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ABSTRACT

This chapter reviews e-Commerce research in Small to Medium-Sized
Enterprises (SMES) in New Zealand. The chapter then attempts to review the
Government’s e-Commerce strategy highlighting commonalities and gaps
with respect to e-Commerce adoption and diffusion research in SMEs in
New Zealand. The chapter found the strategy emphasising the role of the
Government in providing leadership, in building the capability of New
Zealanders and in providing an enabling regulatory environment. The
strategy is set out to be a complete partnership between Government,
business, and the broader community to achieve these objectives. Recent
progress on this strategy is reviewed and its significance to SMEs is
discussed. This chapter points to the importance of prioritising the
implementation of certain strategies by the New Zealand Government in
order for e-Commerce to succeed in SMEs.
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INTRODUCTION

Small business Internet commerce (e-Commerce) is defined as “ the use of
Internet technology and applications to support business activities of a small
firm” (Poon, 1999). Recent research in Small to Medium-Sized Enterprises
(SMEs) in New Zealand (Al-Qirim, 2003; Al-Qirim & Corbitt, 2002) reveal ed
that organi sational sizeemerged asastrong motivator for e-Commerce adoption.
Thusmakingit quiteclear that larger SM Esare more capablethan smaller SMEs
in adopting e-Commerce technologies. Theinnovative Chief Executive Officer
(CEO) was needed to guarantee the shift to the e-Commerce arena. The
compatibility of eeCommercein the business environment of SMEs appeared to
behighly significant. Hence, inorder to movetothee-Commercearena, potential
adopters highlighted the need to overcome compatibility issues such as security
and legal concerns and the compatibility of e-Commerce with their earlier
practices and customers. In addition, the SMEswould adopt more e-Commerce
technologies as a result of pressure from their competitors. However, those
adopters highlighted the negative effect of technology vendorsin New Zealand
ontheir adoption decision of moree-Commercetechnol ogies. Other factorssuch
as the relative advantage of e-Commerce, cost of adopting e-Commerce,
information intensity of products, pressure from suppliers/buyers, and CEOS’
involvement were not significant in Al-Qirim’s (2003) and Al-Qirim’s and
Corbitt’s (2002) research suggesting that adopting SM Es were not witnessing
many advantagesout of their eeCommerceinitiatives. Itisworth noting that most
of Poon’s (2000) and Poon and Swatman’s (1997, 1998, 19994, b) research
focused on whether SMEs were realising any real advantage from having e-
Commerce. They found that most SMEs were not witnessing tangible advan-
tages from e-Commerce and the advantages sought from having e-Commerce
were perceptionsonly (Poon, 1999, 2000; Poon & Swatman, 1997, 1999a). Poon
and Swatman (1997, 1998) found that SM Esdid not usetheInternet strategically
to gain acompetitive advantage. Poon and Swatman (1998, 1999a) rel ated these
lower advantages to the different perceptions about e-Commerce advantages
and found that most of the SMEs did not anticipatereal benefits(direct salesand
tangibleprofits) inthe short term dueto difficultiesin sellingtheir productsover
the Internet.

Recent survey research in New Zealand confirmed the same and provided
significantinsightintothelevel, value, growth and extent of e-Commerceamong
high adopters(ACNielsen, 2001). Thesurvey targeted businesseswith commer-
cial websites (taking ordersviatheir website) and included 800 respondents (e-
traders). Although commercially oriented sites were targeted, 50% of those
surveyed currently areselling lessthan $NZ 10,000 per annum over thelnternet.
Overall, this study reported that Internet sales are a small percentage of total
salesvolume for most e-traders. Fifty-eight percent (58%) of the businesses do

Copyright © 2004, Idea Group Inc. Copying or distributing in print or electronic forms without written
permission of Idea Group Inc. is prohibited.



16 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/government-egovernance-policy-

perspective-small/8741

Related Content

Promoting Competitive Advantage in Micro-Enterprises through Information
Technology Interventions

Mehruz Kamal, Sajda Qureshiland Peter Wolcott (2013). Small and Medium
Enterprises: Concepts, Methodologies, Tools, and Applications (pp. 581-606).
www.irma-international.org/chapter/promoting-competitive-advantage-micro-enterprises/75984

Knowledge Management Optimization through IT and E-Business Utilization:
A Qualitative Study on Serbian SMEs

Aleksandar M. Damnjanovi (2017). Optimal Management Strategies in Small and
Medium Enterprises (pp. 249-267).
www.irma-international.org/chapter/knowledge-management-optimization-through-it-and-e-
business-utilization/175978

Keys to the Survival of the Family Firm: Long-Lived Family Firms

César Camisonand José Antonio Moreno (2022). Research Anthology on Strategies
for Maintaining Successful Family Firms (pp. 103-129).
www.irma-international.org/chapter/keys-to-the-survival-of-the-family-firm/288255

How can Corporate Social Responsibility (CSR) and Innovation Enhance
Enterprise Performance?: Possible Pathways for the Romanian SMEs in the
Context of the Global Economic Crisis

Ana-Cristina lonescu (2013). Small and Medium Enterprises: Concepts,
Methodologies, Tools, and Applications (pp. 1690-1724).
www.irma-international.org/chapter/can-corporate-social-responsibility-csr/76040

Adoption of Online Marketing for Service SMEs with Multi-Criteria Decision-
Making Approach

Lanndon Ocampo, Rosalin Merry Berdin Alarde, Dennis Anthony Kilongkilongand
Antonio Esmero (2020). Start-Ups and SMEs: Concepts, Methodologies, Tools, and
Applications (pp. 356-374).
www.irma-international.org/chapter/adoption-of-online-marketing-for-service-smes-with-multi-

criteria-decision-making-approach/245459



http://www.igi-global.com/chapter/government-egovernance-policy-perspective-small/8741
http://www.igi-global.com/chapter/government-egovernance-policy-perspective-small/8741
http://www.igi-global.com/chapter/government-egovernance-policy-perspective-small/8741
http://www.irma-international.org/chapter/promoting-competitive-advantage-micro-enterprises/75984
http://www.irma-international.org/chapter/knowledge-management-optimization-through-it-and-e-business-utilization/175978
http://www.irma-international.org/chapter/knowledge-management-optimization-through-it-and-e-business-utilization/175978
http://www.irma-international.org/chapter/keys-to-the-survival-of-the-family-firm/288255
http://www.irma-international.org/chapter/can-corporate-social-responsibility-csr/76040
http://www.irma-international.org/chapter/adoption-of-online-marketing-for-service-smes-with-multi-criteria-decision-making-approach/245459
http://www.irma-international.org/chapter/adoption-of-online-marketing-for-service-smes-with-multi-criteria-decision-making-approach/245459

