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ABSTRACT 

Nowadays small and medium sized enterprises (SMEs) which are located in 

Myanmar have to face the situation how to operate their business in the digital era not 

only in the local market but also in the global market as well. Meanwhile, SMEs in the 

developed countries gained a mass of benefits by utilizing and incorporating the 

internet based electronic commerce (EC) in their business. Therefore, in order to adopt 

and continue to use the EC in the developing city, Yangon, it is important to 

understand the factors which attract SMEs intention to adopt EC in Yangon City. 
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Consequently, the objective of the study is in response to current issues 

encounter by small and medium-sized enterprises (SMEs) in Yangon City, Myanmar, it 

is important to understand the factors affecting their intention to adopt and continue to 

use the internet for electronic commerce by investigating three main factors which 

are: 1) Characteristics of entrepreneurs, 2) Perceived benefits & limitations, and 3) 

Diffusion of innovation (DOI) since these main variables have been selected based on 

the extensive literature review. There are very few related studies in the academic area 

in order to understand the factors affecting the intention to adopt EC by SMEs in 

Yangon City, Myanmar. Therefore, this study seeks to explore which factors are 

significantly affected to the intention to adopt EC by SMEs in the developing city, 

Yangon. This study was based on the current entrepreneurs’ perspectives and their 

experiences related with the EC system in Yangon City, Myanmar. Questionnaire as 

data collection tool was used in the conduction of this study. 

The findings indicated that “Efficiency of Sales and Promotions” under 

perceived benefits had the strongest direct effect on the intention to adopt EC by 

SMEs in Yangon. Vice versa, “Cost Disadvantages” under perceived limitations had 

the negative direct effect on the intention to adopt EC by SMEs in Yangon. As 

technical point of view, there were two significant sub-variables under diffusion of 

innovation. “Triability” played the positive significant role meanwhile “Complexity” 

played the negative significant role correspondingly, in the intention to adopt EC by 

SMEs in Yangon, Myanmar. Moreover, this study stated that certain characteristics of 

entrepreneurs (which are age, education, work experiences and monthly income) were 

significant to the intention to adopt EC by SMEs in Yangon, Myanmar. Therefore, the 
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findings from this research can be helpful for SMEs supporting agencies, Associations 

which work on EC promotion, Policy makers in Myanmar, and Researchers who are 

interested in entrepreneur’s intention to adopt EC by SMEs in the developing city.  
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CHAPTER 1 

 

INTRODUCTION 

 

The purpose of the study is to investigate the internet-based electronic 

commerce (EC) adoption profile of small and medium sized enterprises (SMEs) in 

Yangon City, Myanmar as well as the factors affecting their intention to adopt EC 

usage. Besides, this study is significant for two reasons. First, it presents new data and 

insight into the internet-based EC adoption of SMEs. Second, this study focuses on a 

relatively unexplored research area in an emerging market – Myanmar SMEs. This 

initial chapter has been established by the introduction and problem statement, 

research objective, significance of the research, research questions, scope of the study, 

expected benefits, and operational definitions. 

 

1.1 Introduction and Problem Statement 

In recent years, the exponential growth in information and communication 

technologies (ICTs) and the resulting rapid emergence of electronic commerce (EC) 

have drastically been reshaping the business world. As a result, electronic commerce 

(EC) has been acknowledged and adopted in every business areas all over the world. 

Hence, EC has reached a phase of change where a revolutionary idea becomes more 

evolutionary in nature which can create increasing sales and profitability, optimizing 

fixed and variable expenses (Lee, Claudine, Chris & Sean, 2001). 
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Despite that, most studies of EC have focused predominantly on developed 

Western countries. While it is extremely important to understand EC in the 

environment of more advanced countries, it also impacts developing countries (Van 

Slyke, France & Varadharajen, 2005). However, most emerging country markets in 

Africa, the Middle East, and certain parts of Asia were unable or reluctant to infuse 

EC into their business processes. The lagging development of EC in these countries 

may be explained by the lack of necessary physical infrastructure as well as 

supportive institutional environment that facilitates the building of transnational 

integrity (Oxley & Yeung, 2001). 

When it come to small and medium sized enterprise (SMEs), it is defined as a 

certain business which starts, operates, and discovers a new market as well as current 

market need, plus it stands as a risk taking business which provide innovation, 

evolution and momentum for change in various types of industry such as 

manufacturing, wholesale, retailing and service. Indeed, in the late 1970s, SMEs have 

been regarded as a key agent for industrialization, particularly in the developing 

countries, where the role of SMEs hold more significance since they represent the best 

prospect to increase overall employment and value added (Shizuki, 2001). Hence, it 

can be stated that SMEs play a vital role, especially for developing the economy of a 

country because they have initiative for creativity ideas and entrepreneurial skills in 

different economic sectors even under the limited physical resources. Particularly, fast 

growth SMEs represent a substantial proportion of power in the small business sector 

and creating wealth, income and jobs (Delmar, Davidsson & Gartner, 2003).   
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In the Asia-Pacific region, SMEs represent over 95 per cent of private 

enterprises and account for over 50 per cent of employment (ESCAP, 2012).  In this 

manner, SMEs play as an important role for the nation not only strengthening of 

social safety nets but also alleviating of poverty. Generally, SMEs in Myanmar, level 

of competitiveness is lower compared to the global market. And also Myanmar, itself 

is still struggling in economic. Moreover, there are number of hurdles for SMEs in 

Myanmar, such as difficult to access finance, lengthy business licensing, complex 

permit procedures, needy electrical power supply, poor business development services 

and weak trade facilitation (Abe & Madhurjya, 2014). 

Among these tones of hurdle, New Three-Year Policy Framework for the 

Development of SMEs in Myanmar (2014-2016) study had particularly mentioned that 

SMEs in Myanmar typically face two main constraints that are undeveloped 

managerial skills and obsolete technology employed, thus limiting their abilities to 

compete in even in local market. As a result, although EC adoption sustains to SMEs 

in many ways, the numbers of Myanmar SMEs which have implemented EC into their 

businesses are still in low number because of these two main points as per mentioned 

above. Moreover, prior research shows that the SMEs in emerging markets are still in 

the infant stage of EC, they do not explain why they are lagging in terms of EC 

adoption. 

For that reason, this present study essentially focus at investigating the factors 

affecting SMEs intention for adopting and continuing to use EC as well as the 

internet-based EC usage profile of SMES in Yangon City, Myanmar. By means of 
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multiple regression analysis, an attempt was made to identify the factors that 

encourage or discourage firms to do EC through internet. There had no numerous 

research studies which have been done the relationship between the particular 

determinants and intention to adopt EC for Myanmar SMEs specialized in Yangon 

City. Meanwhile, this empirical study undertaken is significant for two reasons. First, 

it organizes new data and insights into the internet-based EC adoption of SMEs. 

Second, this study focuses on a relatively unexplored research area in Myanmar 

SMEs.  

In this point of view that SMEs are regarded as the powerhouse of several 

countries, the success of SMEs has a direct influence on the national economy. SMEs 

also play a very important role in Myanmar economy as they are considered as engine 

for growth. The current study focus on filling a knowledge gap on EC adoption in 

emerging countries and aims to identify the relative importance of the factors 

influencing the Myanmar SMEs in order to adopt and continue to use EC. In fact, the 

researcher believes that proper collaboration of EC adoption and SME businesses, can 

improve Myanmar SMEs’ performance not only in the Association of Southeast Asian 

Nations (ASEAN) region but also in the global market. Globally, most of the firms are 

increasingly working on EC adoption into their existing business process. In addition, 

the focus City, Yangon is where market size is continuously growing every year, 

many areas of opportunities, good infrastructure, fine internet access, and moderate 

utilities supply. 

Nowadays, ASEAN members are targeting having an ASEAN Economic 

Community (AEC) that is highly integrated and cohesive with enhanced connectivity 
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and cooperation by 2025. Meanwhile, Myanmar SMEs have been regarded as a still 

under developing to increase business performance. Therefore, in order to figure out 

the certain factors affecting intention to adopt EC by SMEs, a researcher requires a 

collecting of the primary data for all these issues to answer it. 

 

1.2 Definition of Electronic Commerce (EC) 

There are wide varieties of definition for Electronic Commerce (EC) all over 

the world. World Trade Organization (WTO) defined that EC is the production, 

distribution, marketing sale or delivery of goods and services by electronic means 

(Baker and McKenzie, 2001). Furthermore, Electronic Commerce Team of European 

Union stated that Electronic Commerce refers specifically to buying and selling 

products or services over the internet (Schulze and Baumgartner, 2001). 

Since Electronic Commerce (EC) may include a wide variety of sub-fields, in 

general EC activities can be broadly defined into following three sub-fields: 

(1) The linking of a firm to its forward and backward channel allies (e.g. retailers, 

distributors and suppliers), that is, EC between firms (B2B) by using internet, 

(2) The commercial activities between firms and final customers (B2C) by using 

internet, and 

(3) The management within the enterprise, which focuses on supporting corporate 

activities and the integration of departmental activities by using internet (Shaw et al., 

1997). 
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1.3 Research Objectives 

In response to current issues encounter by small and medium-sized enterprises 

(SMEs) in Yangon City, Myanmar, it is important to understand the factors affecting 

their intention to adopt and continue to use the internet for electronic commerce by 

investigating three main factors which are mentioned as per followed. 

Characteristics of entrepreneurs,  

Perceived benefits and limitations, and  

Diffusion of innovation (DOI) 

1.4 Significance of the Research 

Understanding the SMEs intention to adopt and continue to use the internet-

based electronic commerce (EC) in Yangon City can even provide the positive 

economic development for Myanmar. According to news and literature review, a 

global increasing usage of internet-based device in all features of communication can 

provide the better potential for EC system (Richardson, 2011).  

In such a way that, when SMEs start to realize the perceived benefits of EC’s 

supportive features in their business activities, after that they will start to adopt and 

continue to use internet-based EC system for not only creating new business 

opportunities but also accessing to international markets. Therefore, the supporting 

agencies, the policy makers, and the associations which have been working on the 

internet-based EC system promotion, can use these findings to enlighten SMEs 

owners’ opportunities with the aim of reform the current business model. As a result, 

SMEs will co-function with EC in such a way that by convincing all Myanmar SMEs 
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to use the internet for EC System in order to achieve both a sustainable profit and cost 

optimizing in the long term. For government side as well, the policy makers who 

support EC system will reveal the usefulness of this study and can make thoughtful 

decisions regarding the development of EC system in Myanmar SMEs. 

What is more, this study intends to focus on characteristics of SMEs in 

Yangon City, the perceived benefits & limitations of EC system and the most famous 

technical dimension which is diffusion of innovation, so that it can be seen what is 

their unique nature compared to the other countries or cities. The overall study shall 

demonstrate the positive benefits and negative limitations of EC system to SMEs 

which are located in Yangon City, Myanmar. 

 

1.5 Research Questions 

By analysing of the factors based on the literature reviews which are 

characteristics of entrepreneurs, perceived benefits and limitations, and diffusion of 

innovation as indicators of the intention to adopt electronic commerce by SMEs, the 

study aims to address the following research questions for SMEs in Yangon City, 

Myanmar: 

1) What factors affect of the intention to adopt the internet for electronic 

commerce by SMEs in Yangon City, Myanmar?  

2) To what degree do these individual factors influence the intention of 

electronic commerce adoption in order to continue to use by SMEs in 

Yangon City, Myanmar?  

3) Have the SMEs business owners who already adopted the electronic 

commerce received the positive benefit or the negative benefit?  
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4) What are the characteristics of SMEs who already adopted the electronic 

commerce?  

 

1.6 Scope of the Study 

Generally, the scope of this study is focused on only SMEs that are located in 

Yangon City, Myanmar. The reason the study limits to this area is that most of existing 

SMEs and start-up SMEs are located in Yangon City compared to other cities in 

Myanmar according to the recent survey and data (Myanmar MSME 2017 data). 

Moreover, Yangon City which is recognized as a major economic city of Myanmar, 

have the most economic potential for the country with majority high educated people, 

moderate living standard, good infrastructure, good internet access, rich of 

professional labour skills, and high number of opportunities.  

Geographically, Yangon city is divided into four districts based on cardinal 

directions which are Eastern, Western, Southern, and Northern districts. Purposely, 

only two districts out of four districts in Yangon City are mostly selected for data 

gathering which are Western and Southern district. The main reason Western and 

Southern districts are selected among the four districts are that Western District is the 

Downtown area and Southern district is where most of developed in urban planning, 

atmospheres and services.  

On the other hand, the reasons why this research not focuses on large firm 

because most of the large firms have already utilized internet as electronic commerce 

system into their business and some of them are foreign direct investment in which 

technologies and innovations have been brought according to recent reports. Finally, 

researcher himself is currently running his small enterprise in Yangon city which is 
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believed to be more significant in the future after adopting the internet-based 

electronic commerce. 

 

1.7 Expected Benefits 

This thesis will be contributed to the researchers’ not only for academic fields 

but also for non-academic fields as well in future studies. 

1. This study can describe the current characteristics of SMEs in Yangon City, 

Myanmar. 

2. This study can indicate out the perceived benefits and limitations of EC by 

SMEs who already adopted and used in Yangon City, Myanmar. 

3. This study can mention the present technological dimension of EC in the 

meaning of diffusion of innovation (DOI) in Yangon City, Myanmar. 

4. This study will support to the SMEs supporting agencies, the government 

policy makers, and the associations which have been working on the internet-

based EC system promotion. As a consequence, they can both design the 

policies and implement the development strategies in order to enhance the 

performances and increase the adoption rate of electronic commerce by SMEs 

in Yangon City, Myanmar. 

5. This study would enlighten every individual SMEs business owners by 

representing the perceived benefits of EC so that they will start to adopt 

electronic commerce in their business in Yangon City, Myanmar. 
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6. This study can promote current SMEs into the developed business by 

encouraging for adopting electronic commerce system in Yangon City, 

Myanmar, so that they can penetrate to international market as well. 

7. The study can be helpful for universities, students and researchers as the 

reference in their future researches or studies. 

 

1.8 Operation Definition 

First of all, there are numerous definitions related to this study which are 

mentioned as per follow: 

Internet is defined as a global electronic network which has to be accessed by 

the smart electronic device providing a variety of information and communication 

facilities, consisting of interconnected networks using standardized communication 

protocols. 

Electronic Commerce (EC) is defined as the employment of internet 

technologies with its smart electronic devices to order to improve business in such a 

way that: doing marketing, buying and selling products or services over the internet. 

Small and Medium Enterprises (SMEs) are defined mainly based on the 

natural of business, their number of employees, capital invested in Kyat and turnover 

in Kyat, according to SME Development Law by the Government of Myanmar (2015). 

Entrepreneurial skills mean the ability to create something new and 

innovative by using their experience and networks to exploitation opportunities to find 

new and better ways in which they strive to reach and meet the needs of their 

customers which compose of managerial skills and social skills. 



28 

 

Managerial skills mean the ability to administrative people in the 

organization such as planning, organizing, delegating, and coordinating and as well as 

the ability to interact and work effectively with team members. 

Management means the process combining, planning, organizing, leading 

controlling and task in an effective and efficient manner which undertaken by one or 

more person in order to achieve objectives. 

Finance means the ability to managing cash flow, anticipating financial needs, 

preparing financial plans and reports as well as acquiring and allocating funds for his 

enterprise. 

Marketing means the process creating, communicating, delivering, and 

exchanging offerings that have value for customers, partners, and society. Marketer is 

not only to satisfy customer’s need but it is also to innovate on products and services. 

Creativity means the development and launching of novel ideas that is useful 

and valuable to customers. 

Risk taking means the willingness of the business owner to commit significant 

resource to opportunities that have a reasonable chance of failure and pursues a 

business idea when the probability of succeeding is low. 

Adaptability means the flexibility which is open to adjust or develop the 

existing concept and skills into a new and updated one in such a way to achieve the 

objective efficiently and effectively. 

Collaboration means the ability to jointly work together to complete tasks in 

order to achieve objectives in an effective and efficiency manner through diversity of 

behaviours such as communication, information sharing, coordination, cooperation, 

problem solving, and negotiation. 

https://www.google.com/search?q=administrative&spell=1&sa=X&ved=0ahUKEwiGyrmukaXgAhVEuo8KHeuQD0AQkeECCCooAA
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Communication means the comprehensive discuss and communicate idea to 

others verbal and written forms which are important to entrepreneurs in the roles of 

they operate. 

