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Abstract—Research  in  e-Business has been growing
tremendously covering all related aspects such as adoption issues, e-
Business models, strategies, etc. This research aims to explore the
potential of adopting e-Business for a micro size business operating
from home called home-based businesses (HBBs). In Malaysia, the
HBB industry started many years ago and were mostly monopolized
by women or housewives managed as a part-time job to support their
family economy. Today, things have changed. The availability of the
Internet technology and the emergence of e-Business concept
promote the evolution of HBBs, which have been adopted as another
alternative as a professional career for women without neglecting
their family needs especially the children. Although this study is
confined to a limited sample size and within geographical biasness,
the findings show that it concurs with previous large scale studies. In
this study, both qualitative and quantitative methods were used and
data were gathered using triangulation methods via interview, direct
observation, document analysis and survey questionnaires. This paper
discusses the literature review, research methods and findings
pertaining to e-Business adoption factors that influence the HBBs in
Malaysia.

Keywords—e-Business, HBB, adoption factor, qualitative and
quantitative

I. INTRODUCTION

HE increasing pace of business changes driven by

technology in recent years and the development of this
digital environment is creating a new landscape for
enterprises. Information Technology (IT) plays an important
role in redesigning the basics of business activities such as the
buying and selling processes, customer services; internal
operations; internal communications; product and marketing
strategies and many more. Among the many applications of IT
in business activities, Internet-based e-business systems
appear to be the most significant [1]. There are many previous
studies that discuss e-Business adoption among large
organisations and SMEs [2], [3], [4], [13]. But researches that
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discuss e-Business related issues among micro enterprises,
especially for enterprises that operate from home, are still
lacking. Thus, this research aims to explore the e-Business
potential for the HBBs particularly in Malaysia and to propose
a business framework for electronic-HBB (e-HBB). This
research looks at the possible e-Business adoption factors for
the HBBs to understand how people who are involved in this
type of business perceived this new technology and the new
way of doing businesses.

This paper focuses on the e-Business adoption factors and is
divided into six (6) sections. Section 1 introduces this paper.
Section 2 reviews the literature pertaining to e-Business
adoption issues. The study on Malaysian home-based
businesses (HBB) is discussed in Section 3. The research
methods are discussed in Section 4 and Section 5 discusses the
results and the findings. Section 6 concludes the paper.

Il. e-BUSINESS ADOPTION ISSUES

e-Business adoption can be described as a situation where
an enterprise is ready to accept the technology innovation and
performs transformation in its current business operations as
well as business direction. Reference [2] views that the e-
Business adoption is closely related to the rapid use of the
Internet technology as the Internet has become a commercial
medium that attract and motivate the enterprises to experiment
a new way of serving their customers. Among the e-Business
adoption issues that have been highlighted in the previous
studies are the trigger factors and readiness, benefits, barriers,
critical success factors, and etc. [3],[4],[5],[6]-

Studies for the micro and SME show that the organization
factor seems to be the most important micro-factor for e-
Business adoption in any type of businesses [4], [7], [8], [9],
[10], [11], [12]. The discussions on this factor mostly cover
the owners or managers’ attitudes or characteristics,
motivation, and commitment towards technology innovation.
The same issue also applies to large organizations for their top
management’s decision and commitment [6]. This factor was
also used to review the HBBs’ situation.

The findings from the literature review were interpreted into
two (2) points of view: 1) requirements for the enterprises to
be part of e-Business and 2) barriers that stop the enterprises
from moving towards e-Business. A few examples of related
studies are included in this review and contributed to the
interpretation above. Reference [10], for instance, indicates
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that organizational learning factors and knowledge
management processes are closely related to the level of e-
Business adoption in any organization. Both factors fall under
the organization factor. Reference [11] findings also
emphasize on the owner/manager motivations and attitudes
towards e-Business are among the main factors to ensure that
e-Business is successfully adopted, especially for micro size
enterprises. The authors also state that most of the micro
enterprises have five (5) to ten (10) employees and are
operated by a single owner or manager. This gives the owner a
full control in decision making, designing business model and
strategy, as well as in determining the enterprises future
direction. The core owner or manager factor may not exist in
enterprises of other sizes. Reference [4] highlighted in the
SMEs circumstances, a similar characteristics that focus on the
CEQ’s knowledge in IT and e-Business, and CEQ’s attitudes
toward innovation. The interpretation and examples above
demonstrates that business owners with positive attitude and
perception to change, and ready for new technologies are more
willing to accept the e-Business concept. Reference [9] also
claims that business owners, who are aware of the e-Business
applications and its benefits, are more motivated to gain the
knowledge and understanding of e-Business and its practices.

