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Chapter.III

Profile of SMEs in Sweden, 
Australia, and the USA:
Associations.Between.Various.

Business.Characteristics

Despite their size, SMEs are increasingly turning to global markets. This development has 
been enabled by the advent of electronic commerce technology, which provides SMEs with 
a platform to engage in international marketing, sales, and distribution through electronic 
channels. The benefits of e-commerce to the SME sector have been highlighted previously, 
however, it is important to reiterate the opportunities afforded by implementing e-commerce, 
which allows SMEs to enter foreign markets. 
There have been numerous studies examining various facets of e-commerce adoption by 
SMEs. Many of these studies will be detailed in subsequent chapters; however, a criticism of 
some of these studies is their apparent “homogeneous approach” to the SME sector. Martin 
and Matlay (2001, p. 400) suggest that these studies do not “... encompass the impact of 
key factors such as business size, sector, ethnicity, gender, human and financial resources, 
customer base, or levels of internationalisation.”
The implications of this homogenous approach are serious in light of the drives to promote 
e-commerce adoption by SMEs. Culkin and Smith (2000, p. 145) support this view and argue 
that many previous studies are based on a “[…] naïve, over-simplistic understanding of the 
motivations of those in the small business sector, [which] means that [the] interventions are 

IGI PUBLISHING

This paper appears in the publication, E-Commerce in Regional Small to Medium Enterprises 






authored by Robert MacGregor & Lejla Vrazalic  © 2007, IGI Global

701 E. Chocolate Avenue, Suite 200, Hershey PA 17033-1240, USA
Tel: 717/533-8845; Fax 717/533-8661; URL-http://www.igi-pub.com

ITB14608



Profile of SMEs in Sweden, Australia, and the USA   43

Copyright © 2008, IGI Global. Copying or distributing in print or electronic forms without written permission         
of IGI Global is prohibited.

inevitably blunt instruments destined to fail given the limited understanding shown of the 
complexity of the small business market.” Neglecting to take into account the differences 
between SMEs in relation to organisational and industry factors will result in ineffective 
programs and strategies and limited success in increasing the rate of e-commerce adoption. 
As the results in this book will show, these differences have a substantial impact on the use 
of e-commerce by SMEs.
By way of answering some of these early criticisms and as a preface to the more detailed 
results in subsequent chapters, this chapter will present some general findings from our study 
to set the context for the research. To begin with, a profile of the survey respondents will be 
provided. The chapter will then examine whether any of the business characteristics such 
as business age (length of time in operation), business size (defined in terms of the number 
of employees), business sector, gender of the CEO, educational level of the CEO, level of 
IT skill within the business, the existence or non-existence of an enterprise-wide business 
system, product planning, market focus, strategic alliance membership, use of business-to-
business (B2B), or business-to-customer (B2C) e-commerce are associated with the adoption 
of e-commerce by SMEs in our sample consisting of organisations from Sweden, Australia, 
and the U.S. In doing this, we will also consider the levels of e-commerce adoption in each 
of the three locations.
The purpose of this chapter is to provide an overview of the scope of our study and back-
ground information about the respondents. However, in addition to a simple summary, which 
indicates the number and percentage of respondents in different categories, we aim to delve 
deeper and analyse the effects of belonging to a particular category of respondents on e-
commerce adoption. The results of this analysis will demonstrate any associations between 
different business characteristics and e-commerce use in a particular category of SMEs.

Survey.Instrument

As indicated in the previous chapter, a survey instrument was developed and administered in 
the three locations. This chapter will present the results from the first set of survey questions 
concerning the business characteristics described in the previous chapter and summarised in 
Table 1 for convenience. Table 1 lists the business characteristics examined and the range 
of responses associated with each characteristic.
In addition to the previous characteristics, respondents were also asked whether they had 
adopted and were using e-commerce in their day-to-day business activities.
As indicated in the previous chapter, three regional locations were chosen: Varmland (Swe-
den), Illawarra (Australia), and Salt Lake City (Utah, USA). All three locations met the 
specified guidelines and each location had personnel who could assist with the distribution 
and collection of the survey instrument. A total of 1170 surveys were distributed by mail 
in four towns in Varmland (Sweden): Karlstad, Filipstad, Saffle, and Arvika. A total of 250 
surveys were administered by telephone in Wollongong and its suburbs (in the Illawarra 
region) and a total of 150 surveys were administered by telephone in the Utah region. The 
results of the data collection are presented next.



 

 

42 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/profile-smes-

sweden-australia-usa/8931

Related Content

Evaluating the Usability and Content Usefulness of Web Sites: A Benchmarking

Approach
Shahizan Hassanand Feng Li (2005). Journal of Electronic Commerce in Organizations

(pp. 46-67).

www.irma-international.org/article/evaluating-usability-content-usefulness-web/3455

Electronic Trade Scenario for Global Supply Chains
Ronald M. Lee (2000). Electronic Commerce: Opportunity and Challenges  (pp. 65-84).

www.irma-international.org/chapter/electronic-trade-scenario-global-supply/9626

An Online Problem-Based Model For The Learning Of Java
Andy Chak Wun Tsangand Nelson Chan (2004). Journal of Electronic Commerce in

Organizations (pp. 55-64).

www.irma-international.org/article/online-problem-based-model-learning/3429

The Impacts of User Experience on User Loyalty Based on O2O Innovation

Platform
Yilei Pei, Wanxin Xue, Yong Yang, Dandan Liand Yi Li (2019). Journal of Electronic

Commerce in Organizations (pp. 79-87).

www.irma-international.org/article/the-impacts-of-user-experience-on-user-loyalty-based-on-o2o-

innovation-platform/223098

A Study on Taxpayers' Willingness to Use Self-Service Technology-Based

Online Government Services
Ching-Wen Chenand Echo Huang (2009). Journal of Electronic Commerce in

Organizations (pp. 44-66).

www.irma-international.org/article/study-taxpayers-willingness-use-self/3530

http://www.igi-global.com/chapter/profile-smes-sweden-australia-usa/8931
http://www.igi-global.com/chapter/profile-smes-sweden-australia-usa/8931
http://www.irma-international.org/article/evaluating-usability-content-usefulness-web/3455
http://www.irma-international.org/chapter/electronic-trade-scenario-global-supply/9626
http://www.irma-international.org/article/online-problem-based-model-learning/3429
http://www.irma-international.org/article/the-impacts-of-user-experience-on-user-loyalty-based-on-o2o-innovation-platform/223098
http://www.irma-international.org/article/the-impacts-of-user-experience-on-user-loyalty-based-on-o2o-innovation-platform/223098
http://www.irma-international.org/article/study-taxpayers-willingness-use-self/3530

