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Abstract. E-commerce is important in creating a knowledge society and cashless business environment 
in the era of the fourth industrial revolution (IR 4.0). However, not all Malaysian entrepreneurs are 
ready for this digital way of performing business. The e-commerce ecosystem is still less matured, and the 
e-commerce adoption rate is still low among entrepreneurs of small and medium enterprises (SMEs). 
Therefore, this study was conducted to determine the factors that influence the entrepreneurs’ motivation 
to adopt e-commerce. Self-determination theory (SDT) was employed in determining the factors that 
influence the motivation to adopt e-commerce. This study employed a quantitative research method 
and surveyed 273 entrepreneurs through self-administered questionnaires. It used multiple regressions 
analysis to analyse the data and test the hypotheses. Based on the results obtained, it concluded that 
competence, relatedness and autonomy positively and significantly influenced entrepreneurs’ motivation 
to adopt e-commerce. Relatedness was found to be the most important factor, followed by autonomy and 
competence. This study contributed to entrepreneurship literature by applying SDT in understanding 
entrepreneurs’ motivation in e-commerce adoption. It also shed light on the importance of individual 
psychological factors in decision making among entrepreneurs. The study suggested that building a 
strong connection among the entrepreneurs, providing freedom to business operations and developing 
knowledgeable entrepreneurs are some crucial steps in motivating entrepreneurs to adopt e-commerce, 
especially in a developing country like Malaysia. 
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1. Introduction

The number of entrepreneurs has grown tremendously in recent years. The competi-
tion platform has also changed from traditional-based to digital-based, through utiliza-
tion of modern technological facilities to capture a bigger market share. For example, 
electronic-commerce, or e-commerce, is a digital way of doing business. It also serves 
as an important alternative of entering the world of cross-border business. Indeed, the 
fourth industrial revolution (IR 4.0) has also highlighted the importance of digitization 
and the Internet of things (IoT) to businesses. 

Knowing that digital business is the future way of doing business, Malaysian govern-
ment initiated the Digital Free Trade Zone (DFTZ) in 2017, with two main objectives, 
namely: (i) to establish Malaysia as a regional e-commerce e-fulfilment hub and, (ii) 
to drive export of Malaysian small and medium enterprises (SMEs) via e-commerce 
(MDEC, 2018). In the same year, the government also established Malaysia’s National 
E-Commerce Strategic Roadmap (NESR) with the aim to double the e-commerce 
growth rate in Malaysia from 10.8% in 2016 to 20.8% by 2020 (MDEC, 2017). 

Although Malaysian government has a clear direction in digital business develop-
ment, several issues remained unresolved. For instance, the country’s e-commerce eco-
system is still in its infancy stage. The situation has held back the e-commerce market 
and caused the low adoption rate. Although the Internet penetration was as high as 70% 
in 2015, the presence of online business was merely five percent (Handley, 2016). Spe-
cifically, Malaysian small and medium travel agencies are still using the conventional 
methods in their business, with only 28% involved in e-commerce (Shaharuddin et al., 
2018). 

E-commerce provides various growth opportunities to business because it makes 
the selling and buying process easier and allows the offer of full package services to the 
customers. However, not all businesses would gain benefits from those opportunities 
because connecting the online and offline world remains as the prime challenge for Ma-
laysian businesses (Kumar, 2016). On top of the above, businesses that wish to embark 
on e-commerce are facing several challenges, for example, issues of product originality, 
warranty, cheated images, false claimed price, fraud transaction and privacy and security 
(Mukhtar et al., 2016). These issues could simply drive businesses away from adopting 
e-commerce, even though they understand the importance of e-commerce for business 
survival in the future competitive landscape. Specifically, the issues are crucial to SMEs 
because they are small in size and possess limited resources. SMEs appear to face sig-
nificant and unique challenges in new technology adoption (Astuti & Nasution, 2014).

