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ABSTRACT
Information Technology (IT) plays a significant role in today’s business competition. A prominent role is that it helps a firm to manage relationships with customers effectively. Today’s online consumer has more complex needs and much higher expectations than ever before. Online business communities are fast emerging as new organizational tools for customer relationship management, marketing, brand management and for a multitude of other purposes such as building strong online trust and reciprocity. To support this capability, Customer Relationship Management (CRM) is evolving into electronic Customer Relationship Management (e-CRM). Electronic Customer Relationship Management (e-CRM) has become the latest paradigm in the world of Customer Relationship Management. The purpose of this paper is to examine the factors influencing the adoption of electronic Customer Relationship Management (e-CRM) applications in Malaysian SMEs. The research contains 8 influencing factors covering four contexts: individual, technological, organizational, and environmental.
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1.0
Introduction
One of strategic resources for sustaining competitiveness among firms regardless of their size is using technology. Technology has been recognized as one of the competitive resources and strategies to maintain organizational effectiveness. In today’s dynamic business environment, organizational that has the ability to adopt technology would render their competitiveness. Technology is shown in new products, processes, and systems including the knowledge and capabilities needed to deliver functionality that is reproducible. The breakthrough of information technology (IT) has significantly impacted the way business is conducted. By using appropriate IT, it can be clearly seen in today business competition that those who have precise information are likely to prevail their rivals. 
Moreover, information technology provides a number of advantages because it facilitates communicate interaction among individuals from individual perspective. IT also provides tools which can manage data or information efficiently and effectively to the firm in leading to greater business competency. This is particularly relevant to small and medium enterprises (SMEs) as the use of technology would enable them to compete with their larger counterparts. Based on previous studies by Tidd and Bessant (2009), the successful SMEs are those who innovate by adopting technologies that give them a market competitive edge. The definition of SME may vary difference between countries but it generally defined by the number of their employees. 

In 2011, Malaysian SMEs are defined evolved by the National SME Development Council as follow: firms in manufacturing sector with annual sales turnover not exceeding RM25 million or full-time employees not exceeding 150 persons while firm in services and other sectors with annual sales turnover not exceeding RM5 million or full-time employees not exceeding 50 persons. The census represented 997.3% of total business establishments in Malaysia (Department of Statistics, 2011). As organizations are transforming from product or brand-centric marketing to a relational-centric approach, the importance of customer relationship management (CRM) is hardly questioned. CRM is the strategic use of information, process, technology, and people to manage the customer’s relationship with your company (Marketing, Sales, Services, and Support) across the whole customer life cycle (Kincaid, 2003). Information technology is a vital component in driving the CRM assignment smoothly and fruitfully.

From a marketing viewpoint, customer relationship is the key factor in determining the business’s success or failure. It has been suggested that companies who focus on their customers’ needs and wants are in a better position to achieve long term success than those who do not (Kotler, 2000). Better customer relationships lead to customer loyalty which eventually leads to profitability. Loyal customers tend to buy more and stay with a preferred company longer than non-loyal customers. Customers have hidden or overt preferences that marketers can reveal by building a learning relationship.
IT has transformed CRM into Electronic Customer Relationship Management (e-CRM). e-CRM is  concerned with the same principles as a CRM application, but tailored more towards e-commerce and online customers (Romano and Fjermestad 2001). Nowadays, e-CRM is increasingly used by companies to enhance their electronic marketing capabilities. The goal of Electronic Customer Relationship Management (e-CRM) systems is to improve customer service, retain customers, and to aid in providing analytical capabilities. Furthermore, it is the infrastructure that enables the delineation of and increases in customer value, and the correct means by which to motivate valuable customers to remain loyal. 
The adoption of e-CRM by SMEs has received little attention from scholars and has not been well researched. It is expected that e-CRM has potential for SMEs and will lead to sustainable competitive advantages in the e-marketplace. However, it is not clear whether or not SMEs are aware of this particular technology. Also, their attitude and willingness to adopt e-CRM are inadequately understood. These drive the following research questions: What are the influencing factors towards adopting e-CRM amongst Malaysian SMEs? To what extent do the factors influence the adoption of e-CRM amongst Malaysian SMEs?

2.0
The Adoption Models

The first model that used in this study is TOE (Technolgy-Organizational-Environmental) framework. TOE framework has been claimed as the generic theory of technology adoption/diffusion (Zhue et al., 2003) that can be used to study e-CRM adoption in SMEs.  This study chooses TOE framework as it has proved to be a useful framework for studying the organizational adoption especially in related to technologies (Mishra et al, 2007). Tornatzky & Fleischer (1990) claimed that TOE framework was developed as a generic theory to study the adoption of general technological innovations which contain three aspects: technological context, organizational context, and environmental context that influence the process by which technological innovations are adopted.

However, the three-context in TOE framework may have some limitations, since the characteristics of a manager are not included in the framework. Adoption decision might be affect by an individual’s personal characteristics. Thus, the next model is Diffusion of Innovation (DOI) theory which has been widely used and extensively cited in SME literature. DOI is a broad social psychological or sociological theory that is used to explain the patterns of adoption, explain the mechanism and assist in predicting whether and how a new invention will success (Rogers, 2003).

