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commerce media. Rle proportionalof the percent in table 1 The results providedn table 2 reliability statistic showed
above indicate that there were general proportiosfal that there were a total numbef five items namely relative
representationf respondents and firm characteristicghis  advantage, compatibility, complexity, trialibility and
study in terms of genderof the respondents, Firm size, observability.C r o n b alpha p-walue was Computéd
business location, agd the business e-commerce adoptionorder to test the degreeof reliability in this study.
group and preferencen commerce mediaHence both Cr o n b alphdrésults presentgdTable 2 above indicate
respondents and firm characteristics were well pregént  that there were significant high degrefereliability (0.6<p)
this study which increased the validif the findingsin this  with regardto both items which suggest that the measure

study. was accepted. Hence the resualtghis study are acceptable
o in termsof reliability scaleasit is recommended basen
3.2Reliability of the Study Cr o n b alpha p-valuef 0.859.

Reliability is how well a setof instrumentitemsselectedor ~ Additionally, the correlation among variables preserited
a given construct measuresthe same construct. For this  table 3 below reflects the self-determining relationship
study, to analyzewhetherone constructis independenof  between variables. All off-diagonal elements are cltwse
and calculatedseparatelyfrom that of other constructsthe  zero, representing strong independenfecach construct.
Cr o n b AlghhmethodandInter-Item CorrelationMatrix =~ The resultsof inter-item correlation matrix provide more
areused. evidence to prove the reliability of the Innovation of
diffusion scales.

Table 2: Reliability Statistics

Cronbach's| Cronbach's\lphaBasedon N of Items

[ |
Alpha Standardizedtemgp-value)
858 859 5 -l Sr, n
/ =abI9KTF1?eT-}—((em Sorrelation

Observability Trialability ags;ant{\;; Complexity| Compatibility
Observability 1.00( 711 .526 .501 .401
Trialability 711 1.00( .623 .644 .49¢
Relativeadvantag .524 .623 1.00( .633 428
Complexity .501 .644 .633 1.00( .522
Compatibility 401 .499 428 .522 1.00(

between e-commerce fadoption group (addpter and_non _Dbe
adopter) and preference ing commefc e
commerce and tradition’co ce).

TestValue=0
t df |Sig. (2-tailed)|MeanDifference 95% Confidencdnterval of the Difference
Lower Upper
E-commerceadoptiongroup |43.941 230 .000 1.437 1.37 1.50
Preference 43.374 230 .000 1.403 1.34 1.47

ER N | u . =

The results obtained through t-tésttable 4 shows” Fur nalysis was done using chi squaretbedétermine
that the p- value obtaingd 0.00 whichis less than 0.0p <  the categorical relationships between e-commerce adoption
0.05). This results indicates that theie a statistically group (adopter and non adopter) and preferesfcasing
significant difference between e-commerce adoptiorecommerce mediasit is described below
group(adopter and non adopter and their preferenasing
commerce media(e-commerce and traditional commerce).
Table 5 Chi-Square Tests

Value | df | AsympSig.| ExactSig. |ExactSig. (1-
(2-sided) | (2-sided) sided)

PearsorChi-Square 192.789 1 .00Q
Continuity Correction! 189.05 1 .000
Likelihood Ratio 238.98¢ 1 .000
Fisher'sExactTest .000 .000
Linearby-Linear Association| 191.954 1 .000
N of Valid Cases 231
a.0 cells (.0%) have expectecdtountlessthan5. The minimumexpectedcountis
40.66.
b. Computednly for a2x2 table
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The results obtaineéh table 5 through the Pearson chi- Table 8 Model Summary below shows tiNdgelkerke R
square model shows the p- valeé 0.00 (p < 0.05). This square valuef 0.081 for the overall model. The resduilts
observation indicates a significardlationship between e- table 8 indicate the model could explain approximately 8%
commerce adoption group(adopter and non adopter) araf the variancén the dependents variables.

preferenceof using commerce media among SMEs. That

there is statistically significant association between e- Table 8: Model Summary
commerce adoption group and Preferenoé using Step| -2 Log likelihood | Cox & SnellR Square| NagelkerkeR
commerce media( e-commerce versus tradition commerce) Square

1 302.117 .061 .081

Additionally, Phi and Cramer's V was computed in table €. Estimationterminatedatiterationnumbe 4 because
belowto helpto test the strengthf associatiomn chi square  parameteestimateshangedy lessthan.001.