One of the six prime objectives in NESR is “to increase seller adoption of e-com-
merce”. Prior to achieving that objective, research on entrepreneurs’ tendencies to 
adopt e-commerce is highly needed. Adopting a new technology in traditional business 
requires mental preparation. Specifically, the decision to adopt e-commerce begins with 
the leader of a venture (Alos-Simo et al., 2017). As such, understanding an individual’s 
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self-realization is crucial in helping the individual to seek and grab good opportunities. 
However, studies that focused on scrutinizing innate personal psychological needs and 
technology adoption are scarcely available. The question such as “what are the individu-
al psychological factors that influence e-commerce adoption” still remains unanswered. 
As such, this study was carried out with the aim to determine the factors that influence 
motivation of e-commerce adoption among Malaysian SMEs entrepreneurs.

2. Literature Review

2.1Overview of E-commerce Adoption

E-commerce can be simply defined as a process of buying, selling, exchanging, or trad-
ing items, services and/or data utilizing computer systems such as the Web, Internet 
and Intranets (Turban et al., 2010). It can also be further defined as the utilization of 
electronic systems with the objective to ease and affix all stages of commerce, from 
the production of goods to their sale and delivery (Barsauskas et al., 2008). As Lim 
et al. (2016) explained, researchers have tried to define e-commerce to suit their stud-
ies. Thus, they further identified that e-commerce consists of two important elements, 
namely: (i) business activities through electronic medium and; (ii) technology appli-
cation. Although various definitions of e-commerce are found in the literature, it can 
be described as the use of the Internet to perform business transactions. It is impor-
tant to note that e-commerce is essentially not the same as “e-business” because it is a 
sub-component in e-business (Kabugumila et al., 2016).  

Studies have confirmed that using electronic devices and adopting electronic func-
tions such e-marketing (Chong et al., 2018) and e-business (Soto-Acosta et al., 2016) 
could bring positive influence on the performance of businesses. For instance, e-com-
merce could reduce the cost of information searches, cost of the transaction and time 
of business processes to achieve greater efficiency (Astuti & Nasution, 2014). E-com-
merce has proven to bring immense benefits to the businesses in developed countries, 
but not in developing countries (Lim et al., 2016). However, the research results ob-
tained from developed countries could not be generalized to developing countries due 
to significant differences between their country contexts (Hussin et al., 2017). Most 
importantly, adoption of e-commerce by SMEs in developing countries was very far 
behind developed countries (Rahayu & Day, 2015).

2.2 E-Commerce in Malaysia

E-commerce is not a new business practice in Malaysia because AirAsia, which was 
established in 2001, could be deemed as the most well-known example of e-commerce 
success (Mukhtar et al., 2016). In recent years, e-commerce has become an important 
nation’s agenda in creating a knowledge society and cashless business. For this purpose, 
the government has launched several initiatives; one of the initiatives was the establish-
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ment of National E-Commerce Strategic Roadmap (NESR) in 2017. The main pur-
poses of this initiative are to accelerate adoption of e-commerce and e-procurement, 
lift non-tariff barriers, realign existing economic incentives, make strategic investments 
and promote national brands (MDEC, 2017). 

Apart from that, the Digital Free Trade Zone (DFTZ) was also launched by the 
government in the same year. DFTZ is an activity to capitalize on the conversion and 
exponential development of the web economy and cross-border e-commerce exercis-
es. Specifically, DFTZ is there to drive local SMEs’ export, attract foreign investment, 
develop Malaysia as a regional fulfilment hub for global brands, and to drive innovation 
in e-commerce and internet economy (MATRADE, 2017).  Changes brought by IR 
4.0 are rapid, unpredictable and full of challenges. Current businesses are further chal-
lenged by the recent development of 5G. Although both IR 4.0 and 5G have caused 
various challenges to businesses, they do provide various opportunities.   Malaysia as 
a developing country and emerging economy has to react to the changes and grasp the 
opportunities brought by IR 4.0 and 5G.  