SME performance means the ability of a business to produce the result in 

dimensions which measure by three determinants such cost reduction, customers’ 

growth and sales growth. 

Cost optimization means is the process used by companies to reduce their 

daily operating cost without changing the standard quality of the products or services 

meanwhile it can increase their profits. 

Increasing sales mean current year sales are increased compared to the past 

year sales. 
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CHAPTER 2 

 

LITERATURE REVIEW 

 

The purpose of this chapter is to review the theories and studies related with 

the research topic, and to demonstrate the conceptual framework and research 

hypothesis. 

 

2.1 Theory and Related Research Review 

2.1.1 Status of Myanmar Economy and its SMEs Sector 

Myanmar, it is a Southeast Asian nation of more than 100 ethnic groups, 

bordering India, Bangladesh, China, Thailand and Laos. Nowadays, Myanmar is 

evolving with new momentum of change; it has steadily beginning to open its 

potential market and restructuring economy by growing in each business sector 

respectively. With more than 52 million inhabitants, rich natural and mineral 

resources, fertile soils, a rich culture, and traditional, Myanmar shows its prospective 

market for investors and entrepreneurs from both local and foreign. According to the 

Asian Development Bank, Myanmar has the potential to grow at eight per cent per 

annum for a decade and become a middle-income country by 2030 (MGI, 2013). In 

order to gradually support this progress, Myanmar’s Government has continually 

working on its intention which is to promote in the all economic sectors. 
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However, when it comes to policy implications, Myanmar’s economic policy 

mix will be an important factor in shaping the prosperity of Myanmar SMEs in 

general and their survival and success in the context of increasing regional integration 

more specifically. At present, however, Myanmar’s SMEs receive relatively little 

government support (and less than large firms) for their internationalization. 

Obviously, some Myanmar SMEs will be more exposed to international and regional 

economic forces than others, depending, inter alia, on the sector they operate in. 

Accordingly, the need for policy support will vary across industries and companies. 

Moreover, public resources are very limited so there is a need for prioritization and 

careful design of policy interventions. Despite comprehensive and ambitious reform 

efforts, operating a business in Myanmar is still not simple. The list of challenges for 

Myanmar companies is, thus, long. Accordingly, there are an almost infinite number 

of items that can be suggested for a policy reform agenda. 

In addition, compared to other ASEAN countries, Myanmar’s SMEs appear to 

be much less likely to export. According to the World Bank’s Enterprise Survey 

(2014), only 4.2% of medium-sized companies and 0.8% of small enterprises export 

directly or indirectly at least 1% of their sales. Here, instead of attempting to cover the 

whole universe of possible policy suggestions to tackle all issues, the focus will be on 

those that emerge from the analysis of the factors affecting their intention to adopt and 

continue to use the internet for electronic commerce. 

Because, in order to identify and understand the enabling factors and obstacles 

to Myanmar SMEs’ participation in regional economic activities, it is important to 

look at some of their key characteristics. A first observation is only a small proportion 
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of Myanmar SMEs is currently employing electronic commerce (EC). In fact, apart 

from having a physical store, hardly any internet or online store is used. This hampers 

SMEs’ ability to communicate with (potential) international customers or suppliers, 

expand markets and improve efficiency. 

 

2.1.2 SMEs Definition in Myanmar 

The definition of small and medium enterprises is crucial because it is useful, 

in the preparation of statistics and the monitoring of the health of the sector over time, 

in benchmarking against other economies and between regions within an economy, in 

providing arbitrary thresholds for imposition of tax or other regulations, in 

determining eligibility for particular forms of public support (UNIDO OECD, 2004). 

For Myanmar, according to the law on the development of small and medium 

enterprises (Pyidaungsu Hluttaw Law No. 23/2015), small and medium enterprises 

(SMEs) are defined based on their number of employees, type of activity, capital 

invested, or level of turnover. The classification is illustrated in Table 2.1. Compared 

to the 1990 version of the law, the maximum number of employees has been 

increased for labour-intensive activities, as have the limit values for capital and 

turnover. 

Unlike the international definitions of SMEs, Myanmar SME Development 

Law does not specify the characteristics of micro-sized enterprises. A common feature 

of various SME definitions is recognition that number of employees is the simplest 

indicator of whether a business is an SME (Bowman, 2017). 
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Table 2.1 Legal SME Definition in Myanmar 

Classification 
Number of 

employees 

Capital 

(Mil. Kyats) 
Turnover 

(Mil. Kyats) 

SMALL 

Manufacturing 

Labour-Intensive Manufacturing 

Wholesale 

Retails 

Service 

Other 

- 

Up to 50 

Up to 300 

Up to 30 

Up to 30 

Up to 30 

Up to 30 

- 

Up to 500 

Up to 500 

- 

- 

- 

- 

- 

- 

- 

Up to 100 

Up to 50 

Up to 100 

Up to 50 

MEDIUM 

Manufacturing 

Labour-Intensive Manufacturing 

Wholesale 

Retails 

Service 

Other 

- 

51 to 300 

301 to 600 

31 to 60 

31 to 60 

31 to 100 

31 to 60 

- 

500 to 1,000 

500 to 1,000 

- 

- 

- 

- 

- 

- 

- 

100 to 300 

50 to 100 

100 to 200 

50 to 100 

Source: 2015 SME Development Law (Government of Myanmar 2015) 

 

2.1.3 Innovation and Use of Technology in Yangon SMEs 

Based on the World Bank Enterprise Survey (2014), the range of technology 

usage and technological sophistication is quite low among Myanmar SMEs (see Table 
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2.2). Only about 1.5% of small firms and 0.5% of medium-sized firms have an 

internationally recognized quality certification. Usage of current communication 

technology is also not very familiar among small Myanmar firms covered by the 

World Bank Enterprise Survey: Only 7% of them have their own website and just 20% 

of them use e-mailing to interact with clients or suppliers. Among medium-sized firms, 

these percentages are significantly higher at 29% and 46%, respectively. After all, 

usage of external business services is not very widespread among SMEs in Myanmar. 

This is reflected in the fact that just 8.5% of small firms and 42% of medium firms get 

their financial statements reviewed by external auditors. 

Table 2.2 Innovation and Use of Technology among Myanmar Firms 

Company 

Percent of 

firms with an 

inter 

nationally 

recognized 

quality 

certification 

Percent of 

firms using 

technology 

licensed from 

foreign 

companies 

Percent of 

firms having 

their own Web 

site 

Percent of 

firms using e-

mail to 

interact with 

clients/supplier

s 

Percent of 

firms with an 

annual 

financial 

statement 

reviewed by 

external 

auditors 

Small  

(5-19) 
1.5 0.2 7.0 20.2 8.5 

Medium (20-

99) 
0.5 2.8 29.0 46.2 42.1 

Source: World Bank Enterprise Survey Database (2014) 

 

Table 2.3 Percentage of ICT Usage by Size 

 Email Website 
Online 

Purchases 

Online 

Sales 

Online 

Marketing 

Online 

Payment 

ICT use - 

other 

Small 25% 8% 2% 4% 2% 2% 4% 
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Medium 78% 20% 2% 4% 2% 6% 10% 

Source: World Bank Enterprise Survey Database (2014) 

Upon comparing results of the World Bank Enterprise Survey (2014) with 

Centre for Economic and Social Development Paper (CESD, 2016) , similar trends is 

emerged, with both surveys are indicating a comparatively small proportion of 

Myanmar SMEs currently employing Information and Communication Technologies 

(ICT), such as email or online sales (Table 2.3). Since unknown the benefit of ICT and 

the lower technology diffusion in Myanmar tends to make the SMEs to lower the 

usage rate of email and having a website, making it only worthwhile investment for 

lager firms. 

Therefore, it can be concluded that Myanmar SMEs require intention to adopt 

EC in order to raise the current economy, to communicate and deal with overseas 

branches and/or international customers, and to gain the greater levels of sustainable 

competition in the global market. 

 

2.2 Theoretical Background of Electronic Commerce (EC) 

This study has been constructed by a substantial variety of research such as an 

adoption intention of entrepreneurs, electronic commerce (EC), and diffusion of 

innovation theory (DOI) which is one of the technological dimensions. Firstly, 

electronic commerce (EC) is the combination with information systems (IS), 

information technology (IT), electronic data interchange (EDI), inter-organisational 

system (IOS), and management of information systems (MIS) and soon. It necessarily 
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involves IT which it shares with IS and MIS, and at more sophisticated levels is likely 

to enable EDI. It is also definitely ‘Inter-organisational’. Therefore, it could be argued 

that any factor that has been shown to influence the adoption and implementation of 

technology in general, is worthy of consideration with respect to EC.  

To ensure the details, diffusion of innovation theory (DOI) has been 

particularly useful for understanding the facilitators and inhibitors of EC as well. 

Finally, after a significant analysis of existing models, their influencing factors, and 

process, the theoretical framework is extended to incorporate important organisational 

and contextual aspects of adoption and implementation in the development of a 

research model. 

 

 

 

2.2.1 Characteristics of Entrepreneur 

According to the previous literature reviews, it can be observed that a variety 

of potential advantages can be created by utilizing electronic commerce (EC). 

However, when it focuses on SMEs, surprisingly adoption of EC has still been limited 

due to the fact that SMEs have different characteristics compared to the large 

enterprises. Under the opinion of Seyal and Rahman (2003), distinct characteristics 

imbedded in SMEs consist of small management teams, strong owner influence, lack 

of staff in specialized areas such as information technology, multi-functional 

management, limited control over their business environment, limited market share, 

low employee turnover, a reluctance to take risks, and avoidance of sophisticated 
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software or applications. Such characteristics lead SMEs to be very slow with respect 

to technology adoption, and have more difficulties in taking advantage of benefits 

from the technologies than large enterprises (Grandon and Pearson 2004; Poon and 

Swatman 1999). The EC adoption literature implies that in order to adopt EC 

especially in developing countries, firms need to be internally and externally ready 

(Tan et al. 2007). Molla and Licker (2005) demonstrated that in the initial adoption of 

EC in developing countries, internal (organizational) readiness is significantly 

influential. Internal EC readiness can be defined as availability of financial and 

technological resources, the top management’s enthusiasm to adopt EC, electronic 

commerce technology infrastructure (ECTI), compatibility of ecommerce in firm as 

well as culture and values (Saffu et al. 2008). 

 

 

 

 

2.2.2 Perceived Benefits and Limitations of Internet for EC 

Owing to its remarkable feature of connectivity, which renders the physical 

distance meaningless, the internet has become the indispensable tool of electronic 

commerce (EC) especially for SMEs. SMEs especially can take advantage of the 

opportunities offered by the internet, which enables them to go global virtually 

overnight. The small entrepreneur, for instance, can compete on the internet simply by 

setting up a home page (Sterrett and Shah, 1998). Since, the internet and EC have 

become increasingly diffused by globally, bringing countries together into a global 
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networked economy (Gibbs and Kraemer, 2004). All together, there are numerous 

benefits of conducting business on the internet, the most prominent ones are: 

1) It offers direct links with customers, suppliers and distributors and facilitates 

transactions; 

2) Facilitates information transfer; 

3) Enables companies to develop new products and services for existing and new 

customers (Walters and Lancaster, 1999); and 

4) Offers opportunities for companies to market their products around the world 

without physically contacting customers or advertising in other parts of the 

world (Karakaya and Karakaya, 1998; Tiessen et al., 2001). 

Among the principle benefits of internet-based EC that are more directly 

relevant for SMEs included: direct savings such as product promotion, new sales 

channels, quick product delivery, more satisfaction of customers, inexpensive 

advertising medium, enhanced company image, new business opportunities, efficiency 

in information gathering and better support from suppliers (Walczuch et al., 2000; 

Nath et al., 1998; Poon and Swatman, 1999). 

Despite its benefits, there are a number of limitations which can distinguish as 

technical and non-technical associated with internet-based EC (Turban et al., 2002). 

The two major technical limitations are related to security concerns and infrastructure. 

First, when a firm uses the internet to engage in EC, it exposes itself to security risks, 

that fall into three general categories: client/server risk, data transfer and transaction 

risk, and virus risk. Security and privacy issues are particularly important in the 

business to customer (B2C) area, though privacy protection measures are constantly 
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being improved. Second, in many areas, telecommunications bandwidths are 

inadequate. Software development tools are still evolving and changing rapidly, and it 

becomes difficult to integrate the internet and EC software with some existing 

applications and databases. 

Some of the major non-technical limitations those slowdowns the spread of 

internet-based EC among SMEs are as follows: first, SMEs are relatively concerned 

with the start-up costs of developing EC in-house. There are four basic components of 

the cost involved with EC acting as significant impediments to EC adoption by SMEs. 

These include connection costs to the internet, the cost of adequate hardware / 

software, set-up and maintenance costs (Nath et al., 1998). The relatively large number 

of customers and suppliers not being online and decreasing productivity level due to 

unnecessary usage is another resources limitation associated with internet-based EC 

(Walczuch et al., 2000). Another impediment to conducting EC on the internet is the 

lack of government regulations and standards to deal with the intricacies of EC. 

Finally, most SMEs are far from reaping significant benefits from internet-based EC 

due to difficulties of finding and retaining qualified personnel with required skills and 

knowledge. 

 

2.2.3 Diffusion of Innovation (DOI) 

Generally, several factors that influence the adoption intention of innovation 

are figured out since Electronic Commerce is treated as the modern business practice 

in recently. Of most commonly investigated characteristics that promote the adoption 
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of innovation, those have been developed by Researcher Rogers (E.M. Rogers, 1995). 

These innovation factors have also been the key feature of several other IT adoption 

studies (C. Iacovou, I. Benbasat and A. Dexter, 1995), (T.Kwon and R. Zmud, 1987), 

and (S. Nilakanta and R. Scamell, 1990) and EC studies (T.Kwon and R. Zmud, 1987), 

(C. Lertwongsatien and N. Wongpinunwatana, 2003) and (P. McCole and E. Ramsey, 

2005).  

In this study, they are adapted for the current report as follows: perceived 

relative advantage (i.e. the perceived EC benefits and impact relative to its existing 

practice or system), compatibility (how well EC fits in both technical and 

organisational processes), trialability (the degree to which EC can be pilot tested or 

experimented without high start-up costs), complexity (ease of use or the ease with 

which EC can be learned) and observability (the extent to which EC advantages or 

gains are visible to firms). 

 

2.3 Conceptual Framework 

According to the related theories and research studies have been illustrated 

above relating with determinants which influenced the intention to adopt electronic 

commerce (EC) by SMEs in Yangon City, Myanmar, this research has elaborated a 

number of key implications for the study. By using the linear regression, this research 

builds a model by integrating key relevant constructs from the characteristics of 

entrepreneurs, perceived benefits & limitations, and diffusion of innovation (DOI) 

literatures review to investigate determinants that influence SMEs business owners’ 
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intention to adopt EC. The conceptual framework of intention to adopt EC is indicated 

as below. 

When it goes to relationship studies, author Indira Singh (2014) stated that the 

relation between demographics of entrepreneur such as gender, age, prior work 

experience and income, and formation of entrepreneurial intention of Mumbai City, 

India at the IOSR journal of business and management (IOSR-JBM) by the title of 

Role of Demographic Variables in the Formation of Entrepreneurial Intention. 

Secondly, Per Davidsson (1995) also described that the same relationship as per 

mentioned above in his article which title is Determinants of entrepreneurial 

intentions in Sweden at the paper presented at the RENT IX workshop, Piacenza, 

Italy. After all, there are other two significant articles which are Technology 

Readiness and E-Commerce Adoption among Entrepreneurs of SMEs in Bandung 

City, Indonesia, and Impact of Personality Traits and Demographic Factors on 

Transformation of Entrepreneurial Intention, have been measured the entrepreneurial 

intention by using the same variables as per mentioned above as well plus add another 

more variable which is level of education by Novika Candra Astuti and Reza Ashari 

Nasution, (2014), and Shaila Sarmin and Mohammad Ashrafuzzaman, (2017) at the 

journal of Gadjah Mada International Journal of Business, and European Journal of 

Business and Management respectively. 

In keeping with the adopted sources, there are four main focused literature 

reviews which pointed out the factors affecting the internet-based EC adoption as well. 

