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ABSTRACT

Thisarticleaddressesaresearchlacunaintheliteraturewithregardtodeterminantsofattitudesand
adoptionofaninnovation(Facebook)intheSMEssectorinemergingeconomieswithparticular
reference to Indonesia. To this end, five support dimensions: government support, management
support,motivationalsupport, technologicalsupportandtrainingsupportweredevelopedbasing
onexistingliteratureandtheestablishedtheoriesintherelevantfield.Theimpactofthesesupport
dimensionsonmanagerialattitudesandadoptionofinnovationwerethenexaminedinanorganizational
setting.DatawascollectedfromasampleofseniormanagersrepresentingIndonesianSMEsthrough
astructuredquestionnaireandanalyzedusingmultivariatestatisticaltools,suchasmultipleregression
analysis. The research revealed significant effects of government support, management support,
technologicalsupportandtrainingsupportdimensionsonthemanagerialperceptionofinnovation
anddirecteffectsofmanagementandtrainingsupportontheadoptionofinnovation.Interestingly,
governmentsupportdimensionshavesignificantimpactedthecommitmentofSMEstoinnovation
butnotontheadoptionbehaviorofinnovation,suggestingthatgovernments’mainrolewouldbe
toensurecommitmentofSMEs.Thisisbecausecommitmentisacrucialpreconditionofadoption
behavior.Furthermore,managers’physicalmaturity(age)wasfoundtomoderatetherelationship
betweengovernmentsupportandtheperceptionofinnovation.Theimplicationsoftheseinteresting
findings forSMEsand for thegovernments in emergingeconomies todesigninganappropriate
strategyforeffectiveimplementationofsocialmediaasaninnovationarehighlightedinthisarticle.
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1. INTRODUCTION

Businessesareincreasinglybecomingtechnologicallyinnovativeinaglobalizedeconomymarked
by unprecedented growth and application of information and communication technology. This
is particularly the case in developing countries where innovation is considered instrumental in
accelerating thepaceof economicdevelopment and social communicationnetworks.The1990s



Journal of Electronic Commerce in Organizations
Volume 16 • Issue 2 • April-June 2018

2

witnessedenormousadvances in technology that ledmanyorganizations/businesses to seriously
consideradoptingadvancedICTinnovationintheiroperations(Venkatesh,Morris&Ackerman,
2000).Theapplicationofinnovativetechnologyinbusinesspracticeshasthepotentialforsubstantially
improvingbusinessperformance (Talukder,2011).Thong (1999)noted that superior technology
canhelpbusinessperformbetterinachangingbusinesslandscapedrivenbyglobalization.Advance
technology,ifusedeffectively,enhancestheeffectivenessofsupplychainespeciallyinthecontextof
marketing,advertisinganddirectdistributionofgoodsandservicesatgloballevel(Shiels,McIvor,
&O’Reilly,2003).

TheMinistryofCooperativeandSmallandMediumEnterprises in Indonesiadefinessmall
enterprisesas theprofit-orientedorganizationswithassets less than200millionof rupiah(AU$
=10,500),lessthan1millionrupiahofannualsalesvolume,numberofemployeesbetween5-19.
Also, Indonesian Central Bureau of Statistics defines medium enterprises as the profit-oriented
organizationswhichhave200millionto10billionrupiahofassets,havelessthan1billionrupiah
ofannualsalesvolumeandhave20-99employees.Smallandmedium-sizeenterprises(SMEs)are
increasinglyimplementinginnovativetechnologyintheirbusinessprocesses.Researchshowsthat
technologicalinnovationhasthepotentialtoimprovethecompetitiveadvantageofSMEsintheir
targetmarkets(Morgan,Colebourne&Thomas,2006;Southern&Tilles,2002).LevyandPowell
(2003)arguethatadoptionoftechnologicalinnovationwillenableSMEstoincreasetheircustomer
base,leadingtothecreationandmaintenanceofalargermarketfortheirproducts/services.Overall,
innovationhasbeenfoundtobeinstrumentalforthegrowthanddevelopmentofSMEs(Becheikh,
Landry&Amara,2006;Acs&Audretsch,1990).

WithemergenceofSMEsasapowerfulforceinbothdevelopedanddevelopingcountries,the
issueofhownewtechnologiesareacceptedandusedinthisvitalsectoriscurrentlyattractingagreat
dealofresearchattention.IndonesiaisadevelopingcountrywhereICTislikelytoplayanimportant
role in the survival and growth of SMEs and ultimately the country’s economic development.
IndonesianSMEsconstitute99.8%ofallenterprisesandcontributesto56%ofnationalGDP(Quoted
inSomamora&Ukar,2009).Althoughinnovationadoptionhasbeenstudiedextensively,thedrivers
ofthisadoptionandtheissueofIndonesianSMEs’acceptanceofICTinnovationremainedlargely
unexplored(Kartiwi,2006;Shiels,McIvor&O’Reilly,2003;Talukder,Harris&Mapunda,2008).
Thisstudyisdesignedtofillthisgapintheextantliterature.

1.1. Rationale and Objectives of the Study
Whiletherehasbeenextensiveresearchfocusingontechnologyadoptionandfirmperformancein
largeorganizationsindevelopedcountries,specificresearchontechnologicalinnovationadoptionin
theSMEssectorindevelopingcountrieshasremainedlimitedintheextantliterature(Kula&Tatoglu,
2003;Berry,Rodriguez&Sandee,2001;Kartiwi,2006).SinceSMEsareincreasinglyplayinga
significantroleintheeconomicgrowthofdevelopingcountriesincludingIndonesia,astudyofthe
determinantsofICTadoptioninthisvitalsectorwarrantsinvestigation.Themainobjectivesofthis
studyareto:

1. Identifyandinvestigatetheimpactoforganizationalsupportdimensionsonusers’attitudesto
ICTinnovationinIndonesia’sSMEsector;

2. Measuretheimpactofusers’attitudestoinnovationontheirtechnologyadoptionbehavior;
3. Ascertainthemoderatingeffectsofusers’intellectualandphysicalmaturityontherelationship

betweenthesupportdimensionsoftechnologyadoptionandattitudetowardsaninnovation.

2. LITERATURE REVIEw

Research shows that adopting ICT innovation leads to increased organizational productivity
(Bhattacherjee,1998)becausetechnologicalinnovationsenableindividualstomakebetterdecisions
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