In this research, the Malaysian HBBs are categorised under
micro enterprise that have less than five (5) employees (see
http://www.smidec.gov.my). Thus, the description of micro
enterprise that the business owner and the organization are
considered as one entity is more relevant [11]. However, if the
business owners have negative attitude and perception towards
e-Business, then those factors will become their reasons or
barriers for reluctance to change. Therefore, the owners’
attitude and perception could be one of the main factors that
influences the organization’s acceptance and readiness, in
particular the HBBs to adopt the e-Business concept.

Another factor that is related to e-Business adoption is the
e-readiness level of customers, suppliers, intermediaries,
competitors and the public. Thus, in this research, there is a
need to gauge the acceptance and readiness of Malaysian
Government and society towards e-Business implementation
especially for the micro enterprises, in particular, the HBBs.
Questions were also addressed in this research to identify the
relevant factors that may influence the e-Business adoption
such as the Government’s role, policy and other internal
factors that are related to the HBBs business operations.

The increasing impact of technology advances in e-Business
can also be perceived as opportunities for small enterprises.
However, Reference [11] claims that e-Business is not
appropriate for all enterprises across all industry sectors. The
micro enterprises may have a different need compared to
multi-national corporations. Their findings also indicate that
some industry sectors still dominate the traditional business
methods due to their different demand and need for the e-
Business. In this case, the industry sector includes the working
environment, financial, and customer readiness. Reference
[13] also shows similar findings that the adoption of e-
Business by SMEs varies by type of industry, for instance, the
highest level of e-Business adoption are in the professional

services sector and the lowest are the public, education and
charitable sectors. In contrast, studies have shown that small
enterprises can gain benefits from e-Business as it increases
their ability to access information widely and improve
communication internally and externally to the same degree as
large organizations [8], [14]. This can help create new value-
added products and services and develops the competitive
advantage. Thus, this research also looks at the industry factor
and to see whether it gives the same impact to the micro
enterprises such as the HBBs.

Previous researches have also covered the barriers or
challenges in adopting e-Business /e-Commerce. These
findings were grouped into a few elements as listed below that
were found lacking in most of micro and SMEs [1], [2], [3]
(5], [71. [8], [11], [12]:

e trust — related to the information security and
privacy especially for online transactions

e knowledge and skills- lack of technical knowledge
and skills especially in employing and managing e-
Business

e awareness on technology- lack of awareness of
available and applicable technology that can benefit
the business

e rules and regulation- lack of knowledge of the
availability of rules and regulation for online
transactions

e mindset or perception- the negative attitude of the
owners would be the main barrier for the micro and
SMEs to adopt e-Business or to perform any
changes in the current operation

o affordability — the high implementation cost that
normally involved in the system development have
drove the micro and SMEs away.

o infrastructure- lack of infrastructure that can
support e-Business processes not just the company
but also the stakeholders such as their clients

o private/government sector- lack of knowledge of the
existing policy or right for the micro and SMEs to
embark into e-Business

e management’s capacity- lack of time and resources
to keep up with the technology.

These elements were used as a comparison with the recent
findings from this research to see if the same barriers also
affected the HBBs in Malaysia (refer to Table I). The
discussions of the research findings are covered in Section V.
In addition, this helps to see whether the findings correspond
or difference with the previous studies.

I1l. MALAYSIAN HOME-BASED BUSINESSES (HBB)

In earlier practices, HBBs were categorised as a business
that was operated from home and mostly carried out as a part
time job [1]. By tradition, HBBs were also claimed to be
mostly suitable for women; for example, women can sew
clothes or sell homemade cookies while taking care of the
family and doing household chores [15]. Today, with the
Internet technology, these perceptions may have changed as it
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allows not just the type of home-business as above but also the
professional workers to utilize the technology such as web-
based applications to perform their tasks from home.

In Malaysia, the HBB concept refers to people who are self
employed and work from home or employed by an
organization but perform their tasks at home [16]. The
description above basically covers both the home business and
telecommuting concepts. However, this research focuses on
home business that refers to people who are self-employed and
only work from home.

Previous studies have shown that HBBs have become the
fastest growing business segment and have growth potential
that can contribute in stimulating economic development at a
local and regional level [17], [18], [19], [20]. The Malaysian
Government have also identified the HBBs as one of the
positive trend that allow the professional workers especially
women to have a career, be able to contribute to the economy
and at the same time, giving more attention to the family. The
e-Business concept is seen as one of the positive moves that
should be adopted by all enterprises. Their support can be seen
through various conferences, campaigns and guidelines that
have been organised to create public awareness on the HBBs
and e-Business [16]. Thus, this study was conducted to see
how the Malaysian HBBs perceived the e-Business concept
and could benefit from it.

