
 

 

 

 

The Role of Culture in the Adoption of 
Electronic Commerce in Thailand 

 

Apivut Chakuthip 
Department of Management 

Griffith Business School 
Griffith University 

 

 

 

 

Submitted in fulfilment of the requirements of the degree of  

Doctor of Philosophy 

 

December 2007 



 

i 

 

 

ABSTRACT 
 

Hofstede’s cultural dimensions have been used extensively in cross-cultural 

research because globalization has led organizations to do more business 

across continents, and therefore researchers need to compare the 

Information Technology (IT) context across multiple cultures. The 

examination of cross-cultural studies and IT adoption has caused a problem 

with the level of analysis because the measuring of the impact of culture has 

predominantly been at the national level. However, numerous IT issues, 

such as the factors affecting Electronic Commerce (e-Commerce) adoption, 

require an examination of issues at the individual unit of analysis. Therefore, 

there was need to address the unit of analysis to be able to develop a 

research model that accounts for the influence of national dimensions on 

the individual levels of e-Commerce adoption.  

 

The purpose of this thesis is to examine the impact of national culture on the 

take-up of e-Commerce technology in Thailand. In particular, the thesis 

examines the role of culture in e-Commerce adoption within Thai small and 

medium enterprises in the hospitality industry, and the role of trust in social 

networks, as the dominant factor in the e-Commerce adoption decision. 

 



 

ii 

 

The findings of the present study suggest that culture does have an 

influence on e-Commerce adoption in Thailand. As Thailand is a collectivist 

society, the influence is then in the form of the reliance of potential e-

Commerce adopters on their strong-tie relationships with friends and family 

members. There is also evidence suggesting that Thai culture is at a stage 

of shifting from a traditional to a modernized society because of the 

influence from Western countries. This can be seen by the change in 

cultural dimension scores between Hofstede’s original study in 1980 and the 

present research. Even though cultural change might be occurring, the 

individualism index of Thai society still shows that Thai people are rooted 

within a collectivist framework, particularly in terms of the role of trusted 

people influencing decision-making in relation to the adoption of e-

Commerce.  

 

Another key finding of the present study is that trust in social networks plays 

a crucial role in a cross-cultural model. Four out of five cultural dimensions 

were found to have a statistically significant and positive influence on trust in 

social networks. This makes trust in social networks a dominant antecedent 

of the technology acceptance model (TAM) beliefs on attitude and the 

intention to adopt the e-Commerce system. In addition, trust is also found to 

have a strong and direct effect on e-Commerce adoption.   
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The contribution of this thesis is that it introduces the role of trust in social 

networks into cross-cultural and e-Commerce adoption studies. 

Furthermore, it also applies the new e-Commerce adoption model to small 

and medium enterprises (SMEs) in a developing country context. This is 

important because the emphasis of e-Commerce adoption studies is usually 

placed on large organisations and developed countries, especially in North 

America and Western Europe. Future research opportunities are also 

discussed within this thesis.   
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CHAPTER 1: INTRODUCTION 
 

1.1 Background 

 

Globalization has caused major changes in business all over the world. The 

process of globalization has affected the environment, culture, and 

economic development of most countries (OECD, 2005). Information 

technology, especially the internet, is a strong driving force enabling 

globalization (Tan & Teo, 1999). The internet, unlike any other information 

technology innovation, attracts much more mass media coverage and 

publicity. It is therefore interesting to understand the factors affecting 

internet diffusion and adoption. This chapter will provide a rationale and the 

objectives of the present study. 

 

Theoretical frameworks have been developed to examine the factors 

affecting information technology diffusion and adoption. However, 

technology diffusion is affected by many factors. One way of examining 

diffusion is to use Rogers’ model of diffusion (1983). Rogers defines 

diffusion as “the process by which an innovation is communicated through 

certain channels over time among the members of social system” (Rogers, 

1983, p. 21).  Innovation refers to an idea or object that is considered new. 
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The new idea emphasized by Rogers’ work is technological innovation, 

which is developed with the objective of reducing uncertainty in the cost-

benefit relationship involved in achieving potential outcome (Rogers, 1983). 

This is important because, to reduce uncertainty, potential adopters have to 

seek out relevant information in order to justify whether to adopt or reject the 

innovation. In addition, each innovation may have a different rate of 

diffusion. For example, one technology may diffuse widely within a couple of 

years, while another may take a decade to reach complete adoption 

(Rogers, 1983).  

 

A review of the literature to date suggests that the factors affecting 

innovation diffusion have been identified in a number of studies (see Warrts, 

Van Everdingen, & Hillegersberg (2002) for a review of the literature). 

However, the impact of those factors within different social contexts has 

received less attention. Hofstede (2001) suggested one conceptual 

framework for examining the impact on innovation diffusion of cultural 

dimensions across different societies. According to Hofstede, culture can be 

defined as “the collective programming of the mind that distinguishes the 

members of one group or category of people from another” (Hofstede, 2005, 

p. 51). The basis of Hofstede’s study is the assumption that there is stability 

in cultural patterns associated with different social groups.  
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Hofstede (2001) postulates that changes in culture come mainly from 

outside factors such as natural forces or influences from other cultures. 

However, when change occurs, its influence does not directly affect societal 

norms; rather the change is deliberately directed at the origin of the culture 

through a shift of the ecological conditions of technology, economy, and 

hygiene. Hence, Hofstede’s research strategy focuses on the differences 

between societies and those ecological variables.  His study used data 

about differences in the national cultures of employees of the IBM firm 

located within different social systems.  

 

According to Hofstede (2001), culture has an influence on innovation 

diffusion. Other diffusion scholars also agree that the role of culture has a 

great impact on the diffusion patterns of technology across different 

countries (Da Silveira, Borenstein, & Fogliatto, 2001; Elliot, 2002; Eastin, 

2002; Sundqvist, Frank, & Puumalainen, 2005). For example, Elliot (2002) 

proposes the integrative adoption model explaining technology diffusion 

from business-to-consumer for Electronic Commerce (e-Commerce). The 

model consists of four major factors: organisations, consumers, innovation 

characteristics, and the environment. In this model, the international and 

cultural issues are equally important. One critical cultural issue noted 

particularly in Greece and Hong Kong is a strong preference to conduct 

business face-to-face, and a reluctance to use the internet for business 

purposes (Elliot, 2002). Research by Straub, Keil, and Brenner (1997) and 
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Sundqvist et al. (2005) also emphasize the influence of country and culture 

on the pattern of diffusion, especially the diffusion of IT. These authors 

suggest that factors explaining cross-national diffusion can be categorized 

into three groups: the country effect, the cultural effect, and the time effect. 

This finding suggests that the country’s wealth and cultural similarity to the 

innovation source can have a positive influence on a country’s early 

adoption rate.  

 

Recently, information technology (IT) diffusion across different cultures has 

gained interest from many researchers (Eastin, 2002). For example, Straub 

et al. (1997) examined the technology acceptance model (TAM) against four 

cultural dimensions: power distance, uncertainty avoidance, masculinity, 

and individualism. The result suggests that in societies that have large 

power distance, are assertive in social interaction and focus on achieving 

collectivism (low individualism), there will be an extensive use of rich 

communication channels requiring high social presence media. Therefore, 

workers in this kind of culture tend to avoid less social media such as email. 

Japanese culture is characterized by the above description, while USA and 

Switzerland operate in the opposite extreme (Straub et al., 1997). Eastin 

(2002) investigates the adoption of e-Commerce technologies in terms of 

the consumer’s perspective. The result indicates six variables that can be 

categorized into three groups of innovation characteristics: Compatibility 

(prior use of the same activity, perceived risk), Complexity (self efficacy, 
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internet use), and Relative advantage (perceived convenience, perceived 

financial benefit). From these six variables, perceived convenience (of e-

Commerce) was found to be the most significant predictor of the e-

Commerce activities, followed by perceived risk, internet use, pervious 

adoption, and self efficacy (Eastin, 2002). However, the study was 

conducted in one country only; therefore, it is unclear whether culture would 

be a major contributing factor.  

 

The diffusion of innovation and the impact of cultural differences are 

important to the present research because firms in developing countries are 

moving toward globalization. Importantly, information from a survey of 

information systems executives suggests that global information technology 

implementation is a key success factor for these firms (Straub et al., 1997). 

Consequently, it is important for managers to know and understand all 

aspects of cross-cultural adoption factors when implementing new 

innovation. This kind of knowledge would help predict the success or failure 

of the IT implementation. The innovation aspect that supports this 

knowledge affects the predictive ability of future adoption (Eastin, 2002). 

Elliot (2002) suggests that the study of innovation attributes can help to 

predict the future rate of adoption and use. Da Silveira et al. (2001) propose 

a research framework on technological innovation diffusion for developing 

countries. These authors address three contextual aspects that greatly 

influence the diffusion of new technology: economy and government, 
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technology strategies of firms, and management of innovation. The 

interesting aspect of this framework is that it emphasizes the idea of 

innovation diffusion at both the industry and the firm level (Da Silveira et al., 

2001).  

 

Even though there is a need to explore factors affecting the diffusion of IT 

across cultures, and even though a number of studies have applied 

Hofstede’s method as a research framework, there are some concerns 

regarding the current approach. Baskerville (2003) argues that Hofstede’s 

study suffers from the assumption that one culture equates to one nation. 

By contrast, it appears that a number of studies have confirmed that 

cultures are not equivalent to a specific country and there could be more 

than one culture in one country at any one time (Baskerville, 2003). One 

recommendation to overcome this constraint is to add an individual level of 

analysis into the research model. The strategy for the present research is 

therefore to introduce individual level constructs into the model in order to 

understand the roles of various cultural values in the adoption of e-

Commerce technology.   
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1.2 Contribution of the Study 

 

Whilst the impact of cultural issues on the implementation of technology is 

widely studied in developed countries, there is a gap in our understanding of 

what affects information technology implementation in developing countries. 

The gap of applying the IT diffusion theory across cultures in developing 

countries includes the uncertainty regarding how and why individuals or 

organisations decide to adopt or not to adopt a technology. In addition, the 

findings of previous research have emphasized only the differences 

between adopter groups and have failed to explore the characteristics that 

affect the adoption of innovation (Eastin, 2002). Elliot (2002) suggests that 

there is still a need for an appropriate approach for studying the 

implementation of e-Commerce and for considering innovations in more 

detail. Recently, there have been attempts to address this gap; however the 

research focuses mainly on evidence from developed countries especially 

North America (Straub et al., 1997; Da Silveira et al., 2001). Thus, because 

today’s businesses have changed from a national to an international context 

and the majority of research in this area focuses mainly on developed 

countries, there is a need to examine the factors that are important for e-

Commerce adoption in developing countries (Da Silveira et al., 2001).  
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The present study will add to the body of knowledge about the impact of 

cultural factors on IT adoption in a developing country. The major objective 

of this research is to answer the following research question:  

 

What is the impact of culture on the adoption of Electronic Commerce 

technology by small and medium hospitality companies in Thailand? 

 

In order to address the above research question, the focus of the present 

study will be placed on the individual level of analysis. It will be the first time 

that research utilizes both trust in social networks and psychological 

variables in a cross-cultural model. The context of this study focuses on the 

implementation of e-Commerce technology in small and medium enterprises 

in hospitality industry in Thailand. The next section will briefly describe the 

variables used as the individual level in the research model.  

 

1.3 Individual Unit of Analysis 

 

To overcome the shortcomings of Hofstede’s cultural dimensions identified 

in previous studies (Baskerville, 2003; Davison & Martinsons, 2003), the 

present study proposes the use of three individual-level theoretical 

frameworks: theory of planned behavior (TPB), the technology acceptance 

model (TAM), and trust in social networks.  
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Theory of Planned Behavior: TPB is an extension of the theory of 

reasoned action in dealing with behavior over which people have incomplete 

volitional control (Ajzen, 1991). According to Chiou (1998), TPB can be 

described as “the extent to which one’s intentions to perform behavior can 

be carried out depends in part on the amount of resources and controls one 

has over the behavior” (p. 299). That is, resources and opportunities 

available to a person must, to some extent, dictate the behavior of that 

person’s achievements (Ajzen, 1991; Chiou, 1998). Three major factors 

were found to predict behavioral intentions: attitude, the degree to which a 

person has a favorable or unfavorable evaluation of the behavior in 

question; subjective norms, defined as a perceived social pressure to 

perform or not to perform the behavior; and perceived behavioral control, 

defined as the perceived ease or difficulty to perform the behavior (Chiou, 

1998).   

 

Technology Acceptance Model: TAM has a similar historical context as 

TPB as its development was based on the theory of reasoned action 

(Straub et al., 1997). TAM theorizes that information system (IS) use is 

directly influenced by the behavioral intention to use the system, which in 

turn is influenced by the user’s attitude toward using the system and the 

perceived usefulness of the system (Wu & Chen, 2005). Straub et al. (1997) 

posit that numerous studies have found that the TAM variables of Perceived 
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Usefulness (PU) and Perceived Ease of Use (PEOU) correlate significantly 

with IT acceptance rates across a wide variety of information systems. 

However, there is a gap in this line of research, in that it has not been 

extended beyond the boundaries of North America (Straub et al., 1997).     

 

Trust: Trust is considered an important factor in e-Commerce 

implementation especially in the business-to-consumer perspective. One 

explanation suggests that it is because online transactions occur in an 

environment that lacks the typical human interaction that can normally lead 

to trust (Gefen, Karahanna, & Straub, 2003). Das and Teng (1998) argue 

that trust can be a source of confidence because it affects the degree to 

which the truster holds a positive attitude toward the trustee’s goodwill and 

reliability in an uncertain situation. Trust is important in the present research 

because it is likely to influence e-Commerce adoption, and because it 

affects the success or failure of alliance formation.        

 

Social Networks: Previous research suggests that social networks tend to 

influence e-Commerce adoption in two ways: via the notion of diffusion of 

innovation and by synthesizing relevant information for the potential 

adopters (Casson, 1997). In terms of the diffusion of innovation, Deroian 

(2002) argues that the structure of social systems can accelerate or impede 

the rate of technological adoption. For example, some adoptions face 

delays because social members slowly form the network to facilitate such 
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adoption (Deroian, 2002). On the information synthesizing side, Casson 

(1997) argues that social networks play an important role in constituting 

information which in turn is used to improve the decision-making process. 

Because the decision to adopt e-Commerce involves risks and 

uncertainties, the ability to access necessary information is considered 

critical (Casson, 1997).  

 

In summary, this thesis aims to examine the impact of culture on e-

Commerce adoption in Thailand. However, the use of cross-cultural theory 

is criticized in that it suffers from the assumption that one culture equates to 

one nation. In addition, the IT diffusion and adoption studies always focus 

on developed countries. There is an obvious need for the present research 

to overcome these two gaps. The research strategy therefore focuses on 

the development of a research model that includes the individual level of 

analysis variables, and the application of the model in Thailand.   

 

1.4 Organisation of This Thesis  

 

There are eight chapters in this thesis. The first chapter has given an 

overview of this research by identifying the background of this research, the 

research gaps, the research question and why the research is needed. 

Chapter 2 presents the review of literature relevant to this research. The 
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factors that are influenced by culture are explored, including the social 

network theory, trust, the technology acceptance model, the theory of 

planned behavior and, finally e-Commerce adoption.  

 

Chapter 3 presents the conceptual framework and related hypotheses. The 

theoretical framework is used to identified and analyse the effects of culture 

and socio-psychological variables on e-Commerce adoption. The 

hypotheses are developed based on the conceptual framework.  Chapter 4 

describes the methodology including the description of instrument 

development, sample selection, data collection procedure, and data 

analysis method. The theoretical framework is used to identify and analyse 

the influence of culture on psychological variable in the adoption of e-

Commerce technology in Thailand.  

 

Chapter 5 describes and provides the analysis of data. The descriptive 

statistical technique is used to describe the data, and the correlations 

between variables are reported.  Chapter 6 focuses on the result of the 

model that has been tested using multivariate methods. Chapter 7 centres 

on the discussion of the findings and the research contribution. Finally, 

chapter 8 details the overall findings, the contributions to theory 

development, the conclusion, the limitations, and the recommendations for 

future research.  
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The next chapter reviews the current literature in the area of culture and e-

Commerce adoption, identifies issues around cross-cultural studies, and 

presents an argument concerning a gap in the literature that forms the basis 

for the research in this thesis.  
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CHAPTER 2: LITERATURE REVIEW 
 

In this chapter, relevant literature from a number of fields is reviewed to 

provide a background and context for the development of the theoretical 

framework of the study. As mentioned in Chapter 1, the focus of the present 

research is on the role of culture in the adoption of e-Commerce technology; 

therefore, the literature about culture is discussed first, followed by the 

review of e-Commerce literature. Factors influenced by culture are then 

explored, including trust in social networks, technology acceptance 

variables, the theory of planned behavior, and finally e-Commerce adoption. 

The literature on SMEs in Thailand will be discussed in Chapter 3, Research 

Model and Hypothesis, as it is used as a bridge between IT and the area of 

cultural studies. The literature review is approached such that relevant 

theories are triangulated in order to highlight different aspects of the 

research question (Neumann, 1997).      

 

2.1 Introduction 

 

Globalization has been of increasing interest to many researchers in a 

range of disciplines. As a result, globalization can be defined in different 

ways depending on the discipline. Hence there is a vast literature that 

interprets globalization as a multi-dimensional force with impacts on 
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different societal characteristics (Koen, 2004). The present study focuses on 

how the dynamics of change caused by globalization impact on the ways 

small and medium enterprises do business in the long term.  

 

Globalization is claimed to be an important force encouraging more cross-

cultural studies. The impact of globalization has made national culture a 

critical concept especially when we examine its impact on the growth of the 

global economy and the need for globally competent managers (Cant, 

2004). Cant (2004) argues that today’s businesses always operate between 

communities and across cultural boundaries; therefore, a new discipline 

must be developed to cope with this change. Interestingly, the five key 

global competencies for success in international business proposed by Cant 

(2004) have culture as a critical concept: cultural self-awareness, cultural 

consciousness, leading multicultural teams, negotiating across culture, and 

global mindset.  

 

The importance of globalization in cultural studies has also been raised by 

Sagi and Thomas (2004) who have investigated the issue of conflicting 

theories about globalization. On one side, many researchers believe that 

technology has caused a globalized, unified society. On the other hand, a 

number of researchers view national culture as a key factor in IT 

acceptance. Sagi and Thomas (2004) note in addition that other factors 

such as gender might also play an important role in the use and acceptance 
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of IT. In the search for a solution to this conflict, Sagi and Thomas (2004) 

used e-Commerce as a medium to gain better understanding about 

globalization. These authors found that globalization and common 

technology have not resulted in a common attitude towards e-Commerce. 

The result also suggests that there are many interesting factors about the 

nature of globalization that are perceived by various cultural groups and 

genders. Specifically, culture has an influence on the attitude toward e-

Commerce, while gender does not. One explanation is that the effect of 

gender tends to diminish with education and experience (Sagi & Thomas, 

2004).           

 

Culture therefore appears to be a key element in influencing e-Commerce 

adoption. Accordingly, Hofstede’s well-known cultural dimensions became 

prevalent in cross-cultural research because globalization and 

internationalization have forced the organisation and researcher to compare 

multiple cultures. However, there are a great number of concerns about the 

use of Hofstede’s cultural dimensions in cross-cultural studies (Baskerville, 

2003). In his recent book (published in 2005), Hofstede contends that 

nations should not be equated with societies; that the concept of a common 

culture applies to societies, not nations. However, he contends that using 

nationality as a criterion is a matter of expediency because it is much easier 

to obtain data for nations than for organic homogeneous societies 

(Hofstede, 2005). Likewise, Ford, Connelly, and Meister (2003) argue that 
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the impact of globalization and internationalization have forced 

organisations and researchers to emphasize cross-cultural comparisons. 

From this stand point, Hofstede’s cultural dimensions can serve these 

needs: they allow national level analysis, and they are standardized to allow 

comparison of multiple countries (Ford et al., 2003). Based on these 

reasons, the present study adopts Hofstede’s cultural dimensions as the 

national level analysis. Also, the new constructs will be introduced as a link 

to the determination of the individual intention to adopt e-Commerce.   

 

2.2 The Development of Cultural Research  

 

The study of culture is historically based in sociology, psychology, and 

anthropology. It is the field of anthropology that shows the longest history in 

developing a cultural construct. Anthropologists focus on the study of 

similarities and differences among groups of people (Davison & Martinsons, 

2003). Because cultural studies are developed from many sources, there 

are many different approaches to the study of the context of culture: this 

causes a great amount of discussion, criticism and disparity in findings 

(Ford et al., 2003).  For example, Ford et al. (2003) argue that, even though 

anthropologists have a long history of studying culture, the discipline tends 

to encourage researchers to fully understand a single culture. This issue is 

completely contradicted by Chapman (1997), a British Anthropologist, who 
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argued that “social anthropology has grown up as a discipline specializing in 

the study of primitive societies which has many strengths: Multicultural and 

cross-cultural considerations were built into the subject from the outset” (p. 

7). This statement suggests that anthropologists have long been interested 

in cross-cultural studies; however, there has been a diversity of approaches 

and perceived outcomes from using this discipline. 

 

2.2.1 Social Anthropology 

 

Anthropology is a study of humankind; of ancient and modern people and 

their ways of living (Harris, 1991). It consists of a great number of different 

branches; one of the most important branches is the learning of traditions of 

human thoughts and behaviors, known as cultural or social anthropology 

(Harris, 1991). Chapman (1997) described the characteristic of social 

anthropology: “social anthropology developed itself in the 1960s - 1970s into 

a sophisticated expression of the interpretive, non-positivist based on 

indigenous categories, concerned with meaning, on the basis of a long-

lasting and sophisticated critique of the positivist” (p. 7). 

 

Harris (1991) asserts that many disciplines such as sociology, psychology 

and economics are also interested in studying culture. However, one major 

distinction is that, while other disciplines tend to focus on only a particular 
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segment of human experience or a particular time or phase of culture, 

cultural anthropology emphasizes global and comparative perspectives. In 

other words, social anthropologists never base their findings on the study of 

a single population, race, tribe or place (Harris, 1991). When considering 

how knowledge is stored in culture, Dow (1997) postulates that social 

anthropologists recognize that culture is primarily a mental phenomena. Yet 

culture belongs to a group without a single mind, other than an artificial mind 

imposed by ideological pressures (Dow, 1997). The true mental content of 

culture must be stored and transmitted symbolically from human to human 

(Dow, 1997).  

        

Escobar (1995) has reflected on the interest of anthropologists in new 

technological studies. This author used the term cyberculture to refer to 

new technologies in two areas: Information Technology and Biotechnology. 

The analysis was conducted by applying a cultural concept to the 

identification of the impact of new technologies on social nature (Escobar, 

1995). In addition, Escobar (1995) postulates that even though the current 

emphasis of anthropologists is still placed on technology and science, 

especially in industrialized countries, the trend is also evident in the Third 

World, particularly in the area of business and economics. This is because 

the globalization of cultural and economic production relies more and more 

on these new technologies.      
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In the analysis of cultural formation, Singh (2004) argues that anthropology 

has contributed enormously to cultural studies, suggesting that there are 

four main schools of thought in cultural anthropology: 

 

1. Structuralist: According to this school, culture is a stable system. The 

emphasis is placed on the stability of the structure of ideas in the form of 

texts and symbols rather than behavior.  

2. Interpretivist: The interpretivists view culture as a self-contained 

superorganic reality. Culture is not a power; it is something to which 

social events, behaviors, institutions or processes can be causally 

attributed.  

3. Cognitivist: For cognitivists, cultural analysis cannot be separated from 

the individual mental process. They also emphasize how cultural 

meaning and knowledge are transmitted, shared and shaped by 

individual circumstances, histories, and interpretation.  

4.  Poststructuralist: Poststructuralists reject the ideas of both cognitivists 

and interpretivists. They contend that culture is invented through 

performance, and is not fixed. They see culture as being temporal, 

emergent and not timeless.  

 

The review of literature to this point shows that social anthropologists have 

long been interested in cultural study. Furthermore, a number of studies 

argue that cultural anthropology is more reliable and suitable to business 
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and management study (Singh, 2004). However, Chapman (1997) argued 

that, even though cross-cultural studies in business and management were 

well-developed from social psychology, this discipline was limited by its 

original monocultural focus and, as a result, was ill-prepared for the exercise 

of multicultural or cross-cultural analysis. Although having a more in-depth 

experience in cultural studies, social anthropology was for a long time 

ignored in business and management studies. In Chapman’s (1997) 

opinion, the coming together of social psychology and social anthropology 

should provide a much needed new perspective for examining business and 

management from a cross-cultural perspective. The next section will discuss 

culture from a social psychology’s perspective.  

 

2.2.2 Social Psychology 

 

Social psychology represents an attempt to understand and explain how the 

thoughts, feelings, and behaviors of individual are influenced by the actual, 

imagined, and implied presence of others (Lippa, 1990). The core of this 

definition is that social psychology studies how people influence people. 

However, social psychology studies not only the social influence, but also 

the non-social influence such as the influence of environment on human 

behavior (Lippa, 1990). Carr (2003) contends that social psychology tries to 

seek an explanation of the processes of explaining social influence. Many 
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disciplines such as anthropology, sociology, and economics also study 

social behavior; however, social psychology has its own preferred set of 

theoretical explanations that tend to differ from other disciplines. 

Anthropologists are keen to focus more on the concept of culture as a cause 

of behavior. On the contrary, social psychology focuses on the individual as 

its unit of analysis (Lippa, 1990). In addition, social psychologists often 

conduct research under controlled experiments using precise, quantified 

measures, while anthropologists prefer to use the technique of naturalistic 

observation (Lippa, 1990).    

 

The application of social psychology in cultural studies has recently been 

developed to include new constructs. For example, Carr (2003) has 

attempted to add the effect of globalization to social psychology. This author 

argues that the traditional discipline has a localized origin and focuses only 

on the individual level. Indeed, the dynamic nature of today’s environment 

has caused many psychologists to change their scope to emphasize the 

interplay between globalization and its traditional counterpart – localization. 

This situation puts more weight on the influence of culture on individual 

behavior (Carr, 2003). Carr’s (2003) description tends to correspond with 

Chapman’s (1997) argument, which asserts that socio-psychology was 

originally monocultural in nature and therefore its discipline alone might not 

be suitable for the exercise of multicultural or cross-cultural analysis.  Social 

anthropology, on the other hand, has a far deeper experience of cross-
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cultural and multicultural analysis. In other words, Chapman (1997) 

contends that the anthropological perspective is absent from cross-cultural 

business and management studies. However, he admits that the attributes 

of the descriptive, interpretive, and ethnographic style of anthropology are 

not easy to build into the positivist model traditionally used in business and 

management research (Chapman, 1997).  

 

Kashima (2004) argues that traditional psychologists tend to treat culture as 

being static, focusing only on the individual level. There was then an effort 

to add a dynamic dimension into this discipline. The author introduces this 

concept as cross-cultural psychology (Kashima, 2004). Berry, Poortinga, 

Segall, and Dasen (2002) postulate that cross-cultural psychology is the 

scientific study of variations in human behavior, taking into account the way 

in which behavior is influenced by the cultural context. The following 

definition by Berry et al. (2002, p. 3) supports the above explanation: 

 

Cross-cultural psychology is the study of similarities and differences in 

individual psychological functioning in various cultures and ethnological 

groups; of the relationship between psychological variables and socio-

cultural, ecological and biological variables; and of ongoing changes in 

these variables.  
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Hence, cross-cultural psychology is related to a number of population-level 

disciplines (such as anthropology) that are mainly concerned with 

describing, analyzing, and understanding features of a whole population. 

The field has incorporated the characteristic domain of psychology that is 

concerned with the individual level. In other words, cross-cultural 

psychology is an attempt to link the macro and micro levels of analysis in 

order to provide insight into individual behavior as it relates to population-

level phenomena (Berry et al., 2002). Chapman (1997) posits that 

Hofstede’s classic organisational survey was categorized as an example of 

this type of cross-cultural psychology.  

 

2.3 Cultural Studies in Business and Management   

 

The article by Chapman (1997) provides a very fruitful understanding about 

the development of cultural studies in the business and management area. 

Chapman asserts that business and management studies have been 

developed extensively by North American thought and practice using the 

positivist and scientific modes. Furthermore, the US anthropologists have 

stronger psychological and behavioral views than British anthropologists do, 

and this has had a great influence on the development of cross-cultural 

business and management studies (Chapman, 1997). Chapman argued that 

the reason anthropological culture was absent from business research was 
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because of a discordant movement between business requirements and 

anthropological nature. While British anthropology evolved very slowly, the 

business corporation and the multinational enterprise seemed to move and 

change much faster, so the social anthropologists had difficulty in focusing 

on them (Chapman, 1997). Hofstede (2003) contends that Chapman 

perceived social anthropology and business studies as separate worlds 

using very different paradigms: while anthropologists focus on meaning, 

accepting the subjectivity of the observer, business studies tend to focus on 

comparison and objectivity (Hofstede, 2003).  

 

For business and management research, Carr (2003) suggests that 

Hofstede’s organisational survey is a good starting point from which to 

conduct cross-cultural studies. This is because Hofstede’s study is still 

crucial for today’s research as it aims to describe and explain cultural 

diversity itself; also, it is still greatly influential across social science (Carr, 

2003). Chapman (1997) has confirmed the importance of Hofstede’s study, 

arguing that “it is not possible to deal with culture in the area of business 

and management without becoming aware of the long shadow cast by the 

work of Geert Hofstede” (p. 18). In addition, in his opinion, Hofstede’s work 

is “central to academic dealing with cultural matters in the business and 

management area” (p. 18).    
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The heart of Hofstede’s cross-cultural theory is the ability to assign index 

scores to five different cultural attributes or dimensions (Ford et al., 2003). 

Hofstede’s cultural dimensions emerged from his cultural study of a mental 

program. He argues that a mental program is intangible and the term used 

to describe it is called a construct. Every person’s mental program is partly 

unique and partly shared; and we can distinguish the mental program at 

three levels (Hofstede, 2001): 

 

1. The universe level: the most basic level that is shared by all or almost all 

mankind. 

2. The collective level: the level shared by some of the people belonging to 

particular groups or categories. Hofstede argued that the whole area of 

subjective human culture belongs to this level. 

3. The individual level: the individual personality level, with a wide range of 

alternative behaviors within the same collective culture.  

 

The key constructs that are relevant to individual and group perspectives 

are value and culture. Hofstede (2001) based the definition of value on 

Kluckhohn (1962): “a value is a conception, explicit or implicit, distinctive of 

an individual or characteristic of a group, of the desirable which influences 

the selection from available modes, means, and ends of actions” (p.395). 

Hofstede (2001) added that values are held by individuals and collectivities; 
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culture implies a collectivity. Hofstede (2001) also referred to Kluckhohn’s 

definition again when he defined culture: 

 

Culture consists in patterned way of thinking, feeling and reacting, 

acquired and transmitted mainly by symbols, constituting the 

distinctive achievements of human groups, including their 

embodiments in artifacts; the essential core of culture consists of 

traditional ideas and especially their attached values (p. 25). 

 

In his recent book, Hofstede (2005) proposed a new definition of culture as 

“the collective programming of the mind that distinguishes the members of 

one group or category of people from another” (p. 51). He argued that the 

new definition is a short version which can explain every meaning of 

Kluckhohn’s cultural definition. Importantly, a system of value is a core 

element in this definition (Hofstede, 2005). From this point of view, it is 

obvious that Hofstede’s work is greatly influenced by the work of Kluckhohn, 

one of the well known anthropologists. For this reason, his work is often 

regarded as anthropological by those within business and management 

studies (Chapman, 1997).  

 

Other researchers such as Ford et al. (2003) and Davison and Martinsons 

(2003), who tried to identify a proper definition of culture for IT management, 

agreed that culture is difficult to study and understand because it cannot be 
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directly observed. Therefore, there are a number of approaches to the study 

of culture. Davison and Martinsons (2003) argue that, even though the 

precise definition of culture is contentious, the varied conceptualizations 

commonly converge on the following few principles: is shared by two or 

more people; is defined by a pattern of values, attitudes and behaviors; and 

can be characterized by a variety of indications. In addition, these two 

studies agree that even though the construct of culture is complex, it is still 

possible to label its relevant dimensions (Davison & Martinsons, 2003; Ford 

et al., 2003).  

 

In summary, there has been a significant effort to apply cross-cultural 

psychology to the area of business and management, in the belief that it is 

more suitable there than using the anthropological approach. This is partly 

because the highly dynamic area of business and management tends to 

contradict the nature of anthropology (Chapman, 1997). Furthermore, when 

discussing cross-cultural study in the business and management area, it is 

almost impossible not to mention the work of Hofstede. According to Ford et 

al. (2003), from 1980 to 1999, Hofstede’ original book (published in 1980) 

had been cited nearly 1,700 times in the Social Science Citation Index 

(SSCI). However, a number of concerns regarding the use of Hofstede’s 

cultural dimensions will be discussed in the next section.    
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2.4 Criticisms of Hofstede’s Study   

 

Chapman (1997) argued that Hofstede’s work on culture is within the area 

of comparative management and therefore is synonymous with the interest 

of business and management. One major reason is that Hofstede’s work is 

firmly rooted in the North American socio-psychological tradition and was 

developed within business- and management-oriented perspective 

(Chapman, 1997). Chapman (1997) argued that Hofstede’s work has many 

advantages:  

 

 Hofstede’s work became a dominant influence and set a fruitful 

agenda. 

 Even though Hofstede’s work was questionnaire-based research 

drawn from social psychology and originally designed for other 

purposes, his discussion outside the questionnaire was rich in 

beneficial knowledge.  

 It seemed that Hofstede himself was aware of the limitations and 

weaknesses in his work.       

 

There are some concerns, however: too much research uses Hofstede’s 

dimensions and index score as if they were a positively and finally 

established feature. From Chapman’s perspective, it would be a better idea 
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to regard Hofstede’s work as highly provisional, open to criticism on the 

argument between questionnaire-based psychology and ethnographically 

based anthropology. In other words, he recommends social psychology and 

social anthropology to merge because the weaknesses of one side can be 

offset by the strengths of the other (Chapman, 1997). 

 

One of the studies that criticizes Hofstede’s cultural dimensions is that by 

Baskerville (2003), who challenges that Hofstede may not study culture at 

all. Baskerville (2003) aims to identify the lack of robust theoretical basis for 

research using Hofstede’s indices. The paper seems to be influenced by 

cultural studies of anthropology because the author refers to terms and 

definitions from an anthropological perspective. One of the theoretical 

descriptions is that culture (in the anthropologist’s view) is not divided into 

component systems in quantitative style; rather it is an integrated pattern of 

symbols and meanings. Because Baskerville (2003) intends to use 

anthropology as a unit of comparison, it is not surprising that she found in 

the citation analysis that there was very low usage of Hofstede’s 

methodology in anthropology and sociology.  

 

From Baskerville’s perspective, there are four major reasons explaining why 

Hofstede’s indices are rejected by anthropologists (and sociologists): 
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1. Hofstede’s theoretical basis derived from George Murdock’s Study: 

Murdock’s “Ethnographic Atlas” was created to provide cross-cultural 

perspectives based on ethnography of source data. His method was 

criticized by several users. Importantly, there are many statistical and 

logical difficulties because the study assumes human societies to be 

isolated from each other, with only local variation. In reality, the 

expansion of networks and communication makes clear isolation among 

societies very difficult (Baskerville, 2003).  

