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Foreword

I am delighted to write this foreword for The International Conference on Business
and Technology (ICBT 2021) proceedings. I deeply believe in the role of such a
conference and other similar scientific forums in bringing together leading aca-
demicians, scholars, and researchers to share their knowledge and new ideas as well
as to discuss current developments in the fields of economics, business, and tech-
nology. ICBT 2021 provides a valuable window on the implementation of tech-
nologies such as artificial intelligence, IoT, and innovation in business
development. For two days, a large number of distinguished researchers and guest
speakers discussed many contemporary issues in business and technology around
the world. It is a great privilege for the College of Business and Economics at
Palestine Technical University-Kadoorie, Palestine, to co-publish this book for the
sake of promoting excellent and cutting-edge research by scholars from around the
globe. I have a strong faith that this book will be of great benefit for many parties,
especially those aspiring to develop buoyant strategies that will lead to positive
impact on any future endeavors. Finally, I hope that the ICBT 21 continues as a
destination for researchers, postgraduate students, and industrial professionals.

Khalid Sweis



Preface

The present business environment has been tumultuous due to the emerging new
challenges resulting from innovative development and disruptive technology.
Consumer demands for innovative products and services have urged business fra-
ternity to be responsive and resilience in combating those new requirements.

The Fourth Industrial Revolution is characterized by the combination of physical
and digital technologies, such as analytics, artificial intelligence, cognitive com-
puting, machine learnings, and the Internet of Things (IoT). This would certainly
impact the company’s business direction, the future industries, the customers, the
employees, and the society at large. The advancing technologies are bringing about
social changes and economic development. As such, organizations are required to
adapt to the new environment and strengthen their strategies despite the risk and
uncertainty in the environment. New business integration strategies must be
leveraged to ensure companies continue to sustain.

To anticipate the rapid change, education is set forth to be more innovative in
offering the future ready curriculum. As such, education organizations and scholars
are expected to be malleable and creative in designing new curriculum that embrace
new technologies, integrating strong entrepreneurship values, fostering positive
values and socio-emotional skills throughout the curriculum in order to produce
quality and competent future human capitals that are ready to serve the future
industries.

The integration between technology and business should be well managed so to
provide a wide range of high-quality and competitive products and services in
societies and countries. Therefore, the objective of this book proceedings is to
conduct a review, examine, analysis, and discussion relating to the fields of busi-
ness and technologies and their opportunities and challenges. We attempt to address
a range of topics in the fields of technology, entrepreneurship, business adminis-
tration, accounting, economics that can contribute to business development in
countries, such as learning machines, artificial intelligence, big data, deep learning,
game-based learning, management information system, accounting information
system, knowledge management, entrepreneurship and social enterprise, corporate
social responsibility and sustainability, business policy and strategic management,

vii



viii Preface

international management and organizations, organizational behavior and HRM,
operations management and logistics research, controversial issues in management
and organizations, turnaround, corporate entrepreneurship, and innovation, legal
issues, business ethics, and firm governance, managerial accounting and firm
financial affairs, non-traditional research, and creative methodologies.

This book constitutes the refereed proceedings of the International Conference
on Business and Technology (ICBT 2021) organized by EuroMid Academy of
Business & Technology (EMABT), held in Istanbul, between 06 and 07 November
2021. The ICBT 2021 partners and supporters were: Universiti Malaysia Kelantan—
Malaysia; National University of Life and Environmental Sciences of Ukraine—
Ukraine; ARCIF Analytics; E-MAREFA—Jordan; Palestine Technical University—
Kadoorie, Palestine; and the Palestinian Community Association For Ph.D. Holders
in the Public Service, Palestine.

In response to the call for papers for ICBT 2021, 485 papers were submitted for
presentation and inclusion in the proceedings of the conference. After a careful
blind-refereeing process, 292 papers were selected for inclusion in the conference
proceedings from 40 countries. Each of these chapters was evaluated through an
editorial board, and each chapter was passed through a double-blind peer-review
process.

These chapters are reflecting quality research contributing theoretical and
practical implications, for those who wise to apply the technology within any
business sector. It is our hope that the contribution of this book will be of the
academic level which even decision-makers in the various economic and executive
levels will get to appreciate.

Finally, we express our sincere thanks to the plenary speakers; Prof. Carolyn
Strong, Editor in-Chief, Journal of Strategic Marketing from Cardiff
University-UK; Prof. Khaled Hussainey, Co-Editor in-Chief, Journal of Financial
Reporting and Accounting, from University of Portsmouth-UK; Prof. Timothy
Mescon, Executive VP and Chief Officer-Europe, Middle East and Africa at
AACSB International AACSB International-USA; Prof. Roselina Ahmad Saufi
from Universiti Malaysia Kelantan—Malaysia; Prof. Munira Aminova, Experienced
Higher Education management leader with a demonstrated history of working in the
research industry, from United Business Institutes-Belgium; Prof. Mohammad
Kabir Hassan, Editor in-Chief, International Journal of Islamic and Middle Eastern
Finance and Management, University of New Orleans-USA; and Prof. Derar
Eleyan, President Assistant of Palestine Technical University Kadoorie-Palestine.

Bahaaeddin Alareeni
Allam Hamdan
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Implementation of Artificial Intelligence,
IoT and Innovative



Success Factors Affecting the Adoption )
of Artificial Intelligence and the Impacts i
of on Organizational Excellence: A Case

to be Studied in the MENA Region,

and Turkey in Particular

Nour Alserr ® and Murat Adil Salepcioglu

Abstract Aladoption behavior requires firms’ preparedness, zeal, and high manage-
ment support. Adoption is depicted by technology as an affected notion by the tech-
nologies internal and external gathering to the corporation in addition to their realized
utility, organizational and technical harmony, and learning curve, pilot test experi-
mentation, and intelligibility/illusion (Awa and Ojiabo 2016). The research provides
supplementary comprehension image regarding adoption success agent, the antici-
pating defiances; the effect on organizational excellence and post-adoption benefits.
The study utilizes the descriptive analytical tactic and data collection resources of
both primary and secondary resources. Primary resources used mixed data collection
instruments of both questionnaires and interviews. Secondary sources included liter-
ature review from pertinent previous studies, research papers, periodicals, books and
references. The research sample draws from Turkish private business sector firms
in health care, education, marketing and advertising organizations, services outlets,
financial organizations, general trading & commerce institutions and telecommuni-
cations firms. In order to analyze the data, structural equation modeling was imple-
mented. Total of (11) agents were suggested to critically influence Al adoption. The
outcomes exhibit that three agents, namely correspondence, executive support, and
observability, directly influence AI adoption. Organization’s technical capacity and
perceived relative advantage impact compatibility, but they are indirectly related to Al
adoption. Competitive pressure impacts relative advantage of Artificial Intelligence
technologies, yet it is relevant to the adoption of Artificial Intelligence indirectly.
However, the experimental impacts in this study imply that trialability factor is not
linked to AI adoption. It should be noticeable that this factor, in other situations,
might still exert influence.

Keywords Artificial intelligence - Adoption of Al - Organizational excellence
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4 N. Alserr and M. A. Salepgioglu

1 Introduction

With the accelerating wheel of industry and civilization around the globe, Arti-
ficial Intelligence revolutionized how technology can be a replacement of human
beings in accomplishing manual tasks and processing activities. Machines possessing
the sufficient innovation and technology to take over human activities can be
described as intelligent. Consideration of Artificial Intelligence has been gained
due to the unceasing and unprecedented improvements on the concept of Al. These
improvements have created a state of economic power for many countries.

The interest in Al has been growing as it is signaled that it will be leaving a
colossal impact on societal, organizational, and economic levels. Exhaustive research
has been conducted over the adoption of Artificial Intelligence in the organizational
level. The implications of Artificial Intelligence have been influencing firms, schools,
and governmental facilities as it is being considered by decision-makers and busi-
ness owners. Following the formalization of Artificial Intelligence, private-sector
organizations have entered intelligent machines and expert systems to their work-
places. There have been in-depth investigations on the predictions of Al in organi-
zations and how this appears in terms of human resources management, expenses,
risks, and mitigation plans. Firms have studied the repercussions of Al adoption
and have thus acted actively towards bringing expert systems, speech recognition,
image processing, deep learning and robotics to be included. Empirical researches
have examined the Al adoption in firms and businesses which have concluded that
Al helps in higher productivity, less risks, and costs. In addition, it has established
a credibility and advantage for organizations adopting intelligent systems in their
workplaces. World’s leading corporations such as Amazon, Facebook, and Apple
have chased the rapid growth of Artificial Intelligence in order to bring it to their
places. They have adopted it and their businesses have thrived. The competitive
advantage Al adoption offers for these firms has great impacts on the short and long
term. Especially, researches declare that firms ignoring Al adoption are highly jeop-
ardized. They also show that 59% of organizations study the possibility of adopting
Al in their workplaces. E-readiness or Al adoption has been studied on many levels,
one of which is the firm’s level. Various models have been considered and speculated
for the sake of improving and sustaining efficiency and competitiveness. There are
many factors to be studied when adopting technology in the organizational level. The
firm’s adoption of Al is analyzed by the use of two theoretical frameworks TOE and
DOIL. Diffusion of Innovation theory indicates the process of people adopting a new
method, concept, or philosophy. Deployment of intelligent machines in firms under
the DOI theory comes under the Al adoption attributes of compatibility, trialability,
complexity, and observability. Compatibility determines how well an innovation can
meet the values and needs of an organization. Complexity indicates the innovation
understanding and adoption difficulty. Trialability refers to the innovation utilization
facility and testing. Observability is the extent of the potential innovation tangibility
(Alsheibani et al. 2018).
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1.1 Compatibility

Describes the degree to which a perceived invention meets a consumer’s “present
values, previous experiences and requirements” (Ngrskov et al. 2015). Reviews point
out that three invention features out of the five consistently exhibit important effect
on the innovation adoption evaluation, such as proportional feature, correspondence
and complication (Kapoor et al. 2014; Tornatzky and Klein1982).

1.2 Relative Advantage

Is a one of innovations attributes being portrayed as the level implying that an
invention manifests to be superior than the replacing idea. Relative advantage sub-
dimensions include social prestige, low initial cost, savings in time and effort, comfort
boost or discomfort reduction and the output immediacy, and the degree of economic
profitability. But, it is not easy to show the whole prospective comparative advantages
of an invention, because a few of which may not be apparently former to application
(Askarany et al. 2007). Prorated benefit ascribed to an innovation realized benefit
over the current products in the market (Ngrskov et al. 2015).
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1.3 Complexity

Is ascribed to the level of the perceived difficulty of an invention to be understood
and used by consumers. Out of the five attributes, it is the only attribute, which is
associated with the innovation diffusion rate in a negative way, i.e. the higher an
invention complexity gets, the slower its adoption average will be. Rogers suggests
that complexity may not be as useful an adoption predictor is as compatibility and
relative advantage. However, in their e-service adoption study in Saudi Arabia, (Al-
Ghaith et al. 2010) found complexity to be the best adoption predictor among Rogers’
proposed attributes (Tully 2015a).

1.4 Trialability

Is known as the grade to which an invention can be used on a restricted basis before
full application (Askarany et al. 2007). It is also defined as the flexibility to test the
innovation outcomes. This has been playing a major role in facilitating the process of
adoption of Artificial Intelligence at firm level. The rest two characteristics—triala-
bility and observability—relevance and effects rely on the pattern of the product as
well as on the state, where the invention is expected to be adopted. Rogers (1995)
disputes that possible adopters, who are permissioned to experiment with an inven-
tion, are most probable to adopt it and will feel most comfortable with it. Occasion-
ally, trialability according to (Kolodinsky and Hogarth 2001), grants customers the
capacity to assess the advantages of an innovation. As a result, particular fears of the
anonymous and the inability to use can be decrease if consumers are bestowed the
chance to scab the invention (Zolait et al. 2008).

1.5 Observability

Refers to the degree to which potential adopters can observe the innovation results
(Askarany et al. 2007). Observability is also known as the range to which an invention
and its outcomes can be observed readily through a consumer. An invention observ-
ability is positively related to adoption, according to Rogers. (Moore and Benbasat
1991) classified observability into two constructs: clarity, or “the range to which the
possible adopters see the visibility of invention in the adoption status” and demon-
strability of result, or “the results tangibility of using the innovation,” (Liao and Lu
2008, p. 1407). Agarwal and Prasad (1997) found visibility to be an influential factor
in the World Wide Web user acceptance, which is a highly visible innovation that
piqued the curiosity of potential adopters (Tully 2015b).
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1.6 Managerial Capability

For the best application and impact, Artificial Intelligence needs certain organiza-
tional capacities such as the company and the modern technology align. Al needs
modern information technology (IT) dexterity which are both Al-generic, such as the
grasp of new programming languages (e.g., Python) and particular, such as machine
educational proficiencies, implementation evolvement techniques (e.g., agile soft-
ware development), and new IT architecture proficiencies (e.g., edge computing). In
addition, it requires management of information and skills of analysis. Al grows in
enormous data degrees that require the occurrence of digital data, its arrangement,
as well as analysis and synthesis. Providing that most information is network created
(e.g., websites, sensor data from IoT devices), proficiencies of security—generic
as well as Al-empowered—become essential to make sure the rights of entrance,
revelation of intrusion, and safety of data. 21 Last, in order to ensure a navigable
application and excessive arrangeable alignment and shore, these proficiencies have
to be established in an appropriate strategic framework coherently. The seven organi-
zational fields make the leaders capable to accomplish enormous business outcomes
compared with backwards. Compared with backwards, bosses significantly outline
reinforced real impacts of business in their programs. We discover significantly
greater impact degrees on present business samples transformation, evolvements in
practical ability, development in revenue, offerings’ competitiveness strengthening,
as well as customer’s experience promotions (Brock and Von Wangenheim 2019).

Due to the growth of capacities for self-determining decision-making, probably
the all-important case to shed the light on is the need to think again of responsi-
bility (Dignum 2017). Whatever people’s self-determination, social alertness and
learnability level, Al systems are artifacts, which are constructed by them to fulfill
some goals. At all improvement phases (analysis, design, construction, deployment
and evaluation), approaches, techniques, and algorithms are required in order to
combine social, moral and legal principles into technological improvements in Arti-
ficial Intelligence. These frameworks have to deal together with the machine inde-
pendent reasoning about such topics that we deem having ethical effect, but most
importantly, we want frameworks to lead the options of design, organize the reaches
of Artificial Intelligence systems, enclose the stewardship of convenient data, and
assist individuals determine their involvement (Dignum 2018).

If machines are engaged in human societies as almost independent agents, then
those agents have to be expected to follow the social and moral standards of
the community. Rooting standards in such quasi-independent systems require the
community clear planning in which they being prevailed. Furthermore, technical
embodiments different types will demand diverse sets of criterions even within
a particular community. The first step is to identify the certain society norms in
which the systems are being prevailed and, particularly, the relevant standards to
the designed types of missions to perform. Also, affect is the intelligence core
aspect. Drives and feelings such as ire, terror, and happiness are often the behaviors
cruxes during our lives. Independent and smart systems, that take part in or facilitate
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human community, should not cause damage by either dampening or amplifying
the emotional experience of human to make sure that smart technical systems will
be utilized to assist humanity reach the highest conceivable range in all conditions
(Chatila and Havens 2019).

1.7 Technical Capability

Refers to the human cleverness of human simulation in machines, that are
programmed to think as individuals and imitate their behaviors. The concept might
also refer to any machine that exhibits traits related with a human mind, for instance,
problem-solving and learning.

1.8 Government Involvement

Artificial Intelligence is a chance arena that agencies of the government can actively
predict and trace for when promoting their legacy systems. Regarding online services
like Netflix and Facebook, we are starting interacting with artificial intelligence (AI)
on a near daily basis to chatbots on our mobiles in our houses as Siri and Alexa. Al
is a computer training or programming to do works typically specified for human
cleverness, even it is answering technical questions or recommending which movie
to watch next. Soon, the ways we interact with our government will be permeated by
Al, also. From small towns in the US to countries like Japan, government proxies are
looking to Al to develop the services of citizen. While the possible future uses cases
of Al in the remain of government that is restricted by government resources and
the human creativity and trust in government limits, the clearest and immediately
beneficial opportunities are those where Al can help resolve resource allocation
problems, reduce administrative burdens, and adopt significantly complex works.

1.9 Market Uncertainty

With the technology advancement, we might soon cross some threshold beyond
which using Al requires a faith leap. Organizations have already started to question
the material source and authenticity produced by Al, which has already begun to
adjust, directly or indirectly, the strategic decision which firms take. Not only does
this require an improvement of decision goodness or lowering in time, but a fractional
or full satisfaction with the strategy creation of the contribution marketing. Efficient
utilization of Al for creating a strategy of marketing may influence the organization
frame.
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1.10 Competitive Pressure

Is a drive to change in order to keep up with the actions of Al competitors. This can
apply to both firms and countries. US is considered as a player among many players
in Al, and many countries are preparing to make sure they have the competitiveness
in AL

1.11 Vendor Partnership

Despite the unfamiliarity of Artificial Intelligence technologies, firms look forward
to associating with IT vendors and collaborative partners so that they give trust to
adopt Al Vendor involvement is of assistance to adopt new technology and diffuse
innovation. Thereupon, vendor partnership has been defined as a coalition and a
relationship established between a firm and its vendors, which add value. Activities
such as data collection, research, marketing, sales, and product development can
be beneficial when total cost of acquisition is reduced, for example. To build a
vendor partnership is to increase the reliability of Artificial Intelligence. Hence,
this contributes to an increase of Al adoption. Firms have been improving vendor
relationships as a power to be Al-boosted corporations.

2 Organizational Excellence

Drastic changes occurring currently in business environments including globaliza-
tion, massive technology advancement and information systems, the opening up and
expansion of markets, the varying models of competition and the rapid and sustained
development of the global economy. In order to keep up with growth and evolution,
realize, and more importantly maintain organizational excellence, organizations have
had to pay attention to strengthening their organizational capacities. (Harrington
2005) defined organizational excellence as the organizations investment in critical
chances led by effective execution, efficient strategic planning, commitment to a
common vision, clear purpose, adequate resources, and diligence. Combining and
managing the five pillars are the key to organizational superiority. The five pillars
are as follows:

2.1 Process Management

Indicates the transformation activities and capacities that transform information
into product, which corresponds the performance and requirements of quality of
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the customer. In prime organizations, management needs each natural team work
(or department) to improve (refine) the operations that it utilizes. The adoption of
Al to support various operations involves operating algorithms into systems that
return organizational processes. Al capacities emanate from their ability to decrease
search time and manipulate more data to cognize decisions. This is how they would
increase productivity and free employees to do higher-level tasks, specially, work
that demands human adaptability and innovation. Eventually, Al applications can
contribute to improve operational excellence and consumer delight.

2.2 Project Management

Proficiencies, knowledge, methods and stuffs application are needed to plan in order
to implement project requirements (Schwalbe 2014). In most organizations, projects
are mission-critical activities, and it is non-negotiable to deliver quality products on
time. Two of the most important projects that organizations undertake are process
redesign and process reengineering (Harrington 2005). Al plays key roles in project
management as an enabling technology for reengineered processes as well as in the
tools to support the change process itself.

2.3 Change Management

Deals with both intentional and planned interventions to give rise to growth and trans-
form from an existing to a targeted status to accomplish objectives pre-definition in a
common and apparent view between the chiefship and personnel of the organization.
An effective change management that embraces Al systems calls for that the organi-
zation signifies the drivers of key business which need to be changed, and how do they
get changed. How to proceed toward Al adoption and automation programs in terms
of governance, employee’s commitment & engagement, and people’s reskilling.

2.4 Knowledge Management (KM)

Is a methodical approach collection that facilitate the flow of knowledge and infor-
mation between and to the proper people at the proper time, cost, and format (APQC).
Thus, it composes of methods, initiative, operations and systems that promote the
creation of storage, evaluation, collaboration, and knowledge (Jashapara 2011). The
essential to organizational success is knowledge. A knowledge management system
(KMS) requires to be designed around the main capacities of the organization. As
a result of recent advancements in technology, knowledge management proved to
be more effective in responding to people’s needs, less standardized, pervasive and
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more cost-effective. The capabilities of the Artificial Intelligence tools massively help
employees to get the targeted information in a blink of eye and foster real-time deci-
sion making. In addition, it assists to enhance tracking processes and documentations
efficiently. Artificial Intelligence can go beyond through extracting meaningful infor-
mation from a huge amount of structured and unstructured data as well as forecasting
market trends.

a) Resources management: is the operation by which businesses manage their
diverse references efficiently and effectively. These resources cover impercep-
tible and perceptible resources, including all assets and resources available to
the organization. One of the most critical and complex activities of an orga-
nization is effective resource management. Becoming a superior organization
is not easy; each of the resources requires to be exploited in its own proper
manner. Al systems proved to improve resources management in terms of cost
reduction and real-time continuous optimization solutions that aids to improve
performance drastically.

3 MENA Region

Al is fueling digital transformation across the Middle East & Africa nowadays,
according to Samer Abu-Ltaif, President - Microsoft Middle East and Africa. The
study of Al maturity assessment, which is conducted in five countries across MEA,
highlighted the strategies adopted at an organization different layers today and
accordingly helped to grasp their readiness in Al adoption, impact rate and imple-
mentations benefits, as well as how Al is being approached on a practical level. This
study is also a milestone in efforts to better realize the demands of consumers in the
area and speed up their prosperity paths. Within the boosting of the prospective role
of Artificial Intelligence (Al) as a player of transformational change to businesses
and industries is penetrating? There are still some perceptions into what firms are
currently acting in order to get its advantages. And the challenge ahead is leadership
and culture more than it is about data, analytics, and technology. Mona Vernon, CTO,
Thomson Reuters Labs stated that “The sheer range of the story of Al rests in its early
phases. What we do know is that computing power, big data and connectivity are
changing the industrial landscape. The chance remains in speeding up the businesses
digitization, making them more data driven through constructing applications that
transfer machine-assisted perceptions.”

4 Turkish Private Sector and Adoption of AI

The usage of Al has become common in most of the developed countries, one of
which s Turkey as a country with a prosperous economy and a high-quality performer
in entering Artificial Intelligence to its facilities and lifestyle. More private-sector
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companies have begun to adopt Artificial Intelligence as an instrument to improve
the work environment, increase productivity, lessen expenses, and race the modern
global trends to ensure progressive economy and profitability. Furthermore, Turkey
has equipped its firms with state of the Artificial Intelligent machine paving the
way for macro-economy and construction of a robust financial industry. After the
dramatic increase of economic growth post the 2001-crisis, the social outcomes in
Turkey have surged.

Technology has thus affected diverse private corporations in Turkey. Based on
this, more expectations of what companies have to achieve for annual revenues have
heightened. More nationwide projects have been executed to reinforce the use of
technology in schools, legal-framed firms, and economic institutions. Turkey has
positioned Artificial Intelligence in its priorities in order to realize its underlying
macro-economy. In fact, there have been calls for the future schemes of Al adoption
in the Turkish healthcare, ICT, food and automotive areas. With the arrival of new
terms “Industry 4.0” and technologies, the private sector has reckoned that it has to
take action for the development in the form of digitalization during its work. The new
revolution of Artificial Intelligence furnishes production systems with enhancements
in data and communication technologies. The speed of other countries entrance
of Al to their professional-level environments, particularly in private sectors, has
aroused the desire of other counties like Turkey to advance its vision towards Artificial
Intelligence and big data. This has constructed a paradigm shift in the area. Due to
believing that technology will affect the upcoming decades, the vision of the Turkish
private sector has been modified to incorporate Artificial Intelligence applications to
its environment. The variety of Al applications has offered a rich floor to public and
private sectors for prosperity.

5 Managerial Implications

Recently, there has been a remarkable increase in Al adoption in organizations as
new forms of work have risen substantially. Al stands as a strategic technology for
organizations, this research serves to open horizons for private businesses through Al
to survive and grow with its capabilities in improving organizational efficiency, effec-
tiveness, and leverage the role of this sector as a strategic business partner in economic
transformation in growing economy such as Turkey. The research explores the effects
of success factors on Al adoption by integrating the technology, organization, and
environment (TOE) framework and diffusion of innovation (DOI) theory.

Management awareness on many challenges facing Al adoption would lead to
identification of them. These include lack of top management support, lack of knowl-
edge and awareness, lack of government regulation, lack of skills, resistance to
change, incompatibility and interoperability problems, initial cost, and security and
privacy risks.
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Strong top management support goes along with Al adoption, which is in both
ways driven by number of success factors as well as hindered by number of organi-
zational barriers. Management in organizations should consider lack of Al skills and
employees’ fear of change. Also, Al characteristic like mimic human intelligence
creates new management issue for legal activities.

The technical or technological barriers include all the relevant internal and external
technologies available within the organization. The technological barrier category
includes security, and limited technology capabilities (Bughin et al. 2017; Rans-
botham et al. 2017). Regardless of how advanced organizations are in terms of tech-
nology deployment Al implementation dependence on a digital foundation develops
as each new generation of innovation builds on the previous one (Ransbotham et al.
2018).

Management should be in contact with policy-makers who take political and
economic decisions that impact country’s development. Furthermore, numerous
domains have been studied in terms of adoption ‘success factors’ or ‘enablers’ to
allow organizations to benefit from adopting innovation.

Al offers a new strategic approach towards business decision-making resulting in
new ways to create value, which are not well understood (Chui and Francisco 2017;
Ransbotham et al. 2018).

6 Limitations

Artificial intelligence has emerged as a research field. Although the research doesn’t
invite to capture all agents which affect Al adoption and company sustainable
prosperity, and future research could further examine the findings, it gives a good
grasp and worthy framework in which to improve as well as examine experimental
propositions in the relevant sectors.

Secondly, the research has specific parameters with geographical scope and time,
other researches including additional variables need to be conducted elsewhere and
at different times to validate the findings of this research.

7 How COVID 19 May Affect Research

COVID-19 has both positive and negative results on Al adoption; positive perspective
suggests that dire need for data and analytics that COVID-19 is producing expected
to accelerate laying the foundations for Al. For this is to lead to a long-term increase
in Al adoption. While negative perspective explains that cuts in budget or headcount
that were allocated to Al projects, Al leaders will need to be strategic about which
projects they prioritize in the short-term.

Big challenges are related to access to data, availability of data, cleanliness of
data and data rights, however businesses start getting to deal with such issues, still
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the biggest obstacle is showing people why should they trust that the Als produced
will continue perform well enough to make good decisions.”

8 Conclusions and Recommendations

Artificial Intelligence has the disturbing possibility to transform industries, increase
utilities and fundamentally change society. From the point of view of the number of
projects at present, the major manufactures with more Al permeation include finance,
healthcare, education, business, and public safety. According to (Mitter 2018), Al
is supposed to become a big parcel of our daily life in 2020s. Enormous benefits
for companies can be created by Al, but on the other hand Al is also capable of
bringing risks to turn the company status into a passive status. For instance, if a firm
is somewhat indifferent, it possibly exposes sensitive as well as valuable information,
which this way weakens its competitive benefits. Firms run the risk of over-depending
on providers if they do not construct internal managerial and technical capacities.
Despite that elapsed researches have suggested many significant agents that affect
IT adoption, few researches empirically discover the influencing success agents on
Artificial Intelligence adoption.

The important enablers are the success agents, which lead to a successful imple-
mentation of Al. These agents play a significant function in evolving the possibility of
success in decision-making. Before adopting Al-based solutions systematically, firms
need to evaluate these factors. Therefore, this research aims to explore the agents
of success impacts on Al adoption from the external surrounding, organizational
attributes to Al, and invention attributes of Al perspectives.

To analyze the data, structural equation modeling is applied. Sum of (11) agents
are proposed to affect Al adoption significantly. The results show that four agents,
which are correspondence, executive support, and observability immediately influ-
ence adoption of Al. Organization’s technical capacity and perceived relative advan-
tage impact compatibility, but they are relevant to Al adoption indirectly. Vying
pressure impacts relative advantage of Artificial Intelligence technologies, yet it is
deviously linked with the adoption of Al. However, the experimental results in this
research signal that trialability factor is irrelevant to Al adoption. It should be notice-
able that this factor may keep exerting effect in other occasions. Relying on the
main research, the extra research examines the external surrounding agents’ role and
discovers that although a few of them are not decisive determinants for Al adoption,
some of which have the ability to affect compatibility, which implies that the external
surrounding agents are still important in the whole adoption operation. Although the
research doesn’t invite to capture all agents which affect Al adoption and company
sustainable prosperity, and future research could further examine the findings, it
gives a good grasp and worthy framework in which to improve as well as examine
experimental propositions in the relevant sectors. Secondly, similar researches could
be conducted elsewhere outside the geographical scope of this research, including
additional variables so as to validate the findings of this research.
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Abstract The formation of information support for the management of sustain-
able development of the organization is studied. The essence of accounting policy
as a tool of information support, which takes into account the economic, environ-
mental and social aspects of sustainable development. The purpose of the accounting
policy, which is carried out through the implementation of tasks in terms of subsys-
tems of the system of accounting and analytical support for sustainable development
(accounting, analytical and subsystem of non-financial information). Levels of legal
regulation of its formation and implementation (international, state, branch and micro
level) are established. The components of accounting policy (organizational, method-
ological, technical) and their content are determined. The stages of formation and
implementation of accounting policy (preparatory, basic, final) are substantiated. A
method of assessing the quality of accounting policies for the formation of infor-
mation support for sustainable development of the organization on the basis of clear
criteria. The elements of the accounting policy are defined, which should be assessed
in detail when determining the level of its quality. The necessity of formation of the
accounting policy of the organization taking into account factors of sustainable devel-
opment for the purpose of effective management of economic, ecological and social
aspects of activity is proved.

The practical significance of the obtained results lies in the possibility of applying
the developed methodology of accounting policy quality in the formation of the order
of accounting policy as a regulatory document, as well as in the internal audit of
financial and economic activities of the organization.
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1 Introduction

An integral condition of the process of formation and implementation of the strategy
of sustainable development of the organization is the use of the most effective tools
of information management, which is part of the system of accounting and analytical
support. An important tool for making management decisions is the accounting policy
of the entity. At the same time, at the present stage, accounting policy as a tool to
provide the company with complete, reliable, unbiased and objective information
does not take into account the need to reflect in the accounting and analytical process
the relationship of economic, environmental and social aspects of the organization.

Among the main problems of insufficient attention to take into account in
the accounting policy of the strategic focus on sustainable development of the
organization are the following:

— imperfection of the current legislation in the field of sustainable development and
inconsistency of provisions of separate regulations among themselves;

— definition of the concept of «accounting policy» without taking into account its
focus on addressing issues of information management of sustainable develop-
ment of the organization;

— formal attitude of accountants to the formation of accounting policies without
taking into account the priorities of information support for sustainable develop-
ment;

— the difficulty of choosing the most economically justified option for accounting
or evaluation of a particular object, which characterizes not only economic but
also environmental and social aspects of the activity;

— failure to take into account the impact of accounting policies on the economic,
environmental and social performance of the organization in reporting on
sustainable development;

— Lack of methods for assessing the quality of the established accounting policy,
which would provide an opportunity to obtain objective information for effec-
tive management of the organization in the implementation of its sustainable
development strategy.

Solving these problems requires changes in approaches to the methodological
aspects of accounting policy formation and assessment of its quality in the context
of the organization’s choice of sustainable development strategy.
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2 Literature Review

A number of scientific works are devoted to the problems of information support of
sustainable development management of the organization and their solution.

The implementation of measures of corporate social and environmental responsi-
bility as one of the components of sustainable development and taking into account
its practices in shaping the strategy of the organization was studied by a group of
scientists (Hakobyan et al. 2019). They analyzed the competitiveness indicators of
companies that determine corporate social responsibility.

The relationship of sustainable development with the accounting and analyt-
ical system of the enterprise has been proven in scientific work (Budko 2017). A
number of scientists have confirmed the scientific and practical hypothesis about
the theoretical and methodological ability of the Institute of Accounting to solve
the problem of information support for the implementation of national policy of
sustainable development (Sokil et al. 2020).

Other scientists have also studied the need to change the accounting methodology
due to the introduction of the principles of sustainable development in their activi-
ties. They analyzed the role of accounting for sustainable development and national
security of Ukraine, and also pointed out the importance of implementing integrated
reporting (Akimova et al. 2019). Some scientists have established the relationship
between the concept of sustainable development and the accounting system of the
enterprise, developed a matrix for determining the level of corporate social responsi-
bility in terms of its hierarchical levels and a nomenclature of indicators for assessing
the state of social responsibility (Pylypiv et al. 2018). Some aspects of accounting
and analytical support for sustainable development, in particular, the environmental
component, scientists reveal (Tomchuk et al. 2018). They proved the need to reflect
in the accounting of environmental activities, which include environmental assets,
liabilities and performance.

A number of scholars have devoted their work to the problematic aspects of
reporting, which reflects the activities of the organization in terms of sustainable
development. Research of technological innovations associated with the growth of
the array of accounting data, the speed of their dissemination, the need for timely and
in-depth analysis and audit in order to make decisions by stakeholders on the basis of
reporting, which is based on accounting data according to ESG-criteria Vasilieva and
IM Makarenko (Vasilyeva and Makarenko 2017). The rationale and relevance of the
presentation of environmental, social and management information by stakeholders
in the format of ESG-reporting in order to form the long-term value of business on
the principles of transparency and business ethics have been studied by scientists
(Kundrya-Vysotska and Demko 2020). They proved that the companies that prepare
such reports provide information needs of users on the possibilities of implementing
a sustainable development strategy. A number of scientists also reveal the issues of
accounting and reporting of the impact of enterprises on the environment and society
(ValliSova et al. 2018). Krutova et al. (2018) studied the new concept of reporting,
which actualizes the solution of problems of measuring and forecasting the potential
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consequences of economic, environmental and social interaction through indicators
of integrated reporting.

Solving the problems of analytical support of sustainable development, substan-
tiation of the need to analyze the results of financial and economic activities of
enterprises using financial and non-financial indicators, the study of the relationship
between reporting on corporate social responsibility and performance were carried
out by scientists (Kasych and Vochozka 2018; Levytska et al. 2018; Al-Hajri and
Al-Enezi 2019). A methodology for assessing and determining an integrated indi-
cator of sustainable development based on accounting and analytical performance
indicators of enterprises was also developed (Sokil et al. 2018).

However, the formation of information for sustainable development management
at the initial stage with the help of accounting policy tools is ignored. The analysis
of scientific works shows that the general issues of formation and implementation of
accounting policy are mainly studied.

Disclosure of the essence of accounting policy as a tool for managing the value
of the enterprise and a means aimed at ensuring the implementation of the tasks
set before the accounting service, carried out by Lagovska (2012). The accounting
policy in terms of the components of the value of the enterprise was studied by MV
Koryagin. He stressed the need to approve the provisions in the accounting policy
regarding the choice of methods for estimating the value of assets and liabilities, the
order of their application in order to bring the value of the enterprise to market level
(Koryagin 2012). PE Zhytny studied the organizational and methodological aspects
of accounting policy of financial and industrial groups, in particular, the essence of
accounting policy and the prerequisites for its development, classification features of
factors influencing accounting policy, the formation process and its applied aspects
(Zhytnyi 2007).

A number of authors have devoted their work to solving problems of formation
and implementation of accounting policies in specific sectors of the economy. Yes,
V.M. Rozhelyuk was engaged in solving the problems of forming the accounting
policy of the processing enterprise (Rozhelyuk 2013). The formation of accounting
policies at the enterprises of the grape and wine industry in terms of the distribution
of management costs was considered by a group of scientists (Gutsalenko et al.
2020). N.G. Tsaruk identified key elements of accounting policy and proposed its
regulations, which are typical for agricultural enterprises (Tsaruk 2016). Peculiarities
of the bank’s accounting policy were revealed by Artemyeva (2013). The study of
the content, purpose, practical application of the basic levels of accounting policy
and their tools in the public sector was carried out by (Lutsyk 2019).

However, the issues of methodology and organization of accounting policy and
assessment of its quality in the context of its focus on ensuring the sustainable
development of the organization remain out of the attention of academia and require
thorough research.
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3 Purpose of Study

The purpose of the article is to substantiate the conceptual theoretical and method-
ological and organizational and methodological provisions of accounting policy and
the development of methods for assessing its quality as a tool to take into account
the impact of sustainable development factors on the results of the organization.

4 Methodology

The methodological basis of the study is dialectical and epistemological methods
that are used to deepen the economic essence of the concept of «accounting policy»
in terms of sustainable development. To achieve this goal, such general and special
methods of scientific knowledge as methods of analysis and synthesis, induction and
deduction, expert evaluations, logical generalization were used. Thus, induction and
deduction methods were used to identify possible alternatives to accounting policy
methods and procedures.

The methods of analysis and synthesis are used to determine the levels of
accounting policies that will help to obtain information to manage the sustainable
development of the organization. The method of expert assessments was used to
assess the level of quality of accounting policy, the method of observation - to
monitor the status of elements of accounting policy in the organization. Using the
abstract-logical method, the sequence of stages of formation and implementation of
accounting policy is determined.

The method of logical generalization is used in the development of practical
recommendations for the preparation and content of the order on the accounting
policy of the organization and the use of methods for assessing the quality of
accounting policy in the system of accounting and analytical support for sustainable
development.

Tabular and graphical methods are used for visual visualization of materials and
a schematic of a number of theoretical provisions of the study. Bibliometric and
bibliographic analyzes allowed to identify the level of research on the organiza-
tion of information, in particular accounting and analytical, in the implementation
of sustainable development strategies and identify unresolved issues of accounting
policy as a basis for generating the necessary information for management decisions
in economic, environmental and social sphere of enterprise activity.

5 Conclusions and Discussions

Analysis of interpretations of accounting policy shows that, mainly, researchers
define it as a set of principles, methods, procedures, and methods of accounting for
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financial and economic activities. In addition to defining the essence, some scholars
point to the ability of accounting policy to ensure the optimal construction of all
accounting subsystems and be a tool for enterprise management. As you can see, the
approaches of scientists emphasize the crucial role of accounting policy as a tool for
implementing development strategies and balancing the interests of different stake-
holder groups. However, its role in the management of an organization focused on
sustainable development and justification of its importance in forming the optimal
model of accounting and analytical support for sustainable development of the organi-
zation, the information end product of which is reporting on sustainable development,
is not defined in these approaches.

Given the above, accounting policies for sustainable development should be inter-
preted as a set of principles, methods and procedures, using which based on the
application of regulations or professional judgment, take into account the features
of information reflection of economic, environmental and social aspects of the orga-
nization using financial and nonfinancial indicators. nature, which will ensure the
formation of reporting in accordance with the requests of stakeholders.

The purpose of accounting policy is to obtain the maximum total effect of the
activity, taking into account its priorities to achieve tactical and strategic goals
of sustainable development using reliable financial and non-financial information
reflected in the financial statements and Sustainable Development Reporting. The
goal is realized through the implementation of tasks in terms of subsystems of
the system of accounting and analytical support of sustainable development, which
should include accounting, analytical and subsystem of non-financial information:

1) inrelation to the accounting subsystem:

— within the framework of financial accounting - ensuring compliance with the
uniform requirements for the formation of financial statements and reflection
of the financial condition to achieve maximum attractiveness of the company
for investors;

— within the management accounting - the formation of a rational system of
information support for management decisions;

— within tax calculations - the choice of the optimal taxation system;

2) in relation to the analytical subsystem - ensuring comparability of indicators
of the organization, which are reflected in the financial statements and reports
on sustainable development for different periods and with indicators of other
organizations, development of guidelines for analyzing the financial condition
of the organization and analysis of sustainable development;

3) inrelation to the subsystem of providing non-financial information - ensuring the
formation of a system of non-financial objects that characterize the economic,
environmental and social performance of the organization.

Given the importance of accounting policies for the purposes of managing the
sustainable development of the organization, first of all, it is necessary to dwell on
the different levels of legal regulation of its formation and implementation. Mostly
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scientists who study the problems of accounting policy formation, determine that
the accounting policy is carried out at the state level and at the enterprise level
(Butynets and Maliuha 2001, p. 8). Scientists also distinguish three other levels
of accounting policy regulation: state, intermediate (branch, departmental), local
(enterprise) (Davydov and Savchenko 2017, p. 154). MS Pushkar defines such levels
of formation and application of accounting policy as international, interstate, state,
branch and enterprise level (Pushkar 2010, p. 241). Despite the above approaches of
scientists, based on the concept of sustainable development, it is logical to assume that
accounting policies should be regulated at four levels: international, state, industry
and organization.

In particular, for financial reporting, there is a separate standard at IAS 8, IAS 8,
accounting policies, changes in accounting estimates and errors, which defines the
criteria for selecting and changing accounting policies, together with the accounting
approach and disclosure of changes in accounting policies and changes in accounting
policies. Accounting estimates and error correction (Law of Ukraine 1999). Based
on the content of this IAS, we conclude that it is necessary to cover in the financial
statements of environmental and social aspects of activities, as this document aims
to ensure the relevance and reliability of financial statements and their compara-
bility with the reporting of other periods and financial statements of other organi-
zations. The main requirements and recommendations for reporting on sustainable
development at the international level contain modular standards for non-financial
reporting (GRI Standards), and therefore when formulating accounting policies for
non-financial reporting, should be based on their provisions.

As a tool for regulating accounting at the state level, accounting policy should
be the basis for the formation of accounting policy at the micro level, i.e. at the
organizational level. This can be achieved in the process of improving the legislative
and regulatory framework in the field of accounting. The analysis of the domestic
legal framework shows incomplete compliance with international accounting and
reporting standards. In view of this, at the state level it is necessary to begin work on
the development and implementation of a separate standard (provision) of accounting
«Accounting Policy of the organization». The development, adoption and imple-
mentation of the proposed methodological document on accounting policy will be
an important area of implementation of accounting doctrine, as well as contribute
to the formation of accounting policies aimed at solving problems of accounting
for operations that characterize its sustainable development at the micro level. It is
also important for the implementation of the state accounting policy in the field of
sustainable development to adapt the provisions of the modular standards for non-
financial reporting (GRI Standards) to national conditions in the process of devel-
oping guidelines for sustainable development reporting, as a document that regulates,
environmental and social aspects of activity.

At the micro level, organizations are currently actively using standards-approved
alternatives. Thus at formation of provisions of the accounting policy directed on
coverage of ecological and social aspects of activity, the following situations can
arise:
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— the legislation establishes clear rules on valuation methods and procedures for
reflected transactions;

— there is no legislative regulation or undeveloped provisions of regulatory regula-
tion of valuation methods and accounting procedures for transactions;

— the possibility of using several options for valuation methods and accounting
procedures defined at the legislative level.

According to the first option, the situation should be clearly reflected in the account
without any professional judgment of the accountant.

Where legislation is not developed or there is no regulation of accounting princi-
ples, methods and procedures, entities may apply International Financial Reporting
Standards (IFRSs), the provisions of which relate to similar and related transactions,
events and conditions. In the absence of IFRS, organizations are given the right to
use professional judgment as an opinion expressed in good faith by a professional
accountant in relation to an economic situation that is useful both for its descrip-
tion and for making effective management decisions. This option can be used to
identify non-financial objects that characterize the economic, environmental and
social aspects of the activity to assess the level of sustainable development of the
organization.

If the legislation and regulatory framework provides for several options for
accounting for the object in the account, the organization chooses one of the possible
options, while forming its accounting policy on the basis of legal and regulatory
framework. In this regard, it should be noted that the legislation of Ukraine gives
companies the right to determine «in agreement with the owner (owners) or his autho-
rized body (official) in accordance with the constituent documents of the accounting
policy of the enterprise» (Law of Ukraine 1999).

The imperative-recommendatory norm of the law and the absence of a separate
normative-legal document on the obligation to form an accounting policy by business
entities, leads to a formal approach to this process. In view of this, the accounting
policy does not ensure the implementation of the defined purpose of the organiza-
tion, but is a purely formal procedure, which is taken into account only because
prescribed by the legislation of Ukraine. At the same time, the effective choice and
implementation of accounting policies depends on the effectiveness of management
of the organization and the future strategy of sustainable development. The current
accounting policy does not take into account the provisions of the concept of sustain-
able development and does not meet the information needs in terms of reporting on
sustainable development.

Accounting in accounting policy as an information basis for management, goals,
objectives and principles of sustainable development will provide:

— formation of reliable, objective and complete information of financial and
non-financial nature on economic, environmental and social aspects of the
organization;

— providing users with information about the degree of social responsibility of the
organization;
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— the ability to compare financial statements in terms of indicators that characterize
the environmental and social aspects of activities for different periods, and with
the reporting of other organizations;

— formation of non-financial information, without which it is impossible to assess
the achievements of the organization in the field of sustainable development;

— elimination of contradictions and imperfections of the current legislative and
regulatory acts through the use of accounting policy provisions for substantiated
evidence of the chosen method of reflecting individual business transactions;

— increase the efficiency of activities and prevent negative results of economic, envi-
ronmental and social aspects of activities through a system of selected accounting
procedures;

— formation of a single methodological basis for creating an accounting and analyt-
ical system for objective assessment of assets, liabilities, expenses and income,
tax optimization, full reflection of internal and external accounting information
and non-financial indicators that directly or indirectly determine the degree of
social activity of the organization, as conditions for its sustainable development.

— optimization of the taxation system, when the choice of individual elements of
accounting policy affects the amount of taxable income;

— achievement of optimal performance indicators for all types of activities, which
are embodied in financial and non-financial indicators (indicators that characterize
the environment, as well as social aspects of activity).

The implementation of this should be carried out in the context of individual,
clearly defined components of accounting policies. MS Pushkar points to four compo-
nents - the theory of accounting policy, organizational methodology, techniques
and accounting technology (Pushkar 2010, pp. 239-240]. NV Rozhelyuk notes that
the accounting policy should cover all aspects of the accounting process, including
methodological and organizational-technical (Rozhelyuk 2013, pp. 142-143). MV
Koryagin points out that for the effective formation of accounting policy in terms of
assessing the value of the enterprise must take into account its main elements in terms
of organizational, methodological, technical and other components (Koryagin 2012,
p- 227). The author does not specify other components, but we can assume that these
are components which the enterprise can allocate independently, proceeding from
own needs. It is also proposed to distinguish two types of components of accounting
policy: those based on the legislative regulation of accounting policy (methodolog-
ical, organizational, technical and tax) and those based on the strategy of the enter-
prise, the main purpose of which is to ensure cost-oriented management and achieve
sustainable development (analytical and international components) (Lagovska 2012,
p. 233).

Given the review of the components of accounting policy, it is logical to iden-
tify three that will contribute to the effective accounting and reporting (financial,
management, tax and reporting on sustainable development). These are organiza-
tional, methodological and technical components that are traditional, but aimed at
the formation of information flows of financial and non-financial nature, as well as
ensuring the information needs of stakeholders (Fig. 1).
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1. Organizational component

* determination of persons responsible for accounting, reporting (financial, management,
tax) and reporting on sustainable development;

» development of job descriptions of specialists who form reports on sustainable
development;

* determining the method of accounting;

* determining the order of interaction of accounting with other services in order to obtain
information of a non-financial nature (quantitative and qualitative indicators) for the
formation of reporting on sustainable development;

* development of internal legal and methodological support for accounting of environmental
and social aspects of activity;

» definition of the organizational form of accounting

II. Methodical component

2.1 Methodical component that determines the financial parameters of the activity:

« definition of objects of accounting, including economic, environmental and social aspects
of activity;

« establishing a list, criteria for choosing methods of valuation of assets and liabilities,
including environmental and social nature;

» determination of income and expenses, including environmental and social;

« the choice of methods of accounting for environmental and social aspects of the activity;

* choice of taxation system

*2.2 Methodical component that determines the non-financial parameters of activity:

« definition of non-financial objects of sustainable development accounting;

« definition of qualitative criteria of identification, definition of criteria of estimation of
nonfinancial objects

III. Technical component

* development and approval of the working plan of accounts and the plan of accounts-
accounting of non-financial objects (information accounts);

* development of forms of primary documents in the absence of standard forms, as well as
for the collection of information on environmental and social aspects of activities;

« the choice of form of accounting;
* development and approval of the document flow schedule;
« development and approval of the schedule of inventory of assets and liabilities;

* composition of management (internal) reporting, including environmental and social
aspects of activities;

* keeping records of activities of branches, representative offices and other separate units;

* development of the schedule of formation of the financial, administrative and tax
reporting;

* development of a schedule for reporting on sustainable development

Fig. 1 Components of the accounting policy of the organization in the management of sustainable
development. Source developed by the authors
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The organizational component involves the definition of persons responsible for
accounting and reporting, the structure of accounting, the development of internal
instructions and standards, a description of the method of accounting, the order of
interaction of accounting with other services.

Here it is important to identify the person responsible for reporting on sustainable
development. Of particular importance in the context of the formation of accounting
and analytical system of sustainable development is the description of the interaction
of accounting with other services, because on the basis of such interaction is formed
non-financial information in the relevant subsystem.

The methodological component concerns the features of economic, environmental
and social aspects of the organization, i.e. the establishment of criteria and list of
methods for valuing assets and liabilities, rules and procedures for applying these
methods, the order of reflection in the accounts and reporting. Since the assessment of
sustainable development of the organization is determined not only by indicators of a
financial nature, but also by non-financial indicators, the methodological component
should include a list of non-financial objects and describe the procedure for their
definition. Therefore, the composition of accounting policy issues for this component
should be developed with a focus on the preparation of various types of traditional
reporting (financial, management, tax) and reporting on sustainable development.

The technical component of the accounting policy concerns the sequence of docu-
ments and the order of their processing, development of internal reporting forms,
organization of internal control.

Taking into account these components of the accounting policy will ensure the
implementation of the organization’s strategy of sustainable development.

When developing an accounting policy from the standpoint of sustainable devel-
opment should take into account the needs of stakeholders of information of finan-
cial and non-financial nature, without which the assessment and management of
sustainable development is impossible.

The process of forming an accounting policy involves the implementation of
several stages: preparatory, basic and final (Fig. 2).

At the preparatory stage: the strategic and tactical goals of the organization are
determined taking into account the strategy of sustainable development defined by the
organization; outlines the purpose of accounting policies in sustainable development
management; external and internal factors that affect the economic, environmental
and social aspects of the organization are analyzed; diagnoses the state of the orga-
nization’s relationships with counterparties, society and the environment; factors of
influence on the choice of methods and techniques of accounting objects are deter-
mined, evaluated and ranked; the current legislation and regulatory framework in
the field of sustainable development and on the activities of the organization and
accounting are studied.

This stage is the basis for the development of elements of accounting policy in
the second - the main stage, which selects the elements of accounting policy that
provide an objective reflection of economic, environmental and social aspects of
the organization and, accordingly, its economic, environmental and social perfor-
mance. According to International Financial Reporting Standards, each entity has
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a )

I. PREPARATORY

- definition of strategic and tactical goals of sustainable development of the organization;

- determination of the purpose of the accounting policy in the conditions of realization by
the organization of the purposes of sustainable development;

- analysis of external and internal factors, as well as environmental and social consequences
of the facts of economic life that affect the activities of the organization;

- analysis of the organization's relationships with counterparties, society and the
environment;

- identification, analysis, evaluation and ranking of factors influencing the choice of
methods and methods of accounting;

- analysis of current legislation and regulatory framework in the field of sustainable
development and on the activities of the organization and accounting

)

I1. BASIC

- the choice of elements of accounting policy in terms of economic, environmental and social
aspects of the components (methodological, organizational, technical);

- preparation of a draft accounting policy;
- documentation of the Order on accounting policy

-
II1. FINAL

- implementation of accounting policy and control over its observance;

- analysis of the quality of accounting policies for compliance with the implementation of its
provisions in terms of disclosure of economic, social and environmental aspects of the
organization and opportunities for reporting on sustainable development;

- solving problems of imperfect provisions of the current accounting policy;

- making changes to the administrative document and other internal standards

J

Fig. 2 Stages of formation and implementation of accounting policy as a tool for managing
sustainable development of the organization. Source developed by the authors

the right to choose the elements of accounting policies, based on considerations
of economic efficiency and the specifics of their activities (International Financial
Reporting Standards 2020).

The third is the final stage aimed at resolving issues that arise during the imple-
mentation of accounting policies. Actions at this stage relate to the improvement of
certain elements of accounting policy in terms of coverage and implementation of
the concept of sustainable development.
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The chosen accounting policy, which is aimed at implementing the principles of
sustainable development, must meet quality criteria. In scientific circles, as a rule,
it is not the quality that is determined, but the effectiveness of accounting policies,
which are understood differently. The research states that the methods of accounting
should be aimed at improving the efficiency of financial and economic activities.
At the same time, an effective accounting policy will provide an opportunity to
reduce the tax burden, simplify document flows and the order of reflection in the
accounting of business transactions, reduce errors in accounting and financial results,
increase financial stability (use of accounting methods that increase working capital,
optimize the amount of profit and, accordingly, increase the amount of taxes and
non-tax payments to the budget, as well as ways to increase profits and improve the
financial result). Also, an effective accounting policy is defined as enshrined in the
internal documentation of a set of principles, techniques and rules of accounting,
which corresponds to the development strategy of the organization and helps to
get the maximum effect from the functioning of the accounting system under current
legislation. Under the effect it is proposed to understand the achievement of goals and
solutions to certain tasks that are set before the accounting policy. Accounting policies
should meet such characteristics as rationality (manipulation of accounting data to
achieve the objectives of financial performance and reporting without additional
costs) and achieve one of four goals: streamlining cash flows, reducing the complexity
of accounting, increasing the investment attractiveness of reporting, convergence
with International Standards financial statements (IFRS) (Zalyshkina 2006, p. 9).

Since the effect and efficiency, as a rule, is expressed in quantitative terms, to
determine the compliance of the established accounting policy with the information
needs of sustainable development, it is advisable to use the concept of accounting
policy quality. The indicators embodied in the criteria are used to assess the quality
of the accounting policy. Based on the analysis and generalization of research by
scientists (Artemeva 2013; Zalyshkina 2006), to assess the quality of accounting
policies in the management of sustainable development, we highlight the criteria
listed in Table 1.

A prerequisite for the formation of a quality accounting policy is the purpose for
which it is carried out. Accounting policy is seen, on the one hand, as a process of
selecting certain options, on the other hand, as a tool for streamlining, regulating
accounting techniques and methods. The choice of certain options and methods of
accounting leads to the fact that the same facts of economic life in different orga-
nizations can be interpreted in accounting differently and, accordingly, differently
affect the balance sheet items.

In determining the quality of accounting policy, it is advisable to use the expert
method, which involves assessing the compliance of accounting policies with the
criteria on the scale of assessments. The rating scale can be represented by a scoring
system or a rating system «excellent», «good», «satisfactory».

To assess the quality of accounting policy, a 10-point system of assessments of
compliance of accounting policy elements with certain criteria is proposed (Table
2).
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Table 1 Criteria for the quality of accounting policy in the implementation of the principles of

sustainable development of the organization

Criteria

Characteristic

1. Compliance with the requirements of
legislation in the field of sustainable
development and regulation of accounting and
reporting

Assessment of the completeness of the
reflection of the elements of accounting policy,
options for their use and compliance of their
use with the requirements of the law (including
environmental and social issues)

2. Compliance of the accounting policy with
the defined purpose of its formation

Assess the compliance of the accounting policy
of the purpose for each task

3. Compliance of the selected elements with
the strategic and tactical goals of
sustainable development of the organization

Analysis of each element in order to assess the
feasibility of its choice in terms of achieving
maximum effect in the activities of the
organization (maximum positive impact on the
economy, environment and the environment)

4. Coverage of methods and ways of
accounting for significant environmental
and social aspects of activities, as well as
information on non-financial indicators

Identification of the most significant
environmental and social aspects of the activity
and assessment of their compliance with the
defined social and environmental policy of the
organization; determining the composition of
non-financial objects that form the Sustainable
Development Report

5. Accounting policy statement (table of
contents)

The accounting policy must meet the following

requirements:

— expediency - the absence in the accounting
policy of elements under which the
legislation is clearly regulated, as well as
other redundant information;

— detail - a rational detailed approach to the
presentation of the accounting procedure or
method of reflecting a certain element of
accounting policy, based, inter alia, on
existing industry regulations;

— structure - clarity and logical construction of
sections of accounting policy, taking into
account the need to separate units in the
methodological component, which outlines
the financial and non-financial parameters;

— proportionality - the optimal ratio between
the presentation of essential aspects and
elements that are subject to option choice,
but is not essential for the organization;

— consistency - the absence of elements and
their descriptions that contradict each other

Source developed by the authors
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Table 2 Scale for assessing the compliance of selected elements of accounting policies with quality
criteria

Points Explanation

10 The item fully meets the defined criteria

9 The item fully meets certain criteria, but there are isolated inaccuracies of wording,
which in general do not affect the content of accounting policies

8 The element practically meets the criteria, but the subject of assessment is not sure
enough about the correctness of the choice due to objective circumstances beyond the
control of the organization

7 An element of accounting policy generally meets the criteria, but subject to a more
thorough analysis of the proposed regulatory framework, another element would
more accurately reflect the fact of economic life

6 The accounting policy element is chosen formally, without focusing on financial
results and stakeholder inquiries, but generally does not distort the content of the
statements

5 The element of accounting policy is consistent with the law in terms of its essence,
but has the wrong wording, in particular due to legislative and regulatory changes

4 The selected element of the accounting policy significantly affects the results of
activities and, accordingly, reduces the objectivity of determining their value

3 The element of the accounting policy is chosen for the purpose of misleading the
interested persons concerning formation of the general estimation of activity of the
organization

2 The element of accounting policy misleads the management of the organization

There is no accounting policy element, but it is implied based on the analysis of other
elements (for example, analytical accounts of the 3rd order, etc.)

Source developed by the author

Based on the scores through the application of the expert method, the level of
quality of accounting policy (Q) is proposed to be determined by the formula:

P 100
Q=15

Where p is the value of the evaluation by the relevant criterion.

The level of quality of accounting policy is determined by the scale (Table 3).

This valuation technique is applied to the accounting policy of PISC «Dnieper
Metallurgical Plant». PJSC «Dnieper Metallurgical Plant» is one of the largest enter-
prises of the mining and metallurgical complex of Ukraine, is part of the six leading
metallurgical plants in the country in terms of production and sales of metal products
(Official site of PJSC Dneprovsky Integrated IronSteel Works 2020). The company
actively implements the strategy of sustainable development through the develop-
ment of environmental measures, social programs and the achievement of planned
economic indicators.

The level of compliance of the company’s accounting policy with the law was
assessed based on the fact that the total number of elements was 50 (according
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to the order on accounting policy), of which one element does not meet the legal
framework (in the working plan of accounts - outdated names of accounts). This item
was awarded 5 points, as the purpose of the account corresponded to the economic
content. As a result, the level of efficiency in compliance of accounting policies with
the requirements of the legislation will be 99% (Table 4).

The analysis of the compliance of the accounting policy with the defined purpose
showed that the purpose and objectives of the accounting policy are not defined in
the Order of the enterprise, and therefore it is not possible to assess this criterion for
this enterprise.

To analyze the compliance of the selected elements with the tactical and strategic
goals of the enterprise, the selected elements are selected, according to which the
enterprise is given the right to choose from the proposed options (Table 5).

Two elements of accounting policy according to the developed scale are assigned
7 and 8 points, because these elements, although selected from the point of view

Table 3 The leve.l ,Of quality Level of efficiency, % Determining the level of quality of
of accounting policies accounting policy
90-100 High level of quality of accounting
policy
70-89 Appropriate level of accounting
policy quality
60—-69 Satisfactory level of accounting
policy quality
30-59 Doubtful level of quality of
accounting policy
10-29 Critical level of accounting policy
quality
0-9 Unsatisfactory level of quality of
accounting policy

Source developed by the authors

Table 4 Compliance of accounting policies with legal requirements

Criterion of | Number of | Number of Number of items that | Number | Level of
efficiency accounting | elements that do not meet the legal | of points | quality, %
policy meet the requirements/points
elements requirements of
the
legislation/points
Compliance |50 49/490 1/5 495 99
with legal
requirements
Average value | X X X 99 99

Source authors’ calculations
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Table 5 Correspondence of the chosen elements to tactical and strategic purposes

Element of accounting policy

Number of points

Level of quality, %

1. Displays the cost of repairing fixed assets

10

100

2. Valuable features of items that are part of low-value |10 100
non-current assets

3. The procedure for determining the useful life of 10 100
non-current assets

4. Criteria for deciding on the revaluation of fixed 10 100
assets

5. Methods of depreciation of fixed assets 10 100
6. Depreciation methods of other non-current tangible | 10 100
assets

7. Criteria for deciding on the revaluation of intangible | 10 100
assets

8. Methods of amortization of intangible assets 10 100
9. Choice of methods for estimating inventory disposal | 10 100
10. The order of accounting and distribution of 10 100
transport and procurement costs

11. List and composition of articles for calculating the | 10 100
production cost of products (works, services)

12. List and composition of items of variable and fixed | 10 100
overhead costs and determining the basis for the

distribution of fixed overhead costs

13. The procedure for assessing the degree of 10 100
completion of operations for the provision of services

14. The method of calculating the amount of the 8 80
provision for doubtful debts

15. Classification of receivables by maturity 7 70
16. List of collateral for future expenses and payments | 10 100
17. Determination of exchange rate differences on the | 10 100
date of the transaction

18. Recurrence of deferred tax assets and deferred tax | 10 100
liabilities in the financial statements

19. Determining the threshold of materiality of 10 100
information

20. The duration of the operating cycle 10 100
Average value 9,75 97,5

Source authors’ calculations
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of regulatory correctness, but an in-depth analysis of, for example, receivables by
maturity indicates the need for more detailed grouping (7 points), which accordingly
affects certain coefficients of doubt, which when changing the grouping of overdue
receivables must also change (8 points).

The evaluation according to the fourth criterion (coverage of methods and ways
of accounting for significant environmental and social aspects of activities, as well
as information on non-financial objects) involves the selection of such aspects in
the accounting policy. Analysis of the content of the company’s accounting policy
showed that aspects of environmental and social nature (including the list of relevant
costs), and especially the list of non-financial objects, it is not covered, and therefore
the accounting policy is unsatisfactory.

The results of assessing the quality of the content of accounting policies are shown
in Table 6.

The overall level of quality of accounting policy in general is presented in Table 7.

Despite the almost complete compliance of the accounting policy of the enter-
prise with the legislation and the expediency of the selected options and methods of
accounting, the quality of the accounting policy is at the level of 52.1%, which on
the quality scale is defined as a questionable level. This indicates that the current
accounting policy does not provide the formation of the necessary information for
effective management of sustainable development of the enterprise, which requires
the development of measures to improve the quality of accounting policies and,
consequently, the quality of management information. Management should clearly
define the purpose and objectives of the accounting policy, accordingly, based on this,
review the set of elements and options for accounting for them. Since the goal will
be determined, including the implementation of the principles of sustainable devel-
opment, it is necessary to detail the list of environmental and social assets, liabilities,
income and expenses of the enterprise. This will affect the criterion of quality of the
content of the order on accounting policy, the value of which is 64%, mainly due
to uncertainty of the purpose, objectives of accounting policy, environmental and
social indicators and non-financial indicators required for reporting on sustainable
development.

Addressing the shortcomings identified in the process of assessing the quality
of accounting policies will ensure a high level of its content, which will take into
account the need and ability to fully reflect all processes occurring in the economic,
environmental and social spheres of the organization.
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Table 6 Assessment of the quality of the content (presentation) of the accounting policy of the
enterprise

Element of accounting | Number of points | Level of quality, % | Disadvantages
policy

1. Structured 8 80 Insufficiently structured
sections on income,
expenses, financial results,
taxation, lack of separate
sections. There are no
sections on the order of
accounting for these
objects of environmental
and social nature

2. Expediency 5 50 The order on accounting
policy contains provisions
that are clearly defined by
law and do not provide for
the right to choose, and
therefore they clutter the
content of the document
(accounting principles, the
procedure for classifying
objects as intangible assets,
etc.)

3. Detail 4 40 The order does not detail
income and expenses in
terms of environmental and
social activities, as well as
information on the
composition of
non-financial facilities

4. Consistency 10 100 The order on accounting
policy does not contain
contradictory provisions

5. Proportionality 5 50 The information provided
in the order is presented
taking into account its
importance, but the absence
of such important aspects
as the definition of goals
and objectives reduces the
value of this criterion

Average value 6,4 64 X

Source authors’ calculations
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Table 7 The level of quality of the accounting policy of the enterprise

Criterion Number of points | Level of quality, % | Determining the level of
quality

1. Compliance with legal | 9,9 99 High

requirements

2. Compliance of 0 0 Unsatisfactory

accounting policies with
the defined purpose of its
formation

3. Compliance of the 9,75 97,5 High
selected elements with

the tactical and strategic
goals of the enterprise

4. Coverage of methods |0 0 Unsatisfactory
and ways of accounting
for significant aspects of
social and environmental
activities, as well as
information on
non-financial objects

5. Qualitative content 6,4 64 Satisfactory
(statement of accounting

policy)

Total (average) 5,21 52,1 Questionable

Source authors’ calculations

6 Conclusions

Coverage of accounting policies of economic, environmental and social aspects of
activities as components of sustainable development will ensure the formation of
a single information space for management decisions by the management of the
organization and other stakeholders. Improving the methodological, organizational
and technical principles of building the accounting policy of the organization, aimed
at meeting the information needs of sustainable development management, is possible
in the process of implementing a purposeful national policy in the field of accounting.

Using the developed approach to determining the level of quality of accounting
policy, each organization will have a reasonable opportunity to change its accounting
policy, focusing on the formation of information support of environmental and social
aspects of activities. The proposed method of assessing the quality of accounting poli-
cies will contribute to the formation of complete, reliable and objective information
for the development and implementation of sustainable development strategies by
organizations in modern conditions.
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The Diffused Hotel as an Innovative m
Form of Tourism Development (Case i
of the Sub-basin of the Gjanica River. Fier
Region, Albania)

Esmeralda Laci, Sonila Papathimiu ), and Sabri Laci

Abstract Tourists flow in Fier region is mainly from other regions of Albania, but
in recent years there is an increase of tourists coming from Kosovo, Macedonia,
Montenegro, Italy, France, etc. Most of them are one day tourists with highest flow
in summer season aiming the seacoast. In 2002, the number of tourists registered in
the sub-basin of Gjanica river was 52,939 including here 5,008 on the beaches of
the region and 47,931 in the Divjaka National Park. In 2015 the number of tourists
in the region was 20% higher and in the list of destinations was added also the
archaeological park of Apollonia.

Considering the natural and cultural resources of the Gjanica river sub-basin, this
article tries to analyze the potentials and opportunities to implement the Diffused
Hotel model in the study area with the aim of increasing its attractions and to extend
tourists stay for more than one night. The objective of the study is therefore, from
one side to give an interpretative context of the evolutionary dynamics of innovation
in the tourism sector by focusing on the evolutionary perspective, and on the other
side to analyze the synergies between the hotels spread in the study area.

To enhance local assets, the article analyzes the possibility of using an open source
WebGIS application for the dissemination of online cartography relating to routes
dedicated to alternative tourism 2.0.

Keywords Sub-basin - Rural tourism - Diffused Hotel - Alternative tourism 2.0 -
WebGIS - Mobile app
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1 Introduction

The study starts from the simple observation, of which tourism scholars are aware,
that the sustainable development of tourism sector and territories has been accompa-
nied by enormous ambiguity. It is no coincidence that lately the issue of responsibility
has been at the center of a multidisciplinary debate in which the entire international
community participates, and which demonstrates the evolution in the competitive
dynamics at a global level. The idea of creating a model of diffused hotels in the
sub-basin of the Gjanicariver is the result of a process started after various reflections.

The first reflection concerns the affirmation that the development of tourism in the
last years represents a tourism that has shown little interest in the uniqueness of the
territory and the local population, but which nowadays is rediscovering important
values. Therefore, arises the desire to promote and develop a tourism that is attentive
to the territory and local culture, knows how to develop continuously, does not damage
the territory in its uniqueness and responds to the needs of tourists. The ambitious
goal is, therefore, to stimulate alternative tourism 2.0, a solution that is applicable
not only to city centers, but also to peripheral areas (Paniccia et al. 2015).

Based on these premises, this paper is focused on the relationship between innova-
tive companies and the territory of the sub-basin in which they are established. It has
two main objectives: First, to offer an interpretative context for a better understanding
and explanation of the main factors determining the success of the innovative forms
of tourism, based on the sustainable principles which have to do with the role played
by the reciprocal relations between tourism business, territory and tourists. Second,
to support the state of art, there are proposed three diffused hotels located in the
sub-basin of Gjanica river, with particular interest for tourists in order to maintain a
favorable and beneficial competitive position over time.

The article analyzes the literature on the phenomenon of Diffused Hotels, Tourism
and web GIS and emphasizes the relationship between two basic visions of the
relationship: enterprise-environment, namely the systemic one (Golinelli 2000) and
that of evolutionary adaptation (Cafferata 2014b). Then it discusses the results of the
empirical investigation.

The survey with the local residents was used to prove the synergies created
between the companies and the territories of the sub-basin, therefore the amount
in which their interdependencies and reciprocal relationships have affected the
processes of enhancement of the local heritage.

2 Materials and Methods

The literature on Diffused Hotels (DH) phenomenon is recent and scarce, but
evolving, due to the relatively young age of the phenomenon itself that emerged
in 1995 in Sardinia with the birth of the first Diffused Hotel in the historic village of
Bosa, Italy, which has registered a progressive growth over the past fifteen years. The
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idea from which it originates the “diffused hospitality”, dates back to the beginning of
the 1980s, after the Friuli earthquake, for the tourist recovery of houses and villages
in Carnia within a working group that had the objective of “touristically” recovering
houses and villages renovated following the Friuli earthquake in the 1970s. The
diffused hospitality model therefore has its roots in the specific Italian reality (Dall’
Ara 2002).

A peculiar feature of the Diffused Hotel is the dislocation of various accommoda-
tion properties in the same village. The adjective “diffused” or “scattered” therefore
denotes a horizontal, rather than vertical structure of the traditional hotels, which
often resemble an apartment building (Barbi 2007). Although this is an essentially
Italian experience, in the same period the phenomenon of bed and breakfast grew in
the United States: some operators located in adjacent buildings develop centralized
catering services according to the inn cluster approach (Dall” Ara 2002).

This phenomenon, unique in the world, seems to attract more and more. Indeed,
the model of the Diffused Hotel exerts a certain attraction because, intersecting with
the themes of creativity, innovation, territory, tourism, and sustainability, it evokes
changes in the development model, not to have the attention only on the global trends
of tourism demand, but becoming more and more expert, demanding and attentive
to the quality of the tourist experience.

However, the use of territory for tourist activities often involves an intensive
exploitation of the resources and the ecosystem (Piersanti 2013). Particularly, in the
last five years, hand in hand with the not negligible development in quantity and
quality of the phenomenon (Panicca et al. 2013), the topic has been addressed in
several academic and extra-academic contributions, with the common aim of under-
standing the characteristics of this new hospitality formula/model. In the international
literature on this topic already exist (Silvestrelli 2012) the first contributions of Italian
scholars (Panicca et al. 2013), (Panicca 2010), (Confalonieri 2011).

Concerning the studies on the Diffused Hotels, the situation in Albania is quite
different, as well as the implementation of this hospitality model. The reality of
Diffused Hotels in Albania is an expression of potential that is only partially
expressed. On the side of empirical research, there are still ample spaces for in-
depth analysis on the managerial, organizational and entrepreneurial level. From the
theoretical side, what still seems to be missing is a conceptual model that allows us
to grasp and explain the main determinants that shape the dynamics of innovation.

The empirical investigation concerned three structures proposed for Diffused
Hotels located in the area of the sub-basin of Gjanica river, of particular interest
within the Fier region (precisely in the three municipalities chosen for the admin-
istration of the questionnaires such as: Mbrostar, Qender and Portez), with the aim
of identifying their potentials for tourism development, deemed essential to main-
tain a favorable competitive position over time. Regarding the theoretical context,
the aim of this study was not so much to validate the hypotheses underlying it, but
rather at identifying in the case study the appropriate housing structures to imple-
ment the concepts taken as a reference and already consolidated in the literature. The
study, in particular, can contribute in an original way to the necessary reading and
interpretation of innovation models in the tourism sector.
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The definition of a research methodology was quite challenging, due to the
complexity of the object of study. In general, the following working scheme has
been followed, even if not all phases have been formally expressed. Summarizing
only the operational phases, it is possible to schematize them in this way: (a) cognitive
phase, data collection; (b) selection of case studies; (c) drafting of a questionnaire
for the local community and its administration; (d) data processing and evaluation
of results.

The methodology adopted for the research was that of the case study, following
a qualitative approach (Yin 2009) capable of privileging interaction with the
subjects studied and useful comparisons, as well as raising the rigor of the analysis
(Eisenhardtk 1989), (Esenhardt 2002).

It was decided to use observation as the main collection technique, firstly because
only a prolonged physical presence in the field and an active participation in daily
activities could allow us to understand exactly how Diffused Hotels concept is trans-
lated and re-interpreted locally, to understand how and why the practices of the model
were spread and perceived by the population of the sub-basin of the Gjanica River.

Secondly, only through a constant presence in the field it would have been possible
to analyze both if and how the support mechanisms for action practices relating to
Diffused Hotels have been developed, and if they have been accepted, absorbed and
used by stakeholders. The use of a case study for these reasons could have been
the most appropriate choice, since, as had already been suggested (Yin 1994), this
is the preferred research strategy if you want to understand “how and why” certain
phenomena are develop and evolve within certain contexts.

The chosen case foresees a single-case-study, carried out through multiple data
collection techniques represented by participant observation, documents and finally
by in-depth interviews (Cardano 2003) in order to better “absorb” and describe in
detail the “empirical evidence” present in the field of investigation (Eisenhardt 2007).
The investigation tools used for the case study were participant observation, analysis
of documents and interviews. The most used technique, despite having used several,
was certainly participant observation to have a better knowledge of the territory and
to ease the distribution and collection of questionnaires.