Although Malaysians have elected another political coalition as the new government 
in the 14th General Election on 9 May 2018, the effort to develop Malaysia as an e-com-
merce hub has never been terminated. However, research showed that the development 
of e-commerce among SMEs in Malaysia was slow (Kartiwi et al., 2018). Thus, the mo-
tivation level of adopting e-commerce business model among Malaysian entrepreneurs 
needs to be elevated. As Hussin et al. (2017) pointed out, Malaysian SMEs still resist 
to use ICT in their daily business operations, and e-commerce in Malaysia is still in its 
infancy stage. Lim et al. (2016) found that SMEs in Malaysia were rather passive on 
e-commerce adoption and they used fundamental e-commerce technologies such as 
email, website and portal. It should be mentioned that SMEs are still lagging behind in 
using the Internet for their business, especially in the context of developing countries 
such as Malaysia (Amin et al., 2016; Hussin et al., 2017). As Hussin et al. (2017) urged, 
there are too many studies concentrated on the e-commerce adoption in the developed 
countries, there is a need for closer scrutinization in specific developing countries. Spe-
cifically, such studies could help the country to predict e-commerce usage rate and eval-
uate the future growth of e-commerce among SMEs.

2.3 Self-determination Theory

As mentioned earlier, this study aimed to determine the factors that influence the moti-
vation of e-commerce adoption among Malaysian entrepreneurs. This study employed 
self-determination theory (SDT) proposed by Deci and Ryan (1985) as the underpin-
ning theory because it is deemed suitable for understanding one’s motivation. The theo-
ry explains that a person needs to satisfy his/her psychological needs in the pursuit and 
attainment of his/her goals. Simply, it means human motivation is affected by innate 
psychological needs of competence, autonomy and relatedness. It is believed that needs 
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provide a great basis for energization and direction of action. Furthermore, needs also 
“specify innate psychological nutriments that are essential for ongoing psychological 
growth, integrity, and well-being” (Deci & Ryan, 2000, p. 229).

Innovation process in a business begins with the leader of the business (Alos-Simo 
et al., 2017). In most cases, SMEs are owned by individual entrepreneurs or a team 
of entrepreneurs who own and make strategic decision for the ventures. This means 
that entrepreneurs enjoy a greater decision authority in determining the direction and 
attributes of the firm such as technology adoption. Therefore, entrepreneurs’ psycho-
logical conditions play an important role in recognizing and taking advantages of the 
opportunities (Ganotakis & Lindsay, 2016; Sarmah et al., 2017).  In the literature, 
Ganotakis and Lindsay (2016) pointed out that many e-commerce adoption stud-
ies have focused on the organizational-level factors, using the resource-based theory 
(RBT) and technology organization environment (TOE) framework. However, very 
few studies have examined the effects of individual factors such as a decision maker’s ca-
pabilities of the adoption of e-commerce. Indeed, individual psychological conditions 
and the ICT adoption decision still remains unexplored. As Sarmah et al. (2017) urged, 
studies pertaining to SMEs should acknowledge the role of owner-managers because 
they are in control of the SMEs, and understanding their psychological factors such as 
attitudes, values, motivations and behaviour is important. Astuti & Nasution (2014) 
mentioned that it is important to focus on individual entrepreneurs because they are 
the IT users, and factors such as their IT skills are worth researching. Rahayu and Day 
(2015) also supported the idea that it is reasonable to examine the influence of individ-
ual contexts on e-commerce adoption because most of the strategic decisions in SMEs 
were centralized and highly dependent on the owner-managers. 

It can be said that existing entrepreneurship literature has not fully explored the 
influence of an individual’s psychological factors on decision making among entrepre-
neurs, especially for technology adoption in developing countries. Thus, it leaves a la-
cuna in the literature for further exploration. This study attempted to fill the gap by 
examining the relationships between innate psychological factors and motivation for 
e-commerce adoption.