test. The strengthof association between e-commerce

adoption group(adopter and non adopter) and preferai Additional, the wald statisticis used to evaluate the
using commerce media among SMEsvery stronglyby  statistical —significance of each predictor variable in

yielding p-valueof 0.00 whichis <0.05in table 6 below. explaining the dependent variable, and Wald statistic
indicates whether thes-coefficient for a predictoris
Table 6: Symmetric Measures significantly different from zerolf so, then the predictor
Value| Approx. Sig. variableis assumedo make a significant contributicio the
Nominalby Nominal Phi 914 .000| predictionof the outcomef the dependent variable.
Cramer'sv 914 .000
N of Valid Cases 231 .__‘R_\‘\:\I'able 9 Variables in the Equation
a.NoFassumingthenu]I hypothesis. . . Sll B | S.E. |Wald |df | Sig. |Exp(B)
b. Usmgtheasymptotlcstandardarrorassumlnghen%lI:ypothe3|s Ede\l/ztr;\{z L a70| 225/4385 1| 036] 625
ge
3.4 Analysisof the drivers of extommerc StepTriaIabiI?ty_ .486| .264|3.388| 1|.066| 1.626
8 Compatibility | .471| .206|5.238] 1|.022| 1.602
One way analysisf varian€e (ANOVA - Observability [-.401| .215|3.469| 1|.063| .670
establish whether there Wvere any si 8 S Complexity |.016] .237| .005| 1|.946| 1.016
termsof the variability batween inng Constant  |-.602| .845] .507| 1|.476] .548
drivers of e-commerce/and the €=commerce adept =2. Variable(s)enterecbn stepl: Relative_advantage,
commerce adoption were divideghinto two grod Trialability, Compatibility, Observability, Complexity.

that there were significant difference (p<Q.05) with reda

compatibility of e-commerce (p%0.01; F=¢.111) for bohbm‘_alry logstics re ress_ions. Two ouf five predicto_r .
th s{ namely jrelative vantages and compatibility

y associated with e-commerce
i a p-value< 0.05.While

factors (Observability;
complexity) shown no

Squared  |Squary . 1 Findings
BetweenGroups .737 | 1 | .737|.752|.387
Observabilitjwithin Groups | 224.441/229| .980 h thi iVe hypotheses were tested using one way
Total 225.177/230 = JANOVA logistic regression. Findings based in Table 7
BetweenGroups .524 | 1 | .524 | .614|.434 able 9 using competing inferential statistic(One way
Trialability \Within Groups | 195.458 229| .854 ANOVA and binary logistic regression) have provide strong
Total 195.983230 evidenceto support the significant valugf compatibilityin

BetweenGroups 1.086 | 1 |1.086(1.381 .241
\Within Groups | 180.057/229| .786
[Total 181.143230
BetweenGroups .085 | 1 | .085|.115|.734
Complexity |Within Groups | 168.911|229| .738

driving e-commerce adoption. This findires been also
evidenced by using correlation analysis and multiple
regression analysisy Tan and Eze(2008)n An Empirical
Study of Internet-Based ICT Adoption Among Malaysian

Relative
advantage

Total 168.996/230 SMES_Which reveal that compatibilify significgnt factor
compatibilt BetweenGroups 3.035 | 1 |3.035[4.13¢ 043 thhat |nfl_uenc_e Internet-base_d ICT adoption. Hence
Within Groups | 167.961/229] .733 ypothesisH3 is acceptedasa driverof e-commerce among
y Total 170.996 230 SMEsin tourism sector.

Further analysis was done usindiet binary logistic ~Further finding from the two competing inferential statistic
regression analysis order to determine the e-commerce (One way ANOVA and binary logistic regression) have
drivers which were associated with adoption groups namelrovide strong evidend® reject two hypothesisi2 andH5

adopter and non adopteasit is describedn the following by Yielding a pvalue greater than 0.05 table 7 and 9
tables below. above. Similar this finding also has been evidethge