In addition to the observation, there were used in-depth interviews with the popu-
lation, to have a clearer view on some specific issues relating to the implementation
of Diffused Hotels in the study area. The survey through the questionnaires to the
local population was used as the data collection techniques for the study of the sub-
basin of the Gjanica river which is today a transit tourist destination object of our
case study. The survey was conducted in the summer using a quantitative method
through the compilation of questionnaires.

The survey was made possible thanks to the collaboration with some entities
present in the area. The total sample consists of 87 male and female subjects, from
which 75 were useful for the purpose of data processing and the rest were considered
invalid. The questionnaires were distributed in mid-June and the collected data were
encoded and reprocessed with the following different software: ArcGis Software,
AutoCad GeoServer and Exel.
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— Tourism in Albania (a brief parenthesis to convey the idea of tourist movements
in the country).

Albania is becoming a tourist destination. This is the conclusion of the Albanian
authorities and tourism marketing experts. Once being left out the black chronicle of
the European media and the negative stereotypes are consigned to the past, Albania
is an unknown at the gates of the European Union, which many like to call “the last
mystery” of this part of the world. Summer 2016 ended with a positive balance in
the tourism sector, considerably higher than in previous years.

Among the favorite destinations of Albanian tourism in the first place are nature
and the sea, and for weekend vacationers also the cities of art. The most popular
beaches were, as usual, those of Durres and the whole southern coast, from Vlore
to Saranda. Among the cities of art, the most visited was Kruja, Berat, Gjirokaster,
Butrint (Saranda) and Apollonia (in Fier). Numerous foreign tourists have included
a short Albanian itinerary during their holidays in Greece or Montenegro.

According to official data, Albania was visited in the period June—August 2015
by one and a half million people, of which 942 thousand of Albanian nationality and
the rest of other countries. Among the foreigners there is a large range of national-
ities, especially North and Eastern Europeans. We need to emphasize that the very
optimistic figure of tourists above mentioned risks being confused due to those Alba-
nians who, now citizens of the adopted states, come to Albania for routine holidays
in their own country. It is also necessary to consider the imprecision of the Albanian
statics, a real Achilles heel of the country, which indiscriminately calculate among
the tourists also the Albanians who entered or left the country in this period for
various reasons and who also spend the rest of the year in Albania. At the same
time, it is not possible to declare how much tourism in recent months has been worth
to the Albanian coffers, much less to specify how much has been spent per day by
certain categories of tourists. However, despite the criticisms that tourism experts
have made for the lack of a statistical classification, the fact remains that tourism in
Albania marks a significant growth compared to the past.

The novelty of 2015 was the fact that we managed to go beyond patriotic tourism
from Kosovo and the Albanian-speaking towns of Macedonia. For the first time,
Albania was included in the holiday offers of Serbian tourist agencies, while those
most often encountered on the beaches of southern Albania, and especially in Vlora
and its surroundings, were Slavic Macedonians.

Among the causes of the remarkable growth of tourism in Albania there are of
course the considerably improved infrastructures, the recession of recent years, and
the very high prices of neighboring countries which have made the Albanian tourist
offer, decidedly low cost, more attractive. According to Albanian experts, it was
also an advantage that in recent years Albania has been talked about a lot in the
international media the curiosity for the “Land of Eagles”.

Albania struggles to get rid of the consequences of its long isolation and to build a
tourist culture, left entirely in private hands for now. But according to the evaluation
of the World Tourism Organization, the country is destined to improve rapidly given
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its enormous potential which, if combined with adequate policies, will place the
country in the ranks of Mediterranean “tourist” neighbors.

3 Sub-basin of the Gjanica River: A Proposal
for the Diffused Hotel

The sub-basin of Gjanica river is located in Fier Region, located in the southwestern
part of Albania and part of the physical-geographical unit of the western plain. It
shares borders with the regions of Tirana (north), Elbasan (north-east), Berat (east),
Gjirokastra (south-east), Vlora (south) and to the west by a 75 km coastline of
the Adriatic Sea. The northern administrative border of Fier region is Shkumbini
river valley, which runs through it for 32 km and the southern one by Vjosa river
valley, which crosses it for 76 km. The region’s position is very favorable from a
geographical point of view, with obvious consequences in the economic and social
sphere. Its territory is generally flat with 75% of Myzeqe plain, the most important
in Albania and the other 25% is located in the hilly areas of Mallakastér and Darsisé.
The entire territory of the region is crossed by the two main rivers of Albania: Vjosa
and Seman with its tributary Gjanica.

From a tourist point of view, Fier is known for its remarkable archaeological site
of Apollonia and the monastery of Ardenica in Kolonje (Map 1).

LEGEND
] study area
Mational border

? Gjanica river

Map 1 Geographic location of the study area in Albania
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In this regard, Gjanica river, more than any other territorial element, plays a
fundamental role in the tourism development processes thanks to the relationships it
fosters through:

e Linear connections: presenting themselves as an element of linear connections,
of crossing, of communication.

e Transversal connections: involving the territory on several levels and becoming
the engine of different actions such as: projects, redevelopment on a territorial
scale, urban landscape; use of the territory by water and by land, knowledge of
the context in an eco-sustainable way.

e Network connections: thanks to the creation of a dense network of territorial
connections, but also interrelationships between the different components of the
territory, at different scales, between the different sectors involved.

Summarizing the indicators on the natural resources of the Gjanica territorial area,
it can be said with certainty that the Fier region fully meets all the requirements to
be considered an area of rich natural potential and promising for the development of
different types of tourism. Some of the potentially tourist resources are the beaches
along the coast of the region: Divjaké, Bedat, Seman, Hidrovor, Pish-Poro, etc. The
coastal areas are rich in biodiversity and are characterized by interesting natural
landscapes which together with the river mouths of Vjosa, Seman and Shkumbin
offer huge possibilities for the development of sporting and hunting activities. Divjaka
Natural Park is one of the most important ecosystems in the country and is located
40 km from the city of Lushnje and 5 km from Divjaka. It has an area of 1,250
hectares and Karavasta lagoon is the first Ramsar wetland for Albania, since 1994.
Karavasta lagoon is the most western site for pelecanus ciprus colony, which here
make up about 5% of the world population.

Historic attractions include traces of ancient civilizations in the Apollonia Archae-
ological Park, 12 km from Fier; in Bylis on the hills of Mallakastra from where you
can admire the valley of Vjosa river; 40 km from the city of Fier, where there is a
series of medieval monasteries, especially that of Ardenica; also interesting is the
house museum where the Congress of Lushnje was held, which conceived the modern
Albanian state. The traditions, the villager’s life, especially the festivals, ceremonies,
customs and popular music, are an important offer for cultural tourism.

The tourist infrastructure in the Fier region is currently limited with respect to the
latest demands from the sector and the potential that the area offers. The problem is
even more evident if we compare the data of this area with those of the other regions
in Albania which, due to geographical similarity and the possibility of offering differ-
entiated tourism products, represent the first competitors. In 2004 the Fier region had
7 hotel facilities available, with 198 rooms and 367 beds, while in 2014 the number
of hotels increased by 11, with 82 rooms and 134 more beds.

Tourists in the Fier region come from other regions of Albania, from Kosovo,
Macedonia, Montenegro, Italy, France, etc. and they are mainly on transit. Most
of the tourists visit the beaches during the summer. In 2004, 52,939 tourists were
registered in the Fier region, including 5,008 on the beaches of the region and 47,931
in Divjake-Karavasta National Park. According to data collected by the Tourism
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Table 1 Analyzes of the strengths and weaknesses of the study area

Strengths

‘Weaknesses

Optimal climate, long season (March to
October)

Need to increase the number of beds in
accommodation facilities

Different types of tourism

Lack of adequate facilities for the reception of
tourists (absence of youth hostels and adequate
facilities for the reception of handicapped and
disabled people)

Favorable geographical position

Strong seasonality (June—August)

Popular traditions and rich folklore

Inefficient internal public transport

Presence of numerous places of historical
and artistic interest

Lack of tourism infrastructure

Landscape-naturalistic areas

Poor presence of assistance and advice to tourists

Local food and wine based on the use of
typical local products

Lack of cooperation between local operators

Availability in the care of the tourist by the

Mediocre connections network by air, rail and road

population

Development Committee in 2010, the average expenses of a foreign tourist were
USD 849 without travel expenses. Tourists from Kosovo and Macedonia spent up to
USD 274, while tourists from other regions of Albania spent USD 177. The interest
of local companies in the tourism sector is growing, but most of the investments
are oriented towards the construction of bars/restaurants that also generate income
throughout the year (Table 1).

4 Results

The construction of the Diffused Hotel falls within the framework of the eligible
actions provided for in the new Law for Tourism in Albania and is regulated by
national legislation as well as by regional legislation on tourist accommodation. The
research carried out in the sub-basin of the Gjanica river has identified some cases
of housing structures that can be proposed to be transformed into Diffused Hotels.
The peculiar characteristics of the area examined mainly concern their geographical
position and the demographic trend of a negative sign in recent decades which has
led to a progressive loss of population with the risk of its total abandonment over the
next decade, due to a considerable lack of jobs. The second feature consists in the
location of the structures themselves. In fact, they are located in a hilly area along the
Gjanica river, a possible tourist destination. The possibility of combining points of
tourist interest with traditions, relaxation, quiet times, etc., represents a considerable
added value in today’s vacation idea to enhance the tourist potential of the Gjanica
river sub-basin.
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The reasons why this rural hamlet is particularly suitable for the design of this
accommodation facility are the following:

— The sub-basin of the Gjanica river presents a rich territory from a historical,
archaeological and environmental point of view.

— The geographical position is optimal both from the landscape point of view and
in terms of accessibility, at the same time there is the perception of being “out of
the chaotic world and time”.

— The inhabitants proved to be extremely helpful, interested in the project and ready
to collaborate.

— The rural centers chosen for the implementation of the Diffused Hotel model are
subject to a continuous migration of its residents to places that offer greater job
opportunities; many buildings have been abandoned, without any positive impact
on the territory.

The qualitative research was carried out through the statistical analysis of the data
collected through the administration of questionnaires dedicated to understanding
any needs or problems encountered by the local population regarding the introduction
of the Diffused hotel model in the sub-basin of the Gjanica river. All the questions in
this area provide for a distribution of value through a Lickert scale (nothing, a little,
enough, a lot). The sample is made up of 59% of males and 41% of females, from
which 36% are included in the age range from 18 to 39 years, and 53% in the age
range from 40 to 55 years, 11% of the sample is included in that age group that goes
over 55 years old. The education level of respondents was: 52% university graduates,
27% secondary school, 10% of primary school and 11% of post-graduates. Related
to the geographical distribution of the respondent, as we used in-depth interviews
and questionnaires in the study area, 98.5% of them were from the Fier region and
1.1% from other regions. On an administrative scale, the data show the following
distribution: 73.8% from Mbrostar, 14.7% from Qender, 11.1% from Portez. The
following analyze highlights how much the local population deems the Diffused
Hotel model useful by using the “much” or “enough” options. The processing of
the results shows that 78% of the sample is very optimistic about how this new

Q\

Graphic 1 Utility of
Diffused Hotel (DH) model

B Very much M Enough m Little m No utility
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hospitality model will be useful for the area, 12% enough, 8% little and only 2% are
not optimistic at all (Graphic 1).

When asked about job opportunities of the DH model, the sample responses are
distributed as follows: a lot (63%), enough (27%), a little (9%) and nothing (1%).

The interviewees generally express little satisfaction with the current reception.
Trust is low in stakeholders, almost none in public administrations and political
parties.

To the question “Impact of the Diffused Hotels in other activities” it emerges that
the sense of welcome according to the Diffused Hotel model is more expressed, as
67% of the sample considers this model to be “very” impactful and 33% “fairly”
impactable in the other activities, a fact that is confirmed several times in the course
of the research.

To the question “Role of widespread tourism in the tourism economy”, the data
that emerged from the analysis show a clear rejection and distinction between the
answers “zero” and “little” impact and proximity to the answers “alot” and “enough”
in the rate at 81%.

The answers chosen by the sample to enhance local resources from a tourism
perspective are a lot (61%), enough (29%), little (10%) and nothing (0%). The
first two options highlight the community’s need to express welcome through new
innovative models (Table 2).

Finally, respondents were asked to express a free opinion on the activity of this
initiative. 79% of the sample chose the option “these initiatives are welcomed”, 18%
considered the proposed model stimulating, also a sign of the need for innovation
for a new tourist enhancement of the area.

To promote widespread tourism in the sub-basin area, the article proposes alter-
native tourism itineraries 2.0. The primary objective is to make the cartography clear
and, as already mentioned, the graphic information considered non-basic has been
minimized. Precisely for this reason, already at the first access you immediately
notice how only a few “objects” permanently overlap on the map: At the top right,
two drop-down menus, one called “Cartography”, the other “Legend”; at the bottom
center, finally, a retractable window with a brief description of the project and an
indication of the contact person.

Table 2 Potential available
. Type Number
in the study area
Houses available to participate in the AD project 3
Rooms available to participate in the AD project 14
Equal to approximately beds 56
Family farms available to participate in the AD 2
project
Commercial activities available to participate in the | 3
AD project
Other craft activities 2
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On the map there are red “drop” icons, similar to the placeholders present in
the Google Earth environment and indicating the different tourist itineraries. The
user selects one, a new window opens that repeats the stylistic and usability choices
adopted on the main page of the Web. This ensures, at the same time, the uniformity
of the site layout and transparency for the visitor. Once they understand how a page
works, the visitor is able to easily repeat the same operations on all the layers they
want to consider. Navigating the site, in addition to being simple, should also be
enjoyable. It was therefore considered appropriate to offer the user the opportunity
to choose, from a number of available options, the cartography that he considers
clearer to associate with the tourist itinerary he is visiting. Therefore, in the design
phase, the background cartographic bases were chosen to be used among the carto-
graphic portals present online such as, for example: OpenStreetMap, Google Maps
or Google Satellite, Bing Maps or Bing Satellite, Yahoo Maps, etc., to understand
which guaranteed greater readability.

Cartografia

oy ‘
Google Earth

The image of the page shows, for example, how the graphic appearance of the
same area can change. Specifically, the center of the city of Fier, the center of the
region, is examined with four different display modes (Google Map, Google Hybrid,
OpenStreetMap and Bing Satellite). From this comparison it is immediately evident
how important it is to have a cartographic base with geographic information clearly
identifiable and legible.

The navigation within the page dedicated to the single itinerary takes place in
a similar way to what has already been illustrated for the main page. From the
“Cartography” menu you can select the one that will be the background and/or the
different layers that make up the path. The ability to choose the cartography intends
to help the user to orient himself better in space, using the tool he deems most
appropriate.
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The increasing number of users of digital maps with portable IT equipment, such
as smartphones or tablets, especially in the tourism sector, has led to the proposal of
a mobile-friendly version of the “Itineraries for alternative tourism” website. In fact,
the problem generally encountered by the user who connects with his or her portable
device to the website, using any browser, has led us, therefore, to “revolutionize” the
project both in terms of graphic dimensions and in terms of access to the contents.
Using the Web framework3 of jQuery4 mobile, a reduced version of the site in
question was created, while maintaining the underlying structure (with the relative
.html, .css, .txt and JavaScript files), typical of OpenLayers (Map 2).

The list of points of interest is accompanied, if present, by the photo of the place.
A search bar has also been inserted at the top of the list, to facilitate navigation
between the points. Given the difficulty of some mobile devices to read, pdf files
were chosen. The description pages of the individual points of interest include a
photo, a short explanatory text and, for some routes, even a button in the title bar (a
blue icon representing two photos). This button opens another page with additional
photos and textual insights into the points in question, as shown in the Map 3. The
app will add information, photos and descriptions related to the proposed Diffused
Hotel.

~ Ea

Cartography - Legend +

Bing Satellite
OpenStreetMap

9 Google Streets
Google Hybrid
Bing Maps

Livelli

7 , Places of interest

71w Firsttrack

¥ Second track
7] === -Third track

Map 2 Detail of the open drop-down menus: “Cartography” menu Source Author’s elaboration
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Map 3 Illustration on the map of the GjanicaGisLab app

5 Discussion and Conclusions

This article discusses for the first time the implementation of the Diffused Hotel
model in Albania and the suitable forms of tourism in a pilot area, the sub-basin
of the Gjanica river in the Fier region. From the fact-finding survey and monitoring
activity carried out on the case study, aimed at an initial survey of the effects that
a CEO produces on the revitalization process, a good reliability of the indicators
used emerges which, albeit in different contexts and in the presence of regulations
uneven, they helped to grasp the important aspects. The results confirm the acceptance
by the local population of this receptive model in the area of the sub-basin of the
Gjanica river, highlighting, among other things, further potentials linked above all
to the environmental heritage. In addition, the contribution presented three software
applications for the dissemination of tourist itineraries on a regional and sub-basin
scale. As mentioned, the tourism referred to is less linked to “traditional” flows,
characterized by high numbers of visitors and a significant impact on the territory.
Instead, we wanted to build an instrument for the promotion of less known areas,
but certainly equally pleasant from a naturalistic and/or cultural point of view, for a
more conscious tourism with a less “consumerist” approach. The dissemination tool
used was that of the Web and mobile phone.

Paradoxically, therefore, in the lesser known, more marginal areas and character-
ized by greater digital divide, it is this innovative and widespread technology that is
the tool with which to promote the territory (Di Somma 2013; Mauro 2013). From a
technical point of view, two of the software applications created (Web and mobile)
use free software and development platforms, while the third (the iOS App) uses the
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Apple circuit. The user can choose between web or mobile consultation, based on the
situations in which they find themselves and/or their specific needs. If the first, in fact,
is ideal for study or research, the second is useful for a purely touristic reading of the
case studies. The convenience of a mobile device makes the application accessible
wherever there is a good “data connection”.
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Exploring the Financial System )
of Madrasas in Gujarat with Focus oo
on Sources of Funds and Its Utilizations

Ibadurrehman Patel ©® and Rusni Hassan

Abstract The Main focus of this paper is to explore the financial system of Islamic
educational institutions (Madrasas) of Gujarat specially where the income of these
institutions comes from and how this fund is utilized. Madrasas are the main providers
of Islamic education in India. From the conquest of India by Muslims majority
of Islamic teachings is completely free till now because children from very low-
income families almost exclusively populate madrassas. Unfortunately, since the
British control, the Madrasas’ financial system has been completely overlooked,
and both the number of donors of waqf land and the number of wagqf properties have
been steadily diminishing, though in some states like Assam, Bihar, Madhya Pradesh,
Orissa, Rajasthan, Uttar Pradesh, and West Bengal few Madrasas receive financial aid
from the government. This paper tries to explore the income and expenditure of the
Madrasas in Gujarat state where Madrasas does not get any financial help. This study
adopts qualitative research which includes annual audit reports of these institutions.
It also gathers information from library and electronic resources. This research shows
that Madrasas in Gujarat are more dependent on public funding in terms of Zakat,
Sadaqah, Fitra, Fidya, Lillah (general donation), while wages, electricity, repairing,
food, gift, program and exam, collection, travel, and hospitality of the guest are the
main expenses associated to operate the Madrasas. This is one of the early studies that
give analysis on the financial system of Islamic educational institutions in Gujarat.

Keywords Islamic Educational Institution (Madrasa) + Financial system -
Income - Expenditure + Gujarat (India)

1 Introduction

As a vast country with its demography and dense population, India has struggled
with the education index among the common population. India is a country with
1.38B people of religious, ethnic, and linguistic diversity, of which an estimated
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195 M or 14.2% of the population is Muslim (Muslim Population by Country 2021),
most of whom identify as Sunni, which constitutes the world’s third-largest Muslim
population in the world after Indonesia and Pakistan, by far the largest minority
group. According to the census, the 2011 literacy rate among Indian Muslims is
57.3%, far behind the national average of 74.4% (Ministry of Home Affairs 2011).

Anyhow, Islamic educational institutions (Madrasas) try to give education to
Muslim children, Madrasa education in India stretches back to the twelfth century
when Muslims conquered India. From that time forward, Waqf sponsored most of
the Islamic education, which was completely free. Unfortunately, since the British
control, the madrasah education system has been completely overlooked, and both
the number of donors of waqf land and the number of waqf properties have been
steadily diminishing. Nevertheless, according to (Qasmi 2005) currently, educational
institutions in India, known as Madrasas, fall into two categories as per their finan-
cial backup: In several states, including Assam, Bihar, Madhya Pradesh, Orissa,
Rajasthan, Uttar Pradesh, and West Bengal, several Madrasas are associated with
state governments. Even though they are small, these Madrasas receive salaries and
funding from their respective governments. Again, there are four types of community-
based Traditional Islamic educational institutions: (1) Maktab, (2) Darul Quran, (3)
Madrasa, and (4) Jamia, which correlate to schools, high schools, colleges, and
universities in the English language. All these four forms of Islamic educational estab-
lishments are collectively referred to as Madrasas by the general public. However,
our focus here is on the second category, which includes Madrasa and Jamiah,
supported and run via donations such as Zakat, Sadaqah, and regular contributions
from the general public. Although no regular census of the types mentioned above
of madrasas has ever been taken, government sources estimate that there are approx-
imately 1,00,000 such institutions in India (Basheer 2016). However, according to
(Nair 2009) overall, there are 1825 madrasas in Gujarat, of which 63 are in the
category of Madrasa and Jamiah (Kapodravi 2015).

However, (Sachar 2006) makes a critical observation validating the view that
children from very low-income families now almost exclusively populate madrassas.
Therefore, these Madrasas must rely on either partial government funds or public
funds in terms of Zakat, Sadaqah, Fitra and general donation. Madrasas in Gujarat
state do not have any government-sponsored Madrasa education board like Assam,
Bihar, Madhya Pradesh, Orissa, Rajasthan, Uttar Pradesh, and West Bengal (Ali
2015). Therefore, they are fully dependent on the well-wisher’s fund. This study,
hence, aims to identify the sources of funds and its utilization of Madrasas in Gujarat.

There is literature on protagonists of educational system (Dars-e-Nizami) the
famous curriculum of Madrasas, as well as how the courses taught at Arabic Madrasas
meet the needs of the students, reformation of Madrasa curriculum, interactions
between the Indian state and Islamic madrasas, and their historical background in
India, However, no particular research has been found on Madrasa in Gujarat, espe-
cially their financial aspects like sources of funds, its utilization and how it can be
managed effectively. This is one of the early studies that give analysis on the financial
system of Islamic educational institutions in Gujarat. Thus, this research will provide
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a way forward for the further research in the area of financial system of Madrasas in
Gujarat.

2 Literature Review

2.1 Islamic Educational Institutions (Madrasa)

Madrasa is an Arabic term, meaning a place for Dars literally, that is to say,
teaching. Public schools and educational institutions in Islamic countries are known
as Madrasa. In Encyclopedia of Islam, (Esposito 1995) described that Madrasa is a
learning institution, in which theological studies about Islam, including philosophy
and Islamic literature, are being taught. ‘Madrasas were initially distinguished as
learning institutions that taught Quran only. Nevertheless, many Western observers
subsequently used this term to draw attention to all schools that promote an Islamic
curriculum, rather than primary, secondary, or advanced. (Bergen and Pandey 2006)
reported that Madrasas differ from country to country or even from city to city. They
may be operated on a daily basis or as a boarding school or a school with a general
curriculum, or as a strictly religious school linked to a mosque. Madrasa refers to an
educational institution in several countries, including Egypt and Lebanon. However,
in India, Pakistan, and Bangladesh, Madrasa frequently refers to Islamic religious
schools. According to (Winkelmann 2005) this Islamic educational institution, there-
fore, aims to educate students so that they can pursue the path that the Quran and
Shariah have prescribed and spread Allah’s wisdom and message to humanity for
the benefit of their physical, intellectual, and spiritual well-being. However, (Hasan
2009) claims that the main purpose of these institutions is to establish graduates such
as those from modern schools, except that they are more familiar with Islam. Histor-
ically, Madrasas have been a learning hub in the Muslim world, and they remain so
until today (Ellis 2007). The history of the Madrasa education system began from the
Masjid al Nabawi (Prophet’s Masjid). There was a platform called Al-Suffa where
the prophet (PBUH) himself used to teach his companions; later, they were known
as Ashab-e-Suffa. The Companions and Ulama of Islam followed the same track,
and up to the ninth century, there is no evidence of separate building centres for
students (Mubarkpuri 2000). It is somehow difficult to point out with certainty when
and where the first separate madrasa was built. According to (Mubarkpuri 2000)
the first Madrasa, like that of the present time, was founded in Nishapur by Shafai
Ulama. However, (Al-Faruque 1987) stated that the minister Nizam ul Mulk Tusi is
the pioneer in this field, and he established the first Madrasa in 1062 in Baghdad.
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2.2 Evolution and Growth of Islamic Educational
Institutions (Madrasa) in India, Including Gujarat

Madrasas were founded in India when the Muslim leaders arrived at the sub-
continent. These institutions were created by the rulers and nobles of the state or
were the result of the collective effort of the community. It is assumed that they
were discovered in the area of Sindh and Multan first (Arshad 2005). According to
(Saklain 1993) after the conquest of the northern part of the Sub-Continent (Sindh)
by Muhammad Bin Qasim in 711 AD, Muslim scholars started to come and settle
in its different cities and an informal setup of Madrassah was established in the city
of Debal. (Tankarwi 2012) claims in Gujarat, the first Madrasa was established by
the Shia Bohra community in the time of king Sidhraj Jaisingh in the early twelfth
century. After that, several madrasas came into existence in the reign of Muslim kings.
However, (Sikand 2005) argues that Muhammad Ghori established a Madrassah in
the city of Ajmer in 1191. It was considered the first formal institution established
by any Muslim ruler in the sub-continent and from there spread to the northern
parts of the country. Then, from the latter half of the twelfth century to almost
the end of the sixteenth century, there was a steady growth of madrasas under the
patronage of the early Muslim and Mughal kings. Overall, during this time, madrassas
gained financial support and respect from rulers and common citizens alike. The first
conqueror of the Mughal era, Babar, is remembered for establishing (between 1526
and 1530) particular division for the advancement and administration of madrassas
(Kidwai 2015). Among the subsequent kings, Akbar (1556-1605) was especially
noted for enhancing the access of common citizens to madrassas (Riaz 2011). The
Emperors Jahangir (1605-1658) and Aurangzeb (1658—1707) resurrected several old
madrassas and improved financial arrangements for their upkeep and scholarships
to poor students (Kidwai 2015). They provided a substantial amount of land (jagirs)
to religious schools. State-sponsored madrasas persisted even throughout the era of
the last Mughal Empire of Bahadur Shah Zafar (Siddiqui 1997). Thus, more than
a thousand madrasas sponsored by the state are recorded to have been in operation
during the pre-Mughal Tughlaqs and were widespread throughout the length and
breadth of the country during Mughal rule.

However, there has been a concern in India about Madrasa education after the
British enacted Legislation to seize overall Madrasa properties in India in 1828
(Nair 2009), particularly since the first war of Indian Independence took place in
1857, Madrasas lost political patronage. As a result, traditional education institu-
tions no longer had recourse to endowments in the form of free properties (Kidwai
2015). Nonetheless, they continuously operated with the spirit of supporting the
legacy of classical Muslim education in the Indian sub-continent amid the finan-
cial turmoil and the sequence of crises. Owing to the bitter experience of being
governed by the colonial forces, the Muslims became more aware of their religious
existence, producing many madrasas. The most prominent and popular among them
was Darul Uloom Deoband and Mazahirul Uloom Saharanpur, established in 1866,
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Darul Uloom Nadwatul Ulama, founded in 1892 in UP, and Jamiah Ashrafiah of
Rander in 1870 in Gujarat (Nadwi 1999).

Anyhow, nowadays there are many madrassas, both old and modern styles, in
Gujarat. The Jamiah Islamia of Dabhel, established in 1908, was really a great insti-
tution once, claiming on its staff men of the calibre of Maulana Anwar Shah Kashmiri
and Maulana Shabbir Ahmad Osmani (Nadwi 1999). Jamiah Husainiah of Rander
was founded in 1917; Al Jamiah Al Islamiyyah Taaleem u Al Islam of Anand has
been established in 1919; Al Madrasa Al Arabiyyah Li Taalimi Al Muslimeen of
Lunawada was originally established in 1930; Darul Uloom Saadat u Al Darain of
Sitpon was established in 1939; Darul Uloom of Chaapi was officially established in
1945; Al Jamiah Al Islamiyyah Imdad u Al Uloom of Wadaali was started in 1956;
Darul Uloom Falah e Darain of Tadkeshwar was actually founded in 1964; Darul
Uloom Al Islamiyyah Al Arbiyyah Matliwala of Bharuch in 1966; Darul Uloom Al
Arbiyyah Al Islamiyyah of Kantharia in 1969; Darul Uloom Baroda of Tandalja was
erected in 1972; Al Jamiah Al Qasimiyyah of Ratanpur in 1981; Darul Uloom Al
Markaz Al Islami of Ankleshwar in 1984; Jamiah Mazhar u Al Saadah of Hansot
in 1985; Jamiah Uloom u Al Quraan of Jambusar inaugurated in 1988; Jamiah Al
Qiraat of Kafleta in 1996 and Jamiah Ameen u Al Quraan of Paanpur began in 1998
are the most notable (Kapodravi 2015).

2.3 Types of Madrasas Based on Sources of Fund

For the thousands of Madrasas operating in India with the mission of spreading
Allah’s message to humanity, there are primarily two types of financial assistance to
them:

Charity Based Madrasas

This type of Madrasas is almost dependent on the support of charity. The majority
of the Madrasas have their own charity collectors, commonly referred to as “Safeer,”
who go door to door to ask for donations from the Muslim community. Organizations
such as the Jamiat Ulama-e-Hind and Rabta-e-Madaris-e-Islami issue certificates
to Madrasas affiliated with them to certify their authenticity and charitable work
(Nair 2009). Occasionally, some Muslims make a large contribution to a Madrasa in
terms of Sadaqah. Certain individuals make Zakat and Fitra contributions to certain
institutions. During Eid-ul-Azha, Muslims frequently donate their charm-e-qurbani
(slaughtered animal’s skin) to Madrasas. However, certain Madrasas have permanent
revenue streams, like lands, residential complexes, and other real estates that generate
regular profits (Khan et al. 2003), but these types of Madrasas are very few.
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Government Grants Madrasas

The government of certain states, including Assam, Bihar, Madhya Pradesh, Orissa,
Rajasthan, Uttar Pradesh, and West Bengal, has established government-sponsored
Madrasa education boards. While the government of these states provides some
funding to these institutions, the number of such Madrasas is relatively small (Ali
2015).

3 Research Methodology

This research adopted the qualitative method as it allows the researcher to collect
financial reports of Madrasas in Gujarat which will help to exhibit the sources of
funds for Madrasas and help to know their main expenses. This research is based on
secondary data which is collected from sources such as published articles, books,
websites, academic writings, and last 3 years annual audit reports of 7 Madrasas
out of a total of 63 Madrasas approximately, though these reports are not accessible
online and are very hard to get. Furthermore, an explanatory research type will be
used, since no research conducted about Islamic educational institutions (Madrasa)
of Gujarat (India), particularly from financial aspects.

4 Findings and Discussion

4.1 Income and Expenditure Statements Analysis

The main objective of this study is to know the financial system of the institutions
mentioned above, especially the income of these Madrasas, and how is it utilized
as it has been discussed earlier that there is no study about the financial system of
these institutions until now. Hence, the researcher tried to analyze the income and
expenditure statements of seven madrasas for the last three financial years, catego-
rizing the madrasas into three different classes according to the student’s capacity.
The first category is the madrasas with the capacity of 400-500 students, the second
category is the madrasas which have the capability of 700-800 students, and the last
category is Madrasas, with 900—1000 students. The data presented below were taken
from the tabular form of the income and expense statements in an excel sheet from
which the main income items and expense items were represented in a bar graph for
comparing the financial periods (Fig. 1).
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Madrasa A

According to the graph above, the main income of Madrasa is from Zakat, Sadaqah,
Lillah and food fees in which income from Zakat is 12.3 M, 13.3 M and 12.5 M for
the past 3 years respectively, Sadagah was 1.1 M, 1 M and 1.3 M respectively, Lillah
was 1.1 M, 1.4 M and 1.5 M respectively and food fees were 1 M, 1.7 M and 2.8 M
respectively. Other income like Fitra & Fidya, the skin of sacrifice etc., amount to
1.2M, 1 M and 1.7 M, respectively (Fig. 2).

The graph shows that the expenditures incurred in Madrasa A are mainly in
payment of salary, electricity, and food expenses. Salary expenditure was 10.4 M,
11.M and 12 M for previous 3 years respectively, electricity amount to 0.45 M,
0.47 M and 0.53 M respectively and food expense incurred was 5.2 M, 6 M and
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Fig. 2 Expenditure statement of Madrasa A. Source Financial Statements of Madrasa A (2019-21)



62 I. Patel and R. Hassan

Income

H. Hl H.

B |
.

|
1
|

ehply g enyy
§394 poo4
BIUJ1IOBS O UINS

2018-19 = 2019-20 = 2020-21

Fig. 3 Income statement of Madrasa B. Source Financial Statements of Madrasa B (2019-21)

6.1 M respectively, other expenditure like water works, repair and maintenance, gifts
etc., amount to 0.65 M, 0.79 M and 1.1 M respectively.

Anyhow, the major source of income was Zakat. However, the main expenditure
incurred by Madrasa A is in paying salary to their staff members, which is supposed
to be paid through income from Lillah and fees; since they have inadequate funds,
they had to cover the salary expenses through Zakat and Sadaqah. It should be noted
that for the past 2 years, the Madrasa had to take Qarz-e-Hasan (Financial loan) of
0.36 M and 0.50 M (Fig. 3).

Madrasa B

As we can see from the graph above, the core income of Madrasa B is from Zakat,
Sadaqgah, Lillah, Fitra & Fidya, food fees and skin of sacrifice. Where the income
gained from Zakat is 5.7 M, 4.8 M and 5.8 M for the 3 years prior to the current
year. The income of Sadaqah increased from 0.51 M in 2018 to 3.7 M in 2020.
Income from Lillah was 2.5 M, 3.5 M and 0.53 M respectively, and Fitra and food
income were 1.1 M, 0.97 M and 1.8 M from 201820, Fees collection was 3.3 M
and 3.3 M for 2018-2019 and 2019-2020, but it dropped significantly to 0.94 M due
to Covid-19 pandemic (Fig. 4).

Expenses incurred by Madrasa B are mainly in paying salary, food expenses,
electricity, collection expenses and repairing and maintenance. Salary paid amounted
to 7.7M, 9.1 M and 8.3 M respectively. Food expenses were 3.5 M, 4.2 M and 1.5 M
for the past 3 years. Electricity expenses paid was 0.67 M, 0.58 M and 0.15 M
respectively. Collection expenses, including travel and collection salary expenses
were 0.62 M, 0.66 M and 0.53 M for last 3 years. Other expenses like program &
exam, travelling, gift, guest, stationery, and printing expenses etc. amount to 1.3 M,
1.1 M and 0.8 M respectively.

Considering the income and expenditure of Madrasa B, we can see that the main
income of the madrasa is from Zakat and the main expenditure is the Staff salary,
part of the salary is being paid through Zakat funds since there is a shortage of funds
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from Lillah and fees. It needs to be highlighted that the madrasa allocated a part of
the budget to collect funds (Fig. 5).

Madrasa C

The above graph illustrates the main income of Madrasa C. They are Zakat, Sadaqah,
Lillah, fees etc. The income from Zakat was 13 M, 18 M and 11 M respectively for
the past 3 years. Sadagah was collected 10 M, 2.7 M and 2.8 M for 3 preceding years.
Income from Lillah was 1.4 M, 15.5 M and 8.5 M respectively, Income generated
from fees was 1.2 M, 1.3 M and 0.22 M. Other incomes generated from the skin of
sacrifice, gifts, school fees, ITI, NCPUL grant etc. which amounts to 2.6 M, 2.8 M
and 0.79 M. According to the income statement of Madrasa C, in the past 3 years, the
Madrasa generated the highest income in the period of 2019-20, which was 40.5 M
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Fig. 4 Expenditure statement of Madrasa B. Source Financial Statements of Madrasa B (2019-21)

Income

s3a4 |ooLas
awoau| |1

v
z
ps |
o
=1
v
-3
Q
=
3
(-3

2018-19 m2019-20 m2020-21

Fig. 5 Income statement of Madrasa C. Source Financial Statements of Madrasa C (2019-21)
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Fig. 6 Expenditure statement of Madrasa C. Source Financial Statements of Madrasa C (2019-21)

and the lowest in the period of 2020-21, which was 23.4 M due to the pandemic
(Fig. 6).

The expenditure graph highlights the main expenses incurred by the Madrasa for
the past 3 years, Staff salary, food, electricity, repair, and maintenance and ITI and
School. The Staff salary was 12.3 M, 14.2 M and 14 M for past 3 years. Food expenses
were 8.1 M, 8.3 M and 3 M, respectively. There is a decrease in food expenses for
the period of 2020-21 compared to 2 years prior to it because of few students in the
madrasa due to the pandemic. Electricity expenses also saw a decline from 2.5 M
and 2.2 M in 2018-19 and 2019-20 respectively to 0.87 M in 2020-21 due to less
electricity usage. ITI and school expenses incurred was 2.5 M, 12.8 M and 3.5 M
for the past 3 years. Repair and maintenance expenditure were 0.9 M, 0.34 M and
0.43 M for the years 2018-2020. Other expenses amount to 3.7 M, 2.8 M and 1.9 M.

We can see from the above data that in the period of 2018-19, Madrasa C had
to pay salary and cover expenses by using the income from Zakat and Sadaqah in
contrast to the period of 2019-20 in which Salary expense was paid with income
generated from Lillah and other income other than Zakat and Sadaqah. It is to be noted
that the income and expenditure of Madrasa C are more than the above mentioned
2 madrasas, Madrasa A and Madrasa B. Madrasa C has income from ITI, NCPUL
grant and school fees, which is specifically used to cover expenses of ITI and school.
However, the expenses incurred in ITI and school in the period of 2019-201is 12.8 M
which was paid with income from unknown sources (Fig. 7).

Madrasa D

The income graph of Madrasa D depicts that its main income was from Zakat, Lillah,
Sadaqah, fees and skin of sacrifice. The Funds collected from Zakat were S M, 5.8 M
and 6 M. Funds from Sadaqah were 0.32 M, 0.32 M and 0.4 M, respectively, for the
past 3 years. Income gained from cash waqf was 9.8 M, 10.5 M and 12.1 M. Lillah
income was the highest income compared to all other items in the income statement.
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Food Fees income was 2.4 M, 2.9 M and 3.5 M for the previous 3 years. Income
from the sale of the skin of sacrifice was 3.5 M, 2.9 M and 2.5 M, respectively, for
the past 3 years (Fig. 8).

Madrasa D’s expenditure chart shows that the expense of this Madrasa mainly
consists of Staff salary, food expense, electricity, repair, maintenance, etc. Staff salary
was 11.1 M, 12.7 M and 14 M. Food expenses were 6.4 M, 7.1 M and 7.5 M for
the period from 2018 to 2020. Electricity expenses incurred have been consistent
for all 3 years, which is 1.4 M, 1.4 M and 1.6 M. Repairing and maintenance of the
madrasa cost 1.1 M, 0.4 M and 0.5 M for the preceding 3 years. All other expenses
like stationery and printing, purchase of books, travelling, etc. totalled 1.1 M, 1 M
and 1 M, respectively.
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Fig. 7 Income statement of Madrasa D. Source Financial Statements of Madrasa D (2019-21)
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Fig. 8 Expenditure statement of Madrasa D. Source Financial Statements of Madrasa D (2019-21)
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Fig. 9 Income statement of Madrasa E. Source Financial Statements of Madrasa E (2019-21)

Since Madrasa D has a large number of funds from Lillah and other income,
including fees and miscellanies, they could pay Salary from that amount. Unlike the
previous 3 madrasas, where the main income was from Zakat and salary had to be
paid from the Zakat and Sadaqah funds (Fig. 9).

Madrasa E

The above graph portrays that the major income of Madrasa E is generated from Zakat
and Lillah funds. Zakat collected amounts to 5.1 M, 4.8 M and 5.1 M, respectively,
which is about 75% of the total income. Lillah collected is 0.9 M, 1.4 M and 0.85 M
for the past 3 years. Other income includes share dividend, Sadaqah, Fitra and Fidya,
food fees and rental income (Fig. 10).

The expenditure of Madrasa E is incurred mainly in Salary, and dining expense
which is 3.2 M, 4 M and 4 M for Salary paid and 2.7 M, 2.6 M and 2 M for dining
expense respectively for the past 3 years. Other expenses include electricity, repair
and maintenance, gas, collection expenses, travelling etc., which amount to 1 M,
1.1 M and 1.2 M for the period of 2018-2020. The major expense incurred by the
Madrasa is in dining expenses, and salary paid, which consist of more than 50% of
the total expenditure.

The point to be highlighted is that Madrasa E has multiple sources of income
like rental income and share dividend, which was not found in income statements of
previously mentioned madrasas. As Zakat funds are the main income, staff Salary
was paid with the Zakat funds, whereas it is supposed to be paid with income from
Lillah, rental income and share dividend (Fig. 11).

Madrasa F
The above graph illustrates the income of madrasa F, which consist of Zakat, Sadaqah,
Lillah, build fund, share dividend, food fees and grant fund. Zakat collected was
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Fig. 11 Income statement of Madrasa F. Source Financial Statements of Madrasa F (2019-21)

39 M, 6.8 M and 7.9 M for the period of 2018-2020. Sadaqah was 3.2 M, 5.1 M
and 6.3 M respectively for the past 3 years. Lillah collected was 5.8 M, 8.4 M and
7.2 M. The built fund was collected only for the period of 2018-19, which was
about 4 M. Other income consists of share dividend, food fees, grant fund amount
to 1.8 M, 1.6 M and 1.5 M in which grant from NCPUL is specifically used for the
same purpose (Fig. 12).

The major expenditure of Madrasa F was in Dining expenses, Salary and elec-
tricity, which makes up around 80% of the total expenditure. The other expenses
include repair and maintenance, land revenue, stationery and printing, collection
expense, school expense, travelling etc., which amount to 3.6 M, 2.8 M and 2.8 M
for the previous 3 years.
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According to the financial statement of Madrasa F, in the financial period of 2018—
19, the Madrasa incurred a loss of 0.2 M, and in 2019-20 and 2020-21 period, the
Madrasa had an excess of 1.5 M and 1.5 M respectively. Despite using the waqf
land, the Madrasa has made an annual payment of land revenue to the government.
The madrasa also has a school and other small branch of the madrasa, which have
separate expenses (Fig. 13).

Madrasa G

As seen in the graph above, the Zakat collected makes up the majority of the income
of Madrasa G. Other Incomes include Sadaqah, Lillah, Fitra & Fidya, fees, rental
income, kitchen stock etc. Zakat funds were 20 M, 23 M and 20 M respectively for
the 3 years. Almost 70% of the income of the madrasa comes from the Zakat fund.
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Fig. 12 Expenditure statement of Madrasa F. Source Financial Statements of Madrasa F (2019-21)

™
i |

-
o
o
w
=7
a
o
3
™

awoou| [ejuay |

2018-19 w2019-20 = 2020-21

Fig. 13 Income statement of Madrasa G. Source Financial Statements of Madrasa G (2019-21)



Exploring the Financial System of Madrasas in Gujarat ... 69

Expenditure

[l

|
=]

dures jeas

2018-19 W 2015-20 W 2020-21

Fig. 14 Expenditure statement of Madrasa G. Source Financial Statements of Madrasa A (2019-21)

Sadaqah amounts to 1.1 M, 1 M and 1.3 M, Lillah income is 1.1 M, 1.4 M and 1.5 M,
fees collected amount to 1 M, 1.7 M and 2.8 M respectively for 3 years preceding to
the current year (Fig. 14).

A major part of the expenditure was incurred in food and Staff Salary which
makes up 70% of the total expenditure. Other expenses include electricity, repair
and maintenance, stationery, and printing, Staff Saving, Gifts etc. which amounts to
7.3 M, 11.1 M and 10.2 M for the previous 3 years.

The madrasa has generated revenue from multiple sources like fees collection,
program income, rental income etc., but still, the Madrasa had to take a Qarz-e-Hasan
(Financial Loan) in the year 2019-20 to meet the expenses. In the period of 2020-21,
Madrasa was only able to pay back part of the loan taken in the previous financial
year, which shows that even after Madrasa had multiple sources of income, it was
not able to fully repay the loan in one financial year.

5 Conclusion

Looking at the financial statement of the Islamic educational institutions (Madrasas)
in Gujarat, it is discovered that total revenue and expense differ by Madrasa,
depending upon the size of students and the facilities offered. Even so, the first
segment of Madrasas, which educates 400-500 students, has a budget of nearly
10 M INR, the second category, which teaches 700-800 students, has a budget of
approximately 25 M INR, and the third category, which enlightens 1000 students,
has a budget of up to 40 M INR. Apart from this, some Madrasas receive and spend
more money than others because of quality of the services they give. Moreover, the
main income of these institutions comes from Zakat, Sadaqah, Lillah, Fitra, Fidya,
and fees, whereas nearly 80% of income is derived from Zakat, Sadaqah, Fitra, and
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Fidya, around 10% is obtained from Lillah, and the remaining 10% is sourced from
fees and other sources. While wages, electricity, repairing, food, gift, program and
exam, collection, travel, and hospitality of the guest are the main expenses asso-
ciated with running the Madrasas. Most of the collected fund goes to wages, food
and electricity expenses which are around 50%, 30% and 10% respectively, and
the remaining 20% is allocated to other expenses. Compared to the cost of elec-
tricity, some Madrasas spend 10% of their total income on maintenance and repairs.
However, salaries account for nearly 60% of total expenses in a few Madrasas, with
food costs accounting for up to 30% of total expenses.
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Abstract It is evident that the impacts of COVID-19 crisis on education inevitably
require a myriad of innovations on the delivery of conventional financial management
courses in higher-educational institutions. The Future-Ready Financial Management
Course (FRFMC) was one of a plethora of innovations that was developed to uncover
the gap in the current curriculums. It also aims to cultivate and expand the abilities
of students by enriching teaching contents and optimizing teaching methods through
the Future-Ready Curriculum using a modified Attracting, Informing, Positioning
and Delivering model. The development of FRFMC is extremely important as it
can be used a means to attract non-finance students background to show interest in
studying finance. Furthermore, the FRFMC dramatically changed the way higher-
educational institutions, specifically educators in a financial management course to
engage more efficiently and effectively with their new batches of digitally native
and technologically savvy students. The reality is, many students are now on remote
learning mode, highly depending on technology especially during the COVID-19
pandemic. While many students are considered sophisticated users of technology,
few non-finance students are found struggling to learn the basics of finance for
entrepreneurs. The FRFMC intends to cater to both groups of students. A number of
431 questionnaire surveys were collected among the non-finance student of Universiti
Malaysia Kelantan and observations was adopted as the mechanisms to examine the
students’ experience during the FRFMC implementation. The findings show that
financial management courses can indeed be taught in a more innovative and effective
way in order to draw the interest of non-finance students to take up more technical
courses in the future.
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1 Introduction

Today, financial management has become an essential course typically required for
students specializing in fields such as business, management, and entrepreneurship
(Usama and Yusoff 2018; Kenayathulla et al. 2020; Ramavhea et al. 2017). Non-
finance students in these areas were required to at least grasp the basic importance of
this course in managing businesses at large, and specifically, in managing the financial
and operational sides of businesses. Nevertheless, some students have found technical
courses such as financial management, accounting, and actuary difficult to learn, in
particular, if they did not have prior basic knowledge on the syllabuses of these
courses (Lubbe 2017). There are many reasons that contributed to this phenomenon.
(Khoo and Fitzgerald 2021) and (Thomas et al. 2021) for example argued for a
meticulous review of degree courses in the era of the Industrial Revolution 4.0 (IR
4.0) in order for latest innovations and technologies to be embedded in these courses
which consequently make them more attractive and palatable for students, especially
those hailing from the Society 5.0 as well as those from non-finance backgrounds. The
integration of technology in the teaching and learning method for finance courses
is thus deemed necessary as it can attract students to consequently provide better
interest and participation towards the courses.

Although the needs for future-ready courses are growing (Andiola et al. 2020;
Bowles et al. 2020), the actions taken on developing and offering the courses are
noticeably sluggish. Many past studies have shown the need for future-ready courses
for students (see (Andiola et al. 2020; Maali and Al-Attar 2020; Aziz et al. 2019)).
Unfortunately, few studies have tried to propose appropriate processes and methods
to develop future-ready courses. Hence, this study aims to develop a future-ready
course, in particular, developing innovative financial management courses for non-
financial management students as well as to implement the future-ready course.

It is an inevitable fact that students specializing in pure science disciplines are
way more technologically savvy compared to those in social science disciplines.
This is purely because technologies are ubiquitous in every aspect of the former’s
studies, such as in the use of machines to analyze scientific samples and report exper-
iments’ results, as well as the use of artificial intelligence to conduct specific labora-
tory chores, providing additional mileage to human limitations. Many pure science
students regard their laboratories as playgrounds providing a particular excitement
and experience in the teaching and learning experience of the courses. That subjec-
tive value naturally creates voluntary participation among students in passionately
learning the courses. On the other hand, social science students still have to largely
deal with mostly traditional way of teaching and learning methods. It is safe to say
that their exposure towards technology are greater outside of the traditional teaching
and learning activities of their social science courses than inside. This, more or
less influences the students’ commitment, interest, and participation in expecting
more innovative and attractive social science courses. This passive attitude there-
fore prompts the need for technologies to be embedded into existing social science
courses, in particular, accounting courses.
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Conventional curriculums, in particular, calculation-based courses greatly lack in
their efforts to embed current trends into their syllabuses and at the same time, failed
to equip students with the necessary set of skills demanded for their job marketability
in the future. The reality is that many students graduated without vital future-proof
skills, and are severely insufficient in current trends exposures during their studies.
This consequently results in many graduates facing additional challenges in getting
a job placement as many employers nowadays prefer graduates with a sound tech-
nological and digital knowledge and skills. In other words, students today have a
critical need for future-ready curriculums that can equip them with a contemporary
set of critical skills such as digital, communication, and interpersonal skills which
they expect to be delivered during their teaching and learning activities.

Besides, the year 2020, in which the COVID-19 pandemic impacted every aspect
of human life including the educational sector has witnessed an aggressive shift
towards digital-based teaching and learning activities. This is evinced by a massive
amount of courses around the world shifting from a non-face to a face-to-face mode
of delivery. The pandemic has forced many societies to follow standard operating
procedures (SOPs) as a step to stop the virus from spreading, for example by imple-
menting a social distancing policy in public places (Rachmadtullah et al. 2020).
Yet the truth is that, social distancing has itself produced its own side effects to the
traditional teaching and learning activities. For instance, many lectures and tutorials
classes are nowadays routinely conducted online via synchronous or asynchronous
methods. This means that many of the current curriculums are no longer relevant
for implementation and need to be improved or transformed into one that are more
future-ready.

Therefore, the objective of the study is to first create a future-ready finan-
cial management course for non-finance students. This is particularly to look into
the effectiveness of future-ready course among first year undergraduate student in
Universiti Malaysia. Second, the study seeks to innovate the conventional finan-
cial management courses using the Internet of Things (IoT) technology expected
to enhance the interactive quality of a learning experience in a real-world environ-
ment. Third, the study expects to increase the students’ motivation and subsequently
stimulate their interest to studying financial management courses using the AIPD
model.

This paper is organised as follows. Section 2 covers a review of relevant literatures
on the evolution of education and technology over time. Section 3 discusses on the
methodology and design of the study. Meanwhile, detail discussion on empirical find-
ings are reported in the Sect. 4. Finally, conclusion, limitations and recommendations
are present in the Sect. 5.



76 T. Abdullah et al.

2 Literature Review

2.1 Evolution of Education and Technology

Education is often related with the ideas of schooling, learning and training whereas
it can be access formally from university, college or school. In 1800s, education is
deliver face-to-face in the lecture room or classroom. During the learning processes,
both the lecturer and students could see the face expression among them and give
respond and feedback immediately without delay. What more important, blackboard
and chalks were used as a learning management system to deliver the information
to the students (Muttappallymyalil et al. 2016). The use of the blackboard is solely
depending on the ability and creativity of the teacher and lecturer to visualize the
course for the students. In 1960s onwards, Overhead Projector (OHP) was widely
used in classroom across the country. This technology evolution in education systems
has influenced the teaching and learning process in schools and higher education
institutions. Among of the benefit of the OHP were the teacher are faces the students
at all times, bring images are projected in fully lighted rooms and simple and easy
to use (Putney 1964; Gallentine 1970; Essex-Lopresti 1979). At this time, lecturer is
the primary source of information and the students or learners passively receive it.

Late of 1980s, technology has begun to change the role of lecturers and students.
Despite of doing the teaching activities, the lecturers’ role is shifting to guide on
the side as the students has open access to the information and knowledge via tech-
nology. The walls of the classrooms are no longer barrier as the technology has bring
in the source and information into the classroom (Arumugam 2011). In addition,
lecturers and students are also having the opportunity to communicate and collabo-
rate with others across the countries. In the early of 2000s, technology have changes
the learning management system especially in higher education institution. OHP was
replaced by system networks and Web 2.0. Malaysia via National IT Council is one
of the country that actively develop and redevelop education policy as to enhance the
education system (Ministry of Education 2001). Later, in 2009, technologies such as
wireless, Bluetooth and broadband have become a part of the daily life of a student
(MIMOS 2009). Teaching and learning process become more interesting regardless
it is theoretical or calculation courses.

In 2020, a virus called Covid-19 is attacking people across the country. The
government has to stop the spreading of the virus by implementing the movement
control order. As a result, many sector including education sector has affected with
the new standard of the movement. The teaching and learning process in the school
and higher education institutions are conducted from home. In parallel with the
industrial revolution 4.0, many courses are conducted using advance technologies
such as Internet of Things, augmented reality and zapper. The classroom activities
such as quiz, test, examination and presentation were also conducted via online using
aparticular platform such as zoom, google meet, kahoot, youtube and webex. Despite
of the changes in the technology, it brings an inspiration for the education sector to
improve the teaching and learning management (Means 2010).
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3 Methodology and Design

Figure 1 shows Simeon (1999, 2001) Attracting, Informing, Positioning and Deliv-
ering (AIPD) framework that has been adapted and modified according to the context
of this study. The framework shows elements regarded as independent variables from
the previous study, namely, attracting, informing, positioning, and delivering. The
four elements are also called strategic dimensions in the framework. These elements
function to affect the way an object becomes more attractive, dynamic, innovative,
trustworthy, and exciting. In the context of the current study, the object here refers
to the financial management course. Furthermore, Fig. 1 implies that an attractive,
dynamic, innovative, trustworthy, and exciting financial management course creates
a positive feedback, similar to receiving a positive perception towards the course
from the students.

With reference to the AIPD framework (Simeon 1999; 2001), the study proposed a
project design flow as exhibited in Fig. 2. This new framework proposed that lecturers
are required to focus on the strategic dimension of the course’s website in delivering
a future-ready curriculum, especially for a technical and calculation-based course
such as financial management.

A total number of 431 non-finance students were involved in this research project.
They were a first year students from faculty of business and entrepreneurship of
Universiti Malaysia Kelantan. At the beginning of the semester, the students were
given an explanation on the FRFMC which include on the briefing of the course, the
individual and group tasks that need to be completed throughout the semester. For
the course, students will be learning fourteen topics in fourteen weeks. The lecturers
delivered the content for each topic either asynchronies or synchronies via zoom or
google meet. Augmented reality was created which require the students to scan the
zapper code to assess all the material and learning activities. For a group task and

Independent Variables

Dependent Variables
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Website Dependent Variables
Informing
5 Perception Rich Strategic
Web Environment
Positioning
Innovative
Trustworthy
) Excitin
Delivering '-‘--"|r[1;r‘?

Source: Adapted from Simeon, 1999, 2001

Fig. 1 AIPD framework
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Fig. 2 Project design flow of FRFMC

presentation, students are required to form a group of 5 members in order to work
on the group assignments which are preparing a report and delivering a presentation
based on the instruction given by the lecturers. All the instructions and information
on the group task were published on trello, e-campus and WhatsApp group. Three
platforms were used as to make sure that the instructions and information were
delivered to the students. This actions were taken as to consider some students that
are from a remote area and having difficulty in accessing the internet. For the test,
quiz and individual assignments, students will be informed at the early semester as
how to access the questions and activities and which topics that need to be focus.
For the submission, the students are required to submit both of the written report and
video presentation either via e-learning management website, Trello or google drive.

3.1 Design of FRFMC

The project flow in Fig. 2 showed seven important phases involved in developing
and implementing FRFMC for non-finance students throughout this study. Each one
of the seven phases are discussed in detail below.

Phase 1

The first phase of the project began with a series of discussions on finding a suit-
able idea which offers an innovative and attractive quality to the project. In addition,
the discussions were complemented with in-depth readings on the subject matter:
the financial management course. The outcomes derived from the discussions and
readings led the research team to an idea of innovating and restructuring existing
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conventional teaching and learning activities, in particular, the financial manage-
ment course, in order to suit current demands arising from the rapid technolog-
ical development, student’s preferences, as well as the universities’ and industries’
contemporary needs. Besides, the idea also fittingly reflects the government’s current
aspiration of encouraging more educational institutions such as higher learning insti-
tutions to be equipped with future-ready curriculums preparation in order to prepare
students to meet prevailing demands of many industries today. Upon confirming the
selected idea with the research team, the project was named Future-Ready Financial
Management Curriculum (FRFMC), designed specifically for non-finance students.
The non-finance students may include students studying in fields such as logistics,
management, retailing, as well as business.

Phase 2

The second phase of the study saw further discussions on the agreed idea. The discus-
sions were now focused on sharing all ideas to build the project proposal as the project
is a strategic collaboration between lecturers with various knowledge and expertise
on the subject matter which make up the research team. The research team comprised
of lecturers from multiple sub-disciplines of financial management, namely finan-
cial accounting, management accounting, financial banking, entrepreneurial finance,
information technology, business management, and corporate governance. Thanks to
the good number of experts working together, the project proposal was prepared and
completed a short period of time. At this stage, technology had begun to be integrated
by the research team in helping conduct its discussion activities, segregating tasks
and duties to each of its members in various geographical areas, setting working
schedules, and gathering work form all of its members in the process of forming a
complete project proposal.

Phase 3

In the third phase of the study, there was further expansion to the project proposal
completed in the previous phase. The technology selected for innovating the course
was also decided in the previous phase of the study. As far as this project is concerned,
a simple Augmented Reality (AR) technology using IoT was selected to create an
interactive, virtual, and integrated platform containing FRFMC contents for lecturers
and students alike. The AR platform created required various contents for FRFMC
such as assessments for students, quizzes, tests, group assignments, individual assess-
ments, projects, and presentations, all to be included in one interactive, virtual, and
integrated platform. This phase consequently saw the research team gathering all rele-
vant contents to fulfil the particular AR platform’s requirement. The contents that
were derived mostly from existing practice were then transformed into digital forms
in order to be integrated seamlessly into the AR platform. In addition, few innovative
assessments were also created by the research team for non-finance students seeking
to use the platform. For instance, the students can create their own website using a
free website provider such as Wix.com to present their projects, completely using
their own creativity and preferences. Furthermore, virtual presentation task was also
created by the research team to assess communication skills of the students using the
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Fig. 3 A logo of the Zappar
Triggers

platform. The task requires the students to create a 7 to 10 min long video and use
Blendspace as a medium to present their projects. The students may choose to present
their projects based on any particular role play characters they desire. The students
are subsequently required to prepare a video presentation using Microsoft Power-
Point or Prezi and subsequently link it to Blendspace. An award awaits a production
of the most creative video presentation.

Phase 4

The fourth phase of the study saw the AR platform finally created based on the
contents gathered in the previous phase. To create the AR platform, the research
team used the ZapWorks designer platform. The AR platform was created to be
used as a base and provide an interface for lecturers and students to share FRFMC
contents. Plus, it is also used in conducting teaching and learning activities in both
online and offline classes. ZapWorks platform was used to create the Zappar Triggers
and incorporate teaching and learning materials into the AR platform. Once a project
created on the platform is published, one user interface will be created and is ready to
be used by both students and lecturers. In order to reach the interface, both students
and lecturers need to scan the Zappar Triggers using a Zappar scanner which can be
downloaded for free from the Google Play store.

Figure 3 exhibits the Zappar Triggers that first need to be created on the ZapWorks
designer platform already provided to both students and lecturers. The Zappar Trig-
gers enable the students and lecturers using the platform to scan the tracker, enter the
platform’s classrooms, and access materials, guidelines, instructions, assessments
such as quizzes, tests, project reports, videos, lecturer profiles, and other relevant
materials prepared in the ZapWorks designer platform beforehand.

The Zappar Triggers need to be shared to students by a lecturer or a FRFMC
course coordinator. Moreover, they can be also shared via the common e-learning
platforms provided by an individual university or through messaging platforms such
as aclass’ WhatsApp and Telegram groups. In addition, to provide better information,
the Zappar Triggers can also be printed on posters carrying brief information about
the course (i.e. FRFMC) as illustrated clearly in Fig. 4 below.
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Fig. 4 An example of a course poster with a Zapper scanner printed on it

Phase 5

In the fifth phase of the study, alternative assessment mechanisms were created for
the purpose of blended learning. The mechanisms were required to be suitable and
relevant to FRFMC and may take the forms of online quizzes, online tests, exercises,
financial management project reports, and video presentations. Both of the written
report and video presentation produced will be published on the YouTube and/or
attached to the Trello website (refer Fig. 5). Nonetheless, any groups of student
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Fig. 5 An example of students’ projects published on the Trello website

facing any internet-related problems may send and publish their project on their
university learning management system, commonly known as e-learning.

Phase 6

In the sixth phase of the study, FRFMC was finally implemented in financial manage-
ment classes. Students learning the course using FRFMC were expected to experience
more interactive and fun-infused learning activities than those who are not.

Phase 7

In the seventh and final phase of the study, the students’ responses, feedbacks,
and recommendations were gathered and meticulously examined. The descriptive
analysis and results obtained are illustrated succinctly in Fig. 6.

4 Results and Discussions

Based on the observations made during classes and upon the completion of the
course, FRFMC was revealed to have been successful in transforming the tradi-
tional financial management teaching and learning activities into one interactive and
fun-packed course for students. Students, were in general found to be more moti-
vated and committed towards the course’s requirements in stark contrast from past
practice. Plus, they also became more guided, compliant, and skillful when given
more technical activities involving technologies and applications. These positive
outcomes are ultimately in line with the FRFMC Course Learning Outcome (CLO)
which seeks to equip students with digital, interpersonal, communication, technical,
decision making, as well as entrepreneurial skills throughout the implementation of
the course.
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Tables 1, 2 and 3 illustrate responses that were gathered from 431 non-finance
students who experienced the implementation of FREMC in one semester. All items
in Table 1 show the highest mean score which is 4.5 each. The highest score obtained
for each item indicates how information about the scope of the course’s contents were
accurate and clearly distributed and explained to the students from the beginning
of the course. Early dispensation of comprehensive information undeniably forms
the most crucial aspect of the course as it helps guide and navigate the students’

Table 1 Students’ evaluation of FRFMC course
A. Course Mean score
4.5

1 This course increases my interest to study related fields | 4.5
at a much deeper level

2 This course has a proper scope of contents 4.5
This course contains important skills, concepts, and 4.5
information

4 This course helps boost my intellectual development 4.5
There is a course briefing early in the semester 4.5

6 The teaching activities of this course help with the 4.5
inculcation of soft skills in students

7 Assessments’ results are informed to students withina | 4.5
reasonable timeframe

8 Generally speaking, I am satisfied with this course 4.5
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Table 2 Students’ evaluation on lecturers of FRFMC

T. Abdullah et al.

B. Lecturer Mean score
44
1 The lecturer delivers the course contents in a clear manner 4.5
2 The lecturer has an adequate knowledge and mastery of the course 4.5
3 The lecturer is punctual for classes 44
4 The lecturer is focused and committed to his/her teaching activities 44
5 The lecturer communicates and interacts effectively with students 44
6 The lecturer often encourages students to produce high quality work | 4.4
7 The lecturer inculcates good values in his/her teaching 4.5
8 The lecturer gives appropriate examples/exercises 44
9 The lecturer employs various methods in the course delivery 4.5
10 The lecturer is easy to reach 4.4
11 In general, the lecturer conducts the course in a professional manner | 4.5

Table 3 Students’ evaluation on infrastructures and facilities available in FRFMC

C. Infrastructures and Facilities Mean score
39

1 The class environment and available physical 3.9
facilities support the teaching and learning activities
of this course

2 ICT facilities (Internet connection, laboratories, 3.8
software) support the teaching and learning activities
of this course

3 The available space supports individual and group 39
learning activities in this course

4 Available library resources for this course are 4.0
adequate

5 Available teaching aids (microphones, LCD, screens, | 3.9
etc.) are satisfactory

6 In general, I am satisfied with the teaching and 4.0

learning facilities provided in this course

subsequent directions and comprehensively inform them of the appropriate level of
preparation they need to be equipped with before commencing the course.

Table 2 reveals students’ opinions on the lecturer teaching the course. [tem number

1 and 2 have the highest mean score of 4.5, referring to the students’ experience of
learning from an expert of the course. Indeed, apart from the attractive and innovative
course contents, having subject matter experts as the course instructors or lecturers is
also equally important for an effective implementation of the course. Notably, item
number 7 which states that the course instructor ‘inculcates good values in his/her
teaching’ and item number 9 which expresses the idea that ‘the lecturer employs
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various methods in the course delivery’ are deemed extremely important yardsticks
for the course as these values have the capacity to persistently encourage more non-
finance students to study a technical and a calculation-based course such as financial
management. Ultimately, a combination of all these elements can lead to the creation
of effective teaching and learning activities in FRFMC.

Table 3 presents students’ responses on the infrastructure and facilities available
during the FRFMC implementation. Overall, the mean scores obtained show that
many students gave a 3.9 rating out of 5.0 for this aspect of the course. Item number
5 and 6 have the highest mean score of 4.0, referring to how that students were
generally satisfied with the teaching and learning facilities provided in this course.

Figure 6 adduces students’ course grade analysis after experiencing FRFMC.
From the total 431 non-finance students which experienced FRFMC, 260 of them
scored A + to A—, accounting for approximately 60% of the total number of students.
Based on the collected observations and lecturer reports, it is also worthy to note that
the one student who obtained a fail for the subject did not actually participate in
FRFMC and had the intention to drop since the beginning of the course, thus having
no experience of FRFMC at all.

5 Conclusions, Limitations and Recommendations

FRFMC is a suitable and fitting course for the Generation Alpha (Gen Alpha) students
as they can easily access data of knowledge as well as documents of learning using this
comprehensive educational technology. In addition, this study has also proved the true
capacity of FREMC lies in its ability to attract the interest and boost the motivation
of non-finance students in studying a financial management course. This is primarily
attributed to FRFMC providing, first and foremost an interactive learning experi-
ence to students who are naturally technologically savvy. Insofar as the lecturers are
concerned, FRFMC is undoubtedly a sophisticated teaching method that lecturers
can use to deliver the financial management course to the Gen Alpha students.

The course is guaranteed to be the most efficient and effective teaching and
learning alternative to date to expose the Gen Alpha students to not only a suffi-
cient set of strategically relevant skills, but also to the disciplinary knowledge of
finance. Meanwhile, at the university level, FRFMC will unquestionably become an
example of excellence and a symbol of pride to its faculty, especially in conducting the
university’s regular Curriculum Review (CR) procedures which have become a set of
requirements by the Malaysian Qualifications Agency (MQA) and the university’s
Centre of Academic Excellence and Development (CAED). An available future-
ready course will ensure that the regular CR procedures will be more attainable,
efficient, and effective.

On the other hand, in reference to the Ministry of Education and Higher Education,
Malaysia, FRFMC serves as best practice that also recommends guidelines to other
educational institutions aspiring to transform their existing traditional curriculums
to also suit the demands of industries amid the current rapid pace of technological
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progress. Indeed, FRFMC is aligned with the ministry’s current aspiration to improve
the existing educational system to adapt to the competitions, demands, and challenges
arising from the Industrial Revolution 4.0. Notwithstanding the course’s plethora of
benefits, the study could be further beneficial to many in the future if greater efforts
are placed into replicating it in other public and private higher-educational institutions
within Malaysia as well as in other developing countries.

Furthermore, it is recommended that future studies apply a qualitative approach
in place of a quantitative approach used in this study as the approach would allow
researchers to gain more input and information from the naturally varied responses
offered by the respondents. Using AIPD model, future research may study on how the
model will attract non-finance students to participate in learning process for financial
management and to replicate the model into other calculation and theoretical courses.
In addition, a comparison study between students in a remote and urban area is highly
recommended as to see how the students in different places adopting new norm of
learning during lockdown via Internet of Things. A research on how the lecturers
at higher educational institutions deliver the calculation courses and attract students
in both remote and urban areas using AIPD model is highly recommended for the
future research.
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Abstract InMalaysia, Electronic Agribusiness is still in the early stages whereby the
usage and acceptance of E-Agribusiness are still new among local traders in Kelantan.
Many individuals are unaware of the purpose and benefits that may be obtained by
utilizing the E-Agribusiness application. The objective of this study is to determine
the user’s behavioral intention of E-Agribusiness in Kelantan. The information and
communication technology (ICT) have played an increasingly important role in all
parts of modern life, influencing socioeconomic growth in areas such as education,
administration, commerce, medical care, and agriculture. The technology acceptance
model (TAM) can be a useful tool for predicting and evaluating the adoption of these
new technical instruments. This paper is anticipating to provide academics, and
other researchers with theoretical guidance when selecting which factors should be
including in TAM extensions. The paper will utilize quantitative approach method to
examine the adoption and the usage of a new technology application system and the
focus group was a market trader in Kelantan. The finding will give advantages not
only traders but also agro-food industries, and wholesalers by explaining how much
potential of selling their goods to consumers, using this kind of technology in keeping
with the sophisticated world of today. Therefore, the finding of this research is also
expecting to provide the other way of selling products using the traditional method,
by shifting to the modern and advanced method, and it can give impact towards
an effective E-Business and E-Agribusiness solutions. Furthermore, this paper has
the potential to influence local traders and other businesses to utilize this innovative
technology to advertise their products in the most efficient way.
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1 Introduction

1.1 Background of Research

A growing number of agribusinesses are using the Internet for marketing, manage-
ment, customer service, and coordination. For many individuals and businesses, the
Internet has proven to be an enticing notion as a commercial tool. Online pres-
ence is becoming more and more of a need for business survival. The type of internal
proportions that emerge between its various components, as well as interactions with
other sectors of the national economy, have a significant impact on the dynamism
of agribusiness growth. The agribusiness theory, created by J.H. Davis and R.A.
Goldbergl, is one of the comprehensive theories analyzing the share and relevance
of individual sectors of the national economy in food production.

J.H. Davis coined the word “agribusiness” on October 17, 1955, at a speech
in Boston on “Business Responsibility and the Market for Farm Products.” Davis
released his popular book A Concept of Agribusiness in 1957, which provides the
most advanced concept of agribusiness with scientific explanation, and his article
from Agriculture to Agribusiness in the Harvard Business Review in 1956. The
book’s co-author was R.A. Goldberg, Goldberg devised statistical and mathematical
issues, particularly input-output tables, which depicted the flow of commodities and
services between agricultural aggregates and various sectors of the national economy
(Davis and Goldberg 1957).

Additionally, recent global trends indicate that information and communication
technology (ICT) is essential to development success (Hanuranto 2011). Trading
using electronic media, or E-Commerce, is one type of information technology
development. E-Commerce innovations have an impact on a range of industrial
sectors, including the “food”, agricultural industry (which includes agriculture,
food, and beverage goods), that is one of the world most important economic
sectors (Manouselis et al. 2009). Consequently, the “term”, E-Agribusiness emerges
and becomes a subset of E-Commerce or E-Business, that is, business opera-
tions conducted via electronic media concentrating on agricultural commodities
(Soekartawi 2007). According to Soekartawi (2007b), the quality of the instrument
(the software used, the interface, and the completeness of the information accessible)
is one of the factors of E-Agribusiness success or failure. Eventually, the mixing of
disciplines requires to examine the developing practices of E-Business, particularly
E-Agribusiness, necessitate the testing of methodologies for this ongoing research
efforts in this field.

Other than that, digital marketplaces, that provide online trade services to
consumers and traders, are becoming increasingly popular. Itis critical to raise knowl-
edge of E-Agribusiness in markets since it is predicting to lower transaction costs
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which is resulting in more efficient operations. Moreover, E-Agribusiness is essen-
tial as a tool for electronically promoting agricultural products through marketing,
promotions, purchasing, selling, and other agricultural product offerings. According
to Chaffey et al. (2000), stated it is not hard to promote agro-based products on the
internet, but the difficulty is determining how to display them in a more appealing
manner in order to reach the market.

According to Schoop et al. (2003), most technologies such as E-Commerce, E-
Business, E-Marketing, and E-Agribusiness were created in Western nations with
distinct origins from those of developing countries. The success of technology adop-
tion is highly depending on how adopters accept and utilize it, which is influencing
by the connections between the technology and the adopters. Not unexpectedly,
Hamblen (2003) and Reyes (2002), state that technology adoption in developing
countries has not always been effective.

Based on reports published by Dailysocial.id (Information Technology and
Services Company), the landscape of digital entrepreneurs is evolving as
entrepreneurs producing E-Business or E-Commerce innovation in many areas,
including E-Agribusiness (Startup Report 2017 and 2018). Several firms, notably
Agrobazaar Online, have created platforms comprised of software and websites to
assist E-Agribusiness operations. Furthermore, Agrobazaar Online, Gold Haovest,
Organic4u, My Market, TM Farms, My Groser, Jaya Grocer, Happy Fresh and
others have established platforms comprising of software and websites to assist
E-Agribusiness operations in Malaysia.