The first one was developed by Erdener Kaynak, Ekrem Tatoglu and Veysel Kula, 

(2005), which is an analysis of the factors affecting the adoption of electronic 
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commerce by SMEs by using seven independent variables. Efficiency of sales & 

promotion, ease of accessibility, cost reduction, cost disadvantage, limited no; of 

users and security concern have been utilized in that article which was published at 

international marketing review journal. The second one was published at European 

management journal by Rita Walczuch, Gert Van Braven and Henriette Lundgren, 

(2000).  

In this document, Internet Adoption Barrier for Small Firms in the 

Netherlands, the benefits and barriers to internet use experienced by small firms in the 

Netherlands have been measured by the same variable as per the previous document 

mentioned above. The final two documents, 1) Electronic Commerce and the Internet: 

Issues, Problems and Perspectives and 2) an exploratory study of small business 

internet commerce issues, have been figured it out the benefits and impediments of 

conducting EC by using the identical certain variables credited to R Nath, M 

Akmanligil, K Hjelm, T Sakaguchi and M Schultz, (1998) and Simpson Poon and 

Paula M.C. Swatman, (1999) correspondingly. 

After all, as adopted sources, for instance, an empirical study of factors that 

influence the extent of deployment of electronic commerce for small and medium 

sized enterprises in Australia by Sandy Chong, (2006) has used the independent 

variables which are totally related to diffusion of innovation (DOI) at the journal of 

theoretical and applied electronic commerce research.  

Moreover, the other two articles, 1) the technological, organizational and 

environmental framework of is innovation adoption in small and medium enterprises 

and 2) factors influencing the mobile banking adoption in the banking sector of 
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Bangladesh by Erind Hoti, (2015) and Abu Bakr Emran Salahuddin, Iftear Ahmed 

Chowdhury, Hanif Mahtab and Md. Latiful Khabir, (2017) had pointed out the 

relationship between DOI and intention to adopt EC respectively. The figure-1 

presents the research model in which the relationship between the influencing 

determinants and the intention to adopt electronic commerce (EC). 

 

 

Figure 1: Research Framework 
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2.4 Research Hypothesis 

Mainly, the whole research hypothesis is responded to the main objective, “An 

analysis of the factors affecting the intention to adopt electronic commerce by SMEs 

which are located in Yangon City, Myanmar”. 

 

2.4.1 Determinants Impacting on Intention to Adopt EC 

Initially, the first independent variable is Characteristics of Entrepreneur. The 

roles of demographic of individual are a critical aspect of the application of electronic 

commerce (EC) in the small and medium-sized organization. The challenge comes 

when the certain manager is reluctant to push for EC developments based on his or 

her demographic background.  

A consistent relationship has been established, proved by the previous 

literatures, which is the relationship between certain entrepreneur’s personal 

background variables on the one hand, and structure of entrepreneurial intention on 

the other hand (Stanworth et al, 1989). Previous studies clearly pointed out Age as an 

important factor for determining a person’s propensity to found a firm (cf. Brockhaus, 

1982; Reynolds, 1995). When it comes to Gender, most of the literature review stated 

that there is a substantial overrepresentation of males among business founders in 

most countries (Wit & van Winden, 1989, for the Netherlands and SCB, 1994, for 
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Swedish evidence). Additionally, Scherer et al (1990) refer to studies, which have been 

established that women have lower perceptions of self-efficacy for careers in which 

they are underrepresented. Other point is that, the level of education has been stated in 

current research studies as one of the criteria for successful EC adoption amongst 

SMEs (Thong 1999; Sarosa and Zowghi 2003).  

On these grounds, a positive influence of education on intention is 

hypothesized, although it should be acknowledged that such a relationship is 

contingent on the opportunity cost situation (cf. Campbell, 1992; Wärneryd et al, 

1987). The role model effect is here, the effects of work experience, which in turn is a 

major source of self-efficacy (cf. Boyd & Vozikis, 1994). Finally, the entrepreneurs, 

who have higher incomes, have a high level of optimism on technology (Novika. & 

Raza., 2014). They have seen the benefits of the technology for their work. But here 

there was that the higher the income, also have high levels of insecurity and 

discomfort. These high levels of insecurity come from the lack of internet security 

(N.C Astuti and R.A. Nasution, 2014). Hence, the hypothesis is proposed as following. 

Hypothesis-1: There will be a relationship between characteristics of entrepreneur 

and the intention to adopt electronic commerce by SMEs in Yangon. 

The second independent variable is perceived benefits and limitations of 

internet for EC which are considered to have significant impact on SMEs’ decision to 

adopt and continue to use the internet for EC (Poon and Swatman, 1999; Sathye and 

Beal, 2001). Based on that theory, the independent variables of this model are four 
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underlying factors of perceived benefits and three factors of perceived limitations 

associated with internet-based EC. Therefore, the hypothesis is proposed as following. 

Hypothesis-2: There will be discovered that the perceived benefits will be positively 

influenced on the intention to adopt electronic commerce by SMEs in Yangon. 

Hypothesis-3: There will be discovered that the perceived limitations will be 

negatively influenced on the intention to adopt electronic commerce by SMEs in 

Yangon. 

The final independent variable is Diffusion of Innovation (DOI). Past research 

on information technology (IT) adoption has widely used the DOI by Rogers [1995] to 

study the adoption of technological innovations by firms. DOI is a commonly used 

theory for technology adoption, as it includes several technological characteristics 

such as relative advantage, complexity, compatibility, observability and trialability 

that may either promote or weaken the adoption of technology (Fichman, 2004). DOI is 

accepted by several researchers as being able to recognize the perceived critical 

characteristics of innovations in technology that may influence the likely adaptors or 

rejecters of information system (Hoti, 2015). Therefore, the hypothesis is proposed as 

following. 

Hypothesis-4: There will be discovered that the diffusion of innovation benefits will be 

positively influenced on the intention to adopt electronic commerce by SMEs in 

Yangon. 

Hypothesis-5: There will be discovered that the diffusion of innovation limitations will 

be negatively influenced on the intention to adopt electronic commerce by SMEs in 

Yangon. 
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CHAPTER 3 

 

METHODOLOGY 

 

The purpose of this chapter is to describe the methodology related with the 

research design, population and sample, research tool/instrument, data collection and 

data analysis respectively. 

 

3.1 Research Design 

Several dimensions that influence the adoption of innovation are figured out 

since EC is treated as the innovative business practice in most the study. The objective 

of this research is to analyse the factors affecting the adoption intention of internet 

based electronic commerce (EC) by small and medium enterprises (SMEs) which are 

located in Yangon City, Myanmar. A quantitative method is chosen in this study.  

Besides, a questionnaire design is used as a research instrument to collect the 

primary data from a right determination of sample size for SMEs proportions in 

Yangon City. Initially, the questionnaire design is composed of a major three sections, 

in which Section 1 is enquiring the entrepreneurs’ personal background, which means 

consistent relationships have been established between certain personal background 

variables on one hand, and entrepreneurial intention on the other (Stanworth et al, 

1989). Section 2 is based on the asking their agreement level for perceived benefit and 

limitation of internet for electronic commerce (EC) which is considered to have 
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significant impact on SMEs’ decision to adopt and continue to use the internet for EC 

(Poon and Swatman, 1999; Sathye and Beal, 2001). At last not least, Section 3 is 

composed of Diffusion of Innovation (DOI) which is well known technical dimension 

developed by E.M. Rogers (1995). In which these five innovation factors have also 

been the key feature of several other Information Technology (IT) adoption studies 

and EC studies. Each of these factors is acted to play a different extent in the five 

adopter categories (E.M. Rogers, 1995; C. Soh, Q.Y. Mah, F.Y. Gan, D. Chew, and E. 

Reid, 1997). 

When it come to defining the variables of the research, after reviewing various 

international literatures and research journals, the following both independence and 

dependence variables are utilized for the study. 

 

Independence Variable:  1) Characteristics of Entrepreneurs  

2) Perceived Benefits 

3) Perceived Limitations 

4) Diffusion of Innovation (Benefits) & 

5) Diffusion of Innovation (Limitation) 

 

Firstly, Characteristics of Entrepreneurs are composed of five main sub-

constructs which are; age, gender, education, work experience and monthly income of 

entrepreneurs. Secondly, Perceived Benefit and Limitation is constructed by seven 

sub-constructs. They are Market Development, Efficiency of Sales and Promotion, 
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Ease of Accessibility, Cost Reduction, Cost Disadvantage, Limited Number of Users 

and Security Concern. Finally, Diffusion of Innovation has five key sub-constructs as 

per described above: Perceived Relative Advantage (i.e. the perceived EC benefits and 

impact relative to its existing practice or system), Compatibility (how well EC fits in 

both technical and organisational processes), Trialability (the degree to which EC can 

be pilot tested or experimented without high start-up costs), Complexity (ease of use or 

the ease with which EC can be learned) and Observability (the extent to which EC 

advantages or gains are visible to firms). 

 

Dependence Variable:  1) Electronic Commerce Adoption Intention 

 

In this study, dependent variable is truly measured based on five difference 

independent variables by means of the calculated sample sizes of SMEs in Yangon 

City, Myanmar who had already adopted and used the internet for electronic 

commerce (EC) in order to understand what is going on in the real market. 

 

3.2 Population and Sample 

The selected populations for this study are small and medium enterprises 

(SMEs) which are located in Yangon City, Myanmar. Moreover, the reason of 

choosing Yangon City in order to collect the data for SMEs is that Yangon City has 

more small and medium firm numbers compared to the other cities in Myanmar, 

according to most of the recent survey and reports (Central Statistical Organization, 

Ministry of Planning and Finance & UNU-WIDER, 2018) 
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In addition, the primary data shall be employed in this research, and the 

collected sample of SMEs shall be followed as per 2015 SME Development Law 

(Government of Myanmar, 2015), which is defined six classifications of SMEs: 

Manufacturing, Labour Intensive Manufacturing, Wholesale, Retail, Service and 

Others at Yangon City, Myanmar. 

 

3.2.1 Sample Selection 

According to the descriptive report of Myanmar Micro, Small and Medium 

Enterprise Survey 2017 by Central Statistical Organization, Ministry of Planning and 

Finance and United Nations University (UNU-WIDER), SMEs population size in 

Yangon City had approximately 8897 numbers in 2017. (Small size = 5337 and 

Medium size = 3560). Meanwhile, according to the World Bank Enterprise Survey 

Database (2014), the percentage of ICT usage by SMEs is 25% and 78% 

correspondingly. Hence, the nearest total population of SMEs which already utilized 

the internet can be calculated by multiplying the total populations with the percentage 

of ICT usage by SMEs respectively [(5,337 x 25%) + (3,560 x 78%) = 4,112]. 

After that, the sample size for entrepreneurs was calculated based on Krejcie 

& Morgan’s formula (1970). The population of SMEs which already connected the 

internet in Yangon city is approximately 4,112 which are rounded to 4,500 and so it 

has been calculated according to Krejcie & Morgan’s table based on a known 

population. As a result, the degree of accuracy expressed as a proportion of 0.05 (at 

95% confidence level), the number of sample for this research is 354 respondents, and 

368 respondents are planned as a total sample sizes in order to cover the non-response 
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error. Therefore, a total of 368 firms were randomly selected from the databases of 

Myanmar Micro, Small and Medium Enterprise Survey 2017. 

Table 3.1: Total Population and Sample Size for SMEs in Yangon City, Myanmar 

Nature of SMEs Population size 
Sample size +  

non-response error 

SMEs in Yangon which utilize 

ICT for their business 
4500 354 + 14 

Total Sample Size 368 

 

 

3.2.2 Sample Characteristics 

 When it comes to legal structure of SMEs as per respondents, 131 (36%) are 

Family businesses, 68 (18%) are Private firms, 21 (6%) are Partnerships, 0 (0%) is for 

Cooperative, 123 (33%) are Limited companies, with the remainder 25 (7%) are Joint 

ventures. And, the classifications of SMEs as per respondents for small size are: 

Manufacturing (18%), Labour intensive manufacturing (1%), Wholesales (4%), Retails 

(7%), Services (22%) and others (0%). For medium size: Manufacturing (6%), Labour 

intensive manufacturing (0%), Wholesales (4%), Retails (3%), Services (29%) and others 

(6%). In terms of the length of internet access, 41 SMEs (11%) have been connected to 

internet in 1 year and less, 102 SMEs (28%) had between 1 and 2 years and the 

remaining 225 SMEs (61%) had 2 years and more. Of the sample firms, 174 SMEs (47%) 

have their own web/social media page, while the remaining 194 (53%) are without a 

web/social media page. From the total of 174 SMEs with their own web/social media 

page, 118 have in more than one language. Nearly 37% of the sample firms have been 
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involved in foreign trade activity. The above mentioned characteristics of the sampled 

firms are summarized in the following Table-3.2. Regarding with the respondents 

position in the organization, 212 (58%) are the business owners, 45 (12%) are the chief 

executives, 106 (29%) are the department managers and the remaining 5 (1%) are the 

team leaders.  

According to the area cluster sampling, Yangon City is classically divided into 

four parts (as per Figure-2): Northern, Southern, Eastern and Western Districts. As per 

respondents, 4% are located at Eastern District, 4% are located at North District, 49% 

are located at Southern District and the remaining 43% are located at Western District. 

Therefore, the majority of the sample firms are located in Western and Southern 

districts. 
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Figure 2: Map of Yangon City, Myanmar 
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Table 3.2: Sample Characteristics in Yangon City, Myanmar 

SMEs in Yangon City, Myanmar No. of respondents % of respondents 

Legal structure of SMEs 

Family business 

Private firm 

Partnership 

Cooperative 

Limited Company 

Joint Venture Company 

: total (368) 
: 131 

: 68 

: 21 

: 0 

: 123 

: 25 

: total (100%) 
: 36% 

: 18% 

: 6% 

: 0% 

: 33% 

: 7% 

Geographical location 

Western district 

Southern district 

Eastern district 

Northern district 

:  total (368) 
: 158 

: 180 

: 15 

: 15 

:  total (100%) 
: 43% 

: 49% 

: 4% 

: 4% 

SMEs’ classification 

For Small 

Manufacturing 

Labour-intensive manufacturing 

Wholesale 

Retail 

Service 

Other 

Total 

For Medium 

Manufacturing 

Labour-intensive manufacturing 

Wholesale 

Retail 

Service 

Other 

Total 

SMEs’ classification 

For Small  
: 66 

: 5 

: 16 

: 26 

: 82 

: 0 

: 195 

For Medium 

: 21 

: 0 

: 16 

: 10 

: 104 

: 22 

: 173 

SMEs’ classification 

For Small 

: 18% 

: 1% 

: 4% 

: 7% 

: 22% 

: 0% 

: 52% 

For Medium 

: 6% 

: 0% 

: 4% 

: 3% 

: 29% 

: 6% 

: 48% 

Length of connection to internet 

1 year and less 

1-2 years 

2 years and more 

:  total (368) 
: 41 

: 102 

: 225 

:  total (100%) 
: 11% 

: 28% 

: 61% 

Existence of web/ social media page 

Yes 

No 

:  total (368) 
: 174 

: 194 

:  total (100%) 
: 47% 

: 53% 

Having web sites in multiple languages 

Yes 

No 

:  total (368) 
: 118 

: 250 

:  total (100%) 
: 32% 

: 68% 

Involvement in foreign trade activity 

Yes 

No 

:  total (368) 
: 137 

: 231 

:  total (100%) 
: 37% 

: 63% 

Total :  total (368) :  total (100%) 
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3.3 Research Tools/Instruments 

The study basically aims at identifying the factors influential on EC usage. To 

obtain adequate quantitative information on these factors, a survey questionnaire was 

designed based on objectives and conceptual framework of the study. In addition, the 

questionnaire was developed base on knowledge of literature review, the exclusive 

use of questions was considered important to fulfil the focus objective (Zikmund, 

2000). The questionnaires had 4 sections as per adopted sources (E. Kaynak, E. 

Tatoglu, V. Kula, 2005, Rogers, 1995; Soh, Mah, Gan, Chew & Reid, 1997) which 

have 54 questions, were distributed for 368 questionnaires among small and medium 

enterprise in Yangon City, Myanmar. After all, these questionnaires shall be filled by 

entrepreneurs, business owners and upper management persons of SMEs in order to 

capture entire business direction. 