2. The assumption of cultures equates with nation states: Hofstede 

simply used one culture to represent one nation; however, it is widely 

accepted in reality that culture does not equate with nations because 

one nation can have multiple cultures. In addition, Baskerville (2003) 

argued that Hofstede’s survey was based on individuals, and that it is 

the ethnicity of those individuals that affects their perceptions, attitudes, 

and behaviors (Baskerville, 2003). 

3. The quantification of culture based on numeric dimensions and 

matrices: The development of Hofstede’s cultural dimensions is parallel 

to anthropological literature. For anthropologists, working as a dimension 

tends to be almost impossible because this requires a dynamic 

methodology (Baskerville, 2003).  

4. Relationship of indices to other national data: One significant issue in 

Hofstede’s Cultural Consequence book is that Hofstede related his 

cultural dimensions to seven other national measurements: GNP, 
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economic growth, latitude, population density, population size, 

population growth, and organisation size. Baskerville (2003) argues that 

these seven measurements are not cultural dimensions as most of them 

could be identified as socio-economic in origin. Baskerville’s critique 

therefore questions the connection between Hofstede’s dimensions and 

the socio-economic aspect, implying that Hofstede might not have 

studied culture at all but rather, was measuring socio-economic factors 

(Baskerville, 2003).            

  

Another concern regarding Hofstede’s method is the problem of replication. 

Baskerville (2003) argues that Hofstede’s indices are not readily replicable. 

There are a number of researchers who have tried to replicate Hofstede’s 

cultural dimensions. For example, a replication by Harrison, McKinnon, 

Panchapakesan, and Leung (1994) within four countries found directional 

similarities in power distance and individualism, but not in uncertainty 

avoidance. Baskerville (2003) recommended that future research should 

examine and analyze individual behavioral differences by respondents in 

different nations. To do so, the researchers may need to ask each 

respondent to record their ‘ethnic self-identification’, then examine whether 

ethnic characteristics have strong correlation with Hofstede’s cultural indices 

or not. If the correlation exists, the researcher then examines these ethnic 

characteristics against other variables (Baskerville, 2003).    
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In responding to Baskerville’s comment, Hofstede (2003) published a short 

article in the same year, rejecting almost all the arguments raised by 

Baskerville (2003), and contending that his research is still useful for 

business and management studies in the cross-cultural area. He argued 

that the different paradigms in social science about the meaning of culture 

lead to the difference in research approaches; therefore, he was not 

surprised if research findings are contradictory (Hofstede, 2003). His 

statement was confirmed by Chapman (1997), who contended that, in case 

there were disparities in research findings, we could take a relaxed attitude 

toward these disparities because it was only the use of different methods 

that revealed different perspectives. Hofstede (2003) also rejected the idea 

that his work was overlooked by sociologists and anthropologists: there 

were at least 43 articles in Social Science Index that cited his work. As 

mentioned earlier in this paper, Hofstede (2003) argued that, for 

anthropologists, social anthropology and business studies are separate 

worlds using different paradigms. For the problem of replication, Hofstede 

(2003) argued that there are at least three reasons why other research 

findings were inconsistent with his conclusion. Firstly, he explained that the 

use of very few countries for comparison (usually 2 or 3 countries) could 

yield a different result. Secondly, the sampling methods could be different. 

Finally, he argued that he saw his work as exploratory research, not finished 

theory. In other words, his intention was to formulate the conclusion in a 

tentative and falsifiable way (Hofstede, 2003).    
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2.5 Cross-Cultural Research and IT Adoption  

 

Cross-cultural management has been emerging as an important research 

stream for more than a decade (Chapman, 1997). The driving force of its 

importance started from the increase in multinational operations, which 

resulted in increased multiculturalism within organisations and increased 

interaction between employees and managers of different cultures (Adler, 

1983). Adler has defined cross-cultural management as “the study of the 

behavior of people in organisation located in cultures and nations around 

the world” (p. 226). The importance of cross-cultural study becomes more 

prominent with the advance of IT. Png, Tan, and Wee (2001) argue that IT 

has played a critical role in driving international trade and investment. It is 

therefore necessary for international service providers and corporate 

managers to understand how national differences may affect corporate 

adoption and the application of IT. These authors describe three major 

factors that would affect the cost and benefit of IT adoption: national policy, 

resource availability, and national culture. According to Png et al. (2001), it 

is this last factor, national culture, that is most important, but its impact on IT 

adoption is poorly understood.  
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Adler (1983) reports that a survey in a major American journal during the 

period of 1971 - 1980 indicated that cross-cultural management studies 

could be categorized into three major areas: 

 

1. Unicultural articles: focus on the management of organisations in any 

country but the US. 

2. Comparative articles: focus on a comparison between/among the 

organisations in any two or more countries. 

3. Intercultural articles: focus on the interaction between/among 

organisational members from two or more countries.   

 

The survey demonstrated that corporate activities have internationalized 

faster than has the publishing of cross-cultural studies in top American 

journals (Adler, 1983). Davison and Martinsons (2003) also accentuate the 

need for theory that accounts for cultural differences. These authors argue 

that IT management is far from universal, and that currently we are 

encountering varying degrees of generalizability. This is because just 

contrasting behaviors or the attitudes of people across countries does not 

substantively contribute to research in this area. One recommendation is to 

incorporate the characteristics of the Asian environment into mainstream 

Western theories (Davison & Martinsons, 2003).  
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It is obvious that there is still a gap in cross-cultural studies in both the 

general management area and the IT adoption area (Adler, 1983; Davison & 

Martinsons, 2003). This gap is more salient with the fact that even people 

from the same culture have encountered difficulties in communication, and 

additional problems have arisen with interaction across cultures. The 

internationalization of both business and socialization, which has been 

driven by the advance of IT, has increased the frequency of such 

interaction. This trend clearly increases the possibility of intercultural 

difficulties and also the impact of such difficulties (Davison & Martinsons, 

2003). Nevertheless, Pheng and Yuquan (2002) assert that, the successful 

management of cultural differences can lead to innovative business 

practices, faster and better learning within the organisation, and a 

sustainable source of competitive advantage. 

 

Cross-cultural study has recently played an increasing role in the IT 

research area. A growing number of IT empirical studies have used 

Hofstede’s four dimensions as a basis for comparative analysis of cultural 

differences (Png et al., 2001). Martinsons and Westwood (1997) examine 

the influence of culture on the management of information systems (MIS) in 

China. Their finding corresponds with Hofstede’s cultural index, in that 

China has significantly high power distances and lower individualism, with 

extremely high long-term orientation. The result also suggests that Chinese 

businesses tend to implement MIS in a way that promotes these cultural 
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dimensions; for example, they tend to make IT investments to help monitor 

and control expanding business operations (Martinsons & Westwood, 

1997).  

 

Moreover, Choi and Geistfeld (2004) examine the effect of the two cultural 

values, individualism and uncertainty avoidance, on e-Commerce adoption 

between Korea and the United States. The research framework was 

developed by adding Hofstede’s cultural values to the theory of planned 

behavior. The results suggest that cultural values are an antecedent of  

socio-psychological variables. In the same study, individualism was found to 

be closely related to the subjective norms and the perceived risk in both 

countries. Uncertainty avoidance was found to have a different influence on 

perceived self-efficacy and perceived risk for both countries. Specifically, 

uncertainty avoidance is significantly related to perceived risk for Koreans 

but not for Americans, while Americans were significantly associated with 

perceived self-efficacy, but Koreans were not (Choi & Geistfeld, 2004). Png 

et al. (2001) explore the impact of two cultural dimensions (uncertainty 

avoidance and power distance) on corporate IT infrastructure adoption. The 

results reveal that businesses from a higher uncertainty avoidance culture 

are less likely to adopt an IT infrastructure, while power distance was not 

significantly related to IT adoption (Png et al., 2001).       
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It is likely that most researchers have applied Hofstede’s national-level 

cultural dimensions by transferring the idea directly to measurement at the 

individual level (Baskerville, 2003, Davison & Martinsons, 2003; Ford et al., 

2003; Bearden, Money, & Nevins, 2006). It is also understandable why this 

practice is widely used. Adler’s (1983) findings reveal that culture has major 

impacts on the way individuals and groups work within computer systems. 

The impact of culture on people’s behavior tends to be greater than its 

impact on the systems themselves (Adler, 1983).  

 

However, to date, there is no convenient way to compare or analyze the 

differences between/among cultures, other than by using Hofstede’s cultural 

dimensions (Chapman, 1997; Hofstede, 2003). Therefore, it is suggested 

that the missing part of cross-cultural studies is the link from national 

dimensions to individual behavior (Pavlou & Chai, 2002). In addition, 

Davison and Martinsons (2003) postulate that what is lacking is theory to 

explain and predict the influence of cultural factors on IT adoption. Even the 

attempt to apply social identity theory to compare the usage of IT application 

between cultures takes only one side of the long debate among psychology 

researchers. The social identity theory is firmly embedded in a situational 

perspective that contrasts with a dispositional perspective that focuses on 

social behaviors (Davison & Martinsons, 2003). Davison and Martinsons 

(2003) argue that cross-cultural study in IT management would benefit more 

from theory that is derived from the dispositional perspective of psychology 
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emphasizing social behavior than from the application of a situational 

perspective.    

 

In summary, Chapman (1997) argues that when it comes to cross-cultural 

studies in the business and management area, it is not possible to avoid 

referring to Hofstede’s cultural dimensions. Moreover, Ford et al. (2003) 

argue that Hofstede’s work is identified as having the most significant 

impact on research in the field of international business disciplines.  This 

can be seen from the fact noted earlier that, from 1980 to 1999, Hofstede’s 

original book had been cited nearly 1,700 times in the Social Science 

Citation Index (Ford et al., 2003).   

 

2.5.1 Cultural Dimensions 

 

Hofstede’s original purpose was to determine the main criteria for 

differentiating national culture. To do this, Hofstede conducted a large-scale 

survey of IBM’s employees. The survey defined five dimensions of national 

culture (Ford et al., 2003; Bearden et al., 2006), which are now outlined. 

 

Power Distance (PD): Hofstede (2001) described power distance: “the 

power distance between a boss B and a subordinate S in a hierarchy is 

the difference between the extent to which B can determine the 
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behavior of S and the extent to which S can determine the behavior of 

B” (p. 83). In short, power distance is the extent of power inequality 

among members in organisational society (Pheng & Yuquan, 2002). 

Power distance is a dimension that most IS researchers believe has a 

significant impact on IT adoption (Straub et al., 1997; Png et al., 2001; 

Veiga et al., 2001). Straub et al. (1997) argue that in high power 

distance cultures, the employees tend to refrain from using media that 

do not allow face-to-face communication. Therefore, the range of use 

of technologies such as email or other electronic media would be 

circumscribed by such social norm (Straub et al., 1997). Veiga et al. 

(2001) argue that power distance tends to have a positive impact on IT 

adoption in stratified societies, because technological changes must 

come from top management.  

 

Uncertainty Avoidance (UA): Uncertainty avoidance was described 

by Barr and Glynn (2004) as the degree to which a culture attempts to 

avoid anxieties associated with an unpredictable future. In high 

uncertainty avoidance cultures, technologies, rules, and rituals will be 

used to impose order and predictability on an uncertain environment. 

Therefore, it can be inferred that UA is an indicator of the degree to 

which a culture values a sense of control (Barr & Glynn, 2004). A 

number of researchers identify the importance of UA in IT adoption 

(Png et al., 2001). In the study of IT infrastructure adoption, Png et al. 
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(2001) found that businesses from high UA countries were less likely to 

adopt frame relay (computer network equipment). Veiga et al. (2001) 

supported the concept that fear of the unknown effect of IT 

implementation might cause employees to resist technological change.       

 

Individualism (IDV): Individualism and collectivism make up “the 

relationship between the individual and the collectivity that is reflected 

in the way people live together” (Hofstede, 2001, p. 209). Veiga et al. 

(2001) argue that the effect of individualism and collectivism on IT 

adoption depends on how the perceived usefulness of IT is viewed. In 

individualistic cultures such as in Western countries, perceptions about 

IT usefulness are likely to be based on a belief about how such IT 

implementation affects the individual’s job performance. This is 

because people in individualistic cultures accept task accomplishment 

as personal responsibility.   In a collectivist culture, on the contrary, 

judgment about IT usefulness is based on the extent to which the 

system is able to enhance the task performance of the groups (Veiga 

et al., 2001).   

 

Masculinity and Femininity (MAS): Hofstede (2001) postulates that 

the duality of sexes is a fundamental fact that each society copes with 

in different ways.  Veiga et al. (2001) argue that, of the five 

dimensions, MAS is the most difficult and unclear to conceptualize and 
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validate; therefore, many researchers decided to rule out this 

dimension from IT adoption studies. However, Gefen and Straub 

(1997) attempted to examine whether the gender difference related to 

individual beliefs and use of computer-based media. The findings 

indicated that women and men differ in their perception of but not in 

their use of email. It was then suggested that researchers should 

include gender as a factor in IT adoption models along with other 

cultural variables (Gefen & Straub, 1997).   

 

Long-term and Short-term Orientation (LTO): In an attempt to 

correlate other variables such as economic growth with culture, 

Hofstede (2001) found that the fifth dimension regarding time 

orientation was not sufficiently captured by the previous four 

dimensions. In short, LTO is the degree to which culture focuses on 

the future (Bearden et al., 2006). According to Hofstede (2001), in 

short-term oriented cultures, perception tends to be more immediate 

and quick-fix in nature, with the emphasis on present and past 

success. Hence, in terms of organisational change, people in short-

term oriented cultures tend to be inclined towards responsiveness to 

change if necessary. On the contrary, people from long-term oriented 

cultures will respond to the change with a belief in some future pay-off 

(Hofstede, 2001). Based on this observation, Veiga et al. (2001) assert 

that values linked to long- and short-term orientation should be 
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significant in affecting IT acceptance and adoption, especially from the 

perception of technology’s usefulness.  

 

The above cultural dimensions have been extensively examined as a part of 

research models in numerous areas such as IT adoption and performance 

management. However, the majority of these studies focused on Western / 

developed countries. For example, Peterson, Dibrell, and Pett (2002) 

examined the role of long- and short-term orientation in performance 

measurement for companies in Western European and U.S. countries. 

Likewise, Png et al. (2001) examined the impact of uncertainty avoidance 

and power distance on the adoption of IT infrastructure in developed 

countries such as Hong Kong, Singapore, and Australia. There is a need for 

researchers to apply a cross-cultural model with the above dimensions in 

less developed countries such as Thailand. Section 2.5.3 will explain in 

detail about Thai culture.  

 

2.5.2 Project GLOBE 

 

Hofstede’s study was extended by the Global Leadership and 

Organisational Behavior Effectiveness (GLOBE) project in 1993. Because 

data from Hofstede had been collected 30 years ago from a single 

company, there was a need for an updated assessment of cultural 
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dimensions (Robbins, Millet, & Water-Marsh, 2004). Project GLOBE 

emphasized the impact of globalization on the relationship between societal 

culture and leadership effectiveness (House, Javidan, & Dorfman, 2001). 

According to House et al. (2001), the main objective of GLOBE was “to 

develop an empirically based theory to describe, understand, and predict 

the impact of specific cultural variables on leadership and organisational 

processes and the effectiveness of these processes” (p.493). The GLOBE 

employed 150 social scientists and management scholars from 825 

organisations in 61 countries (House et al., 2001; Robbins et al., 2004). Its 

immediate effect was to test the validity of the previous assumptions and 

approaches used by Hofstede.  

 

GLOBE has defined culture as “a set of shared values and beliefs” (Javidan 

& House, 2001, p. 293). Beliefs are people’s perceptions of how things are 

done in their countries. Values are people’s aspirations about the way things 

should be done (Javidan & House, 2001). One important characteristic of 

GLOBE is that it was a research program based on Hofstede’s cross-

cultural study, but which the emphasized leadership effectiveness in the 

international environment. Therefore, the definition of culture and the 

dimensions for comparative analysis originated from Hofstede’s study. 

However, GLOBE added more dimensions in order to reflect most aspects 

of cross-cultural studies. Nine dimensions were identified: uncertainty 

avoidance, power distance, collectivism I, collectivism II, gender 
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egalitarianism, assertiveness, future orientation, performance orientation 

and humane orientation (House et al., 2001). Collectivism I is the 

institutional societal emphasis, while collectivism II measures in-group 

collectivism. Gender egalitarianism and assertiveness are derived from 

Hofstede’s Masculinity dimensions. Performance orientation and humane 

orientation are based on Kluckhohn and Strodtbeck’s work in 1961 (House 

et al, 2001). The following are the seven extended dimensions from 

Hofstede’s original cultural dimensions that were used in the GLOBE study. 

These dimensions were extended and developed from a different 

perspective of Hofstede’s, because project GLOBE placed an emphasis on 

the leadership and organization practices.      

 

Assertiveness: the degree to which the society encourages people 

to be tough, confrontational, assertive, and competitive. Highly 

assertive cultures such as the U.S. and Austria tend to have a “can 

do” attitude and tend to value competition. On the contrary, people 

from low assertive countries such as Sweden and New Zealand tend 

to emphasize warm and cooperative relations and harmony (Javidan 

& House, 2001; Robbins et al., 2004). 

 

Future orientation: the extent to which a society encourages future-

oriented behaviors such as planning and investing. People from 

strong future orientations such as Singapore and Switzerland have 
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high propensity to save for the future and their decision-making 

process is based on long-term expectations (Javidan & House, 

2001). 

 

Gender differentiation: the extent to which a society maximizes 

gender role differences. Hungary, Poland, and Denmark are reported 

to have the least gender difference. Women in these countries are 

treated equally to men in terms of social status and the decision-

making role. On the contrary, South Korea, Egypt, and China are 

reported to have a high gender difference. There are very few women 

in positions of authority in these countries (Javidan & House, 2001).  

 

Institutional emphasis on collectivism: the degree to which the 

individual is encouraged by the societal institution to be integrated 

into groups within the organisation and the society. Countries such as 

Greece, Italy, and Argentina tend to emphasize autonomy and 

individual freedom. Rewards are based on individual performance. In 

contrast, in collectivist countries such as Sweden, South Korea and 

Japan, group harmony and cooperation are important (Javidan & 

House, 2001).  

 

In-group collectivism: the extent to which members take pride in 

membership on small groups such as family, friends and 



 

47 

 

organisation. In countries such as Iran, India, and China, being a 

member of family and of close groups of friends is very important. It 

is not surprising to find unequal employment opportunities in these 

countries because of the need to favor close friends and family 

members. In contrast, in countries like Denmark, Sweden, and New 

Zealand, close friends and family members do not expect to receive 

any special treatment (Javidan & House, 2001). 

 

Performance orientation: the extent to which a society encourages 

and rewards members for performance improvement and excellence. 

In high performance orientation countries such as the U.S., 

Singapore and Hong Kong, training and development are highly 

valued. On the other hand, in Russia, Italy, and Argentina, there is a 

tendency to emphasize loyalty and belonging (Javidan & House, 

2001). 

 

Human orientation: the extent to which a society encourages and 

rewards members for being fair, generous, and caring. Malaysia, the 

Philippines, and Ireland show the highest score in this dimension. In 

these countries, people emphasize human relations, sympathy, and 

support for others. In contrast, in Western Germany, Singapore, and 

France, people tend to emphasize power, and material possessions 

in the motivation of people (Javidan & House, 2001).    
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The work of GLOBE confirms that Hofstede’s cultural dimension is still valid 

and useful for cross-cultural studies. In project GLOBE, Hofstede’s theory 

was used in conjunction with three additional theories (implicit leadership 

theory, implicit motivation theory and structural contingency theory of 

organizational form and effectiveness) to develop a new research model in 

the leadership and organizational practice research area. In addition, the 

project provided additional dimensions, with updated measures of where 

countries rate on each dimension (Robbins et al., 2004). This implies that 

the cross-cultural concept of Hofstede is still useful for the business and 

management area. However, the researchers needed to update the 

constructs in order to get the best result (Javidan & House, 2001).  

 

2.5.3 Thai Culture 

 

There are a few researchers who have applied Hofstede’s dimensions as a 

means of understanding Thai culture. The majority of them have used 

cultural dimension scores directly as a basis to study various areas of 

interest such as human resource management, multinational enterprises in 

Thailand, and negotiation practice with Thai Executives (Verluyten, 1997; 

Fisher & Hartel, 2003). Swierczek and Onishi (2003) directly applied 

Hofstede’s dimensions to study the conflict between Japanese managers 
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and Thai subordinates. The authors explain Thai culture by dimension as 

shown below: 

 

Power Distance: Thailand was rated 64 in PDI according to Hofstede 

(2001), which was relatively high. Swierczek and Onishi (2003) 

confirmed that Thai subordinates expected the existence of social 

hierarchy in organisation. They believed the company should have a 

clear hierarchy and that management should keep a certain distance 

from employees. Fisher and Hartel (2003) also confirmed that social 

class tended to play an important role in Thai culture. It is the social 

class that highlights the role of power distance in Thailand: power 

distance promotes the differences between classes and seniority in the 

society (Fisher & Hartel, 2003).  The present research expects to find 

the same result as found by Hofstede (2001) and Swierczek and Onshi 

(2001), due to the fact that Thai society is more likely to be similar to 

Chinese society, which is classified as high power distance (Hofstede, 

2001). 

  

Individualism: According to Hofstede (2001), Thailand was scored 20 

in IDV, which meant that Thailand was more likely to be a collectivist 

society similar to many countries in Asia such as Japan, China, and 

South Korea. However, Swierczek and Onishi (2003) argued that in 

fact Thais prefer to perform some activities such as solving problems 
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or making some decisions alone, unlike the Japanese who prefer to 

work as a team. The present research assumes that Thailand would 

still be a collectivist society with a low individualism index.  

 

Masculinity: Thailand was scored 34 in MAS index (Hofstede, 2001), 

which implied that Thailand was a feminine society. This is opposite to 

Japanese society, according to Swierczek and Onishi (2003). A 

masculine society tends to emphasize a success and achievement 

orientation rather than a satisfaction and affiliation orientation. In other 

words, Thais tend to focus on free time, enjoyment and comfort 

(Swierczek & Onishi, 2003). A similar outcome to Hofstede’s (2001) 

and Swierczek and Onishi’s (2003) research is expected for the 

present research.  

 

Uncertainty Avoidance: Thailand was scored 64 in UAI according to 

Hofstede (2001), which was relatively high but was not as high as 

Japan (92) and Taiwan (69). Swierczek and Onishi (2003) argued that 

Japanese managers prefer to apply strict rules to manage the 

company; this caused Thai subordinates to feel uncomfortable. On the 

other hand, Japanese managers also felt uncomfortable with the 

frequent decision changes made by Thai subordinates. The basis of 

this difference was that Thai people prefer flexibility and did not want to 

be controlled. The same outcome is expected for the present research, 
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as Verluyten’s (1997) study also reported a similar result: that Thai 

workers were more likely to have a high uncertainty avoidance index.  

 

Long-term Orientation: Thailand was ranked in the middle scale of 

LTO at 56, but was still a lot lower than China (118), Japan (80) or 

South Korea (75). Swierczek and Onishi (2003) argued that Thai 

subordinates did not like long-term work plans, since they did not have 

a future orientation. In addition, the Thai expectation for promotion was 

much shorter than Japanese. Normally, Thai employees expect to be 

promoted in less than a year (Swierczek & Onishi, 2003). The present 

research expects that the outcome would show that Thailand is a 

short-term orientation society.   

 

As mentioned in the previous section, to overcome the shortcomings of 

Hofstede’s model, the present research intends to introduce three 

psychological variables as an individual level of analysis into the research 

model. The three variables come from three major theories: social networks, 

the technology acceptance model, and the theory of planned behavior. All of 

these theories will be discussed in the section 2.7.  Next section will provide 

some background about e-Commerce and its applications.  
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2.6 Electronic Commerce    

 

The sharp increase in e-Commerce transactions is a worldwide 

phenomenon. E-Commerce becomes a powerful tool that improves 

competiveness and enhances performance of businesses (Jaturavith, 

Abgrab, & Massrour, 2007). E-Commerce refers to the conducting of 

business transactions over the electronic or computer networks including 

the Internet which includes processes related to buying, selling, trading of 

products, services, and information (Webster, Beach, & Fouweather, 2006). 

Ahmed, Zairi, and Alwabel (2006) postulate that e-Commerce is an umbrella 

term covers all aspects of electronic trading in which its essence is buying, 

selling, and marketing on the Internet. These authors add that e-Commerce 

is a subset of Electronic Business (e-Business) in the sense that the 

company is engaging in e-Business to the extent that e-Commerce 

pervades fundamental business activities and processes (Ahmed et al., 

2006).  

 

The recent growth of e-Commerce has been fueled by three main factors, 

namely the reduction in computer hardware prices, the enhancement of web 

browsers interface, and the commercialization of the web with media-rich 

content (Ahmed et al., 2006). According to a consumer survey conducted by 

the Dieringer Research Group in 2003, there were 114 million adults 
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searched for product information online and 99 million adults actually 

purchased the products either online or offline after doing the online 

research (Lin & Yu, 2006). Furthermore, the report from Forrester Research 

indicated that as consumers increased shopping related activities and 

sellers continued innovating and keeping them engaged, online sales will 

enjoy a solid 14% compound annual growth rate over the next five years 

(Forrester Research, 2005).     

 

E-Commerce can be classified into two main categories, namely Business-

to-Business (B2B) and Business-to-Consumer (B2C) (Ahmed et al., 2006). 

The proliferation of Internet has enabled organizations to conduct 

businesses among one another electronically. In B2B relationship, 

interaction between businesses is a key factor in determining the success or 

failure of the transaction (Medjahed, Benatallah, Bouguettaya, Ngu, & 

Ahmed, 2003). B2B e-Commerce requires management of two types of 

process: private and public processes. Private processes are the processes 

of the enterprise itself and are managed differently from organisation to 

organisation (Medjahed et al., 2003). Public processes, on the other hand, 

span across organizational boundaries. They belong to the organisations 

participated in a B2B relationship and have to be agreed and jointly 

managed by the partners (Medjahed et al., 2003).  
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The rapid advances of interactive technology have stimulated the expansion 

of B2C e-Commerce as it becomes more user-friendly than before 

(Webster, et al., 2006). In its early stage, B2C was adopted mainly to 

support the information flows and simple transactions (Ahmed et al., 2006). 

B2C e-Commerce now enables consumers to read and listen to newspaper 

online, purchase products, make investment, and apply for mortgage 

(Ahmed et al., 2006). Forrester Research (2005) indicates that as long as 

consumers still engage in online activities at the current trend, it will drive 

the online sales from $172 billion in 2005 to $329 billion in 2010. Ahmed et 

al. (2006) contend that even though the growth of B2C e-Commerce is 

dominant, there are a number of factors that make the adoption rate of B2C 

different between developed and less-developed countries. These factors 

include levels of discretionary income, credit card usage, telephone access, 

personal computer ownership, and internet service subscriptions (Ahmed et 

al., 2006). One example would be that Asian people are less trusting and 

inclined to share personal information (especially credit card details) with 

online retailer without face-to-face contact (Ahmed et al., 2006).             

 

2.6.1 E-Commerce Adoption 

 

E-Commerce adoption is one of the most popular research areas especially 

in the area of small and medium enterprises (Levenburg, Schwarz, & 
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Motwani, 2005) and developing countries (Lal, 2005). This research area 

gains large attention from numerous researchers because it is argued in the 

literature that the adoption of electronic business and commerce leads to 

significant reduction in co-ordination costs and marked gains in productivity 

(Lal, 2005). In addition, Molla and Licker (2005) contend that e-Commerce 

contributes to the advancement of businesses in developing countries. This 

belief is driven by the fact that e-Commerce has potential in reducing in 

transactional cost by bypassing some of the intermediary and facilitating the 

linkage to global supply chains (Molla & Licker, 2005).  

 

In small and medium business environment, there have been a few times in 

the history of commerce that can be called a true business revolution 

(Levenburg et al., 2005). Internet technology is argued to be able to provide 

such opportunity and is believed to revolutionize traditional small business 

practices (Siu, 2002). In the study of the effect of e-Commerce on small 

Australian enterprises, Mustaffa and Beaumont (2004) argue that 

globalization accelerated by the Internet has forced Australian small 

businesses to engage in e-Commerce. The threat of web-based competition 

from global supplier such as Amazon.com and Ebay.com is a powerful 

driver for Australian firms (Mustaffa & Beaumont, 2004). Levenburg et al. 

(2005) add that the most important factors affecting the adoption of e-

Commerce by small businesses are the perceived benefits and barriers to 

their operationalization within the firm. However, the major barriers for small 
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business in e-Commerce adoption include lack of financial resources, lack 

of in-house IT experience, and a short-range perspective (Levenburg et al., 

2005).  

 

On the other hand, e-Commerce adoption in developing countries gains 

interest from researchers because these countries face different challenges 

from developed countries (Molla & Licker, 2005). In developing countries, e-

Commerce adoption is constrained by the quality, availability, and cost of 

accessing infrastructure (Humphrey, Mansell, & Schmitz, 2003). In addition, 

most businesses in developing countries are small. They do not have 

complexity that can facilitate e-Commerce adoption and this also means 

lack of adequate resources to invest in information system/technology and 

absorb possible failure (Goode & Stevens, 2000). 

 

       2.6.2 E-Commerce Situation in Thailand 

 

In 2005, the number of Internet users in Thailand was 8.4 million, almost 

double the number of Internet users in 2002. However, the majority of 

Internet users concentrated in Bangkok (the capital city) and other major 

cities in Thailand (NECTEC, 2005). Thai Government has played a crucial 

role in developing information communication technology infrastructure to 

support e-Commerce by enhancing security and ensuring privacy protection 
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in order to increase trust and confidence among Thai consumers (Jaturavith 

et al., 2007). In 2004, the government had extensively invested in 

expanding the size of international and domestic bandwidth, increasing the 

number of access lines, and improving the network equipment in order to 

enhance Internet connectivity in Thailand (Boonyalug, 2004).  

 

The e-Commerce adoption among Thai SMEs also gains interest from Thai 

researchers. As Thai economy relies heavily on export sector, a great focus 

is then placed on e-Commerce project for exporting companies (Keretho & 

Limstit, 2002). In 2000, the Export Development Committee agreed on the 

program to strengthen Thai exporters to engage more in global e-

Commerce. In order to serve approximately 8,000 exporter-list members, 

the Department of Export Promotion, Ministry of Commerce, has provided e-

Commerce facilities free of charge including webpage, emails, logistics, and 

solutions (Keretho & Limstit, 2002).  

 

Another industry that received high attention from the government is 

tourism. The study by Kao-Saad, Intrapairot, Tangkitvanitcha, 

Plangpraphan, and Kaewmesri (2001) reveals that there are two groups of 

e-tourism operators. The first group is those who run traditional tourism 

businesses and use website for public relation, information provision, and 

establishing additional storefront. The second group is pure online tourism 

companies who utilize online channel to interact with their customers (Kao-



 

58 

 

Saad et al., 2001). These authors conclude that most of these tourism 

companies are not quite ready to develop complete e-Commerce platform. 

Their websites are used for web presence only. There are no such 

functionalities as online reservations. The factors that hinder these 

operators to adopt e-Commerce are widely discussed in literature such as 

lack of knowledge, financial supports, and confidence in receiving online 

payment (Kao-Saad et al., 2001).          

 

2.7 Relevant Models in E-Commerce Adoption   

 

The force of globalization driven by the advance of IT has made IS 

researchers emphasize the importance of cultural differences and their 

tendency to affect the multi-organisational ability to adopt and utilize e-

Commerce. However, the examination of cross-cultural studies and e-

Commerce adoption has identified a major difficulty: the existing cultural 

dimensions are measurements based on the national level, while e-

Commerce adoption is an individual context. Therefore, there is an obvious 

need to develop a research model that accounts for the influence of national 

dimensions on the individual level of e-Commerce adoption. The following 

models are derived from the theory of reasoned action (TRA), a widely 

studied model from social psychology.  

 



 

59 

 

According to TRA, a person’s performance of a specific behavior is 

determined by his or her behavioral intention (BI) to perform the behavior, 

and BI is jointly determined by the person’s attitude and subjective norms 

(Davis, Bagozzi, & Warshaw, 1989). TRA theorizes that a person’s attitude 

and subjective norms are in turn influenced by specific beliefs regarding the 

consequence of a particular behavior. Davis et al. (1989) argue that TRA is 

a general model which does not specify the belief that influences a person’s 

behavior. Therefore, researchers using TRA must first identify the 

antecedent that determines the behavioral intention in question. The 

technology acceptance model and the theory of planned behavior were then 

developed to solve this problem (Davis et al., 1989; Ajzen, 1991). In 

addition, a number of researchers have argued that e-Commerce adoption 

is influenced by not only technological factors but also psychological 

constructs such as trust. Social networking relationships are also thought to 

be important (McKnight, Choudhury, & Kacmar, 2002). The individual 

elements of e-Commerce adoption are discussed next.        

 

2.7.1 Technology Acceptance Model (TAM) 

 

There was an effort to propose a theory that accounts for the acceptance 

and the usage of IT. This research stream proposes that users develop 

perceptions about the usefulness and ease of use of various technologies 
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and that these in turn influence actual system use. This model known as 

Technology Acceptance Model (TAM), is regarded as a relatively robust 

theoretical model for explaining IT use (Straub et al., 1997). TAM is the 

adaptation of the theory of reasoned action, with the objective of providing 

an explanation of the determinants of computer acceptance. The key 

purpose of TAM is to provide a basis for tracing the effect of external factors 

such as cultural factors and trust on internal beliefs, attitudes, and intentions 

(Davis et al., 1989). TAM describes the relationship between two 

independent variables (Perceived Usefulness and Perceived Ease of Use) 

and the dependent variable of user attitude, intentions, and computer usage 

behavior (Straub et al., 1997). TAM theorizes that system use is directly 

influenced by behavioral intention to use, which in turn is influenced by both 

the user’s attitude toward using the system and the perceived usefulness of 

the system. In addition, attitude and perceived usefulness are also 

influenced by perceived ease of use (Wu & Chen, 2005). 

 

According to TAM, two particular beliefs that are of primary relevance for 

computer acceptance behaviors are: 

 

1. Perceived Usefulness (PU): the extent to which users believe that IT 

can help them to perform their job better (Straub et al., 1997). 

2. Perceived Ease of Use (PEOU): the extent to which the prospected 

user expects that the system usage is free of effort (Davis et al., 1989). 
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Similarly to the theory of reasoned action, TAM also postulates that 

computer usage is influenced by behavioral intention (BI), but differs in that 

BI in TAM is jointly influenced by both people’s attitude (A) toward system 

usage and perceived usefulness (PU). The A-BI relationship implies that 

people form intentions to perform behaviors towards the factors that will 

have positive effect. The PU-BI relationship is based on the idea that people 

form intentions to perform behaviors based on their belief that it will increase 

their work performance (Davis et al., 1989). 

 

According to TAM, attitude is jointly determined by PU and PEOU. Davis et 

al. (1989) argue that previous research contained empirical evidence that 

PU has a positive influence on attitude. PEOU is also hypothesized to have 

a significant effect on attitude. TAM has distinguished two basic constructs 

that influence attitude and behavior: self-efficacy and instrumentality. The 

easier the system is to work with, the greater should be the user’s sense of 

efficacy and personal control regarding their ability to carry out a series of 

behaviors in using the system (Davis et al., 1989). In addition, TAM argues 

that PU can be affected by various external factors over and above PEOU. 