Apart from that, ICT is relevant not just in the multimedia’s industry, but also
in other sectors of the economy such as in agriculture. The Malaysian government,
through the Ministry of Agriculture and Agro-based Industry, is liable for strength-
ening, also speeding up contemporary agricultural technology, as well as informa-
tion and communication technology (ICT) and the agro-food supply chain, as part of
this program. Besides, Malaysia has launched AgroBazaar.com.my. It is the online
website that would create new and long-term markets for agricultural products. The
development of online agro-food through the E-Commerce paradigm has increased
agricultural product market access. The Malaysian Federal Agricultural Marketing
Authority (FAMA) manages the platform, which was established in 2014.

On the other hand, this paper will help scholars and practitioners to scrutinize
the efficacy and acceptance of E-Agribusiness technology usage in overcoming the
ordinary way of selling agro-food products in Kelantan. It is arranging as follows in
order to explain the presenting parts. First, the summary of literature by using the
proposed theoretical framework highlighted, which is the variables of technology
acceptance model is extensively explored. Second, the problem statement of research
is pointed out. Third, research’s methodology is discussing. Lastly, the conclusion is
providing by summarizing the all parts for future finding.
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1.2 Problem Statement in E-Agribusiness Adoption

Although there are difficulties in the field of agribusiness, but it is a business that
is important to customers and should be given priority. Agribusiness development
is highly dependent on technological advancements and infrastructure (Rajalahti
2011). In both developed and developing nations, innovation is a significant factor
of economic growth, boosting competitiveness and productivity, and resulting in
social development to battle poverty, generate income and provide job opportunities.
Latruffe (2010), classified competitiveness as the capability to market products and
services that fulfill demand in terms of price, quality and quantity, while retaining
profit over time for long-term sustainable agribusiness.

Some agricultural cooperatives and individual farmers are also involved in the
establishment and operation of their own internet stores. With the rapid growth in
the number of online stores, online marketing competition among early adopters is
becoming increasingly intense (Zeng et al. 2015). A study on the topic of online
agricultural commodity trading is still uncommon, and because this research is rela-
tively current in line with evolving technology, it is highly suggested for academics to
be able to undertake comparable research with the necessary advancements. Other
obstacles include a lack of understanding regarding market access, E-Commerce,
and digital marketplaces in terms of limited manufacturing capacity, cyber security,
transportation costs, and cross-border E-Commerce laws (Kearney 2015; Rillo and
Cruz 2016).

There are several issues occur in the involvement of E-Agribusiness towards
firms or traders. First, no known studies focus on Malaysia context towards using
E-Agribusiness technology, while it was being debating and discussing rapidly in
other country. Second, the lack of consciousness about the internet “technology”,
which means some individual is unfamiliar or prefer the traditional method rather
than using technology advancement in their “business”, especially rural farmers and
market traders. As a result, the focus of this paper has been on the factors that
influence the adoption of business sites and the challenge of conducting electronic
commerce over the internet among traders of distinct levels of knowledge, ability,
and age.

It occurred because they felt comfortable with the old methods rather than switch to
a modern method. Apart from that, lack of internet technology skills and knowledge
in the agribusiness sector which will lead the agriculture entrepreneur being left
behind when they are not being exposed this kind of technology. It may also happen
because of certain factors such as age factors, no access through the internet, and
not being explained detailed about this kind of technology. They not unaware of the
importance of using such technology at present, not proficient in using IT for certain
individual and so forth.

Various studies report that the use of E-Agribusiness application is widely used
in Indonesia and in other countries, although this technology is still new in our
country, but it is actively used because many farmers are involved in agribusiness.
Then, it is also influenced through many productions of agricultural products that
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have been produced in many areas of Indonesia. But, different from “Malaysia”,
which is not many entrepreneurs are exposed with this application which makes
the E-Agribusiness system is still in the early stages in terms of usage, adoption,
acceptance and others in the context of market traders in Kelantan, Malaysia.

Aside from that, the gap in this research can be identified when market traders
continue to sell their agricultural products using regular methods rather than sophis-
ticated methods such as FAMA’s E-Agribusiness application, Agrobazaar Online,
which was introduced in all states in Malaysia on December 11, 2014. They prefer
to stick with the same method, because they are not being exposed this new tech-
nology and not being explained in detail regarding the benefit and features provided.
It is also because traders in Kelantan’s market have varying educational levels, ages,
and may not have sophisticated phones, making it difficult for them in utilizing or
downloading new applications when their phone cannot download this type of plat-
form. They may also be inexperienced with technological advancements and require
adequate advice from others before implementing this new technology.

1.3 Aim and Objectives of the Research

This paper aims to review previous research that has investigated the factors influ-
encing the user’s behavioral intention towards the adoption of the E-Agribusiness
application system, then to highlight the primary research models employ in this
study. In addition, this study also identifies the chance for future research in E-
Agribusiness technology, and recommends that studies will be conducting from an
alternative corner in helping to enhance the rate of E-Agribusiness site usage in
countries with modern technology development.

In order to complete this paper, the following are the objectives of this study that
will be developing:

i)  To determine the perceived ease of use that affect perceived usefulness towards
adoption of the E-Agribusiness application system.

i)  To determine the perceived ease of use that affect the attitude towards adoption
of the E-Agribusiness application system.

iii)  To determine the perceived usefulness that affect the attitude towards adoption
of the E-Agribusiness application system.

iv)  To determine the perceived usefulness that affect behavioral intention towards
adoption of the E-Agribusiness application system.

v)  To determine the attitude that affect behavioral intention towards adoption of
the E-Agribusiness application system.

vi) To determine the behavioral intention that affect actual system usage towards
adoption of the E-Agribusiness application system.
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2 Literature Review

2.1 Definition of E-Agribusiness and the Relation
with E-Business

The goal of the paper is to evaluate traditional business and E-Business models as
well as integrate strategies regarding on the current literature and industry debates
on the best models. Mostly, aspects of E-Agribusiness have been around for years in
practice and literature. However, because of their particular use in the context of fast
technological development, the meanings of the following words are necessary:

E-Business: A business that employs computer media and involves at least two
participants is known as E-Business. The focus of E-Business is on manage-
ment and strategy. Subsets of E-Business include E-Marketing, E-Commerce, and
E-Agribusiness (Balasubramanian et al. 2018a).

E-Marketing: Moving components of marketing strategies and activities to a
computerized, networked environment such as the Internet is referred to as E-
Marketing. Next, E-Marketing, in greater depth, is the strategic process of devel-
oping, distributing, marketing, and pricing goods and services to a target market via
the Internet or digital technologies (Balasubramanian et al. 2018b).

E-Commerce: E-Commerce is online business that involves a money transaction or
a legally binding promise to exchange products or services (Ernst and Ehmke 2000).

Agribusiness: Farmers, providers of farm inputs, processors of farm output, manu-
facturers of food products, and those who transport, market, or prepare food items
are all included in the agricultural input, production, and processing manufacturing
sectors of agribusiness (Beierlein and Woolverton 1991, p. 3).

E-Agribusiness: E-Agribusiness is basically E-Business including a company that
predominantly operates in the food and agricultural industries (Hooker et al. 2001).
It is technically defined as any type of commercial transaction in which the parties
engage electronically rather than via physical transactions or direct touch. Electronic
agriculture is the practice of doing agricultural commerce through the internet. In
a nutshell, it’s referred to as “E-Agribusiness.” An application of E-Commerce in
agriculture is another name for it. It is essentially agriculture based on information
technology.

As aresult, E-Agriculture is a potential field that uses the internet and related tech-
nologies to cover the whole agricultural value chain. E-Agriculture covers all agricul-
ture and infrastructure initiatives in which ICT has the ability to enable community
empowerment, such as providing Internet Demand Based Agriculture Information
using ICTs that assist farmers in accessing commodity pricing information. Such
methods are used in the growth of crops and the development of direct ties with
powerful partners.

In order to give higher value for their products, such techniques are used for
cultivating crop maintenance and building direct ties with potential consumers. Its
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main goal is to make commodity pricing information more accessible to farmers
and traders. Multipurpose community centers that improve access to the farming
community and information connected to agriculture, but not exclusively. It also has
asignificant influence on other aspects of life, such as education, health, and everyday
necessities, in addition to allowing communication between the village community
and the rest of the world.

2.2 Development of E-Agribusiness Theory

Agribusiness is typically characterized as a set of operations that begin with
the production phase and include harvesting, post-harvest, marketing, and other
agricultural-related activities (Soekartawi 2003). The phrases E-Agriculture and E-
Agribusiness were used to describe the importance of ICT in agricultural activity.
As aresult, E-Agricultural and E-Agribusiness is essentially the use of ICT in agri-
culture or agriculture-related business. To put it another way, E-Agribusiness is E-
Commerce for agriculture. Ingale et al. (2007), also given a similar definition about
E-Agribusiness. Then, E-Agribusiness, as recently described, is E-Commerce or
E-Business in the sector of agricultural business. So, what exactly is E-Business? E-
Business may be defined as business operations conducted using electronic services,
based on the terms ‘e’ (electronics) and ‘business’ (business). E-Business is a trans-
action of goods and services through electronic services, as business activity is essen-
tially a transaction of commodities and services. Apart from that, when it comes to
agriculture, the phrase E-Agribusiness is frequently used.

2.3 What is the Important of E-Agribusiness Platform?

E-Agribusiness is growing increasingly essential and popular among business people,
not just for agricultural products but also for other agricultural-related items such as
services (Soekartawi 2005a and b). The following aspects, among others, contribute
to the benefits of E-Agribusiness. The first important element is reducing costs. For
example, corporate communication in the past used traditional methods where it took
along time to interact with customers, but unlike now where communication methods
have changed to more sophisticated technology, easy, fast, and most “importantly”,
it only requires low costs. Next, saving time which is communication by traditional
methods such as telephone, fax, and correspondence requires a lot of time. So, by
using the internet, whether it’s for sending e-mails or have a conversation, time may
be saved.

Besides, the next element is easily and rapidly integrating the supply chain. Using
the internet, even the most complicated trade processes such as supply chains, may
be simplified using the internet’s capabilities. Other than that, become a ‘worldwide’
promotional event at a low cost. The firm or traders’ gains market exposure that
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can be seen and known by the whole world by using the internet. Furthermore, the
diversification of the formation of corporate profits. In addition to the benefits derived
from traditional methods that do not make use of the internet, there is now a new
option, namely commerce through the internet, which is a new revenue stream. On
the other hand, shorten product cycle time. By leveraging the internet, the product
cycle is shortened and resulting in a larger number of business processes, then it also
generates higher profit.

Apart from that, increase customer loyalty. Customer happiness has become a
reference point in modern business. The more devoted consumers, the better for
the company’s growth and trader’s business being developed. Customer loyalty may
be increased in a variety of ways by using the internet. According to Soekartawi
(2002), in his book ‘Marketing Management of Agricultural Products: Theory and Its
Application,’ is just a method for marketing agricultural products using the internet’s
benefits that is E-Agribusiness. Other than that, E-Agribusiness application can be
utilized in all agricultural operations and sectors, starting from the process of agro-
food production until marketing process towards customers.

2.4 Whatis the E-Agribusiness Mechanism?

The role of producers, customers, and the media are all three participants in this E-
Agribusiness system which is the role of the producer. Manufacturers use the internet
to sell their products. Then, the function of appearance, completeness of acces-
sible information, convenience, and, of course, the price of goods become crucial
in order for this sales campaign to capture customer attention. Besides, the role of
the consumer. Consumers have the right to acquire comprehensive information as
potential customers so that they are not disappointed in the future. This informa-
tion might include things like pricing, the quality, delivery method, how long the
products will take to arrive, how to pay and so on. Next, the role of the media. The
presence of information on the internet must be organized and portrayed in a way that
customers will recognize. Information in the media must not only be accurate, but it
must also attract the interest of potential buyers. The importance of internet special-
ists, computing professionals and information technology experts is highlighted in
this situation.

2.5 Scope of E-Agribusiness

In agriculture, E-Agribusiness has a lot of potential, especially in horticulture and
processed goods. Agro products such as mango, grapes, spices, other fruits and
various kind of vegetables are in high demand on both the domestic and international
markets. Other than that, sugar and tea are processed agricultural goods. Then, dairy
products like drinks and other items will be sold online to generate higher profit and



E-Agribusiness Description and TAM Adoption ... 97

increase the income of market traders. Besides that, farmers may receive up-to-date
regarding market information and sell their production via electronic medium.

2.6 Advantages of E-Agribusiness

There are several advantages of E-Agribusiness, that is a global market. The usage
of the internet is unlimited, so that, people around the world are using it in their
daily lives. E-Agribusiness also use this kind of system because it is easy to attract
customers in a short time. Apart from that, inventory costs. By using just-in-time solu-
tions, E-Agribusiness may significantly reduce inventory expenses. It also improves
the firm’s potential to correctly predict industry demand. In Addition, consumer
service. Consumer and after-sales service costs typically contribute for at least 10%
of E-Agribusiness operating costs. Many services may be made available online,
as well as improvements in product and service quality. Furthermore, distribution
period. Consumers submit purchases quickly on the internet using E-Agribusiness,
and items are delivered in the traditional manner. Next, easy reach of the system.
Small and medium-sized businesses may also use the internet to deliver information
about their products and services to all prospective consumers across the world at an
affordable price. Other than that, direct link included between many parties. Enter-
prises and traders may use the internet to create direct connections with consumers,
essential suppliers and distributors, making it easier to conduct transactions and share
trade information.

2.7 What are the E-Agribusiness Restraints?

Although E-Agribusiness offers many advantages and benefits, it also has certain
flaws. These flaws, among others, are as follows:

Not every area has access to internet network facilities or services. As a result,
the issue of infrastructure availability becomes extremely critical. Next, this E-
Agribusiness method is not being familiar by a few consumers in the term of doing
transactions. This might be as a result of inexperience or trying something unex-
pected. Other than that, software for this E-Agribusiness is not accessible in all loca-
tions. Even if there is, it is frequently prohibitively expensive. Certainly, specialist
software such as Intershop Online (Intershop Communications product), Merchant
Server (Microsoft Corp product), Electronic Commerce Suite (iCat production), and
others are now available to construct this E-Agribusiness system. Moreover, not
everyone possesses a credit card. Even if they have a credit card, many customers
are still cautious due to security concerns. Concerned that the credit card information
supplied may be used inappropriately by other unscrupulous parties. On the other
hand, difficulties created by the features of the agricultural product itself, such as
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its bulky nature (big volume but low value), products sometimes being seasonal of
times, standards differing between nations and so forth.

2.8 Technology Acceptance Model in E-Agribusiness

This paper presenting an integrated theoretical framework based on the technology
acceptance model (TAM) towards the trader’s acceptance, then also the intention
to utilize ICT enabled products and services (Amin and Li 2014). This paper also
focuses on the intention to use new technology which is E-Agribusiness by market
traders. Besides, the latest study falls in the first category since it aims to identify
commonly used variables influencing Perceived Usefulness and Perceived Ease of
Use in three specific “sectors”, which is e-learning, agricultural and virtual reality.
A variety of theoretical models have been suggested to help explain the elements that
influence information technology adoption. On the other hand, Davis first introduced
Technology Acceptance Model (TAM) in 1986.

Two cognitive beliefs were posited in TAM which is perceived usefulness and
perceived ease of use. It can be seen that the theory of Technology Acceptance Model
also can be use in the form of E-Agribusiness technology, because it is using the same
based like E-Commerce which involving the ICT in the term of intention to use new
technology in their business. According to TAM, the user’s behavioral intention,
attitude toward using, perceived usefulness of the system and perceived ease of use
of the system all impact one’s actual system usage of a technological system, either
directly or indirectly. External variables, according to TAM, influence intention and
actual usage via mediating effects on perceived usefulness and perceived ease of use.

Other than that, according to Amin and Li (2014), which intended to confirm TAM
as a helpful theoretical model for understanding and explaining traders’ behavioral
intentions to utilize IT services in developing countries, which was stated above.
According to TAM, the attitude toward utilizing a new technology influences users’
behavioral intentions based on the theoretical framework. As a result, PEOU and PU
may be significant antecedents of (A). Thus, explanatory variables will affect each
determinant, assisting in understanding the psychological construct underpinning
adoption behavioral intention.

Next, the direct links between latent constructs, which are unobserved variables
represented by measurable variables, are then characterized as an inner model. PEOU
is also thought to have a mediator effect from PU to A, which is characterized as an
indirect effect because the link involves at least one intervening construct (Hair et al.
2013). This paper differs from others in a variety of ways. This study focuses on E-
Agribusiness application usage by utilizing the original TAM framework, thatis TAM
1 with 5 variables. Additionally, Davis has developed TAM in 1989 with the goal of
identifying users’ acceptance or rejection of technology (Lindsay et al. 2011). This
approach incorporates perceived ease of use, perceived usefulness, attitude towards
use, behavioral intention to use, and actual system usage. These five variables can
be discussing and explaining in the paragraphs below.
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2.8.1 Perceived Ease of Use

The degree to which potential users believe the target system to be simple to deploy
is described as perceived ease of use. To put it another way, potential “users”, not
anticipating significant difficulty in learning and applying these technologies (Chuttur
2009; Surendran 2012). Besides that, Venkatesh and Bala (2008), propose a definition
of PEOU that focuses more on the usage of information technology systems and
applications. PEOU is described as the level of confidence in the use of information
technology (IT), or the degree of confidence that applying the technology does not
necessitate a lot of effort in its use or application, or that it does not necessitate a lot
of hard work on the part of its users. Thus, the new technology either prefer or not
by traders based on the features provided in the system to easiest their work.

2.8.2 Perceived Usefulness

Perceived usefulness, according to Chuttur (2009), is the degree to which a person
feels that adopting a certain system would improve their job capacity. According to
Venkatesh and Bala (2008), perceived usefulness is defined as the degree to which
a person feels that deploying information technology would improve a user’s job
competency. According to Fadare et al. (2016), individuals choose to use or not
use it based on their level of belief that the application may help them perform
a decent job. Because of that, the advantages and benefits gaining when using new
technology such as E-Agribusiness can increase a trader’s productivity and can speed
up the process of selling their goods.

2.8.3 Attitude Towards Use

Previous research has revealed that perceived usefulness influences people’s atti-
tudes toward technology use (Bashir and Madhavaiah 2015; Marakarkandy et al.
2017; Ratnaningrum 2013). A person’s evaluation of whether it is good or bad for a
particular activity is based on personal characteristics and factors known as attitudes
(Ajzen and Fishbein 1980). Next, Ajzen (1991) also describes attitude as “the extent
to which a person has a favourable or negative judgement or appraisal of the action in
issue.” The attitude an individual has toward an activity to be performed is an essen-
tial indicator of actual conduct by taking into account the acceptance of the most
recent innovation. Because of that, the determination from the usage of technology
was based on the attitude of “users”, whether they show a good perception or not in
using this kind of technology.
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2.8.4 Behavioral Intention

Behavioral intention is interpreted as a person’s perceived likelihood of engaging
doing some particular action (Ducey 2013). Behavioral intention measures a person’s
desire to engage in particular activities (Marakarkandy et al. 2017). Behavioral inten-
tion is used to determine the likelihood of someone using an application (Surendran
2012). Behavioral intention also plays an important role in developing the new tech-
nology, because when the users see this kind of technology that can help them towards
selling their products more efficient, lower cost, and the features of the system that
can attract more customers rather than ordinary method, then traders need to switch
towards virtual business in their everyday operations.

2.8.5 Actual System Usage

According to Kim and Kwahk (2007), actual usage relates to the frequency and
duration of technology use. The real usage can be defined by its intention, based on
Technology Acceptance Model (TAM). As a result, actual usage might also indicate
that an individual’s desire to utilize technology will determine whether or not they will
actually use it (actual usage) (Davis 1989). Prior research has found that behavior
intention has a significant impact on actual behavior. Furthermore, according to
the TAM model, perceived usefulness and perceived ease-of-use predict behavioral
intention, which determines actual usage. On the other hand, according to Sani et al.
(2020), actual usage is the degree to which you believe the system you’re using is
acceptable and the extent to which technology is used. The acceptability of “traders,”
whether they wish to use this type of technology or not, determines the real system
utilization. Hence, when they use advancement technology, it can improve their work
and they will not have left behind as various business are now employ the online
system in marketing their goods, same goes to selling agricultural and agro-food
products by market traders.

2.9 Propositional Statement

The following are the proposition of this study that will be developing:

Proposition 1: Perceived ease of use will affect the perceived usefulness towards
adoption of the E-Agribusiness application system.

Proposition 2: Perceived ease of use will affect the attitude towards adoption of the
E-Agribusiness application system.

Proposition 3: Perceived usefulness will affect the attitude towards adoption of the
E-Agribusiness application system.
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Proposition 4. Perceived usefulness will affect the behavioral intention to use towards
adoption of the E-Agribusiness application system.

Proposition 5: Attitude towards use will affect the behavioral intention to use towards
adoption of the E-Agribusiness application system.

Proposition 6: Behavioral intention to use will affect the actual system usage towards
adoption of the E-Agribusiness application system.

3 Research Methodology

According to Bryman and Bell (2015), describe distributing questionnaires to a group
of people in order to get information regarding their ideas, attitudes, habits, and
societal concerns. The population of the study consisting of all entrepreneurs that
sell agricultural and agro-food products in the markets. Technically, this paper will
use explanatory research design. Explanatory research is a method or type of study
in which the primary goal is to learn and understand the characteristics and processes
underlying the relationship, and connection between the independent and dependent
variables. Next, explanatory is conducted for a problem that was not studied before
in-depth. This is because of lacking research that has been made in the context of
Malaysian regarding behavioral intention towards the E-Agribusiness application
system.

To complete this study, questionnaires will be using in data collection. The ques-
tionnaires will be dividing into two sections and it will be distributing by online.
The first section contains a statement about the respondents’ backgrounds, while the
second section contains information on the variables’ measurements, thatis perceived
usefulness, perceived ease of use, attitude towards use, behavioral intention to use,
and actual system usage. The second part will use 7 Likert-type scale, which “1”
indicating extremely disagree and “7” indicating extremely agree (Komalasari and
Ramadhani 2020).

The study will use both primary and secondary data. The primary data will be
collecting by administering the online questionnaires to respondents who meet the
predefining criteria. In the meanwhile, secondary data will be gather from a litera-
ture review of a variety of scientific publications, including books, research papers,
research journals, theses, and dissertations. Research shall further aid through the
articles published in relevant print and electronic media. PLS-SEM was the analytical
tool that will be use in this study, then SmartPLS 3 software will be use to process
the data. For these variables, T-tests will be use to compare the means of respondents
and non-respondents. There are no statistically significant differences, thus enables
generalizing findings to the sample (Miller and Smith 1983).

SmartPLS also is a statistical package created largely by a group of German
academic software developers (Ringle et al. 2015). This statistical tool conducts the
SEM analysis by utilizing Ordinary Least Square of estimation approaches (Hair
et al. 2011; Ringle et al. 2013; Hair et al. 2014), and generally used by researchers
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in examining the theories. SEM is one of the most prominent statistical procedures
available to quantitative management researchers for data analysis, and it is one of
the most complete statistical tools for examining correlations between observable
and latent variables (Hoyle et al. 1995). So, this software is suitable to use in this
study to get the accurate data system rather than using other software to be a match
with this topic.

4 Conclusion

In conclusion, this paper will contribute to the process and development of my
research paper. First, this paper is examining the actual meaning of E-Agribusiness
and its relation in E-Business, and how the new technology can be applying to
traders in the market. E-Agribusiness is a new way of promoting and selling agri-
cultural products that has the advantage of reaching a large geographic audience,
and giving precise product information at a cheap price, same goes to the way E-
Commerce operated. Apart from that, similarly to other research, the purpose of this
paper can help my research in determining the TAM as a helpful theoretical model
for understanding, and explaining traders’ behavioral intention to use ICT services
in the context of Malaysia. E-commerce, also known as E-Agribusiness in the agri-
cultural industry, has become an inseparable element of the business operations that
drive Malaysia’s economy. In addition, this paper may contribute to the creation of
the contents of my research paper as well as provide more information towards my
study, in knowing a detail about the intention to utilize this innovative technology
towards adults, which can be classified as a local trader in Kelantan’s market.

Other than that, through this paper, it is clarifying that many firms are changing the
way they do business as a result of the changing industry of agriculture. Customers
have access to new channels as a result of E-Agribusiness. In agriculture, the usage
of information technology and information systems is increasing. The usage of
the E-Agribusiness, which may transmit all operations carried out by agricultural
entrepreneurs, is one of the most significant elements. Next, E-Agribusiness may be
carried out simply by leveraging current technologies such as content management
system technology, which does not require big resources, such as the content gener-
ation and administration that is simple to set up. So that, E-Agribusiness operations
can be carried out easily at anytime and anywhere. Furthermore, this paper can be
used as a reference and guideline for my research to learn more about the theory of
agribusiness and electronic agribusiness, and the intention to use this kind of tech-
nology by traders in Kelantan, then the involvement of TAM theory, and how the
variables can influence behavioral intention and actual system usage.

Aside from that, the data will be collecting base on various questions of vari-
ables that will be giving using Google Form, and will be distributing by a researcher
regarding this topic to respondents for the purpose of quantitative analysis data. This
study focuses on providing evidence on the relationship between the variables as
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well as a helpful solution to the problem of new technology adoption and accept-
ability among Malaysian traders or adopters. The findings of this study will help
in changing the attitude of the agricultural product traders targeting in the study,
allowing them to accept and adopt technology. This paper is also expecting to benefit
traders, wholesalers, and agro-food organizations by assisting them the efficient tech-
nique to market their agricultural products, as well as can attracting a large number
of customers to make purchases on their platform, based on the various agricultural
goods they offer and advertise towards their customers.
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Abstract With the rapid advancements in the Internet technology, many retailers
are embracing Internet of things technology in their operation. The usage of IoT is
to enhance customer experience and improve efficiency. The rise of usage IoT in
retail sector is believed to associate with the increasing number of generation Y in
spending online. Therefore, there is urge in investigating factor affecting IoT among
generation Y in purchasing online. This study will extend the UTAUT Model by
analyzing the perceived risk, perceived trust, interactive communication and attitude
towards accepting IoT technology among generation Y.

Keywords Internet of Things (IoT) - Perceived trust - UTAUT model + Perceived
risk - Interactive communication + Attitude

1 Introduction

The Internet of Things (IoT) is a progression of the conventional internet towards a
system of intelligent things and devices connecting the physical and digital world.
The IoT describes the pervasive presence of objects which can interact with each other
through wireless telecommunication (Atzori et al. 2010). By augmenting physical
things and devices with abilities to sense, compute and communicate, these objects
form a collective network (Guo et al. 2013). Building on Tan and Wang (2010),
this study continues with the IoT in retailing as a smart and supportive environment
which is based on connecting objects and assortment items via sensitive, responsive
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and adaptive technologies with devices enabling the consumer to experience an
augmented shopping experience in- and outside the physical store.

2 Literature Review

2.1 Factor Affecting Customer Acceptance Towards Internet
of Things (IoT)

2.1.1 Facilitating Conditions

Facilitating conditions of UTAUT describes users’ perception if they have the neces-
sary resources, capability, and a sense of control in successfully performing the
behavior. In other words, it facilitates people’s engagement in seeking relevant infor-
mation. Users need to possess the fundamental mastery to use IoT systems/devices.
For example, when the railway staff use mobile IoT devices for maintenance of the
train’s mechanic parts and monitoring the temperature of the wheels, if they do not
have the capabilities needed to operate the 10T systems, anxiety of control and nega-
tive evaluation of the IoT technology could be aroused. On top of that, facilitating
conditions as an assemble in UTAUT refers to the extent to which an individual
regard that organizational and technical infrastructures required to use the intended
system are available (Ghalandari 2012). It basically illustrates how much an indi-
vidual would trust that an organizational and technical infrastructure exists to support
use of the system (Ventakesh et al. 2003).

2.1.2 Effort Expectancy

Effort expectancy can be interpreted as the was interpreted as a desire or expectation
to use technology based on convenience. It is concerned with users perceived exerted
efforts when using the IoT technologies/services. For IoT users to adopt IoT, they
need to feel that IoT is easy to use. The relationship between effort expectancy and
behavioral. Extensive previous studies state that perceived ease of use is a significant
determinant of behavioral intention was often found to be significant and positive
(Ventakesh et al. 2016). The basis of this concept essentially is easy-to-use system
make users more willing to adopt them.

2.1.3 Social Influence
The social environment of the decision maker should not be overlooked when consid-

ering the acceptance of technological advancements. Social influence is an impor-
tant factor as the opinions of the social surroundings have a strong influence on user
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behavior. (Cimperman et al. 2016; Kijsanayotin et al. 2009). This is especially true
for products and services that are still in the early stages of development or adop-
tion. Majority of users do not have access to credible information concerning use
details. As a result, the importance of social network opinions for individual product
evaluations grows. Consistent with Venkatesh et al. (2016), we include the factor of
social influence in our study model to account for social context, which is defined as
a user’s impression of whether other key individuals believe they should engage in
the behaviour. Social influence is similar to subjective norm of theory of reasoned
action (TRA) (Venkateshet al. 2003). Influence from peers, family, and even media
such as television, might influence users’ intention to adopt IoT technologies and
services. Many users have used mobile IoT devices because it is portrayed as a trend
by the media. The topic of social influence has gotten a lot of press in the IS field.
For example, Palau-Saumell et al. (2019) emphasized that social influence can be
considered as the most powerful forerunner of the intentions to use. In the varieties
of studies conducted based on the UTAUT model, a remarkable influence on the
intention of use can be credited to the social influence factor. (Afonso et al. 2012;
Hoque and Sorwar 2017; Tosuntag et al. 2015; Yildiz Durak 2018; Zhou et al. 2010).

2.1.4 Performance Expectancy

Performance expectancy refers to users’ feelings of improved performance when they
use the technology. [oT technologies can supply retail stores with faster processes,
lead to less queuing time, and improve service quality perceived by users. For
example, in the context of wearable medical devices, effectiveness can be viewed
as the extent to which the device can assist consumers in monitoring daily physical
conditions, making self-care plans and minimizing threats to one’s health. Thus,
PE describes as how confident one is that the technology will improve end users’
healthcare experience. End users’ perceptions of more effective health management,
greater access to healthcare services, and overall quality of life improve as their PE
of connected healthcare devices rises. This has a favourable effect on end users’ ease
of use of connected healthcare devices (Hoque and Sorwar 2017). Also, applied IoT
technologies to railway section, maintenance staff can receive data from the transpon-
ders installed in trains through a mobile reader in their hand to decide whether they
need maintenance, thereby improving the efficiency of maintenance tasks (Wang et al.
2013). The system automatically keeps an inventory and plans maintenance schedules
based on accurate mileage for each part of the train, rather than just age. Accordingly,
the perceived usefulness of IoT technologies is likely to be high. Consumer pleasure
and intention are both increased when services are convenient, according to existing
studies. IoT technologies are expected to have higher adoption rates if they can make
consumers’ lives easier.
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2.2 Attitude Toward Acceptance of IoT

Attitude towards behaviour refers to the degree at which a person attributes to either
a favourable or unfavorable behavior upon critical assessment of that behaviour.
Achituv and Haiman (2016) found that doctors had a good attitude regarding IoT-
based medical equipment, indicating that they were aware of and prepared to employ
the technology. According to Kim (2016), the majority of IoT consumers have a good
attitude toward utilising IoT devices and believe the information provided is of higher
quality. Liu et al. (2017) reported that the majority of IoT users in healthcare had
positive opinions on useful capabilities and preferred solutions in areas like inventory
or material tracking, as well as identification and authentication, which might increase
the efficiency, convenience, and safety of healthcare services. Barsaum et al. (2016)
found that even patients held favourable views towards using IoT devices. It was also
discovered that if the perception of risks involved is small, user’s attitudes toward
using an IOT-based application is stronger. (Alraja et al. 2019). From the Theory of
Planned Behavior perspective, Ajzen (2005) declared that before a consumer decided
to behave, he or she is usually affected by the intention to behave on that behavior.

Intention to behave is the tendency of an individual to do or not to do certain
behaviour. Intention is defined by the level of the positive attitude of the individual
toward particular behaviour and by the level of support from people that are influen-
tial in his life, as well as by the beliefs that the behavior will be able to be conducted
(Ardhanari et al. (2013). According to Schiffman and Kanuk (2000) attitude is termed
as the initial disposition that is learned to behave on something which consistency is
required to determine whether he/she likes or dislikes the object. Individual’s attitude
toward behaviour is proportional to the level of belief attributed to that behaviour
or object. Ardhanari et al. (2013) state that in general terms, the preferred attitude
is shaped when someone correlates the expected consequence with the behaviour.
Perceived usefulness and perceived ease of use are discovered to substantially predict
and generate a positive attitude, which, in turn, leads to behavioural intention resulted
from their positive interaction (Tsourela and Nerantzaki 2020). On the effects of atti-
tudes on consumers’ acceptance of the IoT, literature shows that attitudes toward a
technology is an antecedent to intention, creating a belief-attitudes-intention rela-
tionship (Lee and Chang 2011; Davis 1993; Mathieson et al. 2001). The attitudes
toward the use of a technology is a major determinant of whether a consumer will use
it or not (Davis 1993). Positive attitudes lead to the adoption of technology, whereas
negative attitudes lead to its rejection. (Liker and Sindi 1997). Researchers applied
TAM to online shopping, including the relationship between attitudes and behavior
intention, and they found that attitudes positively influence behavioral intentions
(Chen and Tan 2004; Heijden and Verhagen 2004; Moon and Kim 2001; O’Cass and
Fenech 2003).

Consumer attitudes toward internet commerce have been demonstrated in studies
to have a favourable impact on their responses. The intention to buy, the intention
to return to the online store, and the intention to promote products to others are all
examples of consumer responses. (Balabanis and Vassileiou 1999; Jarvenpaa and
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Todd 1996-1997; Korzaan 2003; Shim and Drake 1990; Yoh et al. 2003; Lee and
Chang 2011). Moreover, research has found that the interactive aspects of a website
are significant in boosting consumers’ opinions regarding an online store, their will-
ingness to browse the site, and their intention to make an online purchase. (Fiore and
Jin 2003; Gehrke and Turban 1999; Li et al. 2001; Udo and Marquis 2000). Further-
more, Ardhanari et al. (Ardhanari et al. 2013) reveal that, the influence of family
and friends also play a major role on user’s attitude toward purchase and purchase
objective on the acceptance and use of the IoT. Study shows that there is a posi-
tive relationship between parent’s attitude and children’s attitude especially towards
a purchase behavior. Thus, in most instances children’s attitude toward object is
much affected by parent’s attitude and referrals from friends. Assael (2004) reiter-
ated that peer influence enhanced the possibility of an informed attitude and purchase
behavior as compared to advertising. Tsourela and Nerantzaki (2020) said in their
study that technical expertise does not only limited to the skills but instead a collection
of encounters, experiences and understanding of new technologies. The experiences
with technology vary between individuals regardless of skills which leads to multiple
technical identities. This can affect their interaction with the said technology.

Riley et al. (2005) study on the drivers and barriers to online shopping revealed
that attitudes toward using technology in general, and Internet technology, influence
the propensity to shop online and the perceived usefulness of online shopping. In
relation to online purchase behaviour, Goldsmith and Bridges (2000) describe atti-
tudes toward technology as the top tier of a three-tier hierarchy of attitudes (there-
fore attitudes toward the product and the firm. Indeed, according to Modahl (2000),
customers’ attitudes regarding technology are the single most important factor of PC
purchases and online purchasing. Furthermore, it has been argued that a low level
of “technology anxiety” may be a stronger predictor of adopting self-service tech-
nologies like the Internet than demographic factors. (Meuter et al. 2003). The level
of technology anxiety was also found to influence the overall level of satisfaction,
the intention to use the technology again, and the likelihood of engaging in positive
word of mouth (Meuter et al. 2003).

Additionally, Athiyaman (2002) indicated that influence from the social media is
another important factor of Internet users’ intention to purchase online, second only
to the attitude towards web purchasing. Similarly, attitudes towards technology also
influence consumers’ perceptions of the risks associated with online purchasing as
reported by Lee and Tan (2003: 879) that: “the perceived product and service failure
rates will be higher under on-line shopping than under in-store shopping”.

2.3 Interactive Communication/Website Characteristics

Interactive communication also referred to as website characteristics play an impor-
tant role in online purchase intention (Beldona et al. 2005). Website characteristics
also involve the layout, graphics image, information, interactive or communication
features, e-commerce and energy management (Chong 2014). A well-developed
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website, in terms of content and functions, increases online shopping intention and
customer satisfaction, and ultimately increases the return rate (Chen et al. 2010;
Schaupp and Bélanger 2005). Consumers can connect to various IoT services through
technologies such as grocery store touchscreens, smart shopping carts, websites
placed on smart devices, and mobile apps. This type of shopper-facing technology
might be the only part of the IoT technology with which consumers interact (Inman
and Nikolova 2017). Interactive communication capability should offer consumer’s
the ability to search for further information regarding a product or service as they
are engaged in the use of any technology. For instance, users of the internet should
be able to make further inquiries about product or service properties or qualities
and receive adequate response before making a final decision to purchase or not
(Childers et al. 2001). The stimulating impacts of appealing and intriguing e-tailer
websites stimulate internet users to engage in online buying activities. (Ganesh
et al. 2010). Website design should include all elements of consumer experience
at the website such as information search, order processing, personalization and
product selection (Wolfinbarger and Gilly 2003; Ha and Stoel 2009). Again, inter-
active graphics and colours also please and arouse customers’ intention to buy when
they are engaged in online shopping activities (Shaheen et al. 2012). Ducoftfe (1996)
indicate that perceived informativeness as the ability to provide the necessary infor-
mation to a target audience. According to Grewal et al. (2017), one of the important
areas that will shape the future of retailing is “technology and tools that enable
consumer decisions”. Informational content is one of the need-satisfying functions
in E-commerce, according to Hausman and Siekpe (2009). They discovered that
an informational website allows online shoppers or potential consumers to compare
and assess various options, resulting in increased customer satisfaction and increased
online purchase intent. Similarly, Schaupp and Bélanger (2005) state that rich infor-
mation increases the chance of online purchases by assisting online customers in
making better informed selections and increasing their trust in online websites.

Other studies indicated the importance of desirable functions in online websites
such as product catalogue, price comparison tool, search engines, shopping carts,
and tracing mechanisms. Based on the findings by Chen et al. (2010) for Taiwanese
Internet users, a user-friendly interface and convenience of use have a substantial
impact on their intention to make an online purchase. Schaupp and Bélanger (2005)
show that interactive mechanisms enhance the reputation of e-tailers, and impact
online shopping intention positively.

2.4 The Characteristics of Generation Y

The fact that Generation Y is technologically adept is the most intriguing and essen-
tial aspect about them (Ang et al. 2009; Kumar and Lim 2008; Martin 2005) with the
additional of their great reliant on advanced technology (Evelyn et al. 2011). Genera-
tion Y has a lot of resources, they 're energetic and action-oriented, they follow trends,
and they rely on the media and the internet for information. (Mohamad Nor et al.
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2018). Generation Y is an avid Internet user who is open to new technologies and
has the ability to form and maintain intimate relationships with others through the
Internet. (Lim 2008; Syrett and Lammiman 2004). Another distinguishing feature of
Generation Y is its considerable spending power in comparison to earlier generations,
making it an important target for marketers (Ang et al. 2009; Farris et al. 2002; Sox
et al. 2014) and eagerness to participate in online purchasing. Generation Y is more
comfortable with the Internet and is more open to technology advancements (Kotler
and Armstrong 2010, p. 98; Pricewaterhouse Coopers 2009). They are equally at
ease with online and mobile activities (Jones and Leonard 2008; Pricewaterhouse
Coopers 2009).

Generation Y has a significant spending power, according to Retail Research
(2012), with about 200 billion dollars in annual spending. They also have the ability
to spend money swiftly (Parment 2013; Pentecost and Andrews 2010; Mandhlazi
et al. 2013). When it comes to the elements that influence their shopping decisions,
Generation Y prioritizes product value before acquiring any item or service from
any supplier (An Oracle white paper 2009). This generation will not be concerned
about debt and will simply spend when they have money (Aquino 2012). The similar
thing happened in Malaysia with Generation Y; according to OCBC, Generation Y
has a tendency to buy now and pay later, which generated a market potential for this
market segment (The Star 2013; Sox et al. 2014). In terms of branding, Generation
Y considers a reputable brand to be a reflection of one’s status and is willing to pay
more for a reputable brand they favor (Farris et al. 2002; O’Cass and Choy 2008).
Furthermore, branding is even more crucial in Generation Y, according to Aaker
(1997), because this generation uses brands to represent themselves.

In terms of loyalty, keeping in mind that Generation Y has been exposed to a wide
range of options and choices when it comes to purchasing items or services (Evelyn
etal. 2011), when compared to previous generations, this set of consumers is thought
to be less devoted to a single provider (Greene 2004; Lazarevic 2012). According
to an Oracle survey, Generation Y is loyal, but only to brands that can match their
interests. As a result, it is critical for a corporation to establish a sense of dedication
and togetherness in Generation Y (An Oracle White Paper 2009). Generation Y has a
lot of purchasing power, therefore it’s become a very important sector for marketers
(Sox et al. 2014). Members of this generation are able to spend their money quickly
(Parment 2013; Pentecost and Andrews 2010; Mandhlazi et al. 2013). Understanding
the variations between generations might help to develop effective marketing tactics
(Parment 2013).

3 Conclusion

As of today, previous studies on IOT application among consumers are still very
lacking. The absence of a thorough study for the subject creates a loophole for
the advancement of the IOT technology. Therefore, this paper aims to enlighten all
the issues regarding IOT applications in online shopping among Generation Y. The
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current paper is to focus on developing and testing an integrative model of factors
that determine the acceptance of IoT technology among Gen Y. The target for the
Gen Y is due to their willingness of acceptance for the evolving technologies. Gen
Y tends to be more familiar with the concept of fast-changing technologies as they
are more comfortable with changes and are open to embrace any new concept within
the digital agendas. As to the exposure to the online shopping, Gen Y is taking a step
forward in online retails by taking charge of their spending power and keeping true
with the loyalty of the brand or instant expenditure once the income is credited into
their accounts. This study aims to encourage retailers to utilize the new technology
as customer preference is rapidly change overtime. From this study, it will help to
open the eyes of the future generations of the many benefits of IOT implementation
and how by targeting Gen Y would be the most suited approach due to their nature of
technology savvy generation. It will magnify the importance to grasp on the fast pace
evolving technologies while adapting to an existing field’s concept. This research will
prove how IoT experience has helped to boost customer experience and generate new
revenue streams and thus will help the business remain competitive in the market.
IoT will not only help to magnify the relationship built between brand and customers,
but it will help to open a new portal that unlocks future opportunities that will bring
only good things to current businesses.
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Abstract This study attempts to provide insights into how the digitization process
might improve cooperative transparency and competitive advantage. A thorough
assessment of related and pertinent publications on cooperative digitization, trans-
parency, and competitive advantage was conducted. The cooperative as a kind
of economic institution could benefit from the new and current features in the
business environment, which have provided a smooth road for the digitalization
process. Because corporate operations cannot be carried out physically, and resource
and transaction mobilization are limited, digitalization is required during uncertain
economic times. Whereas, for the cooperative, gaining the faith and confidence of
its members is a major priority. The practitioner will be more motivated, and the
digitalization process will be enhanced if they have a better knowledge of how the
digitalization process may improve both transparency and competitive advantage.

Keywords Cooperative - Digitalization - Transparency - Competitive advantage

1 Introduction

Cooperatives are non-profit “people-centered companies” owned, controlled, and
operated by and for their participants to meet their common economic, social,
and cultural needs and ambitions. Malaysian cooperatives consist of clusters of
consumers, cultivation, housing, transportation, manufacturing, and services (Sham-
suddin et al. 2018). All Malaysian cooperatives are governed by Cooperative Act
1993 (No. 502 of 1993) on 4 February 1993 (Shamsuddin et al. 2018).

A cooperative differs from a firm based on equity or stock ownership in terms
of its structure (either private limited or public via listing on the stock exchange or
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over the counter, i.e., without intermediary). Members’ cash contributions, loans,
and government grants ensure the survival of a cooperative (Musa et al. 2020).

Due to the tough economic conditions because of pandemic covid-19, cooper-
atives’ revenue decreased to RM35 billion from RM45.79 billion last year (Aziz
2021a). The descending trend corresponds with Malaysia’s GDP contracting by
5.6% in 2020, the lowest level since 1998. After a challenging year in 2020, cooper-
ative players should rebound with the introduction of technology and digitalisation
(Aziz 2021b). Digital business tools such as e-commerce should be implemented
and running to avoid more severe losses from the Covid-19 pandemic.

2 Transparency for Better Business Performance
and Increase Members’ Loyalty

Organizations are encouraged to display transparency, even before digitalization
enters the era. Grashuis and Cook (2019) posit that a cooperative which provides
better transparency will increase its business performance. They added, this is
because loyalty of members increases as the cooperative provides better transparency.
By being transparent, it demonstrates openness of the management, and it influences
member attitudes and perceptions. According to Susilowati et al. (2014), cooperative
performance is based on members’ loyalty. For cooperative, the members that signed
up with the organization are marked as the cooperative customers. Susilowati et al.
(2014) add, service quality and customer satisfaction are a very important concept
that cooperatives must understand if they want to sustain in today’s competitive
environment.

Kasuma et al. (2018) reveal that cooperative members are more likely to be loyal
when a cooperation results in financial rewards as well as improves the rapport
between organization and members. In the end, such loyalty contributes to the devel-
opment of commitment and trusting relationships among members. Similarly, Yacob
etal. (2016) discover a favourable association between service quality, member satis-
faction, and loyalty in their research. Chareonwongsak (2017) claims that the motive
for transparency among the cooperative boards of directors has a major impact on
cooperative performance. Chareonwongsak (2017) finds that board control, function,
composition, meeting quality, skill, and compensation have all been found to affect
board member motivation to provide better transparency. Padmaksumah (2020) clas-
sified cooperative membership loyalty into two categories: contributing and incentive
participation.

As mentioned, there are numerous transparencies expected from a cooperation
towards its members, including financial transparency. It is essential that cooperative
financial performance is disclosed as a sign of transparency. Cooperatives need to
ensure that financial statements are prepared within a financial year and audited
by authorized auditors (Masuku et al. 2016). Better financial statement disclosure
has a positive impact on microfinance institutions’ operational success (Quayes and



The Effect of Digitalization of Cooperative on Better Transparency ... 119

Hasan 2014). Thus, it is possible that incorporating the transparency practices into
management policy and procedure will reduce the possibility of financial reporting
manipulation. The financial performance report’s transparency can also help to lessen
the ambiguity that might lead to a rise in perceived risk (Agung et al. 2018). This
explains that members’ satisfaction has a beneficial impact on an organization’s
profitability and performance because transparency has reduced their concerns.

Rahim et al. (2017) advocate that low transparency is an indicator of poor internal
control. Possibilities of lack of data integrity, inaccuracies in both financial and non-
financial data are potentially leading to fraud. Cooperative members certainly do
not want the cooperative only being transparent on matters that will mirror positive
performance. Brandao and Breitenbach (2019) provide evidence that reasons for
weak transparencies are due to competition factors, type of market they are in, low
member’s participation, as well as opportunistic behaviour by cooperative members.
Grashuis and Cook (2019) added, financial performance is not the only long-term
reasoning for loyalty but transparency of the management team.

According to Feng et al. (2016), the smaller the cooperative, the stronger the
social capital, as measured by member participation, trust, contentment, and loyalty.
Khafid and Nurlaili (2017) discover contradictory results, claiming that coopera-
tive size, cooperative age, and leverage have no effect on financial success in part.
Nonetheless, they discovered that the size and operation period of the cooperative
has an impact on financial achievement if it serves as a mediating function for the
accountability variable. These findings have crucial implications for policymakers,
governments, and cooperative stakeholders in terms of developing effective inter-
ventions to improve cooperative members’ satisfaction, loyalty, and business perfor-
mance. With digitalization in place, a cooperation should have better transparency
and recognize members’ loyalty as competitive advantage to generate better business
performance.

3 Competitive Advantage Increase Sustainability
for the Business

Itis undeniable that in today’s digital era, starting a business is not uncommon and has
become a way easier, cheaper, and more resourceful than before, especially with the
usage of technology. The technology usage has facilitated and even to certain extent
eliminated some barriers and hurdles faced by the start-ups business before such
as capital requirement, networking, physical store and warehouse, marketing, and
advertising stuffs as well as the need of skilled workers. The digitalization simplifies
the process and work systems of the business by reducing complexity in the produc-
tion plan thus facilitating efficient and flexible control and management. Furthermore,
it enables the business to be conducted virtually, thus reaching customers beyond the
geographical border is easier, besides the advantages of empowerment of employees’
decision-making and decentralization of management (Latos et al. 2018).
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However, this digital transformation also intensifies the competition among the
business as the entry and exit requirement becomes loose. Therefore, the business
needs to have competitive advantage to remain standing and sustain in the market
especially for the long term. It is imperative for the business to have sustainable
competitive advantage that could secure the competitiveness and long-term value and
benefits of the business rather than just remain the existence of the business in the
market. Prior literature discusses on various ways of achieving competitive advan-
tage, including implementation of value-creating strategy in the product or in the
process, and maintaining the business’ ability to maintain above-average profit, which
are often associated with the high profit and economic value that are not concerted
by the competitors (Conto et al. 2016). However, the external factors of economic,
social, environmental processes and technological elements play an important role in
influencing and synergizing the business’ efforts (Sotoducho-Pelc and Sulich 2020;
Haseeb et al. 2019). For instance, values and beliefs and IT managerial resources are
the elements of technological that are significant in ensuring competitiveness and
creating the sustainable competitive advantage for Small and Medium Enterprise,
especially through the intervention of sustainable competitive advantage (Haseeb
et al. 2019; Ongori and Migiro 2010).

According to the resource-based view, the nature of resources by the business and
details of the qualities of the resources are the key elements that must be maintained to
translate into sustainable competitive advantage (Adams and Lamont 2003). Baster-
retxea and Albizu (2011) highlight the importance of the cooperative management
training policy as the source competitive advantage of the cooperative in attracting,
developing, and retaining the managers of cooperatives. In addition, the digitaliza-
tion which incorporates the usage of new technology also contributes to increasing
the satisfaction of cooperative members by associating members’ participation and
transparency in the governance structure and values and principles of the coopera-
tive (Boevsky and Kostenarov 2020). The authors further assert that the application
technology in the digitization process serves as a medium of exchange between
workers and consumers that can be used in a connection of involvement, sharing,
participation, mutualism, sustainability, and attention to diversity.

According to Bratos and Marcuello (2017), there are three key issues that are
faced by the cooperative in the economic globalization era which are the viability
of the cooperatives, their roles in promoting the local development and stability
of local communities and the tensions and potentialities in internationalization of
cooperatives. Thus, in light of the resource-based view, tangible internal resources
serve as a viable business strategy in sustaining the competitive advantage of the
cooperative (Othman et al. 2015).

4 Steps to Digitalise the Business

Cooperative is a form of business which requires a rejuvenate process to align with
the evolution of digital. This process entails a transformation from the traditional way
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of managing the business cooperative to more sophisticated and digitalized coopera-
tive. The transformation in digitalizing the cooperative “concerned with the changes
digital technologies can bring about in a company’s business model, ...products or
organizational structures” (Hess et al. 2020). However, Nadkarni and Priigl (2021)
argue that digital transformation in business will need to bring together competent
employees and executives in order to reveal the transformation power. Thus, tran-
sitioning business to a digital business requires technologies and skilled employees
to handle it. In general, there are seven steps on how to digitize the business which
could be applied to the cooperative business on better transparency and gain compet-
itive advantage. Figure 1 shows the steps to digitalise the business which are (1) set
digital protocols, (2) provide mobile support, (3) incorporate cloud-based technolo-
gies in the business, (4) selection of partnerships, (5) target the end-to-end customer
experience, (6) reduce potential bottlenecks, and (7) review customer feedback.

1. Set digital protocols

Planning and goal are the core elements in digitizing the business including a coop-
erative. It is very important to consider how digitization processes will impact the
business performance and transparency. The cooperative needs to know the direc-
tions of digitizing the business in order to drive the organisation to become more

1. Set digital
prolocols

4. Establish
provider
partnerships

Fig. 1 Steps to digitalise business Source Softlinx (2018)
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adaptable to change (Betz 2018). For example, if the business wants to focus on
digitizing the documentation, the manager should know how to create, edit, store
and transfer the documents. Thus, digitizing the business concerned the types of
technology that the business wanted to adopt and adapt and the competence of the
manager and employees to conduct the technology.

2. Provide mobile support

Mobile support is the most critical and vital component on how to digitize the busi-
ness. Today, more than 96% of Malaysians own smartphones (Miiller 2021), empha-
sising the importance of a digitalization strategy that includes mobile assistance.
The second steps of digitizing the business require the business owner to deploy a
digital services platform that allows for quick innovation, adaptability to new busi-
ness opportunities (Sebastian et al. 2020) and create value to the customers (Nadeem
et al. 2018) especially during Industrial Revolution 4.0 and pandemic covid-19. As a
result, if the customers, employees and target customers are unable to use the internal
or external digitization features on their smartphone devices, it will contribute to a
decrease in sales and profit and demotivate the employees.

3. Incorporate cloud-based technologies in the business

A cloud-based technology, such as a Customer Relationship Management
programme and a Knowledge Management System, are frequently included in the
creation of a corporate digitization plan. Both technologies are designed to give a
single area for the administration of certain information, such as leads, wikis, and
other items. The business model of cooperative financial institutions, for example,
are encouraged to be shaped through technological advances such as Fintech as to
digitize the products and services online (McKillop et al. 2020). This can be seen
on the FinTech providers such as in the payments using mobile wallets and digital
currencies. Recently, a large number of new FinTech providers and capital raising
platforms such as mobile banks and crowdfunding (McKillop et al. 2020).

4. Establish provider partnerships

This step concerns how the cooperative business could reduce the administrative cost
once digitizing the business. Although expanding the team and selecting of third-
party services providers portray that the business will incur more cost, a cooperative
that digitizes the business could reduce its expenses such as expedite the decision
process of loan approvals. In addition, the effect of digitalization is able to increase
intensity in the collaboration with the partners, facilitate collaboration among part-
ners across industry sectors and provide digitalization knowledge and services as a
result of collaboration (Rachinger et al. 2019).

5. Target the end-to-end customer experience

The digitization process involves a variety of team members especially with a
different background in technology, designers of the digital business platform, strong
communication skills and others with specific skill sets (Rachinger et al. 2019). Those
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employees that have the special skills in dealing with the business transformation
are enabled to increase the productivity and enhance the services of the company.
However, the manager needs to invest some amount of capital to expense the training
for the employees with less technology skills (Teece 2018).

6. Reduce potential bottlenecks

In some cases, when the incompetent employees, for example attending intensive IT
programme are unable to meet the deadline set by the manager, the manager need
to consider additional funds to hire temporary employees. Therefore, the digitaliza-
tion business could fulfill customers’ needs and increase the business competitive
advantage.

7. Review customer feedback

Finally, the business managers are responsible to evaluate the feedback from the
customers. This is vital to be considered by all the business organisations because
their opinion and responses will assist the business to react to necessary changes. In
addition, technical resources and digitalization reference documents are important
to be accessed by the employees as to solve common issues raised by the customers
immediately (McKillop et al. 2020).

5 Cooperative Towards Digitalization

To remain competitive and relevant, there is no doubt that the cooperative sector
should capitalize on the disruptions caused by the Covid-19 pandemic by deploying
digitalisation initiatives (Aziz 202 1a) Digital transformation in the cooperative sector
is the process of employing digital technologies to either create new or strengthen
current digitized processes, digital channels, digital products, and digital engagement
(Leticia et al. 2020). Price Waterhouse Coopers (2016) reported that 100% of the
cooperatives surveyed identified digital technology as a key issue. Meanwhile, 50%
of the cooperatives describe it as a revolution and 50% as a means of optimisation.
Hence, digitalisation is very crucial to cooperatives in other for them to remain
competitive in the market.

Even though there are many reasons to embark on digital transformation, the two
primary benefits derived from this digital transformation are twofold namely adding
value for customers and expanding customer base and improved bottom line (Leticia
et al. 2020). Specifically, the digital transformation may add value to customers by
providing convenient access, encouraging faster turnaround times, reducing decision-
making burden, customizing engagement and better-targeted communication and
providing safer finances. In the meantime, this transformation may expand customer
base and improve bottom line by strengthening profitability and sustainability,
providing simpler data management, preparing channels for faster loan deployment,
expanding financial inclusion and financial health, encouraging data-driven decision
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making, reducing fraud and loss from cash handling and enhancing brand reputation
and customer retention.

Concerning the Malaysian cooperatives, after a bleak year in 2020, the coopera-
tives should rebound with the adoption of technology. The cooperative revenue was
hit significantly by Covid-19 that fell to RM35 billion in 2020 from RM45.79 billion
in 2019, which is the country’s worst performance since 1998 (Aziz 2021a). Busi-
nesses, on the other hand, embraced digital measures to reimburse for the decline
in traditional revenue sources throughout the year, as economic experts warned that
entrepreneurs who ignored the digital transformation would struggle to survive. In
fact, business through a cooperative system is still the best and most effective way to
stimulate the development of entrepreneurs in the country, thus contributing signif-
icantly to GDP. In Malaysia, the cooperative sector has approximately 6.1 million
members, the majority of whom are from the bottom 40% (B40 income group),
representing nearly 20% of the total population in the country (www.medac.gov.my).

Ciruela-Lorenzo et al. (2020) argued that in order to compete in a sustainable
manner, it is necessary for cooperative to diversify the activity, innovate and collabo-
rate with others, incorporate talent, and use new technologies. Therefore, the first step
in the digitalisation process could be to assess the company’s level of digitalization
using the developed digital diagnosis tool. This tool is used to reflect on and propose
new development and improvement strategies that allow for competitive advantages.

Brunetti et al. (2020) found that digital transformation is a prevalent challenge of
the regional innovative system that necessitates a multidimensional set of strategic
actions organized around three major pillars. The first pillar is “culture and skills,”
which consists of three strategic areas of action: digital education, talents, and digital
culture. The second pillar is “infrastructures and technologies,” that emphasizes the
importance of information, interaction, and artificial intelligence as major strategic
fields of action. Meanwhile, the third pillar is “ecosystems,” which emphasizes
the significance of investing in medium to long-term visions, partnerships, and life
quality.

In this regard, Leticia et al. (2020), propose that, in order to pursue the digital
transformation, it is vital for the cooperative to take into account few steps:

1) Cooperative should understand the target market.

Cooperatives must not skip the step of thoroughly understanding their customers’
needs and desires. Both current and prospective members should be taken into
account. Potential members represent any customer segment that digital could open
up and that the cooperative does not currently serve (Nurdany and Prajasari 2020).

ii) Cooperative should understand the issues of regulatory.

Cooperatives already operate in a highly regulated environment, and the digital-
ization will introduce new areas of compliance that must be carefully considered.
One such area is digital onboarding. Cooperatives will need to invest in technology
that can electronically verify the identities of new clients.

iii) Cooperative should evaluate the readiness of cooperative digital.
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Cooperatives will need to transform their activities, systems, teams, and processes
in order to fully digitize. Business processes should be reviewed to determine how
and where they can be improved or reengineered. To ensure the architecture is sound,
the core infrastructure (core banking system, data warehouse, reporting, dashboards,
and integrations) should be reviewed.

iv) Cooperative should begin with the core banking system.

Members of cooperative must have direct connections to flexible and convenient
digital channels, which is dependent on the cooperative’s digital core banking system.
Improving or transitioning a cooperative’s current core is the best first step toward
digitization.

v) Cooperative should develop cooperative digital capacity.

Many cooperatives will embark on this journey with in-house technical skills that
are insufficient to execute digital transformation and re-engineer back-end processes.
Technical know-how must be developed and prioritised throughout the organization,
beginning with the top management.

vi) Cooperative should continuously develop and assess the business case for
digitization.

Cooperatives will need to develop and evaluate the business case for digitization
on an ongoing basis. Each digital transformation investment should be evaluated
based on its Cooperatives, like banks, will need to digitize in order to survive in an
increasingly competitive environment. Competitors are beginning to provide their
customers with simple digital access, customized products, and 24-h availability.
While cooperatives are aware that they must digitize in order to compete, they have
not done so sufficiently. Cooperatives must speed up their digital transformation in
order to remain relevant. They can increase their chances of success and reduce costs
by collaborating and leveraging collective capabilities.

Cooperatives must take a more proactive and positive approach to digitalisation
and the adoption of efficient technological platforms in order to maintain their liveli-
hood in an intensely challenging and digitally driven world (Aly 2020). Coopera-
tives still have time to evolve. Cooperatives can retain and grow their customer base
by prioritizing innovation, and they can continue to be the main financial service
providers for lower-income group who benefit from the savings services and low-
cost borrowing they provide. Cooperatives can take their place in a digital world with
dedication, wise resource management, and strategic decision-making (Brunetti et al.
2020).

Cooperatives should integrate digital technologies into their model as quickly as
possible to meet stakeholder expectations. In this juncture, they should realise that by
not going digital at the earliest opportunity is considered risky (Leticia et al. 2020).
However, seizing the opportunities offered by digital technology is only possible
if the business, technological, human and regulatory challenges are well managed
(Price Waterhouse Coopers 2016). Although technology has progressed, the key
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challenge for the majority of cooperatives lies in their implementation and effective
use.

6 Conclusion

Uncertain economic conditions are a fundamental motivation for a company to be
innovative and resilient. In fact, digitalization is the only viable strategy for remaining
competitive in the marketplace. Profit generating is only one aspect of the system
that ensures cooperative organization growth. The most crucial aspect is to retain
members committed to the organization. One of the most important ways to achieve
this is to keep members informed and give them access to the cooperative’s current
performance and activities.

As thoroughly discussed above, there are ... ways to suggest how digitalization is
related to increasing transparency. As for the cooperative, transparency is important to
disseminate information on the cooperative’s wellbeing and activities to the members.
The more transparent the cooperative to the members, the more confidence, trust, and
loyalty the members can be towards the cooperative. This is because the member may
gain understanding and be aware of where their contribution goes. By application of
digital technology, the information about the cooperative activities and achievement
from the business operations can be easily connected and channeled to the members.
From the above example, many cooperatives in Malaysia have transformed their
business transactions from offline to online. Customers and members can easily
inquire related info just from a few clicks and communication with the customer
service is available 24 h. Digitalization not only restores member confidence through
information disclosure transparency, but it also encourages other best practices that
improve the organization’s image, such as replacing paper transactions with paperless
transactions when disseminating information to customers and members. It also
offers clients and members flexible operation hours to contact the cooperative for
information.

Furthermore, the cooperative’s rapid adoption of digitalization has resulted in
added value in terms of competitive advantage. Perhaps the best features for gaining
a competitive advantage over common business and industry rivals are being more
transparent and closer to members and customers. Competitive advantage is just as
vital for business as it is for long-term sustainability. To maintain the legitimacy of
the organization among other organizations in the industry, it is either to become a
follower or an early adopter of change, according to institutional theory.
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Abstract Electronic Portfolio is currently a benchmark for teaching practice. All
available information can be distributed to anyone without restricted receptiveness by
utilizing the system. For example, E-Portfolio manifests students’ artwork to lecturers
to share their knowledge and experience online. In addition, the platform allows
students to exhibit their competency, marketability, self-confidence, and visibility in
previous, current, and future without a natural appearance. E-Portfolio has provided
various benefits not only for students, lecturers but the whole community of learning.
This researches implement the development process of e-portfolio contents and the
challenges for implement E-Portfolio in the teaching practices system in Malaysia.

Keywords E-portfolio + Development process + Challenges + Implementation *
ADDIE model

1 Introduction

E-Portfolio in teaching practice is a digital collection created by a pre-service teacher
of their course-related work, like a routine lesson plan, teaching reflection report,
teaching essays, class video and photographs activities, and collection of assessment
form by a school mentor and university supervisor (Leslie and Camargo-Borges
2017). It can also capture other aspects of a pre-service teacher’s life, such as trainer

N. A. M. Daud - F. H. Yahya - S. H. Zaini
Faculty Human Development, UPSI, Perak, Malaysia
e-mail: nurul.ain@fpm.upsi.edu.my

F. H. Yahya
e-mail: faridahhanim @fpm.upsi.edu.my

S. H. Zaini
e-mail: syaza@fpm.upsi.edu.my

A. Abas (X))
Faculty Art Computing Industry Creative, UPSI, Perak, Malaysia
e-mail: ashardi @fskik.upsi.edu.my

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2023 131
B. Alareeni and A. Hamdan (eds.), Impact of Artificial Intelligence, and the Fourth

Industrial Revolution on Business Success, Lecture Notes in Networks and Systems 485,
https://doi.org/10.1007/978-3-031-08093-7_9


http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-031-08093-7_9&domain=pdf
mailto:nurul.ain@fpm.upsi.edu.my
mailto:faridahhanim@fpm.upsi.edu.my
mailto:syaza@fpm.upsi.edu.my
mailto:ashardi@fskik.upsi.edu.my
https://doi.org/10.1007/978-3-031-08093-7_9

132 N. A. M. Daud et al.

experiences, employment training history, school curricular activities, etc. In other
words, the digital document can make visible trainer learning experience exhibit and
manifest professional development as a teacher. It can demonstrate their knowledge
of training teaching and classroom overall process. “It is a compilation of elements
that documented teaching experience and performance (Naylor et al. 2015).

Typically, it is an individual work of training experience and reflection of practice
during a practicum. Importantly preparing E-portfolio demands teaching theories
and procedures that need to be an experiment to render explicit knowledge that may
currently be implicit (Forsyth 2016).

Furthermore, effective E-portfolios are thoughtful documents, which present a
consistent story of the pre-service teaching journey. This novel uses proof that verifies
the analysis made about this journey and indicates its impact on student learning.
The E-Portfolio is prepared and updated daily to assure professional development is
documented and exhibits teaching practices.

This paper presents the implementation result of the E-Portfolio development by
exhibit the challenges in implementing the Teaching Practices E-Portfolio in UPSI
through a survey of academicians. A total of 500 respondents Google survey form
from academicians inside UPSI, engage and participate in manifest their perspective
on the development of e-portfolio and its implementation in the teaching practices.
Most of the respondents provided important feedback on the advancement of E-
portfolio as one of the advancing ways to evaluate a trainer’s understanding and
experiences. The findings explain the essential things that need to be manifest in
e-portfolio materials, artifacts, and the hurdles of implementing an E-portfolio in
UPSIL

It highlights the critical part of the teaching philosophy statement about personal
teaching orientation and learning within the academic discipline. Simultaneously, the
essential teaching disciplines describe delivery strategies, evaluate teaching quality,
and describe the pre-service teacher/class (Curriculum 2019). Investigated the rela-
tionship between teaching and learning methods employed and teaching materials
development and discussed any innovative assessment strategies developed. Also,
the reflection discussion on how teaching practices have evolved and plans for future
professional development.

2 Literature Review

E-portfolio in teacher education program developed involves three purposes: learning
process for professional development, formative and summative assessment, and
proof of teacher qualification for career purposes (Ashikin et al. 2015).

The E-portfolio process can illustrate the growth of trainee teachers as a reflec-
tive tool that will allow feedback to be corrected immediately. It also saves storage
space and minimizes the administrative process usually implemented through the
current manual filing system. An e-portfolio is an authentic assessment because
it assesses student outcomes based on the actual realities that students perform in
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settings (Johnson et al. 2010). The e-portfolio assessment could strengthen students’
knowledge; it provides an opportunity for students to identify their needs, reflect,
collaborate, and make self-assessments, peer-based assessments, and self-regulation
(Wong et al. 2017).

Domestic and foreign researchers conduct many studies related to e-portfolio
aspects. Among the study elements emphasized in the e-portfolio are various aspects
of students’ views on e-portfolio, process, and implementation. Researchers also
conduct studies on e-portfolio assessment, but no formal evaluation elements are
completed until now (Lu 2021). The following is a review of the literature on e-
portfolios based on some of the aspects mentioned.

Implementation of E-portfolio on teaching practices program from students’
survey opinion was conducted in Malaysia by Kabilan and Khan (2012); Bala
et al. 2012), focusing on pre-service teachers’ views on the implementation of e-
portfolios in their professional development. Furthermore, in a study on 55 students
in the TESOL program at USM, the study’s findings show that an online portfolio
is a tool for monitoring “monitoring tool” that allows trainee teachers to appre-
ciate the importance of the learning process and identify the critical weaknesses
and strengths. Furthermore, teaching delivery efficiency can be improved using the
portfolio (Kabilan and Khan 2012), which shows that further.

Surveys have also conducted a study on 20 new teachers in English education from
various primary and secondary schools in Johor Bharu. The teacher was involved
in compiling an online portfolio for six weeks after training. The research verdicts
reveal that these teachers stated changes in their professional development from their
involvement in the online portfolio process. They indicated that participation in the
process could improve social competence and language skills. In addition, the online
portfolio provides a platform for them to develop their ICT skills and creativity. As
a result, they are more assured of using technology and more motivated to apply it
more widely in the classroom (Bala et al. 2012).

Several works on e-portfolio implementation emphasize teachers’ professional
development aspects. The researcher conducted a long-term qualitative study among
seven new teachers using four-year action research involving e-portfolios among
students in the first, second, and third years of research and at the beginning of their
work (Boulton 2014). The data collection process involved semi-structured inter-
views, questionnaires, and observations on participants. This study focuses on the
process of transitioning teachers from university to career settings. Findings show a
change from teacher training to job settings, self-improvement, and empowerment
as a teacher. The study’s findings also show an increase in teachers’ acceptance of
e-portfolio and professional development benefits as qualified teachers. This study
shows the importance of e-portfolio as a platform to develop professional iden-
tity needs to be implemented and produced at the tertiary level and needs to be
disseminated among trainee teachers.

In addition, a study examines the implementation of e-portfolios and the chal-
lenges of use among trainee teachers at a university in Australia (Oakley et al. 2016).
E-portfolio implementation analysis toward focus group using mixed-method inter-
views on 23 trainee teachers and four academic staff who teach training courses.
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The studies show that it is difficult for students to understand the purpose of the
e-portfolio because there are no guidelines, especially aspects of reflection. As a
result, they face difficulties in achieving critical level reflection. Apart from that,
the study participants also faced technical issues related to the use of technology.
Trainee teachers also stated that they would appreciate it if the e-portfolio could be
shared with other individuals and not created in privacy. The lack of feedback from
the supervisor, especially the aspect of student reflection, is one of the complaints
expressed by the trainee teachers in this study. However, these trainee teachers stated
that their reflective writing skills are improving. Findings from academic staff noted
that an e-portfolio is a platform that can encourage the continuous development of
trainee teachers.

A literature review on the qualitative study has examined the factors that influence
the adaptation process of trainee teachers using an e-portfolio. The survey of nine
trainee teachers of primary and special education in Mississippi, USA, was obtained
through conversations and document investigation (Zhong and Hartsell 2015). The
study’s findings show that the factors that influence students are school factors, social
stress, time constraints, past experiences, family, and personality. This statement
implies that e-portfolios need to be formed based on a specific framework with a
clear description to make the presentation more meaningful.

Research on the implementation and challenges in e-portfolio among trainee
teachers in Australia’s study involves 79 respondents of Year 4 Degree in Early
Childhood Education and Special Education students. They have been practicing
E-portfolios after the session, and they need to answer questionnaires and interviews
with focus groups and individuals. The data shows that among the challenges faced
include the time limit for using e-portfolios, lack of assessment aspects cause students
not to answer given characteristics, students do not understand the instructions given,
and have obstacles in terms of technology (Roberts et al. 2016).

Studies on e-portfolio assessment by Roberts et al. (2014) on several literature
studies on reflection assessment in e-portfolios found that most reflection processes
are not authentically asses. Therefore, researchers have provided four principles
that can improve evaluation in the process of reflection. The four principles are 1)
Applying practice based on current practice (practice-based task) as an aspect that
needs consideration. 2) Students should be given a detailed guide or model to reflect
on. 3) Provide students with self-assessment of reflective writing in an environment
where they can control what they can share.

An E-portfolio appraisal investigation was also conducted, which measured the
trainee teachers’ self-appraisal practice (Yang et al. 2017). This qualitative research
utilizes an assessment framework for Portfolio Assessment for California Teachers-
Teaching Event on 14 English trainee teachers. The study’s findings show that trainee
teachers show progress when using the framework. Still, the development of sub-
skills in four things is needed further to strengthen the teacher’s analysis of teaching
and learning.

This study gives implications to the aspects of assessment in an e-portfolio that
can help teachers improve teaching and learning. A carried out a project under the
EUFolio Project involving 15 schools in Slovakia (Ghoneim and Ertl 2016). This
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study involved 80 teachers using an e-portfolio as a formative assessment tool and
their success in implementing the strategy. This study uses several data sources:
self-assessment questionnaires, teacher teaching planning plans, and focus group
interviews. The study’s findings show that all teachers have used all the elements
in formative assessment through the e-portfolio platform. The results also show that
teachers and 350 students build their e-portfolios using virtual space and practice
self-regulation in their learning process.

A study related to the E-portfolio implementation at Universiti Pendidikan Sultan
Idris (UPSI) through the MY Guru system platform using survey analysis on students’
perceptions to assess their soft skills (Baharom 2017). Respondents involved a total
of 78 students, and the other 5 participants were interview. Data were analyzed based
on the Personality Development course, where critical factors were listed through
e-portfolios, surveys, and interviews. The study’s findings show that trainee teachers
agree that the e-portfolio has the ability as an assessment tool to assess soft skills.
The survey findings also found that trainee teachers are willing to use the e-portfolio
system to evaluate soft skills.