Nevertheless, there are inconsistent in their focused context which behavior or individual factors is determined by beliefs in the technologies. In order to complete this factors, the Theory of Planned Behavior (TPB) will be used as responsed to the beliefs. Kula & Tatoglu (2003) examined whether the attitude of managers in SMEs in Turkey influenced the adoption of internet. In this study, the dependent variable is adoption that uses technologies in business operation. For independent variables that influence the adoption of technologies are categorized into two: internal factors and external factors.
3.0
The Influencing Forces
In this study, influencing factors are categorized into two: internal and external factors. By using TOE framework combined with DOI theory, the influence factors are developed. Based on previous studies, Thong (1999) expands the TOE framework by joins CEO characteristics from DOI model. It suggested four factors that influence the technology adoption decision: (1) management characteristics, (2) technological characteristics, (3) organization characteristics, and (4) environment characteristics in which the organization operates. Therefore, these four context are considered beneficial and applied in this study. The TPB theory is added claims that behavioral intention is determined by attitude of individuals to adopt new technology. The influencing factors are categorized as follows.
3.1
Individual Factors

This is the internal factors and there are two factors under individual factor in the research framework, Attitude and Innovativeness. Attitude can be powerful enable or a barrier towards the adoption of the new technology in the firm. Bethlehem & Biffignandi (2012) describes an attitude as a general concept, reflecting views about wider, often complex issues. In SMEs, IT adoption process is directly affected by top management/ where all decisions from daily functions to future investments are made by them (Bruque & Moyano, 2007; Nguyen, 2009). Positive attitude of top management towards using IT as the users of IT in SMEs will result in IT acceptance and subsequently success in SMEs (Ghobakhloo et. al., 2010). It shows that attitude significantly affects the decisions about the adoption of IT in small firms since their decisions influences all firms’ activities.

For the innovativeness, the manager or the owner in SME is typically the main decision maker in the firm whether to adopt e-CRM or not. Dess & Lumpkin (2005) describes innovativeness as a willingness to introduce newness and novelty through experimentation and creative process aimed at developing new products and services, as well as new process. Scoot and Walczak (2009) stated that individual with higher levels of innovativeness will possess greater cognitive absorption and show higher computer self-efficacy. Previous studies by Ghobakhloo et al. (2011a) revealed that in SME context, movement toward IT adoption in small enterprises with innovator CEO are more probable.
3.2
Organizational Factors

This is also referred as internal factors and there are two factors under organizational factor in the research framework, Firm Size and Technological Expertise. Firm’s size has been commonly recognized as a precursor to adoption of technology (Bala & Vanketash, 2007; Thong, 1999; Tornatzky & Fleischer, 1990; Zhu et al., 2003). The study by Bala & Vankatesh (2007) has found firm size as a significant important variable in adopting IT, and a future research has incorporated firm size as a control variable. Larger firms tend to adopt a technology than small size firm (Janvrin et al., 2008). Furthermore, in the previous studies by Jeyaraj et al (2006) shows that size has been identified as one of the best predictors of organizational adoption of IT. This is due to SMEs have more limited financial resources as well as lack of technology expertise, skills and experience to survive. Firm sized can be measured by a number of dimensions such as number of employees, annual sales and total capital investment.
Technology expertise determines whether a firm is deterred from adopting a new technology because of its limited experience with IT. Therefore, Sophonthummaphan (2008) defined technology expertise as the availability of technical staff or consultants in dealing with technology. This result is smilar to the study by Caldeira & Ward (2003) who revealed that internal expertise consisting of employees, supervisors, or those from top management are powerful determinants of IT adoption. Firms that do not have technology expertise may be unaware of new technology or may not want to take the risk in adopting new technology. Comparing to large organization, it has been acknowledge that SMEs are suffering from lack of in-house IT expertise which might negatively influence the process of IT adoption. Dhoklia and Kshetri (2002) suggest that technologies already existing in an organization influence the future adoption of a new technology. Furthermore, Jeon et al (2006) stated that employees with knowledge of IT and e-business are positively related to the decision to adopt e-business in SMEs.

3.3
Technological Factors

Technological factors are one of the external factors identified in the research framework. Firms in different types of industry may perceive marketing activities differently. There are two factors under organizational factor in the research framework, Compatibility and Perceived Advantages. Rogers (2003) defined compatibility as the degree to which an innovation is perceived as consistent with the existing values, past experiences, and needs of potential adopters. The organization can either speed up or retard it rate of adoption when innovation and ideas are compatibility. On the other hand, the use of computers and modern communication technologies can bring significant change to routine of business practices with the firm. Hence, the change should be compatible with the firm existing processes to ensure the success of adopting new technology. This is because when employees perceived that the new technology as applicable, flexible and interactive, they will have positive behavioral and attitude towards using the technology (Jabar et al., 2017).
Perceived Advantage is defined as the degree of advantage which an innovation is perceived to contribute to the users, either at the individual or the organizational level (Sophonthummaphan, 2008). A study by Rogers (2003) state that perceived advantage is the degree to which an innovation is perceived as being better than the idea it supersedes. Otherwise, it can be viewed as an advantages for an organization over previous ways of performing the same task. Thus, in view of the advantages that e-CRM offer, it would be expected that companies who perceived e-CRM as advanatgeous would also be likely to adopt the e-CRM.