IV. RESEARCH METHODS

This section briefly describes both qualitative case study
and quantitative survey approaches used in this research. The
case study approach can be described as an empirical inquiry
that investigates a contemporary phenomenon within its real-
life context and with the use of multiple sources of evidence
[21]. To achieve the primary purpose of this research, the
multiple case study method was chosen as the main research
strategies as this method allowed the researcher to explore the
subject matters in-depth and openness. Through this approach,
three (3) data gathering techniques were used, namely in-depth
interviews, observation and document analysis. The case study
was divided into two (2) categories, the main and supporting
case studies. The main case studies consist of three (3) HBB
and one (1) e-HBB companies. Whereas, the supporting case
studies were presented by three (3) government agencies, one
(1) business association and one (1) financial institution. Data
collected through the case study approach were analysed using
single and cross case analysis.

For the quantitative approach, the survey was designed as
a cross sectional study. This is because; the process involved
collecting data at one point in time from a selected sample to
represent the target population [22], [23]. Other than to
strengthen and support the findings gathered from the case
study approach, the data was also used to increase the
reliability of the research findings. For instance, one of the
research objectives is to identify the trend of HBBs in
Malaysia. As the interview was only conducted for four (4)
HBB companies, the data gathered may not be sufficient to
identify the trend. Therefore, a survey was conducted to reach
more respondents in order to increase the reliability of the
findings.

As this research focuses on the HBBs in Malaysia, it was
decided to choose the HBB companies and their customers as
units of analysis for the survey approach. The customers were
also included as the unit of analysis to further strengthen the
results as this sample could provide some inputs on the
preferable HBBs in Malaysia. For the case study approach, the
representatives of the organisations involved were chosen as
unit of analysis in this research. In addition, to achieve the
research objectives, the data was obtained from the people
who have experienced and knowledge in this type of business
and involved directly in the buying and selling process.

The Klang Valley area was chosen to represent the sample
frame of Malaysia’s population. This is because this area is
known to have a large number of populations, thus it is hoped
that the sample should produce a reliable result that fall within
the scope of study. This sample frame was targeted for the
interview and questionnaire distribution due to accessibility in
terms of area and time factor. On the other hand, the online
survey was distributed using a URL address through email, to
any available public mailing lists which made the survey
opened to the potential respondents from all over Malaysia. A
judgement or purposive sampling was used as a sampling
design that allowed the researcher to set the choice of
respondents who can provide the information required [23].
This technique enabled the researcher to identify the suitable
respondents who have knowledge and experience about the
topics being studied. Due to this, the sample representatives
had to be located before distributing the questionnaires. This
was done to ensure the questionnaires were distributed to the
target respondents only. The survey was conducted in a few
cycles to increase the number of respondents and reliability of
findings. One-hundred and nineteen (119) respondents were
obtained that consist of sixty-seven (67) customers and fifty-
two (52) HBB companies. The respondents obtained for the
survey were chosen due to their involvement in this type of
business either as customers or the business owners. Even-
though the number of respondents were quite small but it still
met the requirement or the rule of thumb that indicate the
sample sizes between 30 and 500 should be sufficient for an
exploratory research as long as it includes the range of the
phenomena of interest and also depending on the type of
research questions investigated [22, 23]. However in this
research, the questionnaires were distributed as many as
possible within the duration given for this research, as the aim
was to reach as many respondents as possible.

Data gathered from the survey approach was analysed using
frequency distribution, cross tabulation and fisher exact test
techniques. The next section will briefly discuss the results
from both approaches and the comparison from previous
researches. However, the previous researches mostly reported
findings based on their investigation on e-Business for either
micro or SMEs, but none referring to the HBBs. The
consolidated results from both research approaches are
discussed in the next section.

V. RESULTS AND DISCUSSION

For the case study approach a question was asked to the
business owners as below:
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“What are the factors or problems or issues in applying e-
Business to HBBs in general and within Malaysian context?”

The findings gathered indicate that the case companies
acknowledge the benefits of e-Business however; they do not
find the need to adopt it in the near future. Among the reasons
given, the e-Business concept and implementation was
perceived as not relevant to their current operations as they
need to meet the other stakeholders’ demand that may not be
possible through e-Business implementation. The rest of
reasons are closely related to lack of knowledge, technical
skill and time to understand the new technology as well as
security and trust that related to e-Business implementation.
The case companies also include the lack of support
infrastructure and readiness especially among the clients and
suppliers have also influenced their decision to move towards
e-Business. The HBBs owners are also concerned of the cost
and the risk involved thus any new investment or
transformation will require a thorough review before they
decided to change (refer to Table I).

For the survey approach, it involved twenty-two (22)
registered HBB/e-HBB companies where fifteen (15)
statements on problems and issues in adopting e-Business
were asked and ranked on the Likert scale. Data from the
survey were analysed using cross tabulation techniques that
indicate the statements below received more than 50% of the
respondents’ feedbacks that help to specify the main issues to
adopt e-Business. Results from both approaches are
summarised and categorised into a few elements that emerged
from data analysis and literature review as depicted in Table I.