A study shows that most existing e-portfolio platforms fail to improve teacher
practice and enhance professional development and student growth and learning
(Chang et al. 2011). Its dues to no assessment tool can guide trainee teachers to
analyze professional development in teaching practice and other processes. Refer-
ring to the past research, it is clear that the assessment element is a critical element.
However, most study participants faced difficulties understanding and actively
engaging in the e-portfolio platform due to a lack of systematic guidance relatively
vague assessment implementation. Therefore, a survey of constructing a comprehen-
sive e-portfolio system containing modules and user manuals and complete rubrics
should emphasize giving trainee teachers a clear picture of the essential elements to
boost their quality. In addition, systematic assessment instruments can provide clear
guidance to prospective teachers to produce a portfolio of teaching training that can
increase their professional development (Fig. 1).
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3 Methodology

This study will use the ADDIE Instructional Model (Allen 2006) involving five
stages: Analysis, Design, Development, Implementation, and Evaluation.

The First Stage (Analysis)

The researcher will study the need to develop an E-Portfolio System Model of
teaching practice at this stage. The researcher will conduct a needs study comprising
60 students who will undergo teaching training to examine their conditions for devel-
oping the e-portfolio training system. In addition, the researcher will also discuss the
development of the system based on the literature review, the theoretical framework
in the e-portfolio model.

Stage 2 (Design/Design)

In this phase, the design will consider creating the e-portfolio system and the modules
produced in the system. It covers target groups, examines objectives in developing
e-portfolio systems, selects information delivery methods, graphical aspects, layouts
required by users, etc. In this phase, modules and user manuals will be determined,
and choose the learning objectives required in the e-portfolio system.

Stage 3 (Development Phase)

At this stage, learning content, as well as instructional learning, is developed. The
researcher will validate each instructional unit/module, including the validity process.
It includes internal assessments related to instructional strategies and related content
individual and group verification. The system operations are based on evaluation
feedback in formative and summative activities. Subsequently, after building this
e-portfolio system, this phase continued to gain expert consensus on face validity,
content validity, and constructs through the application of the Delphi. This method
involves selecting five experts (Subject Matter Expert; SME) with various back-
grounds (education and Instructional Education) to evaluate and validate the module’s
content and instructional design. Thus, data were collected through four stages:

Level I: Experts evaluate the content of the application built.

Level II: Identify expert consent and disagreement about the theme’s content in
Level I through the proportion of items. In Level II, experts will comment on content,
improve the content and add new content in line with e-portfolio objectives.

Level III: The panel will re-rate item changes based on item changes in Level 1.

Level IV: In the last stage, the expert will give the previous item to be studied, and
the expert is allowed to see the views or proportions of other experts.

Study procedures involving experts will be put together in a workshop to determine
the agreement engaged with the study.

Stage Four: (Implementation/Implementation)
At this stage, educational instruction operated.
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Stage Five: (Evaluation)

The evaluation or evaluation stage is a continuous evaluation that takes place forma-
tively that evaluates the processes and materials conducted during the analysis and
design stages. The evaluation process is carried out during the developmental stage,
which includes individual and group evaluation. The summative assessment contains
experimental operations, which is the final step in the validity process. Two facilita-
tors will evaluate the research team on 100 trainee teachers at UPSI. This one-day
workshop consists of sessions that include demonstrations using the applications
developed. Next, the sample will then answer a questionnaire or Google Docs Appli-
cation to evaluate their feedback related to the application to see aspects of the course,
content, assessment, time, navigation, multimedia, interactive process, design, and
overall experience. The data will be analyzed using SPSS descriptively to determine
the overall evaluation of the applications developed.

4 Analysis and Discussion

The summary presented by the Google survey form showed that 500 respondents,
which are academicians, engaged in the survey. Referring to Fig. 2, respondents from
9 faculties, namely FPM, FSKIK, PFTV, FSK, FSSKJ, FPE, FSM, FBK, and FMSP.
A total of 227 respondents from FBK equivalent to 44.2%, 6 respondents repre-
senting 1.2% from FMSP, 15 respondents from FPTV equivalent to 2.9%. Twenty-
two respondents equal 4.3% of FSK, while from FSKIK, a total of 142 respondents
equals 27.6%. FSM consists of 96 respondents, equivalent to 18.7%, and a total of 1
respondent equivalent to 0.2% from FSSKJ (Table 1).

The survey queried respondent’s experience and interaction in the portfolio plat-
form. It comprises Google Site, Sahara, WordPress, Blogger, Live Pebblepad, and

Fig. 2 Respondent Survey enroliment by Faculty

enrolment by faculty

44.2%

® FPM
@ FSKIK
® FPTV
@ FsK
@ FSSKJ
@ FPE
@ FsSM
® FBK
@ FMSP




138 N. A. M. Daud et al.

Table 1 Result analysis selection of Strongly Agree, Agree, and Neutral

Internet Access capabilities and understanding of Portfolio platform

Part | Item % - 1st % - 2nd % - 3rd

1 Interaction on respondent’s experience 81.9% 71.9% Blogger |45.5%
and interaction in the portfolio platform | Google Site Work press

2 Have access to mobile 52.1% 38.7% 8.8%
phones/laptops/computers/electronics
devices

3 Have access to the Internet capability 37.2% 42.4% 18.3%

Perspective on E-Portfolio understanding

4 Write reflections on teaching practice in | 26.7% 50.6% 20.6%
an organized manner

5 Make self-assessment, peer-based 22.8% 50% 25.3%
assessment, and self-regulation

6 Using the e-portfolio platform in the 21% 41.5% 30.2%

teaching training process

7 Increase motivation for the process of 26.8% 50% 21.2%
continuous professional development in
teaching practice

8 Organize teaching and learning materials | 31.7% 50.4% 16.5%
flexibly

The Development of E-Portfolio content

9 Document teaching and learning 20.8% 53.3% 23.5%
materials flexibly

10 Read and understand the content in the | 23.9% 51.9% 22.8%
e-portfolio

11 Clear instructions in the e-portfolio 53.1% 33.1% 12.8%

platform to avoid confusion

Challenges in Implementing E-Portfolio

12 Save storage space on teaching 31.3% 47.9% 19.5%
training-related materials

13 Upload and download materials for 33.1% 52.9% 13.2%
teaching

14 Quickly review previously uploaded 38.5% 47.9% 13.2%
materials

the Wix platform. Logically, the replacement of people signifies their perception of
the current advancement of L.T. in their social context. Based on Fig. 3 (Part 1),
411 respondents, or 81.9% of academicians, choose “Google Site” as an e-portfolio
platform they have heard or visited. The findings found that most respondents choose
Google Site as an e-portfolio platform that they have heard or visited with the highest
percentage. It also demonstrates that most respondents are aware of I.T. develop-
ment by having experience in portfolio platforms. People now favor interacting in
the virtual world preferably than in an actual face-to-face meeting.
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Fig. 3 Result analysis selection of Strongly Agree, Agree, and Neutral

Moreover, most respondents own their website and blog via Blogger, Google
Site, Sahara, Wix, etc. Consequently, most of the respondents are IT-literary. Thus,
the development of I.T. in educational institutions cannot likely guide to creating
an E-Portfolio as a platform to improve academic learning. Recognizing that most
respondents are ['T-literate, all also own their devices to collect information obtainable
online. For instance, in Fig. 3, they access laptops or notebooks, desktops, mobile
phones, and tablets. Hence, by applying those devices, entirely the information
distributed online is at their fingertips.

Figure 3 (Part 2) shows the findings that as many 52.1% “Strongly
agreed” that they have the existing knowledge to access mobile
phones/laptops/computers/electronics devices. For option, “Agree,” a total of 199 or
38.7% of respondents chose this option. As a result of these findings, the overall result
of existing knowledge for access to mobile phones/laptops/computers/electronics
devices is excellent.

Referring to the survey, respondents have access to the Internet. Figure 3 (Part 3)
shows the findings that they have the existing knowledge for access to the Internet.
37.2% of respondents chose, “Strongly Agree”. Viewing for E-portfolio information,
administration contacts numbers, and so on is easy. This situation causes people to
feel that every instant of their lives is essential. It further demonstrates that the respon-
dents are continually attached to the Internet and their data subscription. Hence, the
online system makes people seem connected.

The survey results indicate different perspectives on E-Portfolio in educational
institutions. Figure 3 (Part4) presents that agree that E-Portfolio is a suitable platform
for the teacher training process. Students will be motivated and easily be grades and
awards rather than simply learning to achieve graduation’s ultimate goal (Ashikin
2015). This mindset causes students to pursue good academic results and develop soft
skills, which are very important in teaching (Chung and Elizabeth 2014). For option,
which is “Neutral,” as many as 106 or 20.6% of respondents stated that the “Agree”
e-portfolio platform could allow them to write reflections of teaching practice in
an organized manner. In addition, choice of 137 respondents represents 26.7% of
respondents “Strongly Agree” with this statement.

Based on Fig. 3 (Part 5), A total of 130 respondents, or 25.3%, chose option, “Neu-
tral.” In addition, for options “Agree” and “Strongly Agree” 257 and 117 respectively,
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50.0 and 22.8% of respondents chose this statement and e-portfolio platform allows
students to make self-assessment, peer-based assessment, and self-regulation.

Figure 3(Part 6) shows that confident of using the e-portfolio platform in the
teaching training process. A total of option, which is “Neutral,” as many as 155 or
30.2% of respondents stated that they “Agree” they can use the e-portfolio platform
in the teaching training process. In addition, option of 108 respondents represent
21.0% of students “Strongly Agree” with this statement.

Figure 3 (Part 7) shows the findings that the e-portfolio platform allows respon-
dents to increase motivation for continuous professional development in teaching
practice. For option, “Neutral,” as many as 109 or 1.6% of respondents choose this
option. In addition, 257 respondents, equivalent to 50.0% of respondents, select
option, “Agree”, and 138 or 26.8% of respondents choose option, “Strongly Agree”.

Figure 3 (Part 8) shows the findings that the e-portfolio platform allows respon-
dents to organize teaching and learning materials flexibly. For option, “Neutral,” as
many as 85 or 16% of respondents choose this option. In addition, a total of 259
respondents, equivalent to 50.4% of respondents, chose option, which is “Agree,”
and 163 or 31.7% of respondents chose option, which is “Strongly Agree.” As aresult
of these findings, the overall mean for the e-portfolio platform enables respondents
to organize teaching and learning materials effectively.

A researcher (Barnes and Gillis 2015) suggested that the chosen artifacts must
be examples of works that reveal the students’ potential in academic performance
and their marketability in the workforce. Hence, the E-Portfolio should be valuable
cover materials for student assignments and prominent involvement in extracurricular
activities. Uninfluential artifacts must not be covered in the E-Portfolio because it will
reduce the potential market of the students. Students must be supervised correctly by
their enrolment in universities to deliver a unique and inspiring E-Portfolio system.
E-Portfolios also operates as a highly effective practice that provides students and
educators with an assessment tool to improve academic success (Boulton 2014).
From the survey, most agree that requiring an E-Portfolio can ensure the success
of the E-Portfolio system; making an E-Portfolio is one of the learning agility
scenarios that inspire students to develop their skills slowly. Therefore, the anal-
ysis signifies that having their E-Portfolio can ensure the students’ learning success.
The Development of an E-Portfolio must support the student’s growth and assess
their learning and marketability (El-Senousy 2020). An E-Portfolio can enhance the
student’s visibility, self-confidence, marketability, and competency from the paper’s
analysis. Some content development of an e-Portfolio is one of the fundamental
aspects that need consideration.

Based on Fig. 3 (Part 9), that using this e-portfolio platform will allow them
to flexibly document teaching and learning materials. 121 respondent’s equivalent
to 23.5% “Neutral” which is option. A total of 274 respondents, or 53.3%, chose
“Agree” with the statement that this e-portfolio platform allows them to document
teaching and learning materials flexibly. In addition, option, “Strongly Agree,” as
many as 106 or 20.6% of respondents chose. The results found that the this e-portfolio
platform statement will allow respondents to document teaching and learning mate-
rials flexibly is and will help all materials provided, will be easy to display online.
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The respondents fully accept that E-Portfolio can improve student visibility in their
learning process, whereas the majority can improve the marketability and confidence
of respondents.

Therefore, E-Portfolios are a platform to prove student performances (i.e., beyond
the teacher’s reach) because the old assessment system provides inadequate proof
(Lu 2021).

Furthermore, E-Portfolio equips students with creative alternatives to transfer their
expertise to interactive and significant performance displays. Examples of perfor-
mance indicate the student’s soft skill level, which defines their success in job appli-
cation (Pegrum and Oakley 2017). Hence, students who want to succeed need to
learn to improve their soft skills.

Figure 3 (Part 10), that they are confident to read and understand the content in
the e-portfolio. A total of 117 respondents, or 22.8%, chose option, “Neutral.” In
addition, for options namely “Agree” and “Strongly Agree” 267 and 123 respectively,
51.9% and 23.9% of respondents chose this statement.

Based on Fig. 3 (Part 11), that they need explicit instructions in the e-portfolio
platform to avoid confusion. A total of 66 respondents, or 12.8%, select option,
“Neutral.” In addition, for option, namely “Agree” and “Strongly Agree,” 170 and
273, respectively, 33.11% and 53.1% of respondents choose this statement.

Accomplishing an e-Portfolio in training has numerous advantages and disadvan-
tages. (Ozer et al. 2016) said that e-Portfolio is the most innovative technology to
enhance technical skills, support prospective job hunting, and assess performance
and confidence. The whole of the contents in the E-Portfolio can be evidence of proof
to improve a student’s proposed career development (Flores et al. 2015). Referring to
Hart Research Associate (Md Azhan et al. 2014), 95% of companies prefer selecting
applicants among talents that can improve the company’s improvement. Accord-
ingly, the e-Portfolio requires interactive and filled with interesting knowledge to be
shared in the future (Odo 2016). Although, the challenges of designing and achieving
a great e-Portfolio are several. Approachability is not limited, and therefore students
must be careful in collecting material to be uploaded in their e-Portfolio. Pointless
material can reduce the marketability of a student if uploaded. Therefore, students
are responsible for their e-Portfolio and the information it contains (Meiers 2007).

Figure 3 (Part 12) illustrated the challenge that might happen when implementing
E-portfolio. The e-portfolio platform allows them to save storage space related to
teaching training. A total of 100 respondents, or 19.5%, chose option, which is
“Neutral” on this statement. Finally, option “Agree,” with 246 respondents or 47.9%
select option. Meanwhile, 161 respondents or 31.3% “Strongly agree” that the e-
portfolio platform can save storage space related to teaching training.

Figure 3 (Part 13) shows that none of the respondents or 0% of respondents
chose option, “Strongly disagree,” that the e-portfolio platform allows respondents to
upload and download materials for teaching. While four respondents, or 0.8%, chose
option, “Disagree,” regarding this statement. For option, “Neutral,” as many as 68 or
13.2% of respondents choose this option. In addition, 272 respondents, equivalent
to 52.9% of respondents, select option, “Agree,” and 170 or 33.1% of respondents
chose option, “Strongly Agree.” As a result of these findings, the overall for this
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e-portfolio platform can allow respondents to upload and download materials for
teaching is capable.

Figure 3 (Part 14) shows the findings that many respondents or 0.2% of respon-
dents chose options, namely “Strongly Disagree” and “Disagree,” that the e-portfolio
platform allows them to review the materials uploaded easily While 68 respondents,
or 13.2%, choose option which is “Neutral” regarding this statement. For option,
whichis “Agree,” a total of 246 or 47.9% of respondents chose this option. In addition,
198 people or 38.5% of respondents “Strongly Agree” with this statement.

A recorded that students favor the traditional portfolio method, including the
combination of printed documents (Guerriero 2014). They do not strive to use e-
Portfolio as a springboard to promote metacognitive skills and future career develop-
ment. The students encountered that unreliable receptiveness to the Internet at their
home executes connecting with their e-Portfolio challenging most of the time. A
researcher also suggested that uploading huge files into an e-Portfolio is challenging
and time-consuming (Chang et al. 2011).

Furthermore, users have to preserve their passwords for security purposes and
regularly back up their files because of server problems. Their lecturer also demands
students to upload all their works into an e-Portfolio. They do not know the advantages
of having an e-Portfolio by themselves. Therefore, e-Portfolio is not yet a common
platform in education compared with other social sites, such as Twitter, Instagram,
and Facebook.

Completing E-Portfolio in the learning process has several challenges. The impor-
tant and difficulties are plagiarism, storage or server problem, and students not
uploading their learning material in the e-Portfolio. Common challenges come from
waste activities in and waste out of learning materials uploaded in the e-Portfolio. The
student just uploads the learning material by force and loading work to academic staff
to appraise E-Portfolio. Additional issues, such as creating the e-Portfolio because
of habit and assessment and students feel the e-Portfolio has no benefit, are deemed
common challenges but lower. E-Portfolio enhances the independence of students
through self-learning. Hence, students need to be mature and motivated to learn
independently, and they will not leave behind in the learning process. Suggested
that the e-Portfolio encourages students to be contemplative when creating their
e-Portfolio (Costandi et al. 2019). Universities or institutions must give regular
training to promote and drive students to use the e-Portfolio as a learning component.
The respondents prioritize academic introductory course materials because accumu-
lating core course materials indicates a student’s potential academic performance
and marketability in the workforce. Hence, the most practical assignments in their
academic core course should place in students’ E-Portfolio. The E-portfolio system
should consider teaching experience records. It will be an added value representing
the students’ competency and skills, enhancing their marketability when striving for
a workplace.
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5 Conclusion

The implementation of an e-Portfolio is helpful to enhance the learning system at a
higher education level. E-Portfolio promotes the ideas of producing an “equitable’
student”; it encourages the assessment of students holistically and encourages
students to learn new skills that are unavailable in the classroom, especially about
Web 2.0 tools. All of these skills are typically acquired only by their experiences
(i.e., learning by doing). To create an effective e-Portfolio and obtain good grades,
students must gain such competency. Therefore, implementing an e-Portfolio can
produce proactive students who participate in various activities in their learning.

The Google survey results indicate that most respondents give confident feed-
back on the development of e-Portfolio as one of the universal methods to assess
students’ knowledge and skills. Thus, the comprehensive contents of the e-Portfolio
must be developed. Furthermore, a good e-Portfolio must have inclusive contents that
meet selected essential criteria to measure students’ academic achievement. There-
fore, integrating a suitable assessment method is equally important to determine the
success of the e-Portfolio system.
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Towards Managing Covid-19 Using m
Artificial Intelligence and Big Data i
Analytics

Azwa Abdul Aziz, Elissa Nadia Madi, Nik Nurul Nadia Nik Pa,
and Mokhairi Makhtar

Abstract Coronavirus Diseases (COVID-19) is an infectious disease caused by
a newly discovered coronavirus that becomes world pandemic with 200 coun-
tries recorded affected, and nearly 1 million people died. Starting from Wuhan in
December 2019, within three months, the spread across global with high reproduc-
tion rates (R Rates). There is evidence in one case, it spread to more than 100 people
and creates his pandemic cluster. As the pandemic contributes to a large volume of
data, Artificial Intelligence (AI) and Big Data Analytics (BDA) play a huge role in
understanding the pan-demic to help necessary action can be deployed. Researchers
and developers are increasingly using artificial intelligence, machine learning, and
natural language processing to track and contain coronavirus and gain a more compre-
hensive understanding of the disease. So far, due to new diseases, there is a limited
study to cover how Al and BDA will help in fighting COVID-19. Therefore, we
provide a comprehensive analysis of the existing and potential of using Al and BDA
to manage the COVID-19 outbreak based on COVID-19 Outbreak Life Cycle phases;
detection, spread, management, recovery. We also presented the challenges needed
to be overcome for BI in BDA in the fighting. To conclude, these findings show the
necessity of Al and BDA as a critical tool to understand COVID-19 and there a lot
of ongoing intensive works have been carried out to cope with COVID-19.

Keywords COVID-9 - Artificial intelligence - Big Data Analytics + Machine
learning

1 Introduction

As an emerging infectious disease, COVID-19 has involved many countries and
regions. With the further development of the epidemic, the proportion of clusters
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Fig. 1 Johns Hopkins University dashboard (John Hopkins Centre 2020)

has been increased. COVID-19 is an infectious disease caused by a newly discov-
ered coronavirus. A new spreading illness caused by a coronavirus (COVID19) has
affected many countries and regions. Just after five months of the outbreak, more
than 3 million cases of Covid-19 (COVID-19 2020) have been recorded around the
globe. Figure 1 shows cumulative cases of COVID-19 around the worlds based on
Johns Hopkins University (Coronavirus Research Centre) in April 2020. In June
2021, more than 180 million were affected, which a number of deaths going to four
million depicted the vaccination programs already started for most countries.

Most people infected with the COVID-19 virus will experience mild to moderate
respiratory illness and recover without special treatment. Older people and those with
underlying medical problems like cardiovascular disease, diabetes, chronic respira-
tory disease, and cancer are more likely to develop serious illnesses. The COVID-19
virus spreads primarily through droplets of saliva or discharge from the nose when
an infected person coughs or sneezes.

COVID-19 clinical characteristics were very similar to those of viral pneumonia.
However, after analysis of respiratory samples, the experts at the PRC Centers for
Disease Control declared that pneumonia, later known as novel coronavirus pneu-
monia (NCP), was caused by a novel coronavirus (Huang et al. 2020). Like other
viruses, SARS-CoV-2 has many potential natural hosts, intermediate hosts, and
final hosts that lead to major challenges for preventing and treating viral infection
(Wang et al. 2020b). SARS-CoV-2 has high transmissibility and infectivity and a
low mortality rate than severe acute respiratory syndrome and Middle East respira-
tory syndrome coronaviruses (SARS-CoV and MERS-CoV, respectively). However,
COVID-19 is dangerous to the person who has a low immune system, such as older
adults and a person who have comorbid (blood pressure, kidney problems, etc.)
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The COVID-19 global pandemic contributes a large volume of data. Artificial
Intelligence (AI) and Big Data Analytics (BDA) play a huge role in understanding
the pandemic to help necessary action be deployed. Researchers and developers
are increasingly using artificial intelligence, machine learning, and natural language
processing to track and contain coronavirus and gain a more comprehensive under-
standing of the disease (Kent 2020). AI and BDA have been applied intensively,
including prevention, monitoring, treatment, and finding a solution (vaccine) for
the pandemic. For example, companies and governments worldwide are tapping the
location data of millions of Internet and mobile phone users for clues about how the
virus spreads and whether social distancing measures are working (Toh 2020). These
efforts involve analyzing large data sets to uncover patterns in people’s movements
and behavior throughout the pandemic.

Al already fascinated healthcare expertise, where the complexity and rise of data
in healthcare mean that artificial intelligence (Al) is fit applied within the field.
Machine Learning (ML) algorithms are already outperforming radiologists at spot-
ting malignant tumors and guiding researchers in how to construct cohorts for costly
clinical trials (Devenport 2019). A tremendous amount of data needs to be analyzed to
combat COVID-19, such as monitoring people, understanding symptoms, predicting
outbreaks, and clustering infection. Al can be used as a critical defensive weapon
in fighting COVID-19. The 5’Vs of big data criteria (Volume, Variety, Velocity,
Veracity, and Value) defining the COVID-19 dataset. Thus each of these performs
unique challenges to be solved.

This paper seeks to address the following issues:

i.  Anearly review of using BDA and Al in fighting COVID-19

ii.  To explore the potential of using Al and Big Data Analytic managing COVID-
19 pandemic

iii.  Discuss critical challenges implementing Al in COVID-19

The paper has been divided into five parts. The first part is the introduction and
aims of the research. The second part begins by laying out the theoretical dimensions
of the study and the definition of critical key terms. The third part describes the
potential applications using Al in every phase of COVID-19 control and prevention
with the suggestion algorithms as solutions of analytic problems in COVID-19. Part
4 followed by discussing the challenges of using Al and BDA against COVID-19.
Finally, in part five, the conclusions and suggestions for future works.

2 Background and Motivation

COVID-19 occurred just before the Lunar New Year. Millions of Chinese were
expected to travel for the holidays, including people in China, Hong Kong, Taiwan,
Singapore, Malaysia, and other parts of the world where Lunar New Year is the
biggest festival celebration for Chinese. Thus, it led to a major spread around the
globe, although quick reaction for China government in managing the pandemic, the
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first case appeared in Wuhan, China. Therefore, the Industrial Revolution (IR) 4.0
key components such as Al and BDA are essential in controlling and monitoring
the pandemic. For example, Taiwan quickly mobilized and instituted specific case
identification, containment, and resource allocation approaches to protect public
health. Taiwan leveraged its national health insurance database and integrated it with
its immigration and customs database to begin creating big data for analytics; it
generated real-time alerts during a clinical visit based on travel history and clinical
symptoms to aid case identification (Wang et al. 2020a). Besides, the Quick Response
(QR) code technology is used for scanning and online reporting of travel history and
health symptoms to classify travelers’ infectious risks based on on-flight origin and
travel history in the past 14 days. Therefore, a comprehensive understanding of Al
and BDA will help to fight the diseases because not all algorithms can be implemented
in all problems. Most importantly, we need to avoid overestimating such in the case
of providing a risk assessment system for COVID-19.

2.1 Artificial Intelligence (Al)

Artificial intelligence (Al) is a wide-ranging branch of computer science concerned
with building smart machines capable of performing tasks that typically require
human intelligence. Al is an interdisciplinary science with multiple approaches, with
the access of Internet-of-Things (IoT) of resources (big data) and advancement of
algorithms (machine learning techniques such deep learning) and high-speed infras-
tructure (hardware) with affordable cost contribute to new industry revolution (IR

Rules-Based System « Machine Learning

!
-
b
B
Robotic Process
CoVID-19
Automation Natural Language

Processing

Fig. 2 Al contributes to healthcare
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4.0). Davenport (Wang et al. 2020a) segment the types of Al relevant to healthcare
into five approaches, as shown in Fig. 2.

i.

Machine Learning (ML)
The first approach is Machine Learning (ML). It is algorithms that use statistics
to find patterns in massive amounts of data. For example, how Google produces
a searching result, recommendation systems like Netflix or Youtube that person-
alise user needs, or voice assistants such as Siri and Alexa. It is defined as a
statistical technique for fitting models to data and ‘learn’ by training models
with data divided into two main categories: supervised and unsupervised.

The supervised learning process exploits the labeled examples in the training
dataset (Han et al. 2012). Supervised learning creates a function that maps the
input variables (x) to an output variable (y).

y=fx)

The goal is to approximate and generalize the mapping function so that when
new input data is presented, the model can accurately predict the output variables
for that data. In general, the features or attributes that are used to build the ML
model are pre-defined by the user. The SML model’s success depends on the
knowledge and information that exists in the training data.

SML is the type of machine learning in which machines are trained using
well “labeled” training data, and on that data, machines predict the output. The
labelled data means some input data is already tagged with the correct output.

Alternatively, unsupervised ML does not need any labeled data. Thus, it can
be applied to any text data without manual effort (Agarwal and Mittal 2016).
However, the unsupervised model requires the expert to verify the clustering
result produced by this approach, as shown in Fig. 3. The goal for unsupervised
learning is to cluster data based on patterns and behavior obtain from learning
analysis.

The use of Al in healthcare is broad such as applied in diagnosis processes,
treatment protocol development, drug development, personalized medicine, and

Unsupervised Learning

sUnknown Output
*No Training Data Set

—*—'—

Fig. 3 Unsupervised machine learning (Mahesh 2020)
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Get Data Train Model Improve

Clean, Prepare
& Manipulate Data

Fig. 4 The general process in ML (Maloo 2018)

patient monitoring and care. For example, Manogarana et al. (2017) proposed
architecture of IoT and Big Data for secured smart healthcare monitoring and
alerting system. It is due to the difficulty of analyzing and finding valuable
information in Big Data. In another example, the prior clinical records from the
Cleveland Heart Disease Database (CHDD) and sensor data of the patients were
collected to test the Logistic regression-based MapReduce with assisted by the
Apache Mahout application (Ge et al. 2018). In research by Sharma et al. (2018),
they proposed disease monitoring testing. It can analyze the data and analytic
requirements for the involved parties, such as the healthcare system provider that
is the service provider (SP). These patients are the distributed data contributors
or users, and medical providers called doctors, hospital staff, and nurses.

The general process in ML involved data preparation (etc.: cleaning, transfor-
mation, remove noises), train the model (using an algorithm), result evaluation
and interpretation, and model improvement. Kook (2018) divide the ML process
into 5 phases, as shown in Fig. 4.

The first phase process is obtaining data, followed by the cleaning process.
The subsequent phases involved a train and test model where choosing the suit-
able model is the most critical job in ML. The final process is calibrating and
improvement of the result.

ii. Natural Language Processing (NLP)

Natural Language Processing or NLP is a field of Artificial Intelligence that
gives machines the ability to read, understand and derive meaning from human
languages (Yse 2019a). In healthcare, the dominant applications of NLP
involve the creation, understanding and classification of clinical documentation
and published research. NLP systems can analyze unstructured clinical notes
on patients, prepare reports (e.g., radiology examinations), transcribe patient
interactions, and conduct conversational Al (Wang et al. 2020a).

iii. Rules-Based Experts System
Expert systems based on collections of ‘if-then’ rules were the dominant tech-
nology for Al in the 1980s and were widely used commercially in that and
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iv.

later periods. In healthcare, they were widely employed for ‘Clinical Decision
Support’ purposes over the last couple of decades and are still widely used today
(Wang et al. 2020a). However, these approaches suffer complex decisions that
lead to performance problems, whereby more suitable learning algorithms can
replace Rules-Based such as Decision Tree or Random Forest Classifier (RFC)
when dealing with high sparsity of dataset.

Physical Robots

Robots in many domains, including healthcare, help do critical jobs as accuracy
and consistency play a considerable role. They perform pre-defined tasks like
lifting, repositioning, welding, or assembling objects in places like factories and
warehouses and delivering hospital supplies. Surgical robots initially approved
in the USA in 2000, provide ‘superpowers’ to surgeons, improving their ability
to see, create precise and minimally invasive incisions, stitch wounds, and so
forth (Wang et al. 2020a). Robots have reduced human interaction by disin-
fecting hospital rooms, moving food and supplies, and delivering telehealth
consultations. Al is being used to track and map the spread of infection in
real-time, diagnose infections, predict mortality risk and more (Mahendra
2020).

Robotic Process Automation

The process of robotic automation is considered as not involving physical
robots. Instead, it relies on a combination of workflow, business rules, and
‘presentation layer’ integration with information systems to act like a semi-
intelligent user of the methods (Wang et al. 2020a). The use of technologies
such as image recognition, gene sequence, and repetitive system tasks is an
example of applying robotic process automation.

2.2 Big Data Analytics

The mass of data creates by IoT devices leads to the essential BDA. In cases of Covid-
19, data produced from social media regarding the pandemic, fake news, patient
movement from one area to another that can retrieve from mobile are necessary to do
the analytic process. By combining with Al analytics, big data helps us understand
the COVID-19 in outbreak tracking, virus structure, disease treatment, and vaccine
manufacturing. The definition of big data relates to early 5Vs criteria. The early 5Vs
of Big Data definition based on these criteria and shown in Fig. 5.

i

Volume

For example, volume refers to the amount of data generated through
websites, portals, and online applications within the Social Media space. The
size of the data fixes the value and potential insight. Besides, the volume of
big data structures grows at an unbelievable rate such that it can only be effec-
tively managed using clusters. The massive volume of data on big data is
increasing as Internet technology evolves. Millions of people produce video
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Speed at which data is emanating and
changes are occurring between the
diverse data sets

Volume

This refers to the sheer volume
of data being genera
every second.

Having access to big data
is all well and t
that's only useful if we
can turn it into a value.
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BIG DATA

Veracity
Veracity

Data reliability and trust.
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Can use structured as well
as unstructured data.

Fig. 5 5Vs big data criteria (Marr 2015)

data on YouTube, status on Facebook, photos on Instagram and more. The
amount of data produced has resulted in vast volumes of data stored digitally
on the internet.

ii.  Velocity
Velocity refers to the tremendous speed or velocity within which the data moves
in a big data system, and data stream must be generated and dealt with promptly.
Big data involves the massive movement of data from various sources to process
the same data in real-time and in batch processes. The data are generated and
processed to meet the demands that can be highly variable.

iii.  Variety
The data come in a large variety of formats and is often sourced from different
platforms. Itis including structured, numeric data in the traditional database and
unstructured data such as text documents, video, and audio. Data are generated
from multiple sources, making it hard to transform and integrate data across
systems. The data is stored using various formats such as doc, jpeg, png, pdf,
and more.

iv.  Veracity
The data veracity mentions the degree of certainty in data sets. It is the inherent
unpredictability of some data that requires analysis of big data to gain reliable
predictions.

v.  Value
The extent to which big data generate economically worthy insights and or
benefits through extraction and transformation. Big data is also characterised
by large datasets containing data with varying quality and sentimental value.
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3 Fighting COVID-19 with AI and BDA

Naude (Yse 2019b) emphasises six areas where Al can contribute to the fight against
COVID-19; early warnings and alerts, tracking and prediction, data dashboards,
diagnosis and prognosis, treatments, cures, and social control. For early warnings
and alerts, he used the Canadian-based Al model, BlueDot, which predicted the
infection outbreak at the end of 2019, issuing a warning to its clients on 31 December
2019, before the World Health Organization did on 9 January 2020. Tracking helps
predict how the COVID-19 disease will spread over time and space, such as the
2015 Zika-virus, a dynamic neural network was developed to predict its spread. The
tracking and forecasting of COVID-19 have caused the emergence of an industry
of data dashboards that visualises the pandemic (ex: John’s Hopkins’ JHU CSSE,
Corona-virus world meters). On the other hand, a fast and accurate diagnosis of
COVID-19 is a critical process to save human lives. Therefore, Al models such as
Deep Learning are essential algorithms for analysing tasks that may provide helpful
input for medical diagnosis. Al is considered necessary in treatments and cures. The
use of Al in healthcare for treatment had intensively used past ten years, such as
gene sequence or developing vaccination. Finally, Al can be implemented in social
control by integrating IoT devices such as mobile to track crowded for a specific
area.

In this paper, we used the outbreak life cycle proposed by Biaggi (Huang et al.
2020), divided the outbreak into four phases, as shown in Fig. 6.

i.  Detection

Fig. 6 COVID-19 outbreak
life cycle

Recovery
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Detection is the process to detect an early outbreak for authorities to take neces-
sary action before it becomes a global pandemic. For example, in late December
2019, Toronto start-up BlueDot spotted an unusual cluster of pneumonia cases
around a market in Wuhan, China, which a week before CDS in the US and
WHO issued statements warning of an outbreak of a new influenza-like illness
at the exact location (Yse 2019b; Huang et al. 2020). BlueDot, specialising in
infectious disease surveillance, uses an Al algorithm to analyse big data from
hundreds of thousands of sources. Including news reports, airline ticketing data,
government notices, health data and disease networks to detect the emergence
of new infectious illnesses.

Another area that can utilise Al analysis is providing a risk assessment model
to identify user potential to get COVID-19. This identification can be achieved
by analysing existing patient data with expert (doctors, epidemiologists, etc.)
verification and consultation, and a predictive model can be generated to mimic
actual results. In Malaysia, Universiti Sultan Zainal Abidin (UniSZA) proposed
an application known as COVID-19 Health Assessment and Evaluation System
(CHaSe) to help an organisation detect an early possible staff/student which
a high risk for COVID-19 (Cook 2018). This system combines medical,
epidemiology, statistician, and data analysis experts to produce a comprehensive
application of COVID-19 risk assessment.

Turning to ML algorithms, classification algorithms such as Random For-
est Classifier (RFC), Multinomial Naive Bayes (MNB) and Support Vector
Machine (SVM) can be used to produce prediction models by feed a fit training
data to do model. It will operate in many COVID-19 detection applications to
predict the next impact area based on existing travel patient data.

ii. Spread
Controlling spread is a vital task to gain advantages in fighting COVID-19.
Mobile phones play a crucial role in tracking the movement of people to help
identify where the disease is likely to spread. For example, an early alert can
be sent to users if they entered high-risk areas, where people diagnosed having
COVID-19 is high. Another aspect, COVID-19 can be traced to taking further
action to the place or people interacting with them.

The process of understanding clusters or new clusters that appeared is vital for
the government to take early action to prevent the spread in communities. Specific
Al algorithms that are used to other problems before may suit the challenges given
by COVID-19—for example, using Social Network Analysis to investigate the link
between patients in its cluster. SNA is the process of investigating social structures
through the use of networks and graph theory. It characterizes networked structures
in terms of nodes (individual actors, people, or things within the network) and the
ties, edges, or links (relationships or interactions) that connect them. However, it is
crucial to identify how many people were infected by the patient during the outbreak.
Figure 7 shows how the result may produce if identifying clusters using SNA.
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Fig. 7 Network cases graph (Malaysia COVID-19 2020)

Understanding spread data and the relation between action taken to the patient
also infected essential studies. Descriptive analysis is the process of using ML algo-
rithms to analyst datasets. For example, Mathematical modellers at Imperial College
London are attempting to track how the reproduction (R) number has changed as
isolation, social distancing, and the total lockdown were introduced, as shown in
Fig. 8 (Manogaran et al. 2017). Reproduction is measuring rating a disease’s ability
to spread.

Figure 8 shows the R number decreased when UK governments have taken several
actions to control the spread. It helps to gain insight analysis (descriptive) of the
preventive result to slow down infection rates.

Geo-location analysis is also an essential feature in understanding the spread
velocity, time, and impact. For example, how fast the spread movement between
locations to a nearby location can be estimated using a statistical predictive model
or Association Rules by looking at pattern frequency of previous cased. Studying
important factors lead the affected such as numbers of travellers’ movement whether
correlating with areas affected. Figure 9 shows an example taken from the outbreak.
The website uses data analytics to monitor COVID-19 spread in Malaysia using
Geo-location analysis.

iii. Managing Pandemic
Controlling spread also mean to ensure social distancing mechanism obli-
gates by the citizen. Two tech giant companies, Apple and Google, began
a project to create the groundwork for Bluetooth-based contact-tracing apps
that can work across iOS and Android phones without compromising location
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How the lockdown cut the rate of infection in
the UK
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Fig. 8 R number decreased in UK

Fig. 9 Geo-location analysis (COVID-19 2020)

privacy (Greenberg 2020). The main idea is to keep track of whether a smart-
phone’s owner has come into contact with someone who later turns out to have
been infected with Covid-19. Once alerted the system tracking the person who
communicates with the owner. All of them will receive alert messages.

Managing pandemic also involves developing a vaccine for COVID-19. ML is
already used to identify illnesses, from cancer to eye diseases, widely used in health-
care. In January, Google DeepMind introduced AlphaFold, a cutting-edge system
that predicts the 3D structure protein based on its genetic sequence (Etzioni 2020).
DeepMind released protein structure predictions of several under-studied proteins
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Fig. 10 3D atomic-scale
map (Mahendra 2020)

associated with SARS-CoV-2, the virus that causes COVID-19, to help the research
community better understand the virus. The University of Texas at Austin and the
National Institutes of Health used a popular biology technique to create the first 3D
atom-ic-scale map of the part of the COVID-19 virus that attaches to and infects
human cells—the spike protein (Mahendra 2020), as shown in Fig. 10.

Data science can play a central role in analysing the large-scale testing of people by
linking these results with anonymised health characteristics of hospitalised patients.
It allows understanding the critical risk factors to help peoples that have the most
significant risk. The analyst is more accurate than previously been done if more data
is available.

iv. Recovery
Recovery is the process once the outbreak has been contained. Al can be used
to understanding data that is collected from this pandemic to deal with future
episodes. Historical data plays a significant role in performing data analyst
tasks. It will allow authorities to test different scenarios and outcomes to make
data-driven decisions on the best actions to take in the future.

Recovery also involved the process of boosting the local economy after it is
affected by COVID-19. The method of recovery involving managing spread and
ensure the risk of new outbreaks is as low as it can. ML can be used here too by
simulating different outcomes to test and validate policies, public health initiatives
and response plans (Bennett 2020). Therefore, the data-driven decision process can
be generated from ML results lead to an increased likelihood of being effective.
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4 Challenges of Implementation AI in COVID-19

This section discusses the challenges that occur to implement Al and BDA in COVID-
19. Some of the significant obstacles to implementing Al in COVID-19 are:

i Data Availability

The accuracy of ML depends on the availability and fitness of data, especially
for supervised ML approaches. However, as COVID-19 is a new disease and
still in the development process, the lack of central databases to analyst COVID-
19 has become the most significant challenge to understand the pandemic. The
knowledge is also scattered across countries where knowledge sharing between
governments are complicated due to specific issues such as data sensitivities
and veracity. Didier Gaultier, Data Science & Al Director at Business & Deci-
sion, Orange Group, currently miss the large-scale data on COVID-19 required
for data science and Al to give accurate results (Etzioni 2020). For example,
researchers suspect that blood type plays a role in the risk factors for devel-
oping severe forms of COVID-19, but studies and data are still missing, and
this is probably not the only factor involved. In other cases, such as in GIS data
acquisition, the struggle against the widespread pandemic, the main challenge is
finding strategies to adjust traditional technical methods and improve the speed
and accuracy of information provided for social management. At the data level,
data no longer come mainly from the government in the era of big data but are
gathered from more diverse enterprises.

Proving a universal data lake is the ideal solution to ensure data availability.
A Data Lake is a storage repository that can store many structured, semi-
structured, and unstructured data (Guru99 2020). Data Lake offers high data
quantity to increase analytical performance and native integration. Key Data
Lake concepts are illustrated in Fig. 11.

Amazon provides a universal COVID-19 Data Lake, a centralized repository
of up-to-date and curated datasets on or related to the spread and characteristics
of the novel coronavirus (SARS-CoV-2) and its associated illness COVID-19
(AWS Data Lake Team 2020). The current exiting data including John Hopkins
and The New York Times COVID-19 case tracking hospital bed availability
from Definitive Healthcare, and over 45,000 research articles about COVID-19
and related coronaviruses from the Allen Institute for Al
Itis not only a lack of data that constrains Al applications. In contrast, too much
data also become a burden to algorithms. The pandemic progresses, and the issue
dominate the news and social media, creating big data noise and outlier, resulting
in overwhelmed algorithms—this was the lesson from the Google Flu Trends’
failed initiative (Yse 2019b). The process of selecting the correct information
and algorithms is vital to produce good Al results.

ii  The Trustworthiness of Data (Veracity)

One of the critical issues in data is to understand the reliability of data. As
the amount of data increase tremendously, choosing reliable and suitable data
is a vital task. The main challenges are how to extract useful features from
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Fig. 11 Data lake concept (Guru99 2020)

iii

the massive amount of heterogeneous COVID-19 and ensure data is reliable.
Wrong decisions made from unreliable data may lead to specific problems such
as incorrect decisions for COVID-10 patients. Therefore, a proper data cleaning
process is a necessity before the data analytics process. In Information Quality,
some major tasks for data cleaning include solving inconsistent issues, avoiding
missing value, and determining data sources.

Misinterpretation of Data

Misinterpretation of data can increase the number of cases multiple times.
For example, prediction of COVID-19 risk based on medical criteria such as
comorbid data, symptoms, and patient exposure to COVID-19 is a good early
prevention measure. However, this system will risk COVID-19 patients who
were not showing any symptoms (asymptotic cases). Asymptotic cases also
are known as silent spreaders because they can go under the radar undetected.
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Therefore, a preventive step cannot solely depend on Al but it is essential to
have further actions to control the disease. In this case, 14 days quarantine
period is an important measure to be taken once the person is exposed to the
contact. Thus, in every analytic process, a comprehensive evaluation of results
is vital before making decision.

5 Conclusion

This paper described the importance of Al and BDA to be implemented in the process
of fighting. With the success story of Al in many areas, especially in healthcare, Al
can fit in every phase of the COVID-19 outbreak life cycle. Firstly, we introduced
the COVID-19 virus, followed by the definition of Al and BDA. As the number of
cases is more than 180 million and total deaths going up to 4 million (2.2% from total
infected), Al as a tool for the mitigation process is crucial. Then, we have reviewed
the application of Al and BDA in COVID-19 with suggestions and algorithms that
can be suited in a specific area to managing the pandemic. Both technologies can
be applied into four COVID-19 outbreak life cycles; Detection, Spread, Manage
Pandemic, and Recovery. Also, we presented the challenges that needed to be solved
for the success of Bl in fighting COVID-19. One of the critical challenges discusses
in the study is the process of obtaining data and, at the same time deal with the
issues of data privacy and trustworthiness. In conclusion, these findings show the
essence of Al and BDA as a vital tool for understanding COVID-19 and proposed
solutions to solve the pandemic. Further literature and systematic review need to
be done once more research and clinical result are available to study. In future, the
integration of various theories especially in managing the pandemic situation such
as a dynamical operational agility (Elali 2021) and entrepreneurship (Gholami and
Al Tahoo 2021) should be considered in any management model which based on Al
and BDA. Additionally, the Al based model will produce a good accuracy results as
reported in Alareeni (2019).
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The Influence Model of Business Data m
Analytics on Decision Making L
in the Telecommunication Industry:

“A Quantitative Study Using PLS-SEM”

Dalia Al-Eisawi

Abstract This paper depicts the field of Business Analytics (BA) from a decision-
making prescriptive, that is the science of using statistical techniques and technolo-
gies to scrutinize past data for obtaining new insight about businesses and perform
better decisions in all levels. BA was recently highlighted in most novel research
studies. Business analytics is a comprehensive and broad technology that has gotten
a lot of interest from academics and practitioners recently (Yadav et al. 2016). The
fields of business analytics are changing the world significantly, as a data science
field, business analytics is leading significant/organizational managerial insight and
awareness in terms of affecting both knowledge and management efforts.

This paper focuses on exploring the rigorous managerial effects of business
analytics, its influence and insightful adoption, and innovative applications in the
telecom industry. However, the impact of business analytics on decision making in
vibrant sectors is not examined and yet not apparent. To close this disparity, the author
proposed a framework based on reflecting the importance of business analytics on
decision making. The study formulated a number of hypotheses and used a quantita-
tive technique that includes the collection of survey data from managers working in
telecom companies. Data were analyzed using partial least squares structural equa-
tion modelling (PLS-SEM). The sample consisted of (200) senior managers from two
different telecommunication companies. The findings suggest an apparent influence
of business descriptive and predictive, and prescriptive analytics on the performance
management in the telecom industry and the decision-making process, leading to
improved insightful decisions. The study proposes a comprehensive model that can
add managerial influence for decision makers in vibrant industries urging to adopt
analytical data systems and identifying their value. The use of business analytics
in the telecommunications industry can be viewed as an input to assist in various
aspects of their industry.
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1 Introduction

Business analytics is comparatively a recent discipline reflecting the growing impor-
tance of data in volume, variety, and velocity, particularly with industries dealing
with massive amounts of data daily (Waller and Fawcett 2013). There is a lot of
demand around analytics and data science as businesses try to figure out how to
use their massive amounts of data to generate value in their companies (Raghu-
pathi and Raghupathi 2021). Correspondingly, governments and industries try to
find ways to create value in a larger sense by exploiting their data resources (Al-
Eisawi and Serrano 2019). Analytical methods are being used in varied forms, such
as forecasting clients and consumers choices, predicting the likelihood of a medical
condition, analysing social networks and social media, and better managing traffic
networks. Several researchers have argued the growing attention and prominence of
analytics presents a significant challenge and opportunity in many aspects as orga-
nizations have started to recognise this growth and sought after aligning themselves
with analytics (Raghupathi and Raghupathi 2021).

2 Background Review

2.1 The Nature of Business Analytics

The general outlook of Analytics can be captured in a model proposed by Davenport
and Harris (2007), and as shown in Fig. 1. They suggested a comprehensive definition
of analytics as to the below,

By analytics, we mean the extensive use of data, statistical and quantitative analysis, explana-
tory and predictive models, and fact-based management to drive decisions and actions.
Davenport and Harris (2007).

The essential facet of the definition mentioned above is that it presents analytics
as an insight that can be ultimately activated, not only as descriptive insight for
knowing what occurred historically in terms of data but also including a significant
concern related to business analytics that is the transformation within organisations
to be an indication- based and data-driven. Business Analytics can be seen mainly as
the intersection amongst of different facets (Harris and Davenport 2017), which are
operational research, information systems, machine learning, as in Fig. 1. Thus, as
a process, it can be described as descriptive, predictive, prescriptive processing and
modelling heterogeneous data. The framework or model facilitates organisations to
achieve an improved strategy in terms of decisions, as these decisions can be char-
acterized as being more intelligent, less time-consuming, and efficient in managing
and performance. Potentially, business analytics can also be viewed as the perspec-
tive in which data science and operational research are both employed. Likewise,



The Influence Model of Business Data Analytics on Decision Making ... 167

Decision Making
Psychology i
Behavioural Science |

Technologies
Blectrical Engineering
Computer Science

Artficial
Intelligence

Quantitative Methods {
\ Mathematics
\ Statistics /
S Economics (Econometrics) /

Fig. 1 Encapsulated general outlook of analytics model proposed by Harris and Davenport (2017)

enabling the concept of survival with the competitive data world that is increasing
in all business environments tremendously (Raghupathi and Raghupathi 2021).

2.2 Demand for Analytics in the Telecommunication Industry

Telecommunication companies regularly produce and store enormous amounts of
high-quality data and have a vast customer base. Moreover, they operate in a quickly
varying and highly competitive environment; that’s why the telecommunications
industry was considered as a targeted sample in this study. Telecommunication
companies develop data analytics to advance their marketing efforts and to handle
their telecommunication networks. However, these companies also face several data
and decision management challenges due to the enormous size (Xiao and Dong
2015), the chronological and sequential aspects of their data (Taylor et al. 2013),
and the demand to predict sporadic actions, such as customer fraud and network
breakdown in real-time (Al-Eisawi et al. 2020). The use of business analytics in the
telecommunications industry can be viewed as an input to assist in different aspects
of their business, starting with large amount of data management (Liberatore and Luo
2010), the need for a better decision-making process, and ending with affecting the
company’s overall performance (Zhao et al. 2014). Business Analytics is developed
to address the complexity associated with the problem faced by these companies.
Analytical systems can significantly help in almost all aspects of the business value
chain. Below is an illustration functional area in the telecom industries where data
is generated immensely (Fig. 2).
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Human Resource Management

Corporate Management
Customer
Finance and Asset Management Relationship

Forecasting | Service Service | service Management
Design & Usage & Fulfillment
Delivery Charging

Fig. 2 The telecom industry value chain (Al-Eisawi 2019; Lapierre, Tran-Khanh and Skelling
2008)

3 Proposed Influence Model of Business Analytics
on Decision Making in Telecom

Building on the reviewed background, the current study aims to detect the fine-
grained influence of Business Analytics specifically; descriptive, predictive, and
descriptive elements of Business Analytics on improving decision making within the
telecom industry. In specific, the following “3” hypotheses are enclosed: Hypothesis
1 (H1): there is a positive relationship between ‘Descriptive analytics’ on more effi-
cient decision making. Hypothesis 2 (H2): There is a positive relationship between
‘Predictive Analytics on more efficient Decision making. Hypothesis 3 (H3): There
is a positive relationship from Prescriptive Business analytics on decision making.
Hypothesis are explored in points as below,

1. Hypothesis 1 (H1): There is a positive relationship between ‘Descriptive
analytics’ on more efficient decision making.

2.  Hypothesis 2 (H2): There is a positive relationship between ‘Predictive
Analytics on more efficient Decision making.

3. Hypothesis 3 (H3): There is a positive relationship from Prescriptive Business
analytics on decision making. Hypothesis are explored in points as below,

The set of hypotheses are moreover illustrated in the model in Fig. 3.

4 Research Methods

This study followed a quantitative based methodology. Data was collected using
online surveys sent to senior managers and executives in the telecom industry
working in different functional departments (i.e., marketing, finance, sales, and
human resource management), all the respondents require essential analytical data to
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Fig. 3 Proposed influence model of business analytics on decision making in telecom

support their tactical and strategic roles. The survey questions included Likert-Scale
questions with a total of “200” respondent. Later, the data was analysed using Partial
Least Squares — Structural Equation Modelling (PLS-SEM).

The results of the PLS-SEM analysis were used to examine a total of the
“3” hypothesis. Thus, to examine the hypothesis, proper items were extracted for
measuring the independent and dependent variables. The measures used where
influenced from conducting the background review of the current study. These
measurement items are discussed in the following sections.

5 Data Collection Sample

A total of (200) responses were received using online surveys. It’s imperative to
mention here that the quantitative data was analyzed to determine a non-bias response
by assessing primary responses with subsequent responses. The result for non-bias
found no significant bias with the analyzed data sample. Next, data were analysed
using PLS-SEM to determine the validity of the measures and constructs and to test
the research hypotheses.



170 D. Al-Eisawi

6 Data Analysis with Partial Least Squares (PLS-SEM)

SPSS statistical tool was used for the primary data entry of the collected data. Later,
data was transferred to SmartPLS software to be analysed using PLS-SEM for
conducting factor analysis including the reliability and validity tests for the indi-
cators and constructs. Also, path analysis was conducted for testing hypothesis and
relationships between the main construct descriptive, predictive, and prescriptive
analytics and their effects on decision making (Hair et al. 2012). When using the
quantitative analysis tool PLS-SEM the measurement items are called indicators, as
for the constructs they are named PLS-SEM as latent variable (Hair et al. 2013). It is
imperative at this point that in PLS, a measurement item is referred to as an indicator,
and the constructs are called latent variables (Hair et al. 2011). All indicators in the
current study are required to be reflective measures; The measurement model of this
study is schematically shown in Fig. 4.

As explored in the figure above that there is a total of “4” constructs, which are
descriptive, predictive, and descriptive analytics. The fourth constructs are decision
making. Also, the measurement model consists of a total of “20” indicators which
are referred to the indicators used in the surveys.

Decision Making

Fig. 4 Proposed measurement model using smart PLS-SEM software
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7 Results

7.1 Reliability and Validity of Measurement Model

The Validity and reliability tests for each of the “4” constructs and their “5” indicators
items were executed. Individual item reliability is indicated by the outer loadings of
items on their assigned construct. Correlations was calculated using outer loadings,
explaining the amount an item loads onto a construct. It is recommended by Hulland
(1999) to achieve a bare minimum loading of 0.4. In this research study for this study,
the whole indicators scored above this threshold and were proven to be reliable for the
measurement of the construct assigned to them Additionally, average variance was
used to indicate construct validity (also see next section on discriminant validity).
The whole “4” constructs recorded a value larger than the threshold of 0.5. Later,
composite reliability (CR) values were computed for each construct, which varied
from 0.70 to 1.000 for all constructs, indicating high-level of reliability (Gefen et al.
2011).

8 Discussion

This study primary aim was to employ the use of PLS-SEM in order to examine
the connection between the three major aspects of business analytics (descriptive,
predictive, and prescriptive) and their influence on the decision-making process in
different functional areas within the telecom industry (Hair et al. 2017). Contem-
porary studies have come out of this approach to investigate related research ques-
tions, such as Rehman et al. (2020). All tested hypotheses proven a positive relation
between the constructs descriptive, predictive, and prescriptive on decision making
in different functional department. Business analytics can be seen as a strong organi-
zational competency has a constructive role in strengthening the value attained from
the implemented analytical applications (Al-Eisawi and Lycett 2012).

e Descriptive analytics influence on Decision Making
The results of this study delivered further support to the hypothesis that proposed
that descriptive analytics can influence positively the decision-making efforts in
vibrant industries such as the telecom. Descriptive analytics can be elaborated
as using the data to understand the past and current business (Raghupathi and
Raghupathi 2021), which in the content of this research proven to influence the
decision-making process and aid in creation of fact-based outcomes and decisions.
As extracted from the indicators that were tested within the descriptive analytics
construct, it showed that descriptive analytics in the telecom departments such as
marketing and sales may lead to efficient way of categorizing data, aggregation of
data, and finally classifying the data needed for the final useful information used in
business decisions. Moreover, the visualization aspect of descriptive analytics can
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contribute massively to obtaining the reports needed to be delivered to decision
makers that are working in product segmentation within the marketing department
in telecom and identifying highest cost—profit margin ratio in the finance functional
department.

e Predictive analytics influence on decision Making

The results of this study delivered further support to the hypothesis that proposed
that predictive analytics can influence positively the decision-making efforts in
vibrant businesses such as the telecom. Predictive analytics refers to the insight
that is provided to the telcos about the future based on past and current data (Yadav
et al. 2016). The tested items revealed that telco companies can be utilizing busi-
ness analytics technologies that can support the predictive insight such as machine
learning, and data mining techniques. These techniques can positively influence
performance in terms of executing more accurate analysis of the descriptive data. The
potential facet that can be positively influenced with the telecom by using predictive
analytics are aspects such as the propensity to churn based on customer behavior, or
propensity to buy by predicating for future subscribers (Mortenson et al. 2015). Also
in terms of Prescriptive Analytics effect on decision making, the results of this study
delivered further support to the hypothesis that proposed that prescriptive analytics
can influence positively the decision making efforts in vibrant industries such as
the telecom. That was clearly evident when testing indicators relating to creating
strategic plans and new courses of action based in the descriptive and predictive
data.

9 Suggestion for Future Research and the Study
Limitations

In spite of the significant importance of BA and data-driven decision-making, slight
academic research has been undertaken to understand BA as a developing field of
study (Cao et al. 2015). Subsequently, the future work will still be concentrating
and putting more efforts on highlighting business aspect of BA. Also, little research
are dedicated on understanding about the mechanisms through which BA enhances
decision-making in all managerial levels mentioning operational and tactical. As
many companies are still struggling to figure out how to use analytics to understand
their departmental limits and the ability of businesses to successfully leverage their
processes. This study was in some way limited with covering more strategic roles
while analysing and collecting the study sample and how they can exploit the BA in
their strategic departmental decision making process only, however managerial roles
in this paper covered a span of different department (i.e. Marketing, Sales, Human
Resources and logistics) (Al-Eisawi 2020).
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10 Conclusion

In this paper, the author focuses on exploring the rigorous managerial effects of
business analytics in terms of its influence and insightful adoption and innovative
applications in the telecom industry. The impact of business analytics on decision
making in vibrant sectors is not evidently examined and yet not apparent. To close
this disparity, the author proposed a framework based on reflecting the importance of
business analytics on decision making. The study formulated a number of hypotheses
and used a quantitative technique that includes the collection of survey data from
managers working in telecom companies. This study followed a quantitative based
methodology. Data was collected using online surveys sent to senior managers and
executives in the telecom industry working in different functional departments (i.e.,
marketing, finance, sales, and human resource management), all the respondents
require essential analytical data to support their tactical and strategic roles. Data was
transferred to SmartPLS software to be analysed using PLS-SEM for conducting
factor analysis including the reliability and validity tests for the indicators and
constructs. All tested hypotheses proven a positive relation between the constructs
descriptive, predictive, and prescriptive on decision making in different functional
department. Business analytics can be seen as a very strong organizational compe-
tency having a constructive role in strengthening the value attained from analytical
application systems (Al-Eisawi et al. 2020).
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An Early Drowning Detection System )
Capable of Locating Swimmers in Real oo
Time

Luong Vinh Quoc Danh @, Tran Nhut Khai Hoan, Huynh Van Pha,
and Nguyen Thi Tram

Abstract Drowning is the second leading cause of unintentional injury death for
children aged 1-14 years. This paper presents the development of an early drowning
detection system based on the Bluetooth Low Energy technology and the received
signal strength-based localization method that allows lifeguards to monitor the posi-
tion of swimmers in real time. Swimmers wearing Bluetooth tags are monitored by
four Bluetooth beacon scanners installed in the swimming area. The wearable Blue-
tooth tags periodically send beacon signals to the Bluetooth beacon scanners. Loca-
tions of swimmers are estimated using an improved RSSI-based algorithm. The radio
links between Bluetooth tag and beacon scanners will be interrupted when the victim
is submerged under water for certain duration. Sirens placed in the monitored area
are then triggered to alert lifeguards about drowning accident. The proposed system
helps to narrow down the search area and reduce the rescue time when drowning
occurs.

Keywords Beacon - Bluetooth - Drowning detection - Localization - RSSI

1 Introduction

According to statistics of the World Health Organization, an estimated 236,000
people die from drowning each year (https://www.who.int/vietnam/news/detail/
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23-07-2021-viet-nam-marks-first-world-drowning-prevention-day-anyone-can-
drown-no-one-should). Drowning is the second leading cause of unintentional
injury death for children aged 1-14 years (http://www.cdc.gov/injury/wisqars). In
Vietnam, it is estimated that about 2,000 children aged under 16 years have died
from drowning each year (https://www.who.int/vietnam/news/detail/23-07-2021-
viet-nam-marks-first-world-drowning-prevention-day-anyone-can-drown-no-one-
should). To overcome the problem, various drowning prevention techniques like
teaching school-age children safe swimming skills and installing barriers across
the lakes and beaches have been recommended. However, children are still likely
to drown when swimming in lifeguarded areas due to the absence of effective
supervision. The wide area of the beach and the large crowd of swimmers at
the swimming pool may create many blind spots to lifeguards. Hence, having an
automated drowning detection system in conjunction with lifeguards would help
improve safety for children when swimming in pools and beach areas.

The current drowning detection technologies can be generally classified into two
categories: camera-based systems (Zhang et al. 2015; Prakash 2018; Shiuuee and
Rezaei 2019; Alotaibi 2020), and wearable sensor-based systems (Kulkarni et al.
2016; Muhammad Ramdhan et al. 2018; Ndueso et al. 2019; Roy and Srinivasan
2018; Dehbashi et al. 2019; Zhang et al. 2015). The camera-based systems use image
processing techniques to detect drowning. The video-based surveillance method
possesses some limitations such as high investment costs, unable to work in complex
lighting conditions, and need of powerful computing devices. Besides, the wearable
sensor—based methods are low cost and detect drowning based on sensing physiolog-
ical parameters (e.g., heartbeat and breathing rate) (Kulkarni et al. 2016; Muhammad
Ramdhan et al. 2018; Ndueso et al. 2019) or monitoring physical activities of swim-
mers (i.e. submersion duration of swimmers under water) (Roy and Srinivasan 2018;
Dehbashi et al. 2019; https://beaqua.com.sg/seal-swimsafe/). For rescue work in
swimming areas, it is crucial to determine the exact location of drowning, especially
for large areas like beaches. This will help the rescue operation to be performed as
quickly as possible. However, most published works have a shortcoming that the
drowning detection systems are not capable of locating the position of the victim.

This paper presents the development of an early drowning detection system based
on the Bluetooth Low Energy technology and the received signal strength-based
localization method that allows lifeguards to monitor the position of swimmers in real
time. Swimmers wearing Bluetooth tags are monitored by Bluetooth beacon scanners
installed in the swimming area. The wearable Bluetooth tags periodically send beacon
signals to the Bluetooth beacon scanners. Locations of swimmers are estimated using
an improved RSSI-based localization algorithm. The radio links between Bluetooth
tag and beacon scanners are interrupted when the victim is submerged under water
for certain duration. Sirens placed in the monitored area are then triggered to alert
lifeguards about drowning accident.
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2 System Design

2.1 RSSI-Based Localization Methods

The received signal strength indicator (RSSI) localization method is classified as
one of the range-based techniques. Depending on the signal attenuation model,
the distance between two nodes can be estimated by measuring the strength of the
received signal at one end (Azmi et al. 2018; Patwari et al. 2005). For line—of—sight
propagation scenarios, the distance between two transceiver nodes can be determined
by the following equation (Patwari et al. 2005; Lin and So 2013):

A—RSSI

d =107 (1)

where RSSI is the averaged signal strength received at reference nodes, A is trans-
mitted power of the unknown target node, n is the path-loss factor of medium, and
d is the distance between the unknown-position node and reference node. To esti-
mate the coordinates of a target node, it requires at least three reference nodes in
the wireless coverage area with known geometrical coordination. Figure 1 shows the
geometrical coordination system having 04 reference nodes. The distances between
the reference nodes and the target node can be obtained from the following equation:

di = \/(xo —x)* 4+ (o — y)° )
}!
€Y ()
0.L) Referenceneference ) T
node 4 node 3
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d, d,
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Fig.1 RSSI-based localization technique
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where (xg, yo) is the unknown source coordinates and (x;, y;) are the known coordi-
nates of the i reference node. In this work, location of the target node is estimated
based on the improved RSSI-based method reported in Toan et al. (2019) that can
offer the average error below 10%.

2.2 System Structure and Operation Principle

The block diagram of the proposed early drowning detection system is depicted in
Fig. 2. The whole system can be divided into three main components: Master station,
Reference nodes and Target node.

® Master station: This unit consists of a PC, an Arduino kit (www.ard
uino.cc/en/pmwiki.php?n=Main/ArduinoBoardProMini) and a 433-MHz RF
transceiver module (https://www.makerlab-electronics.com/product/433mhz-ser
ial-rf-module-hc-12-1000m/). The Master station gathers the RSSI data of Target
nodes sent by the Reference nodes via wireless connection. The data are then
transferred to PC via USB cable for further processing. A computer program with
localization algorithm is developed to calculate the position of swimmers in the

<)

Reference Reference
node 4 node 3

((iH)))I [P

Target node X
(swimmer)

Reference
node 1

Reference
node 2

:Master
‘station

Fig. 2 Architecture of the proposed early drowning detection system
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monitored area. Alert message can be sent to authorities remotely via internet
connection when drowning occurs.

e User node: This is a Bluetooth Beacon module (https://components101.com/
wireless/hm-10-bluetooth-module) carried by swimmer. Each swimmer wears
a Bluetooth module on his/her head. The module is programmed to periodically
broadcast advertising data (beacon signals) containing information about its ID
and transmit power value. As shown Fig. 3, the UUID (Universally Unique Iden-
tifier) field can be used to store user IDs. The transmit power level of Bluetooth
module is used to calculate the distance between the User node and Reference
nodes.

® Reference nodes: The designed system has 4 Reference nodes. Each node
comprises of an Arduino kit, a Bluetooth Low Energy module, and a 433-MHz
RF transceiver, as shown in Fig. 4. These nodes will constantly scan for beacon
signals broadcast by the User nodes to obtain information about RSSI data, user
ID, and transmitted power level. These data will be sent to Master station over
the 433-MHz radio frequency band. The position of a User node (swimmer) is
determined based on its RSSI values collected by the Reference nodes.

Under normal conditions, Reference nodes periodically receive beacon signals
broadcast by User nodes since swimmer’s head often stays out of water. In contrast,
when swimmer is drowning, his/her body is submerged in water. Consequently, the
communication link between Reference nodes and User node is interrupted due to
high attenuation of electromagnetic waves in the water (Qureshi et al. 2016). The
computer program on PC then starts a timer having the timeout value based on

iBeacon Prefix uuID Major Number | Minor Number TX Power
9Bytes 16Bytes 2Bytes 2Bytes 1Byte

Fig. 3 Structure of an advertising packet (https://stackoverflow.com/questions/38759929/hm-10-
at-commands-using-beacon-way-to-broadcast-sensors-data)

Fig. 4 The block diagram of A R
a Reference node N )

433-MHz
RF module

Bluetooth
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swimmer’s breath holding capacity (www.healthline.com/health/how-long-does-it-
take-to-drown). The timer is reset if it stops before reaching the timeout value. Once
the timer is expired the alarm function is triggered. Sirens placed in the monitored
area are then activated to alert lifeguards about drowning accident. This process is
illustrated by the flowchart in Fig. 5. By using the RSSI-based localization algorithm,
the system can quickly locate the position of drowning victims for conducting rescue
operation.

3 Experimental Results

The prototype of the proposed early drowning detection system was built and tested.
Reference nodes were installed on a riverbank, as shown in Fig. 6. Electronic compo-
nents of Reference nodes were arranged in a plastic enclosure, as presented in Fig. 7,
and placed at a height of 2 m above the ground. For User nodes, commercial Blue-
tooth Low Energy tags were used to transmit beacon signal. In this study, the AXAET
PCO062 and the USR BLE101 Bluetooth modules were customized as head-worn
devices suitable for swimmers as shown in Figs. 8 and 9. These Bluetooth tags
transmit advertising data (beacon signals) at a certain rate called advertising interval,
in milliseconds (Fig. 10). In Bluetooth Low Energy protocol, this interval can be set
from 20 ms to 10.24 s, in steps of 0.625 ms (https://www.argenox.com/library/blu
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Fig. 7 Electronic circuits of a Reference node
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Fig. 8 User node (a) designed with USR BLE101 module (www.pusr.com/products/bluetooth-ser
ial-module.html) and (b) used AXAET PC062 module (https://main.axaet.com/ibeacon-pc062-p00
096p1.html)

Fig. 9 Testing the system at a swimming pool. Small image: a swimmer wears the Bluetooth
module on his head

Advertisinginterval  Advertisinginterval

Advertising Advertising Advertising
Event Event Event

time

Fig. 10 Broadcasting advertising packets in Bluetooth Low Energy

etooth-low-energy/ble-advertising-primer/). The shorter advertising interval is set,
the more power the beacon signal uses over time. Besides, decreasing this interval
allows obtaining more precise location derived from the RSSI values. In order to
maintain a quick detection time, the optimal advertising interval should be chosen
about 100 ms for the number of User nodes below 100 (Shan and Roh 2018).


http://www.pusr.com/products/bluetooth-serial-module.html
https://main.axaet.com/ibeacon-pc062-p00096p1.html
https://www.argenox.com/library/bluetooth-low-energy/ble-advertising-primer/

An Early Drowning Detection System ... 183

A computer program written in Java was developed to calculate and display the
position of swimmers in the monitored area, as seen in Fig. 11. Tables 1 and 2 show
the estimated coordinates of swimmers and the corresponding measured RSSI values
for the monitored area of 900 m? and 2,500 m?, respectively. The experimental results
show that the average errors of the coordinate calculations are less than 10%. This
degree of accuracy is acceptable for rescue operations and allows lifeguards to narrow
down the location of the victim. The computer program will continuously display the
swimmer’s position in real time on the screen and so lifeguards can quickly locate
the victim when drowning occurs.

4 Conclusions and Future Work

The prototype of the early drowning detection system capable of monitoring the
swimmer’s position in real time was presented. The system’s functions were devel-
oped based on the application of Bluetooth Low Energy technology and the RSSI-
based positioning algorithm. The proposed system helps to narrow down the search
area and reduce the rescue time when drowning occurs. For future, the system soft-
ware will be upgraded to perform supervising of a large numbers of swimmers. The
Reference nodes can be equipped with high-gain antennas to cover larger swimming
areas.

D ¢ Computer program
Early drowning detection system
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Fig. 11 Graphical interface for displaying swimmer’s location
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Table 1 Estimated swimmer’s locations—Case 1: monitored area = 30 m x 30 m

Sample no Received RSSI (dBm) | Estimated coordinates (m)
X value Y value X value Y value

1 —-90.84 —90.89 15.57 15.65
2 —-90.51 —90.62 14.98 15.17
3 —-90.91 —90.03 15.68 14.17
4 —-91.23 —-91.57 16.28 16.93
5 -91.10 —-90.21 16.03 14.48
6 —90.51 —91.28 14.98 16.37
7 —-91.53 —91.51 16.85 16.81
8 —-91.17 —90.98 16.17 15.82
9 —-90.03 —91.67 14.18 17.13
10 -90.76 -91.07 15.42 15.98
11 —-90.52 —91.50 14.99 16.79
12 —91.38 —91.65 16.56 17.08

Actual coordinates: X =15m, Y =

15m

Averaged value: 15.64

Averaged value: 16.03

Table 2 Estimated swimmer’s locations—Case 2: monitored area = 50 m x 50 m

Sample no Received RSSI (dBm) | Estimated coordinates (m)
X value Y value X value Y value

1 —96.49 —-97.52 29.81 33.59
2 —96.05 —95.38 28.35 26.23
3 —95.44 —95.23 26.43 25.79
4 —96.98 —97.55 31.55 33.69
5 —96.29 —96.64 29.15 30.35
6 —96.84 —96.40 31.05 29.50
7 —96.73 —97.16 30.67 32.21
8 —96.25 —97.53 29.00 33.62
9 —95.63 —96.98 27.02 31.56
10 —97.74 —96.89 3443 31.22
11 —96.78 —98.00 30.84 35.46
12 —96.54 —97.34 29.97 32.88

Actual coordinates: X =30m, Y =

30 m

Averaged value: 29.85

Averaged value: 31.34
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How Artificial Intelligence )
Revolutionizing Digital Marketing i

Atheer Khalid Alansari, Allam Hamdan, and Bahaaeddin Alareeni

Abstract Inthe last decade, the use of Artificial intelligence in the digital marketing
has remarkably increased. Although it is a push for digital marketers, in fact, all
applications of artificial intelligence affected the complexity of maintaining business
competitiveness. The author aim to investigate the new techniques of maintaining
competition and insure efficient usage of Al at its full potential. Thus, this qualitative
study analyses what strategies could be used to succeed and standout from other
digital marketers while considering what AI brought in new insights into the digital
marketing field.

Keywords Artificial intelligence - Digital marketing - Bahrain

1 Introduction

The penetration of social media has changed the consumer behavior. Many companies
noticed that digital marketing became crucial and it became much broader than the
simple online channels of 20 years ago. Hence, these companies started creating
digital marketing department that is separate from the marketing department itself
(Kingsnorth 2016). Such reaction by these companies was natural to follow the
consumer concentration on the social media.

Digital Marketing is using the internet to promote products to targeted people.
Understanding people and how they are using the technology is the key for successful
digital marketing (Damian 2017). However, due to the increasing number of internet
users over the world, it became challenging to convert all collected data and sources
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from users into great insights. For that reason, digital marketing departments became
in dire need of new methods to turn the mountain of data into define strategy. Lately,
many digital marketers have been using artificial intelligence (AI), or machines that
are able to “simulate human intelligence process” such as problem-solving and
learning (IEEE 2019). Similarly, e-commerce giants such as Alibaba are imple-
menting artificial intelligence (AI) in a way that affects buying decisions while they
can know the products needed even before the user know that (Karlinsky 2019).