3.4
Environmental Factors

The last factor is also referred to as external factors and there are two factors under environmental factor in the research framework, Competitive Pressure and Customer Pressure. It has been demonstrated that the competitive pressure will affect the adoption of new technology when SMEs perceive that these technologies possibly will support their competitive position, therefore, SMEs adopt IT to gain competitive advantage (Ghobakhloo et al., 2011b). Previous studies by Riemenschneider & Mykytyn (2000) revealed that competitive pressure as the motivating reason why small firms adopt IT. Hence, with the pressure of other competing small firms as well as the pressure from the larger companies, small firms have to adopt new technology in order to improve their businesses.

Customer pressure is the behavior and demand of customer that force a firm to adopt new technology in order to keep and satisfy customers (Sophonthummaphan, 2008). It can be said that customer satisfaction leads to customer loyalty which eventually leads to a firm profitability. Customers will not maintain a close relationship with companies if their requirements cannot be satisfied. Therefore, a successful firm should first focus on the value that customer required. Previous studies by Levy et al. (2002) revealed that a small business are potential to have customer pressure. Thus, these firms adopted IT as a result of demand from customer to develop the efficiency. 
On the other hand, Kotler (2000) discussed that firms who focus on their customers needs and wants are in a better position to achieve long term success than thos do not. Therefore, in the e-CRM environment, internet provides the convenience and flexilbility for customer to browse information, purchase goods, and obtain service. This show that customers expectation and requirements can lead to customer pressure to the firm.

4.0
Research Framework
In the following research framework, individual and organizational factors can be seen as internal forces while technological and environmental factors can be viewed as external forces. TOE model postulates the technology, organizational, and environmental factors. However, the three-context framework may have some limitations, since the characteristics of a manager are not included in the framework. Thus, the DOI theory is used to explain in individual and innovativeness in adopting the technology. Other than that, TPB theory is also used in the framework to response to the beliefs of individual attitude. A schematic model will be drawn to clarify the linkage between the four contexts and the adoption of e-CRM presented in Figure 1.
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Figure 1: Research Framework for adoption of e-CRM in Malaysian SMEs

5.0
Methodology

Methodology is a crucial part of a study that explains all aspects on how the study will be conducted, starting from the data collecting process to the analysis and interpretation of data. Besides, it is also a systematic and complete process to ensure that adequate data is collected for achieving the objectives that are discussed in this chapter. Furthermore, the methods of data collection and data analysis utilized in the study will be outlined in detail.

5.1
Survey Instruments

The researcher chooses to use quantitative approach in this research. Therefore, the survey instrument is the self-administered questionnaires to obtain information from respondents and analyze the data.  Questionnaires must be designed simple and easy to understand and the questions have to be clear and easy to complete because no interviewer is available to assist the respondents. Sekaran and Bougie (2010) stated that questionnaire can be administered personally, mailed to the respondents, or electronically distributed.

For this research, the researcher provided a clear introduction and instruction that the respondents should follow when completing the questionnaire. The questionnaire will be prepared in English and Malay language to have better feedbacks as the respondents come from various backgrounds. The Likert scale from 1 (strongly disagree) to 5 (strongly agree) will be develop in order to obtain the data.  The respondents can express their level of satisfaction in the question given.

5.2
Data Collection

A sample of 382 selected SMEs from 87, 493 populations of SMEs was drawn from the database of SME Corporation Malaysia which is an official government agency in Malaysia based on the statistics of Economic Census 2011 within states Malacca and Johor. The data collection was conducted began January 2016. The questionnaires were distributed in two phase. In the first phase, the questionnaires were distributed directly by hand to the respondents. The second phases are through email asking the owner or manager to fill out and return the questionnaire. The researcher keep on follow-up after the questionnaire were distributed by contacted the respondents by telephone and email.

6.0
Data analysis and results

6.1
Demographic information
The respondents’ demographic information was analyzed using the frequencies analysis. The demographic information included basic information of respondents such as gender, educational level, and management position in the firm. Total number of respondents from SMEs firms is 121. Based on Table 1, the results show respondents were made of female are 57.0 percent while male are 43.0 percent. 

Respondents for academic qualification were also categorized into primary, secondary, and tertiary education. Based on result, there are no respondents in primary school and the highest percentages are tertiary school with total frequencies of 71 or 58.7 percent. Secondary school has frequencies of 50 or 41.3 percent respondents. Management positions surveyed were divided to top management, middle management, and lower management. Top management has the highest percentage of 50.4 or 61, followed by middle management with 31.4 percent or 38, and the lower management is 18.2 percent or 22.

Table 1: The analysis result of respondent’s demographic information by using descriptive statistics (frequencies)

	Characteristics
	Category
	Frequency
	Percent %

	Gender
	Male

Female
	52

69
	43

57

	Academic qualification
	Primary education

Secondary education

Tertiary education
	-

50

71
	-

41.3

58.7

	Management position
	Top management

Middle management

Lower management
	61

38

22
	50.4

31.4

18.2


6.2
Firm profile

Based on Table 2, results indicate that the majority of the respondents have been in business for 6 – 10 years with 47.1 percent. Followed by firm have been in business less than 5 years with 28.9 percent and firm have been in business for 11 – 15 years with 14.9 percent. There is only 9.1 percent from 121 firms have been in business for 16 – 20 years. 