 

3.4 Data Collection 

In line with business research, this study adopted the number of employees as 

the base for the definition of SMEs in consistent with 2015 SME development law by 

government of Myanmar. As an another focus point, the sample companies was to 

have connection to internet at the time of conducting the survey in order to reflect the 

objective of this study, to analysis the factors affecting SMEs decision to adopt and 
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continue to use the internet for EC. Six classifications of SMEs could be included in 

the sampling frame in order to envelop the every sector of SMEs in Yangon City. 

The estimated percentage of respondent is 96% (354 out of 368), which means 

368 questionnaires will distribute in Yangon City so as to cover the non-response error 

and then minimum expected respond numbers are 354 respondents. In which, 200 will 

be collected from each of  SMEs based on researcher’s contact, network and snowball 

sampling procedures, 168 will be collected from SMEs association which is UMFCCI 

– Union of Myanmar Federation of Chambers of Commerce and Industry by asking 

the support to fill the researcher’ survey as per (Table-3.3). 

Table 3.3: Data Collection Plan for SMEs in Yangon City, Myanmar 

Date Time Place Surveys distributed 

From 5-April-2019  

To     30-April-2019 
- 8:00 – 17:00 

Will visit to each 

SMEs business 

owner’s office. 
= 200 

From 1-May-2019 

To     20-May-2019 
- 8:00 – 17:00 UMFCCI = 168 

Total 
= 368  
= 354 (93 % estimated respondent) 

 

Besides, the data shall be distributed and collected in English languages only. 

Furthermore, as a significant point for the sampling method, a probability sampling 

methods shall be chosen plus simple random sampling procedures would be planned 

for selecting of sampling units. Therefore, questionnaires will be distributed and 

collected at the economic downtown districts of SMEs in Yangon City. In additional, 

questionnaires will be distributed at UMFCCI where tons of business owners are 
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usually come and attend various business seminars in every day. Together with, 

disproportional stratified sample shall be utilized since the sample size for each 

stratum is allocated according to analytical considerations. 

 

 

 

 

 

3.5 Data Analysis 

3.5.1 Descriptive Statistic  

Basically, there are four wide varieties of questionnaire in this study in order 

to obtain adequate quantitative information on focus factors, a survey questionnaire 

was devised drawing upon the prior literature reviewed.  

Generally, the first part of the questionnaire was designed to measure 

demographic and basic individual’s information about the entrepreneurs in Yangon 

City, Myanmar. And the second part of the questionnaire was included to identify the 

respondents’ evaluations on both benefits and limitations of EC, the respondents were 

asked to indicate their level of agreement to internet-based electronic commerce (EC) 

benefits using five-point scales. In addition, both benefits and limitations of internet 

for EC are based on individuals’ experiences (Poon and Swatman, 1999). When it 

comes to the third part of the questionnaire, it was related to variables about 

technology’s dimensions: Diffusion of Innovation. Finally, the last part of the 
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questionnaire was positively focused to adoption intention of electronic commerce by 

SMEs which are located in Yangon City, Myanmar.  

Initially, the first section concerned with characteristics of entrepreneurs 

which were presented from the data collecting by the use of descriptive statistical 

analysis. Likewise, the basis individual information about the entrepreneurs that 

included: age, gender, education, work experience and monthly income. Items were in 

nominal and ordinal scales which were provided in range of choices (Shaila Sarmin 

and Mohammad Ashrafuzzaman, 2017). 

In the second, third and fourth section of questionnaires, they were used Likert 

scale and all of these items were extracted from the current EC literature. In these 

sections, they have been used five response categories which were often believed to 

represent and interval level of measurement (Reips and Funke, 2008). A Likert scale is 

simply a statement in which the respondent is asked to evaluate according to any kind 

of subjective or objective criteria; generally the level of agreement or disagreement is 

measured. Hence the format of a typical five-level Likert item shows as follow (Reips 

and Funke, 2008), 

 

1. Strongly agree    5 scores 

2. Agree     4 scores 

3. Neither agree nor disagree   3 scores 

4. Disagree     2 scores 

5. Strongly disagree    1 score 
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The descriptions of mean were separated by the five interval scales according 

to the formula as followed. It means item with scores, be fell in the ranges of: 

5−1

5
 = 0.8 

4.21 - 5.00 are considered as the strongly agree 

3.41 – 4.20 are considered as agree 

2.61 – 3.40 are considered as neutral 

1.81 – 2.60 are considered as disagree 

1.00 -1.80 are considered as strongly disagree. 

 

 

 

 

 

 

3.5.2 Inferential Statistics 

According to the hypothesis as per mentioned in the previous sections, there 

were five inferential statics analysis that would be studied according to the below 

Table-3.4. 

Table 3.4: Inferential Statics Analysis of this Study 

X Y Stat Analysis 

Characteristics of entrepreneurs 
Adoption Intention of 

Electronic Commerce 
- ANOVA 

Perceived benefits 
Adoption Intention of 

Electronic Commerce 
- Linear Regression 



61 

 

Perceived limitations 
Adoption Intention of 

Electronic Commerce 
- Linear Regression 

Diffusion of Innovation 

(benefits) 
Adoption Intention of 

Electronic Commerce 
- Linear Regression 

Diffusion of Innovation 

(limitation) 
Adoption Intention of 

Electronic Commerce 
- Linear Regression 
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CHAPTER 4 

 

DATA ANALYSIS AND RESULTS 

 

The major point of this chapter is to demonstrate the various results of the 

primary research data and these data had been analyzed by IBM SPSS Statistics 23 

software in order to figure out the research objective. Moreover, the researcher used 

both the descriptive statistics and the inferential statistics which had been examined 

by using not only ANOVA test but also linear regression method. The sample sizes of 

SMEs, 368 questionnaires had been analyzed and which are designed based on the 

previous literature reviews, and the hypotheses of the study. This chapter has consists 

of 9 parts as following: 

4.1 Number of Analysis 

4.2 Characteristics of Entrepreneurs (Descriptive Statistics) 

4.3 Perceived Benefits & Limitations (Descriptive Statistics) 

4.4 Diffusion of Innovation (Descriptive Statistics) 

4.5 Intention to Adopt Electronic Commerce (Descriptive Statistics) 

4.6 Characteristics of Entrepreneurs (Inferential Statistics) 

4.7 Perceived Benefits & Limitations (Inferential Statistics) 

4.8 Diffusion of Innovation (Inferential Statistics) 

4.9 Reliability Analysis of Research Questionnaires 
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4.10 Summary of Hypothesis Testing 

 

4.1 Number of Analysis 

First of all, there are eleven number of analysis which had been analyzed 

according to the research framework and it is shown in Table 4.1. Moreover, a set of 

368 sample sizes had randomly been collected throughout Yangon, Myanmar in order 

to make the sample sufficiently large but also manageable. 

Table 4.1: Number of Analysis 

No. Analysis of Statistics Value Display 

1 Characteristics of entrepreneurs Descriptive Frequency & % 

2 Perceived benefit Descriptive Mean & SD 

3 Perceived limitation Descriptive Mean & SD 

4 DOI (benefit) Descriptive Mean & SD 

5 DOI (limitation) Descriptive Mean & SD 

6 Intention to adopt Descriptive Mean & SD 

7 Hypothesis 1 Inferential ANOVA 

8 Hypothesis 2 Inferential Linear Regression 

9 Hypothesis 3 Inferential Linear Regression 

10 Hypothesis 4 Inferential Linear Regression 

11 Hypothesis 5 Inferential Linear Regression 

 

 

4.2 Characteristics of Entrepreneurs (Descriptive Statistics) 

In line with business research framework, there are five categories under the 

characteristics of entrepreneurs as per shown in Table 4.2. These had been composed 
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of age, gender, education level, working experiences and monthly income. And the 

total numbers of respondents were 368 SMEs respectively.  

 

 

 

Table 4.2: Characteristics of Entrepreneurs (Descriptive Statistics) 

 Age Gender 
Education 

Level 

Work 

Experience 

Monthly 

Income 

Total 368 368 368 368 368 

 

The frequency and percentage of demographic information for age were 

summarized in Table 4.3. There were 235 respondents (63.9%) in the largest group that 

age between 21 to 30, there were 79 respondents (21.5%) in the second large group that 

age between 31 to 40, there were 25 respondents (6.8%) in the smallest group that age 

between 41 to 50, and there were 29 respondents (7.9%) that age above 50 according to 

the result of Table 4.3. 

Table 4.3: Age Information 

Age Frequency Percent Valid Percent 
Cumulative 

Percent 

21 - 30 235 63.9 63.9 63.9 

31 - 40 79 21.5 21.5 85.3 

41 - 50 25 6.8 6.8 92.1 

Above 50 29 7.9 7.9 100.0 

Total 368 100.0 100.0 - 
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The Table 4.4 showed that the gender which includes male, female and other. 

Among 368 respondents, there were 161 male respondents account for 43.8%, 207 

female respondents account for 56.3% and 0 % respondents for other gender. The 

proportion of female group was a bit large compared to the male group. 

 

 

 

Table 4.4: Gender Information 

Gender Frequency Percent Valid Percent 
Cumulative 

Percent 

Male 161 43.8 43.8 43.8 

Female 207 56.3 56.3 100.0 

Other 0 0.0 0.0 - 

Total 368 100.0 100.0 - 

 

When it comes to Education level, there were 15 respondents (4.1%) in the 

group who are High School Passed, there were 299 respondents (81.3%) in the largest 

group who are Bachelor’s Degree Holder, there were 49 respondents (13.3%) in the 

second large group who are Master’s Degree Holder, and there were only 5 

respondents (1.4%) in the smallest group who are Doctor’s Degree Holder as per shown 

in Table 4.5 respectively. 

Table 4.5: Education Level Information 

Education Frequency Percent Valid Percent 
Cumulative 

Percent 

High School Passed 15 4.1 4.1 4.1 
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Bachelor's Degree Holder 299 81.3 81.3 85.3 

Master's Degree Holder 49 13.3 13.3 98.6 

Doctor's Degree Holder 5 1.4 1.4 100.0 

Total 368 100.0 100.0 - 

 

Regarding with the Wok Experience based on the total respondents, the largest 

group who had less than 5 years work experience were 171 respondents (46.5%), the 

second large group who had 5 to 10 years work experience were 85 respondents 

(23.1%), and the following who had 11 to 20 years work experience were 83 

respondents (22.6%). And the remaining which is smallest group who had more than 20 

years work experience were 29 respondents (7.9%) as per shown in Table 4.6 

correspondingly. 

Table 4.6: Work Experience Information 

Work Experience Frequency Percent Valid Percent 
Cumulative 

Percent 

Less than 5 yrs 171 46.5 46.5 46.5 

5 yrs - 10 yrs 85 23.1 23.1 69.6 

11 yrs - 20 yrs 83 22.6 22.6 92.1 

More than 20 yrs 29 7.9 7.9 100.0 

Total 368 100.0 100.0 - 

 

At last not least, Monthly Income is one of the important sub-variable in the 

characteristics of entrepreneurs. As per Table 4.7, there were 51 respondents (13.9%) for 

the entrepreneurs who get less than 499 USD, the biggest number were 204 

respondents (55.4%) for the entrepreneurs who get between 500 – 1499 USD, the next 

large one were 85 respondents (23.1%) for the entrepreneurs who get between 1500 – 
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2499 USD, and the final one were the lowest respondents which had 28 respondents 

(7.6%) for the entrepreneurs who get more than 2500 USD for monthly income. 

Table 4.7: Monthly Income Information 

Monthly Income Frequency Percent Valid Percent 
Cumulative 

Percent 

Less than 499 USD 51 13.9 13.9 13.9 

500 - 1499 USD 204 55.4 55.4 69.3 

1500 - 2499 USD 85 23.1 23.1 92.4 

More than 2500 USD 28 7.6 7.6 100.0 

Total 368 100.0 100.0 - 

 

 

4.3 Perceived Benefits & Limitations (Descriptive Statistics) 

Firstly, according to statistics point of view, perceived benefits and limitations 

are the continuous data and the result of values is displayed by mean and standard 

deviation in order to figure it out which fact is the most agree among respondents. 

Therefore, there are certain dimensions that respondents are not only most agreed but 

also few agreed on the following facts. 

For perceived benefits as per the Table 4.8, indicated that respondents most 

agree with: “A means of providing better customer service” (mean=4.02). The second 

most agree with: “Creating new business opportunity” (mean=3.91). The third most 

agree with: “Enhancing the company image” (mean=3.87). There are statements with 

two equal lowest mean values which mean only few respondents are agreed that 
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subsequent facts are: “Decreases in sales staff’s travel time” and “Saving in telephone 

bills” (mean=3.14) 

Table 4.8: Perceived Benefits 

Perceived Benefits N Minimum Maximum Mean 
Std. 

Deviation 

Creating new business opportunities 368 1 5 3.91 .881 

Getting more efficient service from suppliers 368 1 5 3.64 .905 

Gathering information about potential markets 368 1 5 3.85 .891 

Enhancing the company image 368 1 5 3.87 .829 

Creating a global image 368 1 5 3.70 .961 

A means of providing better customer service 368 1 5 4.02 .868 

Online sales and operation 368 1 5 3.70 1.179 

Monitoring the performance of competitors 368 1 5 3.85 1.088 

Cost reduction in advertising expenditures 368 1 5 3.76 .958 

Providing more effective promotion 368 1 5 3.86 .913 

Increase in sales 368 1 5 3.78 .965 

Low-cost communication 368 1 5 3.68 .993 

24 h accessibility 368 1 5 3.42 1.090 

Easy access to potential customers 368 1 5 3.74 .910 

Easy access to international markets 368 1 5 3.59 .986 

Decrease in sales staff’s travel time 368 2 5 3.14 .950 

Savings in telephone bills 368 1 5 3.14 .992 

 

 

In perceived limitations, Table 4.9 indicated that the majority of respondents 

most agree with: “Technically complex to use” (mean=2.98). The second most agree 

with: “Lack of legal regulation” (mean=2.83). The third most agree with: “Unfamiliarity 

with internet use” (mean=2.82). On the other hand, statements with the low mean value 

are “Uncertainty regarding the message delivery” (mean=2.71). In additional, statements 

with lowest mean value are: “Limited number of internet users” (mean=2.62). 

Table 4.9: Perceived Limitations 

Perceived Limitations N 
Minimu

m 

Maxim

um 
Mean 

Std. 

Deviation 
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High installation costs 368 1 5 2.74 1.043 

Unfamiliarity with internet use 368 1 5 2.82 1.015 

No efficiency in operations 368 1 5 2.81 1.054 

No reduction in operating costs 368 1 5 2.72 .962 

Technically complex to use 368 1 5 2.98 .982 

Suppliers and/or customers being 

offline 
368 1 5 2.75 .946 

Limited number of internet users 368 1 5 2.62 1.037 

Lack of legal regulations 368 1 5 2.83 .997 

Risk of dissipation of 

company-specific knowledge 
368 1 5 2.80 .971 

Uncertainty regarding the message 

delivery 
368 1 5 2.71 .965 

 

 

 

 

4.4 Diffusion of Innovation (Descriptive Statistics) 

Initially, the similarity between the former perceived benefits & limitations 

and diffusion of innovation is that they are the continuous data and the result of values 

is displayed by mean and standard deviation as well in order to figure it out which fact 

is the most agree among respondents. 

For diffusion of innovation (benefits) as per the Table 4.10, indicated that 

respondents most agree with: “Internet shall be helped establish stronger links with 

your clients or other organizations” (mean=3.93). The second most agree with: “Internet 
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shall be helped your company develop new business opportunities” (mean=3.91). The 

third most agree with: “Internet shall be enhanced the corporate image of your 

company” (mean=3.88). Statements with lowest mean value are: “Your company faces 

no financial constraints in experimenting with Internet-based EC” (mean=3.24). 

