429 

Intensive group .70335
*
 .17571 .000 .2701 1.1366 

Intensive group Advertising group -.27165 .15984 .238 -.6658 .1225 

Transacting group -.70335* .17571 .000 -1.1366 -.2701 

Transacting group -.30463 .19580 .300 -.7874 .1782 

*. The mean difference is significant at the 0.05 level. 
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Appendix C3: ANOVA test for organisational factors among adoption groups 

 Sum of Squares df Mean Square F Sig. 

OF44 Between Groups 7.438 2 3.719 3.998 .020 

Within Groups 186.969 201 .930   
Total 194.407 203    

OF1 Between Groups 12.782 2 6.391 6.789 .001 

Within Groups 189.218 201 .941   
Total 202.000 203    

OF3 Between Groups 10.410 2 5.205 8.012 .000 

Within Groups 131.229 202 .650   
Total 141.639 204    

OF5 Between Groups 7.605 2 3.802 3.736 .026 

Within Groups 204.567 201 1.018   
Total 212.172 203    

OF43 Between Groups 6.855 2 3.427 3.477 .033 

Within Groups 198.140 201 .986   
Total 204.995 203    

OF24 Between Groups 7.442 2 3.721 6.513 .002 

Within Groups 116.539 204 .571   
Total 123.981 206    

OF37 Between Groups 9.445 2 4.723 5.252 .006 

Within Groups 180.726 201 .899   
Total 190.172 203    

OF40 Between Groups 4.458 2 2.229 3.570 .030 

Within Groups 127.368 204 .624   
Total 131.826 206    
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Appendix C3: Post hoc test for organisational factors among adoption groups 

Multiple Comparisons 
Scheffe 

Dependent Variable (I) ECMaturity (J) ECMaturity Mean Difference (I-
J) 

Std. Error Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

OF44 Advertising group Transacting group -.43990* .16674 .033 -.8511 -.0287 

Intensive group -.03479 .15993 .977 -.4292 .3596 

Transacting group Advertising group .43990
*
 .16674 .033 .0287 .8511 

Intensive group .40510 .17439 .070 -.0250 .8352 

Intensive group Advertising group .03479 .15993 .977 -.3596 .4292 

Transacting group -.40510 .17439 .070 -.8352 .0250 

OF1 Advertising group Transacting group -.60979* .16923 .002 -1.0271 -.1924 

Intensive group -.12662 .15959 .730 -.5202 .2670 

Transacting group Advertising group .60979
*
 .16923 .002 .1924 1.0271 

Intensive group .48316
*
 .17803 .027 .0441 .9222 

Intensive group Advertising group .12662 .15959 .730 -.2670 .5202 

Transacting group -.48316* .17803 .027 -.9222 -.0441 

OF3 Advertising group Transacting group -.55744* .13938 .000 -.9012 -.2137 

Intensive group -.20409 .13293 .310 -.5319 .1237 

Transacting group Advertising group .55744
*
 .13938 .000 .2137 .9012 

Intensive group .35335 .14644 .057 -.0078 .7145 

Intensive group Advertising group .20409 .13293 .310 -.1237 .5319 

Transacting group -.35335 .14644 .057 -.7145 .0078 

OF5 Advertising group Transacting group -.16980 .17312 .619 -.5967 .2571 

Intensive group .32143 .16814 .164 -.0932 .7361 

Transacting group Advertising group .16980 .17312 .619 -.2571 .5967 

Intensive group .49123
*
 .18442 .031 .0364 .9460 

Intensive group Advertising group -.32143 .16814 .164 -.7361 .0932 

Transacting group -.49123* .18442 .031 -.9460 -.0364 

OF43 Advertising group Transacting group -.40852* .13590 .009 -.7306 -.0864 

Intensive group .00000 .18986 1.000 -.4505 .4505 

Transacting group Advertising group .40852
*
 .13590 .009 .0864 .7306 

Intensive group .40852
*
 .17013 .048 .0031 .8140 

Intensive group Advertising group .00000 .18986 1.000 -.4505 .4505 

Transacting group -.40852* .17013 .048 -.8140 -.0031 

    Continue in next page 
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Appendix C3: Continued. 
Multiple Comparisons 