In addition, the types of industry were categorized to seven types which is manufacturing, manufacturing – related services, agro – based industries, services, primary agriculture, information & communication technology, and services & ICT. The majority belonged to industry in services with 27.3 percent or 33. Followed by information & communication technology with 24.0 percent or 29, agro – based industries with 13.2 percent or 16, services & ICT with 11.6 percent or 14, manufacturing – related services with 9.9 percent or 12, primary agriculture with 9.2 percent or 11, and the lowest is manufacturing with 5.0 percent. 

The size of the firms was measured by number of employees and the majority of respondents were considerably medium with 43.0 percent having employees among 20 – 29 people. Followed by small firms having employees among 10 – 19 with 28.9 percent, large firms having employees more than 30 people with 20.7, and micro firm having employees among 1 – 9 people with 7.4 percent.

Table 2: The analysis result of respondent’s firm profile by using descriptive statistics (frequencies)

	Characteristics
	Category
	Frequency
	Percent %

	How long has a firm been in business?
	Less than 5 years

6 – 10 years

11 – 15 years

16 – 20 years
	35

57

18

11
	28.9

47.1

14.9

9.1

	Type of industry
	Manufacturing

Manufacturing – related services

Agro – based industries

Services

Primary agriculture

Information & Communication Technology

Services & ICT
	6

12

16

33

11

29

14
	5.0

9.9

13.2

27.3

9.1

24.0

11.6

	Size of business
	Micro (1 – 9 people)

Small (10 – 19 people)

Medium (20 – 29 people)

Large (more than 30 people)
	9

35

52

25
	7.4

28.9

43.0

20.7


6.3
Electronic Customer Relationship Management (e-CRM)

In this section, respondents were asked to answer questions regarding the use of websites and e-CRM in their firms. Bases on Table 3, more than half of the respondents indicated that their firm has a website with 86.0 percent because most of the firms gave services and communicate with customers through internet networking. Therefore, they need a website to facilitate the customers to find information about the firm or the firms product sales. While 14.0 percent does not having website. 

Among this, the majority had a website for a period of less than 5 years with 49.6 percent. Followed by firm had a website for a period of 6 – 10 years with 24.0 percent and firm had a website for a period of 11 – 15 years with 9.9 percent. While there is 14.0 percent of respondents are not having website. Results also showed that 30 or 24.8 percent of the respondents did not have an e-CRM application in their website firm. However, there were 91 or 75.2 percent of the respondents are e-CRM adopters. 

Types of e-CRM applications were categorized to customer services & support application, sales forces automation application, marketing automation application, customer & marketing, and customer & sales. The highest type is customer services & support applications with 34.7 percent. Followed by customer & marketing with 19.0 percent, marketing automation application with 10.7 percent, sales forces automation with 6.6 percent, and customer & sales are the lowest with 4.1 percent or 5. While, there are 24.8 percent firm did not use e-CRM application in their firm website.

Table 3: The analysis result of electronic customer relationship management by using descriptive statistics (frequencies)

	Characteristics
	Category
	Frequency
	Percent %

	Does your firm have a website?
	Yes

No
	104

17
	86.0

14.0

	How long has the firm had a website?
	No

Less than 5 years

6 – 10 years

11 – 15 years

16 – 20 years
	17

60

29

12

3
	14.0

49.6

24.0

9.9

2.5

	Does your firm website use e-CRM applications?
	Yes

No
	91

30
	75.2

24.8

	What type of e-CRM applications is available in your firm website?
	No

Customer Services & Support Application

Sales Forces Automation Application

Marketing Automation Application

Customer & Marketing

Customer & Sales
	30

42

8

13

23

5
	24.8

34.7

6.6

10.7

19.0

4.1


6.4
Reliability analysis

Reliability was computed statistically by using coefficient alpha formula developed by Cronbach’s Alpha. Accroding to Sekaran (2003), reliability test how consistently a measuring instrument measures whatever concept it measures. The Cronbach’s Alpha value of 0.70 or greater is considered as acceptable (Smith and Barclay, 1997). From the output in Table 4, the reliability statistics of using Cronbach Alpha is measured from 21 questions of 121 respondents of SME’s firms which is contains eight influencing factors covering four contexts.

The results of reliability analysis was recorded as follows; 0.856 for attitude (3 items). 0.861 for innovativeness (2 items), 0.785 for firm size (3 items), 0.909 for technology expertise (2 items), 0.814 for compatibility (3 items), 0.872 for perceived advantages (2 items), 0.792 for competitive pressure (4 items), and 0.896 for customer pressure (2 items).

Table 4: Reliability analysis

	Factors
	Cronbach’s Alpha
	Number of Items

	Individual Factors

Attitude

Innovativeness
	0.856

0.861
	3

2

	Organizational Factors

Firm Size

Technology Expertise
	0.785

0.909
	3

2

	Technological Factors

Compatibility

Perceived Advantages
	0.814

0.872
	3

2

	Environmental Factors

Competitive Pressure

Customer Pressure
	0.792

0.896
	4

2

	Total
	
	21


6.5
Information technology

Table 5 presents the descriptive statistics for information technology usage among SMEs. The question is this section are regarding to the impact of information technology usage which is known by most of the SMEs firms. Based on the result, it shows that the respondents agree information technology is useful in communicated with suppliers and customers through email with the highest mean of 4.82. Followed by firm has a website for customers to place orders and view capabilities of the firm, IT enhances access to market information and knowledge, and IT makes internal operating procedures of the firms be more efficient & ease with the same mean of 4.79. While, IT facilitates new ways of managing and organizing business have mean of 4.77, and employees are skilled at utilizing IT for accomplishing their tasks with mean of 4.75. From the respondent’s point of view, it shows that information technology is less suitable to increase the speed and reliability of business communications in their firm which proven by the lowest mean of 4.74.