Similarly, PEOU is also hypothesized to be determined by external variables 

(Davis et al., 1989).  
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Similarly, Venkatesh and Davis (2000) argue that across numerous tests of 

TAM, PU has consistently been a strong determinant of intention to use a 

system. One explanation is that PU is a fundamental driver of usage 

intention. PEOU, on the other hand, exhibits less consistent effect on usage 

intention across studies.  In the study of the effects of national culture on IT 

acceptance, Veiga et al. (2001) posit that an individual’s belief with regard to 

PU and PEOU would influence their attitude towards use, resulting in the 

intention to use which will, in turn, result in actual use. Straub et al. (1997) 

assert that numerous studies have found that PU and PEOU correlate well 

with IT acceptance across a wide variety of Information Systems. However, 

even with the extensive attempts to understand and apply TAM, this line of 

research has not yet been extended beyond the boundaries of North 

America (Straub et al., 1997).   

 

The technology acceptance model was also used with other theories to 

predict the system users’ attitude towards system implementation. For 

example, Wu and Chen (2005) have developed an extended TAM model to 

examine the initial adoption of an on-line tax payment system. These 

authors introduced the theory of planned behavior (TPB), which is widely 

used to predict and explain human behavior. Furthermore, TPB also 

considers the role of individual and social systems into the model, in order 

to produce a more comprehensive manner that jointly predicts user 

acceptance. The results show that the extension with TPB yielded 
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substantial improvement in the explanatory power of behavioral intention to 

use the system (Wu & Chen, 2005).  

 

TAM is important to the present research in the way that it provides a 

seamless linkage among cultural values, psychological factors, and IT 

adoption (Schwarz & Chin, 2007; Yousafzai, Foxall, & Pallister, 2007). 

Because the present research can be classified as an IS research, it is 

widely accepted that intention model from social psychology should be used 

as a theoretical foundation to predict IT user’s behavior (Yousafzai et al., 

2007). This is because TAM aims to understand the causal chain linking 

external variables to IT usage intention and actual use in a workplace 

(Ndubisi, 2006). The research model of this study is developed based on 

this framework. Cultural values and trust in social networks are considered 

as the antecedents having direct influence on behavioral intention and TAM 

beliefs. The next section will discuss the theory of planned behavior in 

detail.  

 

2.7.2 The Theory of Planned Behavior (TPB) 

 

One recommendation to improve the validity of Hofstede’s cultural 

dimension, which deals with the macro national level of analysis, is to apply 

the theory of planned behavior. The TPB uses an individual level focus as a 



 

64 

 

moderating variable (Ford et al., 2003). TPB originated as a remedy for the 

limitation of the theory of reasoned action in dealing with behavior over 

which people have incomplete volitional control (Ajzen, 1991). In the study 

of human behavior, the theory of reasoned action originally used the general 

dispositional approach as a prediction of behavior. However, the problem 

with this approach is that it tends to be a poor predictor of behavior in a 

‘specific situation’. Ajzen (1991) argues that TPB has taken behavior-

specific factors into account to increase the predicting ability of human 

behavior in specific contexts. Chiou (1998) has described TPB: “the extent 

to which one’s intention to perform behavior can be carried out depends in 

part on the amount of resources and controls one has over the behavior” (p. 

299). In other words, resources and opportunities (such as time, money, 

and skills) available to a person must, to some extent, dictate the likelihood 

of behavioral achievement (Chiou, 1998).   

 

The central factor in TPB is the individual’s intention to perform a certain 

behavior. Intention tends to capture the motivational factors that influence 

behavior. These motivational factors indicate how hard people are willing to 

try and how much effort they are planning to exert in order to perform 

behavior. However, it is important to note that behavioral intention can 

express the behavior only when the behavior in question is under volitional 

control. This means that part of the behavior will depend to some degree on 
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non-motivational factors such as availability of opportunities and resources 

(Ajzen, 1991).  

 

The TPB suggests three conceptually independent determinants of intention 

(Ajzen, 1991): 

 

1. Attitude toward the behavior: the degree to which a person has 

favorable or unfavorable evaluation of the behavior in question. 

2. Subjective norms: the perceived pressure to perform or not to perform 

the behavior. 

3. Perceived behavioral control: people’s perception of the ease or 

difficulty of the behavior of interest. 

 

Perceived behavioral control is a key important concept of TPB because, 

when incorporated with behavioral intention, it will determine the ability to 

predict behavioral achievement (Ajzen, 1991). Chiou (1998) asserts that 

perceived behavioral control reflects beliefs regarding the access to 

opportunities and resources needed to perform behavior. According to 

Chiou (1998), perceived behavioral control has two major components: 

facilitating conditions reflecting the availability of resources needed to 

engage in behavior, and self-efficacy reflecting the person’s self confidence 

in the ability to conduct the behavior.  
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Chiou (1998) has applied TPB to examine whether the influence of 

consumers’ attitudes, subjective norms and perceived behavioral control will 

be different if consumers possess different product knowledge. There are 

two types of product knowledge in this study: objective knowledge, which is 

the accurate information about the product class stored in long-term 

memory, and subjective knowledge, which is people’s perception of what 

and how much they know about the product class. The analysis shows that 

if a person has strong subjective knowledge, he or she tends to have high 

confidence to carry on the behavior. In this case, his/her attitude will 

overshadow the effect of perceived behavioral control because attitude 

towards the act already shows this confidence. On the other hand, if a 

person has lower subjective knowledge, he or she will have less confidence, 

and perceived behavioral control will become an important factor for 

consideration (Chiou, 1998).  

 

In addition, Chiou (1998) also notes that personality factors such as self-

monitoring may have a great influence on the relationship between attitude 

and behavioral intention. As a result, Chiou categorized people into two 

groups: independent persons who believe that they are separated from the 

social context, and interdependent persons who think they are connected to 

the social context. Chiou concludes that the effect of attitude on behavioral 

intention will be higher for the independent person, while the effect of 
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subjective norms will be higher on the behavioral intention in the 

interdependent person (Chiou, 1998).  

 

The TPB not only deals with predicting human behavior, but also explains 

the antecedents of attitude, subjective norms and perceived behavioral 

control.  The theory argues that behavior is a function of “salient beliefs” 

relevant to the behavior, and it is these beliefs that determine a person’s 

intentions and actions (Ajzen, 1991). Ajzen (1991) argues that there are 

three kinds of salient beliefs: 

 

1. Behavioral beliefs are assumed to influence attitude towards the 

behavior. The analysis shows that a person’s attitude is directly 

proportional to the summative belief index, which comprises the strength 

of each salient belief and subjective evaluation (Ajzen, 1991). 

2. Normative beliefs constitute the underlying determinant of subjective 

norms. These are the beliefs that deal with the likelihood that the 

referent individual or groups approve or disapprove of performing the 

behavior in question (Ajzen, 1991).  

3. Control beliefs provide the basis for the perceptions of behavioral 

control. It is about the presence or absence of requisite resources and 

opportunities needed to perform the behavior. Ajzen (1991) argues that 

the more resources and opportunities individuals believe they possess, 
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and the fewer obstacles or impediments they anticipate, the greater 

should be their perceived control over the behavior.      

 

While very few studies have applied TPB to the area of IT management, 

Pavlou and Chai (2002) have conducted an important study in the area. The 

study applies TPB to capture behavioral intentions to transact online in two 

different countries, China and United States. The model is based on the 

TPB concept by using attitude, subjective norms, and perceived behavioral 

control as determinants of transaction intentions. Trust in a web retailer is 

hypothesized as a salient belief indirectly influencing intention through 

attitude and perceived behavioral control. In addition, these authors have 

added Hofstede’s cultural dimensions such as long-term orientation, power 

distance and individualism as moderating effects to the model (Pavlou & 

Chai, 2002). The results suggest that the relationship between attitude and 

transaction intention is significant for collectivist culture (i.e. China) but not 

significant for individualistic culture (i.e. US). One unexpected finding was 

the impact of the moderating effect of long-term orientation on perceived 

behavioral control because the US society required the same degree of 

control on transaction intention as in Chinese society. Pavlou and Chai 

suggest that online consumers demand more control, less effort and higher 

efficiency, which is likely to be prominent in the utilitarian US society, and 

which is also reflected through the effects of long-term orientation (Pavlou & 

Chai, 2002).    
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Another aspect of e-Commerce adoption is placed in trust. Gefen, Rose, 

Warkentin, and Pavlou (2005) argue that trust is an important ingredient in 

IT adoption because it connects customers or users to other organisations 

or agencies. In addition, the study by Wu and Chen (2005) has suggested 

that trust was placed as an antecedent of the TPB constructs, attitude, 

social norms, and perceived behavioral control.    

 

2.7.3 Trust and Social Network Theory 

 

The social network framework is a growing theory of interest to today’s 

researchers because it can assist in explaining the success of 

entrepreneurship (Casson, 1997; Hoang & Antoncic, 2003). Casson (1997) 

defined social networks as “a set of high-trust relationships which either 

directly or indirectly link together everyone in a social group” (p. 813). In the 

study of the effect of networking on the entrepreneurial process, Hoang and 

Antoncic (2003) argue that network comprises three major components: 

 

− Network content: an interpersonal and interorganisational 

relationship that helps actors gain access to required resources held 

by other actors.  
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− Network governance: the mechanism that facilitates network 

exchange. Trust between partners is a crucial element in network 

governance as it enhances the quality of information flow.  

− Network structure: a pattern of linkage between actors in particular 

networks. The linkage can be either direct or indirect in its ties. A 

general proposition is that a different positioning of each actor within 

the network structure has an important impact on resource flow.   

 

Hoang and Antoncic (2003) posit that for a network to be effective there 

must be both strong and weak ties linking individual actors. Even though the 

strong ties, which are the support from friends and family, are important in 

explaining firm success, much of the research suggests that weak ties can 

be the most advantageous for e-Commerce adoption. Weak ties, which are 

the support from business partners and acquaintances, generate an access 

to the diversity of necessary information for operating business (Huang & 

Antoncic, 2003). Batjargal and Liu (2004) have used social networks to 

study the entrepreneur’s access to private equity in China. The result shows 

that the direct ties between entrepreneurs and venture capitalists have a 

great influence on the access of entrepreneurs to private equity because 

they help reduce the social risk. In addition, the importance of referrals as 

an indirect tie is also emphasized as an influential factor in investment 

decision (Batjargal & Liu, 2004).  
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Social networks tend to influence e-Commerce adoption in two ways: via the 

notion of diffusion of innovation (Deroian, 2002) and by providing relevant 

information for the adoption process (Casson, 1997). From the perspective 

of the diffusion of innovation, Roger (1998) argues that the adoption rate of 

any innovation is dependent on the values, beliefs, and past experiences of 

the social system. From the social system factor, Deroian (2002) postulates 

that some innovations need delays to diffuse and that this can be explained 

by using social network theory. According to Deroian (2002), the success of 

technological adoption needs a strong network formation which normally 

takes time to develop. However, the gradual formation of the social 

networks leads to a collective evaluation of the innovation, which can have a 

positive effect on the rate of adoption (Deroian, 2002).  

 

From the information synthesizing perspective, Casson (1997) argues that 

networks play an important role in providing necessary information to 

network actors. This argument is supported by Licoppe and Smoreda 

(2005), who argue that social networks generate the possibility of 

interpersonal communication, which in turn affects the quality of information. 

According to Licoppe and Smoreda (2005), personal networks are shaped 

by technological means of communication since this entails the re-

constituting of social ties and the re-drawing of social boundaries. These 

authors conclude that the social networks may facilitate the adoption of new 
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technology by providing necessary information for potential adopters via the 

linkage between actors (Licoppe & Smoreda, 2005).  

 

The next section will discuss the two characteristics of social networks: 

network structure, or tie strength, and the role of trust as a key factor in 

network governance.   

 

2.7.3.1 The Importance of Tie Strength 

 

The structural properties of networks have gained wide interest from social 

networks researchers in recent years. Tie strength is one of the most 

important network properties that is believed to facilitate the technology 

selection process (Suarez, 2005), the knowledge transfer process (Levin & 

Cross, 2004) and change management (Tenkasi & Chesmore, 2003). 

Hensen (1999) postulates that the concept of tie strength is characterized 

by the closeness and interaction frequency of a relationship between two 

parties. According to this tie strength description, social networks theorists 

have raised the importance of two extremes within the tie-strength concept: 

strong and weak ties. Both strong and weak ties were found to have 

advantages, but in different ways. For example, Granovetter (1973) argued 

that weak ties were more likely to be a source of innovative ideas, while 
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strong ties were important because they were more accessible and willing to 

be helpful.  

 

Even though the researchers have found that both strong and weak ties 

were advantageous, evidence suggests that strong ties lead to greater 

knowledge exchange (Levin & Cross, 2004). This is because strong ties 

tend to expend more effort to ensure that the knowledge seeker has 

sufficient understanding and is able to utilize the new knowledge 

(Krackhardt, 1992). In order to identify the benefits of tie strengths, Suarez 

(2005) has applied social network theory to study a key determinant of 

technology adoption in the case where several technologies were 

competed. This author reported that small networks with strong ties are 

likely to be more valuable for organisations than large networks with weak 

ties, especially under the conditions of environmental change and great 

uncertainty (Suarez, 2005).  

 

Furthermore, in the study of the impact of strong network ties on effective 

change implementation and use in 40 large organisations, Tenkasi and 

Chesmore (2003) postulate that strong network ties are normally 

characterized by frequent interaction; an extended history, intimacy and 

sharing; and reciprocity in exchanges that allow mutually confiding and 

trust-based relationships. These authors confirm the importance of strong 

ties in change management and suggest that change is more likely to be 
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successful in densely interconnected groups with many redundant ties 

(Tenkasi & Chesmore, 2003). Levin and Cross (2004) support the above 

findings and argue that the major reason strong ties tend to have more 

influence on knowledge transfer or technology adoption is that the members 

in the network highly trust one another. These authors conclude that trust 

plays a significant role in facilitating knowledge transfer and sharing 

processes (Levin & Cross, 2004). 

 

2.7.3.2 Trust in Social Networks  

 

In the area of social networks, trust tends to be correlated with the strength 

of relationships, as it can be thought of as relationship proximity (Wicks, 

Berman, & Jones, 1998; Burt, 1999; Cross, Rice, & Parker, 2001). Hoang 

and Antoncic (2003) argue that, in the structural perspective, strong-tie 

social networks have been shown to be associated with high trust. The 

study by Burt (1999) reveals the fact that the stronger the aggregate 

connection between the individual and network members through third 

parties, the more likely they are to trust one another.  

 

The present research investigates the role of culture in trust in social 

networks in the process of e-Commerce adoption both at the personal level, 

and through interpersonal processes. Therefore, it is trust at the personal 

and interpersonal levels that is most relevant to this research. Structural 
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properties of network (i.e. tie strengths) are used to identify the role of trust 

within the networks. Moreover, as trust in social networks is used as a link 

from the national level of culture to the individual level of e-Commerce 

adoption, trust must also be viewed from the IT perspective. 

 

The study of trust in business and management generally falls into two main 

areas: E-Commerce adoption (Jarvenpaa & Tractinsky, 1999; McKnight et 

al., 2002; Gefen et al., 2003) and business relationships (Kumar, 1996; Hart 

& Saunders, 1997). The importance of trust in these two areas tends to gain 

more interest from researchers and practitioners, especially in the study of 

small and medium enterprises (SMEs) (Brown & Lockett, 2004).  Brown and 

Lockett (2004) suggest that it is important for SMEs to seriously consider 

engaging in an e-business model to avoid the threat made by 

disintermediation effect (the removal of middleman in the supply chain due 

to the utilization of the internet). Interestingly, in their “eTrust Platform”, trust 

between e-Vendors (those who act as intermediaries) and groups of SMEs 

play a significant role in the success of the business model (Brown & 

Lockett, 2004). Trust is involved with the present study in that it tends to 

have a great effect on e-Commerce adoption. 

 

Trust has traditionally been difficult to define and measure. It is a social 

phenomenon that has been confused and varied (McKnight et al., 2002). 

However, Gefen et al. (2005) have proposed to define trust in e-Commerce 
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study as “the belief that another person or organisation on whom one 

depends will behave in a socially acceptable manner – honest, caring and 

capable – and in doing so will fulfill the trusting party’s expectation” (p. 58). 

Based on this definition, in the study of cultural diversity and trust in IT 

adoption, Gefen et al. (2005) argue that culture influences trust: the 

perception of sociocultural similarity should encourage trust building 

processes because people will have greater trust in those with whom they 

have shared values. In addition, an increase in perceived similarity can build 

trust by reducing the social uncertainty.  

 

Trust and e-Commerce Adoption: Trust is one of the most pervasive 

concepts used to explain e-Commerce adoption. Gefen et al. (2005) 

suggest that trust is considered an important facilitator in IT adoption 

processes when the IT is a social medium through which individuals interact 

or transact with other people or organizations, as in the case of e-

Commerce. In the study of trust in online shopping, Gefen et at. (2003) posit 

that trust is a central aspect of many economic transactions because 

humans need to understand what is happening in the society and how and 

why others behave. Therefore, when society cannot be regulated through 

rules and customs, people have to adopt trust as a central social complexity 

reduction strategy (Gefen et al., 2003). This trusting perspective is applied 

in later studies of online activities, such as the study of trust in online tax 

adoption. Wu and Chen (2005) also view trust as a common mechanism for 



 

77 

 

reducing social complexity and perceived risk of transaction, through 

increasing both the expectation of a positive outcome and the perceived 

certainty about the expected behavior of the trustee. McKnight et al. (2002) 

postulate that e-Commerce is a kind of social medium and the decision to 

adopt e-Commerce depends not only on the perception of the technology 

but also on the beliefs about the e-vendors (i.e. their trustworthiness).  

 

Gefen et al. (2003) have proposed a model of trust in online shopping by 

integrating trust-based antecedents and technological attribute-based 

antecedents found in the TAM. The model consists of five trust antecedents: 

personality-based trust antecedent (the tendency to believe or not to believe 

in others and so trust them); cognitive-based trust antecedent (the extent to 

which trust is built on first impression and is formed via categorization and 

illusion of control); knowledge-based trust antecedent (the extent to which 

trust is created in a prediction process by truster’s knowledge about the 

other party); calculative-based trust (trust that can be shaped by the 

assessment of costs and benefits of another party cheating or cooperating 

in the relationship); and institution-based trust antecedent (a sense of 

security from guarantees, safety nets, or other impersonal structures) 

(Gefen et al., 2003).  

 

Similarly, the study from McKnight et al. (2002) also emphasizes trust as a 

key factor in e-Commerce implementation. These authors posit that 
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previously many researchers treated trust as a unitary concept; most now 

agree that trust is multidimensional. However, there is little agreement 

regarding the specific dimensions that constitute trust and how these 

dimensions interrelate. These authors have proposed and validated 

measures for a multidisciplinary and multidimensional model of trust in e-

Commerce. The model includes five high level constructs (McKnight et al., 

2002): 

 

1. Trust-related behaviors are “actions that demonstrate dependence 

on a web vendor, that make one vulnerable to the vendor, or 

increase one’s risk” (p. 336). When applied to this study, the trust-

related behavior refers to e-Commerce adoption.  

2. Trusting intention means “the truster is securely willing to depend, 

or intends to depend, on the trustee” (p. 337).  

3. Trusting beliefs means “the confident truster perception that the 

trustee has attributes that are beneficial to the truster” (p. 337).  

4.  Institution-based trust is “the belief that needed structural 

conditions are present (e.g. in the internet) to enhance the probability 

of achieving a successful outcome in an endeavor like e-Commerce” 

(p. 339).  

5. Disposition to trust is “the extent to which a person displays a 

tendency to be willing to depend on others across a broad spectrum 

of situations and persons” (p. 339).  
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The above constructs constitute the “Web Trust Model” which was basically 

influenced by the theory of reasoned action (TRA). TRA posits that beliefs 

lead to attitudes; attitudes lead to behavioral intentions; and behavioral 

intentions lead to actual behavior. In other words, when people have trust in 

something, they tend to form a positive attitude towards particular behavior. 

According to TRA, this attitude will lead to the intention to perform a certain 

activity (Ajzen, 1999).    

 

Trust and Business Relationship: Trust in business relationships is 

considered relevant to this research because it is a key ingredient in forming 

alliances between SMEs and intermediaries. Brown and Lockett (2004) 

propose the e-Business model for SMEs in creating and maintaining 

competitive advantage. The eTrust platform model emphasizes the role of 

intermediaries in the e-business engagement process and defines the 

relationship between multiple SMEs and intermediaries which have trust as 

an important component (Brown & Lockett, 2004). Ratnasingam (2005) 

explains why trust is important in e-Commerce partnership: e-Commerce 

encourages the creation of institutional structure for online exchange 

relationships. However, the difference among business partners and the 

rapid change of technology have generated uncertainties in business-to-

business e-Commerce. These uncertainties cause a lack of trust and 

reliability in e-Commerce partnerships (Ratnasingam, 2005). Kim, Song, 
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Braynov, and Rao (2005) postulate that trust is an essential component in 

every business relationship. This is because trust encourages exchange 

partners to work at preserving relationships through cooperative transaction 

(Kim et al., 2005).  

 

As suggested by Das and Teng (1998), confidence in partner cooperation is 

a key variable in alliances formation. This confidence comes from the two 

distinct sources of trust and control. These authors posit that trust is 

believed to be a source of confidence because it is defined as the degree to 

which the truster has a positive attitude towards the trustee’s goodwill and 

reliability. The more the truster believes in the trustee’s goodwill and 

reliability, the more confidence there will be in cooperation. Das and Teng 

(1998) argue that when it is possible to fully trust the partner, there is no 

need to control their behavior. Thus, control will come into play only when 

there is insufficient trust in the relationship (Das & Teng, 1998). 

Ratnasingam (2005) argues that trust in business relationships evolve from 

four perspectives, namely economics, technology, behavior, and 

organisation. These perspectives focus on how institutional-based trust 

provides structural assurances and security technological solutions in the 

form of technological trust, which will lead to interpersonal or relationship 

trust (Ratnasingam, 2005). Willcocks and Choi (1995) studied the concept 

of cooperation and its relevance to strategic alliances. These authors argue 

that one of the major objectives in alliances is to maintain the relationship 
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over a long period of time; therefore maintenance and enforcement issues 

need to be taken into account to avoid the threat of opportunism. The only 

way to reduce potentially negative opportunistic behavior is by using the 

trust mechanism (Willcocks & Choi, 1995).  

 

The review of literature in the above section has revealed an important gap 

and an opportunity in the cross-cultural research area. For the research 

gap, a link is lacking from the national level of cultural dimensions to the 

individual level of e-Commerce adoption. This gap initiates the opportunity 

for the present study to introduce constructs that are classified as an 

individual unit of analysis, to bridge this gap. The section below will explain 

in more detail about this concept.    

 

2.8 Relevance of Literature Review to This Research  

 

The literature review has implications for the present research in three 

ways. Firstly, it is evident that there are major impacts of culture on the way 

individuals and groups work in the system. This impact of culture on 

individual behavior tends to be greater than the direct impact of culture on 

the systems themselves (Adler, 1983). Secondly, Hofstede’s cultural 

dimensions are a national measure, while the examination of IT adoption is 

an individual level analysis. Therefore, the appropriate practice is to 
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introduce moderating variables into the research model to act as a link from 

national to individual levels (Baskerville, 2003; Davison & Martinsons, 2003; 

Ford et al., 2003). Finally, the inclusion of psychological variables such as 

TPB, TAM, and trust in social networks in individual level analysis will make 

the model a multilevel one. Traditionally, previous research in cross-cultural 

studies has emphasized either micro level or macro level perspective. The 

micro perspective is rooted in psychological research. It focuses on 

individual characteristics and behavioral variation. The macro level, on the 

contrary, is rooted in anthropological and sociological research that argues 

that there are substantial regularities in social behavior that transcend the 

differences among individual actors (Lin & Peng, 2005). It is argued that 

either the micro or the macro perspective by itself is not sufficient to explain 

cross-cultural phenomena and that research can greatly benefit from 

combining micro and macro level perspectives (Ford et al., 2003).  

 

However, as argued by Baskerville (2003), researchers still have some 

important concerns about applying Hofstede’s dimensions. With the focus 

on cultural issues in IT management, Ford et al. (2003) have questioned the 

implication of Hofstede’s cultural dimensions by asking “Has the information 

systems field been able to build strong theory and generalizable managerial 

practices from this framework, as have other management disciplines?” (p. 

9). These authors concluded that Hofstede’s national culture dimensions do 

have a critical role to play in future IS research; however, their roles must be 
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specifically applied on a national level of analysis only, and not on the 

individual level (Ford et al., 2003). There are three concerns regarding 

applying cultural values on IT adoption (Ford et al., 2003): 

 

1. Hofstede’s dimensions assume culture falls along country boundaries 

and that the cultures are static over time. 

2.  National culture is assumed to be homogenous, while subcultures are 

assumed not to exist. 

3. The level of analysis is a national measure but many researchers apply 

the dimensions to group or individuals. 

 

For the benefits of the cultural IS research area, Ford et al. (2003) 

recommend that Hofstede’s cultural dimensions should be utilized in the 

following disciplines: 

 

1. Usage of National Culture Dimensions: From Hofstede’s cultural 

definition, values and attitudes underlie human behaviors and 

preferences. Therefore, the connection between the values and the 

relevant behaviors must be theorized first.  

2. Independent Variables: The researchers can hypothesize the role of 

cultural dimensions in the treatment of the IT implementation. This 

approach would help develop studies that are less nationally specific and 
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would also give a rich knowledge of how the dimensions interact with IS 

and behaviors.  

3. Moderating Variables: It would be beneficial to IS research to include 

the cultural dimensions to an existing theory such as the ‘theory of 

planned behavior’, which focuses on the individual level.  

 

Davison and Martinsons (2003) conclude that culture does matter when it 

comes to managing IT. This is because the impact of globalization of trade 

and the consequences of the global economy cause difficulty and it is 

dangerous to ignore cultural issues. Dissatisfaction about IS implementation 

has mostly resulted from a poor fit with the prevailing culture and a failure to 

build a culture to support change (Davison & Martinsons, 2003).  Hence, it is 

necessary to address the gap in the literature and to examine the impact of 

culture on the take-up of e-Commerce technologies.  

 

The next chapter will discuss the research model and related hypotheses.  
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CHAPTER 3: RESEARCH MODEL AND HYPOTHESES 
 

This chapter will focus on how the constructs discussed in the literature 

review are combined to develop a research model. Firstly, the previous 

research in culture and individual behavior will be discussed, followed by a 

review of research in social networks, and the technology acceptance 

model. Finally, an overview of the hypothesized effects of culture on e-

Commerce adoption will be presented.  

 

3.1 Introduction 

 

This thesis has started from the research question of how the role of culture 

impacts the adoption of e-Commerce in the Thai small and medium 

hospitality firms. The literature review was conducted with a list of possible 

factors from three major theories, namely cross-cultural theory, the 

technology acceptance model, and the theory of planned behavior. Then the 

research gap identified that previous studies in this area suffered from the 

assumptions of Hofstede’s cultural values: that one culture equates one 

nation. When cultural values were used to predict certain behavior at an 

individual level of society, it could lead to an incorrect interpretation of 

findings. This is because it is widely accepted today that there could be a 

number of sub-cultures in one society (Baskerville, 2003). Therefore, the 
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present study introduces the role of social networks as a link from the 

national level to the level of individual behavior.  

 

According to the researcher’s best knowledge, the effect of culture on trust 

in social networks has not been widely studied, especially in developing 

countries such as Thailand. It is then interesting to understand this effect on 

an individual’s intention to adopt e-Commerce. The next section will start 

with a summary of the discussion of previous research in culture and 

individual behavior.    

 

3.2 Previous Research on Culture and IT Adoption 

 

Hofstede (2001) argues that culture affects behavior. Nevertheless, only 

recently have researchers placed more emphasis on studying the impact of 

culture on certain behaviors (Clugston, Howell, & Dorfman, 2000). 

Numerous IS researchers have studied the impact of culture on the 

behavior of IT adoption (for example, Straub et al., 1997; Veiga et al., 2001; 

Gefen et al., 2003; McCoy, Everard, & Jones, 2005). However, these 

researchers focused mainly on IT adoption in developed countries 

especially North America. Furthermore, the popularity of studying the role of 

culture in IT adoption derives from the research trend in this area. McCoy et 

al. (2005) argued that the current trend in cross-cultural study is to utilize 
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individualized measures of culture to predict the organizational variables, 

and IT adoption is one aspect of this.  

 

Study of the effect of culture on IT adoption has been widely done by using 

the technology acceptance model theory. As discussed in Chapter 2, TAM 

explains the behavior of computer usage through two variables, perceived 

usefulness and perceived ease of use. This section will outline some 

examples of how culture and IT adoption with TAM have been studied.  

 

Straub et al. (1997) investigated the role of culture in TAM in three 

countries, namely USA, Switzerland and Japan. Four cultural dimensions 

(i.e. power distance, uncertainty avoidance, individualism and masculinity) 

were used in the model to be tested against PU and PEOU. The results 

indicated that TAM held for both the US and Switzerland, but not for Japan. 

These authors reached the conclusion that the model with cultural values 

and TAM may not predict technology use across all cultures.  

 

Veiga et al. (2001) also studied the role of culture in IT adoption by using 

TAM. However, these authors suggested that the national culture affected 

TAM through its impact on certain key variables that were associated with 

the implementation process. Therefore, implementation issues such as 

performance benefits, training and reward systems, and management 

involvement were included in the model. The results showed that 
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technology acceptance in a cross-cultural environment could be enhanced 

when managers design the implementation process in order to respond to 

the cultural differences (Veiga et al., 2001).  

 

Recently, McCoy et al. (2005) tested TAM functions across cultures by 

comparing IT implementation in two cultures – USA and Uruguay. One 

major difference from other studies in the same area lay in the introduction 

of the theory of planned behavior (TPB) variable of the subjective norms 

(SN), perceived behavioral control (PBC), and behavioral intention (BI) in 

the model (see the explanation of TPB in Chapter 2). These researchers 

found that  

− PU significantly influenced BI in both countries, 

− PEOU insignificantly influenced BI in both countries, 

− SN did not have influence on behavioral intention to use IT in either 

country, and 

− PBC influenced behavioral intention to use IT in both countries.  

The researchers also pointed out that the problem of using Hofstede’s 

cultural dimension was the inability to distinguish between people in the 

sample, as they could only aggregate to the group. This problem made 

testing the individual dimensions on the relationship in the TAM model 

impossible (McCoy et al., 2005). 
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The comments from the study by McCoy et al. (2005), in addition to those of 

Baskerville (2003), initiated the idea of introducing another individualized 

measure - trust in social networks - to the IT adoption model of the present 

study. The next section will review examples of research in the trust and IT 

adoption area.  

  

3.3 Previous Research on Trust and IT Adoption  

 

As mentioned in Chapter 2, a number of researchers studied the role of trust 

in e-Commerce adoption. For example, Gefen et al. (2003) studied the role 

of trust and TAM in online shopping behavior. These researchers argued 

that consumer trust was as important to online commerce as the widely 

accepted TAM variables. In their study, they hypothesized that heightened 

levels of trust were associated with heightened levels of intended use of the 

e-vendor. The main reason was that trust helped reduce the social 

complexity a consumer faces in e-Commerce, by allowing the consumer to 

rule out undesirable behaviors of the e-vendor, including the inappropriate 

use of purchase information (Gefen et al., 2003).  

 

A recent study by Gefen et al. (2005) investigated the role of trust in IT 

adoption but also considered the complexity of cultural diversity. The 

researchers posited that trust was culture-dependent; therefore, it should 
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decrease considerably when cultural difference and diversity increase. The 

context of this study was to compare two cultures, USA and South Africa. 

The results suggested that when cultural diversity was large (as in the case 

of South Africa), trust became of lesser importance because it could no 

longer reduce social uncertainty. To overcome this problem, these 

researchers recommended the increasing role of government to act as an 

agency among different parties (Gefen et al., 2005).  

 

However, the concept of trust in the present study is different from that used 

in the above research. Trust in the present research is a trusting belief 

within social networks, which could be trust between friends, between family 

members, or between business partners. This concept forms the foundation 

for the present study: that the role of culture in e-Commerce adoption 

intention should be facilitated by trust in social networks. 

 

There are a small number of studies that investigated the role of trust in 

social networks. One of them was a study of trust in SME owners/managers’ 

decision making about collaboration, by Brunetto and Farr-Wharton (2006). 

The study was conducted within the Australian SME environment to 

examine the perceived benefits from participating in a network and to 

analyze the impact of trust on the ability to derive benefits from it. The 

findings suggested that Australian SMEs did learn about new business 

opportunities from attending a network meeting. However, it was less likely 
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that these SMEs would engage in typical collaborative activities such as 

joint marketing ventures. The reason may be that there has been insufficient 

time to build a trusting relationship for collaborative ventures (Brunetto & 

Far-Wharton, 2006).  

 

The present study utilizes the concept from Brunetto and Far-Wharton 

(2006) to introduce trust in social networks into the cultural model of e-

Commerce adoption. The next section will present how each construct is 

linked and developed as the research model.  

 

3.4 The Research Model and Related Hypotheses 

 

The research model in the present study is developed based on the 

implications outlined by McCoy et al. (2005), Davison and Martinson (2003), 

Baskerville (2003), and Ford et al. (2003) in Chapter 2. Unlike previous 

research that used cultural constructs just as the moderating variables, the 

present research posits that cultural variables are the antecedents of the 

determinants of the behavioral intention to adopt IT. The model consists of 

two levels: the macro level and the micro level. The macro level consists of 

Hofstede’s five cultural dimensions. The micro level, the analysis of the 

individual level, comprises variables from the technology acceptance model 

and the theory of planned behaviors. In addition, the present research also 
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introduces trust in social networks as an important variable at the micro 

level.  Figure 3.1 presents the research model of the present study.  

 

As shown in figure 3.1, trust in social networks is introduced to the e-

Commerce adoption as an individualized measure, in addition to TAM and 

TPB variables. The effects of these socio-psychological variables on the 

intention to adopt e-Commerce are believed to be influenced by the cultural 

values of power distance, uncertainty avoidance, individualism, masculinity, 

and long-term orientation. The following section will explain the effect of 

each independent variable on the ultimate dependent variable, e-Commerce 

adoption.       

 

3.4.1 Effect of Culture on Trust in Social Networks 

 

The purpose of the first set of hypotheses is to examine how trust in social 

networks is influenced by cultural values. As mentioned earlier in this thesis, 

the conceptual idea of the research model lies in the belief that the 

formation of a network (with a crucial role of trust among players) would 

facilitate the process of e-Commerce adoption in companies, particularly in 

the SME environment discussed in this thesis.   
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Figure 3.1 Research Model  
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The role of trust in social networks, as discussed in Brunetto and Farr-

Wharton’s (2006) study, is that the success of a network depends largely on 

the quality of the relationship between firms. However, trust in social 

networks in the present study emphasizes the individual level of the 

potential adopter, the social networks of each SME employee. Therefore, 

the focus is not specifically placed on the role of trust in facilitating a 

network formation; rather, the present study is interested to understand the 

role of trust within the employees’ networks, such as friends/family, work 

group and business partners, in facilitating e-Commerce adoption process.  

 

Trust has occasionally been used in the e-Commerce adoption model. 

However, the majority of the researchers focused on consumer’s trust in the 

adoption of online transaction (Pavlou & Chai, 2002; Gefen et al., 2003). 