 

 

 

 

 

 

 

 

 

 

 

 

Table-4.10: DOI (Benefits) 

DOI (Benefits) N 
Minim

um 

Maximu

m 
Mean 

Std. 
Deviati

on 

Your Company will be satisfied with the use of EC in the business. 368 2 5 3.76 .818 

Internet shall be enhanced the corporate image of your company. 368 2 5 3.88 .848 

Internet shall be helped establish stronger links with your clients or other 

organizations. 368 2 5 3.93 .797 

Internet shall be helped your company develop new business opportunities. 368 2 5 3.91 .917 

Internet shall be helped reduce the costs of information marketing and 

advertising, customer service and support, information gathering and 

telecommuting. 
368 2 5 3.87 .877 

Internet shall be helped increase sales in your company. 368 2 5 3.73 .874 

Internet shall be enlarged market share of your company. 368 2 5 3.65 .872 

The adoption of EC is consistent with the values, beliefs and business needs 

of your company. 368 2 5 3.62 .814 

There is sufficient support for the adoption of EC from your top management. 368 2 5 3.77 .861 

There is no or only minimal resistance to change from your staff in order to 

adopt Electronic Commerce. 368 1 5 3.39 .950 
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Your company has no fear of time slippage when experimenting with 

Internet-based EC. 368 1 5 3.33 .924 

Your company faces no financial constraints in experimenting with Internet-
based EC. 

368 1 5 3.24 .889 

Your company perceived Internet-based EC to be trialable before committing 

more resources to it. 
368 2 5 3.43 .792 

Your company believes that the use of Internet-based EC will be highly 

valued. 
368 1 5 3.69 .892 

Your company thinks that most firms will adopt the use of EC. 368 1 5 3.61 .978 

Your company does not face limitations to the use of the Internet-based EC 

for business. 
368 1 5 3.61 .910 

Your company observes the success of similar initiatives by other companies. 368 2 5 3.56 .827 

Your company finds that the use of Internet-based EC will become essential. 368 1 5 3.67 .932 

 

When it comes to diffusion of innovation (benefits) as per the Table 4.10, 

indicated that respondents most agree with: “Internet shall be helped establish stronger 

links with your clients or other organizations” (mean=3.93). The second most agree 

with: “Internet shall be helped your company develop new business opportunities” 

(mean=3.91). The third most agree with: “Internet shall be enhanced the corporate image 

of your company” (mean=3.88). Statements with lowest mean value are: “Your company 

faces no financial constraints in experimenting with Internet-based EC” (mean=3.24). 

 

 

 

 

Table 4.11: DOI (Limitations) 

DOI (limitations) N 
Minim

um 

Maxim

um 
Mean 

Std. 

Deviati

on 

Your company has encountered 

problems with locating desired 

information in relation to EC. 
368 1 5 2.82 .841 

There are rapid changes and 

technological advances in EC. 
368 1 5 2.82 .838 

There are technical constraints about 368 1 5 2.74 .872 
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adopting EC. 

There are problems relating to the 

complexity of the application of EC the 

skills and training required. 
368 1 5 2.98 .922 

 

Concerning for diffusion of innovation (limitations) as per the Table 4.11 

indicated that respondents most agree with: “There are problems relating to the 

complexity of the application of EC the skills and training required” (mean=2.98). 

Remark fully, statements rank as the middle two in terms of equal mean value 

(mean=2.82) are: “Your company has encountered problems with locating desired 

information in relation to EC” and “There are rapid changes and technological 

advances in EC”. After all, statements with lowest mean value are: “There are technical 

constraints about adopting EC” (mean=2.74). 

 

4.5 Intention to Adopt Electronic Commerce (Descriptive Statistics) 

Regarding with intention to adopt electronic commerce by SMEs, from Table 

4.12, the result shows that respondents most satisfied with “I will study more about EC 

in order to adopt in my organization effectively” (mean=4.08). Second most satisfied 

with “I will definitely adopt EC by full ranges in the future” (mean=3.97). And then 

satisfied with “If I want to extend my business globally, I will adopt EC” (mean=3.92). 

Statements ranks as the last two in terms of mean value are: “I am willing to 

spend extra to extend EC more and more” (mean=3.81); “In my next investment plan, 

EC is my priority selection” (mean=3.62). 
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Table 4.12: Intention to Adopt EC by SMEs 

Extent of EC adoption N 
Mini

mum 

Maxi

mum 
Mean 

Std. 

Deviation 

I will definitely adopt EC by full ranges in the 

future. 
368 1 5 3.97 .823 

In my next investment plan, EC is my priority 

selection. 
368 1 5 3.62 .920 

I am willing to spend extra to extend EC more 

and more. 
368 2 5 3.81 .890 

If I want to extend my business globally, I 

will adopt EC. 
368 1 5 3.92 .852 

I will study more about EC in order to adopt 

in my organization effectively. 
368 2 5 4.08 .746 

 

 

4.6 Characteristics of Entrepreneurs (Inferential Statistics) 

First of all, the significance of hypothesis 1 (H1) is to figure out that there will 

be a relation between the characteristic of entrepreneurs and the intention to adopt the 

electronic commerce (EC) by SMEs. Therefore, each sub-variable (age, gender, 

education, work experience, and monthly income) under the characteristics of 

entrepreneurs had been analyzed by mean of ANOVA test. 

Firstly, as per shown in Table 4.13, ANOVA table appeared Sig.=0.000, it 

means that Age, sub-variable which is one of the characteristics of entrepreneurs had 

very significant statistical effect and can predict dependent variable (Intention to adopt 

EC by SMEs). Moreover, Table 4.14 is the multiple comparisons among the different 

Ages. There was a very significant statistical effect on the difference between 21-30 

age groups and above 50 age groups (Sig.=0.001). Besides, as per Table 4.15, between 
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these significant groups, 21-30 age groups had a higher mean of dependent variables 

(Mean=3.9685). 

Table 4.13: ANOVA Test for Age 

ANOVA 

Intention_ Value   

Age Sum of Squares df Mean Square F Sig. 

Between Groups 8.171 3 2.724 6.153 .000 

Within Groups 161.128 364 .443 - - 

Total 169.299 367 - - - 

 

Table 4.14: Scheffe Test for Age 

Multiple Comparisons 

Dependent Variable:   Intention_Value 

(I) Age (J) Age 
Mean 

Difference (I-J) 
Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

21 - 30 

31 - 40 .19636 .08653 .163 -.0467 .4394 

41 - 50 .07251 .13996 .966 -.3206 .4656 

Above 50 .52023* .13095 .001 .1524 .8880 

31 - 40 

21 - 30 -.19636 .08653 .163 -.4394 .0467 

41 - 50 -.12385 .15267 .883 -.5527 .3050 

Above 50 .32388 .14446 .172 -.0818 .7296 

41 - 50 

21 - 30 -.07251 .13996 .966 -.4656 .3206 

31 - 40 .12385 .15267 .883 -.3050 .5527 

Above 50 .44772 .18158 .110 -.0623 .9577 

Above 50 

21 - 30 -.52023* .13095 .001 -.8880 -.1524 

31 - 40 -.32388 .14446 .172 -.7296 .0818 

41 - 50 -.44772 .18158 .110 -.9577 .0623 

*. The mean difference is significant at the 0.05 level. 

 

 

Table 4.15: Descriptive for Age 

Descriptive 



75 

 

Intention_Value   

Age N Mean 
Std. 

Deviation 
Std. Error 

95% Confidence Interval 

for Mean Minim

um 

Maxim

um Lower 

Bound 

Upper 

Bound 

21 - 30 235 3.9685 .59960 .03911 3.8915 4.0456 2.60 5.00 

31 - 40 79 3.7722 .83986 .09449 3.5840 3.9603 2.00 5.00 

41 - 50 25 3.8960 .45137 .09027 3.7097 4.0823 3.40 4.80 

Above 50 29 3.4483 .78131 .14509 3.1511 3.7455 2.20 4.40 

Total 368 3.8804 .67919 .03541 3.8108 3.9501 2.00 5.00 

 

Secondly, as per shown in Table 4.16 for gender, ANOVA table appeared 

Sig.=0.079, it means that Gender, sub-variable which is one of the characteristics of 

entrepreneurs had a slightly significant effect and cannot predict dependent variable, 

since researchers have used the 95% confidence level as a 5% tolerance for error, 

traditionally (Intention to adopt EC by SMEs). 

Table 4.16: ANOVA Test for Gender 

ANOVA 

Intention_ Value   

Gender Sum of Squares df Mean Square F Sig. 

Between Groups 1.422 1 1.422 3.101 .079 

Within Groups 167.877 366 .459 - - 

Total 169.299 367 - - - 

 

Thirdly, as per shown in Table 4.17 for Education Level, ANOVA table 

appeared Sig.=0.018, it means that education, sub-variable which is one of the 

characteristics of entrepreneurs had statistical significant effect and can predict 

dependent variable (Intention to adopt EC by SMEs). Moreover, Table 4.18 is the 

multiple comparisons among the different Education Levels. There was a slightly 

significant effect (α=10%) on difference between High School Passed groups and 
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Bachelor's Degree Holder groups (Sig.=0.083). Besides, as per Table 4.19, between 

these significant groups, High School Passed groups had a higher mean of dependent 

variables (Mean=4.2933). 

Table 4.17: ANOVA Test for Education Level 

ANOVA 

Intention_ Value   

Education Level Sum of Squares df Mean Square F Sig. 

Between Groups 4.610 3 1.537 3.396 .018 

Within Groups 164.690 364 .452 - - 

Total 169.299 367 - - - 

 

Table 4.18: Scheffe Test for Education Level 

Multiple Comparisons 

Dependent Variable:   Intention_Value   

(I) Education 

Level 
(J) Education Level 

Mean 

Difference 

(I-J) 
Std. Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

High 

School 

Passed 

Bachelor's Degree Holder .46190 .17798 .083 -.0380 .9618 

Master's Degree Holder .26068 .19849 .632 -.2968 .8181 

Doctor's Degree Holder .21333 .34735 .945 -.7622 1.1889 

Bachelor's 

Degree 

Holder 

High School Passed -.46190 .17798 .083 -.9618 .0380 

Master's Degree Holder -.20121 .10367 .289 -.4924 .0899 

Doctor's Degree Holder -.24856 .30332 .880 -1.1005 .6033 

Master's 

Degree 

Holder 

High School Passed -.26068 .19849 .632 -.8181 .2968 

Bachelor's Degree Holder .20121 .10367 .289 -.0899 .4924 

Doctor's Degree Holder -.04735 .31579 .999 -.9343 .8396 

Doctor's 

Degree 

Holder 

High School Passed -.21333 .34735 .945 -1.1889 .7622 

Bachelor's Degree Holder .24856 .30332 .880 -.6033 1.1005 

Master's Degree Holder .04735 .31579 .999 -.8396 .9343 

 

 

 



77 

 

 

Table 4.19: Descriptive for Education Level 

Descriptive 

Intention_Value   

Education Level N Mean 
Std. 

Deviation 
Std. Error 

95% Confidence 

Interval for Mean Mini

mum 

Maxi

mum Lower 

Bound 

Upper 

Bound 

High School Passed 15 4.2933 .47729 .12324 4.0290 4.5576 3.80 5.00 

Bachelor's Degree Holder 299 3.8314 .69433 .04015 3.7524 3.9105 2.00 5.00 

Master's Degree Holder 49 4.0327 .60875 .08696 3.8578 4.2075 3.00 5.00 

Doctor's Degree Holder 5 4.0800 .10954 .04899 3.9440 4.2160 4.00 4.20 

Total 368 3.8804 .67919 .03541 3.8108 3.9501 2.00 5.00 

 

Fourthly, as per Table 4.20, ANOVA table appeared Sig.=0.000, it means that 

work experience, sub-variable which is one of the characteristics of entrepreneurs had 

very significant statistical effect and can predict dependent variable (Intention to adopt 

EC by SMEs). Moreover, Table 4.21 is the multiple comparisons among the different 

Work Experiences. Specially, there was very significant statistical effect of 5-10yrs 

groups on other all remaining groups (Sig.=0.000). Besides, there was a statistical 

significant effect on the difference between less than 5yrs groups and above more 

than 20 yrs groups (Sig.=0.012). As per Table 4.22, between these significant groups, 5-

10yrs groups had a higher mean of dependent variables (Mean=4.32). 

Table 4.20: ANOVA Test for Work Experience 

ANOVA 

Intention_ Value   

 Sum of Squares df Mean Square F Sig. 

Between Groups 26.284 3 8.761 22.299 .000 

Within Groups 143.015 364 .393 - - 

Total 169.299 367 - - - 
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Table 4.21: Scheffe Test for Work Experience 

Multiple Comparisons 

Dependent Variable:   Intention_Value   

(I) Work 

Experience 
(J) Work Experience 

Mean 

Difference 

(I-J) 

Std. Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Less than 5 yrs 

5 yrs - 10 yrs -.48140* .08319 .000 -.7150 -.2478 

11 yrs - 20 yrs .16149 .08385 .296 -.0740 .3970 

More than 20 yrs .41791* .12588 .012 .0644 .7715 

5 yrs - 10 yrs 

Less than 5 yrs .48140* .08319 .000 .2478 .7150 

11 yrs - 20 yrs .64289* .09673 .000 .3712 .9146 

More than 20 yrs .89931* .13480 .000 .5207 1.2779 

11 yrs - 20 yrs 

Less than 5 yrs -.16149 .08385 .296 -.3970 .0740 

5 yrs - 10 yrs -.64289* .09673 .000 -.9146 -.3712 

More than 20 yrs .25642 .13521 .310 -.1233 .6362 

More than 20 yrs 

Less than 5 yrs -.41791* .12588 .012 -.7715 -.0644 

5 yrs - 10 yrs -.89931* .13480 .000 -1.2779 -.5207 

11 yrs - 20 yrs -.25642 .13521 .310 -.6362 .1233 

*. The mean difference is significant at the 0.05 level. 

 

Table 4.22: Descriptive for Work Experience 

Descriptive 

Intention_Value   

 N Mean 
Std. 

Deviation 
Std. Error 

95% Confidence Interval 

for Mean Minim

um 

Maxim

um Lower 

Bound 

Upper 

Bound 

Less than 5 yrs 171 3.8386 .56038 .04285 3.7540 3.9232 2.60 4.80 

5 yrs - 10 yrs 85 4.3200 .52933 .05741 4.2058 4.4342 3.40 5.00 

11 yrs - 20 yrs 83 3.6771 .78450 .08611 3.5058 3.8484 2.00 5.00 

More than 20 yrs 29 3.4207 .74708 .13873 3.1365 3.7049 2.20 4.20 
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Total 368 3.8804 .67919 .03541 3.8108 3.9501 2.00 5.00 

 

 

 

Finally, as per shown in Table 4.23, ANOVA table appeared Sig.=0.000, it 

means that monthly income which is a final sub-variable of the characteristics of 

entrepreneurs had very significant statistical effect and can predict dependent variable 

(Intention to adopt EC by SMEs). Moreover, Table 4.24 is the multiple comparisons 

among the different Monthly Incomes. Specially, there was very significant statistical 

effect between less than 499 USD groups and 500-1499 USD groups (Sig.=0.000). 

Besides, there was another very significant statistical effect between 500-1499 USD 

groups and 1500-2499 USD groups (Sig.=0.003).  From Table 4.25, less than 499 USD 

groups had a higher mean of dependent variables among them (Mean=4.1765). 

Table 4.23: ANOVA Test for Monthly Income 

ANOVA 

Intention_ Value   

 Sum of Squares df Mean Square F Sig. 

Between Groups 11.652 3 3.884 8.968 .000 

Within Groups 157.647 364 .433 - - 

Total 169.299 367 - - - 
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Table 4.24: Scheffe Test for Monthly Income 

Multiple Comparisons 

Dependent Variable:   Intention_Value   

(I) Monthly Income (J) Monthly Income 

Mean 

Difference 

(I-J) 

Std. Error Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Less than 499 USD 

500 - 1499 USD .44804* .10303 .000 .1587 .7374 

1500 - 2499 USD .12941 .11656 .745 -.1980 .4568 

More than 2500 USD .23361 .15479 .518 -.2011 .6684 

500 - 1499 USD 

Less than 499 USD -.44804* .10303 .000 -.7374 -.1587 

1500 - 2499 USD -.31863* .08496 .003 -.5572 -.0800 

More than 2500 USD -.21443 .13263 .456 -.5869 .1581 

1500 - 2499 USD 

Less than 499 USD -.12941 .11656 .745 -.4568 .1980 

500 - 1499 USD .31863* .08496 .003 .0800 .5572 

More than 2500 USD .10420 .14340 .913 -.2985 .5070 

More than 2500 USD 

Less than 499 USD -.23361 .15479 .518 -.6684 .2011 

500 - 1499 USD .21443 .13263 .456 -.1581 .5869 

1500 - 2499 USD -.10420 .14340 .913 -.5070 .2985 

*. The mean difference is significant at the 0.05 level. 