2.4 The Innate Psychological Needs and Motivation to adopt E-Commerce

Competence is a process of seeking to control and encounter mastery of results (David, 
2014). Competence is much related to feedback. As Deci and Ryan (2000) described, 
positive feedback provides the satisfaction of the need for competence and enhances 
motivation; whereby negative feedback produces reverse results such as dissatisfaction 
of the need of competence and decreases motivation. According to Lewis (2003), the 
competence model encompasses four key concepts, namely resources, strategic resourc-
es, processes and performance advantages. The application of competence model in 
e-commerce practices should focus on organizational operating systems and processes. 
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Competence is very much associated with knowledge that a person has. Competence 
has been found as one of the most powerful influences on intrinsic motivation (Deci & 
Ryan, 2000). Indeed, studies conducted by previous researchers have also successful-
ly demonstrated that competence influenced the motivation of technology adoption. 
Awa et al. (2015) postulated that the education level of SME decision maker would 
determine the adoption of e-commerce because education influenced the decision 
maker’s innovativeness. As supported by Ahmad et al. (2015), SME owner-manager’s 
knowledge and expertise affected the e-commerce adoption among SMEs in Malaysia. 
Panayiotou and Katimertzoglou (2015) also concluded that knowledge with regard to 
Internet proved to be significantly correlated to the Internet adoption status among 
the micro-firms from the jewellery industry in Greece. The finding was confirmed by 
Al-Somali et al. (2015) who found that information technology (IT) knowledge was 
an important organizational characteristic that affects innovation such as e-commerce. 
Rahayu and Day (2015) also concluded that SMEs owner-manager’s IT knowledge 
positively influences e-commerce adoption in SMEs. Similarly, Poorangi et al. (2013) 
found that Malaysian SME managers who understood e-commerce well and had good 
knowledge on e-commerce would have a high confidence level with e-commerce. This 
would then influence the adoption of e-commerce in their businesses. 

Autonomy could be simply described as the universal urge to be causal agents of 
one’s own life and act in harmony with one’s integrated self (David, 2014). Providing 
choices and acknowledging feelings are among the possible strategies that could re-
sult in satisfying intrinsic motivation. Thus, it is believed that when people feel autono-
mous, they would have higher intrinsic motivation and be more engaged in an activity. 
Similar to competence, autonomy is also regarded as a powerful influence on intrin-
sic motivation (Deci & Ryan, 2000). As most entrepreneurs are owner-managers of 
their own businesses, they certainly have the freedom and full autonomy to manage the 
businesses. Mohammed et al. (2013) identified that a manager’s willingness recorded 
a very significant relationship with e-commerce adoption among SMEs. In addition, 
Sivathanu (2018) found that “value of openness to change”, which constitutes the di-
mension of autonomy, positively influences the elderly people’s adoption of IoT-based 
healthcare wearables.

Relatedness is the need to be associated with others and caring for others (David, 
2014). Deci and Ryan (2000) explained that relatedness is implicit in attachment theo-
ry. It is the requirement to feel associated and upheld by imperative individuals, such as 
a supervisor, parents, teachers, or colleagues. Relatedness is an association inclination 
in animate life such as humans, in which they arrange themselves for a bigger social 
element (Ryan et al., 1997). Relatedness has been considered as a more distal influence 
than competence and autonomy in the maintenance of intrinsic motivation (Deci & 
Ryan, 2000). Over the years, researchers have studied the relationship between relat-
edness and motivation for ICT adoption. For instance, Wanyoike et al. (2012) showed 
that the adoption of e-commerce among small formal enterprises in urban Kenya was 
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influenced by efficient coordination among various value chain partners. Al-Bakri and 
Katsioloudes (2015) supported the opinion that the external organizational factor such 
as external pressure from local and global trading partners and competitors affected 
the adoption of e-commerce systems by SMEs in Jordan. The factor was also impor-
tant in achieving maximum benefit from e-commerce adoption. Likewise, Al-Somali 
et al. (2015) found that organizational context such as support from management was 
crucial for successful e-commerce adoption for businesses. Ahmad et al. (2015) found 
that management characteristics affect e-commerce adoption within Malaysian SMEs. 
In addition, Ahmad et al. (2018) identified that factors such as top management sup-
port, communication, government support and influence of trading partners supported 
the intention to adopt electronic publishing among Malaysian publishers. Sarmah et al. 
(2017) found that social pressure influences e-business adoption intention and sug-
gested that spreading of information related to e-business to the whole social system 
helped to increase potential users.   

2.5 Research Model  and Hypotheses Development

Based on the discussion above, the theoretical framework which consists of three in-
nate psychological factors, i.e., competence (CO), autonomy (AU) and relatedness 
(RL), and their influence on motivation to adopt e-commerce (MEC) was developed 
(Figure 1).  