Pavlou and Chai (2002) studied the role of trust in adopting online 

transaction within two societies, namely Chinese and American. The 

researchers found that trust played a significant role in influencing attitude in 

both collectivist (Chinese) and individualism (American) society (Pavlou & 

Chai, 2002). The present study therefore expects outcomes and directions 

similar to those of Pavlou and Chai (2002). A list below presents a set of 

related hypotheses of this section: 
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H1A: The cultural value of power distance positively affects trust in 

social networks.  

H1B: The cultural value of uncertainty avoidance positively affects trust 

in social networks.  

H1C: The cultural value of individualism positively affects trust in social 

networks.  

H1D: The cultural value of masculinity positively affects trust in social 

networks.  

H1E

 

: The cultural value of long-term orientation positively affects trust 

in social networks.  

3.4.2 Effects of Trust in Social Networks on Socio-Psychological 

Variables 

 

The second set of hypotheses aims to examine the role of trust in social 

networks on socio-psychological variables. As discussed earlier, the present 

study applies two major theories, TAM and TPB, as the socio-psychological 

variables.  
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The theory of the technology acceptance model consists of two variables, 

namely PU and PEOU. Gefen et al. (2003) investigated the role of trust in 

an online purchasing activity by using TAM in the model. Again, trust in this 

research was a consumer trust of the e-vendor. The researchers 

hypothesized that PEOU would positively affect trust and PU, while trust 

would positively affect PU and the intention to use an online purchasing 

facility. Impressively, the results showed that the above hypotheses held 

true for both relationships (PEOU to Trust and Trust to PU). The present 

study has used this research as a basis to develop the relationships 

between trust and TAM variables. However, as trust in the present study is 

the trust within social networks, it is then used as an antecedent of the TAM 

beliefs. In other words, the present study hypothesized that trust among 

friends, family members, and business partners would positively affect the 

intention to use e-Commerce as shown below: 

 

H2A: Trust in social networks positively affects perceived usefulness of 

the e-Commerce technology.  

H2B

 

: Trust in social networks positively affects perceived ease of use 

of the e-Commerce technology.     
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Furthermore, the present study also believes that the role of trust in social 

networks should directly influence both behavioral intention and e-

Commerce adoption. Two more hypotheses are shown below: 

 

H2C: Trust in social networks positively affects the behavioral intention 

to adopt e-Commerce.  

H2D

 

: Trust in social networks positively affects e-Commerce adoption.     

The second component of the socio-psychological variables lies in the 

theory of planned behavior (TPB). According to Ajzen (1991), TPB was 

designed to predict and explain human behavior in specific contexts. TPB 

uses four variables to predict a particular behavior namely attitude, 

subjective norms (SN), perceived behavioral control (PBC) and intention 

(see explanation in Chapter 2). Recently, TPB has been widely used to 

explain the IT adoption behavior in IS research (Choi & Geistfeld, 2004).  In 

the study of the influence of national culture on IT adoption, Veiga et al. 

(2001) found that PU affected attitude and behavioral intention, while PEOU 

affected PU and attitude. Therefore, it is expected that TAM should affect 

TPB variables in the following ways: 
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H3A: Perceived ease of use positively affects perceived usefulness.    

H3B: Perceived usefulness positively affects attitude.  

H3C: Perceived usefulness positively affects perceived behavioral 

control.  

H3D: Perceived usefulness positively affects behavioral intention.  

H3E: Perceived ease of use positively affects behavioral intention. 

H3F

 

: Perceived ease of use positively affects attitude.  

As trust in social networks is expected to reduce the feeling of uncertainty of 

the potential adopter, it is also expected that trust should positively influence 

adoption intention. Three hypotheses are developed and listed below: 

 

H4A: Trust in social networks positively affects attitude. 

H4B: Trust in social networks positively affects subjective norms.  

H4C

 

: Trust in social networks positively affects perceived behavioral 

control.   
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Finally, there are relationships between TPB variables themselves, in the 

way that attitude, SN and PBC influence the intention to adopt e-Commerce.  

 

H5A: Attitude positively affects behavioral intention. 

H5B: Subjective norms positively affects behavioral intention. 

H5C: Perceived behavioral control positively affects behavioral 

intention. 

H5D

 

: Behavioral intention positively affects the e-Commerce adoption 

decision.  

Table 3.1 presents a summary of the above hypotheses by each construct.  

 

Table 3.1 Summary of Hypotheses 

Construct Hypothesis 

Culture H1A: The cultural value of power distance positively affects trust 
in social networks.  

H1B: The cultural value of uncertainty avoidance positively 
affects trust in social networks.  

H1C: The cultural value of individualism positively affects trust in 
social networks.  

H1D: The cultural value of masculinity positively affects trust in 
social networks.  

H1E: The cultural value of long-term orientation positively affects 
trust in social networks.  



 

100 

 

Trust in Social 
Networks 

H2A: Trust in social networks positively affects perceived 
usefulness of the e-Commerce technology.  

H2B: Trust in social networks positively affects perceived ease of 
use of the e-Commerce technology.     

H2C: Trust in social networks positively affects the behavioral 
intention to adopt e-Commerce.  

H2D: Trust in social networks positively affects e-Commerce 
adoption.     

H4A: Trust in social networks positively affects attitude. 

H4B: Trust in social networks positively affects subjective norm.  

H4C

TPB and TAM 

: Trust in social networks positively affects perceived 
behavioral control.   

H3A: Perceived ease of use positively affects perceived 
usefulness.    

H3B: Perceived usefulness positively affects attitude.  

H3C: Perceived usefulness positively affects perceived 
behavioral control.  

H3D

H3E: Perceived ease of use positively affects behavioral 
intention. 

: Perceived usefulness positively affects behavioral intention.  

H3F

TPB 

: Perceived ease of use positively affects attitude.  

H5A: Attitude positively affects behavioral intention. 

H5B: Subjective norm positively affects behavioral intention. 

H5C: Perceived behavioral control positively affects behavioral 
intention. 

H5D

 

: Behavioral intention positively affects the e-Commerce 
adoption decision. 

The next chapter will discuss research design and methodology utilized in 

this thesis.  
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CHAPTER 4: METHODOLOGY 
 

This chapter presents a description of the research design, context of study, 

research question, instrument development, data collection method, survey 

design, and data analysis of the present study.   

 

4.1 Introduction 

 

The purpose of the present research is twofold: to study the role of culture in 

the adoption of e-Commerce in Thailand, and to examine the role of trust in 

social networks in the analysis of the impact of culture on the adoption of e-

Commerce. To fulfil the research objectives, a pragmatic approach is 

carried out using mixed methods research. Rocco, Bliss, Gallagher, and 

Perez-Prado (2003) identify two positions that mixed methods researchers 

advocate: the pragmatist and the dialectical. The pragmatist position 

involves the use of techniques and procedures that are best suited to a 

particular research question. Mixing may occur in data collection or the data 

analysis part if the researcher believes it would help to achieve a more 

accurate result. The dialectical position, on the contrary, seeks to achieve a 

synergistic benefit from the integration of positivist and constructivist 

paradigms (Rocco et al., 2003).       
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The present research applies the pragmatic mixed methods by using both 

quantitative and qualitative method in the project. The pragmatic approach 

aims to use the mixed methods to search for the best opportunities to 

answer the research questions (Johnson & Onwuegbuzie, 2004). This 

approach is beneficial in that a researcher can collect two types of data 

simultaneously during the single data collection phase; this provides the 

advantages of both quantitative and qualitative data, and a researcher can 

gain a broader perspective from the different types of data or different levels 

within the study (Cresswell, 2003). 

 

4.2 Epistemology  

 

Rocco et al. (2003) suggest that the best way to describe the mixed 

methods should start with the understanding of “paradigm”. A paradigm is a 

basic set of beliefs and assumptions that guide a researcher’s enquiry. 

Every researcher always brings in the assumption and stance that include 

three types of belief: ontological belief, about the nature of reality; 

epistemological belief, concerning what the possible knowledge is that one 

can know; and axiological belief, concerning research ethics. The 

researcher’s belief about reality, knowledge, and ethics guide and frame 

their beliefs about research methods (Rocco et al., 2003).     
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There are researchers whose beliefs about the above research method lead 

them to separate qualitative and quantitative approaches to research, 

relating to positivists and to constructivists or interpretivists (Rocco et al., 

2003). Quantitative purists articulate the assumption about positivist 

philosophy (Johnson & Onwuegbuzie, 2004). Neumann (1997) suggests 

that positivism sees social science as an organized method for combining 

deductive logic with precise empirical observations of individual behavior in 

order to discover and confirm a set of probabilistic causal laws that can be 

used to predict general patterns of human activity. Johnson and 

Onwuegbuzie (2004) argue that positivists believe that social science 

enquiry should be objective in that time- and context-free generalizations 

are desirable and possible, and the cause of the outcome can be 

determined precisely and validly. Qualitative purists (constructivists and 

interpretivists), on the contrary, believe that reality is socially constructed 

and only knowable by multiple and subjective points of view (Rocco et al., 

2003). In contrast to the instrumental orientation of positivism, interpretivists 

adopt a practical orientation. The interpretive approach utilizes systematic 

analysis through the direct observation of human nature to gain better 

understanding and interpretation of how people maintain their social world 

(Neumann, 1997).   
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As mentioned earlier, the nature of the present research is dominated by the 

quantitative method; hence utilizing positivism as the epistemological 

framework is appropriate. The reason is that the present research aims to 

draw upon the result of previous research to develop a functional research 

model rather than to create a new theory. Therefore, positivism, which has 

characteristics of seeking rigour and exact measure, and trying to test 

hypotheses by careful analysis of numbers from the measures (Neumann, 

1997), is selected.  

 

4.3 Research Design  

 

4.3.1 Mixed Methods 

 

Johnson and Onwuegbuzie (2004) define the mixed methods as “the class 

of research where the researcher mixes or combines quantitative and 

qualitative research techniques, methods, approaches, concepts or 

language into a single study” (p.17). Because it is a mixture of quantitative 

and qualitative approaches, its logic of inquiry then is a combination of 

induction (discovery of patterns), deduction (testing hypothesis), and 

abduction (relying on the best set of explanations for understanding the 

research results). Johnson and Onwuegbuzie (2004) also suggest that the 
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research method should follow the research question in a way that can offer 

the best opportunity to find out accurate and valid answers. Accordingly, the 

researchers should not limit their choices to only qualitative or quantitative 

methods if the combination of these two methods can offer better 

opportunity to address the research question accurately.   

 

There are five purposes for using the mixed methods according to Rocco et 

al. (2003): triangulation, complementarity, development, initiation, and 

expansion.  

 

1. To increase a study’s validity, triangulation relates to 

corroboration by using different methods for answering the same 

phenomenon.  

2. To increase a study’s validity and interpretability, 

complementarity measures overlapping but different facets of a 

phenomenon. For example, qualitative interview is used to 

measure the nature and level of participants’ perceptions, while a 

quantitative questionnaire is used to measure the nature, level 

and the perceived ranking within a peer group of participants’ 

perceptions.   

3. To increase a study’s validity, development uses a result from 

one method to support or confirm another method.  
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4. To add depth and breadth to the research, initiation uses 

“intentional analysis” to analyse inconsistencies among qualitative 

and quantitative results.  

5. To widen the scope of the research, expansion requires the 

inclusion of multiple components to increase the breadth and 

range of the study.   

 

In summary, because the research question of the present study would be 

better answered through both quantitative and qualitative data, the mixed 

methods approach is then most appropriate. Furthermore, the mixed 

methods approach is encouraged as a main research method because it 

can improve the validity of results by using more than one method to study 

the same phenomenon. This approach is called “triangulation”, as explained 

above, and is claimed to be the main advantage of the mixed methods 

approach (Frechtling & Sharp, 1997). Additionally, using the mixed methods 

can help answer a broader and more complete range of research questions 

because the study will not be restricted to a single method only (Johnson & 

Onwuegbuzie, 2004)    
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4.3.2 Mixed Methods Design 

 

There are four decisions to be made in selecting mixed methods strategies: 

the sequence of the quantitative and qualitative data collection; the priority 

given; the stage that the quantitative and qualitative data and findings will be 

integrated; and whether an overall theoretical perspective is used in the 

study (Cresswell, 2003). The present study is dominated by the quantitative 

method in both data collection and analysis. However, the qualitative 

approach is used as a support to gain in-depth knowledge about 

phenomena. This strategy, called “Concurrent Nested Strategy”, is when 

one method (qualitative) is embedded with the predominant method 

(quantitative). The data collection from the two methods will be integrated 

during the analysis phase of the study (Cresswell, 2003).  

 

The research procedure of the present study has applied the mixed 

methods research model from Johnson and Onwuegbuzie (2004). There are 

eight steps in their model: 1) determine the research question, 2) determine 

whether mixed methods is appropriate, 3) select the mixed methods design, 

4) collect the data, 5) analyze the data, 6) interpret the data, 7) legitimate 

the data, and 8) draw conclusions. 
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4.3.3 Measurement for Validity and Reliability 

 

Even though the present research utilizes mixed methods, priority is given 

to the quantitative approach. Therefore, the measurement is critical. 

Quantitative measurement is a deductive process, and it involves taking a 

concept, construct or idea, and observing it empirically (Neumann, 1997). 

The measurement can be achieved by testing for reliability and validity. 

Reliability concerns the dependability of an indicator. It works to ensure that 

information given by the indicator does not vary because of the indicator or 

the instrument itself. In other words, reliability refers to consistency and 

stability of scores from the measurement scale (Chandler & Lyon, 2001). 

Validity is the degree of fit between the construct and the indicator - the 

better the fit, the greater the measurement validity (Neumann, 1997). In 

addressing validity and reliability, the present research applies Yin’s (2003) 

four design tests, which comprise construct validity, internal validity, external 

validity and reliability.  

 

Construct validity 

Construct validity involves establishing correct operational measures for the 

concepts being studied. The measurement tactic relevant in this research to 

increasing construct validity is the establishment of a chain of evidence via 

triangulation. Triangulation is the use of different types of measure or data 
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collection techniques to examine the same variable (Neumann, 1997). The 

present research will use three data sources that will be triangulated to 

develop a chain of evidence. The three data sources are survey, interview, 

and document analysis (Yin, 2003). The survey instrument is shown in 

section 4.7.  

 

Reliability 

The objective of reliability is to ensure that other researchers following the 

same procedure and utilizing the same construct that described by the 

earlier researcher should arrive at similar findings and conclusions 

(Neumann, 1997). One way to achieve reliability is by setting up formal 

procedures to collect a detailed, accurate record of the processes and 

procedures. Before finalizing the survey questionnaire, the present research 

has conducted a pilot test. The pilot test allowed for assessment of the 

reliability for the measurement instrument in the questionnaire. In addition, 

the pilot test is useful to measure the flow of the survey including the length 

of time required to finish the whole questionnaire. The present study applies 

a convenience sampling method with a small sample size for the  pilot test 

purpose. Data from the pilot test was then used to calculate reliability 

statistics by using Cronbach alpha. The survey items that had internal 

consistency below an acceptable level of 0.7 (Nunnally, 1967) were either 

modified to improve clarity or removed from the questionnaire.   
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Internal validity 

Internal validity is a form of experimental validity (Mitchell & Jolley, 2001). 

An experiment is said to have internal validity if it can demonstrate a causal 

relation between two variables (Brewer, 2000). Shadish, Cook, and 

Campbell (2002) argue that there are three criteria used to justify whether 

an experiment can demonstrate a causal relation:  

 

1. The cause precedes the effect in time (temporal precedence),  

2. The cause and the effect are related (covariation), and  

3. There are no plausible alternative explanations for the observed 

covariation (nonspuriousness). 

 

In other words, internal validity is relevant in studies that try to establish a 

casual relationship. Neumann (1997) postulates that internal validity means 

there are no errors internally to the design of the research project. Internal 

validity concerns possible errors or alternative explanations of results that 

might occur even with implementing necessary controls. The measurement 

tactic relevant to the present research is pattern-matching. In the process of 

pattern matching, the researcher looks for direct replications of the 

theoretical propositions to assure that the casual relationship is consistent 

across the design (Yin, 2003). In this process, the empirical evidence was 

considered to be: 
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• Literal replication: when observed results matched the theoretical 

predictions; 

• Theoretical replication: when the case study produced contrasting 

results but for predictable reasons. 

 

Information obtained through quantitative and qualitative techniques is then 

used to substantiate the pattern matching findings (Yin, 2003).  

 

External validity 

External validity is the ability to generalize findings from a specific setting to 

a broad range of settings or a larger group of people (Neumann, 1997). The 

use of already published scales helps the present research to achieve 

external validity (Chandler & Lyon, 2001). In addition, since the present 

study utilizes mixed methods, the analytical generalization will be done via 

explanation building (Yin, 1994 p. 33). The generalization is expressed as 

research questions, and will be tested with the variables in this study. The 

findings are then used to reject or support the research questions.  

 

The present research applies three sampling methods in research design, 

namely convenience sampling, purposive sampling, and random sampling. 

Convenience sampling is done by getting any case in any manner that is 

convenient. This method could lead to a misrepresentative population; 
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therefore another two methods are used to avoid this potential problem. 

Purposive method uses the judgement of experts to select cases with a 

specific purpose in mind (Neumann, 1997). Finally, the random method is 

utilized. Normally, in simple random sampling, the researcher develops the 

sampling frame and then selects elements from the sampling frame with 

random procedure (Neumann, 1997).   

    

4.4 Context of This Study 

 

The present research examines the factors affecting e-Commerce adoption 

among Thai small and medium enterprises in the hospitality industry, and 

the role of trust in social networks in facilitating e-Commerce adoption in 

Thailand. The major reason that this study focuses on only the companies in 

the hospitality industry is because this industry is very sensitive to the 

change of technologies (Palmer & McCole, 1999). Moreover, the Thai 

hospitality industry is dominated by large foreign hotel chains that have 

expertise in predominant technologies. It is then necessary for Thai 

entrepreneurs to adopt the new technologies such as e-Commerce whether 

they are ready to or not.   

 

Several research studies have been conducted to investigate the factors 

affecting e-Commerce adoption in particular industries. However, none of 
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them have taken the cultural and social networks aspect into account. The 

preceding literature review suggests that culture tends to be an explanation 

of why the diffusion of e-Commerce adoption is different from country to 

country. In addition, the application of social networks, which is very 

pervasive in Western countries, has never been tested in a developing 

country like Thailand before. It is therefore interesting to understand the role 

of culture and trust in social networks so that it can be used to implement 

business strategy in order to increase the competitive advantage for Thai 

SMEs.       

 

For years, the Thai Government has foreseen the importance of e-

Commerce technologies as a tool to increase firms’ competitive advantage. 

This can be seen by the attempt of the National Electronics and Computer 

Technology Center (NECTEC) to propose the National Information 

Technology Policy, also known as IT2010 (Keretho & Limstit, 2002).  IT2010 

is expected to serve as a blueprint for the country’s entry into knowledge-

based and sustainable society. The policy consists of five main flagships: e-

Government, e-Commerce, e-Industry, e-Education, and e-Society. The 

flagship that is relevant to this research is e-Commerce. The purpose of the 

e-Commerce flagship is to strengthen the competitive advantage of Thai 

SMEs in order to increases opportunities for exporting goods and for 

domestic businesses (Keretho & Limstit, 2002). However, the policy 

implementation process has been affected by the lack of sufficient IT 
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knowledge, which makes the government reluctant to invest money in 

building IT facilities. Furthermore, unlike large organisations, Thai SMEs are 

encountering resource shortages of both skilled IT personnel and finance 

(Lertwongsatien & Wongpinunwatana, 2003) 

  

The context of this study is SMEs in the hospitality industry in Thailand. 

Palmer and McCole (1999) argue that the travel industry is characterised by 

the complex nature of travelling products and the different needs of 

customers, and tends to be greatly affected by the proliferation of e-

Commerce technologies. A Thailand fact sheet has been presented in Table 

4.1. It is interesting to note that the Thai economy was relatively stable 

during 2000 – 2004, as shown by a positive growth in real GDP with a 

relatively low inflation rate.  
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Table 4.1 Thailand Fact Sheet 

General Information 

Capital: Bangkok 

Surface of Area: 513 thousand square kilometres  

Population: 64.6 million (2004) 

Recent Economic Indicators 

 2000 2001 2002 2003 2004 

GDP (US$ billion) 122.7 115.5 126.8 143.0 156.1 

GDP per capita 1,966 1,837 1.996 2,234 2,419 

Real GDP growth (%) 4.8 2.2 5.3 6.9 5.8 

Current account balance (US$ million) 9,314 6,191 7,015 7,953 5,034 

Current account balance (%GDP) 7.6 5.4 5.5 5.6 3.2 

Inflation (% change YOY) 1.6 1.7 0.6 1.8 2.7 

Unemployment rate (%) 3.6 3.3 2.4 2.2 2.2 

Source: Australian Department of Foreign Affairs and Trade, 2005. 

 

Table 4.2 presents the contribution of SMEs to Thai economy. It is obvious 

that the SMEs contribution was as much as from large organizations, which 

implies that SMEs are a key driver of the Thai economic system.  
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Table 4.2 Small and Medium Enterprises (SMEs) Contribution 

 1999 2000 2001 2002 2003 

National GDP (billion baht)      

GDP 4,637.1 4,923.3 5,133.8 5,451.9 5,939.1 

Agricultural sector 435.5 444.1 468.5 510.9 579.5 

Non agricultural sector 4,201.6 4,479.1 4,865.3 4,940.9 5,359.6 

Large scale enterprises 1,870.5 1,980.5 2,070.5 2,213.6 2,449.6 

SMEs 1,611.9 1,916.2 2,020.1 2,115.3 2,263.6 

− Medium scale enterprises 842.6 902.8 935.8 978.4 1,053.4 

− Small scale enterprises 959.3 1,043.4 1,084.3 1,136.9 1,210.2 

Source: Office of Small and Medium Enterprises Promotion, 2005. 

 

4.4.1 The Internet and Thai Culture 

 

The world today is best characterized as a phenomenal growth of the 

internet which magnifies the impact of globalization around the world. 

Thailand is one of many countries in Asia concentrating significant 

endeavours to promote the use of the internet, with the belief that it could 

enhance the country’s competitive advantage (Keretho & Limstit, 2002). 

However, concern has arisen that the internet could have changed the local 

culture in an unfavourable way.  In the study of the impact of the internet on 

Thai culture, Hongladarom (1998) argued that globalization itself might not 
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create a single, monolithic cultural entity. The reason is that when people 

from all parts of the globe communicate with one other, they might 

understand the content of the communication but it would be extremely 

difficult to totally understand the non-verbal cues and deeper meanings in a 

culture. A true communication requires that participants share at least some 

sets of values and assumptions together. However, even though 

globalization and the internet might not be able to create a single cultural 

entity, it would be mistaken to conclude that it could not change local 

cultures (Hongladarom, 1998). The reason for the hesitation of researchers 

to make any conclusion about the impact of the internet on Thai culture is 

that there was at the time only a small minority of Thais (about 1% of the 

entire population) who had access to the internet (Hongladarom, 1998).   

 

In a study of the impact of communication technologies on local culture, 

Hamelink (1997) postulated that, at the minimum level, the internet has 

facilitated the communication process; that means it is very easy for Thais 

to perceive or see what has happened on the other side of the world. The 

impact of new communication technologies has caused Thai society to be in 

a state of confusion with the face of expedient Westernization. Thai culture 

and traditions are becoming obsolete, irrelevant and, most importantly, 

obstacles to modernization (Hamelink, 1997).    
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4.5 Research Question  

 

As noted in Chapter 1, the major objective of this study is to answer the 

following research question: 

 

What is the impact of culture on the adoption of Electronic Commerce 

technology by small and medium hospitality companies in Thailand? 

 

4.6 Data Collection Method  

 

4.6.1 Sample Selection 

 

As mentioned in the above section, the present research applies three 

sampling methods: convenience, purposive and random sampling methods:  

 

1. Convenience sampling: Thailand is selected to be a framework 

of the present research because, as mentioned in chapter 2, there 

were only a few studies that focused on the impact of culture and 

social networks on e-Commerce adoption in Thailand.  

2. Purposive sampling: Small and medium hospitality companies 

(i.e. travel agent, hotel and resort) are the area of interest of the 
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present research. The impact of globalization has increased the 

degree of competition in the hospitality industry in Thailand. It is 

interesting to know how these companies adopt e-Commerce as 

a part of their strategies to compete with those foreign travel 

agents and hotel chains. 

3. Random sampling: The sample frame of the present research is 

the small and medium hospitality companies in Thailand. The list 

of Thai SMEs was obtained from the Association of Thai Travel 

Agents (ATTA). The list of population was narrowed down to 

include only the companies that match with the SME definition 

from the Office of SME Promotion (2005). The following SMEs 

definition is applied to this research: 

 

Table 4.3 Thai Small and Medium Enterprises Definition 

Type 

Small Medium 

Employees 
Capital  

(million Baht) 
Employees 

Capital  

(million Baht) 

Production Less than 50 Less than 50 Less than 200 Less than 200 

Service Less than 50 Less than 50 Less than 200 Less than 200 

Wholesale Less than 25 Less than 50 Less than 50 Less than 100 

Retails Less than 15 Less than 30 Less than 30 Less than 60 

Source: Office of Small and Medium Enterprises Promotion, 2005. 
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4.6.2 Mixed Methods Design 

 

As noted earlier, the present research uses a mixed methods methodology 

to examine the role of culture in trust in social networks in the e-Commerce 

adoption process. This methodology is necessary because the impact of 

culture and trust in the decision-making process is complicated within the 

real world context and tends to be influenced by a number of factors (Yin, 

2003). It is necessary to use multiple sources of evidence to establish a 

chain of evidence (Yin, 2003, p. 42) using data collected from multiple 

sources, together with analyzing the processes that are consistent with the 

research protocol and practice. To achieve this objective, information was 

obtained through three processes: 

 

1. A document analysis of Thailand’s E-Commerce situation and Thai 

SMEs’ situation was conducted;  

2. A questionnaire was developed;  

3. In-depth Interviews with 11 Thai small and medium companies in 

hospitality industry were held. 

 

The advantage of using both quantitative and qualitative research methods 

is that the former can be used to measure the outcome and the latter can 
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provide an in-depth understanding about the phenomenon (Marshall & 

Rossman, 1989). The qualitative method (in-depth interview) is used to 

understand the respondents’ general opinion about the role of e-Commerce 

in doing business in Thailand. The outcome of the interview is then used to 

support the findings from the quantitative method.  

 

4.6.3 Survey Design 

 

A survey is used to determine possible factors that significantly affect e-

Commerce adoption, and to examine the role of trust in social networks on 

e-Commerce adoption. A set of closed-ended questions is used to identify 

possible factors to enable more uniform responses and easy processes. It 

also includes open-ended questions asking for general perceptions of the 

respondents regarding the implementation of e-Commerce in their 

companies.   

  

The questionnaire was initially sent to managers and owners of Thai SMEs 

via email. However, because only a limited number of SMEs use email, 

another set of questionnaires were collected by a group of Thai university 

students. The students were given a list of small and medium hotels, resorts 

and travel agents and they left questionnaires at their places for a few days. 

Then they returned to collect the complete questionnaires. In addition, the 
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questionnaire was written in two versions, English and Thai, because some 

members of these companies’ management were foreigners.  

 

4.6.4 Development of the Interview Protocols 

 

In-depth exploratory interviews were chosen as the most appropriate 

technique for collecting the required data to explain the phenomena to 

support the findings from the quantitative method. The present research 

utilizes the in-depth interview technique following the survey questionnaire. 

This will help explain the findings from the qualitative perspective. As noted 

earlier in this chapter, the advantage of doing both quantitative and 

qualitative methods, or mixed methods, is the ability to gain deeper 

knowledge about the phenomena. Johnson and Onwuegbuzie (2004) posit 

that the inclusion of qualitative interviews which have experiments as a 

manipulation check, and perhaps as a way to directly discuss the issue 

under investigation and tap into the participants’ perspectives, will help 

avoid some potential problems of using only the quantitative method alone.  

 

According to Johnson (2002), the “in-depth interview involves a certain style 

of social and interpersonal interaction. As a social form, it differs from the 

kinds of interactions one usually finds in sales pitches, public lectures or job 

interviews” (p.104).  Johnson (2002) further states that to be effective, in-
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depth interviews develop and build on intimacy, which resembles the form of 

talking one finds among close friends. The goal of the in-depth interview is 

to deeply explore the respondent's point of view, feelings, and perspectives. 

In this sense, in-depth interviews yield rich information (Guion, 2006).  

 

According to the above explanation, the present research applies the in-

depth interview to more deeply explore the findings of the quantitative 

survey questionnaire. Moreover, the present research follows the five 

interview steps recommended by Guion (2006), as listed below: 

 

Step 1. Thematizing 

The first step is to clarify the purpose of the interviews.  The purpose of 

conducting interviews in the present research is to complement the main 

quantitative survey method.  

 

Step 2. Designing 

As mentioned in the first step, the purpose of the interview is to gain more 

knowledge to support the outcomes from the questionnaire survey. 

Therefore, the following steps will also be taken: 
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 Step 2.1. Sample Selection 

 Because the interview is a complement to the questionnaire survey, 

the sampling method then follows the main survey. Specifically, the travel 

agents were randomly sampled from the ATTA members list. Approximately 

twenty five (25) companies were contacted by ATTA, and eleven (11) of 

them agreed to participate in the interview study.  

 

 Step 2.2. Question / Script Design 

 The interview question was categorized into three sections: open 

questions, impact of changed technological environment, and factors 

affecting e-Commerce adoption. 

 

 Section 1: Open Questions 

1. What is the current situation of Thai Tourism industry? 

2. How does the current situation described above affect your 

business? 

  

Section 2: Impact of Changed Technological Environment 

1. How does the emergence of e-Commerce affect your business? 

2. How does your company strategically counteract the changed 

technological environment?    
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Section 3: Factors Affecting e-Commerce Adoption 

1. What are the work cultures of a Thai employee?  

2. How do your employees react to new technology? 

3. Did you provide them with training? If yes, how did they accept 

the new training?  

4. What factors might affect your decision to collaborate with other 

firms? 

5. Can you explain about the following issues in your company: 

− The decision making process (top/down or bottom/up)  

− Company’s IT (hardware, software, internet) usage 

− Staff qualification (in term of education, experience, and 

computer skills) 

− Staff relationship within company 

− Change management  

− Staff gender proportion 

 

 Step 2.3. Translation 

 The interview questions were first designed in English and then 

translated into Thai. This is because language seemed to be a significant 

barrier for many Thai employees.  
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Step 3. Interview 

The actual interviews were conducted in April 2006 in Bangkok, Thailand. 

The researcher spent 4 days visiting 11 companies. The participants in 

these interviews were the managers / owners of the companies. Each 

interview took approximately 30 to 45 minutes.   

 

Step 4. Analysing 

The fourth step involves determining the meaning in the information 

gathered, in relation to the purpose of the study. This can be done by 

looking for themes, commonalities, and patterns to try to make sense of the 

information.  

 

Step 5. Reporting 

The final step is to share the information with internal and external 

stakeholders. In this case, the interview result will be reported in Chapter 4.  

 

The next section will explain in detail the quantitative study and the 

development of the survey instrument.  
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4.7 Instrument Development  

 

A survey is used to study the factors that affect the take up of e-Commerce 

adoption among Thai entrepreneurs, specifically those in the hospitality 

industry. The variables of interest were the cultural values of power 

distance, uncertainty avoidance, individualism, masculinity, and long-term 

orientation; trust in social networks; the technology acceptance model of 

perceived usefulness and perceived ease of use; and the theory of planned 

behavior values of attitude, subjective norms, and perceived behavioral 

control. Demographic variables and perception of business growth are 

included to examine cross-sample equivalence.  

 

4.7.1 Cultural Values 

 

The majority of cultural value questions were taken from the IBM Attitude 

Survey Questionnaire developed by Hofstede during 1968 - 1976 (Hofstede, 

2001). Most questions in Hofstede’s survey use an identical five-point Likert-

type scale. However, this study uses reverse scales from Hofstede’s (“1” 

referring to strongly disagree or not importance and “5” referring to strongly 

agree or extremely important) in order to make the whole questionnaire 
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consistent. The remaining questions were in alternative-choice format, in 

which the respondents are asked to circle one of the multiple choices 

provided.  

 

Power Distance 

 

This measurement scale identifies the extent to which individuals in society 

tolerate the unequal distribution of power. The items in this measurement 

are derived from Hofstede’s attitude survey.  

 

Uncertainty Avoidance 

 

The cultural value of uncertainty avoidance is to identify the extent to which 

individual exhibits an anxiety in uncertain situations. The item scales are 

derived from Hofsted’s attitude survey. The respondents are asked to rate 

on 1 (strongly disagree) to 5 (strongly agree) Likert scales. 

 

Individualism 

 

This measurement is to identify the extent to which the individual exhibits 

the degree of individualism or collectivism. A 5-point scale is used (1 

referring to of very little or no importance and 5 referring to utmost 
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importance). The questionnaire items are derived from Hofstede’s attitude 

survey. 

 

Masculinity 

 

This measurement is to identify the extent to which society exhibits the 

degree of masculinity or femininity. A 5-point scale is used in which 1 refers 

to strongly disagree and 5 refers to strongly agree. The items in this 

measurement are derived from Hofstede’s attitude survey. 

 

Long-Term Orientation 

 

In the case of the Long-term orientation index, Hofstede had based the 

question items on Chinese Value Survey (CVS). This study uses the CVS 

items as reported by Matthews (2000). The 5-point scale is used, with 1 

referring to strongly agree and 5 referring to strongly agree. 

 

4.7.2 Social Network Values 

 

As mentioned earlier, this study aims to get better understanding about the 

role of social networks in the adoption of e-Commerce by Thai 

entrepreneurs. In addition, because Hofstede’s cultural dimensions were 
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viewed as an analysis of the national level, they should not be directly used 

to measure individual level constructs such as belief and perception (Pavlou 

& Chai, 2002; Baskerville, 2003). Social networks are another alternative 

that could help bridge this gap. The social network framework views 

organisations in society as a system or object which consists of individuals 

and a group of people who are joined by a variety of relationships (Tichy, 

Tushman, & Fombrun, 1979). The items used in this study are derived from 

the work of Singh (2000). 

 

4.7.3 Trust in Social Networks 

 

This measurement is to identify the role of trust in explaining the intention to 

adopt e-Commerce by Thai entrepreneurs. The question items are derived 

from Brunetto and Farr-Wharton (2002) and are rated based on 5-point 

scale in which 1 refers to strongly disagree and 5 refers to strongly agree. 

 

4.7.4 Technology Acceptance Model Values 

 

The TAM is a widely used theory for predicting the intention of users in 

using IT (Veiga et al., 2001). TAM originated from the theory of reasoned 

action proposed by Fishbein and Azjen (1975). The implication of TAM is 
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based on an argument that beliefs influence attitude, which in turn leads to 

intention and result in actual behavior (Davis, 1986). TAM posits that 

perceived usefulness and perceived ease of use affect the acceptance of IT. 

These two constructs act as a belief that influences the intention of IT 

adoption (Straub et al., 1997).  

 

 Perceived Usefulness 

 

Perceived usefulness is the measurement of the extent to which people 

believe that technology could help them perform their job better. The 5-point 

scale is used in which 1 referring to strongly disagree and 5 referring to 

strongly agree. The question items are taken from Venkatesh and Davis 

(2000) with the replacement of “IT system” by “e-Commerce system”.  