 

Table 4.25: Descriptive for Monthly Income 

Descriptive 

Intention_Value   

 N Mean 
Std. 

Deviation 

Std. 

Error 

95% Confidence Interval 

for Mean Minimu

m 

Maximu

m Lower 

Bound 

Upper 

Bound 
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Less than  

499 USD 
51 4.1765 .46758 .06547 4.0450 4.3080 3.40 5.00 

500 - 1499 USD 204 3.7284 .69889 .04893 3.6320 3.8249 2.00 5.00 

1500 - 2499 USD 85 4.0471 .72154 .07826 3.8914 4.2027 2.40 5.00 

More than 2500 

USD 
28 3.9429 .37656 .07116 3.7968 4.0889 3.20 4.60 

Total 368 3.8804 .67919 .03541 3.8108 3.9501 2.00 5.00 

 

 

4.7 Perceived Benefits & Limitations (Inferential Statistics) 

Started from the hypothesis 2 (H2), linear regression method had been utilized 

in order to figure it out is there positive or negative relationship between dependent 

variable (intention to adopt EC by SMEs) and independent variables (perceived 

benefits & limitations). First of all, according to the regression analysis (Table 4.26), R 

square value which was 0.363; the linear regression explains perceived benefits in the 

model had been able to predict 36.3% of the intention to adopt EC by SMEs. 

Considered with Adjusted R square value, it showed that value at 0.362. 

Table 4.26: R Square for Perceived Benefits 

R square 

R R Square Adjusted R Square Std. Error of the Estimate 

.603a .363 .362 .54266 

a. Predictors: (Constant), Perceived_Benefits 

 

Moreover, as illustrated in Table 4.27, ANOVA table appeared Sig.=0.000, 

which means four sub-variables: market development, efficiency of sales & 

promotion, ease of accessibility and cost reduction under the main variable: perceived 

benefits had at least one sub-variable which was very significant statistical effect on 
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the dependent variable; the intention to adopt EC by SMEs. According to the F-test, it 

was 208.916, considering the significant level which was Sig.=0.000 which is below 

level of significant or the alpha level (1%) for the hypothesis test. The null hypothesis 

(H2) of perceived benefits was rejected. It means that perceived benefits had influence 

on the intention to adopt EC by SMEs. 

 

 

 

Table 4.27: ANOVA Test for Perceived Benefits 

ANOVA 

 
Sum of 

Squares 
df Mean Square F Sig. 

Regression 61.521 1 61.521 208.916 .000b 

Residual 107.778 366 .294 - - 

Total 169.299 367 - - - 

a. Dependent Variable: Intention_Value 

b. Predictors: (Constant), Perceived_Benefits 

 

Specifically, it can be seen that Sig. value of each variable were: Market 

Development (t = 5.004, Sig = 0.000), Efficiency of Sales & Promotion (t = 6.513, Sig = 

0.000), Ease of Accessibility (t = -1.070, Sig = 0.285), and Cost Reduction (t = 3.112, Sig 

= 0.002) as stated in Table 4.28. Moreover, the relationships found that majority were 

all positives, implying that the greater in perceived benefits are the more intention to 

adopt EC by SMEs in Yangon. However, ease of accessibility did not affect the 

intention to adopt EC by SMEs at a statistical significant level at 95%. Therefore, H2 
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was moderately supported, in that three out of four perceived benefits related to the 

intention to adopt EC by SMEs in Yangon. 

This paper’s variables will be abbreviated as: Intention for the intention to 

adopt the EC by SMEs in Yangon, MD for market development, ESP for efficiency of 

sales & promotion, EA for ease of accessibility, and CR for cost reduction. Finally, 

based on the analysis result above shown by perceived benefits, it can be written the 

equation of intention to adopt EC by SMEs as: 

 

Intention = 1.32 + 0.312MD + 0.331ESP – 0.06EA + 0.104CR 

 

 

Table 4.28: Coefficients Table by Perceived Benefits 

Coefficients 

 

Un-standardized 

Coefficients 

Standardized 

Coefficients t Sig. 
Col-linearity Statistics 

B Std. Error Beta Tolerance VIF 

 

(Constant) 1.320 .187 - 7.057 .000 - - 

MD_ Value .312 .062 .286 5.004 .000 .515 1.942 

ESP_ Value .331 .051 .410 6.513 .000 .425 2.352 

EA_ Value -.060 .056 -.072 -1.070 .285 .376 2.660 

CR_ Value .104 .034 .136 3.112 .002 .878 1.139 

a. Dependent Variable: Intention_ Value 

 

Secondly, perceived limitations had been independently analyzed by linear 

regression method as per the research hypothesis 3 (H3) which is unlike to not only the 

literature reviews but also the adopted sources. Regarding to the regression analysis 

from Table 4.29, the relationship between perceived limitations and the intention to 
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adopt EC by SMEs in Yangon is considered with R square value which was 0.22. That 

can be understood, independent variable: perceived limitations can explain about one-

fifth of the variation of dependent variable: Intention to adopt EC by SMEs. 

Considered with adjusted R Square value, it showed the value at 0.218.  

Table 4.29: R Square for Perceived Limitations 

R Square 

R R Square Adjusted R Square Std. Error of the Estimate 

.469a .220 .218 .60076 

a. Predictors: (Constant), Perceived_Limitations 

 

 

 

 

According to the F-test was 103.092 as per Table 4.30, considered the result of 

significant level was Sig.=0.000 which is below level of significant or the alpha level 

(1%) for the hypothesis test. The null hypothesis (H3) of perceived limitations was 

rejected. It means that perceived limitations had influence on the intention to adopt the 

EC by SMEs. 

Table 4.30: ANOVA Test for Perceived Limitations 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

 Regression 37.207 1 37.207 103.092 .000b 

Residual 132.092 366 .361 - - 

Total 169.299 367 - - - 

a. Dependent Variable: Intention_Value 

b. Predictors: (Constant), Perceived_Limitations 
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Multiple regression analysis responded that the perceived limitations affected 

the intention to adopt EC by SMEs in Yangon with a negative direction. Specifically, 

it can be seen that Sig. value of each variable were: Cost Disadvantage (t = -11.66, Sig = 

0.000), Limited Number of Users (t = -6.045, Sig = 0.000), and Security Concern (t = 

7.971, Sig = 0.000) as illustrated in Table 4.31. Moreover, the relationships found that 

majority were negative, implying that the greater in the perceived limitations are the 

less intention to adopt EC by SMEs. Therefore, H3 was supported, in that perceived 

limitations were related to the intention to adopt EC by SMEs in Yangon. 

 

 

 

 

This paper’s variables will be abbreviated as: Intention for intention to adopt 

the EC by SMEs in Yangon, CD for cost disadvantage, LNU for limited number of 

users, and SC for security concern. Thus, the reasonable multiple regression equation 

by perceived limitations for the intention to adopt EC by SMEs in Yangon is:  

 

Intention = 5.039 – 0.554CD – 0.242LNU + 0.386SC 

 

Table 4.31: Coefficients Table by Perceived Limitations 

Coefficients 

 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

 (Constant) 5.039 .110 - 45.878 .000 
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CD_ Value -.554 .048 -.679 -11.660 .000 

LNU_ Value -.242 .040 -.311 -6.045 .000 

SC_ Value .386 .048 .482 7.971 .000 

a. Dependent Variable: Intention_ Value 

 

 

4.8 Diffusion of Innovation (Inferential Statistics) 

As a final independent variable based on the research framework, diffusion of 

innovation (DOI) had separately been analysis for benefits (Hypothesis 4) and 

limitations (Hypothesis 5) which can be described that it is one of the significant 

points for this research and well difference from the other adopted sources.  

The explanatory power of the model, regarding to the regression analysis from 

Table 4.32, the relationship between DOI benefits and the intention to adopt EC by 

SMEs in Yangon, considered with R Square was 0.320. It means that the independent 

variable: DOI benefits can explain about one-third of the variation of the dependent 

variable: Intention to adopt EC by SMEs. Considered with Adjusted R Square value, it 

showed the value at 0.318. 

Table 4.32: R Square for DOI Benefits 

R Square 

R R Square Adjusted R Square Std. Error of the Estimate 

.566a .320 .318 .56083 

a. Predictors: (Constant), DOI_Benefits 

 

According to the F-test was 172.265 as per Table 4.33, considering the result of 

significant level was Sig.=0.000 which is below level of significant or the alpha level 
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(1%) for the hypothesis test. The null hypothesis (H4) was rejected.  It means that DOI 

benefits had influence on Intention to adopt EC by SMEs in Yangon City. 

Table 4.33: ANOVA Test for DOI Benefits 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

 Regression 54.182 1 54.182 172.265 .000b 

Residual 115.117 366 .315 - - 

Total 169.299 367 - - - 

a. Dependent Variable: Intention_Value 

b. Predictors: (Constant), DOI_Benefits 

 

Specifically, it can be seen that Sig. value of each variable were: Relative 

Advantage (t = 2.985, Sig = 0.003), Compatibility (t = -1.124, Sig = 0.262), Triability (t = 

40875, Sig = 0.000), and Observability (t = 2.440, Sig = 0.015) as illustrated in Table 

4.34. The multiple regression analysis resulted that DOI benefits affected the intention 

to adopt EC by SMEs in Yangon. Moreover, relationship found that majority are 

positive, implying that the more positive DOI benefits value, the greater the intention 

to adopt EC by SMEs. However, the compatibility did not affect the intention to adopt 

EC by SMEs at a statistically significant level. Therefore, H4 was moderately 

supported, in that three out of four DOI benefits related to the intention to adopt EC 

by SMEs. 

This paper’s variables will be abbreviated as: Intention for intention to adopt 

the EC by SMEs in Yangon, RA for relative advantage, CPB for compatibility, T for 

triability, and O for observability. Thus, the reasonable multiple regression equation 

by DOI benefits for the intention to adopt EC by SMEs in Yangon is: 
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Intention = 1.643 + 0.209RA – 0.084CPB + 0.303T + 0.201O 

 

Table 4.34: Coefficients Table by DOI Benefits 

Coefficients 

 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

 

(Constant) 1.643 .173 - 9.485 .000 

RA_ Value .209 .070 .209 2.985 .003 

CPB_ Value -.084 .075 -.088 -1.124 .262 

T_ Value .303 .062 .317 4.875 .000 

O_ Value .201 .082 .212 2.440 .015 

a. Dependent Variable: Intention_ Value 

 

Finally, for Hypothesis 5 (H5), Diffusion of Innovation (Limitation), the 

explanatory power of the model, as reported by R Square value was 0.120 (see Table 

4.35), it documented that DOI limitation had been able to explain about 12% of the 

variation in the intention to adopt EC by SMEs in Yangon. Considered with Adjusted 

R Square value, it showed the value at 0.118. 

 

 

 

Table 4.35: R Square for DOI Limitation 

R Square 

R R Square Adjusted R Square Std. Error of the Estimate 

.347a .120 .118 .63790 

a. Predictors: (Constant), DOI_Limitations 
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Additionally, according to Table 4.36, F-test was 50.058, considering the result 

of significant level was 0.000 which is below level of significant or the alpha level 

(1%) for the hypothesis test. The null hypothesis (H5) was rejected. It means that DOI 

limitation had influence on Intention to adopt EC by SMEs in Yangon. 

Table 4.36: ANOVA Test for DOI Limitation 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

 Regression 20.369 1 20.369 50.058 .000b 

Residual 148.930 366 .407 - - 

Total 169.299 367 - - - 

a. Dependent Variable: Intention_Value 

b. Predictors: (Constant), DOI_Limitations 

 

This paper’s variables will be abbreviated as: Intention for intention to adopt 

the EC by SMEs in Yangon, and CPX for Complexity. Specifically, a multiple 

regression analysis identified complexity (t = -7.075, Sig = 0.000) was influenced on the 

intention to adopt the EC by SMEs in Yangon with a negative direction according to 

Table 4.37. It implied that the more complexity in EC, the lower in the intention to 

adopt EC by SMEs in Yangon. Therefore, H5 was supported, in that complexity 

related to the intention to adopt EC by SMEs. 

Intention = 4.873– 0.349CPX 

 

Table 4.37: Coefficients Table by DOI Limitation 

Coefficients 



90 

 

 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 4.873 .144 - 33.809 .000 

CPX_ Value -.349 .049 -.347 -7.075 .000 

a. Dependent Variable: Intention_ Value 

 

4.9 Reliability Analysis of Research Questionnaires 

 368 questionnaires were collected from SMEs entrepreneurs in Yangon City 

used as the pilot research instrument. All of respondents can complete the 

questionnaires within 15-20 minutes, and as a measure of scale reliability, the result of 

Cronbach’s Alpha test for 368 questionnaires is shown as below. A reliability 

coefficient of 0.7 or higher is considered acceptable in most social science research 

situations. 

 

 

 

 

 

 

 

 

 

 

 

Table 4.38: Reliability Analysis 
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Items Cronbach’s Alpha 

Perceived Benefits 

Market Development 0.791 

Efficiency of Sales & Promotion 0.879 

Ease of Accessibility 0.830 

Cost Reduction 0.801 

Perceived Limitations 

Cost Disadvantage 0.881 

Limited Number of Users 0.851 

Security Concern 0.701 

Diffusion of Innovation 

Relative Advantage 0.900 

Compatibility 0.743 

Triability 0.748 

Observability 0.849 

Complexity 0.780 

Intention to adopt EC by SMEs in Yangon City 0.860 
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4.10 Summary of Hypothesis Testing 

In this section, Table 4.38 describes the result summary of all hypothesis 

testing which had been analysed by Main Independent Variables; Characteristics of 

Entrepreneurs, Perceived Benefit & Limitations, Diffusion of Innovation (DOI) on 

Main Dependent Variable; Intention to adopt Electronic Commerce (EC) by Small and 

Medium Enterprises (SMEs) in Yangon, Myanmar. 

Table 4.39: Summary for All Hypotheses 

Items Description Result Summary 

1 H1: Characteristics of Entrepreneurs affect Intention to adopt 

EC by SMEs in Yangon. 
Significant (Sig.=0.000) 

2 H2: Perceived Benefits affect Intention to adopt EC by SMEs 

in Yangon. 
Significant (Sig.=0.000) 

3 H3: Perceived Limitations affect Intention to adopt EC by 

SMEs in Yangon. 
Significant (Sig.=0.000) 

4 H4: DOI Benefits affect Intention to adopt EC by SMEs in 

Yangon. 
Significant (Sig.=0.000) 

5 H3: DOI Limitations affect Intention to adopt EC by SMEs in 

Yangon. 
Significant (Sig.=0.000) 
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CHAPTER 5 

 

CONCLUSION AND DISCUSSION 

 

This final chapter, conclusion and discussion is based on not only the research 

questions but also the research objective of this study, it is important to understand the 

factors affecting small and medium-sized enterprises (SMEs) intention to adopt and 

continue to use the internet for electronic commerce (EC) in Yangon City, Myanmar 

by investigating three main factors which are, Characteristics of entrepreneurs, 

Perceived benefit and limitation, and Diffusion of innovation. Hence, the main topics 

have been presented as, conclusion, discussion, implication of the study, limitation of 

the study, and further research under this chapter. 

 

5.1 Conclusion 

This part concludes all the results which declared in the previous Chapter 4 

and explains according to the research questions. Thus, the findings from the overall 

results by Chapter 4 are explained based on the research major and minor questions as 

per stated in Chapter 1 correspondingly. 

 

Major Question 1: What factors affect of the intention to adopt the internet for 

electronic commerce by SMEs in Yangon City, Myanmar?  

Firstly, there were 368 questionnaires which are answered by the SMEs 

entrepreneurs in Yangon and are found to be usable for the study. After that, all data 
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had been analyzed by ANOVA test and linear regression method in the IBM SPSS 

Statistics 23 software. After that, the results had been specifically described as per the 

following Table 5.1 which shows the factors affect the intention to adopt the internet 

for electronic commerce by SMEs in Yangon City, Myanmar. Significantly, most of 

the sub-variables were effect under their main variable. However, gender, ease of 

accessibility & compatibility were not effect on dependent variables (DV) which will 

be explained broadly in the next topic. 