The findings as depicted in Table I indicate that five (5)
main factors that may influence the Malaysian HBBs to adopt
e-Business namely, attitude and perception of business
owners; the business owners * knowledge and skills in related
to e-Business; the availability of information especially
related to business and main stakeholders; affordability to
invest on e-Business applications and technical support; and
support and demand of current infrastructure, rules and
legislation as well as the readiness of other stakeholders such
as suppliers, clients/customers, etc. These outcomes were then
collaborated and compared with the previous findings from
other studies as shown in Table Il above. It can be observed
that there is a similarity of the problems and issues face by the
Malaysian HBBs to those factors that have been considered
for micro and SMEs worldwide. However, it should be
acknowledged that the HBB business structure, practice and
culture are much different compared to micro and SMEs due
to their home business environment.

Based on the findings, it can be concluded that the HBBs
have a potential to adopt the e-Business concept due to their
flat, simple and virtual structure that provides them some
flexibility to adapt changes according to their business needs,
capability and resources. The e-Business concept can also be
applied in stages and within their current value chain system
to further improve any of the business processes such as
market research and marketing. These could also minimise the
risk and cost involved especially for the existing HBB
companies.

TABLE|

HBBS E-BUSINESS ADOPTION FACTORS

Element

Findings from case
study

Findings from survey

Attitude & perception

eassume that e-
business is not
applicable to current
operation

e lack of time to
understand the
benefits of new
technology

e doubt of security
and trust of online
transaction

o difficult to build
security and trust

Knowledge &
technical skills

e lack of knowledge
and skills related to
e-Business imple-
mentation

e lack of managerial
understanding and
skills for e-
Business

e to allow customers
to make electronic
payment

e to allow a secure
web access

e to provide an
online tracking
orders

Availability of
information online

enot all suppliers
provide information
online

e to identify supplier
online

e to check suppliers
information online

Affordability ehigh cost involved e cost of developing
to implement e- and maintaining e-
Business Business system is
high
Support & demand ethe readiness in e network infrastruc-

terms of support
infrastructure and
people mindset are
far behind

ture issues
o the readiness for e-
Business is  still
lacking

COMPARISON OF RESEARCH FINDINGS FOR E-BUSINESS ADOPTION FACTORS

TABLE Il

Outcomes from this research

Findings from previous researches

[

N

w

>

o

(2]

~

oo

negative perception of e-
Business suitability to the
current business operations
lack of ICT skills especially in
e-Business applications and
qualified personnel

. lack of time to understand the

benefits of new technologies
lack of managerial
understanding and skills for e-
Business

. lack of financial for developing

and maintaining e-Business
system

. lack of support infrastructure

ie. network/broadband
infrastructure, legal, policy.
lack of security and trust
especially for online
transaction

. unreadiness for e-Business, in

terms of people, infrastructure,
etc.

mindset  or
business owners
lack of technical knowledge and
skills

lack of time and resources to
keep up with the technology

perception  of

. trust — related to the information

security and privacy

lack of awareness of available
and applicable technology
lack of knowledge of the
availability of rules and
regulation

high implementation cost in e-
Business implementation

lack of infrastructure that can
support e-Business processes
lack of knowledge of the existing

policy
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VI. CONCLUSION

The home-based business (HBB) is a type of business that
can be applied in various industries such as manufacturing,
tourism, arts, education and etc. Even though this type of
business has a small scale operation, but with the right
approach and technology it has a potential to grow and
succeed in that particular industries. Findings from this
research indicate five (5) adoption factors that have influence
the Malaysian HBBs to move towards e-Business namely:

e Business owners’ attitude and perception

e Business owners’ knowledge and skills

e The availability of information online in relation the
business and stakeholders

o Affordability

e Support and demand

The outcomes above are also concurred with the findings
from the previous researches in e-Business adoption for micro
and SMEs. Thus, it can be concluded that the HBBs have a
potential to adopt e-Business, however, due to lack of
knowledge the owners may have difficulty in understanding
the transformation required and infrastructure needed to
implement e-Business. For example, the issues on broadband
accessibility, security and etc. can be seen as temporary
challenges that would be overcome as the technology
improves. This may also change the stakeholders’ perception
on the e-Business investment. Through the findings, it can also
be concluded that e-Business can be fully implemented by the
HBBs if their stakeholders are ready with it. Due to their size
of operation, it may not be enough to force the stakeholders to
change, thus the HBBs may need to wait for those
stakeholders to initiate the e-Business effort. Thus, a
combination of conventional business and e-Business model
could be one of the solutions to encourage more HBBs to be
part of e-Business. In this case, the e-Business may act as an
added value to the current HBBs’ business operations.
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