1.1 Research Problem

Nowadays, having a simple website is no longer enough. For this reason, leading
companies were encouraged to raise their digital marketing standards to maintain
their competitiveness.

So, as the Microsoft’s CEO, Satya Nadella said Al became the new “runtime” of
leading firms. Now, Al is acting as the pricing manager of amazon (Mitchell 2017),
as the sale man of eBay (Kurovski 2018), and as the broker in Indigo’s marketplace
(Agriculture 2018).

Prior research has claimed that Al dropped a lot of traditional constraints and
transformed the rules of competition accordingly. However, this research will focus
on defining the new techniques of maintaining competition. That would help digital
marketers to understand their evolved role and insure usage of Al at its full potential.

1.2 Need for the Research

The purpose of this study is onefold: to investigate how Al-application in digital
marketing can help businesses compete. Thus, this research focuses on the following
research questions:

1-  What are the essential elements of supporting a competitive edge?
2- How digital marketer can outsmart others in the era of Al-marketing?

The number of publications on digital marketing and Al has increased specifically
after 2017 (Feng et al. 2020). However, it seems that there is a lack of publications
of how application of Al in digital marketing can help companies to compete. The
aim of the research is to encourage companies to implement Al and explore how
Al in digital marketing allows companies to stay competitive in the digital era. This
research could be used by digital marketing professionals as a tool to understand Al
integration and work with it in a more user-friendly manner.

1.3 Nominal Definitions

Artificial Intelligence: The ideology and development of computer systems that

can carry out jobs usually requiring human feeling. Specifically, in making tough
decisions, visual and voice recognition, and interpret languages (Knowles 2016).
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Machine Learning: The ability of a computer to gain knowledge from raw data
and experience instead of being programmed by humans (Deisenroth et al. 2020).

Content Marketing: A strategic marketing method centered on all forms of content
that add value to consumers to gain and keep audience (Gunelius 2011).

Internet of Things (IoT): The network of electronics, sensors, and software to
communicate, or sense or interact either within their internal states or within their
surrounding environment (Chioma 2020).

Algorithm: In artificial intelligence, they are fundamentals which express to the
machine how to executing a task or solve an obstacle(s) or answer a question
(Grandinetti 2020).

1.4 Research Overview

In The next section, the author will briefly explain Al in digital marketing through
the literature data. Following that, the method used in this study will be described.
Then the analysis of the result will be discussed. Finally, the conclusion of this study
would acknowledge its limitations as well as the recommended avenues of future
research.

2 Literature Overview

In 1955, Prof. John McCarthy has initially invented the term «artificial intelligence».
Since then, artificial intelligence theory used to be genetically fascinating for human
being. Turing (1950) was the first researcher who discussed whether machines can
really think or not in his research “Computing Machinery and intelligence” (Green-
gard 2019). In ensuing a long time, a various of early guarantees and claims of Al had
been made exaggerating the technology’s capabilities at the time. Such as Herbert
Simon who expected Al would be able to defeat a human at the amusement of chess
in a period of ten years from 1957. For such a simple expectation, it took another
40 years to see Simon’s vision into reality. A long time of incomplete wishes had
put the advancement of Al on hold as individuals treated it as an innovation edge.
Besides the lack of advanced computing technology. However, recent advancements
have allowed Al to reappear into the industry nowadays and it eventually, Al started
to become one of any tools that human can rely to success.

Currently, Al implies applications in digital marketing that are incredibly effi-
cient and effective at performing tasks within one domain of information. There
are many samples of this in our daily lives. And based on a survey done before,
an astonishing 98% of marketers say they expect to work out benefits from using
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Al Marketers’ interest in Al is pronounced, which makes the task of achieving a
refined understanding of what the technology has gotten to offer evermore critical
before marketers are forced to play catch-up. Only 28% out of the 98% marketers
feel confident using Al Yet, only 10% of them are currently using the technology to
its full extent. Work must be done to shut the gap between hype and implementation
of Al to see its benefits day-to-day and get ready for a vastly changed marketing
landscape (Greengard 2019).

Since Al appearance, Al has come a long way and has approved itself as an impor-
tant asset especially for managing business. It is important to note that Al never stops
evolving since it is usually working with machine learning which enables machines to
gain knowledge from encounters and adapt to any new situations (Greengard 2019).

2.1 What Marketers Need to Know About Artificial
Intelligence?

Within the past 20 years, we have seen Al being flooded the advertising digital
market. It has been helping marketers through programmatic and analytic tasks which
refined advertising platforms. The advancement of analytics solutions provided by Al
have helped marketers figure out their target audiences and augment their marketing
campaigns to find higher return of investment.

Through this chapter, the reader will be familiarized with the most essential
information about Al from marketing point of view.

2.2 Core Elements of AI Marketing

It is common to think of Al system as an intimidating system because building such
a thing needs a careful process of human traits and capabilities in a machine to make
it surpass our capabilities.

There are a wide variety of different systems of Al or as the overseer of IBM’s
research on Al, Guruduth Banavar described it “a portfolio of technologies” (Kaput
2020). These systems focused on mimicking human intelligence while each of them
serves different purposes. To Apply Al into the field of marketing, one needs to dive
into the Al sub domains and understand them. This research will only cover the
current 3 pillars of AI marketing:

1. Machine learning (ML):

ML acts as the floor of choice for marketers when they are facing moun-
tain of data repositories. With ML existence, Marketers became able to find the
common patterns and trends and understand the main cause of trends. Neverthe-
less, the machine will learn from the discovered information for any expected
repeated pattern in the future and gains experience to make the work easier and
predictable over the time.

2. Big Data:
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Big Data allow marketers to deal with large data sets but with minimized
manual work. Using big data acts as a shortcut to the targeted audience at
the right time. There were many numbers of research studying the effect of
collecting, valuing, and using data and how is it playing a significant role in
getting a competitive advantage.

Most organizations have been collecting huge amount of data about their
customers. Unfortunately, a survey was done in 2015 has found only 4% of
companies are making the most of their collected data (White 2015). With
having a solid data strategy, you would own the biggest resource in gaining a
competitive edge.

3. Humanized Recognition:

Humanized recognition, or in other word, Natural Language Processing
(NLP) & Computer vision. Technological researches used to place these two
elements in separate categories. However, as for a digital marketer’s aspect,
these elements were used to understand the user either by visual recognition,
content recognition or by voice recognition. Many companies started to integrate
NLP into their business which raised the revenues of NLP market worldwide
from around 3 billion U.S. dollars to over 5 billion in 2018. The rapid growth
expected to see the revenues of NLP in 2025 over 43 billion (Tractica 2019).
Hence, many companies started to realize the importance of NLP integration
into their business due to others demand.

2.3 Key Value of AI

1. Increase the Efficiency of Company Strategy
With the help of automation and optimization, Al offers the opportunity to
increase the quality of work of people. (RamonSaura and Decade 2020) even
predictions in digital marketing are easier now with the help of Al. Methods
can be tested without losing time and money. (Tiautrakul and Jindakul 2019)
and Netflix is the best example where Al has saved more than $1 billion (about
$3 per person in the US) per year (Gomez-Uribe 2015).

2.  Better Customer Service
Brands found chatbots’ capability to recommend items to customers (Ramon-
Saura and Decade 2020) They are trained to understand customers’ queries and
supply exact answers (Accenture 2016) and they are trained to automate simple
tasks such as return or exchange any purchased product (Facebook 2020).

3. Personalized User Experience
Al enables the marketing team to deliver a personalized user experience without
being overly intrusive (RamonSaura and Decade 2020).

4.  Improve Company Return of Investment
Marketers can now use Al to recognize potential clients or consumers and to
offer them the ideal content that is relevant to their journey (Tiautrakul and
Jindakul 2019), that could not be done without the help of ML and big data.
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5. Stay Ahead of the Competition
Ever thought of paying close attention to the marketplace to know the perfor-
mance of your competitors? Well, Competitive intelligence can help you. It is
one of Al software that is used to see your competitors’ activities, name the
gaps in service or products and reveals their weaknesses and strengths (Gartner
Inc. 2020).

2.4 Literature Review

The rapid growth of Al application in digital marketing has concerned many
researchers. Some tried to figure out how Al changed the competition policy in digital
marketing (Srinivasan 2020) and some tried to analyze emerging bases of competi-
tion besides many others who conducted their research to find the opportunities that
Al can provide to digital marketers (Dumitriu and Popescu 2020; RamonSaura and
Decade 2020; Ilmudeen 2021). These researches are presenting how Al experience
is proving new business model. Providing new customer care services with auto-
mated chatbots, unique offers to selected customers, personalized recommendation,
directed advertisements and Visual research recognition.

A prior search was concluded data is playing a crucial role in keeping company
competitiveness. Due to the innovative approach of prioritizing the data, AL Nuaimi
has concluded his research with simply having data does not create value. Yet, the
value refers to the data gathering, managing, and analyzing (Nuaimi et al. 2015).
Rowley (2017) agreed with Nuaimi and referred to the concept of big data as a
source of competitive advantage on the market, which currently commonly known
as developed version of the concept of Business Intelligence. Caseiro & Coelho tried
to find the influence of business intelligence on the field of digital marketing. In
their perspective, business intelligence takes the responsibility of giving results of
analysis, indicators and reports based on gathered data to support the managerial
decisions. And it allows to foresee the behavior of competitors, customers, markets,
and the overall business environment (Caseiro and Coelho 2019).

Apart from this, there were very few researches about managing data in digital
marketing and what are the methods of giant e-commerce in managing data and
keeping their competitiveness (Ilmudeen 2021) some of these methods was to
preserve special customer care services by using chatbots, preserve exclusive offers
to selected customers with the help of ML, and by recognizing images to recommend
comparable products.

Considering the regulation limits, Kosinski et al. (2016) has pointed that current
regulations and the marked restrictions still allow processing of collected data to
optimize the performance of digital marketing. And they concluded the better under-
standing of the consumer is what help in gaining the competitive advantage as well
as leverage company activities to cater to the consumer intuition obtained. Thus,
achieving competitive advantage in this way does not violate the current regulations
(Kosinski et al. 2016).
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Due to the importance of understanding the consumer through their data.
Researchers started trying to improve ML algorithms to help in gaining competitive
advantage. An experimental research aimed to rewriting the algorithm to increase Al
efficiency and accuracy of targeted marketing. That research showed a professionally
written algorithm had its effect and was able to get 10% higher accuracy (Ilmudeen
2021).

However, Mehta et el. (2019) was concerned with the high accuracy approach
using ML and data because it allowed Al to screen our choices and decide for us
everything. For that, they recommended a new competition policy and principles
for algorithms responsibility to decrease the risk toward data security, predatory
evaluating, and mechanical cartel issues. Thus, keeping competitiveness should not
interfere with these principles, preferably.

Srinivasan (2020) has talked in depth of how Al is rewriting the competition policy
in a more user-friendly way and discussed the strength of Al in digital platforms
which is no longer about meeting the existing demand. However, it is about creating
demand on their own by knowing the trend towards the consumption and be able to
redirect the demand into another product/service.

Zwick and Dholakia (2020) had agreed with Drinivasan and found that Al-
marketing can control consumers and channel their choices & decisions. That what
made database marketing a powerful competitive weapon for companies since it
allows them to be closer to customers as well as understating their needs to meet
them.

Another research which was done by Dumitriu and Popescu (2020) had discussed
in depth how keywords are important to the company. And understanding what
keywords were selected by competitors and why these keywords were so important
to the performance and increasing the account visibility in social media.

Based on literature review, search engine optimization has a positive effect on
supporting company competitiveness. especially if keywords were selected carefully
after seeing competitors keywords choice, then they will become more likely to
have better impact. Besides SEO, gathering data is also positively affect company
competitiveness only if these data were professionally managed. Machine learning
is doing a decent job in helping marketers in managing the huge amount of data.
Moreover, the better data management the greater effect of business intelligent on
company competition. It becomes important to examine the impact of Al-marketing
in competition bases. This study is an effort to find the factors that currently help
marketers to support companies’ competitiveness.

After exploring the literature, many questions arisen. The methodology of this
study will focus on answering them along with the research questions. These
questions are:

1-  How can digital marketer outsmart competitors’ marketing campaigns in the
era of AI?

2-  Since data, SEO and customer centric service are positively affecting company
competitiveness which of them have the greatest impact?

3-  What is the main challenge that is facing digital marketer in the era of Al-
marketing?
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3 Methodology

To find the answers of the mentioned questions in the earlier chapter, it was needed
to analyze the practical situation. This could be done by conducting a qualitative
research since using such method would help to find, understand, and explain the
topic instead of predicting the found data (Bougie 2019).

Based on the context of this topic, this study focused on the perspective of a digital
marketer specialist who also works with Al Hence, the author thinks that qualitative
method is suitable for this research since it is intending to find viewpoints and beliefs
of Al implementation in digital marketing. However, its possible to collect data of
organizations which implementing Al in their digital marketing campaigns. Though,
the collected data would not highlight the current challenges, for instance, hence
other methods might deliver data that does not meet the aim of this study.

The author aimed to conduct an interview which is, as explained by Bougie (2019),
a systematic conversation to collect data for a study. The interview was planned to
be with a digital marketing expert who is also using Al.

The main advantage of conducting an interview was to find up to date answers
on Al implementation on digital marketing. While keeping in mind the main aim of
this study, the interview questions were about:

1. Supply smart solution of competing in the era of Al digital marketing.
2. Find the current Al impact on digital marketing;
3. Display the new challenges facing the digital marketer.

The interview was done with Salah Kassab, a digital marketing manager as well
as Al Enthusiast and e-commerce specialist. Due to the interviewee wish, the inter-
view was conducted digitally instead of face-to-face meeting. The main reasons of
choosing a remote interview were due to the COVID-19 pandemic which limited
the international transportation. Nevertheless, the author showed full flexibility of
gathering data to convince the interviewee to cooperate during the whole interview
without ending it at any point. Hence, the response was received as recorded voice
mail thought e-mail.

The knowledge gained from the literature review was the benchmark of forming
the questions of the semi-structured interview. And the specialist was selected based
on his LinkedIn profile which showed professional experience in the desired fields.
Notes has been taken during the interview, summarized the important content, and
finally analyzed to fulfill the goal of the research.

The following table shows the information of the selected interviewee.

Name Country Field Acronym

Salah Kassab Malaysia Digital marketing Expert

The major questions of the interview are shown below:

— How can you outsmart a competitor in the era of Al marketing to get a competitive
edge?
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— How Al is changing the role of digital marketer to keep the efficiency of digital
marketing?

— what differentiates a good digital marketer from a bad one in the era of Al-
Marketing?

— How digital marketer in small businesses can afford to compete the others?

— Which Al-application has the greatest impact on company competitiveness?

The respondent was well-knowledge, and he was able to supply good explanation
to answer the research questions. Hence, the researcher did not need to conduct any
other interview with another expert. However, this might be done to confirm the
validity of the results of this research.

4 Results Analysis

After data was collected from the interview with the specialist, the data was described
and analyzed. according to the aims of the research, First, the importance of inte-
grating Al into Marketing will be cited by respondent and compared to the existing
literature data.

Next, all the factors that would affect competitiveness throughout Al-marketing
would be discussed and followed by exploring how can companies use Al in their
marketing effectively. And finally, an analysis of the impact of Al on marketing
on digital marketer role. The analysis will be focusing on answering the research
questions as follow:

4.1 OQutsmarting Competitors

According to the respondent, he said it is normal to have this concern in the current
era since it is a fierce competition toward taking advantage of machine learning
and deep learning paths and inject them in the digital marketing. Since many of
companies was already forced to integrate Al with their digital marketing plans just
because of the competitive pressure. However, to outsmart those competitors as a
digital marketer, “you need to know exactly how you want to integrate these Al
tools and finding the right purpose of Al algorithms,” said Kassab. Regarding how
big companies are supporting their competitiveness, he told “Even google is using
advanced algorithms to be highly competitive at market by improving their search
algorithms.” In general, the respondent thinks since the tools are widely used, the way
it has been used is what makes the difference. That is somehow like what ilumudeen
concluded in his research (2021) about the importance of managing the data in the
Al-digital marketing.
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4.2 Most Effective AI-Application

Kassab has noted that data could be the core of the digital marketing which did not
contradict the prior search done. However, he elaborated; “especially data mining,
data analytics, and big data,” because simply having enough data would help getting
the best outcome. In addition, the respondent confirmed the importance of selecting
the right algorithm which could be affected by keywords as well as client’s data.
The right algorithm can allow digital marketer to predict or visualize the results of
marketing campaigns. However, these tools might be expensive to use. Yet, many
platforms can be used by small businesses. Facebook for example, one of the biggest
platforms, is the best in getting clients whither in B2B or B2C. Facebook can do the
job as a platform to collect the right data and analytics within a small budget.

4.3 The New Challenges of Digital Marketer

The respondent confirmed the fact Al-marketing is transforming the role of a digital
marketer, because the Al-marketing is more about analytics itself in addition to
understand other Al application in digital marketing. Such as chatbots which are
taking customer service into another level. However, the digital marketers’ role is
directed to data analytics. Because in the end of the day, digital marketers would want
to refine their campaigns beside considering other valid options like paid ads and
email marketing. Their challenge revolves around optimization which comes from
data and they have to “see if things are going as predicted. If not, they need to find
where the issue is and work on it to make it work efficiently.” He added another chal-
lenge facing digital marketers which is their background. Most of digital marketers
are coming from marketing background, not a background of data analytics. If any
digital marketer was not worried about the new gap between these two backgrounds,
he won’t be able to ride the wave.

5 Conclusions

The paper discusses that the advancement of Al-marketing has taking an effect on
maintaining a business competitiveness. Based on the data obtained from the prior
search and the conducted interview which was carried out within the context of
this research, it was concluded that AI-Marketing is creating a whole new base of
competition which is relying mostly on data, its source and how they are being
analyzed by the digital marketer. By the end of the day, understanding algorithms
and knowing the right use of these algorithms can help the good digital marketer to
be distinguished from others. However, due to this focus on data and algorithms, the
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new Al-marketing is slowly transforming the role of the digital marketer from digital
marketing into data analytics.

5.1 Limitation of the Study

Since this study has used qualitative approach, there is a certain degree to improve
the generalization of the result. Hence, the work could be carried out with another
methodological approach to understand the root cause of these results. However,
due to the number of interviewee (which is only one). The result might influence
by selected person. Selecting another person might result different answers. For
that reason, it is hard to say with certainty that the outcome of this research is
comprehensive and complete. However, it is still believed that the quality of the
collected data was assured.

5.2 Future Work

To obtain a deeper knowledge of the effect of Al on industry of marketing, this
analysis must be done with more definitive evidence from business managers on the
image of the impact of Al. On the other hand, as expressed throughout this study, the
target client is always present, and it is important to consider the impact on everyone’s
lives in future work.
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Abstract Effective marketing has always been one of the imperative factors to
business sustainability in line with IR 4.0 and Society 5.0. It brings a vital concern,
myriad challenges, and benefits to the world, including the development of local
and global businesses, including small businesses. Predominantly, small businesses
still face high sustainability start-up issues which needs to be studied further. By
consolidating the current findings, this study aims to identify the direct effects of the
internal factors of culture, technology, human and external factors of competitiveness,
politics, and social, on digital marketing implementation as drivers among small busi-
nesses, in moving towards Society 5.0 era. This study employed the primary data of
218 small business owners from diverse industries that was collected via survey and
self-administered questionnaire through a simple random sampling technique. The
findings of descriptive and multiple regression analysis showed a significant posi-
tive relationship between internal factors of technological capacity, human capability
and digital marketing implementation. Further on, external factors of competitiveness
and political issues significantly linked to digital marketing adoption. While organi-
zational culture (internal) and social factors (external) insignificantly connected to
digital marketing implementation among small businesses. This current study sheds
light by providing the critical authorities alertness on the importance of small busi-
nesses to employ digital marketing in their business since it generates a competitive
edge in facing the inevitable challenges of the Society 5.0 era.
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1 Introduction

Undoubtedly, the Fourth Industrial Revolution’s (IR4.0) worldwide agenda is still
becoming a critical attention among policymakers, although the current trends are
moving towards Society 5.0. In order to cope with this agenda, digitalization and
transformation included in digital marketing, which are denoted as one of the impor-
tant elements that should be highlighted by the scholars. The development of IR4.0
worldwide is not only affecting our daily activities, but also becoming a paradigm
shift to the expansion of Small and Medium Enterprises (SMEs), where most of them
are established as small businesses (SME Annual Report 2018/19). Whereas, small
businesses, indubitably, plays a significant role in wealth creation as well as poten-
tially significant contribution to the industry’s sustainability (Chukwuma-Nwuba
2015; Thompson and MacMillan 2010; Turner and Endres 2017). Generally, they
are providing a major contribution of employment opportunities in spite of providing
long-term significant to Gross Domestic Product (GDP) and income (Caner and Wolff
2004). Furthermore, they also varied geographical in presence (Panitchpakdi 2006),
boosting the entrepreneurial activities and dispersion of skills and technology as
well (Varis and Littunen 2010), giving a significant contribution to distribution of
income, tax revenue, efficient utilization of resources and family income stability
besides employment opportunity (Syamsuriana et al. 2020a).

Nevertheless, the survival issue of small business in introductory stage is still a
heated debate (Nassif et al. 2010; Jeff 2017), existing among policymakers, scholars
and government. As examples, the US business sustainability rate recorded only 20%
in the first year and depicted 30% during the second year (Bureau of Labor Statis-
tics 2018). Additionally, firms in Canada also depicted that only 50% can survive
over five years after business start-up (Jeff 2017). Similarly, in upper-middle-income
countries such as South Africa, findings portrayed 70% of small businesses were
unsuccessful within their first two years of start-up as shown by the Small Business
Institute (SBI) (Business Tech 2018). Besides that, the business in China also showed
alarming issue after half of their businesses reported failure within the first five years
of operation (Zhang et al. 2013). No exemption in Malaysian business, whereby only
18 companies out of 100 registered companies with the Company Commission of
Malaysia were able to survive after five years of startup (Bernama 2017). Recently,
due to Covid-19 pandemic, 68.9% of SMEs in Malaysia recorded more than 50%
drop in business within one week of the movement control order (MCO). While,
about 92.5% of them currently have a negative outlook for the Malaysian economy
for the rest of 2020 (Annuar 2020). This figure showed that the robust study about
determinant factors of the best small business performance should be done to tackle
this issue.

Judging from this issue, the present businesses are actively investing in tools and
solutions that empower their existing processes, resources, personnel, equipment,
including products to increase efficiency (Nagy et al. 2018). Embracing these new
business trends, digital marketing was noted as one of the recognized platforms,
which not only help to raise their business visibility, and strategies (Alzahrani 2019),



Galvanizing Digital Marketing Implementation in Small Businesses 203

but also boost their competitive advantages and directly increase their business perfor-
mance (Syamsuriana et al. 2020b). In the Malaysian context, digital marketing is
notably the important element in doing business, especially during unpredicted situ-
ation such as the Covid-19 crisis. This method could be the best marketing strategy
for SMEs including small businesses to market and sell their products or services,
not limited to local but also international market. As mentioned by chief executive
officer of The National Tech Association of Malaysia (Pikom), digital technology
has demonstrated to be an advantage in sales, where businesses were able to cast a
broader network, beyond their current location (Bernama 2021).

Nevertheless, the awareness of digital marketing usage in small businesses, espe-
cially in Malaysia have been largely debated by prior researchers. To illustrate, 48%
of SMEs in Malaysia was reported to face digitalization challenge due to the lack of
digital skills, instead of finance and technology limitations (Malaysia Digital SME
Study 2018). Similarly, a survey completed by Adobe in partnership with Econsul-
tancy via 13,000 marketing, creative, eCommerce, advertising, and IT professionals
worldwide, reported that 43% of businesses in Asia lack of digital skills and capabil-
ities including workflow issues and legacy technology and systems (Tan 2021). This
figure raised the question that emerging digital marketing have been embraced less
readily by businesses in Malaysia due to lack of digital literacy and competencies
among entrepreneurs. Besides that, it will create difficulties to ensure the country
thrives in the Fourth Industrial Revolution (4IR) era and make the concept of Society
5.0 in Malaysia successful. Accordingly, this issue may argue that a study on driver’s
factors for digital marketing implementation in small businesses is still relevant due
to lack of prior empirical evidences, especially in the Malaysia scope. Consequently,
in an attempt to reach and consolidate researchers understanding on this topic, the
current study aims to identify the internal and external factors of digital marketing
implementation in the context of Malaysian small businesses.

2 Literature Review

This section highlights the literature review related to the current topic. The sub-
section which starts with general information on digital marketing, followed by the
internal and external factors of digital marketing implementation. Each of sub-section
conveys hypotheses and sub-hypotheses formulation in this study.

2.1 Digital Marketing

Electronic marketing (henceforth referred to as digital marketing) is one of the rapidly
rising marketing techniques which gradually replacing the traditional marketing
techniques, not only in developed economies but also in developing and unde-
veloped economies, including Malaysia. The terms e-marketing, digital marketing,
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internet marketing, online marketing and social media marketing are frequently inter-
changeably used by existing scholars, academicians, researchers, and practitioners
to increasingly finding favor (Shaltoni et al. 2017). Prior to this, E-Marketing Asso-
ciation (EMA) defined digital marketing as an electronic information and application
usage, for planning and executing the start-ups, pricing and promotion of ideas, distri-
bution, developing products or services to generate exchanges between individual
satisfaction and organizational goal (Burgess and Bothma 2007).

Similarly, digital marketing, also referred to the adoption of electronic data as
well as communication technologies, mainly Internet of things (IoT) in order to
complete marketing objectives (Shaltoni et al. 2017). In addition, digital marketing
also offers an online marketplace to conduct business activities via virtual platform
such as buying, selling, distributing and providing sales support of products and
services (Awa et al. 2010). Similarly, digital marketing concept was formerly derived
from traditional marketing philosophies, which later on expanded to the existing
strategies in specific organizations and leveraging marketing approaches to connect
with potential customers through online marketplaces, social media and websites
(Bolos et al. 2016).

2.2 Internal Factors of Digital Marketing Implementation

Commonly, internal factors involve the factors occurring within an organization and
under control. In this study internal factors were divided into three aspects: culture,
technology and people. Digital marketing implementation among small businesses
can be influenced by the value of organizations itself. This value was always related
to the culture within an organization. Further to this, the culture, such as perceived
of marketing benefits towards Internet technologies were relevant leads the SMEs
to decide either to adopt or refuse business transactions via digital marketing imple-
mentation within their business (Lim 2010). Accordingly, numerous previous studies
found that the organizational culture as a determinant of the implementation and
acceptance levels of digital marketing among SMEs, including small enterprises
(e.g., Modimogale and Kroeze 2011; DeBerry-Spence et al. 2008).

Besides cultural factors, the adoption of digital marketing within organizations
also links to technological factors. Technological factors mean, the capabilities of an
organizations to support the current existing technologies. Worldwide, many busi-
nesses have gathered customers’ information in order to make better decisions with
the technological advancement, such as using cookies to monitor online visitors
and web users online shopping activities for target marketing and advertisement
(Idemudia and Jones 2015). Digital marketing usage not only depends on the firm’s
technological capability, but have also been associated with usefulness recognition.
This recognition refers to the level of individual’s trust in using a specific technology
compared to alternative systems in enhancing their work performance (Davis 1989).
Similarly, the embracing of new technology, including digital marketing within firms
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also enables the users to improve performance in giving tasks or activities (Dwivedi
et al. 2009; Grandon and Pearson 2004).

Moreover, human resources factors such as technicians, experts, including knowl-
edge and awareness within business organizations have also become driving forces
for digital marketing adaptation. As mentioned by several past works, the knowl-
edge of owner-managers about Internet marketing was a remarkable determinant of
technology adoption. Further to this, the personal contacts of employees could be
their networking, which became the sources of knowledge within their organizations
(Elliott and Boshoff 2007; Poon and Swatman 1999). Likewise, awareness of impor-
tant technologies in organizations also leads to digital marketing usage. Syamsuriana
et al. (2020) highlighted that organizational readiness, competitor pressure and rela-
tiveness, have a significant and positive relationship to awareness of e-commerce.
Besides that, Hasbolah et al. (2020) found that there was a significant relationship
among perceived usefulness, perceived ease of use, perceived trust and self-efficacy
towards adoption of e-commerce.

In developing this study, the authors have established three sub-hypotheses as
follows.

Hla: Cultural factors are influencing digital marketing implementation by small businesses.

H1b: Technological factors are influencing digital marketing implementation by small
businesses.

Hlc: Human resources factors are influencing digital marketing implementation by small
businesses.

2.3 External Factors of Digital Marketing Implementation

In contrast, external factors include the factors arising outside and beyond organi-
zation control. In this research external factors were separated into three factors:
competitiveness, politics and social. Competitiveness factor covers the comparison
of two businesses which offering similar products or services. Initially, compet-
itiveness concept is connected to Alderson (1957) which competitiveness brings
the meaning of search supported items to sustain in the marketplace. Another top
scholar, Porter (1979) mentioned competitiveness linked to organizational unique
position to develop specialization ahead competitors. He added, competitiveness
should be above-average performance in the long-run (Porter 1985). Further to this,
his works have received various recognition leading to the development of several
theories on competitiveness and models such as marketing generic strategies and
Porter five forces model. Meanwhile, Rauch et al. (2009), described competitive-
ness as the forces of organizational effort to leave behind main rivals which consid-
ered by a strong offensive attitude or aggressive response to viable threats. Based
on the prior concept of competitiveness, many businesses ready to embrace digital
marketing tools in order to be more competitive ahead their business competitors.
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For instance, the study by Olomu and Irefin (2016) confirmed that e-Marketing adop-
tion empower the business competitiveness across a wide-range of business growth.
Another study by Syamsuriana et al. (2020b, 2020c¢) verified that e-marketing adop-
tion gives competitive advantage to the firm which ultimately increase small business
sustainability.

In addition, political factors, mainly connected with government support which
includes rules, regulations, specific acts, policies, guidelines that plays a crucial role
in increasing digital marketing adoption. Government needs to enrich digital tech-
nology usage, including galvanizing digital marketing as strategic components in
the country to spur fully digital society (OECD 2019). Additionally, Berghaus and
Back (2017) opined that digital transformation can be caused by regulative changes.
Accordingly, the government plays a vital role as authorized policymakers to formu-
late and fortify current policies and programs in order to support digital transfor-
mation agendas in small businesses via developing precise policies, collaborative
ecosystems, counseling and support initiatives and customized training programs
(Pelletier and Cloutier 2019). Recent study by Chen et al. (2021) mentioned that
digital transformation in small service business was supported by the government
roles, not only limited in building a digital platform for small service business, but
also provide digital training, promote digital payment and build a digital collaboration
ecosystem.

Another external force denoted was the social factor. Social impact denotes the
level to which a person accepts the others influence in order to maintain a self-
defining relationship satisfaction, attain a favorable reaction or sustain the similarity
of beliefs and actions with their own value system (Kelman 2006). Understanding
the social needs have been very important in creating a high-quality business envi-
ronment in the SME development (Cepel 2019). Prior to that, Powell and Rodet
(2012) believed social environment was a driving force in influencing entrepreneur-
ship. Meanwhile, Piccinini et al. (2015) suggested social factors of attributes, such as
customer behavior, customer expectations were associated with digital shifts in the
industry and changes in the competitive landscape. Based on study by AlSaleh and
Thakur (2019), it was determined that social factor in term of social influence have
a significant effect on attitude toward adopting technological innovations, which in
this study context was digital marketing.

Judging from these arguments, this study assumes external factors competitive-
ness, politics and social influencing technology adoption including digital marketing
implementation. Thus, another three external factors sub-hypotheses can be drawn
as follows.

H2a: Competitiveness factors are influencing digital marketing implementation by small
businesses.

H2b: Political factors are influencing digital marketing implementation by small businesses.

H2c: Social factors are influencing digital marketing implementation by small businesses.
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3 Methodology

3.1 Data Sources

In order to answer all research objectives, this study employed quantitative research
since it tests the cause and effect of interactions among involved variables (Sekaran
and Bougie 2019); internal and external factors of digital marketing implementation
in small businesses. Moreover, the main source of primary data for this study was
collected via survey and self-administered questionnaire as a research instrument.
The questionnaire was divided into four parts, namely: 1) respondents’ information,
2) internal factors, 3) external factors, and 4) digital marketing implementation. The
questionnaire was originally prepared in Malay language or Bahasa Melayu (the
official language of the Malaysia) and then translated into English version; despite
the fact a back-translation procedure ensured linguistic consistency. Furthermore,
the questionnaire was pilot-tested with 15 managers of small businesses surrounding
areas and a few adjustments were made to improve flow and ease of completion
before the researchers launching the large survey.

3.2 Variables Measurement

Extending these variables, this study employed the scales adopted in literatures and
revised them according to the study purposes to ensure validity and reliability of the
measurement items. The digital marketing implementation was the dependent vari-
able, which was measured using a nine items checklist, such as internet access, official
e-mail, smartphone for marketing, rely on e-marketing, digital communication, e-
marketing platform, updated e-marketing platform, and online transaction. All items
were modified by researchers from various prior studies such as El-Gohary (2009),
Galati et al. (2016), and Shaltoni et al. (2017). Moreover, the independent variables
were internal factors formed by three constructs; culture, technology and human
resources, while, external factors represented by factors of competitiveness, political
and social. All items were measured using 5-points of Likert scale starting from 1,
indicating strongly disagree, to 5 which denotes strongly agree. All items were modi-
fied from numerous prior studies (e.g., Azam and Quaddus 2012; Hossain et al. 2019;
Sethi and Chawla 2014). Moreover, all constructs consist of three items, aligned with
Hair et al. (2006, p. 752) suggestion, that there must be at least three-items per each
construct in order to ensure the construct validity and reliability.
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3.3 Sampling

As per record, the total number of small enterprises in Malaysia is 192,783. However,
it is impossible for this study to include all total population of small businesses
in Malaysia. Due to this limitation, this study extracts targeted samples in order
to achieve the research objectives. The number of independent entities resulting
from these databases was 384 (see Krejcie and Morgan 1970). In line with Spanos
and Lioukas (2001), the researchers dropped from the sampling frame, forms with
missing data that resulted from a duplicate company with a different location
or brands without a formal structure. The total sample was then reduced to 218
independent entities.

Besides that, this study employed probability technique which is simple random
probability, where the sample was chosen wholly by chance and each element of
the population have an equivalent possibility to be selected (Sekaran and Bougie
2019). Several advantages in employing this technique were, the ability to select
samples with study interest characteristics, easy to conduct and results predictable.
This sampling technique was the most suitable for the study, since it managed to get
a sampling frame with the cooperation of SME Corporation Malaysia.

Finally, 218 samples of small business owners were chosen as the final data
to proceed with data analysis procedures. To test the formulated hypotheses, this
study used IBM SPSS Statistics version 27. The results and findings in completing
procedures of data analysis were further described as in the following sections.

4 Results

This section starts with respondent’s composition which describes the overall back-
ground of the sample. After that, it is followed by descriptive analysis and Multiple
Regression Analysis.

4.1 Respondents Composition

The respondent’s composition as in Table 1, depicted a total of 218 useable responses
from owners of small businesses in urban and rural area, indicating approximately an
equal gender of the respondents (male = 52.8%, female = 47.2%). Besides that, the
majority of respondents were married, and over 50% of them were young adults and
middle-aged adults who owns business (see Horng et al. 2001). Probably over half
of the respondents were in the same age group, while half of them reportedly have
more than 10 years business experiences. Whereas, in term of educational level, they
at least had completed primary education, as well as a half of them whom graduated
from secondary education (50.1%).



Galvanizing Digital Marketing Implementation in Small Businesses 209
Table 1 Background of respondents
Variables Items Frequency (n = 218) | Percentage (100.0%)
Gender Male 115 52.8
Female 103 47.2
Marital status Married 181 83.0
Single father/mother 4 1.8
Single 33 15.1
Age (years old) 21-30 43 19.7
31-40 58 26.6
41-50 57 26.2
51-60 43 19.7
Above 60 17 7.8
Business experiences 1-3 33 15.1
(Years old) 46 53 24.3
7-9 20 9.2
>10 112 514
Educational level Primary 8 3.7
Secondary 111 50.9
Post-secondary 57 26.1
Tertiary 43 19.7
Postgraduate 5 2.3
**QOthers 7 32
Business activities Services 182 83.5
Manufacturing 32 14.6
Construction 3 1.4
Agricultural 1 0.5
Average sales per month | <445 24 11.0
(=USD)* 445-890 41 18.8
891-1,335 28 12.8
1,336-1,780 14 6.4
1,781-2,225 35 16.0
>2,225 76 35.0
Ownership type Sole-proprietorship | 194 89.0
Partnership 12 5.5
Private limited 12 5.5
Using digital tools in Yes 135 61.9
business No 83 38.1

Notes 1) ~ means approximately; 2) conversion of USD 1 = RM4.50
Source Output based on this study respondents
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In order to determine the business activities of services, manufacturing (including
retail and wholesale), construction and agriculture, this study refers the guideline
from the SME Annual Report (2018/19). Judging from Table 1, almost 85% of
respondents in this study were providing services, follow by 14.6% involved in
manufacturing and the remaining 2% were operating construction and agricultural
businesses. Probably this study only focuses on small businesses with an average
monthly sales less than USD 2,225 as main sample criteria, almost all of them
were holding sole-proprietorship ownership instead of partnership and private limited
enterprises. Additionally, the findings also showed that over 60% of the respondents
stated that they were using digital tools in business activities, indicating a moderate
level of digital implementation in small business. As a note, this survey was done
between January 2020 and Mid of March 2020 that was before the enforcement of
the Movement Control Oder in Malaysia. Thus, the researchers predict the level of
digital marketing implementation rose to a higher level due to this unprecedented
issue.

4.2 Descriptive Analysis

In order to give an initial picture of the data collected, this study presents descriptive
statistics on main variables. The mean and standard deviation (SD) of the main
variables for the research were calculated and described as in Table 2.

In descriptive analysis, the measurement of all constructs which scaled from 1 to
2 were denoted as low, 3 as moderate and 4 to 5 as high. As shown in Table 2, the
mean values for dependent variable, digital marketing implementation (3.38) was
relatively surpassing the moderate scale of 3. Accordingly, this research found that

Table 2 Descriptive analysis of the model

Variables Mean | Standard Deviation | Cronbach’s Alpha | Skewness | Kurtosis
(SD) ()

Digital Marketing | 3.3818 | 1.00902 0.979 —0.344 —0.893

Cultural Factors 3.2615 |1.01117 0.829 —0.370 —0.586

Technological 3.5092 |0.85758 0.840 —0.677 0.017

Factors

Human Resources | 3.4587 | 0.96353 0.943 —0.832 0.121

Factors

Competitiveness 3.5046 |0.89330 0.944 —0.724 0.320

Factors

Political Factors 3.5122 |0.87936 0.893 —0.572 0.354

Social Factors 3.5963 |0.84857 0.867 —0.763 0.819

Note Dependent variable is Digital Marketing
Source Based on the study IBM SPSS Statistics output
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majority of respondents have implemented moderately the digital marketing in their
business.

Furthermore, the mean value of internal factors: culture, technology and human
were also found to be superior than 3, which were 3.26, 3.51 and 3.45 respectively.
Besides that, mean values of external factors such as competitive, political and social
also depicted higher value than 3.5. Judging from the all-mean values of all variables
which were beyond 3 (moderate), the study concluded that the scale of internal and
external drivers of digital marketing implementation in their small businesses were
at moderate level.

In addition to descriptive analysis, Cronbach’s Alpha («) value was used to deter-
mine the reliability, and internal consistency of a set of scale or test items of each
construct (as cited by Chaiprasit and Swierczek 2011). Ar and Baki (2011) recom-
mended the Cronbach’s Alpha value must be above 0.70 to be deemed acceptable for
many studies. Based on Cronbach’s Alpha value from the output of this study, the
value ranged between 0.83 and 0.98 which brings to the conclusion of high reliability.
The result aligned with Sekaran and Bougie (2019), whom recommended that the
value of Cronbach’s Alpha must be near to 1, which indicates the higher the internal
consistency reliability.

Moreover, normality of data can be measured in several ways, but, coefficients of
multivariate skewness and kurtosis were considered the most common items to be
used in determining the normality of the data (Byrne 2010). Judging from skewness
values of the model as in Table 2, all items in the study satisfied the value of —
1.0 to 4+1.0 and Kurtosis was less than 7.0, which was considered acceptable in
order to demonstrate a normal distribution (Cohen et al. 2002; George and Mallery
2010). This indicates that the data distribution in this model was normally distributed.
Succeeding, this study proceeds to the main test of the research; testing the formulated
hypotheses. Hence, succeeding sections have discussed the results of hypothesis
testing using multiple regression analysis.

4.3 Multiple Linear Regression Analysis

This section highlights the overall findings of hypotheses testing for this study as
displayed in Table 3. This table shows the summary of the overall model as a resulted
of multiple regression analysis. Based on the overall findings, a correlation coefficient
(R) value of 0.863 in this study indicates a good level of prediction. Meanwhile,
all independent variables of this study: internal and external factors explain 74.5%
coefficient of determination (R2 = 0.745) of the variability of digital marketing
implementation. In particular, culture, technology, human, competitiveness, politics
and social explained 74.5% of the of the variance and the model were significantly
predicting the digital marketing implementation (F = 102.967, p = 0.001).
Initially, a multiple regression analysis was conducted to predict how do the factors
of internal culture, technology, human, competitiveness, political issue and social
factor could significantly help to predict the digital marketing implementation among
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Table 3 Regression analysis of the model

Factor Hypothesis | Variables Beta t-value (Sig. | Result
Standardized | value)
Coefficients
Internal | Hla Cultural Factors —0.007 —0.089 Not significant
(0.929)
HIb Technological 0.203 1.866* Significant
Factors (0.063)
Hilc Human 0.275 2.548%%* Significant
Resources 0.012)
Factors
External | H2a Competitiveness | 0.236 3.014%* Significant
Factors (0.003)
H2b Political Factors | 0.147 1.870% Significant
(0.063)
H2c Social Factors 0.089 1.534 Not significant
(0.126)
R 0.863
R’ 0.745
F 102.967***

Notes 1) Dependent variable is Digital Marketing. 2) Significance levels = *** 0.001, ** 0.05,
*0.10
Source Based on the study IBM SPSS Statistics output

small businesses. As displayed in Table 3, most of the hypothesized relationship was
positively significant and satisfactory aimed for analysis. Furthermore, H1b, Hlc,
H2a and H2b contributed significantly to the model, meanwhile, Hla and H2¢ did not
contribute significantly to the model. In specific, technology (B = 0.203, p < 0.10),
human (B = 0.275, p < 0.05), competitiveness (B = 0.236, p < 0.05) and politics (B
= 0.163, p < 0.10) had positive and significant relationship with digital marketing
implementation, while, culture and social have no significant relationship associated
with digital marketing implementation. In other words, the regression weight for
internal and external drivers in the prediction of digital marketing adoption was
significantly different from zero at the 0.05 and 0.10 levels (one-tailed).

5 Discussion

The main objective of this study was to identify the driver factors of galvanizing
digital marketing implementation among small businesses. In order to answer all
research objectives, this study separates the factors into internal and external factors.
Internal factors include the internal culture of organization, technology capacity
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and human capability (expertise/employees), while, external factors counted in
competitiveness among existing rivals, political issue and social preferences.

Undeniably, in achieving IR4.0 elements, it brings to myriad barriers not only to
personal challenges, but also including to scientific challenges, technological diffi-
culties, political matters and economic issues (Yusri 2018). These challenges also
affect business entities. Considering this issue, organizational culture, however, was
seen not to be a factor that impact on technology acceptance in this study. The current
finding was totally in contrast to many prior studies since last decade (e.g., Straub
and Karahanna 1998; Harris and Davison 1999). The prior scholars discussed the
culture as the same mindset that differentiates the members of one group or type of
individuals form another (Hofstede 1992) and the usage of explicit information to
create implicit knowledge as well to determine the group differentiation (Bissessar
2018). In comparison to this study, some previous studies agreed that the facets
differences of technology usage were influenced by cultural dimension (see Burn
1995; Straub 1994; Gefen and Straub 1997). Additionally, the national culture and
the rate of Internet based digital technology implementation of a country were closely
associated (Erumban and Jong 2006). This current study also had dissimilarities to
Hossain et al. (2019), where they found that organizational factors played a poor role
in the technological adoption process, meanwhile, SMEs can play a better role with
the better culture within the country itself. However, the intentions of individuals to
innovate could differ since the cultural factor could be considered as a way of doing
business in a specific society (Huang et al. 2010; Rowley et al. 2011).

Besides culture, technology capacity of the firm could be one of the internal drivers
that lead to the digital marketing within the small businesses. Initially, lacovou et al.
(1995) believed an extensive form of technological advancement through ICT can
help many SMEs to conduct businesses via the combination of various method of
communication tools, not limited to connect the business to their potential customers
but also offering the information of business, products or services. Prior to that,
Rogers (1983) highlighted those drivers of technological diffusion, including tech-
nological features as well as internal and external characteristics of the businesses.
In this nature, this study found that digital marketing, among small businesses in
Kelantan, Malaysia was influenced by technological capability in their firms. Hossain
et al. (2019a, b) opined that technological factors such as ICT, customer service,
business processing was one of the critical success factors significantly related to the
e-commerce adoption among in SMEs. In contrast, the predominant organizational
culture highlights the employees struggle that negatively impacts e-commerce imple-
mentation in Asia (Poorangi et al. 2013). As mentioned, e-commerce act as a plat-
form to conduct marketing activities via digital platforms. Last but not least, internal
drivers for digital marketing in this study were the human capability which brings
the means of employees in the organization itself. It relates to the easiness to use
digital marketing tools in conducting business. Knol and Stroeken (2001), reasoned
that digital business adoption was totally related with comprehended advantages and
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technology awareness within the organization. Meanwhile, Alam et al. (2011) high-
lighted manager’s characteristic aside from structural readiness, compatibility, rela-
tive advantage and security as the factors that effects on technology implementation
In Asian countries.

On the other hand, external factors such as competitiveness and politics, depicts
the significant factors of digital marketing implementation among small businesses.
In general, the competitiveness among existing rivals have become the push factor
in the current environment. For instance, the unprecedented events such as Covid-19
pandemic has forced entrepreneurs to create a more competitive edge, to sustain their
market demand. One of the competitive advantages that may lead the organization
ahead of their competitors was adoption of digital marketing instead of sticking to
traditional marketing techniques. Besides that, the political factors, for example new
legislation and government intervention (see Hossain et al. 2019a, b) also was denoted
as a significant factor in the digital marketing implementation. In Malaysia, Malaysia
Digital Economy Corporation (MDEC) was established to galvanize digital economy
development. This entity, mainly responsible to re-shape Malaysia as an innovative
producer of digital content and services via formulating first-mover digital programs
and initiatives. For the purpose of driving the Malaysian digital economy to new
elevations, the government has formulated a number of roadmaps and policies, for
example, National Industry 4WRD Policy, National eCommerce Roadmap, National
Big Data Analytics (BDA) Framework, National Digital Free Trade Zone (DFTZ)
Initiative, National Artificial Intelligence (AI) Framework and National Internet of
Things (IoT) Framework. These initiatives were not only meant to support the busi-
ness environment that offers business opportunities, but also to sustain their growth.
In contrast, social factors such as the changes in fashion and taste or the growth
in spending power of a group was insignificant to influence the implementation
of digital marketing among small business. This finding disagreed to several prior
studies such as Azam and Quaddus (2012) and Dubitskaya and Tcukanova (2018),
probably due to the multi-racial and multi-ethnic characteristic of country itself.
Generally, Malaysia is a country composed of several races, mainly Malays, Chinese
and Indians. Even though the society was a part of business existence, but social
factors were diverse across countries due to difference of demographics, religions,
province, lifestyle, thinking, population growth rate, trends, consumer opinions and
behaviors. Therefore, social factors might not be a crucial factor to be considered by
small enterprises in order to employ digital marketing in their businesses.

6 Conclusion and Future Studies

Many businesses in diverse sectors have adopted digital marketing into their busi-
ness models, to align with an era of 4.0 developments, and especially now that
they are moving towards Society 5.0 to cater for key social issues in present-day
society. As discussed, the digital marketing through the Internet business accessi-
bility can increase the way of engaging with customers and promoting the products
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and services as well as supporting the business. In line with this development, this
current study provides an empirical result on the relationship between internal and
external factors of digital marketing implementation among small business in moving
towards Society 5.0. The findings showed a significant positive relationship between
internal factors of technological capacity, human capability and digital marketing
implementation instead of organizational culture. On the other hand, external factors
of competitiveness and political issues have a positive significant relationship with
digital marketing adoption, while, social factors were insignificantly related. The
theoretical point of view is that, internet and digital marketing tools were very signif-
icant for conducting, strengthening and developing the interactive communication
among small businesses which were consistent with the business values.

In addition to its contributions, the delimitations were also highlighted in this
current study. According to the variables, this study only ponders some internal and
external factors of digital marketing implementation, whereas there are numerous
other determinants of digital entrepreneurship adoption. Besides that, the respondents
involved in the current study solely focuses only on certain districts of Kelantan,
although small businesses were notably scattered to all the states. Constraint on
research areas lead to the questionable generalization of the findings and limited
to better responses in improving the results. Furthermore, another limitation of this
study was the quantitative approach, which collected data of 218 samples only.

However, by taking into consideration these delimitations, future researchers in
this field should add on other variables linked to digital entrepreneurship such as in
terms of motivational factors, personal innovative effort and organisational readiness.
In addition, future researchers could extend this study to a broader scale, by inten-
sifying the research areas which include both urban and rural areas around the east
coast, northern, central, and south, as well as conducting a contrast study between
regions using the framework of the present study.
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Abstract Cybershopping activities directly create competitiveness within the logis-
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dous attention during unprecedented Covid-19 pandemic. The courier service is
becoming a crucial activity not only in manufacturing, warehouse and trading but
also for individuals. There are certain inclination factors of service quality based on
the SERVQUAL model that can contribute to a high level of selection over courier
service in the customer’s perception. Perceived of SERVQUAL by consumer should
be a vitally-important element to maintain customer satisfaction and loyalty. This
article aims to study the predilection that led to courier service selection, during
their online shopping in Malaysia context. This study aims to examine relation-
ships between SERVQUAL dimensions of Responsiveness, reliability, assurance and
courier service selection. A total of 346 screened respondents throughout Malaysia
were conveniently collected via electronic questionnaire. Descriptive, reliability,
validity and normality of the data were tested with IBM SPSS Statistics. The key
findings of multiple linear regression analysis highlights that all hypotheses were
supported by the study. The obtained results confirmed statistically significant rela-
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1 Introduction

In this era, many businesses are trending in investment of tools and solutions not
only to differentiate existing products or services, but also to empower organizational
capability to boost efficiency in term of equipment, processes, and personnel (Nagy
etal.2018). Inline with this current trend, e-commerce is one of the familiar platforms
to increase visibility and strategies of business (Sidek et al. 2020a; Hasbolah et al.
2020; Alzahrani 2018) as well as catalysing the competitive advantages which finally
can improve business performance (Sidek et al. 2020b).

Unprecedented Covid-19 pandemic have led to a gradual switch from offline to
cybershopping (online shopping) in worldwide, including Malaysia. Subsequently,
Malaysia recorded 82.3% by record in cybershopping, thus becoming one of the
highest internet penetration rates in Southeast Asia (Morgan 2019). In Malaysia,
there are many e-commerce platforms that have been recognized, example Shopee,
Lazada, PG Mall, Zalora, eBay, GoShop, Lelong, Mudah, PrestoMall, 11 Street,
Carousell, and so forth. In fact, statistical record depicted that 82% of internet users
in Malaysia utilize e-commerce platforms for their cybershopping (Global Digital
Reports 2020).

Increasing in cybershopping activities, directly increase the opportunity of greater
performance of logistics companies. Hence, the logistics industry carries a vital role
to lessen the effect of economic collapse. Furthermore, this industry is considered
as a cushion to support and maintain the top performance of the sector, as well as
sustain in this unprecedented chaos (Aman 2020). However, the tremendous growth
has also led to myriad challenges for logistics industry players since they attempt
to manage the extraordinary increase in demand within a challenging operational
situation.

The term courier service itself has currently considering as an important link in
the logistics sector for logistics activities such as the delivery of goods from seller to
buyer, trading, service company, and manufacturing. Additionally, the fast develop-
ment of the online and Internet usage, requires service providers to move rapidly to
meet the expectation in this demand shift for delivery services in spite of the inad-
equate infrastructure and tight limitations (Lee 2021). Consequently, several issues
were raised such as reported by Federation of Malaysian Consumers Associations
(FOMCA) where they stated about 380 complaints received in this year. Another issue
highlighted by Malaysia Consumers Movement (MCM) was, increased complaints
about unsatisfied management by courier service firms during the pandemic since
customers solely rely on cybershopping and delivery (Chua 2021). Besides, MCMC
explained the volume of complaints received in 2020 was classified as extraordinary
with an increase of 260%, compared to 58,139 reports in 2019. The Commission in
its report also described the reports about delivery and courier services have been
shifting upwards compared to three years ago in addition to the demand for parcel
deliveries, which significantly increased during the Movement Control Order (MCO)
which brings to an increase of 542% as reported in 2020 (Yeoh 2021).
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These issues relate to customer satisfaction among the courier service users.
While, customer satisfaction has always been linked to service quality matter since
they are the determinants of success factors for an organization which concerns about
Resilience, Development, Growth, and Competitiveness in the market (Angelova
and Zekiri 2011). As recognized by many prior works in the past, service quality
measurement and dimensions were mainly associated with the SERVQUAL model
by Parasuraman et al. (1985). But, Ramya et al. (2019) underlined the gap between
service quality specification and service delivery, where there were inconsistencies in
the actual service delivery, that is, the service providers or employees do not perform
at the level expected by the management. Therefore, this paper intends to examine
nexus between SERVQUAL dimensions of responsiveness, reliability, assurance and
courier service selection during Cybershopping in Malaysia. This research can be
a reference to understand the predilection of courier service selection in customer’s
perspective to reduce complaints received from them.

2 Literature Review

This section underlines several literature reviews from prior studies. As mentioned
by Galvan (2006), the literature review not only increase the rate of relapse by using
latest literature, but also could establish a framework that appeal to pivotal landmark
scholarly works to give full scope and range of the theories.

2.1 Service Quality (SERVQUAL)

The concept of customer satisfaction has always been related to the quality of product
or service. In customer perspective, quality associated to their satisfaction level.
They translate the best satisfaction of consumers’ preferences, which measure the
highest quality of products or services (Yarimoglu 2014). Meanwhile, courier service
quality can be linked to SERVQUAL Model. SERVQUAL Model is an abbrevia-
tion of service quality itself, which was initially developed by Parasuraman et al.
(1985). The SERVQUAL Model can be defined as the gaps of relationship between
customers’ expectations and their judgement of the actual service delivered (Kahnali
and Esmaeili 2015). Li et al. (2003) stated that, SERVQUAL theory has been
comprehensively integrated as a useful management technique as an indicator of
customer satisfaction, prioritizing improvement potential, and eventually attaining
overall service quality.

Initially they proposed five dimensions of SERVQUAL Model such as Reliability,
Responsiveness, Assurance, Tangibility and Empathy (Parasuraman et al. 1985).
Further, Parasuraman et al. (1988) suggested the 10 dimensions of SERVQUAL.:
Reliability, Responsiveness, Tangibility, Credibility, Competence, Access, Courtesy,
Security, Communication and Understanding the customer. However, in this study,



224 S. Sidek et al.

the entire idea only focuses on three dimensions of SERVQUAL: Responsiveness,
Reliability and Assurance to measure the predilection selection of courier service
in Malaysia. The nexus between these dimensions is discussed in the following
sub-section. The section starts with connection of each construct and ends with the
formulation of hypotheses and sub-hypotheses.

2.2 The Nexus Between Responsiveness and Courier Service
Selection

Commonly, the success or failure of service organizations depends on what the
organizations understand their targeted customers need and satisfaction via provided
service performance (Banomyong and Supatn 2011). Service performances not only
limited to, providing a prompt service to the customer, but also takes into account
activities of after sales services, example; obtaining feedback from customer or call
them to survey their satisfaction level. In the case of courier service industry, high
level of customer’s satisfaction in smooth courier service operation without a doubt
will increase their potential co-creation of customers and repeating customers to that
particular organization (Ejdys and Gulc 2020; Nyaga 2017). Prior to that, Jun et al.
(2004) relate customer satisfaction with pre-purchase of the product or service.
Besides that, Nelson at el. (2012) also connected responsiveness from service
providers to the performance, smoothness which also depends on their employees’
skill and knowledge. Further to this, employees’ skill and knowledge also were the
factors thatlead to employee performance. Judging these arguments, the present study
believes the responsiveness of courier service business may increase the possibility
of prior consumers to reselect the same company in their forthcoming cybershopping.
Therefore, this study concluded the first hypothesis can be formulated as follows:

HI: There is a significant and positive relationship between responsiveness and courier
service selection.

2.3 The Nexus Between Reliability and Courier Service
Selection

Reliability of service providers can be defined as the capability to perform and fulfil
the promised services in several situations such as reliable, appropriate, and accu-
rate way, also realize expectation of customer, including offering services within on
reasonable time or manage to satisfy customer as promised without fault (Parasur-
aman et al. 1988). The reliability guarantee viewpoint of the service sector should be
connected to the trust given by the customers. The trust to the service organizations
also aiming to maintain and develop a positive relationship between receiver and
provider (Sekhon et al. 2013; Park et al. 2014).
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Likewise, the reliability in customer perspective also involves a crisis manage-
ment, which well-defined as a procedure put to work by organizations to cater any
catastrophic event related to offered services. Additionally, these crises give negative
impacts on business operations disruption, harmful to people, jeopardize organiza-
tional reputation, and negatively impacts on financial stability (Jonas 2021). Simi-
larly, the reliability of service organizations such as courier service firms in managing
the logistics issues at present gets serious attention since the customer can be a victim
of issues of delivery delays, severe conditions of the goods received and many other
unpredictable crises at any time (Chakir et al. 2020). Accordingly, this current study
predicts the reliability of the courier service firm which can influence the potential
of previous customer reselection on similar firm during online purchase. Thus, the
second hypothesis for this study can be written as below:

H2: There is a significant and positive relationship between reliability and courier service
selection.

2.4 The Nexus Between Assurance and Courier Service
Selection

Service assurance also known as quality guarantee or service guarantee which covers
the meaning of product warranty extension in benefit to reduce customer perceived
risk (Liu and Xie 2013). Prior to that, Hart (1988) mentioned that service assurance
has been treated as a key to success, which not only constrained to improving the
process of service recovery, but also providing data on service failures, setting perfor-
mance standard, developing measures for customer satisfaction as well as increasing
the employee performance.

The positive connection between service quality and the assurance of service
quality does truly exist, which may lead to the determinant of courier service selec-
tion as found by many prior studies (see Da and Han 2018; Hays and Hill 2001;
Wirtz 1998). Similarly, the empirical study by Hays and Hill (2001) verified that
there was a relationship among service assurance, service quality, customer satisfac-
tion and customer loyalty. Besides that, Yee and Daud (2011) demonstrated that
quality assurance gave positive impact to customer satisfaction, linked with the
knowledge, employee’s courteousness and the ability to stimulate confidence and
trust in customers. Further, Ho et al. (2012) mentioned that assurance of quality in
term of trustworthiness and the quality of information can lead to overall customer
satisfaction which would assist customers in making better decisions. Additionally,
Micu et al. (2013) studied the implications of logistics service quality from the
perspective of customers who shops online. They highlighted two dimensions for
considering a provider as good service quality was stated as the relational service
quality and the operational service quality. Since then, this research aims to deter-
mine the possibility of service quality assurance which can lead to selection of courier
service during online shopping. Hence, this study articulated the third hypothesis as
listed below:
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H3: There is a significant and positive relationship between assurance and courier service
selection.

3 Methodology

This study aimed to employ a quantitative approach in data methods considered the
most appropriate means to determine the relationship among variables in line with
the positivism of research philosophy (e.g., Polit and Beck 2014; Steen and Roberts
2011). In the process of research instrument development, all information such as
literature review, conceptual framework, items and measurements were gathered
from secondary sources, including books, journal articles, conference papers, news-
paper excerpts, official website and so on. Afterwards, primary data were collected by
using self-administered questionnaire. The questionnaire was thoroughly constructed
and modified from various prior studies and comprehensively reviewed several times
to reduce data bias. Furthermore, this questionnaire was prepared in dual languages:
Malay and English version to meet the research scope.

To test the hypotheses and ensure validity and reliability of the measurement,
this study employed the items adopted in literature and revised them according to
the objectives of the present study. The dependent variable was a courier service
selection during cybershopping. The selection was based on the level of customer
satisfaction towards the existing courier service which represented by five items
adapted from Anwar and Abd Zebari (2015), Bayad Jamal Ali et al. (2021), Pakurar
et al. (2019) and Ji-Feng et al. (2005). On the other hand, the independent variables
were SERVQUAL dimensions as discussed previously: Responsiveness, Reliability
and Assurance. Each construct was represented by five items modified from many
prior studies such as Banomyong and Supatn (2011), Jonas (2021), Liu and Xie
(2013), Pakurér et al. (2019), Ramya et al. (2019) and Bayad Jamal Ali et al. (2021).
All items were subjectively measured using a five-point of Likert scale as followed
by many prior works in the management field. As suggested by Gonzalez-Benito and
Gonzalez-Benito (2005), the use of subjective measurement facilitates in analysing
the complexity of dimensions in management studies.

The questionnaire was conveniently distributed via Google Form online platform,
as a substitute for hardcopy version and face-to-face survey in-line with the pandemic
Covid-19 SOP adherence. The sampling techniques were most suitable during this
unprecedented situation since it designated based on convenience and willingness
of respondents to participate during their available time. Accordingly, the target
sample in this study was individuals who have courier service experience usage
in their cybershopping. Besides that, no specific guideline for the sample size was
employed since this study focuses on non-probability sampling. Initially, this study
received 388 responds after two months of questionnaire distribution. However, only
346 questionnaires deemed useable during the screening process. The sample size
was considered adequate enough in accordance with the rule of thumb of sample
size between 30 and 500 was acceptable for most research (Roscoe 1975). Equally,
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Sekaran and Bougie (2013) stated that 500 samples were the appropriate upper limit
for a sample size. Ultimately, 346 cross sectional data was acceptable for further
analysis of descriptive, validity, reliability, normality, and regression via IBM SPSS
Statistics software. The details of the main findings and discussion was elucidated
in the consequent section.

4 Finding and Discussion

This section depicts the empirical findings obtained from the collected data of the
study. A set of data collected was anticipated to describe the samples’ demographic
background and assess the preliminary information that may affect the research
findings. It starts with a summary of the respondents’ profile and a descriptive analysis
of the variables. After that, the assessment of reliability, validity, and normality
were conducted before testing the formulated hypotheses. This part ends with all
preliminary formulated hypotheses tested using multiple linear regression analysis
in order to meet all objectives of the study.

4.1 Descriptive Analysis

The data were composed of 346 Malaysian respondents. Table 1 summaries the
overall frequency of the sample in this study. Male and female sample were 45.7 and
54.3% respectively. Undoubtedly, this shows that the majority of online shoppers
were female where over half of respondents (55.2%) were aged between 21 to 30 years
old. Judging by the average age of the sample, it soundly represents the target group
of generations Y and Z similar in prior research (e.g., Hill and Lee 2012; Koch et al.
2020). As a reminder, this study only considered the respondents aged 18 years and
above due to their significant part played as a key role in the nation (Lai Ming et al.
2012). Similarly, their generation was conserved as an imperious indicator of the
state and countries (Griffin 1993).

Moreover, in terms of employment status, 74% of respondents were working
adults, while the remaining 20.8% were students and 5.2% were unemployed. Prob-
ably, the cybershopping habit can be highly related to employment status, so, the
majority of samples earned at least 235 USD income per month. Likewise, the
majority of them also portrays their cybershopping behaviour which influences the
frequency of courier service usage. It displays that the majority of them used a courier
service at least once per month, with some reported to use courier service more than
once a week. Overall, this study found that demographic factors such as gender,
average age, employment status and monthly income influence the cybershopping
behaviour which directly linked to the regular usage of courier service aligned with
former works such as Che Nawi et al. (2019), Richa (2012) and Hashim et al. (2009).
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Table 1 Summary of sociodemographic profiles
Socio-demographic features Frequency (n = 346) | Percentage (100.0%)
Gender Male 158 45.7
Female 188 54.3
Age 18-20 years old 35 9.5
21-30 years old 193 55.2
31-40 years old 77 223
>41 years old 45 13.0
Employment status | Employed 256 74.0
Unemployed 18 5.2
Student 72 20.8
~ Monthly income | <235 USD 90 26.0
235-470 USD 129 37.3
471-708 USD 50 14.5
709-945 USD 54 15.6
>945 USD 23 6.6
Frequency of courier | Once a week 23 6.6
service usage More than once a week | 118 34.1
Once a month 146 422
More than once a month | 59 17.1

Notes: 1) ~means approximately; 2) conversion rate of 1USD = RM4.23 as at 12 August 2021.
Source: Developed by authors based on the sample output from this study

In order to give an initial picture of the data collected, this study presents descrip-
tive statistics on main variables. The mean and standard deviation of the main
variables for the research were calculated and described as in Table 2.

In descriptive analysis, the measurement of all variables which ranged from 1
to 2 was regarded as low, 3 as moderate and 4 to 5 measured as high. Based on
Table 2, the mean values for courier service selection, responsiveness, reliability,
and assurance were ranged from 3.81 to 4.17 with a standard deviation (SD) of
0.407 to 0.549. Judging from the range of mean values, all constructs demonstrated
close to value 4.00 brings the meaning of the comparatively high scale. Thus, the

Table 2 Descriptive analysis

of the model

Variables Mean | Standard deviation (SD)
Courier service selection |4.170 | 0.407
Responsiveness 3.860 |0.522
Reliability 3.809 [0.549
Assurance 3.905 |0.538

Source: Developed by authors based on the sample output from

this study
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research concluded that the majority of the respondents agreed that the inclination
for them to select a courier service during cybershopping activities was due to high
of responsiveness, reliability, and assurance by courier service providers.

4.2 Reliability, Validity, and Normality Analysis

This section tested the reliability, validity, and normality analysis based on the study
data. The required information has been recorded as in Table 3. This table was adapted
from IBM SPSS Statistics output from 346 samples.

Initially, the study needed to consider the validity and reliability of all the
constructs and items in the model before preceding to regression analysis (see
Montoya-Weiss and Calantone 1994). As clearly depicted in Table 3, Cronbach’s
Alpha values for courier service selection, responsiveness, reliability and assurance
were 0.79, 0.83, 0.85, and 0.85 respectively. Judging from the Cronbach’s Alpha
values which were above than 0.70, reliability and validity for all constructs had
been verified by the study. The value indicates the method and technique were well-
measured by the study. Moreover, this value shows the reliability and validity was
consistent and accurate. Further, Bougie and Sekaran (2019) recommended that the
Cronbach’s Alpha value near to 1 also describes the greater internal consistency.

In addition to validity and reliability analysis, this research also employs the anal-
ysis of data distribution normality. Table 3 represents the main items in determining
the normality of the data collected which were; skewness and kurtosis. Judging from
skewness values of the model, it depicts all variables in this current study have satis-
fied the value of —1.0 to 4-1.0. Besides that, the values for asymmetry and kurtosis
for this model also ranged between —2.0 and +-2.0 which were considered adequate
in order to demonstrate a normal distribution of the model (see Cohen et al. 2002;
George and Mallery 2010). Thus, judging from the assessment of reliability, validity
and normality, the model for this study was confirmed as a sufficient fit to proceed
with regression analysis. Thus, the subsequent section has presented the findings of
hypothesis testing and overall results discussion for this study.

Table 3 Vglidity, rel.iability, Construct Cronbach’s alpha | Skewness | Kurtosis
and normality analysis of the (@)
model
Courier service | 0.785 —0.134 1.325
selection
Responsiveness | 0.834 —0.006 0.781
Reliability 0.852 —0.052 0.347
Assurance 0.846 —-0.077 0.012

Source: Developed by authors based on the sample output from
this study
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Table 4 Multiple Linear Regression summary

R(R?) Hypothesis | Standardized beta | Standardized error | f-value Decision

0.700 HI 2.041 0.128 15.913*** | Significance

049D | g2 0.177 0.052 3.395%#% | Significance
H3 0.378 0.048 7.818%%% Significance

Notes: 1) Dependent variable (DV) is Courier Service Selection; 2) *** significance level at 0.001
(p-value). Source: Developed by researchers based on the sample output from this study

4.3 Multiple Linear Regression Analysis

This section describes the overall result of multiple regression summary as in Table
4. Regression analysis is statistical methods set designed for the relationship’s esti-
mation between a dependent variable and one (simple linear regression) or more
independent variables (multiple linear regression). Likewise, this analysis can be
applied to evaluate the strength of the relationship between variables as well as
forecasting the future relationship between them (Bougie and Sekaran 2019).

According to Table 4, the result shows the regression model to have a coefficient
determination (R?) value of 0.491. This indicates that 49.1% of variance in the courier
service selection significantly explained by the predictors: responsiveness, reliability
and assurance. Meanwhile, the remaining were explained by other factors. Based on
hypothesis testing, Table 4 clearly confirms that all formulated hypotheses: HI,
H2 and H3 were supported by the current study. Precisely, this study verifies H1
where responsiveness has a significantly positive link to courier service selection
(B = 2.04, p < 0.001). Consequently, the regression weight for responsiveness in
the prediction of courier service selection was significantly different from zero at
the 0.001 level (one-tailed). Equally, this research supported H2 where there was a
significant and positive relationship between reliability and courier service selection
during cybershopping (8 = 0.177, p < 0.001). This means the regression weight for
reliability in the prediction of courier service selection was significantly different at
the 0.001 level (one-tailed). Similar to H3, the current study confirms assurance has a
significantly positive nexus to courier service selection at § = 0. 378, p <0.001. Thus,
the regression weight for reliability in the prediction of courier service selection was
significantly different at the 0.001 level (one-tailed).

The aim of this research was to identify the predilection of courier service selec-
tion during cybershopping activities in Malaysian context. Selection of good courier
service was vitally important to smoothen the supply chain operation for daily busi-
ness (Valaei 2016). In case the courier service runs smoothly without any failure, the
customer’s satisfaction level will increase without any doubt which may create loyalty
among them, towards the specific courier service in the future (Jun et al. 2004). The
findings showed that responsiveness, reliability and assurance of service providers
directly influence the courier service selection. Undeniable, responsiveness from
courier service providers such as the willingness to assist customers and offer prompt
service, increase the possibility of customers to return in the same company. Likewise,
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assurance from service providers, including knowledge of employee, politeness and
the capability of the companies and its employees to stimulate trust and assurance in
their customers also plays important inclination of courier service selection among
customers. As mentioned by Da and Han (2018), service guarantee was one of the
major approaches to improve service quality that influences the customer’s decision
to purchase services such as courier service. Similarly, reliability of service widely
means the businesses’ promises about delivery, service requirements, as well resolves
problem including pricing matters. Thus, logistics management crisis including being
a victim, example; delivery delay or bad condition of goods received also noted as
proclivity factors for customer satisfaction and loyalty (Chakir et al. 2020).

5 Conclusion and Future Works

In order to sustain a good quality service and develop a well-integrated system in the
courier service industry, it is important to evaluate the concept of quality service from
a customer perspective. The SERVQUAL model is commonly employed to evaluate
customer satisfaction, including the studies related to the courier service industry. The
courier service has recently become an important link in the logistics sector for many
purposes such as trading, manufacturing, service company, and delivery goods from
seller to buyer. The courier service quality is the reason for the selection of delivery
of goods due to the reliability of the service provider. Subsequently, this current
study highlights the aspects of responsiveness, reliability and assurance of service
providers as the predilection of courier service selection during cybershopping in
Malaysia. In the accomplishment of the study, the authors appreciated that the nature
of the study may increase the level of knowledge about the inclination of courier
service selection during cybershopping in the context of Malaysian society as well
as consolidate the theory of SERVQUAL.

This study, however, was limited to several parts. First, this study limited to the
concept of SERVQUAL itself. It only focuses on three of the dimensions which was
responsiveness, reliability and assurance, whereas SERVQUAL dimensions can be
related to tangible and empathy which can still be analysed. So, the next researchers
may extend this current study through the extension of the SERVQUAL dimensions,
which not only covers tangible and empathy dimensions, but also added access,
financial aspect and employee competences as suggested by Pakurar et al. (2019).