Table 5: Descriptive statistics for the impact of information technology usage among SMEs
	Code
	Items
	N
	Mean
	Standard Deviation

	C1
	Use IT to communicate with suppliers and customers through email
	121
	4.82
	.428

	C2
	Our firm has a website for customers to place orders and view capabilities of our firm
	121
	4.79
	.446

	C3
	Employees are skilled at utilizing information technology for accomplishing their tasks
	121
	4.75
	.505

	C4
	IT increases the speed and reliability of business communications in our firm
	121
	4.74
	.529

	C5
	IT facilitates new ways of managing and organizing business
	121
	4.77
	.496

	C6
	IT enhances access to market information and knowledge
	121
	4.79
	.446

	C7
	IT makes internal operating procedures of the firms be more efficient and ease
	121
	4.79
	.446

	Valid N (listwise)
	121
	
	


6.6
Customer Relationship Management (CRM) Technology
Table 6 presents the descriptive statistics for customer relationship management (CRM) technology. The question in this section is regarding to the customer relationship management (CRM) technology usage among SMEs. Based on the result, CRM technology will improve customer satisfaction and improve the efficiency of marketing processes and business operations in the firm have the same highest mean of 4.54. Followed by CRM retrieve information more easily and smoothly than previously with mean of 4.51, CRM providing significant business benefits to the firm with mean of 4.50, CRM system is generally considered as a success in their organization with mean of 4.47, CRM identify and manage the most valuable customer relationship with mean of 4.45, CRM used to access potential contribution of propose new strategies with mean of 4.44, CRM increase firm profitability with mean of 4.41. Whereas CRM technology will improve the integration among the firm different systems have the lowest mean of 4.36.

Table 6: Descriptive statistics of CRM technology usage among SMEs

	Code
	Items
	N
	Mean
	Standard Deviation

	D1
	CRM providing significant business benefits to the firm
	121
	4.50
	.621

	D2
	CRM improve the efficiency of marketing processes and business operations in the firm
	121
	4.54
	.646

	D3
	CRM used to access potential contribution of propose new strategies
	121
	4.44
	.694

	D4
	CRM identify and manage the most valuable customer relationship
	121
	4.45
	.645

	D5
	CRM system is generally considered as a success in my organization
	121
	4.47
	.659

	D6
	CRM improves the integration among our firm’s different systems
	121
	4.36
	.775

	D7
	CRM retrieve information more easily and smoothly than previously
	121
	4.51
	.621

	D8
	CRM improve our customer satisfaction
	121
	4.54
	.633

	D9
	CRM increase our firm profitability
	121
	4.41
	

.667

	
	Valid N (listwise)
	121
	
	


6.7
Individual factors

Table 7 presents the descriptive statistics for the first factor in internal forces. The factor is individual factors which have attitudes and innovativeness as influencing factors towards adopting e-CRM. The result shows the mean to be around 4.95 to 4.99 and it mean that majority of respondents agree with the statement of the questioned. From the overview result, managers who are actively encouraging change in the firm have the highest mean of 4.99. Followed by managers articulating a formal plan for the use of e-CRM in the firm and managers actively seeks out and engaged in using the new technology with the same mean of 4.98. While, innovative manager is likely to positively improve the firm’s business performance have mean of 4.96, and managers willingness to introduce and adopt new technological innovation have the lowest mean of 4.95.

Table 7: Descriptive statistics of individual factors in internal forces
	Code 
	Items
	N
	Mean
	Standard Deviation

	GI1
	Managers actively encourage change in the firm
	121
	4.99
	.091

	GI2
	Managers articulating a formal plan for the use of e-CRM in the firm
	121
	4.98
	.156

	GI3
	Managers actively seeks out and engaged in using the new technology
	121
	4.98
	.128

	GI4
	Managers willingness to introduce and adopt new technological innovation
	121
	4.95
	.312

	GI5
	Innovative manager is likely to positively improve the firm’s business performance
	121
	4.96
	.271

	
	Valid N (listwise)
	121
	
	


6.8
Organizational factors

Table 8 presents the descriptive statistics for the second factor in internal forces. The factor is organizational factors which have firm size and technology expertise as influencing factors towards adopting e-CRM. The results show that the mean to be around 4.85 to 4.91 which is means that majority of respondents agrees with the statement in the questionnaire. From the result, technology expertise is aware of new technology and may take a risk of adopting new technology have the biggest mean of 4.91. Followed by organizational has internet technology knowledgeable employees to adopt e-CRM with mean of 4.89, firms size has a significant effect on adoption new technology (e-CRM) with mean of 4.88, all departments coordinate their effort in serving customers with mean of 4.86, and the organizational is able to deliver an excellent service at any point of contact with customers have the less mean of 4.85.