Scheffe       

Dependent Variable (I) ECMaturity (J) ECMaturity Mean Difference (I-
J) 

Std. Error Sig. 95% Confidence Interval 

   Lower Bound Upper Bound 

OF24 Advertising group Transacting group -.28070 .12970 .099 -.6005 .0391 

Intensive group .21212 .12432 .236 -.0944 .5187 

Transacting group Advertising group .28070 .12970 .099 -.0391 .6005 

Intensive group .49282
*
 .13667 .002 .1558 .8298 

Intensive group Advertising group -.21212 .12432 .236 -.5187 .0944 

Transacting group -.49282* .13667 .002 -.8298 -.1558 

OF37 Advertising group Transacting group -.34259 .16539 .120 -.7505 .0653 

Intensive group .21970 .15597 .373 -.1649 .6043 

Transacting group Advertising group .34259 .16539 .120 -.0653 .7505 

Intensive group .56229
*
 .17399 .006 .1332 .9914 

Intensive group Advertising group -.21970 .15597 .373 -.6043 .1649 

Transacting group -.56229* .17399 .006 -.9914 -.1332 

OF40 Advertising group Transacting group .06704 .13560 .885 -.2673 .4014 

Intensive group .33658
*
 .12997 .037 .0161 .6571 

Transacting group Advertising group -.06704 .13560 .885 -.4014 .2673 

Intensive group .26954 .14288 .171 -.0828 .6218 

Intensive group Advertising group -.33658* .12997 .037 -.6571 -.0161 

Transacting group -.26954 .14288 .171 -.6218 .0828 

*. The mean difference is significant at the 0.05 level. 
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Appendix C4: ANOVA test for environmental factors among adoption groups 

 Sum of Squares df Mean Square F Sig. 

EnF1 Between Groups 24.580 2 12.290 14.971 .000 

Within Groups 165.008 201 .821   
Total 189.588 203    

EnF2 Between Groups 16.743 2 8.371 8.946 .000 

Within Groups 190.909 204 .936   
Total 207.652 206    

EnF4 Between Groups 11.127 2 5.563 3.750 .025 

Within Groups 293.749 198 1.484   
Total 304.876 200    

EnF5 Between Groups 16.036 2 8.018 5.081 .007 

Within Groups 312.451 198 1.578   
Total 328.488 200    

EnF10_rv Between Groups 13.518 2 6.759 5.653 .004 

Within Groups 243.912 204 1.196   
Total 257.430 206    

EnF13 Between Groups 6.657 2 3.328 5.672 .004 

Within Groups 119.701 204 .587   
Total 126.357 206    

EnF16_rv Between Groups 9.075 2 4.537 6.379 .002 

Within Groups 145.109 204 .711   
Total 154.184 206    

EnF22_rv Between Groups 12.060 2 6.030 4.151 .017 

Within Groups 274.560 189 1.453   
Total 286.620 191    

EnF23 Between Groups 13.604 2 6.802 4.941 .008 

Within Groups 276.685 201 1.377   
Total 290.289 203    

EnF26 Between Groups 10.031 2 5.016 4.740 .010 

Within Groups 209.531 198 1.058   
Total 219.562 200    
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Appendix C4: Post hoc test for environmental factors among adoption groups 

Multiple Comparisons 
Games-Howell 

Dependent Variable (I) ECMaturity (J) ECMaturity Mean Difference (I-
J) 

Std. Error Sig. 95% Confidence Interval 

Lower Bound Upper Bound 

EnF01converted Advertising group Transacting group -.75251* .17061 .000 -1.1575 -.3475 