Secondly, the non-probability sampling technique for this study was the conve-
nience sampling technique. This was an indication that the generalizability of the
findings was a potential limitation of this current study. The authors propose that
future researchers employ probability sampling techniques and obtain the sampling
frame where the target respondents can focus on courier service industry rather
than selecting any available respondents. Specifically, the researchers suggest future
studies to test and validate the model using samples from courier service compa-
nies, courier service employers, or courier service employees involved directly in
the day-to-day activities.
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Last but not least, this study enjoys the benefits of cross-sectional data using a
quantitative approach, which may limit the current findings. Forthcoming studies can
employ a qualitative approach via in-depth interview data to explore the relationships
among the constructs. As mentioned by Bachman (1998) and Denzin and Lincoln
(2011), qualitative research results not only offer the association of information
processing with performance precisely and intensely, but also can achieve deeper
insights into issues connected to research methods, epistemological viewpoints, and
interpretive techniques of understanding human experiences.
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Abstract Inrecent years, the world has experienced the transformation of the tech-
nology and the era of globalization or even brought about numerous tools that
extremely important today. Through the incentive of RM30 that had been announced
by the government spur towards awareness to use e-payment in daily transaction.
This study aims to examine main aggravating factors towards digital wallet accep-
tance among online shoppers in Malaysia by consolidating the TAM model. The
quantitative research was completed through questionnaires distributed to collect
data. At random 270 respondents were selected. The data collected was analysed by
using the Statistical Packages for Social Science Version 26 (SPSS Version 26) soft-
ware based on the descriptive analysis, reliability analysis, and correlation analysis.
The findings revealed that perceived usefulness, perceived ease of use and security
have significant relationships towards the dependent variable (acceptance of digital
wallet). This research offers significant insight for regulators to put much effort in
introducing this new mechanism and promoting its benefit as well as enlarging the
sustenance network.
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1 Introduction

The evolution of 4.0 rapidly contributes to the evolving creation of smart technology
that transformed the landscape of all sectors including the financial sector (Abdullah
et al. 2020). It has been empowered people to use the digital and electronic payment
(e-payment) which led to the popularity of cashless payment methods in the near
future (OECD 2012; Cocosila and Trabelsi 2016). According to Teoh Teng Tenk
et al. (2020), the most common cashless methods that have been adopted in Malaysia
were credit card, debit card, internet banking and cheques as well to pay all the bills,
online shopping, buying movie tickets, booking tickets and much more. Parallel
towards the emergence of e-Commerce phenomenon in recent years were smart
phone users across the world (Yang et al. 2021), the first digital wallet or known as
e-Wallet payment method so called MaybankPay was launched by Maybank Group
President on July 21, 2016. In the following year, in 2017 digital wallet become
a well-known topic of discussion when the former Prime Minister of Malaysia and
Executive Chairman of Alibaba Group launched the Digital Free Trade Zone (DTFZ)
(Malaysia Digital Economy Corporation 2017).

Tiwari et al. (2019) denotes that digital wallet also known as e-wallet, refers to
an electronic device that enables users to conduct electronic transactions where one
can keep money safely. In recent years, it appears to become more vibrant and one of
the new trends that has been introduced and practiced among consumers in Malaysia
with the introductions of numerous applications by merchants, including.

WeChat Pay, Maybank QR Pay, Boost, Touch’n Go e-Wallet, Grab Pay, BigPay,
Favepay, RazerPay and many more (Oh 2018; Abdullah et al. 2020). Operating via
digital wallet or e-wallet provides a lot of benefit, namely safe to use, keep money
digitally in the e-wallet which can be utilized at any time easily as well as performing
various banking transactions (Abdullah et al. 2020; Tiwari et al. 2019; Upadhayaya
2012).

Since its early implementation according to The News Strait Times, Francis Dass
(April 27,2017) all Malaysians were having the intention to adopt the digital wallet as
an alternative to replace the physical cash and cards. Likewise, the awareness level of
cashless payment among Malaysians were recorded to be approximately 83%, while
34% of them were using Mobile Payment Services. Customers can easily make any
payment from the digital wallet due to the connectivity between products and money
transfers. In addition, digital wallet also improves customer loyalty as the shopping
process becomes even more relevant and simpler for them. The evolution of the
traditional payment method by means of physical currency to electronic payment
have become the world’s leading agenda for cost saving purposes in order to provide
a safe, expedient and the finest service to customers (Tee and Ong 2016; Akinola
2012). In an effort to inculcate and stimulate the usage of digital wallet among



Exploring Aggravating Factors Towards Digital Wallet Acceptance ... 237

Malaysian, the incentive of eBelia RM 150 as part of Malaysian Government Budget
2021 has been introduced. Nevertheless, previous studies have found that the level of
acceptance of digital wallet was still at infancy stage and relatively low (Mei 2019;
Meiking 2019) while the main factors that influence the acceptance of e-Wallet in
Malaysia have remained unclear (Abdullah et al. 2020). Hence, this study aims to
examine aggravating factors towards the digital wallet or e-wallet acceptance among
online shoppers in Malaysia.

2 Literature Review
2.1 Digital Wallet

Digital wallet, which also termed as e-wallet is an acronym for the electronic wallet
that refers to a payment system technology in the digital environment from the phys-
ical wallet system (Abdullah et al. 2020; Karim et al. 2020). It’s a form of an electronic
transaction via the utilization of numerous methods such as debit cards, credit cards,
loyalty cards, internet banking, and several other payment platforms (Yang et al.
2021; Oh 2018; Shingari 2018; Kalyani 2016; Upadhayaya 2012). Throughout the
digital wallet system, prior studies highlighted that digital wallet or e-wallet provides
the user with abundant of benefits for instance, convenient smart card which elimi-
nates the need of several card usage (Abdullah et al. 2020), usefulness (Salah Uddin
et al. 2014; Taheam et al. 2017; Meiking 2019), enhance security features which
equipped with identifications that are not available in regular wallet (Meiking 2019),
speed, ease of use, and time- saving (Singh and Rana 2017) which ascribed user
towards all-in-one as well as all of the functions mobility features as well as allow
user to make electronic commerce transactions promptly (Tee and Ong 2016).

2.2 Aggravating Factors Towards Digital Wallet Acceptance

2.2.1 Perceived Usefulness

Perceived usefulness according to Davis (1989) is a form of external motivation
and encouragement that denotes the potential acceptance, to use a certain system
that gives benefits and improve job performance for a particular user (Lwoga and
Lwoga 2017). Essentially, it is likely a user’s cognitive expectation to embrace such
a system for job enhancement resulted from the effective system performance that
fulfill user’s financial and increase efficiency in various transactions conducted (Yang
et al. 2021). Furthermore, it has been proven that perceived usefulness displays a
positive relationship towards the acceptance of using e-payment (Intarot 2018; Liu
and Tai 2016). Hence, the following hypothesis was proposed:

HI: Perceived usefulness has a significant relationship towards the acceptance
of digital wallet among online shoppers.
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2.2.2 Perceived Ease of use

The term perceived ease of use, according to Davis (1989) signifies “the extent to
which using a particular system will be free from effort”. Prior studies by (Venkatesh
et al. 2003; Eze et al. 2011; Jackson et al. 1997), described that the behavioral
intention and acceptance to use particular technology was positively and significantly
influenced by perceived ease of use. Similarly, Chawla and Joshi (2020) also denoted
that Perceived ease of use as a major determinant of a user attitude towards the
intention to accept and use a technology. Hamid et al. (2016) also revealed that the
digital wallet or e-wallet was experiencing ease of use among many customers and
users. Thus, reflects to the users to accept and use those technology to purchase
online. Hence, the following hypothesis was proposed:

H2: Perceived ease of use has a significant relationship towards the acceptance
of digital wallet among online shoppers.

2.2.3 Security

Security according to Cliquet et al. (2015) described as an individual’s ability to
personally monitor self-relevant information. It is a vital feature that everyone is
aware of when utilizing a particular system. Based on the study of by (Soodan and
Rana 2020), one of the factors that affect the use of digital wallet or e-wallet was
the privacy and security which was found to be more suggestive. Lack of security
and privacy was one of the factors that influencing the users or customers away from
purchasing goods unless it was protected (Milberg et al. 2000). The transactions
through the digital wallet or e-wallet system without a security feature may lead to
unauthorized access of personal information and a lucrative opportunity for cyber-
criminals to breach the data (Kaur et al. 2018). Hence, the following hypothesis was
proposed (Fig. 1):

H3: Security has a significant relationship towards the acceptance of digital wallet
among online shoppers.

Independent Variables (IV) Dependent Variables (DV)
Perceived Usefulness \
Acceptance of digital
Perceived Ease ofuse | » wallet

Security

Fig. 1 Research framework



Exploring Aggravating Factors Towards Digital Wallet Acceptance ... 239

3 Research Methodology

In this study, a set of questionnaires which have been distributed through the Google
form was used for data collection. The targeted respondents were online shoppers in
Malaysia. The questionnaires disseminated to online shoppers in Malaysia who had
actively used the digital wallet or e-wallet to perform any transactions. As a result,
only 270 responses to the questionnaire were eligible for statistical analysis. The data
collected was analysed by using the Statistical Packages for Social Science Version
26 (SPSS Version 26) software based on the descriptive analysis, reliability analysis,
and correlation analysis.

4 Result and Data Analysis

4.1 Demographic Characteristics

The demographic characteristics consist of gender, race, age, and monthly income.
Table 1 shows that 92 out of 270 respondents were male, which represented 34
percent, while another 178 respondents were female representing 65.9 percent. In
addition, most of the respondents were aged 20-30 years old (82.1%), followed by
those aged 3140 years old (15.3%) while respondent aged 41-50 years (2.6%),
which consist of Malays (89.2%), Chinese (6.3%) and Indians (4.5%). The highest
percentage of the respondents who had a monthly income less than RM 1000 was

o] Sendet | Demourge ey
Gender
Male 92 343
Female 178 65.7
Age
20-30 years old 220 81.2
31-40 years old 41 15.3
41-50 years old 7 2.6
Race
Malay 239 89.2
Chinese 17 6.3
Indian 12 4.5
Monthly income
Less than RM 1000 144 53.7
RM 1000-RM 1999 66 24.6
RM 2000-RM 2999 39 14.6
RM 3000-RM 3999 9 34
RM 4000 and above 10 3.7
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53.7%. Next, 24.6% of them were found to be in the monthly income range of RM
1000-RM 1999. Meanwhile, 14.6% of respondents were having an income range
of RM2000-RM 2999 and 3.4% respondents in the monthly income range of RM
3000-RM3999. While the remaining, 3.7% of respondents had a monthly income of
RM4000 and above.

4.2 Reliability and Validity

The mean for perceived usefulness was 4.81, SD = 0.390 which indicates that the
user believes the payment transaction would be difficult to perform without a digital
wallet system. By using the digital wallet system, it would enhance the effectiveness
of the payment process (mean = 4.52, SD = 0.504). Despite, it was believed that
digital wallet systems would save time, preferably in terms of transaction process
(mean = 4.63, SD = 0.483), also found that the via digital wallet, it’s easier to buy
products or services (mean = 4.63, SD = 0.490) as well as useful to pay bills, make
transactions, shopping, and others (mean = 4.62, SD = 0.495) (Table 2).

In the meantime, the mean for perceived ease of use (mean = 4.58, SD = 0.502)
where respondents believe that digital wallet was easy to use everywhere at any time
(mean = 4.61, SD = 0.488). They intend to use the digital wallet platform because
they see the benefits of it (mean = 4.60, SD = 0.491). Respondents also can easily
apply the digital wallet on every transaction for the first time they try to use it (mean
=4.59, SD = 0.500). Meanwhile, if possible, they intend to increase their usage of
the digital wallet platform system (mean = 4.63, SD = 0.485). A study by Venkatesh
et al. (2003) reveals that perceived ease of use and behavioral intention to use was
positively and significantly associated.

In term of “Security”, the respondents tend to have sense of secure feel whenever
using the credit/debit card information through a digital wallet platform system (mean
= 4.65, SD = 0.479). Respondents also believed their personal information was
secure when using digital wallet platform system (mean = 4.61, SD = 0.488). Next,
respondents believed that by using digital wallet or e-wallet platform for any financial
transaction was secure (mean = 4.84, SD = (0.368). While respondents believe that
security features affect their decision to use the digital wallet platform system (mean
=4.50,SD = 0.501) and when using digital wallet platform, their private information
was unlikely to be used for other purposes (mean = 4.59, SD = 0.508). Based on the
study of (Soodan and Rana 2020), one of the factors that affect the use of digital wallet
was the privacy and security which was found to be more suggestive in acceptance
of e-wallet.

Meanwhile, in terms of the dependent variable, the respondents agreed that digital
wallet can substitute the cash based on payment method (mean = 4.68, SD = 0.469).
Similarly, respondents agreed that using digital wallet was indeed a good idea (mean
= 4.68, SD = 0.466) and respondents agreed that digital wallet can support the
existing payment method (mean = 4.61, SD = 0.488). Lastly, respondents believed
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Table 2 Mean, standard deviation (SD) of items and variables (n = 270)
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Variable

Statement

Mean

SD

Perceived usefulness

I believe payment transaction would be
difficult to perform without digital
wallet/e-wallet payment system

4.81

0.390

I believe using digital wallet/e-wallet
payment system enhance the
effectiveness of the payment process

4.52

0.508

I believe using digital wallet/e-wallet
platform system saves me time,
especially in transaction process

4.63

0.483

I found using digital wallet/e-wallet
makes it easier to buy
products or services

4.63

0.490

I found using digital wallet/e-wallet is
useful in pay bills, shopping, online
shopping, and others

4.62

0.495

Perceived ease of use

Using digital wallet/e-wallet transaction
may be used everywhere and every time

4.58

0.502

Using digital wallet/e-wallet transaction
may be used everywhere and every time

4.61

0.488

Iintend to use digital wallet/e-wallet
platform system because I see the
benefits of it

4.60

0.491

I can easily apply digital wallet/e-wallet
on my
transaction since the first time I tried

4.59

0.500

When using digital wallet/e-wallet
platform, my private information is
unlikely to be used for other purposes

4.59

0.508

Security

I feel secure when using digital
wallet/e-wallet

4.65

0.479

I believe by using the digital
wallet/e-wallet my personal information
will be secured

4.61

0.488

I believe the digital wallet/e-wallet
platform for any financial transaction is
secure

4.84

0.368

I believe the security features of digital
wallet/e-wallet platform affect my
decision to use

4.50

0.501

I believe when using digital wallet
platform, my private information
unlikely to be used for other purposes

4.59

0.508

(continued)
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Table 2 (continued)
Variable Statement Mean SD

Acceptance of digital wallet Digital wallet/e-wallet can substitute the | 4.08 0.469
cash based on payment method

Using digital wallet/e-wallet is a good 4.68 0.466

idea
Digital wallet/e-wallet can support the 4.61 0.488
existing payment method
Using digital wallet/e-wallet is 4.69 0.462
interesting
Table} Reliability test for Variables Number of items | Cronbach alpha
all variables
Usefulness of E-wallet |5 0.687
Ease of use 5 0.723
Security 5 0.705
Acceptance of E-Wallet |4 0.685

using digital wallet or e-wallet was quite interesting (mean = 4.69, SD = 0.462)
(Table 3).

Based on the above Cronbach alpha outcome, all the items in this study were
accurate because all values ranged from 0.685 to 0.723. Researchers have conducted
a reliability test distributing 19 questionnaire questions to 270 respondents among
online shoppers in Malaysia. Based on the outcome, all variables include usefulness
of e-wallet, ease of use, security and acceptance of e-wallet variables has moderate
to use because the Cronbach’s Alpha value at range 0.7 > o > 0.6 where the values
are 0.685, 0.687, 0.705 and 0.685 respectively.

4.3 Pearson Correlation Analysis

Correlation analysis was used to explain the strength of the linear relationship
between both variables. The outcome of the correlation study of factors that
contributes to the acceptance of digital wallet or e-wallet among online shoppers.

The result in Table 4 indicates that usefulness of digital wallet and acceptance
of digital wallet. The figure 0.759 indicates a high linear relationship. This was
followed by the ease of use and acceptance of digital wallet, which showed a value
of 0.789 indicating high linear relationships. Meanwhile, security and acceptance of
digital wallet had a value of 0.658, indicating a moderate linear relationship. All the
three variables positively correlated with the acceptance of digital wallet and were
significant (p < 0.05).
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Table 4 Relationship A
- cceptance of
between perceived usefulness ..
: digital wallet
of e-wallet, perceived ease of
use and security towards the Perceived Person correlation 0.759
acceptance of E-wallet Usefulness Sig. (1-tailed) 0.000
N 268
Perceived Ease of Person correlation 0.789
Use Sig. (1-tailed) 0.000
N 268
Security Person correlation 0.658
Sig. (1-tailed) 0.000
N 268

5 Discussion

This study explored the aggravating factors towards the digital wallet acceptance
through the three independent variables (perceived usefulness, perceived ease of use
and security). This study verified the significantly positive relationship between the
independent variables and the dependent variable (digital wallet acceptance). Based
on the outcome, perceived usefulness was found to have a positive relationship with
the acceptance of digital wallet. The results showed that the value of the correlation
coefficient was 0.759 at p < 0.05. This was supported by Davis et al. (1989), e-wallet
consumers have perceived usefulness in their choice to adopt the payment scheme.
There were a lot of the perceived usefulness of digital wallet or e-wallet among the
online shoppers, in consideration that most of the e-commerce’s sites were providing
new payment methods that give usefulness for them to make a payment for example
like Shopee Pay instead of choosing another method of payment. In addition, in
terms of perceived ease of use, it showed a positive relationship with the acceptance
of digital wallet or e-wallet where the correlation coefficient at p < 0.05 was 0.789.
This finding was supported by a study by Venkatesh et al. (2003), which revealed that
perceived ease of use and acceptance of digital wallet or e-wallet was positively, and
significantly associated. Similarly, behavioral intention to use information system
was predicted by perceived ease of use (Eze et al. 2011). The finding also showed
that the transaction system was easy to operate and saves more time in making any
transaction and also points out that it will assist in enhancing benefits, as perceived
as easy to use by the users. Besides, cashless method which refers to the use of the
digital wallet platform were effective and proficient due to the easiness for online
shoppers to make transaction instead of drawing out and bringing the cash along
with them. The results of security showed that the value of the correlation coefficient
at p < 0.05 was 0.658. According to Marimuthu and Roseline (2020), digital wallet
or e-wallet has gained its popularity due to the nature of effortless transactions, but
still, lack of knowledge and awareness among people who fears to make transactions
due the concern of security issues as a major factor. The users may not trust the
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information system provider and they will deny making any transaction through e-
payment unless the privacy and security features were involved (Gitau et al. 2014).
Most of the online shoppers were still feeling insecure with the security level that
were provided in the e-wallet system platform that might give impact for them to
change their preferences in accepting the digital wallet or e-wallet presence.

6 Recommendation for Future Research

By looking at the current circumstances, it is crucial to test the model across various
states in Malaysia with different background of lifestyle, culture and preferences. As
a recommendation for future research, survey across specific regions in particular
states could be implemented to provide a clearer understanding towards the accep-
tance of digital wallet especially those in urban areas. Thus, the results would be
more representative and reliable. Another recommendation is future research could
attempt to construct other variables that contributes to the customer acceptance of
digital wallet or e-wallet. Other variables that may play a role in deciding consumer
acceptance should also be included in addition to other variables studied such as
cost, attitude, social influence, and another possible moderator. Finally, future studies
may integrate the method of interviewing or generating some open-ended questions
for respondents instead of respondents answering via online scaling questionnaire.
Researchers can achieve high response rates through the interview process, and ambi-
guities can be explained, and incomplete answers can be followed up immediately.
Thus, this method will reduce the confusion and bring significant results of the
analysis.

7 Conclusion

In a nutshell, the result of this study showed a positive relationship among the vari-
ables of perceived usefulness, perceived ease of use and security towards digital
wallet acceptance among online shoppers in Malaysia. It provides an insight to the
government to put forward a plentiful initiative and develop some other plans to
promote the usage of digital wallet and ensure its success in Malaysia, parallel to
any other developing countries. This is due to, the usage of digital wallet in Malaysia
is still at beginning stage and still lacks promotion and education. Thus, people will
tend to have doubts which will hinder their acceptance as well as adoption of the
digital wallet as the main payment option in their daily transactions.
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The Evaluation of the Physical Comfort )
Factors in a Coffee Shop from Two ek
Generations of Age

Siti Aisyah Muhammad, Tengku Fauzan Tengku Anuar,
and Nur Athmar Hashim

Abstract This study explores the physical comfort factors from two generations
of Age towards the preferable coffee shop. The study will evaluate the factors that
contributed to the physical components in a coffee shop and categorized them into
groups of clusters. The measurement was taken from the questionnaire distributed
to 121 respondents of 18 to 29 years old and 109 respondents of 30 to 49 years
old compared to generations. The method applied to achieve the objective was
Exploratory Factor Analysis (EFA) using SPSS 25 with Principle Component Anal-
ysis (PCA). The findings indicated common and different factors for both generations
regarding physical comfort factors about a coffee shop. The constructs derived from
21 items have been clustered into four factors: Facility, Atmosphere, Layout, and
Decoration. The group of 18 to 29 years old has selected the various numbers of
tables and seats as their highest factor of physical comfort while the group of 30 to
49 years old has chosen the cleanliness as a priority of physical comfort factor. The
common factors for both generations were Facility and Layout. This study contributes
to understanding the factors of physical comfort in a coffee shop in the design industry
and service marketing business.

Keywords Coffee shop + PCA - Service design

1 Introduction

Anyone can explore the idea, and more ideas can better understand what consumers
need and desire, as people themselves are the target users or the prospective
customers. It happened by the experiences; more experiences show the more
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perceived quality of the product. It is called human-centered design methodology. It
is agreed that emotion has a connection to a product, and the feature is what engages
as a first impression. Designers have similar ideas, but taking advantage of the iden-
tical concept is also called innovative. Innovation in design is linked with experiential
services (Voss and Zomerdijk 2007) where argue that the central role of the customer
in innovation and design, in opposition to a significant part of technology. The design
field relies on much of human preferences, i.e., color, material, cost, function, and
more. Human consideration may vary, but in a public space, humans will experience
an identical atmosphere. In this atmosphere, although been shared, humans perceived
different values. Rust and Oliver argued that the perception of service quality such as
reliability is based on the customer’s evaluation of the physical service factors such
as design (Rust and Oliver 1994). Customer loyalty is considered an essential factor
for increasing profitability and maintaining the organization’s position (Haghighi
and Dorosti 2012). Coffee shops are a business place and provide a space for social-
izing and work according to perceived services. Coffee shops are currently the most
rapidly developed business globally and have become a notable trend in food service
(Muhammad 2020). There are many kinds of coffee shops competing, such as fran-
chise, themed, and independent entrepreneur, providing choices for the public in
selecting the coffee shop. The prospective customer will judge the business offered
from the physical surrounding considering their first impression and expectation.
This study aims to determine the physical comfort factors from the two perspectives
generations of age 18 to 29 years old and 30 to 49 years old respondents.

2 Methodology

The research about coffee shops delivered findings of brand equity, customer satis-
faction, and brand loyalty (Susanty and Kenny 2015), hedonic and utilitarian motives
(Kasnaeny et al. 2013), and impact of product quality, service quality, and contextual
experience (Thomas 2012). Chou, Grossman, Gunopulus, and Kamesan stated that
the vital aspect of marketing research is to understand the demographic character-
istics of those who will purchase the product (Chou et al. 2000). The prospective
have their imagination and intention upon specific need and satisfaction. Although
there are vast marketing campaigns, the factor that leads to purchase preference is
the goal. Thus, this research will contribute to understanding the grounded factors
of prospective customers in selecting a coffee shop based on the physical comfort
factors. The demographic survey and components preferences were developed refer-
ring to the precedents study of previous researchers. The components of the physical
environment are taken from previous research as shown in Table 1:
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Table 1 Literature reviews
of the physical environment
components

Authors

Dimension

Baker (1986)

Ambient factors

Design factors (aesthetics
and function)

Social factors

Parasuraman et al. (1988)

Reliability
Responsiveness
Assurance
Tangibility

Bitner (1992)

Ambient conditions
Spatial layout and
functionality

Sign, symbol, and artifacts

Baker et al. (1994)

Ambient factors
Design factors
Social factors

Berman and Evans (1995)

External variable

General interior variables
Layout and design variables
Point of purchase and
decoration variables

Stevens et al. (1995)

Reliability
Responsiveness
Empathy
Assurance
Tangibles

Wakefield and Blodgett (1999)

Building design and decor
Equipment
Ambiance

Turley and Milliman (2000)

External variables

General interior variables
Layout and design variables
Point of purchase and
decoration variables
Human variables

Brady and Cronin (2001) Interaction quality
Outcome quality
Quality of the physical
environment

Ryu (2005) Facility aesthetics

Layout
Ambiance
Service product
Social factors
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A Likert scale survey distributed to the prospective customers of a coffee shop
through an online survey gained 121 pieces of feedback from the group of Age 18
to 29 years old and 109 pieces of feedback from the group of 30 to 49 years old.
29 constructs have been developed, and after the pre-test survey, only 21 constructs
were eligible to be distributed to the samples. Table 2 shows the list of the constructs
to be evaluated in PCA:

3 Results and Discussion

A demographic survey collected the data about the cumulative respondents’ ideation
regarding the factor of the comfortable in a coffee shop and preference about the
components of physical comfort factors. The survey gained 203 pieces of feedbacks,
where 121 were a group of Ages between 18 to 29 years old, and 109 were from a
group of Ages between 30 to 49 years old, as shown in Table 3.

The survey distributed with introductory demographic analysis resulted in two
main preferences for both groups, as shown in Table 4.

Referring to the demographic results, the group of 18-29 years old preferred to
come to a coffee shop at least once a week while the group of 30—49 years old like to
reach more than twice a week to a coffee shop. Both groups have shared preferences
when spending money, which was less than USD 10, they like to enjoy the drinks
than other delicacies, they want to dine in the coffee shop, they agreed to choose
local brand than others. They preferred a delicious menu as a decision to select the
coffee shop.

The Exploratory Factor Analysis (EFA) then conducted to achieve the factors
contributed to the physical comfort factors from both generations’ point of views.
The Hierarchal Cluster shows in Fig. 1 resulted in four clusters.

The value for Bartlett’s Test which is significant (P-Value < 0.05), and also the
measure of sampling adequacy by Kaiser—-Meyer—Olkin (KMO) was 0.844 for group
18-29 years old and 0.635 for group 30—49 years old as shown in Table 5 which was
higher than the minimum requirement of 0.6 (Awang 2012). Both values (Bartlett
Test, which was significant and KMO > 0.6) reflected the current data was adequate
to proceed into the next step, namely the Exploratory Factor Analysis (EFA) (Awang
2012; Hoque and Awang 2016).

Another measure, namely Total Variance Explained, was significant to reflect
how much the items used in the study managed to estimate the respective latent
construct (Muhammad 2020). The measuring items fall into four factors, with the
Total Variance Explained from this component is 78.578% for the group of Age
18-29 years old. The component score explained the contribution of the particular
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Table 2 Likert scale of constructs for physical comfort factors
Items Not at all likely Extremely likely
1 2 3 6 7 8 10
Entrance
Signboard
Counter

Waiting area

Toilet

Basin

Kitchen

Dining area

Spacious area

Enough table and
chair

Office

Storeroom

Painting

Wallpaper

Vase

Window

Floor

Furniture

Comfortable
lighting

Natural lighting

Candle lighting

Colorful lighting

Coffee aroma

Fragrance aroma

Natural ventilation

Comfortable color
of wall

The bright color of
the wall

Cleanliness

Tidiness

Cheerfulness

(continued)
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Table 2 (continued)
Items Not at all likely Extremely likely
1 2 3 4 5 6 7 8 9 10

Self pick-up meals
at the counter

Self pick-up
services (straw,
tissue, etc.) at the
counter

Smoking area
provided

Tables in variety
numbers of seats

The furniture
arrangement is
easily moved

Private seating is
provided

Tables are shared
among customers

Parking area is
provided

Table 3 Frequency of respondents

Frequency Percent Valid Percent Cumulative Percent
Valid 18-29 121 52.6 52.6 52.6
3049 109 474 474 100.0
Total 230 100.0 100.0

component in measuring the construct. The output showed Factor 1 contributed
26.642%, Factor 2 contributed 26.455%, Factor 3 contributed 14.525%, and factor
contributed 4 10.956%. The Total Variance Explained for the construct was accept-
able since it exceeded the minimum requirement of 60% (Awang 2012; Hoque and
Awang 2016).
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Table 4 Demographic results for both generations
No Questionnaire 18-29 years old (121 30-49 years old (109
respondents—52.6%) respondents—47.4%)
1 Please state your gender 36.4% 23.9%
a. Male 63.6% 76.1%
b. Female
2 Please state your employment | 41.3% 3%
status 0.9% 0%
a. Students 1.7% 4.8%
b. Unemployed 3.5% 4.5%
c. Self-employed 5.2% 35.2%
d. Part-time
e. Fulltime
3 How often do you spend in a 0% 2.6%
coffee shop? 13.9% 10.9%
a. Once a year 22.2% 13.9%
b. Once a month 12.2% 17.8%
c. Once a week 4.3% 2.2%
d. More than twice a week
e. Everyday
4 How much do you like to spend? | 20% 16.5%
a. Less than USD5S 28.3% 22.6%
b. USD 5-USD 10 4.3% 8.3%
¢. USD 10 -USD 99
5 The meal you like to buy? 3% 0.9%
a. Breakfast 10.4% 12.6%
b. Lunch 52% 3.9%
c. Dinner 4.3% 7.4%
d. Special edition 22.6% 14.8%
e. Drinks 7.0% 7.8%
f. Dessert
6 What is your preference about | 26.5% 33.5%
the serve? 20% 12.2%
a. Dine-in 6.1% 1.7%
b. Take away
c. Delivery
7 What kind of coffee shop do 2.6% 6.5%
you prefer to spend? 17% 18.3%
a. High end 25.2% 18.7%
b. Franchised 52% 3.9%
c. Local brand 2.6% 0%

d. International brand
e. Old business

(continued)
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Table 4 (continued)
No Questionnaire 18-29 years old (121 3049 years old (109
respondents—52.6%) respondents—47.4%)
8 How did you decide to select 0.9% 2.6%
the coffee shop? 27% 29.1%
a. Member points redeem 18.3% 10.4%
b. Delicious menu 6.5% 3.5%
c. Cheap price 0% 1.7%
d. Famous or viral
e. Recommendation from other
Dendrogram using Average Linkage (Between Groups)
Rescaled Distance Cluster Combine
0 H 10 15 20 25
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FAspacious 2 J
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FAfurniture 5
Lcomfortable 6 '—J
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> Lparking 21
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Lprivate 19
Lnatural 8
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Lbright 7
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Lselfcounter 14
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Lshared 20
Fig. 1 From 10 clustered to 4 factors
Table 5 Results for KMO and Bartlett’s Test
No Questionnaire 18-29 years old (121 3049 years old (109
respondents—52.6%) respondents—47.4%)
1 KMO and Bartlett’s Test 0.844 0.635
Sig. 0.000 Sig. 0.000
2 Varimax Rotation 78.578% 82.956%

Total Variance Explained
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The Principle Component Analysis (PCA) for this group showed the four factors
clustered after items deleted in Table 6. The factor loading for each item indicated
the importance of the respective item in measuring its construct. The minimum
acceptable value of factor loading is 0.6, and the item with factor loading less than
0.6 should be removed and not used in the field study (Awang 2012; Hoque and
Awang 2016).

The scree plot for group 18-29 years old shows the eigenvalues on the y-axis and
the number of factors at x-axis as four factors in Fig. 2 as follows.

Table 6 PCA results for group 18-29 years old

Rotated Component Matrix®P

Component
1 2 3 4

Tables in a variety number of seats 0.911 0.265 0.120 0.043
The furniture arrangement can easily moved 0.876 0.266 0.135 0.041
A parking area is provided 0.861 0.294 0.106 | —0.023
Basin for washing hands is provided separated from 0.835 0.170 | —0.035 0.049
the toilet

Private seating is provided 0.605 0.421 0.088 0.370
Cheerfulness 0.601 0.595 0.014 0.341
Comfortable lighting 0.385 0.787 | 0.090 | 0.211
Enough table and chair 0.442 0.773 | —0.037 0.107
Dining area 0.471 0.739 0.004 0.343
Furniture 0.447 0.729 | —0.004 | 0.302
Spacious area 0.389 0.718 | —0.084 0.370
Natural lighting 0.188 0.686 0.504 | —0.049
Cleanliness 0.627 0.679 | 0.026 | 0.128
Tidiness 0.612 0.634 | 0.002 | 0.119
Fragrance aroma —0.124 0.630 0.515 | —-0.230
Self-pick up the meals at the counter 0.035 | -0.073 0.851 | —0.198
Self-pick up the services (straw, tissue, cup etc.) at the 0.125 | —0.067 0.850 | —0.044
counter

Bright lighting —0.134 | 0.388 0.745 | 0.141
Tables are shared among customers 0.174 0.011 0.676 0.261
Candle lighting —0.036 0.122 0.041 0.851
Vase 0.169 0.226 | —0.031 0.836

Extraction Method: Principal Component Analysis Rotation Method: Varimax with Kaiser
Normalization.®P

a. Rotation converged in 13 iterations

b. Only cases for which Please state your group of Age = 18-29 are used in the analysis phase
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Scree Plot
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Fig. 2 Scree plot for group 18-29 years old

The results for group 30—49 years old indicated the measuring items fall into four
factors, with the Total Variance Explained from this component was 82.956%. The
component score explained the contribution of the particular component in measuring
the construct. The output showed Factor 1 contributed 48.380%, Factor 2 contributed
13.222%; Factor 3 contributed 11.346% and Factor 4 contributed 10.007%. The result
of PCA for this group indicated four clusters after item deleted, as shown in Table 7.

The scree plot for group 3049 years old shows the eigenvalues on the y-axis and
the number of factors at x-axis as four factors in Fig. 3 as follows.

The findings from both comparing generations explained that they have familiar
and different preferences about the physical comfort factors in a coffee shop. The
comparison of components for both groups of Age is shown in Table 8.



The Evaluation of the Physical Comfort Factors in a Coffee Shop ... 257
Table 7 PCA results for group 3049 years old
Rotated Component Matrix®?
Component
1 2 3 4
Cleanliness 0.926 | —0.181 0.058 | —0.132
Dining area 0.924 0.075 0.076 0.181
Tables in variety number of seats 0.918 | —0.036 0.108 0.131
Basin for washing hands is provided separated from 0.887 | —0.144 0.039 0.042
the toilet
Spacious area 0.880 0.136 0.039 0.199
The furniture arrangement can easily moved 0.865 | —0.110 0.165 0.171
A parking area is provided 0.857 | —0.288 0.037 | —0.148
Tidiness 0.846 | —0.207 0.053 | —0.125
Comfortable lighting 0.846 | 0.095 0.178 0.161
Furniture 0.833 | —0.079 0.038 0.377
Enough table and chair 0.829 0.196 0.160 0.074
Private seating is provided 0.827 | —0.176 0.104 0.291
Cheerfulness 0.821 0.161 | —0.084 0.177
Self-pick up the services (straw, tissue, cup etc.) at the 0.062 0.914 | —0.125 | —0.192
Counter
Tables are shared among customers —0.009 0.795 | -0.072 | —0.103
Self-pick up the meals at the counter —0.254 0.763 0.254 | —0.322
Bright lighting 0.142 0.189 0.883 | —0.012
Fragrance aroma —0.109 | —0.380 0.839 | —0.015
Natural lighting 0.443 0.019 0.825 | 0.020
Candle lighting 0.108 | —0.237 | —0.019 0.920
Vase 0.290 | —0.405 0.009 0.798

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations

b. Only cases for which Please state your group of Age = 30-49 are used in the analysis phase

There were two Factors interchanged for both generations, namely Factor 2
Atmosphere and Factor 3 Layout, as shown in Table 9 and Table 10.
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Fig. 3 Scree plot for group 3049 years old

The preferred components by these two generations are marginally different, and
therefore Hierarchical Cluster is narrowed to two main clusters as shown in Fig. 4.

The result comprised two factors, namely Facility and Layout as the leading
clusters for physical comfort factors in a coffee shop for groups of Age 18-29 years
old and 3049 years old. The standard components are shown in Table 11.
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Table 8 Comparison constructs factors for both generations
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Factor 1

Factor 2

18-29 years old

3049 years old

18-29 years old

3049 years old

* Tables in variety

numbers

The furniture

arrangement can

easily be moved

* A parking area is
provided

* Basin for washing

hands is provided

Private seating is

provided

¢ Cheerfulness

* Tables in variety
numbers

The furniture
arrangement can
easily be moved
A parking area is
provided

* Basin for washing
hands is provided
Private seating is
provided
Cheerfulness
Cleanliness
Dining area
Spacious area
Tidiness
Comfortable
lighting
Furniture
Enough table and
chair

* Comfortable
lighting

Enough table and
chair

Dining area
Furniture
Spacious area
Natural lighting
Cleanliness
Tidiness
Fragrance aroma

* Self pick-up the
services (straw,
tissue, etc.) at the
counter

 Self pick-up meals
at the counter

¢ Tables are shared

Factor 3

Factor 4

18-29 years old

30-49 years old

18-29 years old

30-49 years old

¢ Bright lighting
Tables are shared
* Self pick-up the
services (straw,
tissue, etc.) at the
counter
Self pick-up meals
at the counter

¢ Bright lighting
» Natural lighting
¢ Fragrance aroma

¢ Candle lighting
* Vase

¢ Candle lighting
* Vase

Table 9 Physical Comfort
factors for group 18-29 years

old

Table 10 Physical Comfort
factors for group 3049 years

old

18-29 years old | Factor 1 FACILITY | Factor 2
ATMOSPHERE
Factor 3 LAYOUT Factor 4
DECORATION
30-49 years old Factor 1 FACILITY | Factor 2 LAYOUT
Factor 3 Factor 4
ATMOSPHERE DECORATION
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Dendrogram using Average Linkage (Between Groups)
Rescaled Distance Cluster Combine
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Fig. 4 Hierarchical Cluster to two clusters

Table 11 Hierarchical

Factors 18-29 years old 3049 years old
Cluster to two clusters

FACILITY Variety table

Furniture easily moved
Parking

Basin

Private seat

LAYOUT Self pick-up meal at the counter
Self pick-up service at the counter
Table shared

4 Conclusion

The findings indicated that the two generations had preferred different components
of physical comfort factors of a coffee shop. The PCA results showed that the 18 to
29 years old preferred to spend at a coffee shop with a variety of seats and tables
while the group of Age between 30 to 49 years old more consider the cleanliness
of the area. The two factors, namely; Facility and Layout, indicated the physical
comfort factors for a coffee shop are much influenced by the physical components
such as the furniture layout, position of the counter and its function, the movable
furniture that can be adjusted according to the customers’ preferences, the segregation
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of private seats and also the shared table between customers. Understanding the
physical comfort factors of potential customers about the coffee shop will contribute
to the design and service marketing business.
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Case of the Palestinian Banking Sector
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Mohammed El Harazin, Alhasan Salama, Majd Almajdalawi,
and Ashraf Ismail

Abstract The aim of this study is to investigate the factors that influence consumer
attitudes toward SMS advertising in the Palestinian banking sector from the perspec-
tive of the banks’ customers. To identify these influential factors, an empirical study
was conducted utilizing a survey questionnaire to collect primary data. The data was
obtained from 372 bank clients and analyzed using a multiple regression approach.
The results identified a relationship between (entertainment, informativeness, irri-
tation, and creditability) and consumer attitudes toward SMS advertising, implying
that it is important for marketers to interact with their clients via SMS for advertising
purposes. While this article builds on prior research, it also provides results that can
aid academics and practitioners in their pursuit for SMS advertising success.

Keywords Consumer attitudes + Palestine + SMS advertisement + Palestinian banks

1 Introduction

The fast advancement of technology, aided by the increasing number of mobile phone
owners and the creation of social media channels, has redefined new markets and
niches (Rajesh et al. 2019), as well as developed new marketing channels such as
SMS, E-mail, and MMS (Worku et al. 2020). The number of mobile devices on
the world exceeds the number of people, and their owners are rapidly rising (Aydin
and Karamehmet 2017). According to Statista (2019), the worldwide number of
smartphone users is anticipated to reach 6.378 billion in 2021 and 7.516 in 2026. The
explosion of information technology has also given firms with a variety of advertising
options (Chowdhury et al. 2006). This led many banks to begin utilizing SMS as a
marketing technique in order to improve their clients’ positive attitudes toward it.

M. Salem () - S. Baidoun
University College of Applied Sciences, Gaza, Palestine

Birzeit University, Birzeit, Palestine

A. Elkhoudary - M. . El Harazin - A. Salama - M. Almajdalawi - A. Ismail
Al Azhar University, Gaza, Palestine

© The Author(s), under exclusive license to Springer Nature Switzerland AG 2023 263
B. Alareeni and A. Hamdan (eds.), Impact of Artificial Intelligence, and the Fourth

Industrial Revolution on Business Success, Lecture Notes in Networks and Systems 485,
https://doi.org/10.1007/978-3-031-08093-7_18


http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-031-08093-7_18&domain=pdf
https://doi.org/10.1007/978-3-031-08093-7_18

264 M. Salem et al.

The term “consumers’ attitudes toward various advertising” may be defined as the
willingness to respond positively or negatively to a certain advertisement at a specific
time (Gaber et al. 2019).

SMS is a powerful marketing tool (Bakr et al. 2019). Mobile-Cellular tele-
phone subscriptions increased by nearly 54.1% between 2010 and 2020, with more
than 8,152 million users in 2020 (International Telecommunications Union 2020).
Furthermore, the use of mobile devices for advertising expanded due to the increased
use of phone text messages (Komulainen et al. 2016), which created a new way of
advertising that makes customers more engaged with the organizations’ products
(Eshra and Bashir 2019). As a result, considering the importance of SMS adver-
tising, figuring out the drivers and barriers to SMS advertising adoption is a major
problem for marketers. Previous studies reported that SMS advertising proved to be
successful as a brand vehicle as well as a stimulant for customer reactions (Varnali
2014).

The Gaza Strip and West Bank have 13 registered banks with 377 branches with
7354 employees (Palestinian Monetary Authority (PMA) 2020). SMS advertising
has taken off in Western and European nations, but it is still in its early stages in the
Middle East and Asia (Salem 2016). SMS marketing is one of the most efficient and
effective advertising tools used by businesses, which is why all of Palestine’s banks
utilize it (Anouze and Alamro 2019). According to established marketing theories
such as the theory of reasoned action (TRA) (Fishbein and Ajzen 1975), the theory
of planned behavior (TPB) (Ajzen et al. 1985), and the uses and gratifications theory
(U&G) (Katz et al. 1974), consumers’ attitudes toward advertising influence their
behavioral reactions. The technology acceptance model (TAM) (Davis 1989) was
based on TRA and has recently been expanded to include new technology/medium
adoption. The current study develops and tests a research model that includes TRA,
TAM, U&G, and past research in SMS advertising based on the principles of these
theories.

Academics and practitioners agree that SMS advertising is the best approach to
target clients (Waldt et al. 2009). As a result, this study is a partial replication of
Tsang et al., (Tsang et al. 2004), but in the setting of Palestine. In light of this, the
purpose of our research is to investigate the relationship between the independent
factors (entertainment, informativeness, irritation, and credibility) and the dependent
variable (consumer attitudes toward SMS advertising) in the Palestinian banking
industry. This is the first study to look at the elements that influence consumer
attitudes toward SMS advertising in the banking sector in the Palestinian setting.
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2 Theoretical Framework

2.1 Attitudes Towards SMS Advertising

Attitude is a hypothetical construct that creates a pattern in which people infer an
individual’s level of likeness or dislike for a certain issue (Obilo and Alford 2020). As
aresult, many academics think that attitudes are dynamic, and that a person’s attitude
toward the same object might vary owing to changes in internal or external circum-
stances (Strachan and Ip 2020). For example, consumers feel that three permission-
based advertising Text messaging each day is “about appropriate”, while young
customers are more responsive to SMS advertising (Barwise and Strong 2002).

SMS advertising is a tiny fraction of the overall mobile advertising options, but it
accounts for the majority of total digital advertising (Kushwaha and Agrawal 2016).
People prefer to get updated information and offers via SMS (Qousa and Wady 2018).
The popularity of SMS mobile advertising derives from the fact that it is easily acces-
sible to customers. Besides the fact that the mobile phone is a pocket-sized portable
gadget that is always with the prospective customer. Due to political constraints,
SMS advertising is the most popular and easiest-to-reach mobile advertising tech-
nique in a nation like Palestine, where dealing with the new generation of broadband
cellular network technology is limited (Sbeih and Hijazi 2013). However, because
consumer attitude is the driving force behind consumer behavior, researchers such as
Oh and Lee (2020) agree that advertising efforts are lost due to perceptual blocking
and selective distortion if they do not encourage the positive attitude to shine brighter
than the negative.

2.2 Factors Affecting SMS Advertising

Entertainment

The desire to satisfy an audience’s demand for escape, distraction, esthetic pleasure,
or emotional delight is known as entertainment (Huq et al. 2015). The advertising
value of entertainment is directly proportional to the advertising value of traditional
advertising (Ducoffe 1996). Entertainment has evolved into one of the most important
advertising building criteria, and it is now utilized to attract customers and increase
advertising effectiveness (Haider and Shakib 2018). Consumer attitudes were posi-
tively influenced by SMS advertising entertainment. The most important relationship
among other elements is the favorable relationship between SMS entertainment and
customer attitudes (Tsang et al. 2004). Therefore, the following hypothesis can be
stated:
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HI: Consumer attitudes toward SMS advertising are positively influenced by
perceived entertainment.

Informativeness
Informativeness is defined as the ability to deliver information to customers by publi-
cizing product attributes that will likely satisfy them (James et al. 2016). Adver-
tising is used to tell consumers about new products, their features, and their costs.
Informativeness may be regarded a beneficial advertising criterion since it provides
consumers with helpful information (Fern et al. 2018). Therefore, SMS information
should be timely, reliable, and helpful in order to encourage consumers to respond to
advertising (Wei and Long 2015). Informativeness has the ability to alter recognition,
attitude, satisfaction, and the outcome of resource provision. In a nutshell, people’s
perceptions of informativeness are based on their assessment of whether all of the
information they get is valuable or not (Wang and Lan 2018). As a result, we propose
the following hypothesis:

H2: Consumer attitudes toward SMS advertising are positively influenced by
perceived informativeness.

Irritation
Unless they have given their agreement, most consumers have a negative attitude
toward mobile advertising (Tutaj and Reijmersdal 2012). As aresult, SMS advertising
to potential consumers should always be preceded by their permission. Consumers
may react negatively to SMS advertising if this is not done. Consumer permission
might be a key aspect in determining how consumers feel about SMS advertising
(Uddin et al. 2019). As a result, having an interactive 2-way SMS service allows the
advertiser to build a communication channel with the target audience through SMS,
where the audience is expected to reply to SMS messages in order to indicate satis-
faction with the SMS marketing campaign (Qousa and Wady 2018). We hypothesize
the following based on the aforementioned:

H4: Consumer attitudes toward SMS advertising are negatively influenced by
perceived irritation.

Credibility

Credibility can be defined as the degree to which the customer sees accurate and
believable statements made about the brand in the advertisement (Keshavarz 2020).
According to Panie (Panie et al. 2014), a variety of elements influence the credibility
of an advertising, particularly the reputation of the business and the advertisement
carrier. Furthermore, the method by which the message is delivered often biases cred-
ibility. Email messages, for example, have little credibility unless they are commu-
nicated in printed form by a well-known brand (Haider and Shakib 2018). Consumer
perceptions about SMS advertising’s credibility value are shown to be significantly
linked to consumer attitudes toward SMS advertising in general (Waldt et al. 2009).
Consumers’ attitudes about ads will be negatively affected if they do not believe
the advertisements are trustworthy (James et al. 2016). As a result, we propose the
following hypothesis:
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H5: Consumer attitudes toward SMS advertising are positively influenced by
perceived credibility.

Figure 1 depicts the study’s conceptual structure (1). This model links the inde-
pendent factors (entertainment, informativeness, irritation, and credibility) to the
dependent variable (consumer attitudes toward SMS advertising).

3 Methodology
3.1 Participants

In total 372 respondents completed and returned the questionnaire. Figure 2 below
shows that 238 of the respondents are males, while 134 are females. The majority
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of respondents (257) hold Bachler’s degree. 248 from the respondents are below the
age of 39 years.

3.2 Procedure

Respondents with a bank account in one of the banks operating in the West Bank-
Palestine were approached via the researchers’ social media networks, where a ques-
tionnaire was posted for three weeks. Respondents were invited to share the survey
with everyone in their network who had a bank account. The questionnaire was
designed specifically for this study using Google Forms to collect primary data and
test hypotheses. As a result, the study’s population includes anybody who has a bank
account with any bank operating in the West bank -Palestine. Through the Customer
Relations Departments of the banks, a link to the questionnaire was emailed to bank
customers. For this study, 372 responses were received and analyzed.

3.3 Measures

A 5-point Likert scale questionnaire was used to conduct the survey (1 = strongly
disagree, 2 = disagree, 3 = no opinion/neutral, 4 = agree, and 5 = strongly agree). It
was divided into seven sections. The first element, which was developed in reference
to Aydin and Karamehmet (2017), measures the entertainment using four items. Three
items were constructed in accordance with Qousa and Wady (2018) and Salem (2016)
for the second part, which dealt with informativeness. The third section looked at
the level of irritation by using four items (Rajesh et al. 2019). The fourth assessed
credibility by using five items derived from Salem (2016), and Zabadi et al. (2012).
The fifth section, which was derived from Eshra and Bashir (2019), utilized five
items to determine how people felt about SMS advertising.

4 Results

4.1 Factor Analysis

The appropriateness of factor analysis for the aim of the study was tested using
KMO and Bartlett’s test. The reliability results should be more than 0.7. The results
of Bartlett’s sphericity test should also be less than 0.05. According to the results,
KMO is 0.784, which is higher than the allowed threshold of 0.000, indicating that
this analysis is adequate for the research.
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Table 1 Reliability and loading values of the constructs
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Construct Item |MV |SD Factor loading | Cronbach’s o
Entertainment Q2.1 |325 |1.096 |.631 745
Q22 |332 |1.013 |.636
Q23 |339 |1.035 |.656
Q24 |3.54 |.908 .642
Informativeness Q3.1 |3.57 |.980 729 770
Q32 |333 |1.022 |.694
Q33 |375 |.839 .639
Irritation Q4.1 |292 |1.057 |.722 746
Q42 |2.87 |.882 .638
Q4.3 |290 |1.003 |.825
Q4.4 |3.02 |1.058 |.739
Credibility Q5.1 |3.18 |.931 651 730
Q52 |3.10 |1.007 |.639
Q53 |335 |1.038 |.749
Q54 |3.11 |1.023 |.691
Q55 |3.40 |.939 738
Attitude toward SMS advertising | Q6.1 |3.50 |.999 7120 832
Q6.2 |343 |1.065 |.746
Q6.3 |3.13 |.963 .657
Q6.4 |3.28 |.898 .628
Q6.5 |3.776 |.843 .621

We display one principal factor rotated using the varimax normalization to give the
factor score coefficient matrix calculated by principal components analysis (Kaiser
1960), as shown in Table 1. There are 21 variables in the factor. A loading value of
0.30 is recommended as the minimal threshold for item loadings on certain scales,
according to the literature (Churchill 1979). The loadings in Table 1 are all more than
0.30, suggesting that the construct validity of scales is supported. Furthermore, the
results indicated that the informativeness items (MV of 3.5505) had a higher mean
value than the consumer attitudes items (factor MV = 3.4231).

4.2 Hpypotheses Testing

The relationship between the independent factors (entertainment, informativeness,
irritation, and creditability) and the dependent variable (i.e. consumer attitudes
towards SMS advertising) was determined using a multiple regression analysis. The
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Table 2 Results of multiple regression analysis

Model Unstandardized Standardized coefficients | T Sig.
coefficients
B Std. Error | Beta
(Constant) 0.837 191 4.390 0.000
Entertainment 0.254 048 0.263 5.347 0.000
Informativeness | 0.181 039 0.193 4.680 0.000
Irritation —0.085 0.034 —0.086 —2.513  |0.012
Credibility 0.457 047 0.423 9.726 0.000

Notes: Dependent variable: consumer attitudes towards SMS advertising; adjusted R2 = 0.630, F
= 156.815, and sig. = 0.000

purpose of the multiple regression analysis was to determine how SMS advertising
influences customer attitudes.

As indicated in Table 2, the adjusted R2 = 0.630, implying that the independent
factors (i.e. entertainment, informativeness, irritation, and creditability) account for
63 percent of the overall variation in consumer attitudes. Because the F value was
significant at 0.000, the model’s quality was validated. Further analysis revealed that
consumer attitudes toward SMS advertising were positively related to entertainment
(t =5.347, p < 0.000), informativeness (t = 4.680, p < 0.000), and credibility (t =
9.726, p < 0.000). As aresult, H1, H2, and H4 were supported by sufficient evidence.
Consumer attitudes toward SMS advertising, on the other hand, were adversely asso-
ciated to irritation (t = —2.513, p < 0.012). As a result, there was sufficient evidence
to support H3.

5 Discussion

5.1 Discussion of Findings

The relationship between (entertainment, informativeness, irritation, and cred-
itability) and consumer attitudes toward SMS advertising is investigated in this
study. This was accomplished using the above-mentioned approach and a reliable
and validated statistical analysis of the collected data.

The findings show that entertainment has a favorable and significant impact on
attitudes toward SMS advertising. Consumers will be more inclined to embrace SMS
as an advertising method as a result of the exciting, fascinating, entertaining, and
appealing content of SMS advertisements, which will improve their attitude toward
SMS advertising. Consumers are attracted to SMS advertising that are entertaining
(Wei and Long 2015). As aresult, it’s critical that the advertising message be succinct
and humorous, and that it can grab the consumer’s attention right away.
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In addition, the findings identified a relationship between informativeness and
attitudes toward SMS advertising. In SMS advertising, informativeness is a valu-
able reward (Fern et al. 2018). Informativeness can affect recognition, attitude,
satisfaction, and the effect of giving resources (Wang and Lan 2018).

Also, results suggest a positive relationship between informativeness and atti-
tudes towards SMS advertising. Informativeness is a valuable incentive in SMS
advertising (Fern et al. 2018). Wang and Lan (2018) stated that informativeness is
able to change recognition, attitude, satisfaction, and effect of providing resources.
Therefore, the quality of information delivered by SMS advertising messages should
be given greater priority.

A strong and unfavorable relationship between irritation and attitude toward SMS
advertising was observed in addition to the aforementioned. Marketers’ use of irri-
tative content and frequency in SMS advertising will have a detrimental impact on
consumers’ attitudes toward SMS advertising. Irritation, according to several experts,
has an influence on advertisement avoidance on mobile social networks (Uddin et al.
2019). Tsang et al. (2004), on the other hand, reported a negative relation between
irritation and customer attitude. Consumers have a negative attitude toward SMS
advertising unless it is preceded by their prior permission, and they may respond
unfavorably to SMS advertising, which is consistent with the findings of Uddin et al.
(2019).

Credibility has a strong positive association with attitude toward SMS advertising,
according to the findings. Content that is very credible and trustworthy will resultin a
favorable attitude toward SMS advertising. Consumers’ attitudes toward advertising
would be negatively affected if they cannot determine whether or not they are credible
(Waldt et al. 2009; Tsang et al. 2004).

5.2 Limitations and Further Research

Empirical findings of the study had contextual and applicability limits. The first
limitation is extracted from the research’s geographical location, which is West Bank
-Palestine. Even if the findings are applicable to similar developing economies, they
may not be necessarily relevant to regions that do not have similar cultural context
like Palestine Secondly, the research was conducted in the banking sector which
limits the ability of the results to be generalized to all other sectors.

Concerning directions of further research works, the researchers suggest to re-
examine the model in different contexts or cultures. In addition, the model can be
expanded by using moderating variables like national culture to help in understanding
the relationships and the mechanisms of the addressed topic.
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Abstract In line with the growth of the food service industry, unlimited choices
of ethnic restaurants are increasing in Malaysia and since Malaysia is a multi-
cultural country, consuming cross-ethnic food is deemed a common phenomenon
in the country. The most popular choice of food service establishments in Malaysia
is Mamak restaurants, which have increasingly generated revenue that contributed
approximately RMS billion to Malaysia’s economy. This study was undertaken to
examine customer revisit intention to Mamak restaurants in Penang. Data were
collected from customers who revisit the randomly selected Mamak restaurants
in Penang. The respondents were given 384 questionnaires, which later recorded
a 97.7% response rate, attributing to 375 usable questionnaires for data analysis.
The findings showed that the three variables of food quality, service quality, and
environment are the factors related to customer revisit intention. This study has
provided insights into customer revisit intention to revisit Mamak restaurants in
Penang, which benefits the restaurant industry to be able to practically adapt customer
revisit intention and achieve competitive advantage.

Keywords Food quality - Service quality + Environment - Revisit intention -
Mamak restaurants

1 Introduction

The food service industry is among the industries with the highest growth rates
worldwide and it is rapidly growing in Malaysia (Euromonitor International 2019,
Aziz et al. 2019; Shahzad et al. 2021). The wide variety of restaurants with varying
products and concepts proves the emergence of the foodservice industry. Similarly,
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Malaysia is rapidly moving in line with the direction of food service along with the
advanced and developing nations worldwide. The number of food service establish-
ments has risen from 130,570 in 2010 to 167,490 in the year 2015 with a 5.1% annual
growth rate in total (Department of Statistics Malaysia 2017). Thus, the rapid growth
of the foodservice industry further leads to positive socioeconomic conditions, a shift
in demographics, changes in customer food habits, and more demands from people.
People are also eating out more often as lifestyle changes due to modernization and
development. As a result, more new food outlets are being introduced by the local
food service industry in Malaysia (Ramly et al. 2003).

Since Malaysia is a multi-cultural country, consuming cross-ethnic food is a
common phenomenon in the country, and the most popular choice of foodser-
vice establishment in Malaysia is nothing more than a Mamak restaurant (Ramly
et al. 2003). As stated by the Malaysian Muslim Restaurants Operators Association
(PRESMA) President, the industry of Mamak restaurants has generated revenue that
contributed approximately RMS billion to Malaysia’s economy (Bakar and Farinda
2012). This indirectly shows that Mamak restaurant operators succeed in generating
a significant quantity of income for the Malaysian GDP than other ethnic restaurants.

As Mamak stalls are operating 24 h a day throughout the year, offering foods
and beverages at an inexpensive price, Mamak stalls have successfully become a
well-known hangout spot to Malaysian youths (Zawawi and Ibrahim 2012). Apart
from the authentic Tamil Muslim cuisine, Mamak restaurants today are also offering
Malay, Western, Chinese, and even Thai cuisines, considering the ethnically different
demographics of customers (Abdullah 2006). Additionally, Mohsin (2005) stated
that food service establishments such as Mamak restaurants are challenged to keep
the right food quality that influences the revisit intention of customers to Mamak
restaurants. Hence, the issue of food quality and quantity may constitute arisk to food
security at Mamak restaurants due to eating behavior disorders such as overeating,
an imbalanced diet, and taking unhygienic or contaminated food (Mohsin 2005). In
Malaysia, customers still choose to eat out at Mamak restaurants even though the
price is more expensive (Ibrahim et al. 2017).

Besides, the unusually new issue of food and service quality has been further
raised when non-Muslims are hiring non-Muslims to operate their business, which
is nothing new to them (Malay Mail 2019). Some even joke about the arising issue
that one can consume Mamak food so long as one does not enter the kitchen at the
back. Besides, people nowadays emphasize food quality while enjoying the food at
the food service establishment (Yusof et al. 2016). Unfortunately, customers prefer
open-space seating since the weather in Malaysia is hot; however, this may lead to
food contamination due to exposure to dust and other pollutants from public vehicles
(Abdul-Mutalib et al. 2015). Thus, the responsibilities of the local authority to ensure
healthy food at food service establishments are becoming more challenging (WHO
2002).

One of the frequent issues related to the environment of Mamak restaurants is
cleanliness. As published by The Star Online (2018), customers were complaining
that they expected the dining places to have a clean environment and hygienically
prepared food. However, this issue has made them hardly go to outlets like Mamak
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restaurants or stalls to eat. There were also issues of not complying with the local
authority such as utilizing the road outside the restaurants to attract customers with
an open dining area and setting a big screen for TV screening.

In addition, teenagers spend most of their time at Mamak restaurants from late
night until early morning, creating an alarming issue such as misconduct during their
outing. This issue has led to the eventual decline in their academic performance due
to the trend of visiting a 24-h restaurant. Furthermore, given the scarce studies on
customer revisit intention, particularly to Mamak restaurants in Penang, the purpose
of the current study is to examine the impacts of food quality, service quality, and envi-
ronment on customer revisit intention to Mamak restaurants in Penang. Therefore,
the following questions were developed to reach the objective of the research.

1. What is the relationship between food quality and customer revisit intention
toward mamak restaurant in Penang?

2. What is the relationship between service quality and customer revisit intention
toward mamak restaurant in Penang?

3.  What is the relationship between environment and customer revisit intention
toward mamak restaurant in Penang?

2 Literature Review

2.1 Mamak Restaurants in Malaysia

The tourism industry has been certified by the Malaysian government as a highly
ranked sector and Malaysia has been contentiously advertised worldwide (Ramly
et al. 2003). Consumers are increasing their meal intake outside of their homes,
which gives a big impact on food consumption trends in urban areas of advance
and economically growing countries (Akbar and Alaudeen 2012). In the setting of
Malaysian restaurants, Indian Muslim Restaurants culturally represents the act of
dining out in the open at night (Jalis et al. 2018). The variety of foods and beverages
offered by Mamak restaurants plays a crucial part in the success of their restaurant
business, thus making them popular (Bakar and Farinda 2012). Based on a past study
by Bakar and Farinda (2012), Mamak restaurants operate 24/7 and people often dine
in Mamak restaurants to meet up with friends and family and enjoy delicious Mamak
food.

2.2 Food Quality

An overall restaurant experience hinges on food quality, which influences customer
revisit intention (Peri 2006; Eliwa 2006; Anuar et al. 2020, Zainuddin et al. 2020).
Furthermore, Soriano (2002) mentioned that food quality is the most important aspect
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for customers to dine in a restaurant and Ng (2005) additionally corroborated food
quality as the crucial aspect in ensuring customer satisfaction. When appraising food
quality, customers will determine various other factors such as food safety, food
presentation, and food tastiness. Additionally, many researchers have proven that the
frequently critical dimensions for eating out are food quality (Namkung and Jang
2007) and customer revisit intention (Sulek and Hensley 2004). Food quality is a
fundamental aspect in affecting customer revisit intention to restaurants (Clark and
Wood 1990), thus making it a leading factor for customers patronizing a restaurant
(Susskind and Chan 2000). Based on the description, the first hypothesis in this study
is as follows:

H1: There is a significant relationship between food quality and customer revisit
intention to Mamak restaurants in Penang.

2.3 Service Quality

Service quality is reviewed as a crucial factor that leads to customer patronage.
According to (Parasuraman et al. 1988) and Baker (1994), the evaluation of attribute
performance and cognitive evaluation of customers on service are the two main
aspects of service quality. This was proven by past studies such as by Kivela et al.
(2000), Namkung and Jang (2007), Omar et al. (2014), and Sulek and Hensley (2004),
which indicated that service quality is among the major elements to be included as a
fundamental element for a dining experience that will determine the future visiting
behaviour of customers. Hence, the overall perfection of the service provided is based
on customer perceptions and it can be used to define service quality. Additionally,
Drew (1991) noticed that the comparison between actual performance and expec-
tations is done for customers to appraise service quality abstractly. Othman et al.
(2009) also emphasized that customers afford to pay for food and services that are
deemed meeting their appetite and expectations since they place more concern on
service attributes. As supported by Bolton and Drew (1991), food and services were
found to significantly influence customer revisit intention and patronage behaviour.
In reference to the description, the second hypothesis in this study is as follows:

H2: There is a significant relationship between service quality and customer revisit
intention to Mamak restaurants in Penang.

2.4 Environment

Earlier research has shown that the operating environment of medium-class restau-
rants such as concept and setup, interior appearance, and entertainment are not consid-
ered important elements from the perspectives of customers and operators (Othman
et al. 2009 Hashim et al. 2020). The same goes for the level of customer toleration
on food hygiene and the restaurant staff’s hygiene. However, Othman et al. (2009)
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urged that, due to globalization, customers are expecting restaurants to be more than
just a place to dine (Nik Hashim et al. 2019). A restaurant’s physical environment
acts as an indicator for what customers judge as fundamental in order to rate the
restaurant quality, which portrays a huge impact on customer perceptions of food
quality (Parasuraman et al. 1988; Rys et al. 1987; Wall and Berry 2007; Omar et al.
2014). The statement was also proven by Lim (2010) and Chang (2000), who asserted
that the response and judgement made by customers to a restaurant is based on the
environment. In reference to the description, the third hypothesis in this study is as
follows:

H3: There is a significant relationship between environment and customer revisit
intention to Mamak restaurants in Penang.

2.5 Revisit Intention to Mamak Restaurants

Revisit intention is mostly used as a dependent variable in various models of service
and satisfaction research in which intention is an abstract perception of the way
customers will act in the future (Chow et al. 2013; Nik Hashim et al. 2019, Hashim
et al. 2020). Revisit intention is clarified as the intention to repurchase as well as
customer behaviour that shows the readiness to suggest and circulate optimistic facts
for a service provider. Based on the viewpoint of the hospitality industry, in addition
to food quality, customers also desire psychological satisfaction during the dining
experience, which occurs through emotional and social interactions (Souki et al.
2019). Hence, important elements other than food including those that influence the
satisfaction of customers and their intention to revisit restaurants must be indicated.
In general, food quality serves as an essential element that manipulates customer
satisfaction and revisit intention to a full-service restaurant (Kim et al. 2011; Hashim
et al. 2020; Mulyani et al. 2021).

3 Methodology

3.1 Research Design

This study uses a non-experimental research design, which does not only predict and
explain the innumerable verdicts related to the collection, treatment, and analysis of
data but also provide a coherent basis for these choices (Marczyk et al. 2005). In this
regard, the researchers explore an issue that has not been clearly identified to obtain
a deeper understanding of the current problem. As such, in the current study, the
researchers use a survey as the primary data and online resources as the secondary
data to propose food quality, service quality, and environment as the independent
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variables and their relationships with the dependent variable of this study, which is
customer revisit intention.

3.2 Population and Sampling

The target research population entails the customers in Penang. The total Malaysian
population was estimated at 32.4 million and the total population in Penang was
1,620,600 in the year 2018 (Department of Statistics Malaysia 2018). The total popu-
lation includes Bumiputera, Chinese, Indians, and others. Thus, this study targeted
customers of any age group comprising customers who revisit Mamak restaurants
in Penang. Overall, Krejcie and Morgan’s (1970) rule of thumb was used in deter-
mining the sample size of this study by selecting 384 respondents to answer the
questionnaires.

3.3 Data Collection

It is essential to acquire accurate and reliable data on the situation of the study while
managing the field study (Lethbridge et al. 2005). The processes of gathering infor-
mation from all sources pertinent to the study in order to come up with solutions to the
problem addressed in the study, testing the hypotheses, and evaluating outcomes are
known as data collection. Data collection encompasses primary data and secondary
data. In this study, the researchers used questionnaires to collect the data and all
questionnaires were distributed to the customers who visit Mamak restaurants in
Penang. Before answering the questionnaires, the respondents were requested to sign
the consent letter to ensure that they agreed to participate as respondents. The esti-
mated time for the respondents to answer the questionnaires is between 10—15 min.
The questionnaires highlight the purpose and objectives of the study and that the
information provided by the respondents is confidential.

3.4 Instrumentation

The questionnaires consist of three sections: Section A, Section B, and Section C.
First, in Section A, the respondents must provide their demographic profile such as
their gender and age, race, monthly income, marital status, and their frequency of
weekly visits to Mamak restaurants in Penang. Meanwhile, the questions in Section
B are related to food quality, service quality, and environment, each with five items.
Finally, Section C consists of five items related to the dependent variable (Revisit
Intention). The items for food quality, service quality, and environment of Mamak
restaurants and customer revisit intention were adopted and adapted from past studies
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Table 1 Results of reliability Dimension Cronbach’s alpha
analysis P
Revisit intention 0.882
Food quality 0.954
Service quality 0.951
Environment 0.937

such as by Omar et al. (2014), Yusof et al. (2016), Othman et al. (2009), and Ramly
et al. 2003. These items were measured using a five-point Likert scale.

3.5 Reliability Analysis

To analyse the data in this study, reliability analysis was employed. The reliability
analysis for the actual research for a total of 100 respondents is shown in Table 1. All
variables recorded significant variation of Cronbach’s alpha values within a range
of 0.882 to 0.954, denoting an excellent internal consistency and the reliability of
all items provided in the questionnaires. Similarly, the obtained results are deemed
acceptable because all of the values are more than 0.7 ( Sumaedi et al. 2012).

3.6 Data Analysis

This study used IBM SPSS version 25 to analyse the data. The IBM SPSS software
can be used to explain the influence of the independent variables on the dependent
variable in terms of descriptive statistics and correlation. IBM SPSS is also able
to process the data collected from the respondents in Penang and translate the data
into useful information. The software processes large datasets efficiently and helps
the researchers perform complex statistical analyses. Therefore, it is useful for the
researchers and the reliability testing would further facilitate the data analysis.

4 Results

4.1 Demographic Profile

The current study has selected 375 respondents to answer the questionnaires. Gener-
ally, there were only 151 (40.3%) female respondents and 224 (59.7%) male respon-
dents. This shows that the number of male respondents in this study is higher
compared to female respondents. Table 2 shows the age range of 375 respondents,
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Table 2 Demographic profile

Respondents’ profile Classification Frequency n = 375 | Percentage (%)
Gender Male 224 59.7
Female 151 40.3
Age Below 20 years old 37 9.9
20-29 years old 177 47.2
30-39 years old 112 29.9
4049 years old 35 9.3
50 years old and above 14 3.7
Race Malay 147 39.2
Chinese 119 31.7
Indian 98 26.1
Others 11 29
Marital status Single 186 49.6
Married 173 46.1
Widow/Separated/Divorced |9 2.4
Prefer not to tell 7 1.9
Monthly income Below RM1,000 89 23.7
RM1,000-RM2,999 112 29.9
RM3,000-RM3,999 130 34.7
RM4,000-RM4,999 29 7.7
RM 5,000-RM5,999 8 2.1
RM6,000 and above 7 1.9
Frequency of visiting Once a week 185 493
Mamak restaurants ina | 5_3 jnac 158 4.1
week
4-5 times 25 6.7
6 times and more 7 1.9

which is divided into 5 categories. Based on the table, 37 (9.9%) respondents are
below 20 years old, while the majority of the respondents are 20-29 years old with
177 (47.2%) respondents. Furthermore, 112 (29.9%) respondents are 30-39 years
old, followed by 35 (9.3%) respondents aged 40—49 years old, and only 14 (3.7%)
respondents aged 50 years old and above. Next, the table shows the race of the 375
respondents. For Chinese and Indians, the distribution of the respondents consti-
tuted 119 (31.7%) and 98 (26.1%) respondents, respectively. The majority of the
respondents are Malays, attributing to 147 (39.2%) respondents, while only 11
(2.9%) respondents were reported to constitute other races than Malay, Chinese, or
Indian. Overall, the minority of the respondents preferred not to tell their marital
status, representing 7 (1.9%) respondents. However, the respondents are mostly
single, representing 186 (49.6%) respondents, while those who are married and
widowed/divorced/separated represented 173 (46.1%) and 9 (2.4%) respondents,
respectively. The table also shows that, among all of the monthly income groups,
those who earn from RM3,000-RM3,999 per month were the highest with a total
of 130 (34.7%) respondents. The second-highest group was represented by those
who earn from RM1,000-RM2,999 per month with 112 (29.9%) respondents. This
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Table 3 Pearson’s correlation analysis results

Item Food quality Service quality Environment Revisit intention
Food quality 1

Service quality 0.528** 1

Environment 0.559%* 0.665%* 1

Revisit intention 0.203%** 0.465%* 0.486** 1

is followed by a total of 89 (23.7%) respondents earning below RM 1,000 per month,
while those who earn from RM4,000-RM4,999 per month and RM5,000-RM5,999
per month constituted 29 (7.7%) and 8 (2.1%) respondents, respectively. However,
the number of respondents earning RM6,000 and above was the lowest, representing
only 7 (1.9%) out of 375 respondents. Basically, out of 375 respondents, 25 (6.7%)
respondents visit Mamak restaurants 4-5 times a week, 7 (1.9%) respondents visited
6 times and more, while 42.1% (158) of the respondents visited Mamak restaurants
2-3 times a week and the majority of the respondents with 185 (49.3%) only visited
Mamak restaurants once a week.

4.2 Correlation

The findings in Table 3 showed a positive correlation coefficient value of 0.203*%*,
which indicates a positively weak relationship between food quality and customer
revisit intention to Mamak restaurants in Penang. However, the significant level
was 0.000, which is less than the standard criterion of 0.05, indicating a signifi-
cant association that involves food quality and customer revisit intention to Mamak
restaurants in Penang. Hence, the hypothesis (H1) is accepted. The findings also
recorded a positive correlation with a coefficient value of 0.462**, which indicates a
moderate relationship between service quality and the revisit intention of customers
to Mamak restaurants in Penang. Besides, the significance level of the two variables
was 0.000, which is less than the standard criterion of 0.05, indicating a significant
association. Hence, the hypothesis (H2) is accepted. Lastly, the findings showed a
positive correlation coefficient value of 0.486**, which indicates a moderate relation-
ship involving the environment and customer revisit intention to Mamak restaurants
in Penang. Meanwhile, the significance level for environment and customer revisit
intention was 0.000, which is less than the standard criterion of 0.05. This indi-
cates a significant relationship between environment and customer revisit intention
to Mamak restaurants in Penang. Thus, the hypothesis (H3) is accepted. Table 3
below demonstrates Pearson’s correlation analysis results.
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Table 4 Hypothesis testing decision for this study

Hypothesis Result Finding

H1: There is a significant relationship between Positive weak relationship Accepted
food quality and customer revisit intention to
Mamak restaurants in Penang

H2: There is a significant relationship between | Positive moderate relationship | Accepted
service quality and customer revisit intention to
Mamak restaurants in Penang

H3: There is a significant relationship between Positive moderate relationship | Accepted
environment and customer revisit intention to
Mamak restaurants in Penang

5 Discussions

Pearson’s correlation analysis results are presented in Table 3. Based on the table,
Pearson’s correlation value (r-value) for food quality and customer revisit intention
was weak. Based on this finding, food quality is statistically significant and posi-
tively related to customer revisit intention; however, it is the least significant of
the three variables examined in this study. Surprisingly, the highest average mean
score for food quality, which indicates excellent quality. Based on the responses, the
cuisine offered in Mamak restaurants is authentic and satisfies the appetite. Mamak
restaurants prepare their meals using fresh Indian herbs and spices, providing their
customers with the authentic taste of Mamak food. Additionally, freshly prepared
food with an appealing aroma is enticing to customers. Bakar and Farinda (2012)
substantiated the remark by stating that Mamak dishes contain a variety of Indian
herbs and spices such as cloves, star anise, cardamom, coriander, and curry powder,
which contributes to the delectability of the food. Besides, this finding coincides with
a past study by Namkung and Jang (Namkung and Jang 2007), which indicated that
food quality is one of the most critical components for eating experiences. Previous
studies by Sulek and Hansley (2004) and Pettijohn and Luke (Pettijohn et al. 1997)
also supported food quality as the essential element influencing customer inclina-
tion to come to food establishments. Thus, food quality enables the customers to
choose their favourite dining spots and the notion that meal quality is associated
with customer revisit intention towards Mamak restaurants is recognised. Generally,
the results have achieved and answered the first research objective and question,
thereby supporting the first hypothesis proposed in this study.

