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Chapter 5

CHAPTER 5:    CONCLUSION AND RECOMMENDATIONS

5.1 Conclusion: Interviews

It is clear from findings that Malaysian SMEs are at intermediate stage of E-commerce development. The majorities of Malaysian SMEs have made some progress in integrating E-commerce strategies with their business processes and are deriving operational benefits from its use. These SMEs therefore can be positioned at the adoption stage in Tornatsky and Fleischer’s model (Figure 2: Chapter 2; p.22). There are many reasons for the lack of exploitation of E-commerce by Malaysian SMEs. Based from the findings, some are external factors such as: cost of access and security problems but most are internal and related to poor technology skills and SMEs’ lack of commitment to E-commerce. 
In comparison, the study found that Indonesian SMEs are at an early stage of E-commerce development. Unlike Malaysia, the majorities of Indonesian SMEs have made very little progress in integrating E-commerce strategies with their business processes. In this stage, SMEs also have not been able to transform their practices and exploit E-commerce's capabilities. The level of integration patterns of general IT has not been altered by E-commerce. Therefore, benefits have yet to be exploited. These SMEs therefore can be positioned at the initiation stage of the Tornatsky and Fleischer’s model (Figure 2: Chapter 2, p.22). Infrastructure, security, government support, bureaucracy, political instability and SMEs’ perception are some of the reasons for the lack of utilization of E-commerce by Indonesian SMEs. 

It is interesting to note that security/legal concern and knowledge emerged among the top problems in Malaysia and Indonesia contexts. Organisational culture seemed also to be another critical barrier facing SMEs in both countries globally while implementing B2C applications. The heart of B2C was within organisational context and it required a fundamental shift in SME’s mindset to collaborate and engage in effective B2C. In contrast to Malaysian SMEs, Indonesian SMEs are having difficulties to adapt technological changes. This is mainly because of the poor level of education background and homogeneous culture which are directly affecting the adoption of E-commerce.

Overall, the study has showed that the Tornatsky and Fleischer model [53] is a powerful framework for understanding the factors affecting the diffusion of E-commerce in SMEs. The application of the framework has contributed to a discussion of the role of government intervention, security/legal, investment, innovation, people/SMEs, culture, and infrastructure/technology context for SMEs in both countries in the decision to adopt and implement E-commerce. 
Previous studies, indeed, have mainly focused on the importance of the characteristics such as: perceived benefits and barriers to its implementation and project champion on SMEs [45, 46, 48, 50, 54]. This study has showed that the variations within different context help further to illustrate the process of adoption and implementation of E-commerce in Malaysia and Indonesia. 

5.2 Conclusion: Case Study

5.2.1 Laggards

It is concluded that SMEs’ type ‘Laggard’ has problems in their perception concerning E-commerce. L1 and L2 gave numerous reasons why they did not intend to use E-commerce. However, most of these can be linked to the perceptions that E-commerce was simply too expensive and did not consider the usage of E-commerce as important to their business success. It is a fact that ‘Laggard’ may hesitate to invest in new technologies because they are uncertain about the benefits of E-commerce and the compatibility of the technology with their existing culture and business environment. 

These SMEs also prefer to take a passive approach in doing business. They lack desire or ability to market their products and rely solely on customers coming and purchasing on-site. L1 and L2 frequently pointed out that computers and E-commerce were for younger generation and that they were not willing or interested in joining the Internet age. This conclusion is supporting the findings from interviews where respondents stated SMEs in both countries are indeed facing obstacles in the culture and perceptions.
5.2.2 Adopter

The case study concluded that the primary activity SMEs’ type ‘Adopter’ is email. In contrast from the interview findings, both SMEs stated that they do not have any website. A1 stated that they will implement more E-commerce activities in the future. However, CEO and management from A2 did not encourage the use of other E-commerce activities other than for viewing and sending email. This is obviously a fact that the SME management has a ‘wait and see’ attitude which is difficult to change.
Both SMEs that researcher have spoken to also said have problems in the implementation of E-commerce. SMEs in both countries stated that costs, regulations, and security/legal concern are some of the problems. However, A2 cited lack of government support is the most important problem in getting on with E-commerce. A1 and A2 expressed the wish for more government intervention, not only subsidies or financial incentives but particularly in terms of informational campaigns and awareness creation.

5.3 Key Issues from Interviews and Case Study
In comparison to the findings from interviews and case study, this study presents several important issues for SMEs in both countries. 

This study provides evidence that SMEs in both countries are indeed catching on to the advantages of E-commerce. Standard applications (e.g. e-mail and website) which is mentioned in the interviews as major E-commerce activities, are also proven to be used widely among SMEs that researcher studied. 
Regarding organisational context, the case study has supported interviews findings that CEO/management and SMEs’ knowledge are important in E-commerce adoption and implementation.
Although SMEs in both countries faced similar external environmental pressures in the diffusion of E-commerce, they differed in the levels of commitment, mainly because of the differences in their cultural capabilities and the overall availability of resources (e.g. infrastructure, education, and investment).
5.4 Future Directions for SMEs

5.4.1 Malaysia

The study suggested that Malaysian SMEs should work with others and share a common IT infrastructure. Other direction is by subscribing to ASP (Application Service Provider) which more economical to set up.
While SMEs’ used of E-commerce has increased strongly, the growth is concentrated in certain sectors are still low. Hence, there is a need for information tailored to specific segments, particularly in the manufacturing and service sector to counteract the lack of knowledge in E-commerce.

It is also important to encourage SMEs by participating in activities held by international organisations and to keep up with latest development of E-commerce in Malaysia. 

In security issues, SMEs should develop security devices for ensuring customer’s personal privacy. The activities include: promote the electronic certification, develop the norm for information security, and build the PKI (Public Key Infrastructure) environment.

5.4.2 Indonesia

The study suggested that Indonesian government should contribute into E-commerce development by conducting informational campaigns, giving financial subsidies, increasing English and IT knowledge, and facilitating the access to related technologies in SMEs especially in the manufacturing and service sectors. 

The government’s financial support programs should be targeted to SMEs that are seriously motivated to adopt E-commerce. A need for a better screening of SMEs applying for state support for the electronic system and training should be undertaken by public authorities to channel the funds towards those businesses that show serious potential as E-commerce adopters. 

Related laws/regulations should be modified to speed up the development of E-commerce since security concerns are one of the main obstacles. Government should designate the related authorities or inspire the related academic institutes for establishing the indicators for evaluating the digital economy and measuring E-commerce development as the basis for future policy of E-commerce.
In infrastructure/technology, SMEs and government can team up with IT expatriates as those companies can provide technical support and training in the adoption of E-commerce. 
To really fully utilise what E-commerce had to offer, Indonesian SMEs have to change the way their business operate. E-commerce is not merely adding another channel but SMEs should change the company’s structure, technology, and culture to implement E-commerce successfully. It is also necessary for SMEs to start back at basic level and work closely with others in E-commerce mentoring programmes. 

5.5 Future Research

The field of research into E-commerce development in SMEs offers many opportunities. Arising directly from this study is the need for another regional to compare South-East Asia countries in their E-commerce performance. In addition, each SME in the current sample could be revisited to assess their current progress. More research with SME owner/managers might beneficially develop techniques in preventing barriers of E-commerce. This study would be very useful if done in action research mode and focus groups. A need to explore customer behaviour is also essential where little is known about customer acceptance of E-commerce in Malaysia and Indonesia. This research would yield valuable insights to position products and services in the electronic marketplace.
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