 

 Perceived Ease of Use 

 

Perceived ease of use is the degree to which a person believes that he or 

she can use technology free of effort. The 5-point scale is used in which 1 

refers to strongly disagree and 5 refers to strongly agree. The question 

items are also taken from Venkatesh and Davis (2000), with the 

replacement of “IT system” by “e-Commerce system”. 
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4.7.5 Theory of Planned Behavior Values 

 

The theory of planned behavior was originated with the theory of reasoned 

action with the addition of a new construct, perceived behavioral control, to 

the existing constructs of attitude and subjective norms. Ajzen (1991) 

argued that the addition of perceived behavioral control would help the 

prediction of a person’s behavior to be more accurate.   

 

Attitude 

 

This measurement identifies the overall evaluation of the desirability of a 

person to use e-Commerce. The question items are derived from Wu and 

Chen (2005). A 5-point scale is used with 1 referring to strongly disagree 

and 5 referring strongly agree. 

 

Subjective Norms 

 

Subjective norms are the influence of a person’s normative belief that others 

approve or disapprove a particular behavior (Pavlou & Chai, 2002). In this 

case, this measure is involved with the influence of other people on the 

adoption of e-Commerce in an organisation. The question items are derived 
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from Wu and Chen (2005). A 5-point scale is used in which 1 referring to 

strongly disagree and 5 referring strongly agree. 

 

Perceived Behavioral Control 

 

Perceived behavioral control deals with the perception of individuals 

regarding whether the adoption of e-Commerce is within their control. The 

question items are derived from Wu and Chen (2005). A 5-point scale is 

used in which 1 referring to strongly disagree and 5 referring strongly agree. 

 

Behavioral Intention 

 

Behavioral intention is to measure the individual’s intention to adopt e-

Commerce. The question items are derived from Wu and Chen (2005). A 5-

point scale is used in which 1 referring to strongly disagree and 5 referring 

strongly agree. 

 

4.8 Pilot Study  

 

The instrument was pilot-tested before actually collecting data in order to 

test the response from Thai people. The purpose of the pilot study was to 

examine the reliability of the instruments used in this study. A total of nine 
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Thai graduate students were randomly selected from Griffith Business 

School, Griffith University – Gold Coast campus. The result of this pilot 

study was entered into SPSS 13 to analyze the reliability of the 

questionnaire. The pilot study was done during February – March 2006. 

Table 4.4 outlines the scale names and reliabilities of the variables in the 

pilot study. 

 

Table 4.4 Pilot Study Reliabilities 

Construct Reliability 

e-Commerce Readiness .901 

e-Commerce Adoption .982 

Power Distance .635 

Uncertainty Avoidance .673 

Individualism .757 

Masculinity .780 

Long-term orientation .780 

Social Networks .556 

Personal Trust .733 

Business Trust .722 

Perceived Usefulness .775 

Perceived Ease of Use .705 

Attitude .699 

Subjective Norms .720 

Perceived Behavioral Control .712 
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Most of the reliabilities were above the recommended level of .70 (Nunnally, 

1967), with the exception of power distance, uncertainty avoidance, and 

social network construct. However, the first two of these cultural dimensions 

were slightly lower than the recommended level, which is in line with 

previous research (Kuchinke, 1999; Helms & Stern, 2001; Cseh, Ardichvili, 

Gasparishvilli, & Krisztian, 2004). Social network construct, on the other 

hand, had a relatively low alpha score, which could be explained by the 

complex nature of the constructs as well as the limited use of this scale 

(McCoy et al., 2005).  

 

In terms of individual’s perceptions about the questionnaire, all nine 

students commented that it was straight forward and not too complicated. 

The translation reflected the true meaning of the English version, even 

though some questions needed a little longer explanation in Thai than in the 

English version. Finally, the only concern that was raised by these students 

was the fact that the questionnaire was very long and it would be very 

difficult to convince the actual respondents in Thailand to complete the 

questionnaire.   
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4.9 Data Analysis  

 

Even though this study can be classified as a cross-cultural study, the main 

objective is not to compare Thai culture with other cultures. Instead, it aims 

to examine cultural changes since Hofstede’s survey in 1980 and to gain 

better understanding of how recent Thai cultural values affect the adoption 

of e-Commerce. In chapter 5, information is provided about the nature of the 

data based on a descriptive analysis of the sample demographics and 

variables of interest; reliability testing; and correlation among variables. In 

chapter 6, hypotheses are tested by using path analysis based on multiple 

regression analysis.  

 

4.9.1 Descriptive Analysis Methods 

 

A descriptive analysis is conducted to describe basic patterns about the 

respondents and variables of interest.  
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4.9.2 Path Analysis and Regression Method 

 

This section intends to provide justification about the rationale of selecting 

path analysis as a hypotheses testing method over a normal regression 

analysis. In order to do this, it is necessary to understand the basic principle 

of these two methods. The basic principle of regression analysis is to predict 

one variable from another. In regression method, the researcher fits a 

predictive model to the data and uses that model to predict values of 

dependent variables from one or more independent variables (Field, 2005). 

Simple regression seeks to predict an outcome variable from a single 

predictor variable, whereas multiple regression seeks to predict an outcome 

from several predictors (Field, 2005). One key advantage of regression 

analysis is the ability to capture multiple relationships simultaneously and is 

able to provide a quick, simple estimation result (Ahn, 2002). However, the 

suitability of applying the regression analysis is compromised when the 

indirect factors play an important role. Regression analysis can capture all 

the direct effects from all predictor variables, but it cannot deal with indirect 

effects coming from casual relationships among variables (Ahn, 2002).   

 

Path analysis, on the other hand, has a long history. It started in the 1930s 

as a tool to study direct and indirect effects of variables (Ahn, 2002). Path 

analysis is not a substitute of regression method; rather it is viewed as a 



 

138 

 

complementary methodology to regression analysis (Ahn, 2002). In path 

analysis, a set of additional regressions is added to the original regression 

model to trace the indirect effects. Because of its complicated nature, path 

diagram is always used to display all of the casual relationships (Grimm & 

Yarnold, 1998). The starting point for path analysis is a researcher’s theory 

about the casual relationship among a set of variables. The relationship is 

then formally and explicitly expressed by a model or path diagram (Grimm & 

Yarnold, 1998).  

 

The present research chose path analysis as a hypotheses testing method 

because the researcher has identified a number of casual relationships 

among variables based on relevant theories. These relationships cannot be 

simply measured by having only one equation to predict the ultimate 

dependent variable (i.e. e-Commerce adoption) because there are 

numerous indirect effects which could lead to a misinterpretation of the 

results. Path analysis allows the researcher to break the complication into 

different set of relationships and theoretically identify whether they have 

direct or indirect effects to one another.  
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4.9.3 Path Analysis as a Hypotheses Testing Method 

 

Path analysis is used to test the relationship among interested variables in 

hypotheses testing. The aim of path analysis is to provide estimates of the 

magnitude and the significance of hypothesized casual connections among 

sets of variables in the path diagram (Stage, Carter, & Nora, 2004). 

Basically, it is an extended version of the regression model used to test the 

fit of the correlation matrix against two or more causal models being 

compared by the researchers (Schumacker & Lomax, 2004). It is very 

common in path analysis practice that a number of multiple regression 

equations using observed variables are required.  Stage et al. (2004) 

identify two key strengths of path analysis: that firstly it allows researchers 

to study direct and indirect effects simultaneously with multiple independent 

and dependent variables, and secondly, it allows researchers to diagram 

sets of hypothesized relationships that can be directly translated into 

equations for the analysis.    

 

The present research uses an ordinary least square regression (OLS) 

approach to perform path analysis. The OLS approach uses the multiple 

regression method from the SPSS statistical package. R2 is used to 

measure the suitability of the model under the OLS approach (Echambadi, 
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Campbell, & Agarwal, 2006). The key feature of this approach is that it 

assumes perfect reliability of the instrument (Musil, Jones, & Warner, 1998). 

In other words, this approach assumes that the variables are measured 

without error. The advantage of using path analysis with an OLS approach 

is that it estimates parameters with an independent system, which could 

avoid the problem of multicollinearity (Grapentine, 2000).    

 

Steps in Conducting OLS Path Analysis 

 

Path coefficients using the OLS approach are obtained through a series of 

multiple regressions: a standardized regression coefficient (beta) shows the 

direct effect of an independent variable on a dependent variable on path 

mode. Bento and Bento (2004) described steps in conducting OLS path 

analysis in IS research as following: 

 

Step 1. Define the hypotheses: Variables should be organized in 

casual systems. The order of the variables is established based on 

hypotheses derived from theoretical considerations. 

Step 2. Perform Data Collection: Data could be collected from a variety 

of procedures such as interviews, surveys, secondary data etc. 

Step 3. Compute Partial Correlation Coefficients and Beta Weights: 

The inputs for causal path analysis can be obtained from the standard 

results of statistical packages such as SPSS or SAS.  
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Step 4. Draw a Causal Path Diagram with The Results: The partial 

correlations are presented in the diagram.  

 

In the present study, e-Commerce adoption (i.e. dependent variable) is 

regressed by its independent variables namely intention, trust, and social 

networks. Then these independent variables are regressed on their relevant 

variables. Specifically, on the first level, intention is regressed on attitude, 

perceived behavioral control, subjective norms, trust in social networks, 

perceived usefulness and perceived ease of use. Attitude is regressed on 

perceived usefulness, perceived ease of use and trust in social networks. 

Perceived behavioral control is regressed on trust in social networks and 

perceived usefulness. Subjective norms are regressed on trust in social 

network.   

 

On the second level, perceived usefulness is regressed on trust in social 

networks and perceived ease of use. Perceived ease of use is regressed on 

trust in social networks. Finally, on the third level, trust in social networks is 

regressed on the cultural value of power distance, uncertainty avoidance, 

masculinity, individualism and long-term orientation.  
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4.9.4 Justification of Hypotheses Testing Method 

 

Path analysis can normally be performed with two major approaches: using 

OLS or using Structural Equation Modelling (SEM).  Path coefficients using 

the OLS approach can be obtained through a series of multiple regressions. 

Path analysis with OLS approach is traditionally a simple and powerful way 

to analyse the casual relationship between variables (Bento & Bento, 2004). 

SEM, on the other hand, has been around since early in the 20th century, 

originating in Sewall Wright’s 1916 work (Shah & Goldstein, 2006). The 

SEM approach was only recently brought to the attention of a much wider 

audience of marketing and consumer behavior research.  

 

Shah and Goldstein (2006) define the SEM approach as “a technique to 

specify, estimate, and evaluate models of linear relationships among a set 

of observed variables in terms of a generally smaller number of unobserved 

variables” (p. 149). OLS and SEM approaches have gained extensive 

popularity in the management field in the last decade, in part due to their 

ability to test complex theoretical structures (Echambadi et al., 2006). 

Despite their popularity, the argument of whether to use the SEM or the 

OLS approach has also become an issue. This can be seen from the fact 

that several scholars have addressed and/or compared the strengths and 
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weaknesses of OLS and SEM path analysis (Mueller, 1996; Grapentine, 

2000; Kline & Krammer, 2001).  Table 4.5 summarizes the key differences 

between path analysis using OLS and SEM method.  

 

Table 4.5 Summary of Key Differences between OLS and SEM Method 

OLS SEM 

OLS is component-based exploratory 

approach 

SME is confirmatory, covariance-based 

approach 

Measures of R2 are used to identify the 

suitable model. 

Goodness of fit between the covariance 

and the observed matrices is assessed 

to determine a suitable model. 

OLS is suitable for exploratory research. 
SEM is suitable for confirmatory 

research. 

OLS can be applied to small sample 

size. 
SEM requires large samples. 

OLS is done through series of 

interdependent regression, therefore it 

does not have distribution assumptions. 

SEM must have strong distribution 

assumptions. 

 

As presented in table 4.5, Echambadi et al. (2006) contend that the major 

difference between the two methods is that SEM is largely a “confirmatory, 

covariance-based approach wherein the focus is to minimize the difference 

between the covariances derived from the empirical data from those 

predicted by the model-implied covariance matrix” (p. 1808). Therefore, the 

goodness of fit between the covariance and the observed matrices is 

assessed to determine a suitable model. OLS, on the other hand, is “a 
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component-based exploratory approach wherein the latent variables are 

estimated as exact linear combinations of the observed measures” (p. 

1808). Because the focus of OLS is on explanation of variance, measures of 

R2 are used to identify the suitable model (Echambadi et al., 2006).  

 

As discussed above, the present study uses path analysis with an ordinary 

least square (OLS) approach to testing the hypotheses. Jaccard and Wan 

(1996) argue that the OLS method may be preferred to SEM in the case 

where there are substantial departures from the SEM assumptions of 

multivariate normality of the indicator and/or small sample size, and where 

the measurement error is not a concern. This is the case for the present 

study as explained below: 

 

1. Echambadi et al. (2006) recommend that the decision of choosing 

SEM or OLS should be dictated by the goal of the research. If the 

goal of the research is to maximize the variance of observed 

variables in exploratory situation, then the OLS approach seems 

more appropriate. In contrast, if the goal is for confirmatory theory-

testing research, then SEM is the obvious choice. As mentioned 

earlier in this thesis, the present study is exploratory in nature, with 

the objective of testing the casual relationships between variables. 

2. Path analysis with the SEM approach requires a large sample size to 

get stable estimates of the covariances/correlations. Kline (1998) and 
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Ullman (2001) posit that the rule in determining the sample size for 

SEM is 10 (ten) subjects per parameter, not per variable. In SEM, 

each measure usually has three parameters: its path coefficient, its 

variances, and the disturbance term (Ullman, 2001). According to this 

rule, the present study has an inadequate sample size to perform a 

SEM path analysis.   

3. The present study can be considered under the Information System 

(IS) research area in which most of the data is only nominal or ordinal 

in nature rather than interval; therefore, the use of the OLS approach 

is particularly appropriate (Bento & Bento, 2004).  

4. The relationships between variables in the present study are 

hierarchical and unidirectional, either going from X1 to X2 or X2 to 

X1, not both ways. This type of casual system is referred to as a 

recursive system. According to Bento and Bento (2004), if we have 

the recursive system, we can proceed with the OLS approach to 

estimate the correlation coefficients.  

 

In summary, this chapter has explained and justified the choice of research 

methodology, and the method and techniques used to collect the data, in 

order to explore the research problem. The present research applied the 

mixed methods by using both quantitative and qualitative approach. This 

helps the researcher to gain a broader perspective from the different types 

of data or different levels within the study. To achieve mixed method 
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objective, the survey using questionnaire and the in-depth interview were 

used as the data collection method. The chapter then discussed the choice 

of statistical models used to test the research hypotheses. The choice 

between multiple regression method and path analysis was discussed first. 

Path analysis was selected because the researcher has identified that there 

were a number of indirect effects towards the dependent variable which 

cannot be tested by using only one single equation. Finally, the justification 

of path analysis method between OLS and SEM was discussed. As 

mentioned earlier, because the sample size of this study is relatively small 

and the nature of the research is exploratory with the objective to test the 

casual relationships between variables, path analysis with OLS method was 

then selected. 

  

The next chapter will provide the descriptive analysis result from the survey 

as well as the findings from the in-depth interviews.  
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CHAPTER 5: THE NATURE OF THE DATA 
 

Chapter 5 presents the data and its analysis. The sample is described using 

descriptive statistics. Then the correlations among variables are analyzed. 

The chapter concludes with the findings from the in-depth interviews.   

 

5.1 Description of Sample  

 

As outlined in Chapter 4, the respondents of this study are the employees of 

Thai small and medium enterprises in hospitality industry, including hotel, 

resort, and travel agents in Bangkok and the major tourist areas such as 

Koh Samui and Phuket. The data collection has been mostly done by fourth 

year students of one university in Bangkok. These students personally 

approached the target respondents and left the questionnaire with them for 

a few days. This method helped to reduce the total time required for the 

data collection phase and dramatically increased the response rate.  
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5.2.1 Demographics 

 

Approximately 370 questionnaires were handed to the prospected 

respondents in Bangkok and some major provinces. A total of 298 

questionnaires were returned, with 5 of them incomplete, which left the final 

number of respondents as 293.  

 

Table 5.1 to 5.2 illustrates the basic demographics of respondents. The 

gender of the respondents was approximately even, with 140 males and 

153 females.  

 

Table 5.1 Respondents by Gender 

Gender Frequency Percentage 

Male 140 47.78% 

Female 153 52.22% 

Total 293 100% 

 

In terms of age, the majority of the respondents were in the 25 - 34 age 

categories (52%), followed by younger than 25 years (25%) and 35-44 

years (17%).  
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Table 5.2 Respondents by Age 

Age Group Frequency Percentage 

< 25 72 24.66% 

25-34 153 52.40% 

35-44 50 17.12% 

45-54 11 3.77% 

55-64 5 1.71% 

Over 65 1 0.34% 

Total 292 100% 

 

With respect to education, as shown in table 5.3, the majority of the 

respondents have at least a Bachelor degree (50%), which is deemed 

necessary for Thai people to guarantee a career. However, it is quite 

surprising that a reasonable number of employees working in the hospitality 

industry have finished only high school, because there is such a very low 

career opportunity in those who have a low education level.  

 

Table 5.3 Respondents by Level of Education 

Education Frequency Percentage 

High School 57 19.52% 

College or vocational training 49 16.78% 

A bachelors degree 147 50.34% 

A post graduate degree  36 12.33% 

Others 3 1.03% 

Total 292 100% 
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5.2.2 Business Characteristics 

 

The majority of respondents’ business location was in Bangkok (94%), the 

capital city of Thailand (see table 5.4). Bangkok today is considered to be a 

centre of IT and a starting point for tourist arrival.  

 

Table 5.4 Respondents by Business Location 

Business Location Frequency Percentage 

Bangkok 275 93.86% 

Chiang Mai 3 1.02% 

Phuket 4 1.37% 

Samui Island 2 0.68% 

Others 9 3.07% 

Total 293 100% 

 

 

Table 5.5 presents the business type of each respondent’s company. The 

majority of business types, accounting for approximately 81%, fell within two 

categories, hotel (54%) and travel agents (27%). For travel agents, the 

majority were inbound tour operators (14%), which suggests that Thailand is 

still one of the most popular destinations for foreign tourists.   
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Table 5.5 Business Type 

Business Type Frequency Percentage 

Inbound tour operator 41 13.99% 

Outbound tour operator 18 6.14% 

Inbound & Outbound 20 6.83% 

Hotel 159 54.27% 

Resort 40 13.66% 

Others 15 5.12% 

Total 293 100% 

 

In terms of business size by number of employees, approximately 62% of 

hotel respondents had more than 50 employees, while about 60% of travel 

agents had about 11 to 50 employees (see Table 5.6)     

 

Table 5.6 Business Size (Number of Employees) 

Number of Employees Frequency Percentage 

0 0 0 

1 1 0.34% 

2-5 15 5.12% 

6-10 42 14.33% 

11-20 25 8.53% 

21-50 55 18.77% 

More than 50 155 52.90% 

Total 293 100% 
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Table 5.7 presents the respondents by work position. The majority of them 

(48%) fell in the “others” category, which was not classified as a business 

professional area. Approximately 58% of respondents who selected others 

declared that they were general staff in the hotel business (95%), while 

another 25% were tour guide in the travel agent business (89%).  In the 

professional area, about 21% of the respondents worked in sales and 

marketing departments and 14% worked as accountants.  

 

Table 5.7 Respondent by Work position 

Position Frequency Percentage 

Business Owner 6 2.05% 

Managerial (director / manager) 16 5.46% 

Accountant 41 13.99% 

Sales & Marketing Officer 62 21.16% 

Administrative officer 28 9.56% 

Others 140 47.78% 

Total 293 100% 
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5.2.3 Business Growth 

 

The majority of respondents (66%) believed that their firms had moderate 

growth aspiration; about 34% believed their firms were ambitious to grow 

(see table 5.8). As a result, approximately 96% of respondents reported that 

their firms experienced about 5% to more than 50% growth in sales (see 

table 5.9). Interestingly, about 38% of the respondents reported that their 

firms had more than 50% growth rate; 67% were from those who worked in 

hotel business, followed by travel agents at about 20%. This finding could 

imply that even the hospitality industry in Thailand has recovered very 

quickly from the country’s economic recession during 1997 - 2004.  

 

Table 5.8 Growth Aspiration 

Growth Aspiration Frequency Percentage 

Low Growth 1 0.34% 

Moderate Growth 193 65.87% 

Ambitious 99 33.79% 

Total 293 100% 
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Table 5.9 Sales Growth Rate 

Growth Aspiration Frequency Percentage 

Less than 5% p.a. 12 4.10% 

5%-10% p.a. 75 25.60% 

10%-20% p.a. 66 22.53% 

20%-50% p.a. 28 9.56% 

More than 50% p.a. 111 37.88% 

Total 293 100% 

 

Table 5.10 confirms the above implication. In the past 12 months, about 

68% of respondents’ companies experienced business growth, 27% stayed 

at the same size and only about 1% decided to decrease in size.  

 

Table 5.10 Last 12 Months Performance 

Growth Aspiration Frequency Percentage 

Decreased in size 4 1.37% 

Stayed the same 78 26.62% 

Grown a bit 155 52.90% 

Grown a lot 43 14.68% 

Merged with another business 13 4.44% 

Total 293 100% 
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Table 5.11 presents companies’ growth intention. Approximately 86% of 

respondents reported that their firms had intended to grow: about 29% 

expected to grow naturally with minimal effort; 40% had been trying some 

strategies and 16% had made a lot of effort to grow.  

 

Table 5.11 Growth Intention 

Growth Aspiration Frequency Percentage 

No intention – lack of new employees 38 13.01% 

No intention – others 4 1.37% 

Have intention – market expands naturally 86 29.45% 

Have intention – trying some strategies 116 39.73% 

Have intention – trying a lot of strategies 48 16.44% 

Total 292 100% 

 

5.3 Correlation Matrix  

 

The correlations among model variables are presented in Table 5.12. The 

correlation matrix indicated that trust in social networks, TPB variables, TAM 

variables and three cultural dimensions (PDI, IDV and LTO) were 

significantly correlated with e-Commerce adoption (p < .01). The cultural 

dimensions of PDI, UAI, and IDV were significantly correlated with 

behavioral Intention (p < .01). This finding implied that, from cultural 
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perspectives, instruction from superior (power distance), individualism, and 

long-term goals played significant role in intention to adopt e-Commerce. 

This result was slightly different from that in the study by Choi and Geistfeld 

(2004), a cross-cultural investigation of e-shopping adoption between Korea 

and the US, in which individualism and uncertainty avoidance were not 

significantly correlated with consumer intention to adopt e-shopping for both 

countries.  

 

However, it was found that all cultural dimensions were significantly 

correlated with perceived behavioral control – one of the TPB variables 

which partly measure the intention of the respondents in their IT adoption 

decision. The correlations were in a positive direction, which meant the 

higher the PDI, UAI, IDV, MAS, and LTO, the greater the control 

respondents would have on e-Commerce adoption. This result was in the 

same direction as Choi and Geistfeld (2004) found for the US society, where 

it was likely that when the perceived risk was under control, there would be 

a high possibility that the people in that society would adopt the new idea 

(technology in this case).     
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Table 5.12 Correlation Matrix 
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It was also found that trust in social networks was significantly correlated 

with all variables except subjective norms. The correlation between trust in 

social networks and other variables was in a positive direction. The finding 

indicated that trust social networks within the company had positively impact 

on both the growth of the company and the adoption of e-Commerce. 

Moreover, it also implies that the relationships between the managers and 

subordinates within these companies were relatively close. One explanation 

could be that all of these companies were SMEs with very small numbers of 

employees.   

 

5.4 Reliability and Validity 

 

The reliability and validity of the questionnaire items were examined through 

internal comparison. The Cronbach alpha coefficient was calculated for 

each variable in the research model. Scale item to total correlation statistics 

were used to assess convergent validity.   

 

Reliability refers to the consistency of the instrument measures, and focuses 

on consistent results across repeated measurement (Carmines & Zeller, 

1979). A higher level of reliability would guarantee a consistent result in all 

studies. The present study has used Cronbach alpha to assess the reliability 

of constructs. This is the most common procedure in a number of cultural 
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studies (Earley & Stubblebine, 1989; Helms & Stern, 2001; Cseh et al., 

2004).  

 

As shown in table 5.12, trust in social networks, TAM, and TPB all have an 

alpha coefficient more than .60, which is relatively low but acceptable 

(Nunnally, 1967). However, the alpha coefficient for cultural dimensions and 

perceived behavioral control are quite low (.46 to .59), except for 

individualism, which has a relatively high alpha coefficient of .76. 

 

As mentioned above, the internal consistency of cultural dimension in the 

present study had its alpha coefficient between the ranges of 0.469 to 

0.764, which is relatively low. However, several studies have experienced 

the same problem (Kuchinke, 1999; Helms & Stern, 2001; Cseh et al., 

2004). In their study of organisational culture and socio-cultural value in five 

countries, Cseh et al. (2004) decided not to use a 0.70 Cronbach alpha cut-

off point because their study was of an exploratory nature. Instead, these 

authors argued that a more liberal 0.40 threshold seemed to be appropriate. 

Helms and Stern (2001) also experienced relatively low internal reliability in 

their study of factors affecting the similarity of employees’ perception of 

culture in large Life Care Centers of America. Two explanations of this 

phenomenon are given in the following paragraphs.  
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This result may be because some of Hofstede’s dimensions, especially 

power distance, uncertainty avoidance, and masculinity, seem not to pass 

the test of time (Kuchinke, 1999; Cseh et al., 2004). The reason for this shift 

could be found in faster changes in some cultures. A number of studies 

support this argument. For example, McGrath, MacMillan, and Scheinberg 

(1992) argued that the change in individualism tends to be slower than 

power distance, perhaps because individualism is fundamental and difficult 

to change, as argued by Triandis (1995). Similarly, Bond and Smith (1996) 

found that long-term orientation is hard to change as it is deeply rooted in 

Asian countries especially China.  

 

This result could also occur because of a situation where the members 

within one culture have different perceptions. Helm and Stern (2001) found 

the differences in cultural dimensions to be across age groups, ethnic 

groups, and gender lines, and concluded that sub-cultures do exist in large 

institutions such as corporations and countries (Helm & Stern, 2001).  

 

5.5 Research Variables  

 

This section presents a descriptive analysis of variables used in research 

model. The research model testing will be discussed in Chapter 6, which 

presents a discussion of procedures for calculating the summated scores, 
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including a brief explanation of findings. The variables described are cultural 

dimensions associated with trust in social networks, the TAM variables, the 

TPB variables, and e-Commerce adoption. The respondents evaluated the 

degree of each subscale on a 5-point scale ranging from 1 (strongly 

disagree) to 5 (strongly agree) - high scores reflecting high levels of 

particular dimensions.  

 

5.5.1 Cultural Dimensions 

 

The present study does not intend to compare Thai culture with other 

cultures. Instead, the main objective is to measure the effect of culture on 

trust in social networks and ultimately an e-Commerce adoption. In addition, 

this study aims to understand how Thai culture has evolved since Hofstede 

conducted his survey in 1980. This is the first step in understanding the role 

of culture in trust in social networks and e-Commerce adoption. The change 

in cultural dimension scores could indicate the change in Thai culture on a 

national level, which is likely to have an impact on either individual level or 

social network level in this study.  
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5.5.1.1 Power Distance 

 

Table 5.13 presents the descriptive statistics for each item in the power 

distance subscales. Four items were used to assess power distance. The 

result indicates that Thai society is in the middle of the power distance 

index.   

 

 Table 5.13 Descriptive Statistics of Power Distance Subscale 

Item Mean 
Standard 
Deviation 

Non-managerial employees perceive that employees are 

afraid to disagree with their managers. 
3.18 .923 

Subordinates perceive that their boss tends to make 

decisions in an autocratic. 
3.21 .781 

Subordinates prefer a consultative style of decision-making in 

their boss.  
3.46 .818 

If an employee did take a complaint to higher management, 

do you think he would suffer later on for doing this 
2.35 .868 

Power distance subscale 3.08 .5479 
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Calculation of Power Distance Index (PDI) 

 

To compare with Hofstede’s result in 1980, the present study has replicated 

the way Hofstede calculated the PDI score. The formula that Hofstede used 

in 1980 to compute PDI is listed below: 

  

 PDI = 135 – 25 (mean score Employee Afraid) 

+ (percentage perceived manager 1+2) 

- (percentage preferred manager 3) 

 Score 42.93 

 

Chayabutr (2000) conducted a study on cultural difference between Thai 

and Indonesian students in the US. The PDI score in her study was 22.95 

which indicated that Thai students had very low power distance. The 

explanation of the big differences in PDI scores between the present 

research and Chayabutr’s (2000) could relate to the effect of the external 

environment. The respondents in the present study were working in 

Thailand within Thai companies, suggesting that the power distance within 

Thai society in Thailand tends to be stronger than in a small group of Thai 

students in a low PDI society such as the US. In addition, the PDI score of 
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the present study confirmed Hofstede’s 1980 findings that Thailand was a 

high PDI society.  

 

5.5.1.2 Uncertainty Avoidance 

 

Table 5.14 presents overall descriptive statistics for the uncertainty 

avoidance subscale. The higher score implied greater levels of uncertainty 

avoidance. The result shows that Thai employees had slightly above 

average uncertainty avoidance. The highest mean (3.43) belongs to the 

item “Staying with one firm for a long time is usually the best way to get 

ahead in business”, with a standard deviation of .646.     

 

Table 5.14 Descriptive Statistics of Uncertainty Avoidance Subscale 

Item Mean 
Standard 
Deviation 

Firm rules should not be broken even when the employee 

thinks it is in the firm’s best interest to break the rules.  
3.20 .619 

Staying with one firm for a long time is usually the best way 

to get ahead in business. 
3.43 .646 

Most employees in industry prefer to avoid responsibility, 

have little ambition, and want security above all.  
3.29 .809 

Uncertainty avoidance subscale 3.31 .4841 
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Calculation of the Uncertainty Avoidance Index (UAI) 

 

In order to compare the index with Hofstede’s result, the present study used 

the same formula as Hofstede used in 1980 to compute UAI: 

 

 UAI = 300 – 30 (mean score rule orientation 

+ (percentage to stay less than 5 years) 

- 40 (mean stress score) 

 Score 34.55 

 

The studies by Hofstede (2001) and Chiyabutr (2000) indicated that 

Thailand was a high uncertainty avoidance society, with UAI scores of 64 

and 72 respectively, which are well above the present study’s findings of 35. 

The reason could be the time factor. Thailand has experienced a dramatic 

change in economic structure since 1999 due to the economic crisis. The 

country has been widely opened to foreign investors (Kawai & Takayasu, 

1999). Many companies, especially those in the hospitality industry 

appointed foreigners in key positions, which could have caused the change 

in perceptions among Thai employees.  
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5.5.1.3 Individualism and Masculinity 

 

Table 5.15 presents the descriptive analysis for the cultural value of 

Individualism. Interestingly, the overall means of this value for Thai 

employees is relatively high (3.65), reflecting a medium-to-high level of 

individualism. Basically, these subscales relate to the respondents’ ambition 

and opportunity to improve themselves at work. The findings reflect the fact 

that Thai employees are currently working in a relatively highly competitive 

environment.   

 

Table 5.15 Descriptive Statistics of Individualism Subscale 

Item Mean 
Standard 
Deviation 

Do work from which you can get a personal sense of accomplishment. 3.55 .704 

Have an opportunity for high earnings. 3.66 .725 

Work with people who cooperate well with one another.  3.49 .690 

Have training opportunities 3.60 .713 

Get the recognition you deserve when you do a good job. 3.70 .624 

Have considerable freedom to adopt you own approach to the job.  3.71 .669 

Have a good working relationship with your manager. 3.68 .682 

Have a job which leaves you sufficient time for your personal life or family life.  3.71 .736 

Have the security that you will be able to work for your firm as long as 

you want to.  
3.72 .762 

Individualism subscale 3.65 .4158 
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Table 5.16 presents the descriptive statistics for the cultural value of 

Masculinity. The higher scores reflect a greater level of masculinity for Thai 

employees. The overall mean for Masculinity fell in the medium range from 

5 point scale (3.44) with standard deviation of .3442, which indicates that 

Thai employees had a medium degree of masculinity value.  

 

Table 5.16 Descriptive Statistics of Masculinity Subscale 

Item Mean 
Standard 

Deviation 

How often do you feel nervous or tense at work 3.18 .722 

A firm should have a major responsibility for the health and 

welfare of its employees and their immediate families. 
3.46 .643 

Decisions made by individuals are usually of a higher quality 

than decisions made by groups. 
3.25 .869 

A corporation should do as much as it can to help solve 

society’s problems.  
3.57 .619 

Most employees have an inherent dislike of work and will avoid 

it if they can.  
3.46 .885 

For getting ahead in industry, knowing influential people is 

usually more important than ability. 
3.51 .724 

A large corporation is generally a more desirable place to work 

than a small firm. 
3.53 .733 

The private life of an employee is properly a matter of direct 

concern to this firm. 
3.54 .679 

Masculinity subscale 3.44 .3442 
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Calculation of Individualism (IDV) and Masculinity Index (MAS) 

 

To calculate the IDV and MAS index, Hofstede used factor analysis to 

locate the most significant factors that best explain the level of individualism 

and masculinity (Hofstede, 2001). However, in the present study, the IDV 

and MAS cannot be calculated by using Hofstede’s method because there 

is only one case (country), and doing factor analysis on a small number of 

cases is untenable (Pheng & Yuquan, 2002). Therefore, to compute the IDV 

and MAS, the present study first standardizes the score of work goals 

according to Hofstede’s method. Two multiple regression models were built 

using Hofstede’s standardized data. Finally, the IDV and MAS indexes were 

computed based on the two multiple regression models using the 

standardized scores. 
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The following work goals are used to explain Thai IDV and MAS.  

 

Table 5.17 Work Goal by Index and Raw Mean 

 IDV MAS Mean 

Challenge Yes Yes 3.55 

Earning No Yes 3.66 

Corporation No Yes 3.49 

Training Yes No 3.60 

Recognition No Yes 3.70 

Freedom Yes No 3.71 

Manager No Yes 3.68 

Personal Time Yes Yes 3.71 

Employ Security No Yes 3.72 

Desirable Area No Yes 3.53 

 

Step 1. Standardizing the scores of the work goals 

 

In order to standardize the work goal score shown in table 5.17, the 

present study has applied an equation according to Peng and Yuquan 

(2002) given below: 
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Standardized score = 500 – 100 x (observation-mean)/standard 

deviation 

 

Where observation, mean, and standard deviation are the raw mean scores 

of each work goal, the overall mean of raw means scores across all work 

goals and the overall standard deviation of raw mean scores across all work 

goals (Peng & Yuquan, 2002).  

 

Table 5.18 presents the overall mean and standard deviation of work goals 

for the above equation.  

 

Table 5.18 The Overall Mean and Std. Deviation of Work Goals 

  Mean Std. Deviation 

Raw Mean and Std Deviation IDV Work Goal 3.6416 .45187 

Raw Mean and Std Deviation MAS Work Goal 3.6299 .39466 
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Table 5.19 presents the result of standardized scores of the work goal to be 

used in the multiple regression equation in step 2. 