Meanwhile, this study found that service quality is moderately correlated with
customer revisit intention to Mamak restaurants in Penang. The association between
service quality and customer revisit intention is considered significant, which also
supports the research hypothesis. Alternatively, the average mean for service quality
was 3.5915, which recognizes the fact that service quality is essential for retaining
customers (Sayuti 2011). Evidently, customers prefer revisiting the food establish-
ment if they are satisfied with the services provided to them. Besides, previous
scholars such as Venetis and Ghauri (2004) demonstrated in one of their studies
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that service quality influences following service transactions and improves the main-
tenance and development of long-term client relationships. The findings are also
supported by the fact that the average score for friendly wait staff at Mamak restau-
rants was the second highest. Customers are delighted to be greeted by courteous
wait staff while ordering, and some staff members may even recognise returning
customers. This shows the crucial role of service quality in exerting influence on the
food industry’s success. This was also reinforced by Ng (2005), who stated that the
most critical factor affecting revisit intention is meal quality. Generally, the findings
have addressed the second research aim and answered the second research question,
besides providing complete support to the second research hypothesis.

This study has also discovered a significant link between the environment and
customer revisit intention; thus, the hypothesis was accepted. Indeed, the environ-
ment significantly influences whether or not customers would decide to dine in a
restaurant. According to Namasivayam and Matilla (2007), a relaxed atmosphere
encourages customers to visit a restaurant. Nowadays, customers prefer to spend
their free time after work socializing with friends and family at Mamak restaurants,
which is open 24 h a day. Mamak restaurants have also successfully gained customer
preference through bright and sufficient lighting, appropriate furniture placement,
design, and a welcoming atmosphere. Lim (2010) and Chang (2000) stated that the
environment enables consumers to form a reasonable picture of a restaurant prior to
visiting and influences their response or perception of certain services provided by
the environment. Generally, the findings have also addressed the third research aim
and answered the third research question as well as completely supporting the third
research hypothesis (Table 4).

6 Conclusion

Overall, food quality, service quality, and environment have a significant influence
on customer revisit intention to Mamak restaurants in Penang. There was a weak
positive association between food quality and consumer revisit intention; however,
the relationships that involve service quality and environment on customer revisit
intention were shown to be positive and moderately significant, respectively, with
the environment producing the greatest correlation value. Besides, the findings have
shown that the majority of the respondents considered food quality the key factor
affecting their revisit intention to the restaurants, while the environment contributes
the least. Most of the Mamak restaurants in Penang also offer almost the same
food and services; therefore, Mamak operators must concentrate on serving food in
a favourable setting and environment to obtain new visits from customers, which
further helps increase business profit. Undeniably, this study is not without limita-
tions. Primarily, research on Mamak restaurants, especially in the Malaysian setting
is still in the early stages of development. Thus, to improve the generalisability of
results, future studies can replicate the current study through a variety of settings.
For instance, future researchers can solely emphasise the country instead of a single
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state, as well as highlighting certain nationalities and making a comparison between
distinct nationalities. Besides, selecting a suitable sample size for each group would
also be more beneficial and it would be very interesting to examine how the revisit
intention of the groups differ.

Additionally, future researchers may also delve into other essential determinants
that play an important role in determining customer revisit intention toward Mamak
restaurant that are omitted by the researchers. Therefore, it is suggested that more
research could be conducted by exploring into other determinants such as location,
price and facilities so that the results can be improved in a way that truly determines
customer revisit intention toward Mamak restaurant in Penang. It would help to
understand more factors that influencing customers to revisit Mamak restaurant in
Penang. In conclusion, the research findings are expected to provide more insights
and further enlighten the Malaysian stakeholders, particularly those in Penang.
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Consumer Preferences on Packaging )
Materials of Food Spread Products L

Ikarastika Rahayu Abdul Wahab @, Vanessa Carmel Lopez,
Norlaila Azua Roslan, and Saranya Muthu

Abstract As opposed to today’s packaging trends, the key focus of packaging used
to be on the covering and safety aspects of the product. At the same time, nowadays,
consumers are looking for packaging that offers convenience, reliable functionality
and also appearance. In addition, major improvements in food distribution have
affected food packaging due to environmental issues, including the globalization of
the food supply, consumer preferences for fresher and more convenient foods, as well
as a preference for healthier and higher-quality foods. Consumers are requesting that
food packaging materials be more natural, disposable, potentially biodegradable, and
recyclable. Thus, this survey is mainly aiming to investigate the customer’s opinion
and view on the types of packaging and the criteria of the packaging of food spreads
available in the market. Biodegradable plastic tube packaging was suggested in this
survey in order to introduce a new form of packaging for food spreads products. A
survey was conducted to discover answers to unique and relevant questions about
the opinion of consumers and view on the types of packaging and the criteria of the
packaging of food spreads. The survey questions covered a wide variety of subjects.
The questionnaire was answered by 152 female and male respondents. A survey
was conducted via online using Google Form. Findings from the study showed mix
responses and opinions on the packaging preferences of the food spread products
with more than 50% of the respondents agreed with the conception of plastic tube
food spreads packaging. The choice and preferences are based on the individual’s
personal likings and experience of use of the current products in the market. The
choice of selection of the types and preference of the packaging of food spreads
does not correlate with the consumers’ demographic with no significant difference
(p > 0.05). The choice and preferences are based on the individual’s personal likings
and experience of use of the current products in the market. The data obtained were
also highly consistent and valid as the value was proven through Cronbach’s alpha
coefficient (o = 0.957) which was bigger than 0.8. It can be concluded that plastic
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tube packaging can be a potential form of new packaging for food spreads prod-
ucts in the future market that could add value to the food products particularly. The
marketing function of consumer packaging seems to be recognized among practi-
tioners, yet academic research in this area is still quite limited. Therefore, this study is
the first to provide broad information about Malaysian consumers’ perception of food
spread packaging materials, properties and sustainability. Findings from this study
can contribute to further detailed consumer studies in product-specific packaging
designs and application.

Keywords Food spread - Plastics + Food packaging - Marketing - Consumer
preferences

1 Introduction

Spreads are applied to the food to improve the taste or texture of the food, which
may be considered soft without it. Examples of food spreads are jams, peanut butter
spreads, cheese and butter spreads and many more. There are few examples of leading
brands in the market and they have few similarities of their packaging, which are
Nutella, Lady’s Choice jam and peanut butter as well as Skippy peanut butter and
fruit jams. The similarities of packaging for those brands are they used plastic and
glass jar type packaging. Advantages of using plastics as packaging materials are
lightweight, possibility to be designed and tailored for a particular product and cheap
price (Shakerardekani et al. 2013). Besides, plastics also share similar properties
as glass packaging, as they are transparent, sustainable, inert, infinitely recyclable,
reusable and refillable, safe to store food and drinks in.

Normally, consumers need to use their own spoon, knife or spreader to scoop the
food spreads from the container to apply on the food products. However, nowadays
people are living an easy go life. Therefore, they would highly prefer food spread
packaging which has a unique feature that do not require them to use these food spread
utensils. At the same time, consumers demand that food packaging materials be more
natural, disposable, potentially biodegradable, as well as recyclable. Whereas this
outcome, contain its own spreader as the time open the closure of the product as
well as the container were made of biodegradable plastic. There would be no need
of finding any cutlery for this product.

Bioplastics can be described as plastics based on (bio-based) renewable resources
or as biodegradable or compostable plastics (Jabeen et al. 2015). This are made
from materials that are safe and able to be discarded into a compost bin, rather
than a recycling one (Romeo 2020). Biodegradable plastics are those that can natu-
rally decompose in the environment. The structure of biodegradable plastics makes
it easy to break down natural microorganisms, giving an end product that is less
harmful to the environment. As such, biodegradable plastics are perceived to be
more environmentally friendly due to their environmental benefits, which are diffi-
cult to deny compared to ordinary plastics. Moreover, there are few advantages of
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using biodegradable plastic. Biodegradable plastics are easy to recycle, reduce the
amount of waste produced, lower energy cost in manufacturing and lower petroleum
consumption. Biodegradable plastics use the idea of natural products; therefore, the
use of bioplastics can significantly reduce the amount of petroleum used and, as a
result, reduce its environmental hazards (Rinkesh 2020).

Therefore, social problems is a global issue that is currently occurring. Packaging
will lead to the resolution of some of them. In the future circular economy, pack-
aging can have several positive roles. The use of plastics are the greatest obstacles
in the future; while they are competitive in many respects, they also cause immense
environmental problems. Problems caused to the environment by packaging, espe-
cially plastic packaging, must be resolved in order to achieve a functioning circular
economy. Packaging must be manufactured from recycled materials in the future
and must be 100% recyclable or biodegradable. In terms of that, this food spreader
made of biodegradable plastic is more environmentally friendly. With all concerns
above, this study aims to gather information with regards to consumer preferences
on packaging materials of food spread products among Malaysians.

2 Literature Review

Packaging is an important material that protects the food inside from external factors,
maintains it freshness, allows the food to reach the consumer in a safe and reli-
able conditions, and enables proper transportation and storage (Yaris and Sezgin
2017). Today, packaging is an inseparable part of the entire process as it is a part of
every phase of the product, starting from the first stage of product development in
adapting to the market requirements, and going on through production, protection,
storage, transportation, distribution, advertising, sales and marketing, as well as final
consumption (Yerlikaya et al. 2008).

Food packaging has been described by the Packaging Institute International as the
enclosure of items, packages, or products in a wrapped pouch, box, cup, can, tray,
bottle, tube, tray or any other materials (Kaewprachu and Rawdkuen 2016). Food
packaging, which has widespread uses for reasons such as facilitation of everyday life,
is one of the more recent hot topics regarding food due to issues such as consumers’
health, food costs and environmental concerns.

Generally, the packaging is a system coordinated to prepare the products for
protection, containment, transportation, distribution, storage, sales, communication,
information, display and utility of the products (Kocamanlar 2009). Besides, the
packaging maintains the physical, chemical and microbiological properties of foods,
thus extending their shelf life. In the past, packaging, which only added an additional
burden to production costs, was considered as part of the production process (Yaris
and Sezgin 2017).

Foodstuffs, based on their characteristics, can undergo microbiological, biolog-
ical, chemical and physical degradation due to factors such as oxygen, humidity,
light, smell and heat. Therefore, keeping in consideration the sensitivity to factors of
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the product to be packaged, the permeability characteristics of the material in terms
of oxygen, carbon dioxide, moisture, light, odor and aroma must be very well known
for the selection of the packaging material (Tag and Ayhan 2006).

Food products can be packaged in various packaging materials using various
techniques and technology. The selection of the packaging materials are made without
compromising the main factors; safety and maintaining the shelf life. Plastic is the
most widely used form of food packaging as it is flexible, lightweight, inert and
non-reactive, excellent barrier to lights, vapours, moisture and gases. In addition,
its versatility and cost effective have been confirmed over decades in the processing
and packaging of food. According to www.btsa.com (2021), traditional packaging
materials have also been replaced by plastic packaging due to a lower cost and lower
energy consumption during manufacturing. In addition, they are able to preserve and
protect the food for longer and at the same time, minimizing the use of preservatives.

One of the widely use packaging design and material is plastic tube packaging.
Nowadays, food in tubes might sound a bit weird to most but this type of packaging
could be an added value to the food product aesthetically. According to www.ateriet.
com (2021), this design of packaging not only look a bit futuristic and cool but there
are other attracted factors as well. First there is not very much packaging needed,
with the tubes used are either thin metal or plastic and compared to glass this way
is very efficient. Moreover, it is one of the ingenious solutions to traditional spread
packaging in order to appeal to modern lifestyles in new and practical ways.

In addition, dispensing from a tube rather than scooped out of a jar can also ease
in handling by avoiding messy affair if a person doesn’t have the right tools at their
immediate disposal (Young 2021). People are leading more on-the-go lifestyles and
with that in mind, it’s important that spread packaging is easy to use while mobile.
These designs also point to a health conscious frame of mind where can be used
by kids easily without breaking any jars https://www.marmetube.de/english (2021).
Furthermore, as people adopt a diet of smaller meals, snacking is something that is
becoming increasingly popular. These examples of modern spread packaging make
such eating activities so much more convenient while not making sacrifices in any
other ways (Young 2021).

Packaging materials need to be tailored to be able to maintain the quality of food
as well as other rising demands from the consumers, producers, as well as legislative
forces (Ncube et al. 2020). Innovation in packaging also lead to increasing in the
demand for innovative and convenience packaging. In Sweden, particularly, a lot of
food in tubes can be found on shelves of Swedish grocery store, for examples mustard
in atube, mackerel in tomato sauce, mayonnaise, vegetable paste that most commonly
used as a sandwich spread, tomato paste, Swedish caviar, anchovies paste/cream,
grated horseradish, blue cheese, Kebab flavoured soft cheese, salmon paste and many
more. This is considered as uncommon among consumers in the rest of the world.

In this study, the respondents were asked about their preferences on packaging
materials of food spread products. According to www.tetrapak.com (2021), spreads
are foods that are applied, generally with a knife, onto bread, crackers and similar
foods. A spread is used to enhance the flavour or texture of the food, which may
be considered bland without it. A sandwich spread is a spreadable condiment that
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goes inside a sandwich and is typically used as an accompaniment for more solid
ingredients. Examples include dairy spreads such as soft cheeses and plant-derived
spreads such as hummus, an Eastern Mediterranean dish made from cooked, mashed
chickpeas.

Spreads package in squeezable bottles, tubes and pots are made from polypropy-
lene coextruded with ethylene vinyl alcohol that highly resistant to humidity, fats
and gases. According to www.mordorintelligence.com (2021), this laminated tubes
are completed with multi-layered barrier structure that provides excellent barrier
properties and minimize the transfer of oxygen and light, offering protection against
bacteria, due to which the demand is rising. Besides, food that is squeezing out from
the tube and then placing the cap back on there is always little or no air inside that
will harm the food. This makes the food last way longer in a tube than what it would
do in a jar. In a jar the remaining food gets spoiled faster due to the exposure to air,
in a tube the food gets almost vacuum packed after each serving https://www.ateriet.
com (2021). Therefore, these tubes improve the shelf-life of the food packaged in
the plastic tubes.

According to www.marketresearchfuture.com (2021), global tube packaging
market is expected to reach a market size of ~USD9904 million by 2025. The market
can be segmented into four based on the following: 1) end-users (cosmetic and oral
care, food and beverages, pharmaceuticals and others), 2) products (squeeze tubes
packaging, twist tubes packaging, cartridge packaging and other tubes packaging), 3)
material, and 4) geographies (SandlerResearch 2019). It has also been estimated that,
by 2050, a 50% increase in global food supplies will be required due to the increase in
global population growth (Ncube et al. 2020; Guillard et al. 2018). Increasing demand
for these types of packaging from application industries, such as food, cosmetics &
personal care, and healthcare, is expected to be the primary diver for the market.

Based on a report at www.grandviewresearch.com (2021), increasing curbs on
the usage of plastic are expected to create opportunities for innovative materials
including bioplastics, aluminum, and others. Plastics like polylactic acid are primarily
derived from renewable energy sources, such as corn starch, sugarcane, chips, tapioca
roots, and other starches. Biodegradability, recyclability, and non-toxicity are the key
factors driving the demand for bioplastics around the globe.

According to www.mordorintelligence.com (2021), tubes are considered as one of
the most popular packaging formats due to their convenience, portability, and flexi-
bility to hold and dispense a wide variety of products. Factors like the increasing
urbanization, growing millennial population, and rising disposable incomes of
consumers are the major contributors to the growth of the market studied. Urban-
ization has been responsible for boosting disposable income and creating aware-
ness about the availability of different cosmetics products, thus creating several
opportunities for market players and significantly spurring the demand for tube
packaging.

With the rise of environmental concerns, manufacturers realize the need to intro-
duce eco-friendly packaging material to promote sustainability and attract eco-
conscious consumers. Manufacturers are emphasizing the use of recyclable materials
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in packaging, and use of resins derived from renewable resources. The analysts expect
minimal use of non-biodegradable materials in packaging (SandlerResearch 2019).

3 Methodology

3.1 Design and Sample

This study utilized online surveys carried out in several states around Malaysia, to
obtain quantitative data on consumer preferences of packaging materials of food
spread products. Respondents were randomly surveyed and the information gath-
ered using Google Form. Prior to the study, a consent form was distributed to all
respondents fill in. The survey comprised of 32 questions which were divided into
three sections (i) demographics (5 questions); (ii) knowledge, attitude and practices
regarding the food spread packaging (27 questions). Likert scale was used for the
measurement of variables. Only surveys that met the inclusion criteria were retained
for analysis. A total of 152 valid responses were obtained where none were invalid.
Therefore, the response rate was 100%, which met the quantity requirements of the
survey. Therefore, all data were valid and reliable for analysis.

3.2 Demographic Variables

The questionnaire was answered by 67.1% of female Malaysians respondents with
the Generation Z (age between 18 and 24 years) represent the highest categories of
age groups at 72.4%. More than half (55.3%) of the respondents were Malay ethnic,
students (72.4%) and single status (90.1%).

3.3 Food Packaging Questions

This survey sought to find customer preferences of plastic tube packaging for food
spreads that relates to its properties, designs and recyclability of the packaging mate-
rials. To explore an individual’s knowledge, practices and attitudes towards the issues,
opinion statements were formulated and language such as ““Yes/No/Uncertain” was
used to encourage answers. Besides, responses were also measured on a five-point
Likert scale ranging from “Strongly disagree” to “Strongly agree”.
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3.4 Data Analysis

Microsoft Excel was utilized to carry out the data analysis. Besides, the analysis of
variance (ANOVA) was conducted in order to identify the significance of the results.
It also helps to figure out whether need to reject the null hypothesis or accept the
alternate hypothesis. This test was also utilized to determine p-values. When the
p-value is less than 0.05 (p-value < 0.05), it is considered statistically significant.

Reliability and Validity Analysis. The data from the survey was analysed to ensure
that the survey results are reliable and valid to be used. Cronbach’s alpha coefficient
(o) was carried out to measure the level of reliability of the 27 Likert scale questions
in the survey. The value of o which exceeds 0.8 indicates that the scale used in the
survey is stable and the results are consistent (Tang et al. 2011).

Correlation and Regression Analysis. The correlation analysis is conducted to
show the relationship between two or more variables that are being analysed (Naveed
et al. 2021). The variables that were analysed by using this technique were the 1)
respondents’ demographics (gender, age, employment status and marital status) in
terms of ratings on the choice of food spread packaging and the 3 criteria of the
consumers preferences on the packaging materials of food spread products (knowl-
edge, attitude and practices). The positive values of the correlation coefficient will
indicate a positive relationship between the variables. Regression analysis is used to
measure the strength of the relationship between the variables (Naveed et al. 2021).
Customers’ knowledge is treated as the independent variable while customers’ atti-
tude and practices were treated as the dependent variable. The positive R value will
indicate the positive relationship between the variables. R value closer to R = 1
shows a stronger positive relationship.

4 Results and Discussion

4.1 Reliability and Validity of Survey Data

After obtaining the online survey results, the responses from each respondent were
analysed and filtered. Overall, there were no invalid responses that were obtained
as all 152 respondents had completed all the questions that were provided in the
survey. However, in order to analyse the internal consistency of the responses by each
respondent for the 27 Likert scale questions, Cronbach’s alpha coefficient (o) analysis
was conducted. Based on the analysis, the value of o = 0.957 was obtained. Since
the value of a > 0.8, it is proven that the data from all the 27 Likert scale questions
that were obtained by the 152 respondents are internally consistent. Therefore, the
data from the survey is reliable and valid to be used for the statistical analysis.
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4.2 Customers’ Demography

The survey was divided into 4 different parts which are the respondents’ demography,
customers’ knowledge, practice and attitude. A total of 152 respondents had involved
in the online survey. The respondents’ demography represents the basic information
on the characteristic of the respondents. In the survey, female respondents are the
most active respondents which are 102 (67.1%) respondents of the total respondents,
compared to male respondents who are only 50 (32.9%) people. This probably due
to female respondents are the ones that do the groceries shopping for families. In
addition, a total of 110 (72.4%) respondents were from the age group of 18 to 24 years,
followed by the age group of under 18 years with the total of 16 (10.5%) respondents,
the age group 25 to 34 years with 15 (9.9%) respondents and the group of 35 years
or above is only 11 (7.2%) respondents. This is comprehended with the way the
questionnaire was distributed which is through social media that dominance by the
young people.

Malay respondents recorded a total number of 84 (55.3%) respondents out of the
total. 36 (23.7%) respondents were Indian, 20 (13.2%) respondents were Chinese and
8 (5.3%) of the respondents were Eurasian. Meanwhile, Punjabi, Land Dayak, Iban
and Dayak each contributed 1 (0.7%) respondent. In addition, 110 (72.4%) respon-
dents involved with this questionnaire were students, while 31 (20.4%) respondents
are full-time employer, 5 (3.3%) respondents employ part-timely, and 4 respon-
dents are unemployed. Only 2 (1.3%) respondents are retired. Overall, single status
recorded the highest number compared to married status. In this context, the status
of ‘Single’ recorded as much as 90.1% equivalent to 137 respondents out of the total,
while the status of ‘Married’ recorded a total of 15 people which is 9.9%.

Based on the correlation analysis between the respondents’ demographic in terms
of ratings on the choice of food spread packaging (Fig. 1), it was observed that there
was a positive and highly significant relationship (1) between 1) gender with age and
marital status and 2) age with marital status. Subsequently, based on the ANOVA test
analysis, it can be observed that the choice of selection of the types and preference of
the packaging of food spreads does not correlate with the consumers’ demographic
with no significant difference (p > 0.05) were observed in conditions as follows;
1) between the gender of respondents and the choice of the food spread packaging,
2) between the age of respondents and the choice of the food spread packaging, 3)
between the employment of respondents and the choice of the food spread packaging,
and 4) between the marital status of respondents and the choice of the food spread
packaging. This reflects that difference in gender, age, employment and marital status,
does not affect the selection choice of the food spread packaging. The choice and
preferences are based on the individual’s personal likings and experience of use of
the current products in the market. Therefore, if the consumers’ had bad experiences
from their usage history, they may seek for new products that can better satisfy their
needs.
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Fig. 1 Correlation between the respondents’ demographic in terms of ratings on the choice of food
spread packaging

4.3 Customers’ Knowledge

The information provided in this part involves knowledge and understanding of
the respondent on the packaging materials of food spreads products based on their
experience in purchasing these products.

Raw materials used to make plastics are rather non-reactive at room temperature.
Plastic products may contain many additives that are included to change appearance,
such as colors, or to change performance, such as materials that make stiff plastics
more limp and flexible. All additives for food packaging must pass stringent testing
to meet FDA requirements for indirect food additives whether the additive actually
is ingested or not. Figure 2 shows majority of the respondents (96.71%) agreed that
packaging material of food spreads should be safe and do not cause harmful effect to
consumers. In addition, 94.08% of respondents agreed that packaging material used
to package food spreads should be stable and not easily broken. More than half of
the respondents chose packaging with materials that are durable and hard to break.
The plastic tube food spreads are flexible packaging which is the segment that has
actually caught the attention of the end users. Flexible packaging makes it easier for
storage and transport purposes. 86.84% of the respondents aware that food spreads
products in the market are mostly packaged in glass jars and some are in plastic jars
that preferred due to the hygienic concern among the respondents. Furthermore, the
packaging materials should also have the air-tight properties even though different
types of packaging give different airtight properties. External factors such as vapours
and air can easily spoil packaged goods that contribute to the change of flavor, taste,
aroma, as well as shorten the shelf-life of the products.
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Fig. 2 Responses from the respondents showing their knowledge on food spread packaging

As packaging waste management is slightly inefficient, respondents feel more
responsible for environmental pollution which contributed by plastic food packaging
particularly. In order to sustain the nature, recycling will be an alternative to reduce
packaging disposal. Hence, 82.89% of the respondents preferred glass jars as they
can be reused but not the plastic food spreads that are hard to be recycled. 78.29%
of the respondents agreed that type of packaging can influence the shelf-life and
the quality of the food spreads. Packaging influence large numbers of respondents’
buying behaviour. 73.03% of the respondents are concerned about the packaging is
because the primary goals of a sustainable food system are to preserve food quality,
increase protection and reduce post-harvest waste. This means that good packaging
reflects quality and safety of good products. Finally, 70.39% think current packaging
of food spreads in the market provides high convenience to consumers due to their
advantages of ease of handling and low cost, with 65.79% of the respondents are
certain that plastic tubes can potentially be replaced with jars in the packaging of
food spreads.

Respondents in general are concerned on characteristics of the packaging of the
food spread (Fig. 3). 55.92% respondents strongly agree that the packaging mate-
rials used to packaging food spreads should be safe to be used and does not cause
harmful effects to consumers. Moreover, 54.61% respondents prefer packaging that
are able to maintain the shelf life and quality of the food spreads, while 53.95%
of the respondents strongly agree that food spreads should be packaged in a stable
packaging where the material is not easily broken. As for the opinion on if they
prefer packaging materials that are light-weight which easy to be used and handled,
51.97% agree with the statement. In addition, 48.03% respondents prefer packaging
that do not take too much space during storage, while 46.71% respondents strongly
agree that they prefer packaging with the air-tight properties and recyclable.
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Fig. 3 Responses from the respondents showing rating of their knowledge on food spread
packaging

On a side note, 30.26% respondents disagree that packaging is not the main
criteria that they consider when buying food products such as spreads. It shows
that the consumers are aware of importance of the packaging and its role in main-
taining the safety and quality of the foods. In addition, 25% respondents disagree
that current packaging of the food spreads in the market does not provide conve-
nience to consumers. Most of the food packaging nowadays are more innovative
with properties like easy opening, ergonomic and eye catchy design.

According to Adebayo and Abdus Salam (Naveed et al. 2021), usual packaging
of the mixed fruit jams which are also a form of food spreads, are usually in glass or
plastic jars. The jars are cleaned and sterilized before the jams are filled into them
and then they are sealed with a foil lid or with a snap-on plastic lid, and plastic film.
A test was conducted in order to study on the shelf-life of these jams stored in these
jars. The physical characteristic of the jams were analyzed monthly in terms of their
pH, moisture content and total soluble solids (TSS), microbiological enumeration of
total bacterial, total fungal and total coliform counts. Based on the results, the jars
which were stored in room temperature had a shelf-life of 15 months. However, due
to characteristic of the packaging which has a wide opening may lead to the decrease
in shelf-life of the product if improper handling and non-hygienic food practice is
adopted by the consumer of the product (TB 2021; Adebayo and Abdus Salam 2017).
The findings are in agreement with a report in www.ateriet.com (2021). Therefore,
based on the results of the survey, a new idea was generated in order to introduce a
new form of packaging for food spreads which is in the form of plastic tubes which
is able to prolong the shelf-life of the product for more than 15 months.

In this study, it was observed that consumer buying behavior is influenced by
product packaging as shown by Fig. 2, regarding the main criteria that is considered
when buying the food products such as food spreads. The results showed 73.03%
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responded as “Yes”. This shows that large numbers of respondents agreed that pack-
aging is an essential element before purchasing food product such as spreads. The
result obtained clearly highlights the importance of packaging. Packaging does not
only function to protect and contain the product but also functions as an essen-
tial marketing tool which supports product branding, emphasizes the product’s best
features and creates an unforgettable experience for the customer (TB 2021). The
main criteria that were focus in the food spread packaging include the material and
type of packaging, packaging convenience, the ability to extend the shelf life and
recyclability.

4.4 Customers’ Practise

This chapter gives information on how the respondents handle the food spread prod-
ucts. Firstly, the respondents were asked on the importance of using clean spreading
materials such as spoon or spread knife to spread the food spreads. Figure 4 shows
97.74% respondents responded “Yes”, agreeing to the statement. This shows that
majority of the respondents are aware about the importance of food hygiene practice
when handling food spreads. The importance of using clean spreading materials is
crucial as a good food hygiene practice in order to avoid food poisoning caused by
bacterial contamination (TB 2021; Adebayo and Abdus Salam 2017).

88.16% respondents responded “Yes” when were asked if they feel it is non-
hygienic to dip their fingers in the food spreads. This showed that the respondents
are aware that dipping fingers into the food spreads involves direct contact with
the food product and is considered a non-hygienic food practice that may product
contamination (TB 2021; Adebayo and Abdus Salam 2017). Next, 86.84% respon-
dents agreed that it is important to close the lid of the food spreads jars immediately
after using them. This is to protect the food spread products from external source of
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Fig. 4 Responses from the respondents showing their practices on food spread packaging
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contamination such as heat, moisture, dirt, dust and microbial contamination (Ugar
et al. 2016).

Furthermore, 78.29% respondents responded “Yes” to the practise of using
dry spreading materials for food spreads. Using dry utensils prevents cross-
contamination with the food spread products. Wet materials can transfer bacteria and
germs from the utensils to the food products. Therefore using dry spreading mate-
rials help to maintain the shelf-life of the food spreads (Konrad 2021; Robertson
2012). Besides, dispensing from a tube rather than scooped out of a jar can also
ease in handling by avoiding messy affair if a person doesn’t have the right tools
at their immediate disposal (Young 2021). Among all, 72.37% respondents agreed
to the need of storing the transparent jars containing food spreads in the area with
minimal light exposure. The reason of proper storage of transparent food spreads
jars is to prevent the effects of photo-oxidation which may contribute to the food
spreads deterioration. Photo-oxidation may lead to loss of both nutritional value and
sensorial quality of products (Day Job.com 2021).

Most of the spreads available in the market require the users to use food spread
materials and 68.42% respondents found that it is inconvenience and quite trouble-
some to wash the utensils every time after using them. After using the food spread
materials, it will be time and energy consuming to wash these utensils and therefore
creates inconvenience to the consumer of the product. As the world and consumers
change, this marks the need of innovation for the food spread manufacture to offering
consumers more sustainable product design.

Furthermore, the respondents were also asked if they found it is inconvenient
to bring their food spread jars for outdoor activities. 48.03% respondents responded
“Yes” which could be contributed by the size, weight, ease of handling characteristics
and material of the jars. For example, spreads package in glass jars can be heavy,
brittle, easily broken as well as sold without spreading materials. Therefore this
causes the consumers to feel inconvenient to bring the jars around. This also related
to a question related to the safety when using the food spreads, particularly among
children. 44.08% respondents responded that they did not feel secure and not allow
their children to handle the food spreads by themselves. This may be due to the
materials being unsafe for the children to handle, particularly the glass jars that has
low resistance to fractures, scratches, and thermal shock. Besides, it is potentially
serious hazards arise from glass splinters or fragments in foods. The use of the food
spreads materials such as knife spreads are sharp objects and may cause harm to
children (Manual 2006). This is also supported by the www.marmetube.de (2021)
who stated that the designs point to a health conscious frame of mind where can be
used by kids easily without breaking any jars.

Finally, 43.42% of the respondents agreed that they always forget to tightly close
the lid of the jar after using the food spreads, with the lids functions as closure to
contain and protect the product against contamination (Ugar et al. 2016). Without
proper closure, vapours and oxygen could infiltrate into the jars cause spoilage of
foods spontaneously. Oxidative spoilage could cause of quality loss in fats and
fatty portions of foods. Oxygen also provides conditions that enhance the growth
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Fig. 5 Responses from the respondents showing ratings of their practices on food spread packaging

of microorganisms such as molds and most yeast that causing food to spoil require
oxygen to grow, thus, shorten the shelf life of the food products.

Consequently, the respondents were also asked if they used clean spreading
materials during the spreading of the food spreads and majority of the respondents
(56.58%) strongly agreed to the practise (Fig. 5). 55.26% of the respondents also
strongly agreed that it is important to immediately close the lids of the food spread
jars after using them. The practise could ensure the quality of the spread be main-
tained. Next, 43.42% strongly agreed that they made sure to avoid any direct contact
with the food spreads. This could cause cross contamination that contributed by the
microbes on hands.

Furthermore, 32.24% of the respondents stated that they feel unconformable and
troublesome to wash the food spread utensils every time after using them. The finding
could lead the food producer to innovate a convenient packaging design as another
marketing strategy. The respondents were also asked if they feel that it is unsafe
for their children to handle the jars containing the food spreads on their own with
28.29% respondents strongly agreed to the statement, while 26.97% of the respon-
dents strongly agreed that it is inconvenient to use the jar of food spreads during
any outdoor activities such as picnics. The above finding could be due to material
of the packaging and its properties, particularly the glass jars. Regarding the storage
problems, 30.92% of the respondents only agreed that they do not face problems to
store their food spread which could be due to design of the packaging and made from
flexible materials.

Figure 5 below also exhibited 38.82% of the respondents strongly disagree to
the statement and show good practice to consider light exposure when storing the
food spread packaged in the transparent jars. The good practice could avoid the
degradation and oxidation reactions that contributed from the light energy. Finally,
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32.89% of them also strongly disagree that they always forget to close the lid of
the food spread jar tightly after using it. It shows that the respondents are aware the
importance of closing the lid to avoid contaminations from occur and shorten shelf
life of the food spreads.

4.5 Customers’ Attitude

The information provided in this part involves the respondents’ attitude on their
choice on the packaging material of food spread products. Respondents were asked
their preferred packaging in terms of materials, properties and sustainability.

Almost all respondents (96.5%) prefer packaging that do not cause alteration of
the product’s taste. The changes of taste, flavour and aroma are highly contributed
by a migration process when substitutes from the packaging migrate and infuse into
the foods. This is in agreement to a report by (Seongyoung et al. 2018). However, the
materials used for food spread packaging; polypropylene coextruded with ethylene
vinyl alcohol is proved by the FDA as safe to be used to package food.

The migration process can also be avoided if the material used is stable. Hence,
95.39% respondents responded “Yes” that they prefer packaging material that are
stable and not easily broken physically. Material that is stable will provide physical
strength to the packaging which does not break easily (Seongyoung et al. 2018). The
same number of respondents preferred the packaging that are easy to be used. This
also can be referred to an easy opening and reclosability characteristics.

94.74% respondents responded “Yes” to packaging that do not affect the smell of
the product. The materials that are odorless will not release any odor into the food
which may cause the food to lose its natural smell from their ingredients (Seongyoung
et al. 2018). The respondents were also asked if they prefer packaging that provides
convenience during storage and use and 94.08% respondents responded “Yes” to
the statement. According to various food and beverages industry reports, packaging
convenience is a key purchasing motivator for consumers. It affects their preference
towards a particular type or design of packaging and influences their behavior (Risk
Assessment Studies Report No 2012). This is due to people are leading more on-the-
go lifestyles and with that in mind, it’s important that spread packaging is easy to use
while mobile (2021). In addition, tubes are considered as one of the most popular
packaging formats due to their convenience, portability, and flexibility to hold and
dispense a wide variety of products (2021).

Besides, 92.11% preferred packaging materials that are environmental friendly.
Such materials that are usually environmental friendly include those materials which
are biodegradable and compostable (Seongyoung et al. 2018). These materials do
not release any harmful chemicals which may pollute the environment. 88.82%
respondents preferred the packaging material that are light-weight. This character-
istic makes the process of handling becomes easy and provides convenience of use
not only to the consumers, but also the distributors and retailers.



306 I. R. Abdul Wahab et al.

Next, 86.84% respondents preferred packaging that are recyclable, while 84.87%
respondents preferred packaging that provides unique functions. Unique functions of
packaging materials will add to the convenience for the consumers. For example, the
use of plastic tubes with the opening that functions as a food spreading material can
provide the convenience to the consumers during usage. Knife spreaders and spoons
are no longer needed during the spreading process. All responses are summarized in
Fig. 6 below.

Meanwhile, Fig. 7 shows rating responses by the respondents from 1 (strongly
disagree) to 5 (strongly agree). Majority of the respondents (43.42%) strongly agreed
that they prefer the plastic tubes that are made from natural-based materials. Next,
42.76% respondents also strongly agreed that they would prefer the plastic tubes
made from biodegradable plastics that are safe for the environment. The public aware-
ness indeed plays an important role in the prevention of environmental degradation
which highly contributed by the food packaging materials.
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Furthermore, 40.79% respondents were also strongly agreed that they would
prefer the plastic tubes to have the opening that functions as a spread material instead
of a circular opening. Most of them (34.87%) also prefer food spreads packaged in
plastic tubes because it is more hygienic as the food are less exposed to contami-
nants from the environment or the spreading materials, as well as ease of handling
and storing. In addition, 32.89% respondents strongly agreed that they would prefer
food spreads packaged in plastic tubes because the spreads can be directly spread on
the bread surface without the use of spoons or spread knife. Besides, 5.66% respon-
dents strongly agreed that they would prefer food spreads packaged in plastic tubes
because the packaging can provide a longer shelf-life of the product compared to jar.

When asked if they feel that plastic tubes are less flexible which makes it difficult to
be stored compared to jars, most of the respondents (33.55%) were strongly disagree.
Moreover, most of them (30.92%) also uncertain whether the plastic tubes are less
stable and break easily compared to jars, and 27.63% respondents were uncertain
if they prefer food spreads to be packaged in plastic tubes because they are more
light-weight when compared to jars.

The trend of food in tubes is reported occur widely in Sweden where most foods
there are packed in tubes. Not only does it look a bit futuristic and cool, but also
affect the marketing in many ways. From the findings, it shows that the plastic tube
food spreads can be a good replacement for current food spreads packaging which
is jars. This can be proven from the results shown by Fig. 2-7.

Plastic tube is tough, flexible, has good gas and moisture barrier characteristics.
Even though jars proved to preserve food the best, however, plastic also has the ability
to slow the bacterial growth on food products. The squeeze-able characteristic i.e.
the squeezing out the spread from the tube and then placing the cap back avoids the
air from entering the tube, makes the food last way longer in a tube than what it
would do in a jar. In tube, the food gets almost vacuum packed after each serving.
Meanwhile, in a jar, the remaining food gets spoiled faster due to the exposure to
air. The effect of air is explained by (Han et al. 2018) who reported degradation in
packed black plum jam color change due to high temperature, and also interaction
with air and light. Since air affects bacterial growth, the air-tight food spreads tube
can lessen the interaction between food spreads and air. For instance, black plum
jam pack in plastic packaging recorded a low bacteria number and safe to be kept up
to 6 months with a proper storage (Han et al. 2018).

Furthermore, the convenience and consumer acceptance of plastic tube food
spread is owed to its lightweight, flexibility and a variety of physical properties
(2021; Draskovic 2010). The convenience also include easy opening and close lid
feature, as well as easy for storage. As tube food spreads is made of plastic, it is lighter
and easier to carry than the glass jars. A study conducted by (Aslam et al. 2019) shows
that the older age consumers chose plastic packaging as it is light and easy to carry
around. Besides, the plastic tube food spread also easy to be handled as it has an easy
opening than glass jars with lid that difficult to be opened. Consumers especially the
elder group favour packaging with easy open lid (Aslam et al. 2019). This is also in
agreement with (Marsh and Bugusu 2007), where they stated that consumers choose
easy open and close packaging. The concern with an easy opening is consumers
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afraid that the food product might easy to get contaminated for its poor closure. As
stated earlier, the plastic tube packaging is air-tight and can slow down microbial
growth. Furthermore, this plastic tube also flexible which is not easy to break and
not brittle. It is an ideal packaging for storage and saves many spaces.

Nowadays, innovations and advancements in material science have given food
packaging a positive future in terms of efficiency and environmental impacts when
food plastic packaging contribute to the highest number of packaging waste. In this
context, plastic packaging usually hard to be recycled. For instance, butter spread
packaging is hard to be recycled due to the materials used, consist of many parts, and
also the fatty acid on the surface of the packaging is tough to be cleaned (Ribeiro
et al. 2018). This kind of difficulty had made them lose interest in recycling. There-
fore, biodegradable plastic is a way to save the environment. The plastic tube food
spreads are biodegradable. Food spreads that are biodegradable can help to reduce
waste management that consumers do not necessarily need to recycle the packaging
anymore. The biodegradable plastic tube food spreads can be degraded by bacteria
or other living organisms, hence, reducing pollution. Despite being biodegradable,
this tube packaging is still safe to be used and does not cause harmful effects to not
only humans but nature too. Additionally, the ecological features in packaging will
surely influence the purchasing of the product.

In addition, most plastics are stable and chemically inert that will not react chem-
ically with other substances. FDA has highlighted types of food grade plastic that
makes it possible to store any food-related items in a plastic-based container (Eldes-
ouky et al. 2015). Most of these plastic types have been specifically engineered and
designed to not only ensure food safety, but also to help retain the freshness and
quality of food stored in them. Food spread mostly packaged in Polyethylene tereph-
thalate (PET or PETE) and High-density Polyethylene (HDPE) plastics preserve the
taste, flavour, aroma and colour of the food spread. This leads to a longer shelf life
and preserves the quality of the product (Williams et al. 2018).

4.6 Correlation and Regression Analysis

Based on Fig. 8, it was observed that there is a correlation between the customers’
knowledge, practices and attitude. The analysis showed a positive correlation coeffi-
cient (0.463) between customers’ knowledge and attitude. This indicates that there is
apositive and significant relationship between the customers’ knowledge and attitude
where the knowledge about the types of packaging materials among the customers
will affect their attitude of the characteristics of selection of the packaging materials.

Next, for the regression analysis, there was a positive relationship between 1)
customers’ knowledge and practices and 2) customers’ knowledge and attitude with
R = 0.547993 for both analyses. This indicates that there is a strong relationship
between the customers’ knowledge with both the customers’ practices and attitude.
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Fig. 8 Correlation between customers’ preferences in terms of the sum of ratings on the choice of
the food packaging material

5 Conclusion

Overall, the survey was proven valid and reliable as 100% of the respondents effec-
tively took part in the survey. The data obtained for the statistical analysis were also
highly consistent and valid as the value was proven through Cronbach’s alpha coef-
ficient (o = 0.957) which was bigger than 0.8. More than 50% of the respondents
agreed with the conception of plastic tube food spreads packaging. The packaging
is important to determine consumer’s buying behavior. The choice of selection of
the types and preference of the packaging of food spreads does not correlate with
the consumers’ demographic with no significant difference (p > 0.05). Difference
in gender, age, employment and marital status, does not affect the selection choice
of the food spread packaging. The choice and preferences are based on the indi-
vidual’s personal likings and experience of use of the current products in the market.
Therefore, from the overall results of the survey, it can be concluded that plastic tube
packaging can be a potential form of new packaging for food spreads products in the
future market.
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Appendix

Customers’ Knowledge
Data on Customers’ Knowledge on Packaging of Food Spreads.

Question

1 Packaging is the main criteria that I consider when buying food products such as spreads

2 The current food spreads products in the market are packaged in glass or plastic jars

3 I think the type of packaging can influence the shelf-life and the quality of the food
spreads

4 Plastic tubes can potentially replace jars in packaging of food spreads

I think current packaging of food spreads in the market provides high convenience to
consumers

6 I think food spreads should be packaged in air-tight packaging

The packaging material used to package food spreads should be stable and not easily

broken

8 The packaging material used to package food spreads should be able to be recycled

9 The packaging material of food spreads should be safe and do not cause harmful effect to
consumers

Number and percentage of respondents based on their knowledge on food spread
packaging.

Q Yes No Uncertain

1 111 73.03% 34 22.37% 7 4.61%
2 132 86.84% 7 4.61% 13 8.55%
3 119 78.29% 8 5.26% 25 16.45%
4 100 65.79% 22 14.47% 30 19.74%
5 107 70.39% 20 13.16% 25 16.45%
6 132 86.84% 7 4.61% 13 8.55%
7 143 94.08% 5 3.29% 3 1.97%
8 126 82.89% 10 6.58% 16 10.53%
9 147 96.71% 4 2.63% 1 0.66%

Data on Rating of Customers’ Knowledge on Packaging of Food Spreads.

Question

1 Packaging is not the main criteria that I consider when buying food products such as
spreads

2 I think current packaging of food spreads in the market does not provide convenience to
consumers

(continued)
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(continued)

Question

3 I prefer air-tight packaging for food spreads

I prefer packaging materials that are recyclable

4
5 I prefer packaging materials that are light-weight which easy to be used and handled
6

Food spreads should be packaged in a stable packaging where the material is not easily
broken

7 The packaging materials used to package food spreads should be safe to be used and does
not cause harmful effects to customers

I prefer packaging that are able to maintain the shelf-life and quality of the food spreads

I prefer packaging that do not take too much space during storage

Number and percentage of respondents based on their rating of knowledge on
food spread packaging.

Q | Strongly Disagree Uncertain Agree Strongly agree
disagree

1 |37 24.34% |46 30.26% | 12 7.89% |27 |17.76% |30 19.74%
2 |37 24.34% |38 25.00% |33 21.71% |19 | 12.50% |25 16.45%
3129 19.08% | 8 5.26% |14 921% |30 |19.74% |71 46.71%
4 126 17.11% |10 6.58% |15 9.87% |30 |19.74% |71 46.71%
5 |31 20.39% | 8 526% | 3 1.97% |31 |20.39% |79 51.97%
6 |37 24.34% | 4 263% | 5 329% |24 | 15.79% |82 53.95%
7 129 19.08% | 6 395% | 5 329% |27 |17.76% |85 55.92%
8 |34 22.37% | 3 1.97% | 7 461% |25 |16.45% |83 54.61%
9 |28 1842% | 6 395% | 9 592% |36 [23.68% |73 48.03%

Customers’ Practice
Data on Customers’ Practice on Packaging of Food Spreads.

Questions

1 I find it very important to use clean spreading materials such as spoon or spread knife to
spread the food spreads

I always forget to tightly close the lid of the jar after using the food spreads

I make sure to dry my spreading materials before using them

I do not bring my jars of food spreads during picnics because it is very inconvenient

I do not allow my children to use the food spreads by their own

I feel it is non-hygienic to dip our fingers in the food spreads

N | N AW N

The transparent jars containing food spreads need to be stored in the area with minimal
light exposure

(continued)
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(continued)

Questions

8

It is troublesome to wash the food spread materials every time after using the food
spreads

The lid of the jar of the food spreads need to be immediately closed after used

Number and percentage of respondents based on their practice on food spread

packaging.

Q Yes No Uncertain

1 144 97.74% 5 3.29% 3 1.97%
2 61 40.13% 66 43.42% 25 16.45%
3 119 78.29% 15 9.87% 18 11.84%
4 73 48.03% 53 34.87% 26 17.11%
5 67 44.08% 42 27.63% 43 28.29%
6 134 88.16% 9 5.92% 9 5.92%
7 110 72.37% 16 10.53% 26 17.11%
8 104 68.42% 30 19.74% 18 11.84%
9 132 86.84% 10 6.58% 10 6.58%

Data on Rating of Customers’ Practice on Packaging of Food Spreads.

Questions

1 I use clean spreading materials during spreading of the food spreads

2 I make sure to not have any direct physical contact with the food spreads

3 I do not have any storage problems for the food spreads

4 I do not consider the light exposure factors when storing the transparent jars containing
the food spreads

5 I feel that it is not safe for children to handle the jars containing food spreads on their
own

6 I feel it is very troublesome to wash the food spread materials every time after using
them

7 I feel that it is inconvenient to use the jar of food spreads during any outdoor activities
such as picnics
I always forget to close the lid of the food spread jar tightly after using it

9

I feel it is very important to immediately close the lids of the food spread jars after using
it

Number and percentage of respondents based on their rating of practice on food

spread packaging.
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Q | Strongly Disagree Uncertain Agree Strongly agree
disagree

1 |31 20.39% | 5 329% | 2 1.32% |25 |16.45% |86 56.58%
2 |28 18.42% | 7 4.61% |14 921% |37 |24.34% |66 43.42%
3 143 28.29% |11 7.24% |21 13.82% |47 |30.92% |30 19.73%
4 159 38.82% |41 26.97% |31 20.39% |18 |11.84% | 3 1.97%
5 |26 17.11% |24 15.79% |19 12.50% |40 |26.32% |43 28.29%
6 |29 19.08% | 29 19.08% |18 11.84% |27 |17.76% |49 32.24%
7 |28 18.42% |35 23.03% |25 16.45% |23 | 15.13% |41 26.97%
8 |50 32.89% |37 24.34% |19 1250% |19 |12.50% |26 17.11%
9 |30 19.74% | 7 461% | 7 461% |24 |1579% |84 55.26%

Customers’ Attitude
Data on Customers’ Attitude on Packaging of Food Spreads.

Questions

I prefer packaging material that are light-weight

I prefer packaging material that are stable and not easily broken

I prefer packaging that are odourless which do not affect the smell of the product

I prefer packaging that do not cause alteration of the product’s taste

I prefer packaging materials that are environmental friendly

I prefer packaging that are recyclable

I prefer packaging that are easy to be used

I prefer packaging that provides unique functions

|| Q| ||k~ | W[ =

I prefer packaging that provides convenience in terms of storage and use

Number and percentage of respondents based on their attitude on food spread
packaging.

Q Yes No Uncertain

1 135 88.82% 4 2.63% 13 8.55%
2 145 95.39% 6 3.95% 1 0.66%
3 144 94.74% 4 2.63% 4 2.63%
4 146 96.05% 5 3.29% 1 0.66%
5 140 92.11% 4 2.63% 8 5.26%
6 132 86.84% 5 3.29% 15 9.87%
7 145 95.39% 5 3.29% 2 1.32%
8 129 84.87% 10 6.58% 13 8.55%
9 143 94.08% 6 3.95% 3 1.97%

Data on Rating of Customers’ Attitude on Packaging of Food Spreads.
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Questions

1 I would prefer food spreads packaged in plastic tubes because they are more light weight
compared to jars

I feel plastic tubes are less stable and break easily compared to jars

I feel plastic tubes are less flexible which makes it difficult to be stored compared to jars

I would prefer food spreads packaged in plastic tubes because the spreads can be directly
spread on the bread surface without the use of spoons or spread knife

5 I would prefer food spreads packaged in plastic tubes because it is more hygienic as the
food are less exposed to contaminants from the environment or the spreading materials

6 1 would prefer food spreads packaged in plastic tubes because the packaging can provide
a longer shelf-life of the product compared to jar

7 I would prefer the plastic tubes made from biodegradable plastics that are safe for the
environment

I would prefer the plastic tubes that are made from natural-based materials

I would prefer the plastic tubes to have the opening that functions as a spread material
instead of a circular opening

Number and percentage of respondents based on their rating of attitude on food
spread packaging.

Q | Strongly Disagree Uncertain Agree Strongly agree
disagree
1 /20 13.16% |23 15.13% |42 27.63% |29 |19.08% |38 25.00%
2 |38 25.00% |33 21.71% |47 30.92% |21 13.82% |13 8.55%
3 |51 33.55% |37 24.34% |37 24.34% |21 13.82% | 6 3.95%
4 119 12.50% |20 13.16% |27 17.76% |36 |23.68% |50 32.89%
5 |21 13.82% |18 11.84% |23 15.13% |37 |24.34% |53 34.87%
6 |21 13.82% |26 17.11% |33 21.71% |33 |21.71% |39 25.66%
7 |23 1513% |12 7.89% |21 13.82% |31 |20.39% |65 42.76%
8 |22 1447% |12 7.89% |26 17.11% |26 |17.11% |66 43.42%
9 |24 1579% |11 724% |22 1447% |33 |21.71% |62 40.79%
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Abstract In the wake of the unprecedented global pandemic of Covid-19, most
businesses are pressing on sustaining their business continuity as they are forced to
create rigorous emergency plans to limit the impact of COVID-19. The focal point of
this paper is to provide constructive reviews on the potential shifts in organisational
culture and its interrelationship with dynamic marketing capabilities as a result of
the digital acceleration brought by the pandemic crisis. The resource-based theory is
utilised as a foundation to better understand the interrelationships between organi-
sational culture (OC) and dynamic marketing capabilities (DMC). From this critical
review, a conceptual framework was developed to grasp of the linkages between OC
and DMC. The originality of this paper’s conceptual framework suggests that organ-
isations must enhance their flexibility to obtain competitive advantage and to keep up
with the rapid acceleration of the digital transformation. Organisational culture is an
essential set of guidelines that contribute to the organisation’s cultural network. The
combination resource-based and R-A theories emphasised the relevance of intangible
talents, such as human abilities, as key components of supporting dynamic marketing
capabilities. Organisational culture must support employees’ spiritual development
to have valued and rare workers, which can strengthen the organisational dynamic
marketing capabilities and strategies. The paper’s critical reviews may be of assis-
tance to organisations in adapting and developing a dynamic work environment in
the midst of the pandemic’s rapidly approaching digital era.

Keywords COVID-19 - Pandemic crisis *+ Organisational culture - Marketing -
Digitalisation

1 Introduction

Entering the second year of the Coronavirus 2019 (covid-19) pandemic, the world
is still grappling with the widespread effects of this crisis. Not only is Covid-19 a
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concern to human health, but has become a significant threat to the survival of the
majority of businesses. As of September 2021, the global total of Covid-19 cases
had surpassed 223.4 million, with more than 4.6 million deaths reported. Due to
the disruption of both professional and personal lives, all businesses are simultane-
ously compressed (Malaysia 2020). In light of the pandemic crisis that has gripped
the business world, numerous studies have been prioritised to aid the organisation’s
sustainability. For this paper, the aim will be focusing on the interrelation between
organisational culture and dynamic marketing capabilities in a digital acceleration
world that has resulted from the chaos of the pandemic crisis. Organisational culture
enables firms to produce valued market offerings, which is accomplished by shaping
behaviours (Odhiambo et al. 2015). During the pandemic crisis, workplace culture
has a profound swift effect because of the rapid working practices changing and
has immediate influence on people behaviours. Thus, it is important to have critical
reviews on the organisational culture particularly when confronted with an envi-
ronmental jolt brought by the pandemic crisis, because change inevitably creates
tensions within organisational culture as it redefines how things are done within the
organisation (Busby 2017).

Restriction on movement order enforced by government compelled the great
majority of businesses to allow for flexible working arrangements, notably working
from home, therefore increasing their reliance on digitalisation. When it comes to
purchasing, customers also have shifted to internet preferences due to the lock-
down, safety and health reasons. Organisations striving to sustain better performance
should cultivate and establish a culture that encourages market-driven strategies
capable of providing superior value to customers. The key idea of this paper is
to provide a critical review to the interrelation between organisational culture and
dynamic marketing capabilities as it is a prevalent area of importance and research
interest that can improve resource reconfiguration and deployment (Odhiambo et al.
2015), which improve competitive advantage of organisations. The terms of dynamic
marketing capabilities have been defined by scholars (Hariandja et al. 2014) as capa-
bilities that enable the organisation to identify critical market signals, generate new
resources, implement effective responses to market change and exploit changes.
Market sensing, learning, and market targeting or positioning are all subsets of this
capability. Dynamic marketing capabilities have the potential to increase customer
value in response to market changes (Ateke and Didia 2017; Ateke and Nwulu
2021; Fang and Zou 2009). Therefore, there is linkage between organisational culture
change and dynamic capabilities that must be explored in order to understand how
these associations may aid organisations in surviving and gaining a competitive edge
during a pandemic crisis.

Dynamic marketing capabilities are a part of a resilient marketing strategy. In
business, marketing strategy is the game plan for reaching potential customers that
provides focus and direction and the ground rules for the game plan. On the other
hand, organisational culture brings employees together by instilling a sense of identity
with the organisation. In the marketing game plan, organisational culture helps to
boost the spirit among employees in which the marketing game plan will be played.
This paper’s review is important, as the hastening of the digital age brought by the
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pandemic crisis may bring pressure to both organisational culture and marketing
strategies or mainly on the dynamic marketing capabilities. At the same time, crises
may breed inventiveness, and well-executed ideas can catapult any business to new
heights. Organisations that rely on their current digital successes may find themselves
outmatched by those who invest in enhancing their digital capabilities for the post-
coronavirus era (BDO United States 2020). Reviewing the interrelation between
organisational culture and marketing capabilities will extend the existing knowledge
in the current literature and calling for future research agendas.

2 The Context of Organisational Culture

“Culture is an abstraction, yet the forces created in social and organisational situa-
tions that derive from culture are powerful. If we do not understand the operation
of these forces, we become victims to them” (Schein 2004). Prominence scholars in
culture studies (Alvesson and Sveningsson 2007) further explained that language,
stories, myths, and other artefacts evocative of strongly held meaning and beliefs
are frequently used to express organisational culture. Shaping organisational culture
is viewed as immensely challenging; in some cases, culture is uncontrollable. From
these contexts, organisational culture can also be delineated as a collective of prin-
ciples, standards, and beliefs that influence how people within organisations make
decisions, business or operational approaches, allocate resources and guide behaviour
and action.

Culture has a substantial impact on how individuals behave at workplace,
including how they acquire and act on information, how they influence and are
influenced by others, how they make decisions, and how they distribute resources
(Busby 2017). Hence, organisational culture as significant for understanding deeper
meaning and assumptions in organisations, which lie behind and guide behaviour
(Alvesson and Sveningsson 2007). A recent study (Obrenovic et al. 2020) high-
lighted that COVID-19 had introduced changes in the organisational culture and
workforce responsibilities. Organisations experienced challenges for productivity
and sustainable business operations. Work changes in organisations, demonstrating
a rising pattern toward a flexible hierarchy of control during a pandemic by dele-
gating responsibility at all career stages inside the organisation. This somehow may
affect the organisational culture. These approaches empower employees to be more
self-sufficient and innovative in the face of uncertain workplace disruptions induced
by the covid-19 epidemic (Obrenovic et al. 2020).

3 The Rise of Digitalisation During Pandemic Crisis

It is inevitable that the Covid-19 pandemic has resulted in an increase in the use
of digital technology, owing to social distance rules and statewide lockdowns. The
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term “digitalisation” refers to the current transformation of the sector by new digital
technology (Antikainen et al. 2018). As aresult of the pandemic spread, practically all
regions, halting activities that need human interaction and gathering. Consequently,
the vast majority of the people are interacting, engaging, and executing out their job
tasks from their homes using the internet. When compared to pre-lockdown levels,
internet service usage has risen from 40 to 100% (De’ et al. 2020). The use of mobile
applications has exploded across a wide range of businesses.

Notably, food delivery and grocery shopping applications have seen an increase
in clientele. In the United States alone, such apps have seen a 15% increase in
total sessions over the previous weeks; other major European markets have also
seen a significant increase in usage (Economic impact of COVID-192021). Digital
technologies have evolved into a critical enabler of communication, allowing the
connection between people in ways never seen before. As governments have urged
residents to stay at home, more individuals have turned to their computer systems
and electronic devices as lifelines and tools to replace their in-person activities online
(Bajaj 2020).

4 Organisational Culture and Digitalisation in Pandemic
Era

The rapid emergence of COVID-19 has forced organisations to make digital trans-
formation an overnight strategic focus. A powerful technology core is crucial to the
creation of a pandemic-proof organisation; nevertheless, the efforts would be futile
unless the appropriate organisational culture is in place (Policy and response to coro-
navirus (Covid-19) 2020). However, these situations can be strengthened, resolved,
and accelerated with the right culture in place. From the lens of organisational culture,
businesses must recognised the importance of cultivating and implementing trust,
patience, and mutual support, all of which are underpinned by a strong technological
foundation, in order to maintain stability and growth during difficult times (Policy
and response to coronavirus (Covid-19) 2020).

Due to the lockdowns, there has been an upsurge in the use of information systems
and networks throughout all countries, as well as dramatic shifts in usage patterns
and behaviour (De’ et al. 2020). Because of the pandemic, employees will require
more time to acclimate to their new “normals.” For example, internet meetings are
becoming more common, office work is transferring from the workplace to home,
and new work practices are evolving. These transformations have taken place in prac-
tically all organisations, whether in industry, society, or the government, and they are
continuing. In addition, the changes have occurred swiftly, giving organisations and
individuals less time to plan, prepare, and implement new setups and arrangements.
Consequently, they have been pushed to adapt, attempt, experiment, and discover
new methods of doing things that were not previously available (De’ et al. 2020).
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As a result of the pandemic crisis, digital haste has prompted a call for digital
transformation, which is likely to result in numerous additional changes to modern
society’s functions. Through the proliferation of digital media, the world’s economies
have been consolidated into a single global marketplace. Massive digitalisation when
combined with emerging technologies including such virtual or augmented environ-
ments has the potential to develop novel modes of culture-based experience and
distribution, as well as profitable business models (Weston 2020). Drawing on the
repercussions of the COVID-19 crisis, it has hastened digitalisation, that brings with
it new opportunities for local and regional development as well as the risk of wors-
ening disparities if not accompanied by appropriate measures. It has been argued that
business leaders must consider how COVID-19 affects employee experiences and
what they can do to maintain a positive organisational culture for their employees
(Hult and Ketchen 2017). The challenge is that as more employees work from home,
at least part-time, many of the variables that comprise corporate culture are no longer
under the control of businesses in the same way or to the same extent as they once
were (Hult and Ketchen 2017).

5 The Context of Marketing Strategies and Capabilities

All businesses are looking for answers on establishing customer values to stay in busi-
ness for an extended time. It is possible for a company to get a competitive advantage
over its competitors by developing a long-term relationship with its customers that
sustains the business for the long run. Previous research has discovered a number
of proposals for improving the performance of a company by adding value to its
consumers’ lives (Morgan 2012; Slater 1997; Jaakkola and Alexander 2014). From
the perspective of the customer, value can be communicated to them in situations
such as selling at a low price and when the company provides an excellent service that
assists in reducing customer inconvenience (Payne and Holt 2001; Barrales-Molina
et al. 2014). However, low prices, high-quality services, and the ability to make
customers feel at ease during their consumption experience are not the only factors
that businesses can depend on in creating value and rely on their customers. Other
companies may also take similar actions, and this is no longer a one-of-a-kind situa-
tion anymore. Firms with limited resources may struggle to create superior customer
value, which is supposed to allow the firm to differentiate itself from its competitors.
This is especially true for firms with limited resources (Hunt and Morgan 1995; Ellis
2006).

In order to provide value to the customer, one of the most critical perspectives is to
have a notion of marketing orientation that can assist firms in allowing customers to
experience themselves as valuable customers to the firm (Hult et al. 2005). Marketing
orientation as a company’s involvement in creating, distributing and responding to
market intelligence concerning customers’ needs, competition strategies of competi-
tors, the channel requirements of distributors and distributors; customers, and the
external business environment (Ghauri et al. 2016). Marketing orientation could be
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divided into three components: customer orientation, competitor orientation, and
inter-functional orientation components, among others (Hartono et al. 2014). Iden-
tifying and understanding these market orientations can directly impact the market
capabilities and marketing strategies that represent the firm’s long-term competitive
advantage (Indrasari et al. 2014). The different types of market orientation that will
lead to the development of a marketing strategy must be understood to fully compre-
hend the function of market orientation and its implications. It is critical to maintain
the business operations that allow the company to compete with other companies to
provide better customer value to customers (Pradana and Reventiary 2016).

Because of the changing nature of technology, innovation and the market envi-
ronment must keep pace with the changes, including changes in price, customer
preferences, customer satisfaction, and others. This forces the company to be inno-
vative from time to time, as well as to ensure that its marketing strategies are aligned
with its market positioning (Susanto et al. 2018). (Hunt and Arnett 2003) noted that
marketing orientation is a process and set of activities that are focused on continu-
ously meeting the needs and desires of customers. To accomplish this, an organisation
must have the capability to analyse the changing market environment to adapt to the
changes, as well as the ability to understand its opportunities, strengths, and capa-
bilities to meet the needs of the market, which leads to the formulation of better
marketing strategies.

Scholars (Acikdilli et al. 2020; Vargo and Lusch 2017) have found that applying
the theory has assisted in directing resource availability and capabilities towards
improved firm performance while also distinguishing the firms from their competitors
in the same industry. The information contained in market capabilities makes it
difficult for competitors to copy because some of the capabilities are unique in the
marketplace. These market capabilities are a combination of the knowledge and
skills of the employees in the areas of new product development and the area of sales
strategy.

6 Marketing and Digitalisation in Pandemic Era

The evolution of technology and computers has resulted in the change of organisa-
tional activities and processes, as well as the transformation of individuals. Through
technology advance, companies have successfully developed a new type of business
model online that enables them to connect with customers at any time and in any situ-
ation, thereby providing them with a satisfactory experience (Beverungen et al. 2017,
Spohrer et al. 2017). Changes in this type of relationship and business model have
ramifications throughout the entire market structure. Some industries, such as the
tourism industry, entertainment industry, and education industry, have seen a shift in
their business models due to digitalisation. While some businesses have made signif-
icant strides in digital transformation, others continue to face significant obstacles in
providing more effective service to their customers (Strotmann et al. 2021).
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The Covid-19 pandemic has altered how people engage in social activities, go to
work, and make purchases (Santoki and Parekh 2020). Given the scope and depth
of the pandemic, governments worldwide have responded with unprecedented levels
of engagement and assistance, particularly in matters involving employees, busi-
nesses, and individuals. These include grants, travel restrictions, social engagement,
and workforce activities (Reis et al. 2020). While the pandemic is ongoing, the
continued use of digital tools has become necessary for everyone, including adults
and schoolchildren, and has increased significantly. For example, Twitter reported
a 23% increase in the number of daily activities users to 164 million by the second
quarter of 2020. Facebook reported a 50% increase in total use across all of its services
by the second quarter of 2020 (Innovation and in European SMEs 2019). Marketing
and purchasing activities through online medium have increased and internet has
become increasingly necessary for meeting human needs and desires during the
pandemic. This is directly contributing to the acceleration of the digitalization era,
and marketing strategies should capture these changes and be updated to reflect these
developments and adapt accordingly.

Digitalisation converting analogue data into digital language (i.e., digitisation),
which can develop business relationships between customers and companies, hence
adding value to the entire economy and society (Fu et al. 2020). Digitalisation
resulting in new or changes to existing activities. (Kaur and Chawla 2016). As aresult
of the pandemic, many employees across all industries are working longer hours to
meet customer demands and keep up with the competition. Like other committed
businesses, the lockdown has demonstrated that digital technologies can stimulate
business while strengthening its position. In order to remain competitive in the digital
age, businesses must adapt in order to keep up with customers who are becoming
more flexible and inventive (Santoki and Parekh 2020; Fainshmidt and Frazier 2017).
Increasing client acquisition, moving into new markets, and continuing operations
even when the government is closed are advantages those businesses may reap from
digitisation.

COVID-19 has placed significant pressure on costs, which has been cited as a
common barrier to digitalisation by some organisations, but which can be avoided
in many cases thanks to the availability of lower-cost flexible digital solutions that
are more flexible (Fu et al. 2020). Additionally, for firms to adapt to a digital matu-
rity before COVID-19 is considered one of the major key success factors to many
firms that can still stand strong, survive, and maintain relevance in the market until
today. Some other firms may also have successfully implemented digital solutions
after facing the actual effect of the pandemic and made the necessary organisational
changes. It can be ensured that the right marketing strategies, the stability, and the
quality of a company’s leadership can contribute as the reason why the companies
push itself to digitalise and transform its technology and whether the company is
classified as a survivor or a failure. The scale, speed, and depth of change that the
pandemic has been brought by are considered beneficial for businesses that have
embarked on a digitally led transformation amidst pandemic crises. When digitali-
sation is implemented in line with appropriate management practises, the effects of
digitalisation can last for a long time after the pandemic has passed.
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7 The Conceptual Framework of Organisational Culture
and Marketing Capabilities in Digital Age

The interrelation between organisational culture and marketing dynamic capabil-
ities are still under studied and limited in the existing literature. Therefore, this
paper provides critical reviews on the linkage between organisational culture and
marketing dynamic capabilities and organisations could take opportunities from
these association particularly during the hastening of digital age in pandemic crisis.
From these critical reviews this paper proposed a conceptual framework of organi-
sational culture and marketing capabilities in the digital age, as illustrated in Fig. 1.
A more profound grasp of these linkages may assist organisational survival amid the
hastening digitalisation during the pandemic crisis.

A combination of resource-based theory and resource-advantage theory is used
as a foundation of this paper to better understand the interrelationships between
organisational culture and dynamic marketing capabilities. The concept of dynamic
capabilities stems from the premise that the services that a firm’s resources can
deliver are just as crucial to competitive advantage as the resources themselves
(Barney 1991). In addition to that, marketing capabilities are integrative processes
that enable the application of a firm’s skills, knowledge, and resources to market-
related needs, thereby enabling value creation and competitive advantage (Herzig and
Karlsson 2017). Both dynamic capabilities and dynamic marketing capabilities are
both centred on competitive advantage. Hence, understanding the interrelationship
between dynamic marketing capabilities and organisational culture is worth under-
standing from the combination of resource-based theory and resource-advantage
theory perspectives.

The resource-based theory emphasised that a firm’s resources are utilised to
develop plans for increasing the organisation’s overall efficiency and performance,
and these strategies include three primary resources strategies: physical or tangible

GUIDELINE STRATEGY

Resource Based Theory

Organisational
Culture

- Dynamic Marketing
Resource Advantage Theory Capabilities

* Adaptability
* Value & System
* Cultural Network

* Market Learning
* Market Sensing

* Market Targeting
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Competitive Advantage
in Digital Age

Fig. 1 The conceptual framework developed by this paper
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resources (comprise the organisation’s physical assets); human capital or intan-
gible resources (collective resources possessed by individuals and/or groups such
as human skills, capabilities and competencies); organisational capital resources
(include the organisation’s formal structure, planning, controlling, and coordinating
systems, formal and informal reporting and planning systems, as well as informal
relationships between groups within the organisation and external organisations in a
competitive environment) (Barney 1991; Murray et al. 2011). Resource-based theory
commonly explores the context of dynamic capabilities, which may be too general
to grasp the issue related explicitly to dynamic marketing capabilities (Blesa and
Ripolles 2008). Therefore, this paper combined the resource-based theory and the
resource-advantage theory to extend further the understanding of dynamic marketing
capabilities from the notion of competitive advantage and progress to its relationship
with organisational culture. The resource-advantage theory is also commonly known
as the R-A theory.

R-A theory extends resource-based theory in a comprehensive and market-based
perspective (Barney 1991). By elucidating how resources relate with the exchange
process in competitive marketplaces, the R-A theory advanced toward a conventional
theory of marketing (Grimmer et al. 2015). Scholars (Amirul et al. 2021) stated that
market capabilities are difficult to duplicate and serve as a competitive advantage
for a company. A similar point was raised by other scholars (Prieto et al. 2009) who
discussed market capabilities that facilitate knowledge of customers and product
development and adaptation. They also discussed appropriate marketing tactical
elements that can be used to target customers with differentiated products. Based
on the R-A theory, the current research believes that its strong market orientation
directly influences a firm’s marketing strategies and market capabilities. This in turn
directly impacts the firm’s performance, which distinguishes it from its competitors.

Both resource-based theory and resource-advantage theory stipulated that a firm’s
unique internal resource arrangement can serve as a foundation for sustainable
competitive advantage while also separating it from competitors and emphasising
that its skills are difficult to duplicate and rare. It’s been argued that sustaining a
competitive advantage is not the result of a single or isolated component but rather
the result of combining human capital elements such as developing stocks of skills,
strategically appropriate behaviours, and supporting people management systems
(Failed 2021).

Competitive advantage from resource-based and R-A theories emphasises the
value of human capital, which revolves around managing people. People management
and the aspect of organisational culture are inextricably intertwined and cannot be
separated. Likewise, marketing cannot be separated from the organisation of people
who play important roles in marketing-related plans, activities, strategies or issues.
For example, in business, marketing strategy is the game plan for reaching potential
customers that provides focus and direction and the ground rules for the game plan.
On the other hand, organisational culture brings employees together by instilling a
sense of identity with the organisation and helps to boost the spirit among employees.

Reviewing the available literature of dynamic capabilities antecedents, in general,
demonstrates that organisational culture plays a significant role in developing such
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capabilities (Hunt and Morgan 1995; Barney 1991; Sidney and Winter 2002).
Numerous factors influence marketing strategies for product promotion, such as
target market, budget, economy, and competition (Day 1994). Culture also signifi-
cantly impacts consumer preferences, although this factor is frequently overlooked
(Day 1994). Given the research demonstrating the effect of organisational culture
on dynamic capabilities, there is a possibility that organisational culture may have
an influence on dynamic marketing capabilities. In addition to that, organisational
members’ collective learning and coordinated effort must be developed for dynamic
capabilities. The social climate of an organisation, which determines attitudes,
behaviours, and interpersonal connections among its members, may act as a cata-
lyst for the development of dynamic abilities. Scholars (Blesa and Ripolles 2008)
remarked that the influence of organisational culture on dynamic capabilities and
dynamic marketing capabilities would be similar in some ways to that of dynamic
capabilities on dynamic marketing capabilities (Barney 1991).