Intensive group -.65476* .13720 .000 -.9797 -.3299 

Transacting group Advertising group .75251
* .17061 .000 .3475 1.1575 

Intensive group .09774 .15923 .813 -.2812 .4767 

Intensive group Advertising group .65476
*
 .13720 .000 .3299 .9797 

Transacting group -.09774 .15923 .813 -.4767 .2812 

EnF02converted Advertising group Transacting group .00501 .18025 1.000 -.4229 .4329 

Intensive group -.60823* .14773 .000 -.9580 -.2585 

Transacting group Advertising group -.00501 .18025 1.000 -.4329 .4229 

Intensive group -.61324* .17066 .001 -1.0192 -.2073 

Intensive group Advertising group .60823
*
 .14773 .000 .2585 .9580 

Transacting group .61324
*
 .17066 .001 .2073 1.0192 

EnF04converted Advertising group Transacting group .59104
*
 .21410 .019 .0805 1.1015 

Intensive group .19264 .20209 .608 -.2871 .6724 

Transacting group Advertising group -.59104* .21410 .019 -1.1015 -.0805 

Intensive group -.39840 .24830 .248 -.9883 .1915 

Intensive group Advertising group -.19264 .20209 .608 -.6724 .2871 

Transacting group .39840 .24830 .248 -.1915 .9883 

EnF05converted Advertising group Transacting group .67787
*
 .19873 .003 .2061 1.1497 

Intensive group .43723 .22095 .122 -.0868 .9612 

Transacting group Advertising group -.67787* .19873 .003 -1.1497 -.2061 

Intensive group -.24064 .23102 .552 -.7892 .3079 

Intensive group Advertising group -.43723 .22095 .122 -.9612 .0868 

Transacting group .24064 .23102 .552 -.3079 .7892 

EnF10Keep Advertising group Transacting group .15476 .20167 .724 -.3242 .6337 

Intensive group .59416
*
 .16838 .002 .1955 .9928 

Transacting group Advertising group -.15476 .20167 .724 -.6337 .3242 

Intensive group .43939 .19869 .074 -.0330 .9117 

Intensive group Advertising group -.59416* .16838 .002 -.9928 -.1955 

Transacting group -.43939 .19869 .074 -.9117 .0330 

EnF013converted Advertising group Transacting group -.41416* .10767 .001 -.6693 -.1590 

Intensive group -.03139 .14204 .973 -.3681 .3054 

Transacting group Advertising group .41416
*
 .10767 .001 .1590 .6693 

Intensive group .38278
*
 .12903 .010 .0758 .6897 
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Intensive group Advertising group .03139 .14204 .973 -.3054 .3681 

Transacting group -.38278* .12903 .010 -.6897 -.0758 

EnF16Keep Advertising group Transacting group .03759 .13665 .959 -.2862 .3614 

Intensive group -.43290* .14528 .009 -.7770 -.0888 

Transacting group Advertising group -.03759 .13665 .959 -.3614 .2862 

Intensive group -.47049* .14142 .003 -.8061 -.1349 

Intensive group Advertising group .43290
*
 .14528 .009 .0888 .7770 

Transacting group .47049
*
 .14142 .003 .1349 .8061 

EnF22Keep Advertising group Transacting group .05204 .23869 .974 -.5149 .6189 

Intensive group .55250
*
 .18955 .012 .1031 1.0019 

Transacting group Advertising group -.05204 .23869 .974 -.6189 .5149 

Intensive group .50047
*
 .20913 .049 .0014 .9995 

Intensive group Advertising group -.55250* .18955 .012 -1.0019 -.1031 

Transacting group -.50047* .20913 .049 -.9995 -.0014 

EnF023converted Advertising group Transacting group -.37698 .17568 .085 -.7933 .0393 

Intensive group .29978 .21140 .334 -.2011 .8007 

Transacting group Advertising group .37698 .17568 .085 -.0393 .7933 

Intensive group .67677
*
 .19537 .002 .2126 1.1409 

Intensive group Advertising group -.29978 .21140 .334 -.8007 .2011 

Transacting group -.67677* .19537 .002 -1.1409 -.2126 

EnF026converted Advertising group Transacting group -.47269* .15930 .010 -.8503 -.0951 