 

Table 5.19 Standardized Scores of Work Goals 

 Standardized Score 

Challenge 520 

Earning 492 

Corporation 535 

Training 509 

Recognition 482 

Freedom 485 

Manager 487 

Personal Time 485 

Employ Security 477 

 

 

Step 2. Using multiple regression model to compute IDV and MAS 

 

In step 2, two multiple regression models were built using Hofstede’s 

standardized data. The IDV and MAS indexes were then computed by 

substituting the standardized scores from table 5.19. 
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IDV multiple regression model 

 IDV = 113.81 – 0.071 (Challenge) 

- 0.181 (Training) 

+ 0.064 (Freedom) 

+ 0.076 (Personal Time) 

 Score 52.66 

 

MAS multiple regression model 

 MAS 

= 

151.02 + 0.014 (Challenge) 

+ 0.082 (Earning) 

- 0.141 (Cooperation) 

+ 0.059 (Recognition) 

- 0.078 (Employment Security) 

- 0.122 (Manager) 

 Score 59.90 

 

 

The present study’s findings of 53 (IDV) and 60 (MAS) make an interesting 

comparison with those of the study by Chayabutr (2000) regarding Thai 

students’ cultural value in the US, which discovered that the IDV and MAS 

were 63 and 18. Hofstede’s result in the 1980 survey reported these two 
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scores as 20 and 34 (Hofstede, 2001). The individualism index for Thai 

people has tended to increase over the last 26 years. On the other hand, 

the masculinity index in the present study was far higher than both 

Hofstede’s and Chayabutr’s. One explanation of this change is potentially 

the dramatic change in Thailand’s competitive environment, where people 

are now more focused on income and “their own” benefits.     

 

5.5.1.4 Long-Term Orientation 

 

Table 5.20 presents the means and standard deviation for the long-term 

orientation subscale. As mentioned in Chapter 2, Hofstede had used some 

question items from the Chinese Value Survey to compute the long-term 

orientation index (Hofstede, 2001). The respondents were asked to 

indicated the degree of importance of the items below using a 5-point scale 

ranging from 1 (no importance) to 5 (very important). 
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Table 5.20 Descriptive Statistic of Long-Term Orientation Subscale 

Item Mean 
Standard 
Deviation 

Protecting your face 3.57 .905 

Respect for tradition 3.66 .806 

Reciprocation of greeting, favours 3.78 .764 

Thrift 3.75 .679 

Ordering relationship by status 3.53 .862 

Long-Term Orientation subscale 3.66 .4956 

 

 

Calculation of Long-Term Orientation index (LTO) 

 

The present research uses equations developed by Hofstede (2001) in the 

Value Survey Model 1994. Originally, the model included personal 

steadiness and stability, thrift, persistence, and respect to tradition. 

However, the new 1997 survey round showed that personal steadiness and 

stability and persistence provided erratic results. Therefore, the new formula 

included only Thrift and Respect to tradition value (Hofstede, 2001). 
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 LTO = -20 m(Thrift) 

+ 20 m(Tradition) 

+ 40 

 Score 11.34 ( or 28.34 in 1-100 scales) 

 

The result then was calculated by adding a constant to arrive at scales 

ranging from 1 (low) to 100 (high), in order to be able to compare with the 

previously published country score (Cseh et al., 2004). The LTO index in the 

present study (28) was lower than Chayabutr’s (2000) score of 60 and 

Hofstede’s (2001) score of 56. The differences could be because the 

majority of the respondents in the present study were Thai employees in 

Bangkok, where the competitive environment was fierce and people tend to 

be more individualized than in other areas in Thailand.     

 

5.5.1.5 Thailand Cultural Index Summary 

 

Table 5.21 presents the comparison of Thai cultural dimensions between 

Hofstede’s score in 1980 and the present study’s score. There are 

significant changes in the scores of the two studies. Thai employees in the 

hospitality industry indicated lower PDI, UAI, and LTO than Hofstede’s. On 

the other hand, the present finding indicates that Thai culture has a higher 
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score in IDV and MAS than Hofstede’s. The explanation of this finding could 

be that Thai culture is greatly influenced by Westernized cultures, especially 

the United States (Verluyten, 1997). Since Thailand experienced economic 

recession in 1997, the Government has had to be more flexible in its foreign 

investment policy (Kawai & Takayasu, 1999). As a result, a great number of 

foreign companies entered Thailand to capture opportunities.  

 

Table 5.21 Thai Cultural Dimension Comparison 

Index Hofstede’s 
Cultural Dimension 

Index 

PDI 64 43 

UAI 64 35 

IDV 20 53 

MAS 34 60 

LTO 56 28 

 

5.5.2 Social Networks 

 

The present study views social networks as a source of information that 

could facilitate the e-Commerce adoption process. O’Reilly (1980) argued 

that when the business environment encountered the challenge of rapid and 

complex changes, it was necessary for both management and employees to 
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seek more information regarding such changes in order to gain a better 

understanding that will lead to higher performance and success. This would 

be the case in relation to the e-Commerce adoption process. The rise of e-

Commerce has been examined in the past few years (Kauffman & Walden, 

2001). Evidence suggests that in most industries the implementation of e-

Commerce is haphazard, complex, and ambiguous in outcome (Evans & 

Wurster, 1999). The present research expects that the introduction of trust 

in social networks as a variable in the model could help to explain the above 

issue.  

 

Social network theory postulates that social networks provide the actors with 

social capital that emerges from the characteristics of both the dyadic 

relationship in social networks and the overall structure of the social 

networks (Rowley, Behrens, & Krackhardt, 2000). The dyadic characteristics 

result from the relationship between each pair of actors in the social 

networks and it can be measured through the differences in tie strengths. 

Granovetter (1973) argued that the strength of a tie is a combination of four 

properties, namely the amount of time, the emotional intensity, the intimacy 

and the reciprocal services which characterize the tie. Granovetter also 

argued that the weak ties between social actors which are characterized by 

lower amounts of interaction, emotional intensity, intimacy, and reciprocal 

services tend to be more important in the transfer of information than strong 
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ties, perhaps because weak ties provide a greater diversity of information 

(Granovetter, 1973).  

 

Almost all employees (98.94%) listed at least one social contact with whom 

they discussed the issue of IT (see table 5.22).  The majority of respondents 

(49%) had network contacts of approximately 3 to 5 people followed by 6 to 

10 people (17%). When asking the respondents to list the main people who 

assisted them in recognizing the importance of e-Commerce, only 71 

respondents or about 37% of total respondents could provide up to six 

names. Most of the respondents provided up to two people (182 

respondents or 95.79%). Interestingly, more than 80% of respondents 

received an idea about e-Commerce from their social networks. This finding 

implied that the majority of Thai people generally knew about the notion of 

e-Commerce and its potential benefits for organisations.  
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Table 5.22 Network Contact 

Number of People in 
Network 

Frequency Percentage 

0 3 1.06% 

1 3 1.06% 

2 48 16.90% 

3 - 5 140 49.30% 

6 - 10 49 17.25% 

More than 11 41 14.44% 

Total 284 100.00% 

 

Table 5.23 shows the types of relationships that respondents had with their 

social network contact. Almost half of the respondents (45%) classified their 

closest network contact as a family member or close friend, followed by a 

colleague (26%). A similar pattern also occurred with the second and the 

third person in the network. Interestingly, it was found that customers and 

suppliers were also identified as a source of the e-Commerce adoption idea, 

in addition to the respondents’ relatives, friends and colleagues,  
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Table 5.23 Type of Relationship 

 
Relative 
/ Friends 

Co-
founders 

Employees 
Customers 
/ Suppliers 

Business 
Partners 

Industry 
Specific 
Persons 

Gov Bus 
Advisors 

Fed Bus 
Advisors 

First 

Person 
44.89% 9.09% 25.57% 7.39% 6.82% 2.84% 1.70% 1.70% 

Second 

Person 
36.53% 16.17% 25.75% 10.18% 2.99% 6.59% 1.80% 0.00% 

Third 

Person 
32.52% 15.45% 30.89% 10.57% 6.50% 4.07% 0.00% 0.00% 

Fourth 

Person 
12.66% 5.06% 31.65% 17.72% 13.92% 13.92% 3.80% 1.27% 

Fifth 

Person 
10.53% 10.53% 10.53% 22.81% 24.56% 10.53% 3.51% 7.02% 

 

Table 5.24 presents the characteristics of network relationships between the 

respondents and their referred people. The results indicate that the social 

network relationships were strong. More than 60% of the referred people in 

the list were the respondents’ well-known people. In addition, some 

respondents (2-5%) also referred to less known people who could play a 

reasonable role in facilitating e-Commerce adoption in their companies, 

such as government business advisors and other people in the same 

industry.  
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Table 5.24 Characteristics of Network Relationships  

 Not At All 
Only 

Slightly 
Fairly Well Very Well 

Extremely 
Well 

First Person 9.55% 14.04% 14.61% 38.20% 23.60% 

Second Person 10.59% 16.47% 20.00% 33.53% 19.41% 

Third Person 12.80% 19.20% 24.80% 28.00% 15.20% 

Fourth Person 2.70% 13.51% 33.78% 32.43% 17.57% 

Fifth Person 14.29% 5.36% 12.50% 19.64% 48.21% 

 

In summary, the descriptive analysis of the social network subscale 

suggests that the strong-tie network size for the respondents in the present 

study was approximately 2-3 people, and these ties were predominantly the 

respondents’ relatives, close friends and colleagues. On the other hand, the 

weak-tie network for the respondents was more diverse in terms of both size 

and career. In particular, the companies’ business partners and industry- 

specific persons such as known persons from other hotels or travel agents 

appeared to play a more important role than those in other categories.  

 

Table 5.25 presents the descriptive statistics of the usefulness of social 

networks for the respondents e-Commerce adoption. The mean score was 

3.06 (1.153 standard deviation), which implied that their social networks 

were somewhat important in helping them recognize the necessity of e-

Commerce. The mean score was slightly lower than the present research’s 
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expectation. This is because the present research believes that the 

respondents’ colleagues, friends, and family members, or strong ties, should 

have a great influence on their attitudes towards e-Commerce adoption.  

 

Table 5.25 Descriptive Statistics of Social Networks Effectiveness 

Item Mean 
Standard 
Deviation 

How useful was your social network in helping you 

recognize the importance of IT? 
3.06 1.153 

 

5.5.3 Trust in Social Networks 

 

Trust was viewed as a mechanism to reduce social complexity and 

perceived risk of transaction (Woo & Chen, 2005). Researchers agreed that 

trust is a crucial factor facilitating the e-Commerce adoption process 

(McKnight et al., 2002; Gefen et al., 2003). Table 5.26 and 5.27 present the 

descriptive result of trust in social networks. The higher mean scores reflect 

a higher level of trust within the individual subscale.  

 

The present study classified trust in two categories: predisposition to trust 

and experiential trust. The descriptive results for both types of trusts were 

similar: they both had mean scores of approximately 3.50. The overall mean 
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score of trust was 3.46 (.3501 standard deviation) implying that Thai 

employees in the present study had a medium-to-high level of trust.  

  

Table 5.26 Descriptive Statistics of Predisposition to Trust Subscale 

Item Mean 
Standard 

Deviation 

People usually tell the truth, even when they know they would be 

better off, or gain advantage, by lying. 
3.18 .697 

If a person from my social network promised to do me a favor, 

they would follow through. 
3.38 .670 

Most people can be counted on to do what they say they will do. 3.51 .655 

I could talk freely to people in my social network and know that 

they would want to listen. 
3.55 .674 

I would be able to confide in people from my social network and 

know that they would not discuss this with others. 
3.52 .779 

Most experts can be relied upon to tell the truth about the limit of 

their knowledge. 
3.52 .725 

I would expect people in my network to tell me the truth. 3.53 .733 

If I arranged a meeting with someone in my social network, I would 

be certain they would be there.  
3.52 .753 

If they think you are ignorant of their specialty, most business 

consultants will overcharge.  
3.43 .790 

Predisposition to Trust Subscale 3.49 .7521 
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Table 5.27 Descriptive Statistics of Experiential Trust Subscale 

Item Mean 
Standard 

Deviation 

Generally, I think that firms in my industry use confidential 

information to their own advantage. 
3.48 .629 

Most local businesses in my industry support each other when 

there is a need. 
3.45 .664 

Generally, when speaking to other businesses, I tend to watch for 

misleading information from them. 
3.36 .758 

Generally, I misrepresent my firm’s capabilities when I speaking to 

competitors. 
3.33 .888 

I have been working with other firms in my industry for some time. 3.43 .673 

Local businesses in my industry often try to work together.  3.60 .723 

The firms in my industry that I know are reliable.  3.40 .632 

Generally, I tend to speak openly to other firms in my industry 

about my business if I think they could benefit from the 

information.  

3.53 .633 

I have worked with other businesses in my industry to secure 

business contacts.  
3.52 .629 

Experiential Trust Subscale 3.48 .7319 

Overall Trust Subscale 3.46 .3501 

 

Pavlou and Chai (2002), in a similar study to the one conducted in this 

thesis, examined the impact of trust as a salient behavioral belief that has 

direct influence on consumers’ attitude to conducting online transactions 

among Chinese respondents. Their study reported the mean score of 4.8, 
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using a 7-point scale, compared with the mean of 3.46 in the present study. 

Gefen et al. (2005) argued that trust played an important role in IT adoption 

because trust helped to reduce the feeling of uncertainty. Interestingly, 

when the cultural dimension scores of China and Thailand (Hofstede, 2001) 

are also considered, the UAI of Thailand was far higher than China’s (64 

compared with 30). This finding implied that people tend to require a higher 

certain level of confidence (less uncertainty) before adopting a new 

technology. 

 

5.5.4 Technology Acceptance Model Variables 

 

The scales used in the present study were adopted from the most recent 

TAM study (Venkatesh & Davis, 2000). The 5-items Likert scale ranging 

from 1 (strongly disagree) to 5 (strongly agree) was used in the survey.   

 

Table 5.28 presents the descriptive statistics for each item in the perceived 

usefulness (PU) subscale. Items “I find the e-Commerce system to be useful 

in my job” and “Using the e-Commerce system enhances my effectiveness 

in my job” had the highest mean score of 3.71 (0.708 standard deviation) 

and 3.68 (.650 standard deviation) respectively. The overall mean score of 

the PU subscale was in the medium-to-high range (3.60) implying that Thai 
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employees in the present study believed to some degree that e-Commerce 

would help improve their work performance. 

 

Table 5.28 Descriptive Statistic of Perceived Usefulness Subscale 

Item Mean 
Standard 

Deviation 

Using the e-Commerce system improves my performance in 

my job. 
3.46 .644 

Using the e-Commerce system in my job increases my 

productivity. 
3.55 .680 

Using the e-Commerce system enhances my effectiveness 

in my job. 
3.68 .650 

I find the e-Commerce system to be useful in my job.  3.71 .708 

Perceived Usefulness Subscale 3.60 .5208 

 

Table 5.29 shows another TAM variable, the perceived ease of use (PEOU) 

subscale. The overall mean score of PEOU was 3.65 (.5158 standard 

deviation). The result implied that in general Thai employees in the present 

study perceived that it would be relatively easy to use e-Commerce in their 

job.  
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Table 5.29 Descriptive Statistic of Perceived Ease of Use Subscale 

Item Mean 
Standard 

Deviation 

My interaction with the e-Commerce system is clear and 

understandable. 
3.58 .688 

Interacting with the e-Commerce system does not require a lot 

of my mental effort.  
3.50 .744 

I find the e-Commerce system to be easy to use.  3.56 .699 

I find it easy to get the e-Commerce system to do what I want 

it to do.  
3.52 .706 

Perceived Ease of Use Subscale 3.54 .5158 

 

TAM was widely used to predict the acceptance of users in the technology 

adoption area (Veiga et al., 2001; Gefen et al., 2003; McCoy et al., 2005). 

However, in past studies TAM variables alone were found not to give a 

meaningful result and so they were always used as a link from one 

construct to another. In general, TAM was used in 2 ways: 

 

1. To directly predict the intention of users in adopting new 

technology (Venkatesh & Davis, 2000; Gefen et al., 2003; McCoy 

et al., 2005).  

2. To be used as a salient belief that influences the attitude of user 

in the likelihood of their intention to adopt a new technology 

(Davis, et al., 1989; Veiga et al., 2001).   
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The present study has applied the second method by utilizing TAM to 

predict the attitude of the users in adopting new technology. Chapter 6 will 

show the effect of TAM on attitude and behavioral intentions to adopt e-

Commerce technology.  

 

As mentioned in the previous chapter, the present research uses the theory 

of planned behavior to explain a person’s attitude and intention towards 

certain behavior - e-Commerce adoption in this case. The next section will 

present the descriptive analysis of TPB variables.  

 

5.5.5 Theory of Planned Behavior Variables 

 

The theory of planned behavior suggests that there are three factors that 

could affect the intention of persons to engage in a particular behavior: 

attitude, subjective norms, and perceived behavioral control (Ajzen, 1991; 

Pavlou & Chai, 2002; Choi & Geistfeld, 2004). For the present study, the 

behavioral intention refers to the adoption of e-Commerce by Thai 

employees in hospitality companies.  

 

Table 5.30 presents the descriptive statistics of the attitude subscale. The 

respondents evaluated this subscale on a 5-point scale ranging from 1 
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(strongly disagree) to 5 (strongly agree). The overall mean score was in the 

medium-to-high range at 3.48 (.410 standard deviation). The result indicated 

that the respondents tended to have a relatively positive attitude toward the 

use of e-Commerce in their companies. 

 

Table 5.30 Descriptive Statistics of Attitude Subscale 

Item Mean 
Standard 
Deviation 

Using e-Commerce system would be a good idea. 3.39 .523 

Using e-Commerce system would be a wise idea. 3.57 .579 

I like the idea of using e-Commerce system in my firm. 3.39 .573 

Using e-Commerce system would be a pleasant 

experience.  
3.55 .638 

Attitude Subscale 3.48 .410 

 

Subjective norms were argued to have an effect on users’ willingness to 

adopt a technology. Table 5.31 presents the descriptive result of the 

subjective norms subscale. The 5-point scale ranging from 1 (strongly 

disagree) to 5 (strongly agree) was used to evaluate this subscale. The 

overall mean score was 3.66 (.499 standard deviation), which indicates a 

medium-to-high degree of subjective norms by the respondents. The mean 

score implied that Thai employees were influenced by other people in their 

e-Commerce adoption decision.  
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Table 5.31 Descriptive Statistics of Subjective Norms Subscale 

Item Mean 
Standard 

Deviation 

People who are important to me would think that I should 

use e-Commerce system.  
3.64 .646 

People who influence me would think I should use e-

Commerce system.  
3.70 .655 

People whose opinions are valued by me would prefer 

that I should use e-Commerce system.  
3.64 .662 

Subjective Norm Subscale 3.66 .499 

 

The last TPB variable is perceived behavioral control (PBC). Previous 

research argued that self-efficacy, which is a crucial aspect of PBC, is an 

antecedent of technology adoption (Venkatesh & Davis, 1996; Tabak & 

Barr, 1999; Eastin & LaRose, 2000). Table 5.32 presents the descriptive 

results of PBC subscales. The overall mean score was in a medium-to-high 

range at 3.60 (.491 standard deviation). Tabak and Barr (1999) argued that 

people with high self-efficacy tended to be more active, to attempt to 

manage the situation, and to be more likely to make innovative decisions. 

Thus, the result implied that Thai employees were likely to have a medium 

level of self-efficacy which was positively related to the decision to adopt e-

Commerce.   
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Table 5.32 Descriptive Statistics of Perceived Behavioral Control 

Subscale 

Item Mean 
Standard 

Deviation 

I would be able to use the e-Commerce system well. 3.64 .661 

Using e-Commerce system was entirely within my control. 3.54 .685 

I had the resources, knowledge, and ability to use e-

Commerce system.  
3.61 .656 

Perceived Behavioral Control Subscale 3.60 .491 

 

The mean scores for TPB variables in the present study were in a medium-

to-high level which implied a somewhat positive perception towards e-

Commerce adoption. Choi and Geistfeld (2004) compared the intention of 

Korean and American people to adopt online shopping and found the 

following relationships: 

 

 Perceived risk had a negative impact on attitude toward online 

shopping for both countries. 

 Perceived behavioral control was found to have a positive effect 

on intention to adopt online shopping for both countries. 

 Subjective norms had a positive effect on the intention to engage 

in online purchasing for both countries. However, it had a 

significantly higher effect for Koreans than for Americans.  
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Choi and Geistfeld (2004) concluded that TPB variables were accurate to 

use to measure the intention to adopt new technology. However, the actual 

variable that made the two countries different was culture. The study by 

Pavlou and Chai (2002) confirmed the above findings. By comparing the e-

Commerce adoption of Chinese and American people, these authors found 

that attitude played a more significant role in a collectivist society than in an 

individualist society (Pavlou & Chai, 2002).     

 

5.5.6 E-Commerce Adoption 

 

The present study uses two variables to determine the e-Commerce 

adoption decision: behavioral intention and e-Commerce readiness. 

Behavioral intention in the present study means the intention to engage in 

using e-Commerce, while the e-Commerce readiness means the perception 

of the respondents regarding the readiness of their own companies and the 

overall readiness of Thailand for adopting e-Commerce.  The items in this 

subscale were adapted from Molla and Licker (2005).  

 

Table 5.33 presents the descriptive statistics of the e-Commerce adoption 

subscale. The mean score is highest at 3.63 (.594 standard deviation) on 

the item “Given that my firm implements e-Commerce technologies, I predict 

that I would use it”, while the overall mean score was 3.51. This implied that 
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even though the companies have implemented e-Commerce systems, the 

respondents had a belief that they might use it.   

 

Table 5.33 Descriptive Statistics of Intention for e-Commerce Adoption 

Subscale 

Item Mean 
Standard 

Deviation 

Assuming my firm implements e-Commerce technologies, I 

intend to use it. 
3.41 .622 

Given that my firm implements e-Commerce technologies, I 

predict that I would use it. 
3.63 .594 

If I have access to the e-Commerce system, I want to use it 

as much as possible. 
3.49 .640 

Intention Subscale 3.51 .468 

 

Table 5.34 presents the means and standard deviation of the e-Commerce 

readiness subscale. The e-Commerce readiness subscale consists of 15 

items to evaluate the perceptions of each respondent regarding their own 

companies’ readiness and the country’s readiness. Approximately half the 

respondents advised that their firm was a family-based company (mean = 

2.75, standard deviation = .826). The highest mean score was under items 

“My firm is always open to new technologies” (mean = 3.61, standard 

deviation = .730), “My firm has adequate technical and management skill to 

undertake e-Commerce initiatives” (mean = 3.61, standard deviation = 

.740), and “I believe that my customers are ready to do business online with 
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the firm” (mean = 3.60, standard deviation = .658). These results imply that 

the majority of respondents believed that their companies and their 

customers were quite ready to implement or use e-Commerce.  

 

Table 5.34 Descriptive Statistics of e-Commerce Readiness Subscale 

Item Mean 
Standard 

Deviation 

My firm is family-based. 2.75 .826 

My firm has a trusting work environment. 3.41 .719 

My firm is capable of dealing with rapid change. 3.35 .732 

Most of the employees are computer literate. 3.30 .606 

Most of the employees have unrestricted internet access. 3.35 .770 

My firm is always open to new technologies. 3.61 .730 

My firm has adequate technical and management skill to 
undertake e-Commerce initiatives. 3.61 .740 

My firm has already started e-Commerce initiatives. 3.59 .720 

This country has sufficient infrastructure for my firm to 
implement e-Commerce. 3.56 .631 

My firm believes that e-Commerce could be a source of 
competitive advantage. 3.59 .689 

My firm sufficiently invests in e-Commerce projects. 3.54 .747 

My firm has sufficient business resources to implement e-
Commerce. 3.56 .722 

I believe that my customers are ready to do business online 
with the firm. 3.60 .658 

In general, my firm has adequate awareness about e-
Commerce.  3.52 .655 

In general, I believe that the local environment is ready for e-
Commerce.  3.58 .676 

e-Commerce Readiness Subscale 3.47 .3874 
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In an attempt to develop an e-Readiness model for e-Commerce adoption in 

developing countries, Molla and Licker (2005) discovered that organisational 

factors were more influential than environmental factors in the initial stage of 

the adoption process. Once the first stage has successfully passed, 

environmental factors tend to become more supportive and accelerate the 

adoption process. The findings of the present study suggest that Thai SMEs 

are likely to adopt e-Commerce because both organisational and 

environmental factors had medium-to-high mean scores.  

  

5.6 The Analysis of Interview  

 

As mentioned in the previous chapter, the present research used the in-

depth interview method to explain the findings from the descriptive analysis. 

The participants were the owner/managers of small and medium travel 

agencies in Thailand. The aim was to find the factors affecting their 

decisions to adopt e-Commerce technology in their companies. The 11 

participants were asked about their perception in regards to e-Commerce in 

the SMEs environment. An analysis of each one’s transcript identifies 

similar experiences on the factors affecting e-Commerce adoption in the 

survey. The next section will begin with the analysis of the overall situation 

of the Thai tourism industry.  



 

196 

 

5.6.1 Overall Tourism Industry Situation 

 

The most common theme arising from the data in response to the question 

“What is the current situation of the Thai tourism industry?” was that it was 

more difficult to do travel business than five years ago. There were a 

number of reasons, such as a natural disaster, a loss of confidence from 

foreigners, and a bad economic situation. The following quotes from 

interviews demonstrate participants’ perspectives:    

 

Mr. S, owner of S1 Travel Agent commented: “Thai tourism industry at the 

moment is negatively impacted by the economic situation. As a result, it 

causes a loss in confidence from both investors and foreign visitors.” Mr. C, 

owner of C1 Travel commented:  “This year (2006), I have to say that the 

whole industry is depressed with a lot of problems such as the security 

problem, the natural disaster problem. I don’t believe that we can go back to 

the same level again, at least in the next couple of years.” Ms. A, manager 

of A1 Travel noted: “The industry is getting worst, partly this is because 

everybody is working for themselves. They are very selfish.” 

 

Half of the participants advised that the unfavourable business environment 

had a negative impact on their bottom line. When asked “How does the 

current situation described above affect your business?”, five of the 
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participants admitted that they would finish the year with lower than 

expected profit. One of them explained that the situation was bad but not 

the worst it could be, the company still earned money but it was not as good 

as five years ago. In addition, because these companies were small and 

medium in nature, they had fewer than 30 employees, so their labour cost 

was relatively low. The following quotes demonstrate their perspectives: 

 

Mr. V, manager of V1 Travel commented: “The domestic tourism is still OK, 

especially with a corporate/family group. Inbound has dropped a bit.” Ms. B, 

manager of B1 Travel noted: “We are a small company; therefore, the 

relationship between me and staff is very close. Maintaining staff with 

acceptable money is my goal”. Mr. E, manager of E1 Travel added: “We 

started the year with very high expectation in term of growth and profit. 

However, at the moment I have to accept that it will be extremely hard for us 

to achieve that goal. We are working in an unfavourable environment.”    

 

In general, it can be concluded that the overall situation of the Thai tourism 

industry is not as good as it was five or six years ago. However, the 

situation is getting better, but not at the rate that the majority of the 

participants expected. The next section will discuss the impact of the 

changed technological environment on the participants’ businesses.  
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5.6.2 Impact of Changed Technological Environment 

 

As mentioned in the above section, the Thai tourism industry is highly 

competitive. Moreover, the participants all agreed that the business 

environment was not favourable. It is therefore interesting to see how these 

companies view the impact of the changing technological environment, as to 

whether it would yield a positive or negative result for them.  

 

When asked “How does the emergence of e-Commerce affect your 

business?”, all participants agreed that e-Commerce has both positive and 

negative impacts on their businesses. On the positive side, e-Commerce 

allowed them to have a global presence. In addition, the emergence of 

email technology has changed the way they do business. Mr. F, the 

manager of F1 Travel explained that “In the past, we had to communicate 

with our business partners and customers who reside in other countries by 

using telephone or fax which was very expensive. With email technology, 

we can reduce the communication cost by more than 70%”.  On the other 

hand, the side effect of e-Commerce technology is that it dramatically 

increases the level of competition. With e-Commerce, the participants were 

not only competing with traditional travel agents but also with online travel 

agents who offer much lower prices and who are available 24 hours a day, 7 

days a week. The following are some of their comments: 
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Mr. M, manager of M1 Travel commented: “The rule of the game has 

changed because of the e-Commerce. At the moment, we have to compete 

with a number of new competitors. Some of them, we do not even know 

where they come from.” Mr. J, Head of E-Business Unit, J1 Bank 

commented: “Our bank is working very hard to ensure that we will be the 

first one who introduces the internet facilities to our customers. However, 

this project requires a huge investment. I cannot see how the small and 

medium companies find such money and invest in this technology.”  

 

Because all participants recognized the impact of new technology on their 

businesses, it is interesting to know what they plan to do with this change. 

When asked “How does your company strategically counteract the negative 

impacts of the technological change?”, three of them advised that they did 

not see this change as a threat: rather they saw it as an opportunity to 

expand their business. The following statements are their feedback: 

 

Ms. P, manager of P1 Travel commented: “I don’t think this technological 

change is our threat. This kind of attitude does not help our company. I 

would rather look at this change as an opportunity. However, I do 

understand that to reap a benefit from this opportunity is difficult and 

expensive. Maybe we (travel agents) have to work together, rather than 

fighting alone in the dark”. Ms. A agreed: “I think our company can afford 
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investing in e-Commerce technology. The only way I can see is we work 

with other travel agents to form some kind of alliance. However, I really 

cannot see how it will happen. They just think about themselves.” Mr. M 

noted: “e-Commerce is not our threat. The bigger problem is how to follow 

the trend and how to turn this technology to be our opportunity”.  

 

The rest of the participants were not confident about what they had to do 

with this change. However, they had fear about the expansion and growth of 

the online travel websites because these websites could offer a much lower 

price than they could. Mr. N, marketing manager of In N1 Travel, 

commented that “when I first saw the online travel agent website, I was 

amazed because I think this is the way to do business. You can open 24 

hours a day and 7 days a week.  I also asked myself, how I can compete 

with them”. Furthermore, many of these companies did not have sufficient or 

the right resources to implement e-Commerce technology.  

 

Another obstacle is that Thai customers are not familiar with doing business 

online. Mr. V commented that “Thai customers do not like doing business 

via website. They feel that it is not secured to provide their personal 

information such as name, address and credit card number”. Based on this 

fact, investing in e-Commerce technology could work only with outbound 

operators, whose target markets reside in foreign countries.  
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The dominant theme of this section is that the participants recognized and 

realized the impact of the new technology on their business. However, they 

were uncertain about what they had to do to interact with the emergence of 

e-Commerce technology. The next section will discuss the factors affecting 

e-Commerce adoption.  

 

 5.6.3 Factors Affecting e-Commerce Adoption 

 

The aim of this section is to find the factors that might affect the e-

Commerce adoption decision of the participants. The results from the 

previous two sections indicate that the Thai tourism industry was slowly 

recovering from the natural disaster in 2005. Furthermore, the proliferation 

of e-Commerce technology had added another concern to the participants 

because it tended to increase the competitive situation. The majority of the 

participants realized the impact of e-Commerce. However, only a few of 

them viewed e-Commerce as a business opportunity. The majority of them 

were still unclear about the company’s direction toward this trend.  

 

This section moves another step towards finding out the factors that might 

possibly affect the e-Commerce adoption decision. The researcher used 

culture as a central factor to drive the direction of the interview session. 

When asked “What are the work cultures of Thai employees?”, all of the 
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interviewees agreed that Thai employees were very friendly, cooperative 

with colleagues and very respectful to senior management. Interestingly, the 

majority of the participants commented that Thais were not a hard working 

people when compared to Japanese. For example,  

 

Mr. T, Inbound manager of T1 Tour commented: “Thai employees are very 

respectful to their boss. Normally, they will not argue with you if you are 

more senior than them. Another thing, I used to work with Japanese 

company before and I don’t think Thai people are hard working when 

compared to the Japanese”. Ms. U, manager of U1 Travel noted: “I notice 

that Thai employees are very close to each other. They have lunch and 

sometime dinner together. They introduce their colleagues to their close 

friends. Some of my staff even goes to exercise together every evening”.  

 

The above findings indicate that Thai employees were characterized by 

relatively high power distance and high collectivism in the organisation 

environment. When asked “How do your employees react to new 

technology?”, all of them said the staff just help each other. Mr. S noted: “I 

bought one database software last year and tried to encourage my inbound 

team to use it. I noticed that one of my team picked it up very quickly and 

she became the point of knowledge transfer. She helped other team 

members feel confident to try the new software”. Mr. N agreed: “When our 

website was launched, I needed my team to understand and promote the 



 

203 

 

site. Some of them were reluctant to use it but when someone in the team 

showed how to use it, everyone just felt that it wasn’t that difficult”.   

 

Some of the participants tried to implement e-Commerce technology in their 

companies. Four of them started by hiring someone to develop the 

company’s website. The website function required their staff to work at the 

backend of the system. When asked “Did you provide them with training?”, 

all of them advised that the website developers came to show how to 

operate and manage the data. They did not send their staff to learn the e-

Commerce courses; they had only “on-the-job” training.    

 

When the interviewer asked the participants to explain about the 

organisational structure, the decision-making process, and the existing 

resources, the majority of them (8 out of 11) advised that they had only two-

level structure, manager and operational level. Two other companies were 

larger in terms of size and number of employees. One of them was E1 

Travel, which had about 120 employees; another one was J1 Bank, the 

market leader in internet banking. Because the majority of the participants 

were working in small-size companies, their decision-making process was 

then straight forward, from the owner/manager to subordinates. This can be 

seen from Ms. U’s commented that “I made all important decisions such as 

the direction of the company, the financial budget and the recruitment 
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decision. I might ask comments from my staff if I think it will affect their 

jobs”.     

 

In terms of the existing resources, especially human and IT infrastructure, 

the majority of them acknowledged that they had only computers and 

printers. They did not have any infrastructure such as computer networks. 

Mr. N advised that “Our staffs have to connect to the internet by using a 

dial-up modem. They have their own internet account. I know that we can 

connect all computers together but I am not sure that we need it now”.  

 

In terms of staff qualification, because most of the participants were working 

in small companies, they did not have the budget to hire specialists in IT or 

e-Commerce. Their staff had only a basic bachelor degree, mostly in the 

business area. Mr. T noted that “No, we don’t have budget to hire an expert 

to work in the IT or e-Commerce area. Our current staffs only have a normal 

business and accounting knowledge”.  

 

It is obvious that the majority of the participants believed that their 

companies were not ready to implement e-Commerce technology. They did 

not appear to have the appropriate level of financial and human resources, 

and the decision-maker of the company was not clear about how to interact 

with the change. 
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Some of the participants suggested that if individual companies were not 

ready to adopt the new technology, they should form an alliance with other 

companies. When asked “What factors might affect your decision to 

collaborate with other firms?”, all of them responded that trust was a big 

issue. Mr. V recommended: “I’m familiar with the idea but the key success 

factor is we must not compete with each other. We need to trust that our 

partners will never use the inside information for their benefit”. Ms. A 

commented: “I used to have a bad experience with this concept before. 

That’s why I told you that they are all selfish”. Ms. P commented: “I agree 

that doing this online strategy all by ourselves will not go very far. I need 

support from someone who has knowledge, money and clear understanding 

about the concept. However, I can’t see how it’s going to happen. I can’t 

trust other companies. Maybe the government could help facilitate this 

process”.  

 

In summary, the results of the interview suggest that Thai small and medium 

companies were facing a change of technology which could have either 

positive or negative impacts on their businesses. Even though all of the 

participants confirmed that they understood the importance and the impact 

of e-Commerce, the majority of them still did not know what to do with this 

trend. The major reason is that they did not have sufficient resources to 

implement this technology.  
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One dominant recommendation to overcome the problem of resource 

shortage is to form a business network with competitors. However, this idea 

is good but not practical because they did not have trust with each other. 