Table 5.1: The factors affect the intention to adopt EC by SMEs in Yangon 

Independent Variables Effect on DV Sig. Value 

Characteristics of 

Entrepreneurs 

Age Effect 0.000 

Gender No effect 0.079 

Education Level Effect 0.018 

Work Experiences Effect 0.000 

Monthly Income Effect 0.000 

Perceived Benefits 

& Limitations 

Market Development Effect 0.000 

Efficiency of sales and promotion Effect 0.000 

Ease of Accessibility No effect 0.285 

Cost Reduction Effect 0.002 

Cost Disadvantages Effect 0.000 

Limited Number of Users Effect 0.000 

Security Concerns Effect 0.000 

Diffusion of 

Innovation 

Relative Advantage Effect 0.003 

Compatibility No effect 0.262 
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Complexity Effect 0.000 

Triability Effect 0.015 

Observability Effect 0.000 

Major Question 2: To what degree do these individual factors influence the 

intention of electronic commerce adoption in order to continue to use by SMEs 

in Yangon City, Myanmar?  

In order to answer the above question, each hypothesis shall be best explained 

the degree level of affecting on the intention to adopt EC by SMEs in Yangon based 

on results by Chapter 4. There have three main independent variables which are 

Characteristics of entrepreneurs, Perceived benefit and limitation, and Diffusion of 

innovation (DOI). In addition, 368 questionnaires were collected from SMEs that 

located in Yangon City, Myanmar in order to find out research question as well. It can 

be described as below. 

a) Hypothesis-1: There will be a relationship between characteristics of entrepreneur 

and the intention to adopt electronic commerce by SMEs in Yangon. 

Hypothesis 1 (H1) aims to identify the effect of characteristics of entrepreneurs 

on the intention to adopt EC by SMEs in Yangon, Myanmar. There are different 

factors which affect the intention to adopt EC by SMEs. So, researcher chooses certain 

variables under the characteristics of entrepreneurs which will or will not affect the 

intention to adopt EC by SMEs based on literature review. According to result of 

analysis, there were very significant relationships between the certain sub-variables 

under characteristics of entrepreneurs (Age, Education level, Work experience & 

Monthly income) and the intention to adopt EC by SMEs. 
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Firstly, Age analysis had been carried out and the results showed that age had 

been strongly influenced entrepreneurial intention at 1% significance level (Sig=0.000). 

Moreover, based on the multiple comparisons, there was a very significant difference 

between 21-30 age groups and above 50 age groups (Sig.=0.001) for dependent 

variable: the intention to adopt EC by SMEs. Besides, between these significant 

groups, 21-30 age groups had a higher mean of dependent variables (Mean=3.9685), 

which means 21-30 age respondents were highly satisfied with the intention to adopt 

EC by SMEs in Yangon. 

Secondly, Gender analysis results shows that it did not significant at 5% 

significance level (Sig=0.079) on the entrepreneurial intention and so it did not 

influence on the intention to adopt EC by SMEs in Yangon. 

 Thirdly, Education Levels analysis had been carried out and the result came 

out at 5% significance level (Sig=0.018) which means it was significant to the intention 

to adopt EC by SMEs in Yangon. However, based on the multiple comparisons among 

the different education levels, there was a slightly significant (α=10%) difference 

between high school passed groups and bachelor's degree holder groups (Sig.=0.083) 

for dependent variable: the intention to adopt EC by SMEs.. Besides, between these 

significant groups, high school passed groups had a higher mean of dependent 

variables (Mean=4.2933), which means high school passed respondents were satisfied 

with the intention to adopt EC by SMEs in Yangon. 

Fourthly, Work Experiences result had been stated that it was strongly 

influencing entrepreneurial intention at 1% significance level (Sig=0.000). Surprisingly, 
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based on the multiple comparisons among the different work experiences, there was a 

very significant difference between 5-10yrs groups and other all remaining groups 

(Sig.=0.000) for dependent variable: the intention to adopt EC by SMEs. Besides, 

between these significant groups, 5-10yrs groups had a higher mean of dependent 

variables (Mean=4.32), which means 5-10yrs work experiences respondents were 

highly satisfied with the intention to adopt EC by SMEs in Yangon. 

 

Finally, Monthly Income analysis had been carried out and the result stated 

that it is strongly influencing entrepreneurial intention at 1% significance level 

(Sig=0.000). Furthermore, based on the multiple comparisons, there was a very 

significant difference between less than 499 USD groups and 500-1499 USD groups 

(Sig.=0.000) for dependent variable: the intention to adopt EC by SMEs. Besides, there 

was an another very significant difference between 500-1499 USD groups and 1500-

2499 USD groups (Sig.=0.003) for dependent variable, over again. After all, between 

these significant groups, less than 499 USD groups had a higher mean of dependent 

variables (Mean=4.1765), which means less than 499 USD monthly income 

respondents were highly satisfied with the intention to adopt EC by SMEs in Yangon. 

b) Hypothesis-2: There will be discovered that the perceived benefits will be positively 

influenced on the intention to adopt electronic commerce by SMEs in Yangon. 

The hypothesis 2 (H2) aims to identify the effect of perceived benefits on the 

intention to adopt EC by SMEs in Yangon, Myanmar. There are different factors 

which affect the intention to adopt EC by SMEs. So the perceived benefits were 
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chosen whether it will or will not affect the intention to adopt EC by SMEs in 

Yangon. According the linear regression method as per described in Chapter 4 , the 

result showed there is a positive relationship effect and it is very significant 

(Sig.=0.000) between perceived benefits and the intention to adopt EC by SMEs. 

The hypothesis of this test proofed that perceived benefits had the influence on 

the intention to adopt EC by SMEs in Yangon. In line with the previous research, if 

perceived benefits of EC outperform expectations, the intention to adopt EC by SMEs 

will be positively resulted (Poon and Swatman, 1999; Sathye and Beal, 2001). Thus, 

when SMEs entrepreneurs start adopt and continue to use EC in Yangon, they will get 

the perceived benefits of EC in the short time. 

c) Hypothesis-3: There will be discovered that the perceived limitations will be 

negatively influenced on the intention to adopt electronic commerce by SMEs in 

Yangon. 

The hypothesis 3 (H3) aims to identify the effect of perceived limitations on the 

intention to adopt EC by SMEs in Yangon, Myanmar. There are different factors that 

affect the intention to adopt EC by SMEs. So the perceived limitations were chosen 

whether it will or will not affect the intention to adopt EC by SMEs in Yangon. 

According the linear regression method as per described in Chapter 4 , the result 

showed there is a negative relationship effect and it is very significant (Sig.=0.000)  

between the perceived limitations and the intention to adopt EC by SMEs. 

The hypothesis of this test proofed that perceived limitations had the influence 

on the intention to adopt EC by SMEs in Yangon. Identical with the previous research, 

if perceived limitations of EC outperform expectations, the intention to adopt EC by 
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SMEs will be negatively resulted (Poon and Swatman, 1999; Sathye and Beal, 2001). 

Thus, when entrepreneurs recognize the perceived limitations of EC, they will get less 

intention to adopt EC by SMEs in Yangon. 

d) Hypothesis-4: There will be discovered that the diffusion of innovation benefits 

will be positively influenced on the intention to adopt electronic commerce by SMEs 

in Yangon. 

The hypothesis 4 (H4) aims to identify the effect of diffusion of innovation 

benefits on the intention to adopt EC by SMEs in Yangon, Myanmar. There are 

different factors that affect the intention to adopt EC by SMEs. So the diffusion of 

innovation (benefits) was chosen whether it will or will not affect the intention to 

adopt EC by SMEs in Yangon. According the linear regression method as per 

described in Chapter 4 , the result showed there is a positive relationship effect and it 

is very significant (Sig.=0.000) between diffusion of innovation (benefits) and the 

intention to adopt EC by SMEs. 

The hypothesis proofed that diffusion of innovation (benefits) had the influence 

on the intention to adopt EC by SMEs in Yangon City. Diffusion of innovation 

(benefits) has been regarded as a fundamental determinant to study the Electronic 

commerce (EC) adoption by firms (Rogers, 1995). It is a commonly used theory for 

technology adoption, these several technological characteristics have positive 

variables, such as relative advantage, compatibility, observability and trialability, and 

a negative variable complexity that may either promote or weaken the adoption of 

technology (Fichman, 2004). Thus, according to the results, when SMEs entrepreneurs 
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start adopt and continue to use EC in Yangon, they will obtain the benefits about the 

diffusion of innovation by EC. 

e) Hypothesis-5: There will be discovered that the diffusion of innovation limitations 

will be negatively influenced on the intention to adopt electronic commerce by 

SMEs in Yangon. 

The hypothesis 5 (H5) aims to identify the effect of diffusion of innovation 

limitation on the intention to adopt EC by SMEs in Yangon, Myanmar. There are 

different factors that affect the intention to adopt EC by SMEs. So the diffusion of 

innovation was chosen whether it will or will not affect the intention to adopt EC by 

SMEs in Yangon. According the linear regression method as per described in Chapter 

4 , the result showed there is a negative relationship effect and it is very significant 

(Sig.=0.000) between diffusion of innovation limitation and the intention to adopt EC 

by SMEs. 

The hypothesis proofed that diffusion of innovation (limitations) had the 

influence on the intention to adopt EC by SMEs in Yangon City. Diffusion of 

innovation is accepted by several researchers as being able to recognize the perceived 

critical characteristics of innovations in technology that may influence the likely 

adaptors or rejecters of information system (Hoti, 2015). Thus, according to the 

results, when entrepreneurs recognize limitation about the diffusion of innovation by 

EC, they will have less intention to adopt EC by SMEs in Yangon. 

 

Minor Question 3: Have the SMEs business owners who already adopted the 

electronic commerce received the positive benefit or the negative benefit?  
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This research found that SMEs business owners in Yangon who already both 

utilized the internet and adopted electronic commerce for their business received the 

positive benefit based on the results of data analysis on level of agreement. The 

highest agree level as per questionnaires was “I will study more about EC in order to 

adopt in my organization effectively” (Mean=4.08). After that, the second higher agree 

level as per questionnaires was “I will definitely adopt EC by full ranges in the future” 

(mean=3.97) in order to develop their SMEs performance. 

 

Minor Question 4: What are the characteristics of SMEs who already adopted 

the electronic commerce?  

Since, the total 368 questionnaires had been answered by SMEs business 

owners in Yangon who already utilized the internet and adopted electronic commerce 

for their business. Based on the sample size, the great majority of respondents may 

represent the characteristics of SMEs who already adopted the electronic commerce 

which has been demonstrated in Table 5.2. 

The majority characteristics of SMEs who already adopted the EC are female 

which represents 56.3% while males participated by 43.7% which was slightly lower 

than female, and it was not a single frequency for other gender respondents. Besides, 

most of them had age between 21 – 30 years old approximately 63.9%. Moreover, 81.3% 

of them were also hold the Bachelors degree. The greatest proportions of them were 

having a work experience which was less than 5 years by 46.5%. The vast majority of 

monthly income by entrepreneurs were between 500 – 1499 USD approximately 

55.4%. 
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Table 5.2: Majority for respondents 

No. Characteristics Majority Frequency % Sig. Level 

1 Age 21 – 30 years old 235/368 63.9% 0.000 

2 Gender Female 207/368 56.3% 0.079 

3 Education Level Bachelor Degree 299/368 81.3% 0.018 

4 Work Experience Less than 5 yrs 171/368 46.5% 0.000 

5 Monthly Income 500 – 1499 USD 204/368 55.4% 0.000 

 

5.2 Discussion 

In this section, the outcomes of the research are discussed in relation to the 

objectives of this study. The research aimed to understand the factors affecting their 

intention to adopt and continue to use the internet for electronic commerce (EC) by 

small and medium enterprises (SMEs) in Yangon City, Myanmar. The model was 

tested not only using ANOVA and also Linear equation method. Specifically, the 

results indicated that the proposed research framework had a sufficient fit to the 

research objectives. 

Finding showed that certain characteristics of entrepreneurs which composed 

of age, education level, working experiences and monthly income had an effect on the 

intention to adopt EC by SMEs in Yangon. Moreover, perceived benefits & limitations 

that composed of market development, efficiency of sales and promotion, cost 

reduction, cost disadvantages, limited numbers of user and security concerns have 

direct effect on the intention to adopt EC by SMEs in Yangon. At last, the findings 

demonstrated that diffusion of innovation which consisted of relative advantage, 
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complexity, triability and obervability had effect on the intention to adopt EC by 

SMEs in Yangon, respectively.  

Therefore, the following part shall discuss the results from the hypothesis test 

as well with the literature review and adopted source for more understating on the 

intention to adopt EC by SMEs in Yangon, Myanmar. What's more, the outcomes of 

the survey are discussed by using linear equation method which had been tested. 

 

1) The effect of characteristics of entrepreneurs on the intention to adopt EC by 

SMEs in Yangon City, Myanmar. 

A. Age, first sub- variable of the characteristics of entrepreneurs, the result had 

been stated that age was strongly influencing entrepreneurial intention at very 

significance level. According to the previous studies (Indira, 2014), which clearly 

pointed out individual’s Age is negatively related to entrepreneurial intention. 

Moreover, (Morris et al., 2000) suggests that there are clear differences with Age in the 

importance of various factors in the intention to adopt EC. As per result, there was a 

very significant difference for dependent variable: the intention to adopt EC by SMEs, 

between 21-30 age groups and above 50 age groups. Besides, 21-30 age groups had a 

higher mean of dependent variables, which means 21-30 age respondents were highly 

satisfied with the intention to adopt EC by SMEs in Yangon. 

B. Gender, second sub-variable of the characteristics of entrepreneurs, the 

result had been stated that Gender was not influencing entrepreneurial intention and it 

was over 5% significance level. This result was identical with one of the adopted 



104 

 

literature review (Indira, 2014). Therefore, there was not relationship between Gender 

and the intention to adopt EC by SMEs in Yangon. 

C. Education, third sub-variable of the characteristics of entrepreneurs, the 

result had been stated that education was statistically significant on the intention to 

adopt EC by SMEs. Education Level as per the certain literature review (Jaafar et al., 

2007) found that respondents with a high degree level of education score a higher on 

the intention to adopt technology stuffs. However, as per result, there was a slightly 

significant difference between High School Passed groups and Bachelor's Degree 

Holder groups for dependent variable: the intention to adopt EC by SMEs. Besides, 

High School Passed groups had a higher mean of dependent variables, which means 

High School Passed respondents were satisfied with the intention to adopt EC by 

SMEs in Yangon. 

D. Work Experience, fourth sub-variable of the characteristics of entrepreneurs, 

the result had been stated that work experience was strongly influencing the intention 

to adopt EC by SMEs at very significance level. One certain study (Keat, Selvarajah, 

Meyer, 2011) found a statistically significant relationship between entrepreneurs’ 

intention and work experience. As per result, there was very significant statistical 

difference for dependent variable: the intention to adopt EC by SMEs, between 5-

10yrs groups on other all remaining groups. Besides, there was another statistical 

significant difference for the intention to adopt EC by SMEs, between less than 5yrs 

groups and above more than 20 yrs groups. Along with, 5-10yrs groups had a higher 
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mean of dependent variables which means 5-10yrs work experiences respondents 

were satisfied with the intention to adopt EC by SMEs in Yangon. 

E. Monthly Income, final sub-variable of the characteristics of entrepreneurs, 

the result had been stated that monthly income was strongly influencing 

entrepreneurial intention at very significance level. The literature review stated that 

the entrepreneurs, who have higher incomes, have a high level of optimism on EC 

(Novika. & Raza., 2014). As per result, there were two very significant statistical 

differences for dependent variable: the intention to adopt EC by SMEs. First one was 

between less than 499 USD groups and 500-1499 USD groups and second one was 

between 500-1499 USD groups and 1500-2499 USD groups respectively. Ultimately, 

less than 499 USD groups had a higher mean of dependent variables which means less 

than 499 USD monthly income respondents were satisfied with the intention to adopt 

EC by SMEs in Yangon. 

 

2) The effect of perceived benefits and limitations on the intention to adopt EC by 

SMEs in Yangon City, Myanmar.  

The purpose of this study is to identify the factors which affect the intention to 

adopt EC by SMEs in Yangon City, Myanmar. According to the literature review, 

perceived benefits and limitation of internet for EC are considered to have significant 

impact on SMEs’ decision to adopt and continue to use the internet for EC (Poon and 

Swarman, 1999; Sathye and Beal, 2001). Interestingly, (Abell and Limm, 1996) one 

study found that small firms claim more benefits from Internet than larger ones. 