Intensive group -.43615* .18232 .047 -.8679 -.0044 

Transacting group Advertising group .47269
*
 .15930 .010 .0951 .8503 

Intensive group .03654 .15830 .971 -.3395 .4126 

Intensive group Advertising group .43615
*
 .18232 .047 .0044 .8679 

Transacting group -.03654 .15830 .971 -.4126 .3395 

*. The mean difference is significant at the 0.05 level. 
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Appendix D1:CSFs against e-commerce stages 
No. CSFs Improve business performance Reduce business cost 

Stage 1 Stage 2 Stage 3 Stage 1 Stage 2  Stage 3 

1.  Top management commitment (EF1)  .351** .452
**

  .526** .683
**

 

2.  Top management vision (EF2)  .425
**

 .436**  .662
**

 .605** 

3.   Open-mindedness to innovation (EF6)  .554
**

 .545**  .357** .489** 

4.  Top manager understanding (EF9)   .334
**

   .737
**

 

5.  Managing change (EF10)  .323
*
    .690

**
 

6.  Providing training to staff (EF11)   .391
**

   .428
**

 

7.  Providing work-power for EC adoption (EF14)  .612
**

 .358
**

  .422
**

 .441
**

 

8.  Re-engineering business processes (TF1) .346
**

  .479
**

   .606
**

 

9.  Collaboration between IT & business staff (TF2)  .345
**

 .638
**

   .443
**

 

10.  Compatibility with traditional business (TF4)   .672
**

   .345
**

 

11.  Technology compatibility (TF12)   .538
**

   .393
**

 

12.  Perceived better services (TF15)   .439
**

   .678
**

 

13.  Perceived expanding market sections (TF16) 

 

 .553
**

 .619
**

   .325
**

 

14.  Perceived more income from market (TF17) 

 

 .717
**

 .444
**

   .522
**

 

15.  Loss of time (TF18)  .482
**

 .417
**

   .421
**

 

16.  Perceived benefit from observation of others (TF22) 

 

 .446
**

 .413
**

 .458
**
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17.  Restriction of doing EC business (TF23) .345
**

     .454
**

 

18.  Benefit from observation of other enterprises (TF24)   .460
**

   .328
**

 

19.  Reliability of EC benefits (TF25)  .469
**

    .391
**

 

20.  Service Website availability (TF30)     .580
**

 .301
*
 

21.  Accessibility of Website (TF31) 

 

.435
**

 .548
**

 .417
**

  .479
**

  

22.  Flexible EC system (OF44)  .442
**

 .463
**

 -.373
**

 .332
*
 .385

**
 

23.  Adequate finance (OF1) .463
**

  .642
**

 .300
**

   

24.  Staff skills (OF5)  .318
*
   .419

**
 .519

**
 

25.  Accessibility to computer system (OF9) 

 

 .699
**

 .672
**

  .357
**

 .468
**

 

26.  Fast reaction to business change (OF11)   .580
**

    

27.  Encourage EC adoption policy (OF12)   .512
**

   .722
**

 

28.  Strategy lead in implementation (OF13) .389
**

  .432
**

  .457
**

  

29.  Integrate EC strategy (OF43)   .584
**

    

30.  Culture to deal with failure (OF14) .428
**

  .474
**

   .584
**

 

31.  Openness of culture to communication (OF16)  .379
**

 .375
**

 .391
**

  .814
**

 

32.  Clearly defined roles and responsibilities (OF18)  .484
**

 .617
**

   .435
**

 

33.  EC accountability (OF19)      .782
**

 

34.  Managing revenue and expenditure (OF41)   .441
**

 .431
**

  .360
**

 

35.  Clear defined business case (OF20)   .515
**

   .525
**

 

     Continue in next page 
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Appendix D1: Continue.       