The possible solution about this issue is that the government agencies such 

as SMEs Bank need to play a facilitating role.      

 

The next chapter will discuss the result of testing the research model which 

was developed out of the existing theories. Path analysis was used to 

identify the relationships between variables.  
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CHAPTER 6: RESULTS OF HYPOTHESIS TESTING 
 

This chapter presents the results from the hypothesis and model testing. 

The model consists of two parts. The first part reports the effect of cultural 

values on trust within social networks. These cultural values consisted of 

power distance, uncertainty avoidance, individualism, masculinity and long-

term orientation; the second part reports the effect of trust in social networks 

on technology acceptance model variables, and on the intention to adopt e-

Commerce in the organisations.  As mentioned earlier, path analysis was 

utilized to analyze the relationships between Hofstede’s cultural dimensions, 

trust in social networks, and the intention for e-Commerce adoption. Path 

analysis was conducted using SPSS 13. The path diagram was presented 

in Chapter 4.  

 

As stated in the methodology section of Chapter 4, OLS Path Analysis uses 

R2 to justify the suitability of the model. The main objective of the present 

study is to test the hypotheses of the effects of relevant independent 

variables on the ultimate dependent variable, e-Commerce adoption. The 

statistical results showed that the internal consistency reliabilities were 

acceptable. Moreover, the suitability of the model measured by R2 was very 

high at 84.8%.   
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6.1 Hypothesis Testing Result: Part 1   

 

There are five related hypotheses in the first part: these focused on the 

effect of cultural values (power distance (PDI), uncertainty avoidance (UAI), 

masculinity (MAS), individualism (IDV) and long-term orientation (LTO)) on 

trust within social networks. Emphasis was placed on the influence of 

cultural values on trust which might have had an impact on the e-Commerce 

adoption decision.  Table 6.1 presents the regression result of this 

relationship.  

 

Table 6.1 The Regression Result of Cultural Values and Trust in Social 

Networks 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

PDI H1A -.089 .081 -1.751 

UAI H1B .140 .008 2.674 

IDV H1C .272 .000 5.390 

MAS H1D .186 .000 3.684 

LTO H1E .371 .000 7.550 

R-square 36.7% 

 

The results from the regression analysis support almost all the hypotheses 

of cultural values. Only the effect of power distance (PDI) was found to be 
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non (but almost) significant at the 5% level in the opposite direction of the 

hypothesis. According to Hofstede (2001), power distance refers to a power 

inequality amongst members in an organisation and society, reflecting social 

classes or hierarchical structure in an organisation. This study has found 

that the PDI score among Thai employees was lower than Hofstede’s 

original score (the present study’s score: 43; Hofstede’s score: 64). The 

lower PDI score implies that the inequality of power between management 

and subordinate tends to be smaller in small and medium companies. In 

other words, the smaller gap between management and subordinates 

implied a closer relationship. Another explanation is that it reflected strong 

ties in social networks, which in turn reflected a higher level of trust between 

employees.  

 

The effect of long-term orientation was also found to be statistically 

significant to trust in social networks. Hofstede (2001) postulated that 

people in short-term oriented cultures tend to be inclined to be responsive to 

change if necessary. On the contrary, people from long-term oriented 

cultures will respond to the change with the belief that it must involve some 

future pay-off. The present study found that employees in small and medium 

hospitality companies tend to have a short-term orientation. This means that 

they were more likely to be ready for change and the expected short-term 

result. The positive relationship between LTO and trust tends to support this 

finding. The closer the relationship they were in the working environment 
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(trust), the more likelihood that they were ready for the change (e.g. e-

Commerce implementation).    

 

Uncertainty avoidance, individualism and masculinity were found to have a 

significantly strong and positive influence on trust in social networks (p-

value = .000). The uncertainty avoidance is the degree to which a culture 

attempts to avoid anxieties associated with an unpredictable future (Barr & 

Glynn, 2004). It was found to have a significantly positive relationship with 

trust. The present study found that Thai employees are characterized by low 

uncertainty avoidance, which implies the likelihood that they were more 

comfortable to try new things. They tend to be independence rather than a 

need for assistance from their colleagues. The significantly positive 

relationship between individualism and trust in social networks confirmed 

this trend. The IDV score of the present research was higher than 

Hofstede’s and therefore suggests that Thai employees were likely to be 

more independent than in the past. One explanation for the results is that 

more Thais have had to leave their home town to find a job in Bangkok, 

meaning that they had become more independent and now lived on their 

own.  

 

Finally, masculinity was also found to be statistically significant at the 1% 

level. According to Hofstede (2001), a high masculinity ranking indicates 

that the country experiences a high degree of gender differentiation. In 
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these cultures, males dominate a significant portion of the society and the 

power structure, with females being controlled by male domination. Thai 

society was ranked in the middle range of this dimension, suggesting that 

gender differentiation might be decreasing in Thailand. In addition, the 

present research found a significantly positive relationship between MAS 

and trust in social networks. One explanation is that within particular social 

networks there could be a mix of both male and female members and 

everyone was treated relatively equally.  

 

Table 6.2 presents the summary of hypotheses testing results of the first 

part.  

 

Table 6.2 Results of Hypothesis Part 1 

Effect Hypothesis Supported 

PDI > Trust H1A 
No; Not Significant in Opposite 

Direction 

UAI > Trust H1B Yes 

IDV > Trust H1C Yes 

MAS > Trust H1D Yes 

LTO > Trust H1E Yes 
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6.2 Hypothesis Testing Result: Part 2 

 

The analysis in part two focused on the relationship between trust in social 

networks and the socio-psychological variables of TAM, TPB and e-

Commerce adoption intention.  

 

6.2.1 The Influence of Trust in Social Networks on TAM 

 

The relationship between trust in social networks and TAM variables has 

rarely been found in IT adoption research studies. TAM is a relatively robust 

model for explaining IT use. According to TAM, there are two beliefs that 

influence IT adoption, namely Perceived Usefulness (PU) and Perceived 

Ease of Use (PEOU). Davis et al. (1989) posited that there were some 

external factors, especially culture and trust, that could influence these two 

beliefs. This thesis has added the variable trust in social networks to the 

model to test its influence on TAM. The basic concept of social networks is 

that they form a set of high trust relationships that link people together 

(Casson, 1997). Based on this definition, social networks contain two key 

characteristics: trust and relationships among people, both of which should 
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have an influence on belief in IT adoption. Table 6.3 presents the regression 

result of trust, PEOU and PE. 

 

Table 6.3 The Regression Result of Trust in Social Networks, PEOU 

and PU 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

Trust H2A .269 .000 4.039 

PEOU H3A .293 .000 4.397 

R-square 26.1% 

 

Trust and PEOU were found to have a relatively strong significant 

relationship with perceived usefulness. This implies that when the 

employees trusted and believed that the system was easy to use, they 

developed a positive perception about its usefulness in their jobs. In 

addition, the close relationship in the workplace among colleagues could be 

a supporting factor in developing this trust, which in turn would make the 

employees feel more comfortable with the implementation of a new system.   

 

In relation to the influence of trust in social networks on PU, the descriptive 

analysis in Chapter 5 suggested that the employees involved in the present 

research project relied on three sources of information, namely family 

members, close friends, and colleagues. This finding implies that the 
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implementation of an e-Commerce system usually involves input from the 

workplace environment. Hence, the close relationship among colleagues 

and supervisors could play an important role in e-Commerce adoption. One 

explanation could be that if one or more of these employees found the 

system easy to use and useful for their jobs, then this would have a positive 

influence on other employees’ perceptions.   

 

Other studies in this area also report a similar result. For example, Gefen et 

al. (2003) examined the roles of trust and TAM in the intention to adopt 

online shopping. The results were similar to the present research.  These 

authors concluded that experienced consumers’ intention to transact online 

depended on both trust and the two beliefs of TAM, perceived usefulness 

and perceived ease of use (Gefen et al., 2003). However, these authors did 

not test the influence of trust on TAM, as the present study did. This is 

because the present study treated trust in social networks as another kind of 

belief that could have an influence on e-Commerce adoption. Table 6.4 

presents the summary of the hypothesis testing result between trust and 

TAM.  
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Table 6.4 Results of the Hypothesis between Trust and TAM 

Effect Hypothesis Supported 

Trust > PU H2A Yes 

PEOU > PU H3A Yes 

 

6.2.2 The Influence of Trust in Social Networks on Perceive Ease 

of Use 

 

Table 6.5 presents the regression result of the influence of trust in social 

networks on PEOU. The result tends to be in the same direction as 

discussed in 6.2.1 above.  

 

Table 6.5 The Regression Result of Trust in Social Networks and PEOU 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

PEOU H2B .651 .000 14.619 

R-square 42.4% 

 

Trust was found to have a statistically significant positive influence on 

PEOU. This phenomenon can be explained by the definition of trust: that the 

truster makes himself or herself vulnerable to the actions of another party, 
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based on the expectation that the other will perform a particular action 

important to the truster (Kim & Prabhakar, 2004). Adopting new technology 

such as e-Commerce could be a form of trusting behavior. The findings 

suggest that the employees in the present study were willing to adopt the 

new technology because they expected that the new technology could be 

used easily. Table 6.6 presents the summary of hypothesis testing result of 

trust and PEOU.  

 

Table 6.6 Results of the Hypothesis between Trust and PEOU 

Effect Hypothesis Supported 

Trust > PEOU H2B Yes 

 

6.2.3 The Influence of TAM and Trust on Theory of Planned 

Behavior 

 

The fundamental concept of TAM is based on the belief that the system 

users generally form two beliefs – one about the system’s usefulness and 

the other about its ease of use. Basically, TAM is rooted in the theory of 

reasoned action (TRA) which deals with people’s behavior in performing 

particular actions (Straub et al., 1997). In addition, in the case of new 
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system implementation, trust was argued to play a critical role in this system 

acceptance model (Gefen et al., 2003).  

 

Nonetheless, the theory of reasoned action was argued to have one 

limitation: it assumed that when people do not have complete control over 

their behavior, it tends to be a poor predictor of behavior in “specific 

situation” (Ajzen, 1991). Ajzen then proposed a new approach by adding 

behavior-specific factors or behavioral control to the existing TRA variables 

(attitude and subjective norms). The present study has used the above 

theoretical concept as a justification of the relationship between TAM, Trust 

and TPB variables as shown in table 6.7 to table 6.9.    

 

Table 6.7 The Regression Result of PU, PEOU, Trust and Attitude 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

PU H3B .407 .000 7.759 

PEOU H3F .110 .073 1.799 

Trust H4A .254 .000 4.157 

R-square 64.4% 

 

PU and trust were found to have a significant influence on the employees’ 

attitude toward e-Commerce adoption. PU had a relatively stronger impact 

than trust. This implies that the usefulness of the new system had the 
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greatest influence on users’ attitudes. One explanation could be that many 

small and medium companies in Thailand still had paper-based operations 

or were highly manual-oriented. When the new e-Commerce system was 

introduced, the first question that came into their minds may have been 

whether this could make their life easier or not. This belief seemed to be 

more important than whether the system was easy to use or not. This was 

confirmed by the fact that the PEOU was found to be non-significant to their 

attitude.    

 

Trust, on the other hand, was found to play a relatively important role in the 

employees’ attitude. This implies that people normally have positive 

expectations about the value of technology and they trust that it will benefit 

them. If however over time the implementation of the new technology fails to 

deliver the expected outcomes, then it will dramatically dilute their level of 

trust.  

 

Table 6.8 The Regression Result of PU, Trust and PBC 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

PU H3C .265 .000 3.805 

Trust H4B .361 .000 6.463 

R-square 53.7% 
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Table 6.8 presents the regression result of PU and trust in social networks 

on perceived behavioral control. According to Ajzen (1991), perceived 

behavioral control (PBC) is the people’s perception of the ease or difficulty 

of using the new technology (e-Commerce adoption). Again, perceived 

usefulness and trust in social networks both played a significant role in 

influencing the perception of usefulness of the employees in this study. The 

more PU and trust there are, the more likelihood that the employees would 

feel more control over their behavior in adopting e-Commerce system.  

 

Table 6.9 The Regression Result of Trust and Subjective Norms 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

Trust H4C .478 .000 9.263 

R-square 47.8% 

 

Table 6.9 presents the regression result of trust and SN. Subjective norms 

are the perceived pressure to perform or not to perform the behavior. 

Basically, the subjective norms are the influence of other people in the 

society or organisation toward performing or adopting a certain behavior 

(Ajzen, 1991). As expected, trust in social networks was found to be 

statistically significant to the subjective norms.  One explanation could be 

that the focus of trust in the present study was placed specifically on trust in 

social networks. Levin and Cross (2004) argued that strong-tie networks 



 

220 

 

tend to have relatively high trust among the network members. In this case, 

it could be applied to the group of colleagues in the company. If a majority of 

them agrees that the e-Commerce system is useful, it is highly likely that the 

rest of the group would feel the same way.  

 

Table 6.10 presents the summary of the hypothesis testing result of trust 

and TAM on TPB variables.  

 

Table 6.10 Results of the Hypothesis between Trust, TAM and TPB 

Effect Hypothesis Supported 

PU > Attitude H3B Yes 

PEOU > Attitude H3F Yes 

Trust > Attitude H4A Yes 

PU > PBC H3C Yes 

Trust > PBC H4B Yes 

Trust > SN H4C Yes 
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6.2.5 The Influence of TAM, TPB, Trust on Behavioral Intention 

 

As noted in chapter 2, the central concept of the theory of planned behavior 

is the intention to perform a particular behavior. Intention tends to capture 

the motivational factors that influence behavior. These motivational factors 

indicate how hard people are willing to try and how much of an effort they 

are planning to exert in order to perform the behavior (Ajzen, 1991). The 

behavioral intention in this study refers to an intention to adopt e-Commerce 

system in small and medium companies in the hospitality industry in 

Thailand. The TAM variables, attitude, perceived behavioral control, 

subjective norms, and trust in social networks were used as the motivational 

factors to test whether these have a direct influence on the employees’ 

intention to adopt e-Commerce. The regression result is shown in table 

6.11. 



 

222 

 

 

Table 6.11 The Regression Result of TAM, TPB, Trust in Social 

Networks and e-Commerce Intention 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

Trust H2C -.065 .337 -0.963 

PU H3D .342 .000 5.488 

PEOU H3E -.013 .839 -.204 

Attitude H5A .297 .000 4.884 

SN H5C .094 .109 1.606 

PBC H5B .101 .067 1.841 

R-square 40.5% 

 

The above table shows that only perceived usefulness and attitude had a 

significant direct influence on behavioral intention. It implies that when the 

employees had a positive attitude toward the new system in the sense that it 

was beneficial to their jobs, they would have had a strong intention to adopt 

or use the system. This finding supported previous research (see Davis, 

1986; Chiou, 1998; Venkatesh & Davis, 2000).  

 

Interestingly, subjective norms (the influence of other people in the society) 

were also almost significant in influencing their intention. This implies that 

the beliefs of the society still had something of an influence on the 
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employees in this study. On the other hand, the rest of the variables (i.e. 

trust in social networks, perceived ease of use, and perceived behavioral 

control) were found not to have a significant influence on intention. 

However, this does not mean they did not have an “indirect” effect on the 

intention to adopt e-Commerce. The results from the above section 

identified that trust have a significant role in forming positive attitude and 

PU. In addition, PEOU also had a significant influence on PU. Therefore, it 

seems likely that trust and PEOU had a positive indirect influence on the 

intention to adopt e-Commerce systems.  

 

Table 6.12 presents the summary of the hypothesis testing result of the 

effects of the independent variables on behavioral intention.  
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Table 6.12 Results of the Hypothesis of Behavioral Intention 

Effect Hypothesis Supported 

Trust > Intention H2C No; Not Significant in Opposite 

Direction 

PU > Intention H3D Yes 

PEOU > Intention H3E No; Not Significant in Opposite 

Direction 

Attitude > Intention H5A Yes 

SN > Intention H5C No; Not Significant but Same 

Direction 

PBC > Intention H5B No; Not Significant but Same 

Direction 

   

6.2.6 The Influence of Intention, Trust in Social Networks on e-

Commerce Adoption 

 

This section is the final part of the model. The analysis aimed to test the 

influence of behavioral intention and trust in social networks on e-

Commerce adoption. As mentioned above, the findings so far revealed that 

there were three factors that directly and indirectly influence the employees’ 

behavioral intention. They were the TAM variables, trust, and one of the 

TPB variables - attitude. These three factors significantly affected the 

employees’ beliefs in e-Commerce adoption. Table 6.13 shows the analysis 
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result of the further step – whether both intention and trust in social 

networks had a significant influence on e-Commerce adoption.    

 

Table 6.13 The Regression Result of Intention Trust in Social Networks 

and e-Commerce Adoption 

Independent 
Variable 

Hypothesis Beta p-Value t-Value 

Trust H2D .229 .000 8.420 

Intention H5D .798 .000 29.380 

R-square 81.1% 

 

Both trust in social networks and behavioral intentions were found to be 

statistically significant in influencing e-Commerce adoption. The 

relationships were strong, which supports the above statement that the 

employees had positive belief and positive perception towards the new 

system, and therefore it is highly likely that they would adopt e-Commerce 

easily. The above findings support the fact that trust among the members in 

the same social networks has both a direct and an indirect influence on e-

Commerce adoption. Table 6.14 presents the summary of the hypotheses 

testing results of these relationships.  
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Table 6.14 Results of the Hypothesis between Trust, Intention and e-

Commerce Adoption 

Effect Hypothesis Supported 

Trust > Adoption H2D Yes 

Intention > Adoption H5D Yes 

 

The next section will discuss the overall summary of the hypotheses testing 

results.  

 

6.3 Model Testing Summary  

 

This section summarises the results of the statistical analysis of the 

empirical data in the present research.  The presentation of the summary is 

divided into two parts: the effect of culture on trust within social networks, 

and the effect of trust in social networks on e-Commerce adoption.   
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6.3.1 The effect of cultural values on trust in social networks 

 

The first part of the summary analyzes the influence of the five cultural 

dimensions (Hofstede, 2001) on trust in social networks. Figure 6.1 presents 

the relevant variables in the research model.  

 

Power Distance

Uncertainty 
Avoidance*

Individualism**

Masculinity**

Long-term 
Orientation**

Trust in Social 
Network 

Culture

 

Figure 6.1 The Influence of Culture on Trust in Social Networks 

 

Among the five dimensions, the present research particularly identified three 

cultural dimensions as having a statistically strong influence on trust in 

social networks, namely individualism (beta = .272, p = .000), masculinity 

(beta = .186, p = .000), and long-term orientation (beta = .371, p = .000). In 
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addition, uncertainty avoidance was also found to have a significant 

influence on trust in social networks (beta .140, p = .008). Power distance, 

on the other hand, was found to have no influence at all on trust. The 

combination of all the dimensions explains 35.6% of the total variance (F = 

33.249, p = .000).  

 

The implication of the above findings is that culture has a relatively strong 

significant influence on trust in social networks and, in turn, on the e-

Commerce adoption process. Four out of the five dimensions (UAI, IDV, 

MAS, and LTO) were found to have a significantly positive influence on trust 

in social networks. In general, Thai cultural dimensions were found to be in 

the middle range of the scale, with relatively high long-term orientation. 

Moreover, power distance, which is the root of hierarchical structures in 

organisation (Helms & Stern, 2001), was found not to have an impact on 

trust in social networks.  This implies that the relationships among 

colleagues and/or between supervisors and subordinates within the small 

and medium companies are close and, as a result, high trust has developed 

within the group.  

 

The descriptive analysis in Chapter 5 shows that Thailand is likely to be 

characterized as a “strong-tie” society. The strongest finding from the 

present research is that strong ties are more important in e-Commerce 

adoption for Thai SMEs. Furthermore, the findings also support the fact that 
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the pre-disposition to trust is a significant factor affecting e-Commerce 

adoption. This finding supports that of McKnight, Choudhury, and Kacmar 

(2002), in that predisposition to trust is positively related to innovativeness 

and intention to adopt e-Commerce. This is because predisposition to trust 

reflects one’s perception of others generally, and it has an influence on a 

person’s trusting belief and trusting intentions (McKnight & Chervany, 2005).   

 

6.3.2 The effect of trust in Social Networks on e-Commerce 

adoption 

 

The second part of the summary discusses the role of trust in social 

networks in e-Commerce adoption. Trust in social networks is one of the 

most pervasive concepts used to explain e-Commerce adoption. However, 

the majority of past studies focused on how trust affected consumers’ 

acceptance of new electronic transaction. Trust in this study emphasizes the 

role of individuals and social groups in new technology adoption. This 

finding suggests that trust in social networks has both a direct influence on 

e-Commerce adoption and an indirect influence through attitude and TAM 

beliefs. Figure 6.2 presents the role of trust in social networks on e-

Commerce adoption intention. 
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Figure 6.2 The Role of Trust in Social Networks on TAM Beliefs and e-

Commerce Adoption Intention 

 

The result from the regression analysis suggests that trust has a statistically 

significant influence on perceived ease of use (beta = .651, p = .000) and on 

perceived usefulness (beta = .269, p = .000), the important beliefs that 

facilitate e-Commerce adoption intention. Furthermore, trust was found to 

have a significant influence on the intention to adopt e-Commerce itself 

(beta = .229, p = .000).  

 

The result in the present study implies that trust among friends, family 

members and colleagues play a significant role in the e-Commerce adoption 

process. One explanation is that employees in the present research feel 
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comfortable and confident to try the new system when those people around 

them (that they trust) support the adoption of a new technology. The finding 

suggests that this helps to reduce the degree of resistance to the adoption 

of new technology. This finding is beneficial to practitioners because it 

provides an approach that may facilitate a higher adoption rate for new e-

Commerce system implementation. 

 

6.3.3 The effect of social networks on e-Commerce adoption 

 

The third part of this section discusses the impact of social network 

characteristics (i.e. tie strength) on e-Commerce adoption. Even though 

trust in social networks is the focus of the present research, it also reflects 

the characteristic of social networks, in the sense that high trust networks 

are more likely to be strong-tie networks (Levin & Cross, 2004).  The role of 

social networks in technology adoption has been of interest to researchers 

for a long time. Licoppe and Smoreda (2005) argue that social networks are 

likely to facilitate the adoption of new technology by providing the necessary 

information for potential adopters via the linkages between actors. A number 

of researchers have tried to separate out the influence of social networks on 

the network structure in order to gain a better understanding of whether 

weak or strong ties played a significant role in this adoption process. 

Interestingly, Granovetter (1973) argued that weak ties were more likely to 
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be a source of innovative ideas, whereas strong ties were important 

because they were more accessible and willing to be helpful. Based on past 

research, it was expected that weak ties should be significant in facilitating 

the e-Commerce adoption.  

 

However, the results in the present research confirm instead that strong ties 

were significant in influencing e-Commerce adoption. For example, one 

finding is that when the employees had to use the new system, more than 

45% would prefer to discuss the issues with friends and family members 

first. Then they tended to discuss the new system with their colleagues in 

the same company (26%). This finding supports Granovetter’s (1973) 

statement that strong ties are important because they are highly accessible 

and people feel comfortable and confident about their sources. In addition, 

the present study found that, even though the people with strong tie 

networks may not have knowledge in the area of interest, they can be a 

source of confidence, which is a crucial ingredient for reducing resistance 

towards new systems when management implements them.    

    

Additionally, among the employees themselves, even with the situation 

where all of them were facing a new challenge (such as the introduction of a 

new procedure or a new system), the group network could be a source of 

trust and confidence that facilitates the adoption process. This supports 

Rogers’ (1998) diffusion theory, which argues that the adoption rate of any 
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innovation is dependent on the values, beliefs, and past experiences of the 

social system.   

 

Figure 6.3 presents the result of the overall research model. It provides a 

visual presentation showing that trust in social networks acts as a link 

between the national level of analysis (cultural dimensions) and the intention 

to adopt e-Commerce (which is at the individual level of analysis). Finally, 

table 6.15 presents the summary of the hypothesis testing results.  
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Figure 6.3 Research Model with results 
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Table 6.15 The Summary of Hypothesis Testing Results 

Construct Hypothesis Supported 

Culture H1A No : The cultural value of power distance 
positively affects trust in social networks.  

 H1B Yes : The cultural value of uncertainty avoidance 
positively affects trust in social networks.  

 H1C Yes : The cultural value of individualism positively 
affects trust in social networks.  

 H1D Yes : The cultural value of masculinity positively 
affects trust in social networks.  

 
H1E: The cultural value of long-term orientation 

positively affects trust in social networks. 
Yes 

Trust in Social 

Networks 

H2A: Trust in social networks positively affects 

perceived usefulness of the e-Commerce 

technology. 

Yes 

 
H2B

Yes 
: Trust in social networks positively affects 

perceived ease of use of the e-Commerce 
technology.     

 H2C No : Trust in social networks positively affects 
behavioral intention to adopt e-Commerce.  

 H2D Yes : Trust in social networks positively affects e-
Commerce adoption.     

 H4A Yes : Trust in social networks positively affects 
attitude. 

 H4B Yes : Trust in social networks positively affects 
subjective norm.  

 
H4C: Trust in social networks positively affects 

perceived behavioral control.   
Yes 
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Table 6.15 Continue  

Construct Hypothesis Supported 

TPB and TAM H3A Yes : Perceived ease of use positively affects 
perceived usefulness.    

 H3B Yes : Perceived usefulness positively affects 
attitude.  

 H3C Yes : Perceived usefulness positively affects 
perceived behavioral control.  

 H3D Yes : Perceived usefulness positively affects 
behavioral intention.  

 H3E No : Perceived ease of use positively affects 
behavioral intention. 

 
H3F: Perceived ease of use positively affects 

attitude. 
Yes 

TPB H5A Yes : Attitude positively affects behavioral intention. 

 H5B No : Subjective norms positively affects behavioral 
intention. 

 H5C No : Perceived behavioral control positively affects 
behavioral intention. 

 
H5D: Behavioral intention positively affects the e-

Commerce adoption decision. 
Yes 
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CHAPTER 7: DISCUSSION – A NEW PERSPECTIVE ON 
ELECTRONIC COMMERCE ADOPTION 

 

7.1 Introduction 

 

The purpose of this thesis is twofold: to study the impact of culture on the 

take up of e-Commerce technology in Thailand, and to examine how the 

adoption of e-Commerce is affected by the way culture impacts on the level 

of trust within social networks. In this chapter the overall findings of the 

research are presented. The chapter begins with a discussion of general 

findings in relations to each research theme. The contributions from the 

present research are discussed. This chapter interprets the data, presents 

the conclusions of the research derived from Chapter 5 and 6 in light of the 

themes and the theoretical framework, and finally presents a discussion of 

the studies. This is followed by the contributions of this research by 

addressing the gaps in the business and management literature. Finally, the 

chapter presents the implication of the research. 

 

The research question was developed to assist in identifying the 

phenomenon to be studied, and this helped the researcher stay in focus 

throughout the research process. As mentioned in Chapter 4, the present 
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research uses mixed methods as a research methodology. One of the major 

advantages of using mixed methods is that it combines quantitative and 

qualitative methods to provide rich findings, greater utility, and more useful 

research (Rocco et al., 2003). The qualitative method involved in-depth 

interviewing to search for the research themes which would assist in 

explaining the findings from the survey. This chapter presents the research 

findings that emerged in the process of answering the research question.  

 

Firstly, necessary documents regarding Thailand tourism industry situation 

were also used to design the context of this study. As mentioned in the 

previous chapter, the present research obtains data from two sources, 

namely questionnaire survey and in-depth interview.  The quantitative 

method of a questionnaire survey was used to test and validate already 

constructed theories about how phenomena occur. The qualitative method 

of in-depth interviews was used to support the findings from the survey.  

 

The context of the present research focuses mainly on Thai small and 

medium enterprises in the hospitality industry. The major supporting reason 

for choosing the hospitality industry was that the industry by its nature is 

very sensitive to changes in technology. Furthermore, the Thai hospitality 

industry is currently dominated by large foreign hotel chains that have 

expertise in new technologies. Therefore, it was assumed that it will become 
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necessary for Thai entrepreneurs to consider implementing the new 

technologies such as e-Commerce to increase their competitive position.  

 

While the focus of this chapter is on the results of the model testing relevant 

to the research objectives, the chapter generalizes the findings at a 

conceptual level. As a result, the discussion integrates the literature, 

concepts, data and themes from this thesis study. In addition, this chapter 

starts to re-conceptualize both the approach taken in managing e-

Commerce implementation and the view of culture commonly used by 

business and management, which in turn is used as a foundation to suggest 

the practical implications of a new perspective in e-Commerce adoption.      

 

The chapter is presented in two parts, namely the theoretical and the 

practical contributions made by the present study. The theoretical 

contributions are in relation to the introduction of a new e-Commerce 

adoption model, the use of a link from the national analysis of culture to the 

individual analysis of e-Commerce adoption, and the introduction of the 

model in SMEs and developing countries. The second part of this chapter 

presents the practical implications of such theoretical shifts for management 

practice in general.  
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7.2 The Result from Descriptive Analysis  

 

Internet technology has played a significant role in the business world in the 

past few years. Thailand is one of many countries that has put a 

tremendous effort into promoting the use of the internet and e-Commerce to 

businesses. However, the adoption rate of the e-Commerce technology is 

relatively low especially amongst small and medium enterprises (Keretho & 

Limstit, 2002). The question then has arisen as to what factors are likely to 

influence e-Commerce adoption in Thailand. The present research 

investigated the role of culture, trust in social networks, and psychological 

variables in influencing e-Commerce adoption in Thai SMEs in the 

hospitality industry.  

 

The findings in relation to the correlation amongst research variables 

indicated that three cultural dimensions (i.e. individualism, masculinity and 

long-term orientation), trust in social networks, TAM variables (i.e. perceived 

ease of use and perceived usefulness) and the theory of planned behavior 

variables (i.e. attitude, perceived behavioral control and subjective norms) 

were significantly correlated with e-Commerce adoption (p < .01).        
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The findings related to the cultural values in the present study tend to be 

different from the findings from Hofstede’s previous research done in 1980. 

In the present research, power distance, uncertainty avoidance and long-

term orientation scores were found to be lower than Hofstede’s original 

scores. On the other hand, individualism and masculinity of Thais were 

higher than Hofstede’s. The most likely explanation would be the fact that 

Thailand has experienced the great economic crisis of 1997, and it has 

taken approximately seven years for the overall situation to return to its 

previous level again. During these years, the Thai government reduced 

restrictions in relation to foreign companies investing in Thailand. As a 

result, Thai people inevitably have been influenced by the Westernized work 

environment which has probably encouraged a cultural shift (Fry, 2004).  

 

7.3 Theoretical Contribution of the Research  

 

The present research contributes to the understanding about the influence 

of culture on trust in e-Commerce adoption. This contribution is significant to 

the body of knowledge about e-Commerce adoption and culture because it 

is the first time that trust in social networks has been included as a key part 

of explaining e-Commerce adoption within a cross-cultural model. Another 

contribution of the present research is the addressing of the gap in 

Hofstede’s national level of analysis. According to Baskerville (2003) and 
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Davison and Martinsons (2003), Hofstede’s assumption of culture equating 

with nation states is a major flaw because it assumes that one culture 

means one nation. A number of researchers have applied Hofstede’s 

cultural dimension directly in their model of study (Baskerville, 2003). As a 

result, the findings from those studies inevitably inherited this flaw. The 

present research, on the other hand, introduces the individual analysis of 

trust in social networks, TAM and TPB as a link between Hofstede’s national 

level of cultural dimension and actual behavior.      

 

There are six areas in which the research contributes to the body of 

knowledge about the impact of culture on trust in social networks and, in 

turn, on e-Commerce adoption. The first contribution is the development of 

a new e-Commerce adoption model by integrating the existing theories 

(cultural values, trust in social networks, the theory of planned behavior, and 

the technology acceptance model). These theories were regarded as 

relatively robust and have been used as a fundamental concept in various 

research areas such as online purchasing behavior and e-Commerce 

adoption. However, there is no research that utilizes all of them to explain 

the adoption of e-Commerce technology. The second contribution 

comprises the findings from introducing trust in social networks into cross-

cultural study. The third contribution is the findings from the introduction of 

trust (in social networks) on the technology acceptance factors (individual 

attitude and intention). The fourth contribution involves the findings from 
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linking social networks, TAM and TPB as a means of bridging from the 

national analysis of culture to the individual analysis for e-Commerce 

adoption. The fifth contribution consists of the findings in relation to the 

application of the new e-Commerce adoption model to small and medium 

enterprises. Finally the sixth contribution comprises the findings relating to 

the application of this new model to a developing country as, traditionally, 

the research in this area has focused mainly on the implications of 

implementation of e-Commerce in developed countries such as in North 

America or Europe. 

 

7.3.1 The Development of New e-Commerce Adoption Model 

 

The first contribution of the present research is to introduce the new e-

Commerce adoption model. Basically, it is an extension of the Choi and 

Geistfeld (2004) model but includes three more major theories that can 

bridge the jump from the national to the individual level of analysis (namely 

trust in social networks, TAM and TPB). Choi and Geistfeld (2004) 

examined how cultural values affected consumer decision-making on online 

shopping adoption in the United States and Korea. Their findings showed 

that the behavioral mechanism in terms of attitude and intention to adopt is 

similar across both countries. Moreover, the cultural values were found to 
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be antecedents of the socio-psychological variables of attitude and intention 

(Choi & Geistfeld, 2004).     

 

The present study has applied the above theories and introduced two new 

variables (trust in social networks and TAM) to a cultural study. The main 

reason was that the behavior in this study (e-Commerce adoption in 

organisations) was expected to be influenced by supports from colleagues 

and close friends. In addition, the Choi and Geistfeld (2004) model did not 

include beliefs that were of primary relevance for system acceptance 

behaviors. Figure 7.1 presents the new e-Commerce adoption model.   

 

 

Figure 7.1 The New e-Commerce Adoption Model 
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The present research has introduced the role of social networks as a source 

of information which in turn supports the e-Commerce adoption process. 

Almost all employees (98.94%) in this study listed at least one social contact 

with which they discussed the issue of e-Commerce adoption. The majority 

of them (71%) indicated that they tended to talk about e-Commerce 

technology with their close friends, family members or colleagues. This 

finding is interesting because it is at odds with Granovetter (1973), who 

argued that weak ties seemed to have a positive influence on the adoption 

of innovation because it provided a greater diversity of information. The 

findings in the present research suggest that the employees relied upon 

their strong tie networks from close friends and/or family members instead. 

These findings support the study by Levin and Cross (2004), who also found 

that strong ties are an important conduit because close friends and family 

members were more accessible and willing to help. One explanation is that 

Thai employees in the present study chose to use people they could trust.   

 

In Thailand, the competition among SMEs is high, especially in the tourism 

industry (Hoontrakul & Ryan, 2004). The emerging theme from the interview 

transcripts suggests that any innovative idea is always treated as 

confidential, including the best way to utilize e-Commerce. Therefore, the 

findings suggest that SMEs believe that it is safer to begin discussing e-

Commerce adoption with someone they can trust. Trust was identified as 

the important key variable in the present research because it was viewed as 
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a mechanism to reduce social complexity and perceived risk of transaction. 

The overall descriptive result had a mean score of 3.46 which implied that 

Thai employees in this research had a medium-to-high trust level. 