Besides, numerous of researchers emphasize on the perceived benefits and limitations 
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on the intention to adopt EC by SMEs (Erdener Kaynak, Ekrem Tatoglu and Veysel 

Kula, 2005), (Rita Walczuch, Gert Van Braven and Henriette Lundgren, 2000), (R 

Nath, M Akmanligil, K Hjelm, T Sakaguchi and M Schultz, 1998), (Simpson Poon 

and Paula M.C. Swatman, 1998). 

As per results on finding, perceived benefits & limitations had strongly been 

influenced on the intention to adopt EC by SMEs in Yangon at very significance level. 

They are consisting of market development, efficiency of sales and promotion, ease of 

accessibility, cost reduction, cost disadvantages, limited numbers of user and security 

concerns. The outcome of this research revealed that Market Development “A means 

of providing better customer service” had a highest mean value which can represent 

the most agreement level, and on the other hand, Limited Numbers of User “Limited 

number of internet users” had a lowest mean value which can represent the less 

agreement level by SMEs in Yangon. 

Specifically for perceived benefits, it was consisting of four sub-variables, and 

different sub-variables had the different effect to the intention to adopt EC by SMEs. 

Market development (β=0.286), Efficiency of sales and promotion (β=0.410), and Cost 

of reduction (β=0.136) had the relationship with the intention to adopt EC by SMEs. 

Significantly, Efficiency of sales and promotion (β=0.410) was higher than the others, 

that means the efficiency of sales and promotion had more impact that the others on 

the intention to adopt EC by SMEs in Yangon. 

Meanwhile, the Sig. value for other sub-variables had at least 95% confidence 

level, but Ease of Accessibility was more than alpha level (α=0.05). Therefore, it had 
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no relationship with the intention to adopt EC by SMEs. It could be a reason that the 

statements under Ease of Accessibility in the questionnaires were too broad to 

understand for the respondents. The questionnaires for that part should be modified 

and revised suitably for the future research. What more, some certain parts of 

Electronic Commerce are relatively new for the SMEs entrepreneurs in Yangon and 

the entrepreneurs may not have the extensive level of understanding during answering 

the questionnaires. At last not least, EC system is just initiated in a few years in 

Myanmar and even government in Myanmar are still under creating the law for 

electronic commerce system, therefore, it can be observed that EC system is under 

developing for the SMEs in Yangon, Myanmar. 

On the other hand, perceived limitations, it was consisting of three sub-

variables, and all sub-variables had at least 95% confidence level. Different sub-

variables had the different effect to the intention to adopt EC by SMEs, Cost 

disadvantages (β= -0.679), Limited number of users (β= -0.311), and Cost of reduction 

(β= 0.482) had the relationship with the intention to adopt EC by SMEs. Significantly, 

Cost disadvantages (β= -0.679) was higher than the others, that means the Cost 

disadvantages had more impact negatively that the others on the intention to adopt EC 

by SMEs in Yangon. 

Finally, Perceived Benefits presented 36.3% and Perceived Limitations 

presented 22% of the variance in the data, all sub-variables in respective model were 

able to predict the intention to adopt EC by SMEs in Yangon as per mentioned 

percentage. Therefore, it can conclude that perceived benefits and limitations had a 

direct effect on the intention to adopt EC by SMEs in Yangon, Myanmar. 
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3) The effect of Diffusion of Innovation (DOI) on the intention to adopt EC by 

SMEs in Yangon City, Myanmar. 

According to the one of the point objective is to study the effect of Diffusion 

of Innovation (DOI) on the intention to adopt EC by SMEs in Yangon City, Myanmar. 

As per the literature review, these innovation factors have also been the key feature of 

several other IT adoption studies (C. Iacovou, I. Benbasat and A. Dexter, 1995), 

(T.Kwon and R. Zmud, 1987), and (S. Nilakanta and R. Scamell, 1990) and EC studies 

(T.Kwon and R. Zmud, 1987), (C. Lertwongsatien and N. Wongpinunwatana, 2003) and 

(P. McCole and E. Ramsey, 2005). In this study, they are adapted for the current report 

as per followed:  

1) Perceived Relative Advantage (i.e. the perceived EC benefits and impact relative to 

its existing practice or system),  

2) Compatibility (how well EC fits in both technical and organisational processes),  

3) Trialability (the degree to which EC can be pilot tested or experimented without 

high start-up costs),  

4) Complexity (ease of use or the ease with which EC can be learned) and 

5) Observability (the extents to which EC advantages or gains are visible to firms).  

Innovation diffusion theories have been particularly useful for understanding 

the facilitators and inhibitors of EC, which can be asserted to be a sub-type of 
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innovation (Sandy Chong, 2006). Therefore, the result of this study demonstrates that 

Diffusion of Innovation was strongly influencing on the intention to adopt EC by 

SMEs in Yangon at very significance level and it represents that most of the sub-

variables of DOI had effect on the intention to adopt EC by SMEs in Yangon. 

For the Diffusion of Innovation (benefits), it was consisting of four sub-

variables. Different sub-variables had the different effect to the intention to adopt EC 

by SMEs. Relative advantage (β=0.209), Triability (β=0.317), and Observability (β= 

0.212) had the relationship with the intention to adopt EC by SMEs. Significantly, 

Triability (β= 0.317) was higher than the others, that means the Triability had great 

impact that the others on the intention to adopt EC by SMEs in Yangon since it was 

identical with adopted literature sources (Sandy Chong, 2006) as well. Meanwhile, the 

Sig. value for other sub-variables had at least 95% confidence level, but Compatibility 

was more than alpha level (α=0.05). Therefore, it had no relationship with the intention 

to adopt EC by SMEs in Yangon. And these finding matched with adopted literature 

sources (Sandy Chong, 2006), in which both compatibility and complexity were not at 

significance level. 

When it comes to diffusion of innovation (limitation) which was consisting of 

only one sub-variable, Complexity and it had a very significant relationship on the 

intention to adopt EC by SMEs in Yangon. Furthermore, the value B of complexity 

was -0.349 as per analysis, it means when complexity is increased by 1 unit, the 

intention to adopt EC by SMEs will be decreased by 0.349 units. 
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At last, DOI benefits presented 32% and DOI limitations presented 12% of the 

variance in the data, all sub-variables in respective model were able to predict the 

intention to adopt EC by SMEs in Yangon as per mentioned percentage. Therefore, it 

can conclude that DOI had direct effect on the intention to adopt EC by SMEs in 

Myanmar. 

 

 

 

 

 

5.3 Implication of the Study 

The outcome of this study is to demonstrate a successful utility of the findings, 

regarding the way to promote the EC usage by SMEs in developing city such as 

Yangon. Generally, in this research, it was significantly found that characteristics of 

entrepreneurs, perceived benefit and limitation, and diffusion of innovation, all 

independent variables affected dependent variable, which is the intention to adopt EC 

by SMEs in Yangon City, Myanmar.  

 

5.3.1 Implication for the SMEs Supporting Agencies 

SMEs’ entrepreneurs in Myanmar need to develop their business by 

emphasizing the internet based electronic commerce in order to create and capture the 

opportunities even in the local market. Finding from this research can be used for the 

SMEs supporting agencies in many aspects which can be classified as follow: 
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1. SMEs supporting agencies can point out the most significant sub-variable 

under perceived benefits which is “Efficiency of sales and promotion” which had 

more impact on the intention to adopt EC by SMEs in Yangon. So that they can 

encourage like if SMEs adopt EC in their business can achieve the high level of 

competitive through the efficiency of sales and promotions. 

2. Other remaining significant sub-variables under the perceived benefits from 

this study can be utilized as well for the SMEs supporting agencies in order to 

promote SMEs performances. 

3. This study can provide the guideline of characteristics of entrepreneurs who 

have the most intention to adopt EC by SMEs in Yangon City, Myanmar. Therefore, if 

SMEs supporting agencies know their target persons who can be easily convinced to 

promote SMEs performance and the other who cannot be easily convinced to promote 

SMEs performance by adopting EC in Yangon City, Myanmar. 

 

5.3.2 Implication for the Associations which Work on EC Promotion 

The entrepreneurs who face the intense competition in market need a lot of 

technical implications to their business. According to the previous literature review, it 

has been stated that Electronic Commerce (EC) shall be the solution even for the 

developing market such as Myanmar market. Hence, this study can utilize by the 

associations which work on EC promotion by understanding the nature of EC in 

Yangon City, Myanmar.  
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1. Among all other significant sub-variables, “Triability” appeared to be 

statistically significant not only by the previous literature review but also by the 

current research. It had a great positive impact on the intention to adopt EC by SMEs 

in Yangon. Thus, they should highlight on it at the usage EC by SMEs in Yangon.  

2. Other significant sub-variables under DOI (benefits) can be also useful in 

order to promote EC usage. So, they can encourage SMEs to make contributions, 

encourage EC, have a positive attitude, to adopt and continue to use effectively. 

3. This study can provide the guideline of characteristics of entrepreneurs who 

have the most intention to adopt EC by SMEs in Yangon City, Myanmar. Therefore, if 

he associations which work on EC promotion know their target persons who can be 

easily convinced to adopt EC and the other who cannot be easily convinced to adopt 

EC by SMEs in Yangon City, Myanmar. 

 

 

 

5.3.3 Implication for the Policy Makers in Myanmar 

Based on the findings of this study, this research can be useful for Government 

in Myanmar not only Ministry of Planning and Finance, when they make a new policy 

or revising the existing one but also Policy Makers in order to find the correct policy 

direction, to strengthen Myanmar SMEs service and EC adopting intention. 

1. By studying this research, they will notice not only the benefits but also the 

limitations to adopt EC by SMEs in Yangon City. From that, they will observe the 
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most significant limitations of EC by SMEs in Yangon City which are “Cost 

disadvantages” and “Complexity” which had a great negative impact on the intention 

to adopt EC by SMEs in Yangon. 

2. This research is an initial step of finding limitations on the intention to adopt 

EC by SMEs in Yangon. By knowing the statistically significance limitations based on 

this research, the policy makers can be simply noticed the issues of EC by SMEs in 

Yangon City and they can start to find the solution how to tackle that situations. 

3. Moreover, Myanmar Government can also play a more active role in raising 

participation, pointing SMEs to the opportunities and benefits of EC, providing them 

with support by noticing limitations of EC, and working with SMEs to overcome their 

doubts regarding the implementation of EC. 

 

5.3.4 Implication for the Academic and Researcher 

Finding from this research can be used for the Academic and Researcher in 

many aspects which can be classified as follow: 

1. The empirical findings of the current research confirmed that the intention to 

adopt EC by SMEs in Yangon City was fitted for testing of Characteristics of 

Entrepreneurs, Perceived Benefits and Limitations, and Diffusion of Innovation (DOI).  

2. Academic and researcher who are interested in entrepreneurs’ intention to 

adopt EC by SMEs in the developing city can use the current research application and 

adoption model. Therefore, this model can be used in other developing area. 
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3. Academic and researcher should more focus on the perceived benefits and 

limitations factors which effect on the intention to adopt EC by SMEs in Yangon. It 

can be extend more various variables into the keys features of EC which would help 

other researchers understand more about the perceived benefits and limitations effect 

on the intention to adopt EC by SMEs in Yangon City, Myanmar. 

 

5.4 Limitation of the Study 

This study explains about the limitation of this study which the researcher had 

faced when doing the process to complete his study. From the study of “The intention 

to adopt electronic commerce by small and medium sized enterprises in Yangon City, 

Myanmar”, it appeared that there were some limitations discovered as per the 

following. 

 1. The research area, the data collection only focused on the certain parts of 

Yangon City. There was a limitation in the data collection; the questionnaires could 

not be distributed to entrepreneurs in the other areas, such as the North and East 

district. It would have the impact on the accurate of study and cannot represent the 

actual attitude of the whole Yangon City SMEs entrepreneurs as well as the whole 

Myanmar SMEs entrepreneurs. 

2. The sampling groups come from various backgrounds, which may cause an 

effect on the questionnaires. The questionnaires of this study were adopted from the 

previous literature review, so some respondents understood the questionnaires in 

which some questions were stated by the technical term of electronic commerce and 
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some respondents needed more explanations. All of these may impact on the accuracy 

of the answer given. 

3. Answers from the questionnaires might be distorted, because the 

questionnaires were distributed at the office hours which could be very busy to 

entrepreneurs. Sometimes respondents were very hurried, and answers were in 

answering may not be careful. Hence, their answers may be distorted from their 

intention to adopt EC. 

 4. Electronic commerce by SMEs in Yangon market is under the emerging 

stage and entrepreneurs are just stated to learn more about it. In questionnaire, such as, 

statements under ease of accessibility may too broad to understand for respondents, 

and they might not be fully sensed about questions. This could be a one of the reason 

why this sub-variable was not significant in the result. Therefore, the questionnaires 

for that part should be revised properly for the future research in order to understand 

easily. 

 5. Lack of cooperation from entrepreneurs because they were extremely 

concerned about the disclosure of their business and they were inconvenient because 

of timeless.  Thus, their answers may be distorted from their intention to adopt EC by 

SMEs in Yangon. 

6. Since, there are so many independent variables which can effect on the 

intention to adopt EC by SMEs in Yangon City, Myanmar. However, in this study it 

focused only on three main independent variables which are characteristics of 

entrepreneurs, perceived benefit and limitation, and diffusion of innovation. 
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5.5 Further Research 

This section shows the topics or the fields that are interested and related with 

this study and it can use as a reference for the future study. 

1. This study only focused on the SMEs’ entrepreneurs in Yangon provinces 

and does not include the entrepreneurs in other provinces in order to cover up the 

whole country, Myanmar. Moreover, the next research for the person who is interested 

in this issue can focus more on the other regions as well, such as, Mandalay, Bago, 

Ayeyarwady, Chin, Kachin, Kayah, Kayin, Shan, Sagaing, Mon and Naypyidaw 

regions of Myanmar. 

2. In this study, the sample size for age was not equally proportion, since the 

majority of the respondents were young entrepreneurs who were between 21 to 30 

ages (63.9%). Hence, the next research for the person who is interested in the intention 

to adopt EC by SMEs can focus more on equally proportion of sample size for age in 

Yangon City, Myanmar. When middle age and elder age entrepreneurs run their 

business in Myanmar some might want to adopt EC or some may not want to adopt 

EC in their SMEs. They will make another significant call; so this issue is worth 

focusing on. 

3. This study only focused on certain main variables (characteristics of 

entrepreneurs, perceived benefit and limitation, and diffusion of innovation) relating to 

the intention to adopt EC by SMEs in Yangon. There might be other variables 

affecting the intention to adopt EC by SMEs in Yangon. Hence, future researcher may 
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investigate more on variables relating to the intention to adopt electronic commerce 

(EC) by SMEs in Yangon for deeply understanding. 

 

4. Questionnaires of the future research should be described as a native 

language (in here Burmese). Even through, the questionnaires had been filled by the 

senior management of the SMEs; some of the statements were quite difficult to fully 

understand for them in the view of not only the technical but also the business terms. 

5. Samples quantity of the future research should be equally collected from 

different district in order to cover the whole city, Yangon. Hence, the next researcher 

can focus more on collecting the equal amount of respondents from different district. 

If it is so, it will make a flawless research finding. 

6. This is the initial steps of finding the limitations of the intention to adopt EC 

by SMEs in Yangon. By observing the significance limitations based on this research, 

the academic and researcher can be seen simply the issues of EC in Yangon City and 

they can extend more based on this research for finding the solutions how to 

overcome these limitations situations in Yangon City, Myanmar. 
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Questionnaires 

The Intention to Adopt Electronic Commerce by Small and Medium Sized 

Enterprises in Yangon City, Myanmar.  

 

 I am the student in MBA (International Business Management) at the 

University of the Thai Chamber of Commerce in Bangkok, Thailand. Your kindly 

support will help me to complete the questionnaires on “The Intention to Adopt 

Electronic Commerce (EC) by Small and Medium Sized Enterprises (SMEs) in Yangon 

City, Myanmar” in order to contribute data for my thesis. 

Thank you very much for your time and assistance. The questionnaire consists of five 

main parts as per mention below. 

1) Characteristics of your Business 

2) Characteristics of Entrepreneurs 

3) Perceived Benefits & Limitation of Electronic Commerce 

4) Diffusion of Innovation by Electronic Commerce 

5) Intention to adopt Electronic Commerce. 
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