Table 8: Descriptive statistics of organizational factors in internal forces

	Code
	Items
	N
	Mean
	Standard Deviation

	GO1
	Firm’s size has a significant effect on adoption new technology (e-CRM)
	121
	4.88
	.378

	GO2
	All departments coordinate their efforts in serving customers
	121
	4.86
	.414

	GO3
	Organizational has internet technology knowledgeable employees to adopt e-CRM
	121
	4.89
	.404

	GO4
	The organizational is able to deliver an excellent service at any point of contact with customers
	121
	4.85
	.422

	GO5
	Technology expertise is aware of new technology and may take a risk of adopting new technology
	121
	4.91
	.365

	
	Valid N (listwise)
	121
	
	


6.9
Technological factors

Table 9 presents the descriptive statistics for the first factors in external forces. The factor is technological factors which have compatibility and perceived advantages as influencing factors towards adopting e-CRM. The results show that the mean is around 4.91 to 4.96 and this means that a majority of respondents agrees with statements in the questionnaire regarding of technological factors. From the result, the highest mean of 4.96 is compatible with suppliers and customers way of doing business. Followed by mean of 4.94 is close relationships with customers give perceived advantages to the firm’s. Meanwhile, compatible with the communication methods of customer and suppliers and using e-CRM applications enable the firms to access information before competitors with the same mean of 4.93. While the lowest mean of 4.91 is the use of computers and modern communication technologies are compatible with the firm’s business structure.

Table 9: Descriptive statistics of technological factors in external forces
	Code
	Items
	N
	Mean
	Standard Deviation

	HT1
	Compatible with suppliers and customers way of doing business
	121
	4.96
	.238

	HT2
	Compatible with the communication methods of customer and suppliers
	121
	4.93
	.335

	HT3
	Close relationships with customers give perceived advantages to the firm’s
	121
	4.94
	.297

	HT4
	The use of computers and modern communication technologies are compatible with the firm’s business structure
	121
	4.91
	.365

	HT5
	Using e-CRM applications enable the firm’s to access information before competitors
	121
	4.93
	.309

	
	Valid N (listwise)
	121
	
	


6.10
Environmental factors

Table 10 presents the descriptive statistics for external forces. The second factor is environmental factors which have competitive pressure and customer pressure as influencing factors. The results show that the mean is around 4.88 to 4.91 and this means that a majority of respondents agrees with statements in the questionnaire regarding of environmental factors. From the overall results, it is strategic necessity to use e-CRM application to compete in the industry have the highest mean of 4.91. Followed by customers behaviors clearly indicate that the company must have the e-CRM applications with mean of 4.90. While the other industry pressure the firm’s to adopt e-CRM application and customers’ needs clearly indicate that the company must have the e-CRM applications have the same mean of 4.89. Whereas the firm know that their competitors have already used eCM applications and competitive condition is one of the factors on which a decision is to be made to use the e-CRM applications have the same and lowest mean of 4.88.

Table 10: Descriptive statistics of environmental factors in external forces
	Code
	Items
	N
	Mean
	Standard Deviation

	HE1
	I know that my competitors have already used e-CRM applications
	121
	4.88
	.331

	HE2
	Competitive condition is one of the factors on which a decision is to be made to use the e-CRM applications
	121
	4.88
	.331

	HE3
	The other industry pressure the firm’s to adopt e-CRM applications
	121
	4.89
	.311

	HE4
	Customers behaviors clearly indicate that the company must have the e-CRM applications
	121
	4.90
	.327

	HE5
	Customers’ needs clearly indicate that the company must have the e-CRM applications
	121
	4.89
	.337

	HE6
	It is strategic necessity to use e-CRM applications to compete in the industry
	121
	4.91
	.289

	
	Valid N (listwise)
	121
	
	


6.11
Correlation analysis
In this study, correlation analysis carried out to explores the relationship of each independent variable toward the adoption of electronic customer relationship management (e-CRM). The variables consist of attitude, innovativeness, firm size, technology expertise, compatibility, perceived advantages, competitive pressure and customer pressure. From this correlation results, the strength and direction of relationship between those variables is described. A correlation of +1.0 is a perfectly positive correlation, while -1.0 is a perfectly negative correlation (Hair et al, 2006). 
Table 11 illustrates the correlation relationships between influencing factors and e-CRM in the SMEs firms. The positive correlation means that an increase in one variable will also affect increase in other variables. From the results, the highest correlation is between innovation and e-CRM with a positive correlation coefficient of 0.546. The second highest correlation with correlation coefficient of 0.514 is the relationship between compatibility and e-CRM. Meanwhile, the relationships between customer pressure and e-CRM have the lowest value with the correlation coefficient of 0.244.

The other variables correlation between independent variable (IV) and dependent variable (DV) mostly are positive correlation. Therefore the positive linear relationship will cause increase in one variable if the other is increased. The next section will discuss on multiple regression result where the suitability procedure statistics to test the hypotheses in this study.