 

The results of the model testing supported both the work of Choi and 

Geisfeld (2004) and the expectation of the present study in that cultural 

values were found to be the antecedent of the socio-psychological variable 

(trust in social networks in this case), which in turn has a significant 

influence on other behavioral values, namely attitude and intention to adopt 

an e-Commerce system. The present research findings are seem to be in 

the same direction as Kim and Prabhakar’s (2004). In the study of trust and 

the adoption of business-to-consumer e-Commerce, Kim and Prabhakar 

(2004) indicated that there was a significant relationship between initial trust 

in the electronic channel and the adoption of internet banking. Interesting, 

the antecedent of the initial trust can be derived from two sources, namely 

structural assurance and the relational content of word-of-mouth referrals 

(Kim & Prabhakar, 2004).  

 

Trust in social networks was also found to have a significant influence on 

both TAM and TPB variables. Hence, it can be concluded that the 

introduction of trust as an indirect variable between cultural value and e-

Commerce adoption contributes a new knowledge to the cultural study and 
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e-Commerce adoption area. The next section will discuss the influence of 

culture on trust in social networks.             

 

7.3.2 The introduction of trust in social networks in cross-

cultural study 

 

The second contribution of the present study is in the area of cultural 

studies. The present research used Hofstede’s cultural dimensions as a 

benchmark to compare the scores between Hofstede’s study and the 

present research. The same methodology as Hofstede’s was replicated to 

examine whether there was any change in terms of cultural values, because 

Hofstede conducted his survey in 1980. The result shows that there was a 

significant change in cultural scores in two areas. The present research 

indicated lower PDI, UAI, and LTO than Hofstede’s, while IDV and MAS 

were found to have higher scores. As discussed in Chapter 5, the 

explanation of this change could be that Thai society has been exposed to 

Westernized culture, especially from the United States, since 1997 

(Verluyten, 1997).  

 

The outcome of cultural values was then used to examine the influence of 

culture on trust in social networks. Trust has long been of research interest 

as an antecedent of beliefs in e-Commerce adoption intention. However, no 
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research has focused on trust within the social networks. In the study about 

the necessity of including national culture as a central issue in e-Commerce 

trust beliefs, Gefen and Heart (2006) focused on the role of trust beliefs, 

specifically integrity and ability, on behavioral trusting intentions. These trust 

beliefs were found to be a product of familiarity and prediction process. 

Gefen and Heart (2006) concluded that national culture did play an 

important role in e-Commerce trust studies.  

 

Pavlou and Chai (2002) used trust as a salient belief that directly influenced 

transaction intentions across cultures. Three cultural dimensions, namely 

long-term orientation, power distance and individualism, were used as  

mediating variables in the research model. Trust was determined to have a 

direct effect on perceived behavioral control and attitude. The result shows 

that cultural differences influenced the proposed e-Commerce adoption 

model and moderated this key relationship. Moreover, trust was found to 

have a significant influence on attitude and perceived behavioral control 

(Pavlou & Chai, 2002).       

 

Even though the present study emphasizes the role of culture in trust in 

social networks, it was expected that the findings would have been in the 

same direction as the work of Pavlou and Chai (2002) and Gefen and Heart 

(2006). Figure 7.2 presents the model of culture and trust in the present 

study.  
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Figure 7.2 The Influence of Culture on Social Networks 

 

The findings from the above model add new knowledge to cultural studies 

and social network studies. The findings indicated that four out of the five 

cultural dimensions (uncertainty avoidance, individualism, masculinity and 

long-term orientation) were found to have a statistically significant, positive 

influence on trust in social networks. Only power distance did not have a 

significant influence on trust in social networks. The influence of these four 

dimensions on trust is relatively strong when examined in terms of the p-

value (see Chapter 6). Therefore, it can be concluded that national culture is 

a key antecedent of trust belief and, in turn, on e-Commerce adoption. The 

findings from this study support the findings of Pavlou and Chai (2002) and 
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Gefen and Heart (2006). Moreover, the result confirms that culture has a 

significant influence on trust in social networks. This is important because 

the inclusion of social network theory in cross-cultural studies could help 

researchers in the e-Commerce adoption area to better explain the 

phenomena.  

 

7.3.3 The introduction of trust belief as a determinant of 

technology acceptance model and theory of planned behavior 

 

Venkatesh and Davis (2000) argued that information technology adoption 

and its usage in the workplace environment is always a central concern of 

information systems’ research and practice. There has been much progress 

over the last decade in explaining and predicting user acceptance of IT at 

work since the emergence of the technology acceptance model (Venkatesh 

& Davis, 2000). 

 

TAM theorizes that an individual’s behavioral intention to use a system is 

determined by two beliefs: perceived usefulness and perceived ease of use. 

In addition, TAM also theorizes that the effect of external factors on 

intentions is mediated by these two beliefs (Davis et al., 1989; Straub at al., 

1997; Veiga et al., 2001). The theory of planned behavior, on the other 

hand, focuses on the individual’s intention to perform a given behavior 
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(Ajzen, 1991). Moreover, TPB also emphasizes the antecedents of its three 

determinants of intention, the attitudes, the perceived behavioral control, 

and the subjective norms. At the most basic level, the theory postulated that 

behavior is a function of salient information or beliefs relevant to the 

behavior (Ajzen, 1991).  

 

Because the objective of the present research was to predict the e-

Commerce adoption behavior in companies, TPB and TAM were then used 

to predict the respondents’ behaviors. However, the present research also 

introduced trust in social networks as a salient belief and as the antecedent 

of the behavior in question. The use of trust in social networks adds new 

knowledge to the e-Commerce adoption area because there has been no 

research in the past that has applied the role of trust in social networks and 

TAM beliefs in determining the intention to adopt e-Commerce in 

organisations. Part of the research by Gefen et al. (2003) studied the role of 

consumer trust and TAM in online shopping intention, but the authors did 

not use trust as an antecedent of TAM.   Figure 7.3 presents the relationship 

between trust, TAM and TPB.        
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Figure 7.3 The influence of trust on TAM and TPB 

 

The findings from the present research are similar to that of Gefen et al. 

(2003) in that trust in social networks is a dominant factor playing a critical 

role in these relationships. In particular, the findings indicate that: 

 

1. Trust was found to have relatively strong significant relationships 

with perceived usefulness and perceive ease of use.  

2. Trust was found to have a significant influence on employees’ 

attitudes toward e-Commerce adoption.  

3. Trust was found to have a relatively strong influence on perceived 

behavioral control. When level of trust increased, the respondents 
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were more likely to feel more control over their behavior in 

adopting e-Commerce system.   

4. Trust was found to have a significant influence on subjective 

norms. The influence was relatively strong. Subjective norms are 

the influence of other people in the society (Ajzen, 1991). 

Therefore, the findings confirmed an expected relationship. 

 

7.3.4 The introduction of individual unit analysis in national 

culture study  

 

The present research applied the existing cross-cultural model by Hofstede 

(1980), but added the new perspective of looking at the variable that reflects 

individual behavior. To achieve this objective, the present research applied  

Hofstede’s cultural index in the research model, even though there was a 

critique about the unreliability of using a numeric index as a representative 

of the culture (Ford et al., 2003). However, a number of researchers (Pavlou 

& Chai, 2002; Ford et al., 2003; Davison & Martinsons, 2003) agreed that it 

was the only way to understand the influence of culture on people’s 

behavior, especially in the business and management area. The present 

research then used Hofstede’s cultural dimensions for Thailand as a 

foundation, with the addition of new constructs to overcome the above 

issues. 
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The origin of the model development in the present research emerged from 

the major criticism of Hofstede’s cultural dimensions. Baskerville (2003) 

raised two concerns about the method that Hofstede used in his survey in 

1980: 

 

1. Hofstede used one culture to represent one nation. However, it is 

widely accepted that in reality one nation could have multiple 

cultures. 

2. Hofstede related his cultural dimensions to seven national 

measurements: GNP, economic growth, latitude, population density, 

population size, population growth and organisation size.   

 

The above criticism made theoretical sense in that Hofstede’s cultural 

dimensions were a justification of people’s perception on a national level. 

Davison and Martinsons (2003) identify the necessity of understanding the 

cultural differences at the individual level, as even the people from the same 

culture have encountered difficulties in communication. These authors 

postulated that the major problem in cultural studies today was a lack of the 

solid theory that could explain and predict the influence of culture on e-

Commerce adoption (Davison & Martinsons, 2003). Furthermore, there 

appears to be no research that has tried to understand the influence of 

cultural values on trust in social networks before. Therefore, a link from the 
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national to the individual level was required and trust in social networks was 

introduced to serve this purpose. Figure 7.4 presents a diagram of the role 

of trust in social networks as the link from national to individual level of 

analysis.  

 

Cultural Dimensions

Trust in Social 
Networks

TAM and TPB

EC Adoption

Individual Level

 

Figure 7.4 The link of individual level analysis in cross-cultural model 

 

In conclusion, one major contribution of the present research is that it has 

addressed a previous weakness in cross-cultural and e-Commerce adoption 

research areas. The flaw of Hofstede’s assumptions was the lack of a link 

from national to individual level. The present research suggests a solution to 

that problem by using the influence of culture on trust in social networks as 

the unexplored antecedents of people’s intention to adopt e-Commerce.  
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7.3.5 The application of the new e-Commerce adoption model to 

Small and Medium Enterprises 

 

Another major contribution of the present research is the application of a 

new e-Commerce adoption model in the small and medium enterprises 

(SMEs) area. The majority of research in cross-cultural study and e-

Commerce adoption normally emphasizes large multinational corporations 

(Bagchi, Hart, & Peterson, 2004; MacGregor & Vrazalic, 2006). They 

assumed that small businesses are a scaled down version of large 

businesses. Even though size is a major distinguishing factor, small 

businesses also have other unique factors that are different from large 

corporations, such as their ability to access capital, their limited resources, 

and their lack of IT knowledge (MacGregor & Vrazalic, 2006). Therefore, 

there was a need to expand the scope of e-Commerce adoption research to 

the SMEs area.  

 

In a past search for the reasons why SMEs in the United Kingdom adopted 

e-Commerce, Simpson and Docherty (2004) found that the major reasons 

for adopting e-Commerce were the force of the competitive environment, 

the pressure of increasing in media and communication costs, and the 

requirement to expand the market globally. However, there were also some 
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key barriers that did not make the SMEs’ owners/managers’ job easy, such 

as the difficulty in system integration, limited resources (especially capital 

and human), and lack of knowledge (Simpson & Docherty, 2004).  

 

Seyal and Rahman (2003) studied e-Commerce adoption among SMEs in 

Brunei and found results similar to those of Simpson and Docherty (2004). 

These authors posit that the adoption parameters such as compatibility with 

others, trialability and observability, along with support from management 

and top managers’ attitudes, were key success factors of e-Commerce 

adoption in SMEs (Seyal & Rahman, 2003).         

 

The emphasis of the above research was mainly placed on hard factors 

such as resources and knowledge. The present study suggests that soft 

factors such as culture and trust in social networks are also antecedents of 

the intention to adopt e-Commerce, and could affect the success or failure 

of e-Commerce system in SMEs. The findings of this study suggest that 

trust in social networks could be a key success factor in e-Commerce 

system implementation for SMEs. This is because the managers/owners 

could seek supports from other people especially their close friends, from 

family members, and from trusted experts such as government agencies.     

 

Another contribution of the present research is the inclusion of TAM and 

TPB in the e-Commerce adoption model for SMEs. The findings of this 
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study show that trust not only has a direct influence on attitude and intention 

but also was a key antecedent of other salient beliefs (perceived usefulness 

and perceived ease of use in this case), all of which in turn affects e-

Commerce adoption intention. The influence of trust on TAM in turn has a 

great effect on e-Commerce adoption intention for SMEs.  

 

As mentioned earlier, the fundamental concept of TAM is based on the 

belief that system users normally form two beliefs, the system usefulness 

and its ease of use (Straub et at., 1997; Venkatesh & Davis, 2000; McCoy 

et al., 2005). The present research examines the influences of these two 

beliefs on TPB variables as shown below: 

 

1. Both perceived usefulness and perceived ease of use were found to 

have a significant influence on attitudes towards e-Commerce 

adoption. This implies that the role of trust in social networks has a 

great influence on both these TAM beliefs, which in turn drive a 

positive attitude in e-Commerce adoption.  

2. Perceived usefulness was found to have a significant influence on 

perceived behavioral control. This finding supports the previous 

research: when people believe that the new system is useful to their 

job, they would also feel they have full control over the course of 

action (Choi & Geisfeld, 2004).  
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It can be concluded that the introduction of the impact of trust in social 

networks in e-Commerce adoption for SMEs has generated the research 

outcome in the same direction as that of Choi and Geisfeld (2004). 

 

7.3.6 The application of the new e-Commerce adoption model to 

developing countries 

 

The last contribution is in the area of e-Commerce adoption in developing 

countries. The present research uses Thailand as a context of study. As 

mentioned in the previous section, it is the first time that cultural values have 

been used as a determinant of trust in social networks, which in turn is used 

as an antecedent of salient beliefs in e-Commerce adoption. This finding 

adds new knowledge because the new e-Commerce adoption model has 

been applied in the developing country environment. Generally, the 

emphasis of e-Commerce adoption research has been placed on developed 

countries such as in North America or Europe (Straub et al., 1997). 

 

Tan and Teo (2000) examined the factors affecting the adoption of internet 

banking in Singapore. The result showed that attitude and perceived 

behavioral control, rather than social influence, play a significant role in 

influencing the intention to adopt internet banking (Tan & Teo, 2000). Straub 

et al. (1997) tested the TAM on the adoption of email in three different 
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countries, namely the US, Switzerland and Japan. The results indicated that 

TAM would be successful in explaining the US and Switzerland email 

adoption, but would not be successful for Japan. The explanation given was 

that Japanese culture tended to be different from that of the US and 

Switzerland; Japanese culture had high levels of uncertainty avoidance and 

greater power distance, and was more collectivist (Straub et al., 1997).   

 

Other studies that examined cross-cultural issues, trust, e-Commerce 

adoption, TAM, and TPB tended to use developed countries as a context of 

study (Gefen et al., 2003; Choi & Geistfeld, 2004; McCoy et al., 2005). 

Some studies compared the difference between developed and less 

developed countries, such as the study of cultural diversity and trust in IT 

adoption by Gefen et al. (2005), which compared American and South 

African cultures. The result showed that when the cultural diversity was 

large, as in case of South Africa, trust tended to become of lesser 

importance in the IT adoption process (Gefen et al., 2005). One big 

research gap from the above studies is that no researchers have 

incorporated the impact of all possible influential factors on IT adoption into 

one model. Furthermore, in the case of the comparison between two or 

more countries, the research outcomes tended to lean towards developed 

countries.     
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The outcome of the present research suggests that developing countries 

such as Thailand are also ready to adopt E-Commerce technology. As 

noted in the previous section, the key factors of successful e-Commerce 

implementation relate to understanding the true needs of the adopters 

(SMEs in this case). As a result, trust in social networks becomes a key 

determinant of other beliefs. This suggests that in developing countries 

(such as Thailand), forming a network of trusted people could accelerate the 

adoption rate of e-Commerce technology.   

  

The next section identifies the implications of a new perspective on 

Electronic Commerce adoption from the points of view of both the 

organisation and researcher.  

 

7.4 Practical Implications of a New Perspective on E-Commerce 

Adoption 

 

The introduction of the individual level constructs (trust in social networks, 

TAM beliefs, and TPB) can be considered as a shift in both theoretical and 

practical approaches in order to understand the role of culture in e-

Commerce adoption. Outlined below are the practical implications of this 

new perspective. Generally, research implications in this area are focused 

on large organisations that are usually characterized by having plenty of the 
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necessary resources for system implementation and for expensive training 

programs. This situation is obviously the case for the large hotel chains, 

foreign travel agency networks and global timeshare resorts. On the other 

hand, the small and medium hospitality companies in Thailand have to find 

the right “niche” market in order to survive in the new way of competition. 

Limited resources, especially human, knowledge, and financial, seem to be 

a major concern for all Thai entrepreneurs. In addition, previous research in 

cross-cultural and e-Commerce adoption areas concluded that the contexts 

of e-Commerce adoption, such as greater collectivism, may facilitate greater 

acceptance of e-Commerce technology because of its effect on the extent to 

which employees share opinions and information. This in turn reduces the 

perceived risk and increases subjective norms (Choi & Geisfeld, 2004). To 

take this finding beyond the individual level to the organisational level, it was 

necessary to understand which mechanisms inside the collectivist society 

and the social networks would facilitate e-Commerce adoption.  

 

7.4.1 Implications for Small and Medium Enterprises 

 

The severe economic crisis in 1997 assisted Thailand to realize the 

importance of small and medium enterprises (SMEs). However, thousands 

of these enterprises went bankrupt during the crisis period because they did 

not have sufficient capital to nurture their business (Wiboonchutikula, 2001). 
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In addition, the government’s policy encouraging foreign investment led to 

increased competition in many industries, especially those of finance and 

hospitality (Kawai & Takayasu, 1999). One key means to increase the 

viability of SMEs is to transform them from a traditional business to a digital 

business using the internet and e-Commerce.  

 

In Thailand, SMEs cover businesses related to manufacturing, wholesale 

and retailing, and services. As mentioned in Chapter 4, Thai SMEs are 

categorized by the number of employees and the fixed assets. Small 

businesses are those with no more than 50 employees or with fixed assets 

not exceeding 20 million baht. Medium enterprises are those enterprises 

that employ more than 50 workers (but not over 200) and that have fixed 

assets exceeding 20 million baht (but not over 100 million baht) 

(Wiboonchutikula, 2000). 

 

Since the economic crisis of 1997 a large number of businesses have been 

closed or downsized (Kawai & Takayasu, 1999). In 2000, an Act designed 

to promote SMEs was legislated by the government. The major objective 

was to assist, promote and develop SMEs (Wiboonchutikula, 2001). As a 

part of this development plan, the Thai government also established several 

offices aimed at developing SMEs. Some of these included the Office of 

Small and Medium Enterprises Promotion, the Institute for Small and 

Medium Enterprises Development, and a transformation of the Small 



 

264 

 

Industry Finance Cooperation to Small and Medium Enterprise 

Development Bank of Thailand (Wiboonchutikula, 2001). A number of Thai 

people who started SME businesses received assistances from the 

government in the form of financial assistance and advice, including market 

advice (Office of SME Promotion, 2005). 

 

E-Commerce becomes a critical component in doing business for Thai 

SMEs because it is believed that it could increase productivity and 

competitiveness for small and medium business (Ngampathanakul & Pilling, 

2005). However, it is not easy for those SMEs to implement e-Commerce 

technology. The study by Payne (2005) argues that SMEs in developing 

countries normally face obstacles and constraints specific to the countries in 

which they operate. The major obstacles for these countries were the high 

cost of internet access and the language barrier. Moreover, the OECD study 

posits that one of the major obstacles in adopting e-Commerce for these 

SMEs is lack of knowledge in e-Commerce techniques and the technology 

to use it (Payne, 2005).     

 

The above scenario is certainly the case for Thai SMEs. SMEs experience 

difficulty in adopting e-Commerce in Thailand because they do not have 

sufficient information and support to get started (Intrapairot & Srivihok, 

2003). The impact of culture might play an important role at this point 

because Thailand, according to Hofstede (2001), is a relatively high 
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collectivist society which is normally characterized by lower initiation than in 

an individualist societies. Nevertheless, if the owners or managers of the 

SMEs understand this fact and find a way to turn it into an opportunity, this 

could increase the success of e-Commerce implementation in their firms. 

The key issue is that there is a lack of knowledge about the impact of 

collectivism affecting how groups of trusted people share information and 

experience. In one study of the collectivist societies, Mooij (2000) found that 

people dominated by a number of social networks directly and indirectly 

support each other.  

 

The findings of the present research discovered that strong-tie networks 

play a crucial role in facilitating e-Commerce adoption by enabling Thai 

employees to seek more information and support for their decision-making. 

One explanation is that when users encounter the new changes or 

challenges they tend to have uncertain feelings. The way to overcome these 

feelings is to seek confidence from their most trusted people. 

 

The same concept is also applied to SME owner/managers because 

implementing e-Commerce normally requires a great deal of information 

and resources (Intrapairot & Srivihok, 2003). The present research has 

identified the potential solution to overcoming these issues by forming and 

utilizing their social networks, particularly their strong ties. It is widely 
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accepted in Thailand that the key success factor for running successful 

businesses in Thailand is to develop relationships and connections.  

 

In summary, the results from the qualitative in-depth interview support the 

findings from the descriptive analysis and model testing. The dominant 

theme from the descriptive analysis was that trust in social networks plays a 

significant role in information seeking and, in turn, making the e-Commerce 

adoption decision. This finding corresponds with the result of the model 

testing, which revealed that trust in social networks is a central variable that 

cements the model together. Furthermore, an emerging theme from the 

analysis of the in-depth interviews suggests that to successfully adopt e-

Commerce technology in their companies, the SMEs certainly could not do 

it alone. Instead, there was overwhelming consensus that SMEs should 

form alliances or associations with competitors or government agencies. 

However, this idea needs to be driven by government policy and practice, to 

overcome each company’s lack of “trust” about each other’s activities.  

 

The next chapter concludes this thesis by outlining the overall conclusions 

of the thesis. Finally, suggestions for future research will be made.  
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CHAPTER 8: CONCLUSIONS 
 

The final chapter of the present research firstly discusses the overall 

findings, followed by key contributions to knowledge in this area. Limitations 

of this thesis are discussed. Suggestions are then made for future research, 

including the use of different methodological frameworks. The chapter 

finishes with overall conclusions of this thesis.  

 

8.1 Overall Findings 

 

As stated in Chapter 1, the major objective of the present research is to 

address the research question about the impact of culture, firstly on trust in 

social networks and other behavioral mechanisms, and then on an e-

Commerce adoption decision. The findings suggest that culture does have a 

great influence on trust in social networks. Four out of five cultural values 

(uncertainty avoidance, individualism, masculinity, and long-term 

orientation) were found to have significant influence on trust in social 

networks. Only power distance was found to be insignificant, which could be 

explained by a perception of a smaller gap between superiors and 

subordinates in these SMEs.      
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Furthermore, the influence of culture not only makes trust in social networks 

become a dominant salient factor within the TAM; it also has a direct, 

positive effect on attitude, subjective norms, and perceived behavioral 

control. The role of trust in social networks in the present research is 

different from other studies, in that it is trust in the social network context 

which is reflected through tie-strength. The findings from both the interview 

and descriptive analysis suggest that when employees or SMEs 

owners/managers are faced with a new challenge or change such as the 

force of globalization towards e-Commerce adoption, they tend to seek 

information and assistance from their trusted people first.  

 

The influence of trust in social networks, the perceived ease of use and the 

perceived usefulness on the intention to adopt e-Commerce is relatively 

strong and positive. It implies that culture and trust in Thai society have a 

positive and supportive impact on e-Commerce adoption. Several 

conclusions can be drawn from these findings.  

 

Firstly, the present research suggests that there have been cultural shifts 

within Thai society. The comparison between Hofstede’s and the present 

study’s cultural values suggests that Thai culture has been influenced by 

Western culture. This can be seen through the changes in the cultural 

dimension scores. Power distance, uncertainty avoidance and long-term 

orientation have shown lower scores than shown by Hofstede’s scores. On 



 

269 

 

the other hand, Thai culture has higher scores in individualism and 

masculinity than shown in Hofstede’s original scores. There are at least two 

potential explanations of this shift. Firstly, since Thailand’s economic crisis 

of 1997, the Government has encouraged more foreign investment than 

ever. As a result, a great number of foreign companies have begun to do 

business in Thailand. Secondly, an advance in technologies (especially the 

internet) makes it easy for Thai people to perceive other cultures, which 

could potentially encourage Thais to duplicate behavior from elsewhere. 

Therefore, it may be inevitable that some Westernized behaviors are 

adopted by Thais.     

 

Secondly, in the present research, trust in social networks has been 

identified as the dominant variable. The role of trust in social networks in the 

present research has showed one important aspect about Thai employees: 

when they encounter changes they tend to rely on their close friends and 

family members more than on other people. In other words, the role of 

strong ties has been found to be important in the e-Commerce adoption 

decision for Thai SMEs. One explanation of this phenomenon is that 

employees trust their friends and family members. Furthermore, the present 

research also finds that trust in social networks plays a significant role in all 

psychological variables; ultimately it has a great direct and indirect influence 

on e-Commerce adoption.  
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Finally, the present research has proposed a new e-Commerce adoption 

model that can explain the influence of culture, at the individual level, on the 

level of trust in social networks in SMEs. This in turn influences the intention 

to adopt e-Commerce. The three variables: trust in social networks, 

perceived usefulness, and perceived ease of use, were found to be the 

salient beliefs that influence SMEs attitudes and intention towards adopting 

e-Commerce. The findings of the present research support previous findings 

in the cross-cultural and e-Commerce adoption area: that people do form an 

attitude from their beliefs and this is then reflected via their actual behavior.     

 

8.2 Contribution to Knowledge  

 

As mentioned earlier, the present study aimed to identify the impact of 

culture on e-Commerce adoption in the small business environment in 

developing countries. This thesis started by reviewing relevant literatures 

and discovered that there was a gap in the understanding about how 

cultural factors affected e-Commerce adoption in developing countries. One 

reason for the gap was because Hofestede studied the impact of culture on 

e-Commerce adoption and drew conclusions using only a macro unit of 

analysis perspective. However, to understand E-Commerce adoption, on 

the other hand, an individual unit of analysis is required. Therefore, the 

present study has identified the need to introduce an individual level of 
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analysis and a bridge between the macro and individual unit of analysis was 

required.    

 

In addressing this research gap, Ford et al. (2003) assert that one way to 

overcome this problem is by using moderating variables. These authors 

recommend that the IS researchers should consider a theory that has 

played an influential role within IS adoption and implementation such as the 

theory of planned behavior and technology acceptance model (Ford et al., 

2003). Some researchers have used this method. For example, Pavlou and 

Chai (2002) introduced TPB in cross-cultural model in e-Commerce 

diffusion, Choi and Geistfeld (2004) developed consumer e-shopping 

adoption model across cultures by applying TPB as a mediating variable, 

and McCoy et al. (2005) examine the technology acceptance model (which 

emerged from TPB) in email adoption between two countries.  

 

The above studies gave the present study a foundation on which to 

undertake this research. However, their main foci were on large 

organizations and developed countries. The present research added to the 

body of knowledge about the impact of cultural factors on e-Commerce 

adoption by examining the small and medium businesses environment in a 

developing country. Moreover, the gap in the level of analysis was 

addressed by the introduction of the social networks construct at the 

individual unit of analysis that linked cultural values to the intention to adopt  
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e-Commerce. The research finding identified the positive role of close 

friends and family members in encouraging the respondents to adopt e-

Commerce technology. The implications of this research finding contributes 

new information to at least four research areas namely, cross-cultural 

research, social networks, e-Commerce adoption in small and medium 

enterprises, and e-Commerce adoption in developing country.  

 

The practical implications from the findings of the present research are in 

three major areas. Firstly, this study provides a guideline for SMEs 

owners/managers in how to increase their success rate of e-Commerce 

adoption in their companies. If owners/managers understand the role of 

social networks group inside a company, this should reduce the potential 

resistance from potential users. Secondly, this study also identified the key 

factor in encouraging e-Commerce adoption and diffusion in developing 

country especially in Asian countries. According to Hofstede (2001), Asian 

countries tend to be collectivist society. Therefore, the importance of the 

role of trust among close friends and family members can facilitate the 

increased adoption rate of e-Commerce implementation if businesses 

owners and governments use the networks strategically to disseminate 

correct information. Finally, the findings from the in-depth interview revealed 

that the role of government agencies could be used to accelerate e-

Commerce adoption in SMEs environment. The reason is that it is very 

difficult for SMEs to develop the e-Commerce business model by 
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themselves due to the lack of necessary resources. They could form a 

social networks group to support one another. However, the success rate of 

this network idea would tend to be low because of the lack of trust in 

networks not made up of close friends and family. Government agency 

could play a crucial role in providing supports in terms of knowledge, 

infrastructure, and a facilitator in the network group especially there to 

promote trust building amongst members.  

 

8.3 Limitations  

 

Even though the present research has contributed a new perspective in 

studying e-Commerce adoption, it also has a number of limitations.  

 

Firstly, the present research focuses only on the influence of culture on 

socio-psychological variables related to E-Commerce adoption behavior. 

Therefore, it does not examine the impact of other factors such as E-

Commerce infrastructure and Thai government policy, on belief structures 

and behavioral intentions on e-Commerce adoption in Thailand’s small and 

medium enterprises environment.  

 

Secondly, the majority of the respondents in the present research were 

located in the Bangkok area, working either with hotels / resorts or with 
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travel agents. It is widely accepted that Bangkok, the capital city of Thailand, 

is the center of hi-tech technologies, where the development level is higher 

than in provincial area. Hence, the conclusion derived from the present 

research might not be generalisable to the overall Thai society. In addition, 

the use of one cohort may also limit generalization of the findings of this 

study.  

 

Thirdly, the present research applies cross-cultural theory to justify its 

influence on certain behavior. However, it does not use a comparative 

method to compare the difference between two countries. In other words, 

the present research uses Hofstede’s methodology directly to measure 

cultural values of a single society, Thailand, whereas Hofstede’s 

methodology normally requires two or more societies for comparison. 

However, this study does consider this limitation by comparing the results of 

Hofstede’s study with the results from this study.        

 

Finally, the present research has used the purposive sample method to 

define the target of Thailand and its small and medium enterprises in the 

hospitality industry. The random sampling method was then used to identify 

the respondents. According to Van de Vijver and Leung (1997), this would 

be the most difficult limitation to overcome because in cross-cultural studies 

it is rarely possible to obtain a truly random sample of organisations or 

employees.  
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8.4 Recommendations for Future Research  

 

The present research also identifies several areas needing improvement in 

cross-cultural research for future studies.  

 

First, future research should analyze and examine individual behavioral 

difference by societies. In doing that, the researchers may need to ask each 

respondent to identify their “ethnic-identification” as a basis for examining 

whether ethnic characteristics have a strong correlation with Hofstede’s 

cultural values or not. This proposal supports Baskerville’s (2003) 

recommendations.  

 

Second, the present research has identified the important role of trust in 

social networks acting as a mediating variable that could have both direct 

and/or indirect influences on the intention for e-Commerce adoption. 

However, the interrelationships between socio-psychological variables and 

between social networks with different kinds of trust constructs (i.e. 

interpersonal trust and business trust) are complex. Future research might 

be able to apply a qualitative approach to identifying detailed 

interrelationships among these constructs, thereby identifying research 

issues that a quantitative approach cannot deliver. This would have the 
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added benefit of triangulating research findings in this research area. For 

example, the emphasis on the quantitative method may mean missing out 

on phenomena occurring because of the focus on theory or hypothesis 

testing rather than on theory or hypothesis generation.   

 

Third, the present research has applied the technology diffusion theory as a 

foundation. It has identified that strong ties could play a major role in e-

Commerce adoption. This process happened because trust acts as a 

central variable that links all constructs together. However, future studies 

may explore these relationships from the perspective of a technology 

transfer process. It would be interesting to understand the different degrees 

of technology transfer evident across different societies.  

 

Fourth, the present study applied Ordinary Least Square path analysis to 

test the hypotheses and the model. Future research in this area is 

encouraged to also use the Structural Equation Modeling (SEM) method, to 

compare the result. According to Grimm and Yarnold (1995), using two 

different approaches (OLS vs SEM) to test the same model could yield a 

similar outcome with only minor differences in some relationships.     

 

Finally, the present study examines the role of trust in social networks on e-

Commerce adoption only. Social network theory is a well-established theory 

that consists of a number of components such as network content, network 



 

277 

 

governance and network structure (Antoncic, 2003). Future research is 

needed to examine the role of culture in these components to see its impact 

on e-Commerce adoption intention. It would also be interesting to see 

whether there would be any difference in network structures if the cultures 

were different.  

 

8.5 Overall Conclusions  

 

This thesis has identified the impact of culture on the adoption of Electronic 

Commerce technology in Thailand, and has examined how the adoption of 

e-Commerce is affected by the impact of culture on the level of trust within 

social networks. In order to address the research question, concurrent 

nested mixed methods was used as the main research methodology. This 

study is dominated by the use of quantitative method in both data collection 

and analysis. However, a qualitative approach is supportively used to gain 

in-depth knowledge about phenomena. The findings suggest that culture 

has a great influence on trust in social networks, which in turn has a 

significant influence on e-Commerce adoption decisions.  
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APPENDIX 1: QUESTIONNAIRE  
 

A1.1 Questionnaire Coversheet  

 

I am Mr. Apivut Chakuthip a PhD Student, Department of Management, 

Griffith University. I am requesting your participation in a study regarding the 

perception of Small and Medium Enterprises (SMEs) toward the role of 

culture on the take up of Electronic Commerce. This will involve answering 

10 sections of questionnaire that may take about 30 minutes. Personal 

information will not be released to or viewed by anyone other than 

researchers involved in this project.  Results of this study will not include 

your name or any other identifying characteristics. 

 

The expected contribution from this research is twofold: it would help 

identify the role of Thai culture on the take up of E-Commerce and it would 

help Thai entrepreneurs to identify the possible factors that affect the E-

Commerce adoption. The participants in this research project are the 

employees of Thai Small and Medium Hospitality Enterprises. The 

questionnaire is developed so that the participants can answer directly from 

computer. Therefore, all questionnaires will be then sent and received via 

Email. 

 

Completion and return of this questionnaire will be taken as evidence of you 

giving informed consent to be included as a participant in this study, for your 

data to be used for the purposes of research, and that you understand that 

published results of this research project will maintain your confidentiality.  

Your participation is voluntary and you may withdraw your participation at 

any time. 
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A summary of this research project will be supplied upon request.  To 

request a project summary or if you have any questions please contact me 

Apivut Chakuthip at the following email address:  

Apivut.Chakuthip@student.griffith.edu.au. 

 

If you have questions about your rights as a participant in this research, or if 

you feel that you have been placed at risk, you may contact the Manager, 

Research Ethics on 3875 5585 or research-ethics@griffith.edu.au. 

 

 

Signature ______________________ Date _______________________ 

Name  Apivut Chakuthip 

 

 

Privacy Statement 

The conduct of this research involves the collection, access and / or use of 

your identified personal information. The information collected is confidential 

and will not be disclosed to third parties without your consent, except to 

meet government, legal or other regulatory authority requirements. A de-

identified copy of this data may be used for other research purposes. 

However, your anonymity will at all times be safeguarded. For further 

information consult the University’s Privacy Plan at 

www.gu.edu.au/ua/aa/vc/pp or telephone (07) 3875 5585. 

mailto:Apivut.Chakuthip@student.griffith.edu.au�
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A1.2 Questionnaire 
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A1.3 E-mail Message to The Interviewed Participants 

 

Dear Khun…. 

 

My name is Apivut Chakuthip, Doctor of Philosophy student at Griffith 

University, Brisbane, Australia. I am conducting research in E-Commerce 

adoption area. My research topic is “The Role of Culture on the Take up of 

Electronic Commerce in Thailand”. The focus of my study is placed on the 

determination of Electronic Commerce adoption of Thai Travel Agencies.  

 

I would like to request your participation in the interview session which 

would take about 30-45 minutes. I will be in Thailand during 15-17 April 

2006. Would you please give me opportunity to meet you during this period?  

 

I would be greatly appreciated if you can participate in my research, and 

please tell me date and time that best suit you. 

 

Yours truly, 

Apivut Chakuthip 
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