No. CSFs Improve business performance Reduce business cost 

Stage 1 Stage 2 Stage 3 Stage 1 Stage 2  Stage 3 

36.  Clear metrics (OF21)  .345
*
 .429

**
    

37.  Rich information about products (OF23) .439
**

  .393
**

 .300
**

  .328
**

 

38.  Updated information about product (OF24) .305
**

  .319
**

  .565
**

  

39.  Correct information about products (OF25)  .356
**

 .308
*
  .375

**
 .374

**
 

40.  Variety of products (OF26) .305
**

  .521
**

   .415
**

 

41.  Good quality products (OF27)   .387
**

   .382
**

 

42.  Sensitive to online price (OF42)  .532
**

 .458
**

    

43.  Online customer data mining (OF28) .304
**

     .678
**

 

44.  Good advertising campaign (OF29)  .516
**

 .507
**

    

45.  Integrating online and offline marketing practices. 

(OF30) 

 .688
**

 .552
**

    

46.  Focus on online marketing practises (OF31)  .362
**

 .646
**

 .347
**

 .360
**

 .301
*
 

47.  Building brand image (OF32) .397
**

  .303
*
  .330

*
 .547

**
 

48.  Building customer trust (OF33) .414
**

 .403
**

 .465
**

    

49.  Quick response to customer (OF34) .419
**

     .502
**

 

50.  Fast delivery OF35 .460
**

  .306
*
    

51.  Return and refund policy (OF37) .417
**

    .334
*
 .541

**
 

52.  Providing value-added service (OF39)      .648
**

 

53.  Privacy Law about customers EnF1   .485
**

   .317
*
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54.  Law enforcement (EnF3)      .702
**

 

55.  Training and conferences from government (EnF4)   .450
**

 -.307
**

 .332
*
  

56.  Partner readiness (EnF12)   .515
**

  -.295
*
  

57.  Financial, consultants from government (EnF13)  .346
**

 .446
**

   .527
**

 

58.  Strategic orientation (EnF14)  .478
**

 .556
**

    

59.  Expert availability (EnF23)   .305
*
 -.571

**
   

60.  Availability of technology vendor (EnF24)  .322
*
 .423

**
    

61.  Availability of IT staff (EnF25)  .303
*
 .364

**
    

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

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

 
Stage 1: Advertising group 
Stage 2: Transacting group 

Stage 3: Intensive group 
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Appendix E1: Validity of factors in the logistic models 

Top manager support 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha 

Based on 

Standardized 

Items 

N of Items 

.843 .851 4 

 

Perceived advantage 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha 

Based on 

Standardized 

Items 

N of Items 

.780 .780 2 

 

Observability  

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha 

Based on 

Standardized 

Items 

N of Items 

.612 .618 2 

 

Legal framework 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha 

Based on 

Standardized 

Items 

N of Items 

.674 .674 2 

 

Government support 

Reliability Statistics 

Cronbach's Alpha Cronbach's Alpha 

Based on 

Standardized 

Items 

N of Items 

.775 .776 2 
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Appendix E2: The goodness-of-fit and validity of the logistic models 

BASE MODEL 

Test of Parallel Lines
a 

Model -2 Log 

Likelihood 

Chi-Square df Sig. 

Null Hypothesis 273.888    

General 247.838b 26.050c 23 .299 

The null hypothesis states that the location parameters (slope coefficients) are the 

same across response categories. 

a. Link function: Logit. 

b. The log-likelihood value cannot be further increased after maximum number of 

step-halving. 

c. The Chi-Square statistic is computed based on the log-likelihood value of the last 

iteration of the general model. Validity of the test is uncertain. 

 

MODEL 1 

Hosmer and Lemeshow Test 

Step Chi-square df Sig. 

1 6.515 8 .590 

 

MODEL 2 

Hosmer and Lemeshow Test 

Step Chi-square df Sig. 

1 5.371 8 .717 

 

MODEL 3 

Hosmer and Lemeshow Test 

Step Chi-square df Sig. 

1 11.332 8 .184 

 