Table 11: Correlation between Influencing Factors and e-CRM
	Items
	ATTD
	INNO
	SIZE
	TECX
	COPA
	PADV
	COPP
	CUSP
	e-CRM

	Attitude
	1
	
	
	
	
	
	
	
	

	Innovativeness
	.348**
	1
	
	
	
	
	
	
	

	Firm Size
	.142
	.144
	1
	
	
	
	
	
	

	Technology Expertise
	.238**
	.236**
	.518**
	1
	
	
	
	
	

	Compatibility
	.297**
	.547**
	.351**
	.245**
	1
	
	
	
	

	Perceived Advantages
	.213*
	.504**
	.356**
	.286**
	.480**
	1
	
	
	

	Competitive Pressure
	.328**
	.479**
	.048
	.234**
	.344**
	.259**
	1
	
	

	Customer Pressure
	.090
	.450**
	.034
	.181*
	.273**
	.178
	.654**
	1
	

	e-CRM
	.327**
	.546**
	.334**
	.379**
	.514**
	.420**
	.441**
	.244**
	1

	Note: ATTD = Attitude, INNO = Innovativeness, SIZE = Firm Size, TECX = Technology Expertise, COPA = Compatibility, PADV = Perceived Advantages, COPP = Competitive Pressure, CUSP = Customer Pressure


6.12
Multiple regression analysis
Table 12 presents result of regression analysis which reveals that the eight influencing factors have significant relationships with electronic customer relationship management (e-CRM) with R = 0.767. The adjusted R2 of this model is 0.588 which indicates that 58.8 percent explains of the variation in using e-CRM by the influencing factors. According to Hair et al, (2007), the concept of R2 is used to access the capability of the multiple independent variables to predict a single dependent variable. A greater amount of R2 shows the stronger relationship available between dependent variable and multiple independent variables.

Table 12: Model Summaryb
	
Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.767a
	.588
	.558
	.29688

	a. Predictors: (Constant), Customer Pressure, Compatibility, Technology Expertise, Attitudes, Competitive Pressure, Perceived Advantages, Firm Size, Innovativeness

b. Dependent Variable: e-CRM


Therefore, to access the statistical significance of the result, it is necessary to look at the ANOVA table. The F-ratio (F = 19.953, p = 0.000) on Table 13 indicates that the result of the regression model could occur by chance. However, the significance of ANOVA and p-value of coefficients must indicate p<0.05. It shows that the model was significant with 0.000 significant values. Overall regression model is seen when it is statistically significant with statistical significance must be less than 0.05 (Hair et al., 2007).

Table 13: ANOVAb
	
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression

Residual

Total
	14.069

9.871

23.940
	8

112

120
	1.759

.088
	19.953
	.000a


a. Predictors: (Constant), Customer Pressure, Compatibility, Technology Expertise,  Attitudes, Competitive Pressure, Perceived Advantages, Firm Size, Innovativeness

b. Dependent Variable: e-CRM
Table 14 presents regression equation of influencing forces in adopting e-CRM. In the discussion of coefficients, the beta value of unstandardized coefficient will be used for regression equations. From the equations, the coefficient attitudes is 0.243 which is mean that for every increase of positive attitudes will be an increase in the e-CRM adoption with a value of 24%. The standardized coefficient value beta is 0.177 with t value of 2.682, and p-value of this factor was significant value of 0.008.

For the second factors is innovativeness with the beta value of unstandardized coefficient is 0.229 and the standardized coefficient beta value is 0.232 with a t-value of 2.799 and the p-value of this factor was significant with 0.006 value. The third factor results are firm size with the unstandardized coefficient value of 0.277 and standardized coefficient value of 0.207 with t-value of 2.543. The p-value of this factor is significant value 0.012. The next factor which is technology expertise with the beta value at unstandardized coefficient and standardized coefficient value is 0.245. The t-value for this factor is 2.835 and this factor is significant with the p-value of 0.005. 

Compatibility factor have beta unstandardized coefficient value of 0.231 and standardized coefficient value of 0.211 while the t-value for this factor is 2.49. This factor is significant with p-value of 0.014. Result factor for perceived advantages shows the beta unstandardized coefficients value of 0.017 and standardized coefficients beta value of 0.012. The t-value for this factor is 0.146 and p-value is 0.884 which is not significant. Competitive pressure shows the unstandardized coefficients beta value of .913 and this factor is the most important influencing forces of adopting e-CRM with the highest standardized coefficients beta value of 0.342. The t-value for this factor is 4.513 and this factor is significant with the p-value of 0.000. 

The last factor which is customer pressure shows result of unstandardized coefficient beta value of -0.192 and it could be seen that for every increase of customer pressure, there will be a decrease of adopting e-CRM. For the standardized coefficients beta value is -0.172 with the t value of -2.456 and p-value of 0.016. So, the regression equation values of adopting e-CRM will be = 0.243 Attitudes + 0.229 Innovativeness + 0.277 Firm Size + 0.245 Technology Expertise + 0.231 Compatibility + 0.017 Perceived Advantages + 0.913 Competitive Pressure – 0.192 Customer Pressure – 4.939.

Table 14: Coefficientsa
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)

Attitudes

Innovativeness

Firm Size

Technology Expertise

Compatibility

Perceived Advantages

Competitive Pressure

Customer Pressure
	-4.939

.243

.229

.277

.245

.231

.017

913

-.192
	1.164

.091

.082

.109

.086

.093

.116

.202

.078
	.177

.232

.207

.245

.211

.012

.342

-.172
	-4.245

2.682

2.799

2.543

2.835

2.495

.146

4.513

-2.456
	.000

.008

.006

.884
.005

.014

.012
.000

.016


6.13
Hypothesis 

Based on Table 14, it could be seen that attitude showed a significant value of more than 0.05 which is considered as significant with the value of sig is 0.008. It means that the H1 hypothesis which states that manager’s attitude towards e-CRM has an effect on the adoption of e-CRM applications was accepted and aligns with the original result from Saini (2003) and Abdullah (2007). Meanwhile, it could be seen that manager’s innovativeness significantly affect adoption of e-CRM applications with a value of sig is 0.006. Thus, H2 for this study which is manager’s innovativeness has an effect on the adoption of e-CRM applications is accepted and supported with the original result from Dess & Lumpkin (2005). 