As seen in Fig. 1, the conceptual framework provided in this study suggested that
organisational culture is important for guiding work behaviour in order to achieve
competitive advantage in the accelerating digital age brought by the pandemic crisis.
Since employees were required to work from home, the government’s lockdown
and movement restrictions and the environmental shock caused by the pandemic
have increased internet use. Human interactions, in particular, are highly reliant
on the internet for access to communication applications that enable communica-
tion via messaging, voice calling, or text messages, as well as video and media
sharing. Therefore, employees were faced with new ways of working, connecting
with colleagues and how the job tasks can be done to keep business operations
running. As discussed earlier, culture significantly influences how people behave at
work, including accessing and acting on information (Busby 2017).

Nevertheless, as digitalisation accelerates in the event of a pandemic, sudden
struggles and shifts in work patterns may alter people’s behaviour, thereby affecting
organisational culture. Adaptability is a critical component of successfully navigating
the digital transformation process. People and businesses must respond effectively
to the current situation. Recognising the significance of organisational culture, it
is evident that the organisational culture that motivates people in the workplace
should not be neglected to strengthen the dynamic marketing capabilities. Thus,
efforts should be directed on both improving the people inside the business as well
as the dynamic marketing capabilities. Another critical component of organisational
culture is the value and system that underpins the organization’s culture. The ideal of
organisational values shape its culture. Individuals and organisations (collectively)
have value systems that shape their attitudes, behaviours, and resource allocation
decisions. Another considerable aspect in organisational culture is cultural network.
Organisational networks have the potential to affect cultural change, and the terms
‘structural’ and ‘relational’, which are frequently used to conceptualise network
features, may also provide a helpful conceptual framework for understanding cultural
change (Whelan 2016).

Figure 1 illustrated that dynamic marketing capabilities as an important strategy
to obtain competitive advantage in the digital age. During the hard time of pandemic
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crisis, which hastened the digital transformation, all businesses are looking for
answers on establishing customer values to stay in business for a longer period of
time. It is possible for a company to get a competitive advantage over its competitors
by developing a long-term relationship with its customers that sustains the busi-
ness for the long run. Previous research has discovered a number of proposals for
improving the performance of a company by adding value to its consumers’ lives
(Morgan 2012; Slater 1997; Jaakkola and Alexander 2014). From the perspective of
the customer, value can be communicated to them in situations such as selling at a
low price and when the company provides an excellent service that assists in reducing
customer inconvenience (Payne and Holt 2001; Barrales-Molina et al. 2014).

Firms with limited resources may struggle to create superior customer value,
which is supposed to allow the firm to differentiate itself from its competitors. This
is especially true for firms with limited resources (Hunt and Morgan 1995; Ellis
2006). In order to provide value to the customer, one of the most critical perspec-
tives is to have a notion of marketing orientation that can assist firms in allowing
customers to experience themselves as valuable customers to the firm (Hult et al.
2005). Marketing orientation can be defined as a company’s involvement in creating,
distriuting and responding to market intelligence concerning customers’ needs,
competition strategies of competitors, the channel requirements of distributors and
distributors’ customers, and the external business environment (Ghauri et al. 2016).
Marketing orientation could be divided into three components: customer orientation,
competitor orientation, and inter-functional orientation components, among others
(Hartono et al. 2014). Identifying and understanding these market orientations can
directly impact the market capabilities and marketing strategies that represent the
firm’s long-term competitive advantage (Indrasari et al. 2014).

The different types of market orientation that will lead to the development of a
marketing strategy must be understood to fully comprehend the function of market
orientation and its implications. It is critical to maintain the business operations
that allow the company to compete with other companies to provide better customer
value to customers (Pradana and Reventiary 2016). Because of the changing nature of
technology, innovation and the market environment must keep pace with the changes,
including changes in price, customer preferences, customer satisfaction, and others.
This forces the company to be innovative from time to time, as well as to ensure that its
marketing strategies are aligned with its market positioning (Susanto et al. 2018). The
process of marketing orientation is set of activities that are focused on continuously
meeting the needs and desires of customers (Hunt and Arnett 2003). To accomplish
this, an organisation must have the ability to analyse the changing market environment
in order to adapt to the changes, as well as the ability to understand its opportunities,
strengths, and capabilities in order to meet the needs of the market, which leads to
the formulation of better marketing strategies. Studies by Acikdilli et al. (2020) and
(Vargo and Lusch 2017) have found that applying the theory has assisted in directing
resource availability and capabilities towards improved firm performance while also
distinguishing the firms from their competitors in the same industry. The information
contained in market capabilities makes it difficult for competitors to copy because
some of the capabilities are unique in the marketplace. These market capabilities
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are a combination of the knowledge and skills of the employees in the areas of new
product development and the area of sales strategy.

There are three important elements of dynamic marketing capabilities in this
paper’s conceptual framework (see Fig. 1). First is market learning capabilities in one
of the dynamic marketing capabilities elements would need a strong culture seeking
to identify new opportunities, and to allow for repetition to integrate information
from the external environment in pursuit of improved effectiveness (Grimmer et al.
2015). Another element is market sensing, which refers to identifying and selecting
feasible opportunities for change; and transformation which is concerned with the
new service implementation (Hariandja et al. 2014). In line with this perception,
businesses are scrambling to discover methods to adapt to the fast-changing business
environment. Organisational culture is important in reshaping business to keep up
with these changes and develop service innovation that is seen as a part of the dynamic
capability. Next is market targeting or the positioning capability which is described
as a company’s ability to find alternative opportunities and afterwards select accept-
able market targets that are matched for the greatest possible effect on the market
(Hariandja et al. 2014). The importance of organisational culture in the success of
dynamic marketing capabilities is that marketing strategies must be consistent with
organisational culture. Strategies that are incompatible or conflicting with the organi-
sational culture are likely to encounter opposition and resistance and may even prove
to be a barrier to the achievement of the organisation’s overall strategy.

8 Conclusion and Future Undertaking

Organisational culture is widely accepted to be defined as the deeply ingrained values
and beliefs shared by employees in an organisation that serve as the guiding princi-
ples that are most important to how the organisation operates (Busby 2017; Schein
2004; Alvesson and Sveningsson 2007). Thus, in the hastening digitalisation, organ-
isations must recognise the necessity of cultivating and implementing trust, patience,
and mutual support, all of which are supported by a solid technological foundation to
maintain stability and success through difficult times (Policy and response to coro-
navirus (Covid-19) 2020). Organisational culture underpins and guides behaviour
in organisations, which shapes the workday experience of every employee (Busby
2017; Schein 2004; Alvesson and Sveningsson 2007). The conceptual framework
of this paper proposes that organisations need to increase their adaptability during
the acceleration of digital transformation. Organisational culture is an essential set
of guidelines that must be followed to improve organisational people values and
systems while also strengthening the organisation’s cultural network.

As resource-based and R-A theories have also stressed the importance of intan-
gible skills, such as human abilities, they are critical components of supporting
dynamic marketing capabilities. When it comes to executing marketing tactics,
having valued and rare workers needs the backing of an organisation’s culture to
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foster employee spiritual development. In addition, the availability of digital solu-
tion enables organisations to adopt them with speed and agility which was not made
possible before the pandemic enable organization to be agile adopt compressed
decision making during the crisis. Hence, changes in organisational culture during
the crisis in dealing with employees, consumers and suppliers in order to deliver
enhanced functionality, performance and competitiveness has shown how the market
evolved and transformed to be digitally led transformation. With the right leadership
and organized workplace culture that is aligned to the management practices, the
organization can remain in the industry even after the pandemic has ended.
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and Mohd Fadil Mohd Yusof

Abstract In Malaysia, the wellness tourism industry is at a growth stage of devel-
opment and gradually gaining popularity among the public. Indigenous wellness
tourism is a relatively new notion for tourism stakeholders, and it has not yet been
prioritized to promote local tourism potential. As the demand of recipients of services
offered by the indigenous-inspired spa is not a unified whole, spa owners must
proportionate the value of their service and products in order to make the indigenous-
inspired spa more competitive in the world wellness-related market. To deliver the
most outstanding and unique solution by presenting indigenous-inspired spa products
and services, the spa owner must address customer expectations to eliminate their
necessity as a wanted product and service that might potentially support numerous
value propositions for the clients. As a response, this study aims to look into the activ-
ities of the indigenous-inspired spa to portray value to its clients. The methodology
that will be used is on-site observation and in-depth interviews with Indigenous-
inspired spa-goers and indigenous-inspired spa employers of the two selected case
studies. Practical operational information on each element can be used to develop
the best marketing strategies model for the Malaysian indigenous-inspired spa sector
prospects, eventually contributing to indigenous heritage preservation.

Keywords Wellness + Tourism - Indigenous-Spa - Marketing

1 Introduction

Malaysia is known as a famous vacation destination in Asia as it offers an extensive
variety of wellness tourism packages to the market. Generally, spa centers in Asia are
designed towards pampering more than healing (Halim et al. 2017). Spa sectors are
not a revamped service business in Malaysia today, as the country has seen a rapid
rise of numerous spa concepts. Due to various health and wellness tourist packages,
this service was recognised and promoted (Yusoff 2010). According to the Malaysian
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intelligent spas study, the overall number of spas has expanded by more than 200
percent since 2002; precisely, more than 170 spas are currently operating and earning
an average of RM 1,000 daily (Hashemi and Hosseiniyan 2014). Interestingly, facts
revealed that there is much treasure trove of healing modalities available in Malaysia
inherited from generation to generation, which has been practiced widely in western
countries.

The current trend for spas is to be as creative and unusual as possible. According
to the Global Spa Summit (2011), the integration of cultural elements into the
spa and wellness experiences stimulated rapid movement within wellness tourism.
Malaysians have long been familiar with the types of spas found in bordering Thailand
and Indonesia (Wan Yusof 2016). For wellness tourism stakeholders, the indigenous-
inspired spa is a relatively new concept, and it has not yet been a priority to boost
local tourism potential. Harrison (2013) revealed that indigenous-inspired spa treat-
ments are becoming more sought out. However, academic researches on Malaysian
indigenous-inspired spa are still limited in comparison to other conventional spa
concepts.

Malaysia Department of Orang Asli (2017) revealed that there is quite a number
of health and wellness registered companies owned by Orang Asli, including Imah
Enterprise (beauty spa) and Bah Chik Sentuhan Asli, which provide a service of
reflexology massage. Apart from that, there is an established luxury spa in Malaysia,
which brings the original people concept named Spa Village located at Cameron
Highland, Pahang and Tanjong Jara, Dungun, Terengganu. The Spa Village central
idea has always been to acknowledge the region’s healing culture.

Since the indigenous-inspired spa’s service receivers market is not homogeneous,
it is imperative that the spa owner or stakeholders target specific types of customers.
In this situation, an indigenous-inspired spa must find strategies to become more
attractive on the global wellness market as well as compete successfully. In this
regard, client-value-providing tactics can facilitate this goal to ensure the spas strive
to give fresh and unique solutions to the clients. The previous study addresses the lack
of value proposition, which can be adopted for marketing activities for indigenous-
inspired spa business (Agrwal and Baranwal 2012). For that reason, the indigenous-
inspired spa does not endeavor to cater to the entire market, seeing the futility of
such efforts. Hence, this study implements to explore the activities of an indigenous-
inspired spa in order to deliver value to its clients.

1.1 Purpose of the Probe and Inquiry Questions

This study aims to develop the value proposition for the business model in the indige-
nous inspired spa. This could enable indigenous inspired spa to be more competitive
in the wellness tourism industry. Therefore, the inquiry questions for this research
are:
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1) What are the value and concepts of the successful indigenous-inspired spa
products or services concerning established standards?

2) How the consumer demands influence the market growth of indigenous-inspired
spa services and products?

3) Why is it important to have indigenous inspired spa in the Malaysia wellness
tourism industry?

2 Literature Review

2.1 Snapshot of Wellness Tourism

Wellness tourism was described as any travel aimed at maintaining or improving
one’s own well-being (Global Wellness Institute 2019). Wellness tourism has grown
in popularity in recent years, becoming one of the fastest-growing segments of the
hospitality and tourism industries. According to the Global Wellness Institute (2019),
wellness tourism expenditures accounted for about 14% of total domestic and inter-
national tourism spending in 2012, directly supporting 11.7 million employment
and adding 1.8 percent to global gross domestic. A growing number of wellness-
conscious customers are incorporating healthy habits and activities into their vaca-
tions, in part to counteract a plethora of unpleasant travel-related health impacts,
including jet lag, inadequate sleep, and disruption of healthy eating and exercise
routines.

As a byproduct, spas and wellness facilities have grown to be significant revenue
generators for hotels, resorts, and destinations. The wellness industry and spa sector
are marketable and have a bright future ahead of them as economic development,
globalization, urbanization, health concerns, and religions become driving forces
(Othman et al. 2015). As Foster (Foster 2006) notes, spas have developed into a
significant profit center for the hospitality business, particularly in the hotel sector.
The spais a Latin acronym for ‘Salus per aquam,” meaning health via water. Addition-
ally, it is classified as both water-based and non-water facilities that provide various
therapies, including health, aesthetic, medicinal, and relaxation. Spas are frequently
marketed in coastal areas or historic sites due to their geographic dispersion.

2.2 Indigenous-Inspired Spa

Spa tourism is prevalent around the world. Tourism, wellness, and spa are all rela-
tively new trends that are growing at a rapid pace these nowadays. According to Ell
(2015), the wellness industry’s rise is fueled by a growing interest in wellness as
workplaces become more stressful. The spa sector grew out of a slew of small enter-
prises and cottage industries that existed in parallel in many different areas globally,
primarily based on local bathing, beauty, wellness, and healing activities (Koncul
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2012). Sharing culture through storytelling helps preserve cultural traditions, mainly
since many cultures rely on oral history (Hodge et al. 2002). Similarly, the concept
of oral history is relevant to spa tourism.

Yanping (2006) deems storytelling vital in integrating culture with spa objects
such as hot springs or spa temples. Today traditional Indigenous healing is indeed
being shared more broadly. As the importance of such practices has been resurrected,
the artistry of traditional Indigenous healing has entered a period of increasing popu-
larity (Struthers et al. 2004). While Indigenous treatments are increasingly being
incorporated into spa treatments, some opponents contend that cultural issues should
be a more essential aspect of tourism planning (Donohoe 2011). However, the liter-
ature on wellness tourism, specifically regarding the indigenous-inspired spa market
segmentation for the wellness sale indicator, leaves unanswered questions. Theo-
retically, the indigenous-inspired spa offers various facials, massages, skincare, and
body treatments emphasizing Native Malaysian traditional ways and beliefs.

2.3 Value Proposition Canvas

In strategic business planning, the value proposition concept plays a vital role. Collec-
tively, the value proposition is a statement that summarizes a business strategy and
highlights its unique competitive advantage that will deliver to the target customers
(Payne and Frow 2014). The dynamic element of value propositions has recently
been highlighted, and interest in the notion has resurfaced, mainly due to spa and
wellness center operations. According to Tamilmani et al. (2020), companies that
focus on niche products or services, offering a unique value proposition to consumers
through innovative business models, can reach the road to profitability much earlier.

Value proposition canvas serves as a mechanism to discover the demands of clients
and develop the products and services based on the customer expectation (Oster-
walder et al. 2014). As illustrated in Fig. 1, the analysis of the value proposition
and customer segment is carried out in depth and arranged in six elements namely
customer pains, customer gains, customer jobs, products and services, pain relievers
as well as gain creators. Some properties could be considered for forming the spa’s
roadmap to gain the products and services in order to meet consumers’ expecta-
tions and deliver a distinctive product or service. To meet client requirements in
the desired market niche, each value proposition should meet certain unique and
specialized criteria.
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Fig. 1 Value proportion canvas

3 Study Framework

Modern spa enterprises provide a wider range of spa services that require them to
seek the value of proposition of the client that can help them to acquired new market
segments (Szromek and Wybrariczyk 2019). An opportunity to find the optimal form
of a value proposition could be to view the spa product from the perspective of a
business model (Osterwalder and Pigneur 2010). Thus, learning about the value for
the client of this service sector helps create a new business model more adapted to the
client’s requirements (Johnston and Lawrence 1991). Particularly significant may be
the penetration of elements of the spa product structure and model components in
the context of traditional and modern spa offers. The category of value for the client
as one of the elements of the business model is a very capacious concept.

The development of the value proposition for the indigenous inspired spa under-
taken in this study required a familiarization with the expectations reported by the
client and owner. However, this study will extend the analysis of the needs of current
owner and customers as well as the potential customer (spa-goers) in spa industry.
The purpose framework of this study was formulated to recognize and identify the
possibility of key values from the owner and spa-goers of spa enterprise. Conse-
quently, this input can be used to build a competitive advantage by expanding the
value proposition for the business model in the indigenous inspired spa and at the
same time seeking opportunities for new potential customer segment for this industry
that could enable indigenous inspired spa to be more competitive in the wellness
tourism industry (Fig. 2).
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Fig. 2 Proposed study framework

Table 1 Construction of interview protocol based on a Golden Circle Model

Construct | Description of spa owner Description of spa-goers
What * What does the indigenous inspired spa | ¢ What does the customer think the
do? indigenous inspired spa does?
* What value does the indigenous * What can be done to reinforce the
inspired spa provide? value offered to the customer?
How * How does the indigenous inspired spa | * How does the customer think the
perform its key activities? indigenous inspired spa performs its
* How does the indigenous inspired spa key activities?
provide value? * How does the indigenous inspired spa
communicate its value to the customer?
Why * Why does the indigenous inspired spa | * Why does the customer think these
perform these activities? activities are performed?
* Why does the indigenous inspired spa | * Why does the customer value the
provide value? indigenous inspired spa over its
competitors?

4 Proposed Research Methodology

The activities of the indigenous-inspired spa will be investigated using a qualita-
tive research approach in order to deliver value to its clients. A qualitative research
approach allows researchers to collect all the information of certain elements, which
aids in developing a greater understanding of the circumstances (Hodges 2011). A
purposive sampling strategy will be performed in this study. The methodology that
will be used is on-site observation, and in-depth interviews with visitors (spa-goers)
and employer of the two selected case studies. The first case study is Spa Village
Cameron Highland, Pahang, and the second case study is Spa Village Gaya Island,
Sabah. The reason for the chosen selected spas as case studies is both claims are
indigenous-inspired spas. Each spa has similarities in facilities and service provided.

To construct a compelling value proposition, it will be critical to assess the
problem, appraise whether the breakthrough is unique and compelling, measure
prospective consumer adoption using the gain/pain ratio, and finally build the value
proposition. In order to gather the data, the interview protocol will be developed
based on a Golden Circle Model, which consists of three construct namely what,



Designing Value Proposition for Indigenous Inspired Spa Strategic Marketing ... 339

how and why (Table 1) as well as four fundamental questions such as innova-
tion, marketing, production, and recovery. The thematic analysis and coding will
be assisted in analyzing patterns or themes within the collected data.

5 Conclusion

The wellness tourism sector is only focused on promoting a single well-known culture
due to a lack of information and previous research on the concept and potential
market of the indigenous-inspired spa. Spa development and operation are inextri-
cable to cultural and heritage assets. The idea of segmenting the indigenous-inspired
spa market is to separate a heterogeneous market into relatively homogeneous divi-
sions. Therefore, the results will benefit the stakeholder and drove organizations
in the wellness tourism industry to consider practical operational information on
value proposition in developing marketing strategies specifically for the Malaysian
indigenous-inspired spa sector. Practicing indigenous traditions through sharing viaa
spa setting will help or has the potential to promote and preserve indigenous heritage.
Besides that, properly planned and managed wellness tourism will offer a means of
poverty alleviation and positive community development. This work is the first of
its kind exploring spa-goers and spa owner experiences who are involved in the
Malaysian indigenous-inspired spa sector.

Funding This work was supported by the Ministry of Higher Education Malaysia under the
Fundamental Research Grant Scheme (FRGS), R/FRGS/A1100/00651A/002/2020/00878.
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Abstract The study examines the customers’ perception towards buying insur-
ance online with factors taken from the theory of planned behavior like attitude,
subjective norm, and perceived behavioral control among the Chinese working
adults. The research collected cross-sectional survey-based data. The collected data
analyzed with the structural equation modeling with SmartPLS 3.1. The study’s
results offer empirical support that internet trustworthiness positively influences the
attitude towards making purchases online, normative structure positively and signif-
icantly impacts the subjective norms towards internet purchase, and user internet
self-efficacy significantly influences the perceived behavioral control for the internet
purchase. The results confirm that the attitude and perceived behavioral control posi-
tively and significantly influence intention to purchase insurance online. Intention to
purchase insurance online significantly predicts the behavior of purchasing insurance
online. Current research establishes significant empirical evidence that the behav-
ioral attitudinal beliefs build on the behavioral beliefs towards the making purchase
over the internet. The subjective norms for internet purchase are not supportive, and
consumers are finding less social support to buy financial products over the internet.
Current work extends the theory of planned behavior with the behavior beliefs that
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purchase behaviors.
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1 Introduction

In the last decade, the retail industry witnessed a shift towards using multiple-channel
retail and online retailing, becoming popular in recent times (Nawi et al. 2020). The
information computer technology (ICT) driven retailing empowers the consumer to
shop at connivance and with the ability to compare multiple offers in a single point
of time (IWS (Internet World Stats) 2020). Internet buying is becoming the norm in
recent times. The adoption of internet purchasing brings the efficiency of delivery and
easy interaction with the seller; however, the quality of technology infrastructure and
payment over the internet are crucial aspects of the internet purchase systems (Gurung
2016; Hsu et al. 2006). Availability and access internet by computer and mobile
phones empowers the public to use the internet for online shopping (Ha et al. 2019).
Online purchases became a part of daily life for purchasing airline tickets, booking
hotel rooms, movie tickets, and general consumer products (Ariffin et al. 2018).
However, despite the crucial growth of online shopping, online financial products
have not seen much growth yet. Certain problems and challenges have emerged, like
user information security, payment issues, and product quality-related issues (Adapa
and Roy 2017). The consumer vulnerability in online shopping remains a significant
issue in accepting online shopping for financial products (Arora and Sahney 2017;
Bashir and Madhavaiah 2015).

Online shopping offers multiple notions of consumer behaviors based on the
trust and social norms towards internet buying, impacting the individual’s personal
inclination towards buying online (Adapa and Roy 2017; Arora and Sahney 2017).
The trust facilitates the confidence that the prospective consumer has in the system
and payment made securely (Aboelmaged 2010). The social norms promote internet
buying acceptance as a suitable standard in the community (Ariffin et al. 2018).
Recently, buying over the internet or e-commerce has grown by 20% yearly, and non-
traditional buyers are using the internet to sell their products and services like finan-
cial products (Arora and Sahney 2017; DataPortal 2020). Moreover, e-commerce
is increasing by 10% monthly with the advent of the COVID-19 influences online
purchase behavior (DataPortal 2020). The rise in internet base consumer buying may
touch the US$ 5 trillion by 2021 (IWS 2020). E-commerce may become 20% of the
total global trade volume (DataPortal 2020).

With the rise in internet commerce acceptance worldwide, financial products’
purchase remains slow on the internet (Anouze et al. 2018). The acceptance of
banking services purchase and other financial services purchase over the internet
remain unexplored in most of the world like the buying insurance contributes towards
the saving and economic growth of a country (Tariq and Md Husin 2019). However,
no such study explored the buying of insurance products and services on the internet.
Many insurance firms start using the internet to contact and sell insurance products
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(Aziz et al. 2019). The insurance firms need a thorough understanding of consumer
behaviors to adopt insurance purchases over the internet. As the perception, attitude
and behaviors are interlinked, and perception of internet buying promotes the right
attitude to triggers the behaviors towards buying insurance products over the internet
(Ajzen 1991; Masoud 2013). Therefore, the current study aims to extend the inten-
tion to purchase and purchase behavior towards insurance on the internet among
the Chinese samples with planned behavior theory. TPB extended with the three
respective behavioral beliefs that impact attitudinal beliefs. The following section
of the paper discusses the relevant literature and the hypothesis’s development for
the research work. The following section, summaries the method adopted for the
research and results of the research were reported. Then, for the last section offers
the discussion and conclusion of the research work.

2 Literature Review

2.1 Theory of Planned Behaviour

Theory of Planned Behaviour (TPB) was developed to explicate factors that influence
the intention and behaviors with the three essential factors of attitude, subjective
norms, and perception of behavioral control (Ajzen 1991). These factors facilitate or
hinder the performance of particular behaviors. TPB was an extension of the theory
of reasoned action (TRA) and widely utilized to explore social psychology-related
behaviors (Ariffin et al. 2018; Cheah et al. 2014). Behavioral beliefs impact the
attitudinal state like attitude towards behavior, subjective norms for behavior, and
behavior control under exploration (Bashir and Madhavaiah 2015). A TPB review
exposed many studies that utilized the TPB to explore the purchase intention and
purchase behaviors towards technology adoption and adoption of online purchases
(8, 18). TPB remains the prime theory to explore and explain the intention and
behaviors, but three attitudinal states evolved based on certain beliefs. The trust and
normative beliefs promote the attitudinal and social normative beliefs (Cheah et al.
2014; Geber-Persson et al. 2016). Purchase of financial products is much different
from buying general consumer products and services (Bashir and Madhavaiah 2015;
Aziz et al. 2019).

The security and perception of social acceptability help individuals purchase prod-
ucts or services online (Gurung et al. 2016). Trust helps build confidence among
online shoppers to engage in online shopping for daily consumption (Ha et al. 2019),
or even luxury products (Geber-Persson et al. 2019). Prevailing social norms facil-
itate the acceptance of new technology like internet shopping (Godey et al. 2016).
However, individual-level experience and confidence in one’s ability promote the
intention to use the internet for online shopping (Chen and Lin 2019). Personal
internet-based self-efficacy harnesses the attitude to accept internet services (Chiu
et al. 2005). Therefore, for the current study, we incorporate the belief of trust
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impacting the attitude towards internet purchase, normative structure impacting
the subjective norms, and personal internet self-efficacy influence the perception
of control behavior. Therefore, these study intent to explore the customer intention
and behavior towards buying insurance online with the TPB. Then, extending the
TPB with the belief of trustworthiness, normative structure, and self-efficacy.

2.2 Internet Trustworthiness

The Internet is considered risky and has a perception of security harnessing online
purchases (Bashir and Madhavaiah 2015). Trust is the perception of having low
risk and meeting consumer expectations (Aziz et al. 2019). The consumer privacy
is essential in internet purchases, and consumer shows higher trustworthiness if the
perception of risk and privacy protection is higher (Geber-Persson et al. 2016). Young
consumers are more inclined to use online purchases as young consumers trust online
shopping (Chen and Lin 2019).

2.3 Normative Structure

The normative structure represents the collective self-cognition that prevails in a
community or segment of society (Zheng et al. 2018). The peers and family cognition
perceive what others perceive as acceptable and enable a positive perception of the
behavior (Godey et al. 2016). The general normative structure facilitates the adoption
or to engage of new behaviors. The cultural context and collective norms build the
normative structure (Cheah et al. 2014). For internet purchases, online buying’s
acceptability rests on the prevailing online buying in society or around the particular
context (Arora and Sahney 2017). The normative structure offers the cultural norms
in general that offer acceptability or rejection to exhibit the specific behaviors under
exploration (Zheng et al. 2018).

2.4 Internet Self-efficacy

Self-efficacy depicts the perceived ability and interest based on self-appraisal to
perform the task at hand (Yabarra and Trafimow 1988). The use of technology
requires the specific capabilities to use the technology with minimum assistance.
Computer self-efficacy describes the individual attitude towards using the computer
with having perceived skills and capabilities to use the computer (Anouze et al. 2018).
Computer-based self-efficacy nurtures the perception of empowerment to deal with
the computer or internet (Cheah et al. 2014). The internet-based self-efficacy enriches
the perception of exploring and using the internet for e-shopping (Ariffin et al. 2018).
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2.5 Attitude Towards Internet Purchase

Attitude is a consistent way of behaving among individuals; individuals interact
with their respective memory towards the object in question and summarily evaluate
that objective (Ajzen 1991). Attitude reveals the product’s psychological assess-
ment or services (Anouze et al. 2018). The previous good and enjoyable experience
promote a positive attitude towards using the internet to make purchases (Bashir and
Madhavaiah 2015). The buying experiences of product or services on the internet is
much different from the buying in-store (Bandura 2020).

2.6 Subjective Norms

Subjective norms represent the perception of the social pressure to act or not to act a
specific behavior (Hsu et al. 2006). Subjective norm refers to the people’s importance
around the individual that influences individual decision-making or behavior (Cheah
et al. 2014). Social acceptance of online shopping brings online shopping adoption
among consumers and reduces risk perception among the consumers (Pappas 2016;
Bandura 2020). Recent literature signifies the importance of the subjective norms
that influence the individual intention towards action taking (Nawi et al. 2020).

2.7 Perceived Behavioral Control

Perceived behavioral control represents the individual perception of easiness or diffi-
culty for the specific behavior’s performance (Bandura 2020). The perception of the
right motivation and ability promotes the intention to engage in a specific behavior
(Hsu et al. 2006). Purchase intention significantly rests on the individual ability and
motivation to engage in the purchase behavior (Pappas 2016; Bandura 2020).

2.8 Intention to Purchase Insurance Online

Intention shows the individual willingness to buy or ready to engage in a specific
behavior. TPB and TRA proposed the behavioral intention as a proxy of the behavior
that individual shows extent willingness and efforts to perform the specific behavior
(Aziz et al. 2019). The prospective purchase behavior towards banking over the
internet shows the satisfaction and need to use the internet to purchase banking
products (Raut et al. 2020).
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2.9 Insurance Purchase Behavior

Intention leads to the execution of actual behavior. Purchase behavior depicts as the
display of the behavior for buying insurance over the internet (Tariq and Md Husin
2019; Bandura 2020).

2.10 Hypothesises Development

Internet Trustworthiness Belief and Attitude Towards Internet Purchase Inten-
tion. Intheinternet purchase environment, the consumer place much on the trustwor-
thiness of social media. Trust plays a significant part in the relationship development
between the consumer and the business (Bandura 2020). Trust helps to reduce the
related risk and diminishes the consumer vulnerability in online shopping (Masoud
2013). Internet trustworthiness promotes the attitude towards buying products and
services online (Geber-Persson et al. 2016). The trusting belief helps develop a posi-
tive attitude towards buying on the internet (Geber-Persson et al. 2016; Bandura
2020). Perception of higher risks associated with online purchases builds the lack
of trust in the e-buying. Arora and Saheny (2017) postulate that trust in internet
purchases promotes the attitude towards internet purchases among Indian samples.
In view of this, the following hypothesis was proposed.

Hypothesis (H1): Internet trustworthiness belief positively affects attitude towards
internet purchase among Chinese youth.

Normative Structure and Subjective Norms Towards Internet Purchase. The
normative structure offers the cultural fabric to perceive the actions and behaviors
as acceptable (Zheng et al. 2018). Self-beliefs build on the prevailing social beliefs
of accepting new technology like internet banking and online shopping (Hsu et al.
2006). Insurance firms are using the internet to offer insurance products and attract
consumers (Tariq and Md Husin 2019). Most consumers prefer to shop online as
online shopping is continuously becoming more popular (Nawi et al. 2020). In view
of this, the following hypothesis was formed.

Hypothesis (H2): Normative structure positively affects subjective norms among
Chinese youth.

Internet Self-efficacy Belief and Perceived Behavioral Control Towards Internet
Purchase. Self-efficacy reduces the perception of control beliefs, and individual
perceives having the suitable ability and motivation to engage in the specific behavior
(Yabarra and Trafimow 1988). Internet self-efficacy pronounces the right and suffi-
cient ability to perform internet-based services (Anouze et al. 2018). Consumers
were having the right level of internet-based self-efficacy to adopt technology and
internet-based commerce (Gurung and Raja 2016). The internet self-efficacy reduces
control behaviors’ perception; consumers willingly search and compare the different
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insurance services available for sale online (Tariq and Md Husin 2019). In view of
this, the hypothesis was proposed.

Hypothesis (H3): Internet self-efficacy positively affects the perceived behavioral
control among Chinese youth.

2.11 Formation of Insurance Purchase Intention

TPB postulates that the emergence of the intention develops on the three factors:
attitude, subjective norms, and perceived behavioral control. The following section
offers the hypotheses development for the subject study.

Attitude Towards Internet Purchase. Attitude defines as the predisposition to
behave consistently favorable or unfavorable towards a given object (Hsu et al. 2006).
The Internet offered a unique marketplace that is very much different from traditional
store buying (Nawi et al. 2020). The prospective consumers show interest and confi-
dence in using the internet for making purchases (Tariqg and Md Husin 2019). Previous
literature stresses and offered empirical evidence that the consumer attitude signifi-
cantly influences the purchase intention (Chen and Lin 2019). Bashir and Madhavaiah
(2015) advocated that consumer attitude significantly influences intention to adopt
internet banking services among young Indian samples. Therefore, based on above
discussion, the following hypothesis was formed:

Hypothesis (H4a): Attitude towards internet purchase positively affects the insur-
ance purchase intention over the internet among Chinese youth.

Subjective Norms. The family and peers are significant influencers for the user
behaviors (Godey et al. 2016). The positive word of mouth and experiences of the
peers generate the intention to use the new technology like the internet to shop
(Geber-Persson et al. 2016). Social acceptability is vital for developing the intention
to use new technologies (Ha et al. 2019). Bashir and Madhavaiah (2015) suggest
that subjective norms positively influence online purchases like banking services
and financial products. The provided debates lead to the following hypothesis:

Hypothesis (H4b): Subjective norms towards internet use positively affects the
subjective norms for internet purchase among Chinese youth.

Perceived Behavioral Control. Control belief stems from understanding the
inability to perform the task or behavior at hand (Godey et al. 2016). The antici-
pation of difficulties or obstacles reduces the perception of engaging in the specific
expected behavior (Bashir and Madhavaiah 2015). Thus, perceived behavioral control
lead to the particular behavior whether it can be easy or difficult perspectives (Ha
et al. 2019). These decision perform an individual’s confidence for a specific task
significantly influences their intention and behavior (Ajzen 1991).
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Individuals with computer skills have less control of using the internet for
purchases (Hsu et al. 2006). Considering the above discussion, this study postulate
the following hypothesis:

Hypothesis (H4c): Perceived behavioral control positively affects the insurance
purchase intention over the internet among Chinese youth.

Purchase Intention Impact on Purchase Behavior. Purchase intention suggests
the consumer’s likelihood of purchasing in the future. The numerous number of the
study had applied purchase intention to estimate a future web use (Arora and Sahney
2017) or future purchase on the internet (Bandura 2020) due to their willingness or
promise to engage in a particular activity or behavior related to future consumption,
many studies have employed. Hence, the following hypothesis was formed:

Hypothesis (HS): Intention to purchase insurance positively and significantly affects
the insurance purchase behavior over the internet among Chinese samples.

2.12 Mediational Effect

Internet trustworthiness belief generates the perception of benefits and leads to the
development of attitude towards internet purchase. Recently, Tariq and Md Husin
(2019) postulate that attitude mediates the relationship between the trust belief and
intention to purchase over the internet. Social norms nurture from the prevailing
structure of the prevailing norms (Zheng et al. 2018). Normative structure as belief
impacts the subjective norms and leads to the development of the intention to adopt
(Godey et al. 2016). Social belief helps to progress the perception of acceptability
of certain behaviors (Geber-Persson et al. 2019). Empirical evidence supports the
claims that the PBC impacts adopting the technology (Bashir and Madhavaiah 2015).
PBC as a control belief generates the limitation of resources or abilities to perform
the particular behaviors (Ajzen 1991). Recently, the empirical evidence suggests
PBC mediates the perception of control belief and intention towards using internet
behaviors (Ariffin et al. 2018). Based on the above discussion, following hypotheses
was proposed:

HM1: Attitude towards internet purchase mediates the relationship between the
internet trustworthiness belief and intention to purchase insurance online.

HM2: Subjective norms towards internet use mediates the relationship between the
normative structure and intention to purchase insurance online.

HM3: Perceived behavioral control towards internet purchase mediates the relation-
ship between internet self-efficacy and intention to purchase insurance online.
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Mediational Effect of the Brand, Relationship, and Value Equities on the Online
Purchase Intention. TPB framework postulates that the intention mediates the rela-
tionship between the predictors of intention, i.e., ATE, SUN & PBC, and the behavior
under examination (Tariq and Md Husin 2019). Joey (2007) empirically examines
the mediational impact on the intention between the predictors of intention and
behaviors. Hence, the following hypotheses as below:

HM4 a-c: Intention to purchase insurance online mediates the relation between the
attitude, subjective norm & perceived behavioral control and insurance purchase
behavior over the internet.

3 Research Methodology

3.1 Data Collection and Study Sample Design

A cross-sectional design has been employed to examine the factor influencing atti-
tude, subjective norms, and perceived behavioral control, intention, and purchase
behavior towards insurance over the internet. The judgment sampling was utilized
for data collection. Then, the collected data inputted into Statistical Package Social
Science (SPSS) and PLS-SEM for further analysis.

3.2 Sample Size

The target population of the current study was the working individuals in China. The
sample size calculation was performed with G-Power 3.1 with the power of 0.95 and
effect size 0.15 having seven predictors. The required sample size was 84 (Wu and
Song 2021). Moreover, the lowest threshold of 200 samples was suggested for PLS-
SEM (Raut et al. 2020). The study intends to employ the 2nd generation of statistical
analysis technique of structural equation modeling; we decided to collect about 250
respondents. The convenience sampling technique utilized a few qualifying questions
added to the survey by taking the respondents’ consent to participate in the study. The
data collection was performed online by posting the survey on http://www.wjx.cn/
from October 2020 to November 2020.

3.3 Research Instrument

Questions items for internet trustworthiness belief adapted from an earlier work of
Gurung and Raja (2016), Bashir and Mashaviah (2015), Joey (2017 and Aziz et al.
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(2019). Normative structure items were revised from the work of Cheah et al. 2014,
Joey (2004), and Tarqi and Md Husin (2019). Internet-based self-efficacy evaluated
with the item taken from the work of Anouze et al. (2018), Joey (2004), and Tariq and
Md Husin (2019). Attitude towards buying on the internet taken from Anouze et al.
(2018), Geber-Persson et al. (2019), and Gurung and Raja (2016). Subjective norm
assessed with the items taken from the work of Geber-Persson et al. (2019), Gurung
and Raja (2016), and Joey (2004). Perceived behavioral control was evaluated with
the items taken from Cheah et al. 2014, Geber-Persson et al. (2019) and Tariq and Md
Husin (2019). Online insurance purchase intention was evaluated with items taken
from the work of Anouze et al. 2018, Bashir and Mashavaiah (2015), and Geber-
Persson et al. (2019). For online purchase behavior for insurance items borrowed
from the work of Aziz et al. (2019), Anouze et al. (2018), Bashir and Mashavaiah
(2015), Geber-Persson et al. (2019), and Gurung and Raja (2016). A five-point Likert
scale (1 to 5, from “strongly disagree” to “strongly agree”) used for the dependent
variable, and a five-point Likert scale (1 to 5, from “strongly disagree” to “strongly
agree”) was used for all variables (Table 1).

Table 1 Construct No. of items and sources

Variable Items | Source

Internet trustworthiness beliefs 5 Gurung and Raja (2016), Bashir and
Mashavaiah (2015), Joey (2004), Aziz et al.
(2019), and Geber-Persson et al. (2019)

Normative structure 5 Joey (2004), Cheah et al. (2014), and Tariq
and Md Husin (2019)

Self-efficacy 5 Anouze et al. (2018), Joey (2004) and Tariq
and Md Husin (2019)

Attitude towards buying on the internet |5 Anouze et al. (2018), Gurung and Raja

(2016), Bashir and Mashavaiah (2015), and
Geber-Persson et al. (2019)

Subjective norms 5 Gurung and Raja (2016), Joey (2004), Aziz
et al. (2019), Geber-Persson et al. (2019), and
Tariq and Md Husin (2019)

Perceived behavioral control 5 Gurung and Raja (2016), Cheah et al. (2014),
Joey (2004), Geber-Persson et al. (2019), and
Tariq and Md Husin (2019)

Online insurance purchase intention 5 Anouze et al. (2018), Bashir and Mashavaiah
(2015), and Geber-Persson et al. (2019)

Online insurance purchase behavior 5 Anouze et al. (2018), Gurung and Raja

(2016), Bashir and Mashavaiah (2015), Aziz
et al. (2019), and Tariq and Md Husin (2019)
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3.4 Assessment of Common Method Variance (CMV)

Social science research methods connected with the common method biases initiated
using single-source and a one-point time data collection method (Faul et al. 2007).
Harman’s (1976) one-factor test is recommended as an approach to estimate the CMV
issue for the study’s constructs (Faul et al. 2007). The use of one-factor Harman’s
test confirms that CMV is not a critical issue for study as the highest factor account
for 35.5% variance and less than the suggested limit of 50% (Faul et al. 2007).

3.5 Multivariate Normality

SEM-PLS associate with having no multivariate normality assumption in the data as
it is a non-parametric analysis instrument (Wu and Song 2021). Though multivariate
data normality confirmed following (Hair et al. 2019) endorsement, an online web
power tool (https://webpower.psychstat.org/wiki/tools/index) was exploited to check
the data normality. The test outcomes authorize that the data set is not as normal as
Mardia’s multivariate coefficient p-values come less than 0.05 (Harman 1976).

3.6 Data Analysis Method

Partial least squares structural equation modeling (PLS-SEM) through the Smart-
PLS software 3.2 exploited to evaluate the collected data. PLS-SEM is a multi-
variate investigation tool that evaluates path models with latent constructs (Raut
et al. 2020). PLS-SEM allows the researcher to work with non-normal and small
data sets. Similarly, PLS-SEM is casual-predictive by nature, providing the advan-
tage to deals with complex models (Peng et al. 2012). Two-step procedures suggested
examining data with PLS-SEM, the first measurement performed to appraise every
study construct (Raut et al. 2020). The second stage was completed to estimate the
structural model relations and examine study hypotheses with significance levels
(Peng and Lai 2012). Model assessment performed with 12, Q2, and the effect size f2
describes the exogenous construct’s path effect for the endogenous construct (Raut
et al. 2020).
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4 Data Analysis

4.1 Demographic Characteristics

Among the respondents, 53.1% of respondents were female, and the remaining are
male. The 32.6% of the respondents were having the aged between 25-30 years,
the respondents having age between 31-40 years are 32%, 15.5% of the respondent
have age between 41-50 years, 13.8% of the respondents aged between 18—24 years,
remaining respondents have age above than 50 years. 31.7% of the respondents have
a Bachelor degree-level education, 22.3% of the respondents have the education less
than high school, 15.8% of the respondents have high school level education, 12% of
the respondents have college-level education, remaining respondents have the Master
level or higher level of education. Among the respondents, 4.7% of the respondents
having monthly incomes of less than or up to 1,000 yuan, 17.0% of respondents have
monthly incomes between 1,001-2,000 yuan, 26.7% of respondents have monthly
incomes between 2,001 and 3,000 yuan, 26.7% of the study respondents have the
monthly income of 3,001 to 4,000 yuan, and 24.9% of respondents have a monthly
income of more than 4,001 yuan. The demographic analysis reported in Table 2.

Table 2 Demographic characteristics

N % N %
Gender Education
Male 160 46.9 Below high school 76 223
Female 181 53.1 High school certificate 54 15.8
Total 341 100.0 College 41 12.0
Bachelor degree 108 31.7
Age Group Master’s degree and above 62 18.2
18-24 years 47 13.8 Total 341 100.0
25-30 years 111 32.6
31-40 years 109 32.0 Monthly Income
41-50 years 53 15.5 Less than RMB1000 16 4.7
Above than 50 years 21 6.2 RMB 1001-RMB2000 58 17.0
Total 341 100.0 RMB 2001-RMB3000 91 26.7
RMB 3001-RMB4000 91 26.7
Above RMB 4001 85 24.9
Total 341 100




Online Insurance Purchase Intention and Behaviour ... 353

4.2 Reabilities and Validities

Taking the direction from Wu and Song (2021), reliabilities for the study’s latent
constructs were attained and evaluated by Cronbach’s alpha (CA), DG rho, and
composite reliability (CR). CA values for each construct are well above the threshold
of 0.70, and the minimum score of CA values is 0.838 (Peng and Lai 2012). The
results are described in Table 3. Furthermore, all the DG rho values are also well
above the threshold of 0.70, where the minimum score of DG rho was 0.845 (Raut
et al. 2020). Additionally, CR values were well beyond the threshold of 0.70, where
the CR value’s minimum value was 0.885 (Peng and Lai 2012). These results signify
that the latent constructs reached satisfactory reliabilities and performed well for the
later analysis. AVE for all items for each construct must be above than 0.50 score to
the extent the adequate convergent validity to support the uni-dimensionality of each
construct (Raut et al. 2020). Items display that constructs have acceptable convergent
validity (see Table 3). All the VIF values for each construct well below the threshold
of 3.3, displaying no multicollinearity issue (Peng and Lai 2012). The item loading
and cross-loading were reported to validate the construct discriminant validity and
reported in Tables 4 and 5.

Table 4 demonstrates the construct for discriminant validities. Furthermore, the
Fornell-Larcker criterion (1981) was utilized for discriminant validity on the study
constructs. Fornell-Larcker criterion estimated with the square root of respective
construct AVE, and the square root of AVE for the construct, must be higher than the
correlation among the other constructs (Cain et al. 2017). The HTMT ratio essentially
is less than 0.85 to provide the evidence for discriminant validity for study constructs
(Chin 2010). Table 4 shows the study has confirmation of discriminant validity for
each construct. The Cross-loading table provided in the appendix. The cross-loading

Table 3 Reliability and validity

Variables No. items CA DG rho CR AVE VIF
ITB 5 0.890 0.901 0.918 0.693 1.000
NSE 5 0.921 0.924 0.941 0.760 1.000
SFY 5 0911 0.922 0.934 0.740 1.000
ATI 5 0.893 0.923 0.920 0.700 1.117
SNS 5 0.942 0.943 0.956 0.812 1.274
PBC 5 0.932 0.942 0.948 0.787 1.318
IPI 5 0.886 0.890 0.917 0.687 -

IPB 5 0.838 0.845 0.885 0.607 -

Note ITB: Internet trustworthiness beliefs; NSE: Normative structure, SFY: Self-efficacy; ATI:
Attitude towards internet purchase; SNS: Subjective norms; PBC: Perceived behavioral control; IPI:
Intention to purchase insurance online, IPB: Insurance purchase behaviour. SD: Standard Deviation;
CA: Cronbach’s Alpha; DG rho - Dillon-Goldstein’s rho; CR - Composite Reliability; AVE - Average
Variance Extracted; VIF - Variance Inflation Factors

Source Author’s data analysis
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Table 4 Discriminant validity

ITB |NSE  |SFY |ATI  [SNS | IPI IPB
Fornell-Larcker Criterion
ITB 0832

NSE 0.252 0.872
SFY 0.338 0.200 0.860
ATI 0.347 0.187 0.326 0.837
SNS 0.227 0.574 0.185 0.243 0.901
PBC 0.266 0.409 0.198 0.300 0.450 0.887
IPI 0.287 0.350 0.307 0.319 0.280 0.545 0.829
IPB 0.230 0.300 0.207 0.333 0.314 0.520 0.519 0.779
Heterotrait-Monotrait Ratio (HTMT)
ITB -
NSE 0.270 -
SFY 0.372 0.216 -
ATI 0.368 0.215 0.346 -
SNS 0.240 0.614 0.197 0.268 -
PBC 0.285 0.437 0.210 0.320 0.476 -
1PI 0.318 0.386 0.341 0.347 0.302 0.587 -
IPB 0.261 0.339 0.232 0.373 0.352 0.584 0.598 -

Note 1TB: Internet trustworthiness beliefs; NSE: Normative structure, SFY: Self-efficacy; ATI:
Attitude towards internet purchase; SNS: Subjective norms; PBC: Perceived behavioral control;
IPI: Intention to purchase insurance online, IPB: Insurance purchase behavior

Source Author’s data analysis

method suggested that the outer loading of the construct should exceed the corre-
sponding construct loading for the acceptable construct of discriminant validity. The
obtained results reaffirmed the discriminant validity of all constructs in this study
(Table 5).

4.3 Path Analysis

The measurement calculation was executed after gaining the study’s model relia-
bilities and validities from the structural model calculation to investigate the study
hypothesis. The adjusted 12 value for the internet trustworthiness belief as an exoge-
nous construct on the attitude towards internet purchase elucidates the 11.8% of
change in the attitude towards internet purchase. The predictive relevance (Q2) value
for the part of the model is 0.080 indicating a small predictive relevance (Peng and
Lai 2012). The adjusted r2 value for the normative structure as exogenous constructs
on the subjective norms explains the 31.8% of change in the subjective norms. The
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Table 5 Cross loading
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ITB NSE ISF ATI SNS PBC IPI 1IPB
ITB1 0.847 0.244 0.298 0.323 0.241 0.238 0.272 0.176
ITB2 0.818 0.203 0.258 0.320 0.184 0.249 0.223 0.204
ITB3 0.899 0.274 0.309 0.310 0.233 0.235 0.272 0.234
ITB4 0.803 0.155 0.287 0.226 0.137 0.196 0.210 0.168
ITB5 0.789 0.144 0.254 0.239 0.120 0.171 0.206 0.166
NSE1 0.193 0.840 0.141 0.125 0.435 0.290 0.263 0.209
NSE2 0.229 0.865 0.192 0.166 0.502 0.364 0.378 0.272
NSE3 0.203 0.913 0.172 0.175 0.507 0.409 0.293 0.284
NSE4 0.221 0.903 0.156 0.180 0.541 0.344 0.278 0.272
NSE5 0.249 0.836 0.207 0.162 0.506 0.369 0.310 0.266
ISF1 0.226 0.297 0.829 0.250 0.198 0.194 0.307 0.181
ISF2 0.128 0.224 0.741 0.212 0.113 0.136 0.246 0.148
ISF3 0.375 0.108 0.893 0.301 0.154 0.150 0.238 0.164
ISF4 0.362 0.116 0.924 0.319 0.155 0.182 0.261 0.198
ISF5 0.346 0.108 0.903 0.311 0.164 0.175 0.261 0.192
ATI1 0.356 0.118 0.337 0.907 0.194 0.250 0.301 0.298
ATI2 0.388 0.128 0.350 0.896 0.182 0.222 0.264 0.295
ATI3 0.193 0.154 0.140 0.667 0.166 0.161 0.131 0.149
ATI4 0.225 0.258 0.266 0.801 0.248 0.269 0.259 0.267
ATIS 0.240 0.163 0.216 0.888 0.241 0.344 0.339 0.347
SNS1 0.229 0.524 0.183 0.221 0.928 0.383 0.251 0.280
SNS2 0.199 0.510 0.167 0.246 0.903 0.488 0.290 0.324
SNS3 0.179 0.532 0.137 0.210 0.906 0.417 0.235 0.267
SNS4 0.236 0.511 0.193 0.233 0.910 0.448 0.287 0.313
SNS5 0.176 0.506 0.153 0.181 0.857 0.281 0.192 0.224
PBCl1 0.231 0.388 0.168 0.294 0.437 0.919 0.518 0.456
PBC2 0.264 0.384 0.223 0.287 0.416 0.913 0.513 0.510
PBC3 0.252 0.369 0.180 0.328 0.412 0.901 0.535 0.471
PBC4 0.223 0.365 0.143 0.201 0.366 0.860 0.451 0.429
PBC5 0.200 0.295 0.154 0.195 0.353 0.838 0.373 0.433
IPI1 0.183 0.240 0.095 0.224 0.248 0.413 0.870 0.743
IPI1 0.201 0.260 0.250 0.234 0.197 0.343 0.806 0.424
IPI1 0.263 0.316 0.238 0.302 0.225 0.429 0.823 0.443
IPI1 0.243 0.289 0.249 0.245 0.234 0.513 0.814 0.432
IPI1 0.224 0.283 0.293 0.290 0.199 0.419 0.830 0.414
IPB1 0.254 0.298 0.248 0.253 0.295 0.533 0.580 0.743

(continued)
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Table 5 (continued)

ITB NSE ISF ATI SNS PBC IPI IPB
IPB2 0.260 0.257 0.175 0.273 0.260 0.489 0.471 0.811
IPB3 0.198 0.242 0.188 0.272 0.242 0.402 0.404 0.831
IPB4 0.171 0.202 0.134 0.239 0.237 0.362 0.359 0.741

Note ITB: Internet trustworthiness beliefs; NSE: Normative structure, ISF: Internet Self-efficacy;
ATT: Attitude towards internet purchase; SNS: Subjective norms; PBC: Perceived behavioral control;
IPI: Intention to purchase insurance online, IPB: Insurance purchase behavior

predictive relevance (Q2) value for the part of the model is 0.264 indicating a medium
predictive relevance (Peng and Lai 2012). The adjusted r2 value for the self-efficacy
as exogenous construct on the perceived behavioral control elucidates the 3.6% of
change in the perceived behavioral control to purchase on the internet. The predictive
relevance (Q2) value for the part of the model is 0.030 indicating a small predic-
tive relevance (Peng and Lai 2012). The adjusted 12 value for the three exogenous
constructs (i.e., attitude towards internet purchase, subjective norms, and perceived
behavioral control) on the intention to purchase insurance online illuminates the
31.8% of change in the intention to purchase the insurance online. The predictive
relevance (Q2) value for the part of the model is 0.215 indicating a medium predic-
tive relevance. The adjusted r2 value for the intention to purchase insurance online
construct on the insurance purchase behavior explains the 26.8% of change in the
insurance purchase behavior. The predictive relevance (Q2) value for the part of the
model is 0.159 indicating a medium predictive relevance (Peng and Lai 2012).
Model standardized path values, t-values, and significance level illustrated in
Table 6. The path coefficient between ITB and ATI (B = 0.347, t = 6.279, p =
0.000), indicating a significant positive effect of the internet trustworthiness belief
on the attitude towards internet purchase. The result forms significant statistical
support to accept the Hla. The path value for the NSE and SNS (f = 0.574, t =
12.093, p = 0.000) shows the effect of the normative structure for buying on the
internet has a positive and significant effect on the subjective norms for the internet
purchase, accordingly offers support for the acceptance of H2. The path between
ISF and PBC (B = 0.198, t = 2.997, p = 0.001), demonstrating the influence of
the internet-based self-efficacy on the perceived behavioral control, comes positive
significant; it carries evidence to support the H3. The path coefficient for the ATI
and IPT (B = 0.168, t = 3.450, p = 0.000), representing a positive and significant
effect of attitude towards internet purchase on the intention to purchase insurance
online; it offers the positive sign to support the H4a. The path value for the SNS
and IPT (B = 0.020, t = 0.369, p = 0.356) shows the significant effect of subjective
norms for internet purchase on the intention to purchase insurance over the internet,
accordingly offers support for the acceptance of H4b. The path between PBC and
IPT (B = 0.485, t = 8.898, p = 0.000), demonstrating the influence of the perception
of behavioral control on the intention to purchase insurance online, come positive
and significant; it delivers the evidence to support the H4c. The path value for the



Online Insurance Purchase Intention and Behaviour ... 357

Table 6 Path coefficients

HP Beta |CI CI T p r? 12 Q? Decision
—Min |- Max

H1 |ITB 0.347 | 0264 |0.440 | 6.279 |0.000 | 0.120 | 0.137 |0.080 |Accept
— ATI

H2 |NSE 0.574 | 0.500 | 0.648 |12.093 |0.000 |0.329 |0.490 | 0.264 | Accept
— SNS

H3 |ISF— [0.198 | 0.099 |0.310 | 2.997 [0.001 [0.039 |0.041 |0.030 | Accept
PBC

H4a |ATI— |0.168 | 0.090 |0.248 | 3.450 |0.000 0.038 Accept
IPT

H4b |SNS — [0.020 |-0.077 |0.110 | 0.369 |0.356 0.000 Reject
IPT

H4c |PBC — [0.485 | 0.395 |0.574 | 8.898 [0.000 |0.324 |0.265 | 0.215 | Accept
IPT

H5 |IPT— [0.519 | 0.428 |0.606 | 9.884 [0.000 [0.270 |0.369 |0.159 | Accept
IPB

Note ITB: Internet trustworthiness beliefs; NSE: Normative structure, ISF: Self-efficacy; ATI: Atti-
tude towards internet purchase; SNS: Subjective norms; PBC: Perceived behavioral control; IPI:
Intention to purchase insurance online, IPB: Insurance purchase behavior

Source Author’s data analysis

IPT and IPB (§ = 0.519, t = 9.884, p = 0.000) shows the positive and significant
effect of the intention to purchase insurance online on the purchase of the insurance
online, accordingly offers support for the acceptance of HS.

4.4 Mediating Analysis

The mediation effect of the ATI between the ITB and IPI was evaluated with the
hypotheses HM1. The result reveals that attitude towards internet purchase mediates
the relationship between internet trustworthiness belief and intention to purchase
insurance on the internet (f = 0.058, CI min = 0.027, CI max = 0.099, p = 0.005),
and offer support for the hypothesis HM 1. Hypothesis HM2, the relationship between
the NSE and IPI mediated by the SNS. The result depicts that the subjective norms do
not mediate the relationship between normative structure and intention to purchase
insurance on the internet ( = 0.012, CI min = —0.042, CI max = 0.065, p = 0.370)
and provides no statistical support for the hypothesis HM2. In hypothesis HM3, the
relationship between the ISF and IPI is mediated by the PBC. The result shows that
the perceived behavioral control mediates the relationship between self-efficacy and
intention to purchase insurance on the internet (f = 0.096, CI min = 0.045, CI max
= (0.156, p = 0.003) and delivers support for the acceptance of hypothesis HM3.
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Table 7 Mediating effect

Hypo | Associations Beta |CI-Min |CI-Max |¢ P Decision
HM1 |ITB — ATI— IPI |0.058 |0.027 0.099 2.607 |0.005 | Mediation
HM2 |NSE — SNS — IPI |0.012 | —0.042 |0.065 0.370 |0.356 | No mediation
HM3 |SFY PBC — IPI 0.096 |0.045 0.156 2.715 [0.003 | Mediation
HM4a |ITB — IPI - IPB | 0.030 |0.012 0.056 2.230 |0.013 | Mediation
HM4b |SNS — IPI - IPB |0.011 | —0.038 |0.060 0.336 |0.357 | No mediation
HM4c¢ |PBC — IPI — IPB | 0.252 |0.181 0.324 6.038 | 0.000 | Mediation

Note ITB: Internet trustworthiness beliefs; NSE: Normative structure, ISF: Internet Self-efficacy;
ATT: Attitude towards internet purchase; SNS: Subjective norms; PBC: Perceived behavioral control;
IPI: Intention to purchase insurance online, IPB: Insurance purchase behavior

Source Author’s data analysis

For hypothesis HM4a, the relationship between the ITB and IPB is mediated
by the IPI. The result reveals that intention to purchase insurance on the internet
significantly mediates the relationship between internet trustworthiness belief and
insurance purchase behavior (f = 0.030, CImin =0.012, CImax =0.056,p =0.013).
In hypothesis HM4b, the relationship between the SNS and IPB is mediated by the
IPIL. The result shows that intention to purchase insurance on the internet does not
mediate the relationship between subjective norms and insurance purchase behavior
on the internet (f = 0.011, CI min = —0.038, CI max = 0.060, p = 0.336), and
delivers no support for the hypothesis HM 1e. For hypothesis HM4c, the relationship
between the PBC and IPB is mediated by the IPI. The result reveals that intention to
purchase insurance on the internet significantly mediates the relationship between
perceived behavioral control and insurance purchase behavior on the internet (§ =
0.252, CI min = 0.181, CI max = 0.324, p = 0.000), and offers support to accept
the HM4c (Table 7).

5 Discussion

The study aims to explore the effects of the attitude, subjective norms, and perception
of behavioral control forming the intention to purchase insurance online and actual
purchase behavior for insurance buying online. By utilizing the TPB and extend with
the internet trustworthiness as behavioral belief impacting the attitude, normative
structure as normative belief impacts subjective norms, and internet self-efficacy
as control belief influencing the perceived behavioral control. The study findings
confirm that internet trustworthiness significantly impacts the attitude towards buying
over the internet, normative structure powers the prevailing subjective norms, and
internet-based self-efficacy influences the perception of control behavior. The attitude
and perception of behavioral control significantly trigger the intention to purchase
the insurance online. The subjective norms are not much support the formation of the
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intention to purchase insurance online. The intention to purchase insurance online
significantly promotes the insurance purchase behavior over the internet. The study’s
first hypothesis advanced to evaluate the effects of the ITB on the ATI agree that the
ITB (f2 = 0.137) has a significant and medium positive effect on the ATI on the
online purchase among the Chinese sample. The study finding corresponds with the
result revealed by Aziz et al. (2019). The trust reduces the effect of the risk towards
the internet and promotes a positive attitude towards using the internet for making
purchases. The second hypothesis evaluates the effect of the NSE on the SNS that
maintain the NSE (f2 = 0.490) has a significant and large positive effect on the SNS
on the online purchase among the study sample. This outcome draws support from
the Chen and Lin (2019) normative structure harness the support requires to use
the novel technologies or engage in new behaviors. Arora and Sahney (2017) also
establish empirical evidence that internet buying’s social norms promote the social
acceptability of using the internet to make purchases. For the effect of the ISF on the
PBC reinforced the argument that the ISF (f2 = 0.041) has a significant and small
positive effect on the PBC for internet purchase. Our study finds support from Ariffin
et al. (2018) that internet self-efficacy harness the perceived behavioral control. The
perception of ability and motivation drives with the capacity to use the internet and
reduces the control perception, and users find encouragement to use the internet for
making regular purchases (Anouze and Alamro 2019).

The subsequent hypotheses evaluate the effect of the ATI, SNS, and PBC on the
IPI where the ATI (f2 = 0.038) and PBC (f2 = 0.265) have a significant and positive
effect on the purchase intention to buy insurance online among the Chinese sample
(Peng and Lai 2012). Bashir and Madhavaiah (2015) suggest the internet purchase
intention significantly rests on the attitude and perception of control. Our study
outcomes significantly match with the results postulated by Hsu et al. (2006) that the
intention to purchase online is significantly influenced by the attitude and perception
of control towards the use of the internet. However, the evaluation of SNS on the IPI
shows the insignificant effect of SNS (f2 = 0.000) on the IPI. The results depict that
the social acceptability is low among the study samples. Cheah et al. 2014 suggest
that low social support reduces the intention to engage in internet buying behavior.
Social influence promotes the use of the internet for making online purchases (Nawi
et al. 2020). Finally, the effect on IPT on the IPB reveal that the IPT (f2 = 0.369) has
a significant and large positive effect on the insurance purchase behavior over the
internet (Peng and Lai 2012). These findings aligned with Aziz et al. (2019) that the
intention to purchase online promotes the online purchase behavior. The insurance
purchase is complicated as many consumers need the correct information and answer
any questions before deciding to buy insurance. The case is the same as using the
internet for making insurance purchase; more consultancy and one-to-one discussion
requires making the final decision to purchase insurance.

Furthermore, the mediating effect of the ATI between the ITB and IPI approves
ATT’s meditating effect (3 = 0.058, p = 0.005) for the relationship between the ITB
and IPI for the online insurance purchase. Our study result coincides with the finding
postulated by Tariq and Md Husin (2019) that attitude significantly mediates the
relationship between the behavioral beliefs. Our study formed the contribution so that
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the internet trustworthiness harness the attitude and makes a purchase online even for
the insurance products. The following mediating hypothesis explored the mediating
effect of the SNS between the relationship between NSE and IPI. The finding suggests
the no meditating effect of SNS (f = 0.012, p = 0.356) for the relationship between
the NSE and IPI for the online insurance purchase. The normative structure forms the
subjective approval for the intention towards the behavior (Zheng et al. 2018). The
prevailing normative structure does not offer much support to have the subjective
acceptance of buying over the internet and not promoting the intention towards
buying insurance over the internet. However, the ISF and IPI (8 = 0.096, p = 0.003)
relationship was also significantly mediated by the PBC. The results confirm the
claim forwarded by Tariq and Md Husin (2019) that the control belief indirectly
harnesses the intention through the perception of behavioral control. The subsequent
mediating hypotheses inspected for the mediating effect of the IPI for TPB factors
on the IPB, which IPI (§ = 0.030, p = 0.013). The result finds support from Arora
and Sahney (2017) that intention significantly facilitates the relationship between
the attitudes towards web shopping behavior for shopping. Next, the SNS and IPB
(B =0.011, p = 0.357) demonstrate that the relationship is not mediated by the IPI.
The results project intends to purchase insurance online, not mediated by subjective
norms for the insurance purchase behavior over the internet. Furthermore, the path
for the PBC and IPB (B = 0.252, p = 0.000) was also significantly mediated by the
IPIL. The result finds support from Arora and Sahney’s (2017) work that intention
suggestively mediates the relationship between the attitude towards web shopping
behavior for shopping.

6 Conclusion

By extending the TBP with the internet trustworthiness, normative structure, and
internet self-efficacy for the perceived behavioral control, this study proposes a
new specific indicators method. This discussion has shed some light on the prac-
tical contribution. Firstly, insurance firms need to incorporate the information-rich,
entrainment, and interactive way to interact with prospective insurance consumers
to harness the attitude for the purchase of issuance over the internet (Chen and Lin
2019). Furthermore, insurance firms able to offer a high interaction session with their
respective customer to have better-perceived benefits of buying insurance online and
reducing the less supportive social norms (Cheah et al. 2014). Additionally, due to
the dual marketing channels offer the easier method for insurance consumer to find
more social support for buying insurance online (Nawi et al. 2020). Theoretically, the
current work contributes to extending the traditional TPB model with the backward
by incorporating behavioral beliefs for all the attitudinal beliefs. The future work can
add more behavioral beliefs that can explain and harness the right attitude towards
behavior, social norm, and perception of behavioral control. The study’s connected
limitations includes the distinguish users, centered on consumers’ individual features
like volunteers for trial, risk-taking, and mindfulness. The forthcoming study should
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highlight these personal characteristics to approximate the intention to buy insur-
ance online (Godey et al. 2016; Chen and Lin 2019). The current research work
espouses a cross-sectional design to estimate the consumer level of personal belief &
behavioral beliefs and intention to purchase mobile. Therefore, the forthcoming
study should apply the longitudinal research to comprehend the associated attitudes
towards intention to purchase and purchase insurance online. Furthermore, future
works may include different insurance products instead of general term insurance,
like car insurance, health insurance, and travel insurance, etc. Moreover, the role of
previous online purchase experience was also utilized to explore the trust, intention,
and future purchase behaviors for online purchases.
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Abstract Purchasing is not a novel idea. In reality, buying and selling has existed
since the dawn of time, and as culture has advanced, the idea has developed in
terms of shape, design, and compassion. Nowadays customers purchase items not
only to satisfy their basic needs, but also as a way of life or a recreational activity
that can help them meet their psychological needs. Since the 1950s, researchers
have been researching consumer behaviour to better understand the idea of impulse
buying. Impulse buying is the most common in modern societies, and it has drawn
the attention of a variety of researchers from different fields, including marketing,
consumer behavioural economics, and psychology in recent decades. Impulse buying
not only occur on traditional store but it also happens on e-store due to the tremendous
growth of the Internet has altered the retail environment, and changes in e-retailing,
such as telemarketing, credit card and debit card use, and 24-h e-retailing availability,
have increased the opportunity for impulse shopping by Internet shoppers. In result,
individuals may now buy at any time and from any place as a result of this evolution.
In contrast to traditional shoppers, online shoppers are more likely to indulge in
impulsive purchases. Hence, impulse buying become important need to continuous
study. Thus, this study provided the definition, timeline as well as categories of online
impulse buying behaviour based on recent studies.

Keywords Online impulse buying behaviour - Timeline - Definition - Categories

1 Introduction

Purchasing is not a new phenomenon. In reality, buying and selling dates back to
the dawn of humanity, and the concept has evolved in form, design, and compassion
as society has progressed (Baudrillard 2016; Nasir et al. 2020). Buying and sale
would have been consistent with individual needs and resource development to meet
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those needs by receiving capital from others at first (Terho et al. 2015). Different
manifestations have emerged as a result of the expansion of society’s buying process,
and today’s consumers not only buy the necessary products to meet their needs, but
also as a lifestyle or a leisure activity (Hall et al. 2017; Nasir et al. 2020) which
can meet their psychological needs (Yu et al. 2016; Nasir et al. 2020) Consumer
buying behaviour refers to the decision-making process and behaviour of people
who participate in personal consumption of products and services (Narang 2016;
Nasir et al. 2020). It is the process by which an individual purchases and uses a
product or service to meet a specific need or desire (Jaiswal and Gupta 2015).

Consumer behaviour research has been conducted since the 1950s to understand
the concept of impulse buying (Narang 2016). The most likely to be reckless with the
target of immediate gratification are highly impulsive consumers. Impulse buying
is unintended purchasing arising from the reaction of internal and external stimuli,
and the most likely to be reckless with the target of immediate gratification are
highly impulsive consumers (Sofi and Nika 2017). In modern societies, impulse
buying is the most popular (Mittal et al. 2015) and it has attracted the attention
of a number of researchers from various fields, including marketing, consumer
behavioural economics, and psychology, over the last few decades (Mittal et al.
2015; Yu et al. 2016; Zhao et al. 2019). Therefore, this paper intent to provide the
definition, the timeline as well as the categories regarding online impulse buying
behaviour.

2 The Definition of Impulse Buying Behaviour

Aragoncillo and Orus (2018) defined impulse buying as “the difference between
a consumer’s total purchase after a shopping trip and those that were reported as
expected purchases before entering a store” and it identified the determinants of
impulse buying occurring and capable of increasing the retail store’s sales percentage.

The early literature on impulse buying focused on a concept. However, in both
academic and commercial literature, there is no single concept that can be recognised
(Rook and Fisher 1995) (Table 1).

Table 1 Different perspectives on impulse purchases

Viewpoint Defintion

Retailers and marketers | Impulse purchases are purchases made on the spur of the moment
(Chen and Yao 2018; Wu et al. 2020)

Academic The focus is on explaining the experience of impulse buying, and the
idea of impulse buying is framed more from the viewpoint of the
consumer (Chang et al. 2014)

Economic Consumers’ views of the advantages and pitfalls of a purchase (Graa
and Dani 2012)
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Table 2 Various scholars have varying perceptions of impulse buying

Authors Defintion

Bellenger et al. (1980) Customers determine whether to purchase goods before or
after they arrive at a retail store, and this is known as impulse
buying

Weinberg and Gottwald (1982) | Impulse buying is described as buying based on strong
emotional motivation, a lack of cognitive control, and mainly
reactive behaviour

Cobb and Hoyer (1986) Impulse buying happens when a person decides to purchase
something while shopping in a store

Gerbing et al. (1987) The propensity to respond to a stimulus without considering
or weighing the consequences is known as impulsiveness

Rook (1987) Impulse buying occurs when a consumer has an unexpected
and sometimes strong persistent compulsion to buy something
right away

Iyer and Ahlawat (1987) It’s linked to a detailed understanding of the store’s

environment, as well as a sense of urgency. Such transactions
go beyond what is called common usage, which is often met

Rook and Gardner (1993) It’s described as a decision-making process that’s relatively
quick and skewed toward immediate acquisition

The first grant recognises the context for impulse buying as irrational activity
in the 1950s (Aragoncillo and Orus 2018) which piques interest and contributes
to numerous past researchers attempting to ascertain the reality of impulse buying
through experimental experiments or survey studies. Thus, Table 2 depicted how
different scholars described impulse buying.

3 The Categories of Impulse Buying

Consumers are not often making unplanned transactions based on their urgent desire
or emotions and external signals are also influential influences (Amos et al. 2014).
According to Aragoncillo and Orus (2018); Chan et al. (2017); Stern (1962), there
are four categories to give a simple description regarding impulse buying, as shown
in the table below (Table 3):

Stern (1962) conceptualization of impulse buying serves as an excellent starting
point for further study. Aragoncillo and Orus (2018) added the concept from Stern
(1962) regarding definition of impulse buying, which is not only applicable to
retail stores but also to online studies. This is due to the fact that the advent of
online shopping has added new dimensions to impulse buying conduct. Indeed,
web-based retailers go through a transition in relation to a number of settings, as
buying goods and services on the internet also reduces the substantial reductions that
customers experience in retail stores (Kahn et al. 2018). Furthermore, the evolution
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Table 3 The categories and concept of impulse buying

Constructs Concept

Pure impulse buying Consumers have an uncommon purchasing pattern after meeting
the commodity and expressing their emotions

Reminder impulse buying | When customers are alerted to such problems, such as a low stock
at home, they make a purchasing decision

Suggestion impulse buying | When customers recognize that a commodity is needed at first
glance, they make a purchase

Planned impulse buying External signals such as discounts influence a customer’s decision
to make an additional purchase, despite the fact that the consumer
has their own shopping list

and change in e-retailing, such as telemarketing, credit card and debit card use, and
24-h e-retailing availability, increases the opportunity for impulse buying by online
consumers (Kahn et al. 2018). As a result of the advantages of online shopping and
the continuing trend toward customer-centricity across the world, the number of
impulse purchases has risen significantly in recent years (Hussain et al. 2018).

4 The History of Impulse Buying

Table below showed a summary of impulse purchases in the past and significant
contribution by past researchers at certain time duration (Table 4).

4.1 1950

In the 1950s, early impulse buying experiments focused on products versus
consumers and were conducted in a variety of retail environments (Applebaum
1951; Clover 1950; West 1951). The analysis of impulse buying behaviour was
then expanded by Cox (1964) who considered the effects of product shelf loca-
tion and shelf size in retail stores. However, psychologists and economists criticised
these early studies because they contrasted impulse buying to unplanned shopping
(Dittmar et al. 1995; Rook and Gardner 1993). Rook and Hoch (1985) justified that
any purchase that is not on a person’s shopping list is considered an impulse purchase.
This research has been criticised because (Rook and Hoch 1985) justified that any
purchase that is not on a person