Lugman and Abdullah(20119n their studyof factors that
determine the e-business adoption amongst small and
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medium enterprises using Confirmatory Factor analysisReference
Hence hypothesigi2 and H5 are rejectedn this studyas

they are not yielding a significant value driving e- é] Ajmal,F.& Yasin,N.M(2012) Electronic Commerce
commerce adoption among adopter and non adopter SMES Adoption Model for Small & Medium Sized

in tourism sector. Enterprises. International Confererme Education and
Management Innovation IPEDR vol.30 (2012) © (2012)
Moreover, Conflicting findingshave been observed using IACSIT Press, Singapore
the two competing inferential statistic (One way ANOVA [2] Almoawi,A.R.N& Mahmood,R.(2012) Applying The
and binary logistic regression).In One way ANO¥Atable Ote Modelln Determining The E-Commerce Adoption
7 it has been observed that the p-vatiied.241 whichis on SMEsin Saudi Arabia. Asian Journalf Business
greater than 0.05.This p-value indicate that thesreno and Management Sciences7)p 12-24
significant differences exist between relative advantage ar[g] Dlodlo ,N.& Dhurup,M. (2013)Driver®f E-Marketing
the various e-commerce adoption group (adopter reord Adoption among Small and Medium Enterprises
adopte. Similary Noor and Arif(2011)on Adoptionf B2B (SMEs) and Variations with Agef Business Owners.
e-commerceby the SMEsin Bangladesh revealed that Mediterranean Journalf Social Sciences.4(14).08-
Perceived relative advantage positively relatedto the 66
adoptionof e-commerce. Contrarto a binary regression [4] Eisenhardt,K. (1989). Building theories from case
analysis which was donm this study findingin table 9 study research. Acadenof management review, 14(4),
yields a p-valueof 0.36 which is less than 0.05.This 532.550.
indicates that therés a significant relationship—be ussin,H.&  Noor,R.M.(2005)Innovating  Business
relative advantages with both adopter apehon ado;ﬁterl +E-Commerce: Exploring The Willingne©s
commerceln the same perspective J@ SMEs. The Second International Conference
(2011)onther studyof factors that.d usi v
adoption amongst small and e cca.M.N.& Eunch A (2012)
Confirmatory Factor analy doptionof Electronic Commerce
accepted basedn finding ium, Enterpris@s Kenya: Surveyof
rejected basedn the find avel Firm# Nairobi. International Journal

regression analysis.

_ LZ_LLu ir : Abdullah,N.K.(2011)E-business
6. Conclusion andR doption am fs: A Structural Equation

study

This study concluded that compatibilig/thésmain dri . iin,A.F.A(2010)The Applicatioof E-
e-commerce for bot ‘ Afnong alaysian  Small Medium
commercein Tanzanial F i u prises. Ero;’@! Journafl Scientific Research.
R o g e ineovation char i 4),\pp.591605

Effects of Relative

greatly A [ in tlie Hotel Industrylnternational

dependson compatibility issue Government
needsto double up effort, to erepurfigg’ NMpre uSagd _
commerce among SME#n fact, . Af, R.B.(2011) Adoptionof B2B e-

significant rolein promoting e-comri rce by the SMEsin Bangladesh Innovative
Good network infrastructurein the

competition among wireless network prowders, wa.G. A.(2014).Factors Influencing Adoptioof

programmes application are sonoé the initiatives the Information and Communication Technology (ICT)
governmentanadoptto encourage more e-commerce usage ~among Small and Medium Enterprises (SMEHg)
andto be Compatib|e with the way SMEs Operate_ Tanzania. International Journabf Research in

Management & Technology (IJRMT). 4(5).pp 228t

This study reveals five perceived characteristafs e- [12]Ndyali,L.(2013)Adaptation and Barriecd E-commerce

commerce thatwvould drive its adoption among SMEm in Tanzania Small and Medium Enterprises.Developing

tourism sectoin Tanzania. However, there may have been  Country Studies .3(4).pp 10B5

some other characteristics from the perspectv@®MEs that [13]Rogers, E.M. (1995), Diffusion of Innovations, The

affect the rateof e-commerce adoption. Therefore future  Free Press, New YorNY.

study may helpto expand the driveof e-commerceto  [14]Rogers,E. M. (2003). Diffusionof Innovations. New

involve organization and environment characteristic driving _ York: Free Press.

SMEs in adoptionof e-commerce. While this study was [15]Salah, K & Irwin,B.(2010) A Structurational Vie®f

limited to tourisms sector, future research may examine the ~E-Commercein SMEsIn Least Developing Countries.

driver of e-commerce among SMisagriculture. 1852 European Conferenes Information Systemspp

[16]Wilson, H., Daniel,E. and Davies,l. (2008). The

diffusion of e-commercein UK SMEs. Journalof
Marketing Management, 24(5-)p. 489-516.
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