The result of significant show that firm size is not important factors on the adoption of e-CRM applications with a value of sig is 0.884. Therefore, H3 in this study which is firm’s size in regard to number of employees has an effect on the adoption of e-CRM applications is rejected. It was proven that firm size regard to number of employees is not supported on the adoption of e-CRM by Sophonthummapharn (2008). While, results show technology expertise significantly affect the adoption if e-CRM applications with a value of sig is 0.005. The result for H4 which is technological expertise has an effect on the adoption of e-CRM applications is accepted, as mentioned from original result from Sophonthummapharn (2008).
Next results show that compatibility significantly affects adoption of e-CRM applications with a value of sig is 0.014. Thus, H5 which is compatibility has an effect on the adoption of e-CRM applications is accepted and align with the original result from Sophontummapharn (2008). Meanwhile, perceived advantage shows the result of significantly affect the adoption of e-CRM applications with a value of sig is 0.012. So, H6 which is perceived advantage have an effect on the adoption of e-CRM applications was accepted and proven by the original founder from Sophonthummapharn (2008).
In SMEs, pressure form external factors might be influence the result on the adoption of e-CRM. From the results, it shows that competitive pressure is the most significant affects adoption of e-CRM applications with a value of sig is 0.000. Therefore, H7 which is competitive pressure has an effect on the adoption of e-CRM application is accepted and proven by the original results from Sophonthummapharn (2008). Besides that, customer pressure shows result of significantly affects adoption of e-CRM applications with value of sig is 0.016. Thus, H8 which is customer pressure has an effect on the adoption of e-CRM applications is accepted and align with the previous result by Sophonthummapharn (2008). The hypothesis testing is summarized in Table 15.
Table 15: Summary of hypothesis testing

	Hypothesis
	Influencing Forces
	Resulted

	Individual Factors

H1

H2
	Attitude

Innovativeness
	Supported

Supported

	Organizational Factors
H3

H4
	Firm size

Technology expertise
	Not supported

Supported

	Technological Factors
H5

H6
	Compatibility

Perceived advantage
	Supported

Supported

	Environmental Factors
H7

H8
	Competitive pressure

Customer pressure
	Supported

Supported


7.0
Conclusion and Discussion
Today’s online consumer has more complex needs and much higher expectations than ever before. Online business communities are fast emerging as new organizational tools for customer. Small and Medium Enterprises (SMEs) are one of the important contributors to the world economy. The breakthrough of information technology (IT) has significantly impacted the way business is conducted. Development in the field of IT has increase the scope of CRM implementation in business organizations, which leads to the rising of e-CRM concept. By using the e-CRM, small firms such SMEs will gain more customer loyalty and retention. Accordingly, the used of e-CRM included all the information of the firm, order data, and product or services that make it easier to customers. 

There are theories that have been used in this study in order to develop the research framework included: Theory of Planned Behavior (TPB), Technology-Organizational-Environmental (TOE) framework, and Diffusion of Innovation (DOI) model. TPB explained the behavioral intention of individual towards the adoption of technologies. Meanwhile, TOE framework addressing the key facets that influence a firm’s adoption of a given technology: the technological context, the organizational context, and the environmental context. Next theory is DOI model has been used to explain the patterns of adoption, explain the mechanism and assist in predicting whether and how a new invention will success.
The study presents a general overview of factors influencing the adoption of electronic Customer Relationship Management (e-CRM) applications in Malaysian SMEs. Therefore, the research framework is developed consists of four factors: individual factors, organizational factors, technological factors, and environmental factors. In a broader perspective, the individual and organizational can be seen as internal factors while technological and environmental can be viewed as external factors. Individual factors are categorized to attitude and innovativeness. Attitude can be powerful enable or a barrier towards the adoption of the new technology in the firm while for innovativeness, the manager or the owner of SME is willingness to introduce newness technology to adopt e-CRM or not in the firm. Organizational are categorized to firm size and technology expertise. Firm size is important variable in adopting e-CRM in firms. Technology expertise defined as the availability of technical staff or consultants in dealing with new tehnology. 
The technological factors are categorized to compatibility and perceived advantage. Compatibility is the degree to which an innovation is perceived as consistent with the firm existing processes to ensure the success of adopting e-CRM. Perceived advantage is the degree of advantage which an innovation is perceived from adopting e-CRM. The last influencing factors is environmental that categorized to competitive pressure and customer pressure. The competitive pressure will affect the adoption of e-CRM and be a motivating reason why SMEs adopt this technology. Customer pressure is the behavior and demand of customer that force a firm to adopt e-CRM in order to keep and satisfy customers by provide a convenience services.  Based on these influencing factors, it is expected that the outcome of this study clearly picture of e-CRM adoption among SMEs. 

Adoption of e-CRM applications is expected to sustain long-term customer relationships. In the highly competitive and innovative business environments with the expanding global marketplace, SMEs are continuously searching ways to maintain in the marketplace. Hence, the firms need to take initiative to adopted e-CRM in their firm. 
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