 

 

 

 

 

Competence (CO) 

Autonomy (AU) 

Relatedness (RL) 

Motivation to adopt e-

commerce (MEC) 

FIGURE 1. Research framework  
(adapted from Deci and Ryan, 1985)

Based on the discussion in the previous section, motivation to adopt e-commerce 
is posited to be influenced by three innate psychological factors, namely competence 
(Awa et al., 2015; Ahmad et al., 2015; Panayiotou & Katimertzoglou, 2015; Rahayu 
& Day, 2015; Poorangi et al., 2013), autonomy (Mohammed et al., 2013; Sivathanu, 
2018) and relatedness (Wanyoike et al., 2012; Al-Bakri & Katsioloudes, 2015; Al-So-
mali et al., 2015; Ahmad et al., 2015; Sarmah et al., 2017). Thus, three hypotheses (H1 
to H3) were also suggested to guide this study:

H1:	 There is a significant relationship between competence and motivation to adopt e-commerce.
H2:	 There is a significant relationship between autonomy and motivation to adopt e-commerce.

H3:	 There is a significant relationship between relatedness and motivation to adopt e-commerce.
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3. Research Methodology

3.1 Research Design

This study adopted a quantitative method because all the variables were measurable. 
As the variables could be operationalized, a survey questionnaire was developed and 
used for data collection purposes. The unit of analysis in this study was an individual 
entrepreneur. For the data collection, this study employed a cross-sectional time-ho-
rizon in which the data were collected just once. All data were collected with minimal 
interference from the researchers.

3.2 Population and Sample 

The population comprised SME entrepreneurs who registered in the directory of Min-
istry of International Trade and Industry (MITI) under the Digital Free Trade Zone 
(DFTZ) initiative. The entrepreneurs owned and operated full- or semi-digitalized 
businesses from both manufacturing and service sectors. Thus, they were generally the 
owner-managers of SME, which means that they are the main decision makers of ven-
tures. This study used a simple random sampling method in selecting the appropriate 
sample. Based on the population size, a total of 273 SME entrepreneurs were selected 
as the sample of this study (Krejcie & Morgan, 1970). In fact, there are a number of 
studies that have used SME owner-managers (Astuti & Nasution, 2014; Rahayu & Day, 
2015; Amin et al., 2016; Lim et al. 2016; Kartiwi et al., 2018).

3.3 Research Instrument

As mentioned earlier, since all variables could be operationalized, a self-administered 
questionnaire was developed to collect the desired data. It consisted of 21 closed-ended 
questions. All questions were adapted from previous studies (Sørebø & Hæhre, 2012; 
Gagné et al., 2010; Baard et al., 2004; Black & Deci, 2000; Roca & Gagné, 2008), with 
a slight modification to suit the respondents and context of Malaysia. For each ques-
tion, respondents were asked to indicate their degree of agreeableness/disagreeable-
ness based on a Likert-type scale ranging from 1=strongly disagree to 5=strongly agree. 
Prior to the mass distribution of the questionnaires to the respondents, a pilot test was 
performed to determine the reliability of the questions. Finally, the questionnaires were 
distributed to the respondents personally or through mail.

4. Findings and Discussion

4.1 Profile of Respondents

It was found that the majority of the entrepreneurs were female (n=165; 60.44%), aged 
30 years old or below (n=200; 73.26%); 34.07% (n=93) registered a sole-proprietor-
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ship business, 63.00% (n=172) operated a business in the service sector, and 44.69% 
(n=122) employed between five to 75 full-time employees.

4.2 Descriptive analysis and Pearson correlation analysis

TABLE 1. Mean, Standard Deviation and Pearson Correlation Coefficient

α m sd CO RL AU MEC
CO 0.63 3.56 1.05 1
RL 0.62 3.64 0.95 0.60** 1
AU 0.82 3.78 0.83 0.29** 0.59** 1
MEC 0.87 3.95 0.83 0.47** 0.63** 0.52** 1

The Cronbach’s alpha values for all variables were well above the 0.60 threshold; 
thus, they were deemed acceptable (Sekaran & Bougie, 2013). From Table 1, MEC 
obtained the highest mean score (m=3.95) and CO recorded the lowest (m=3.56). As 
for the Pearson correlation coefficients (r), all pairs of variables showed positive and 
significant associations (Table 1). The highest r-value was recorded between RL and 
MEC (r=0.63), while the lowest was found between AU and CO (r=0.29). Since all 
r-values were well below 0.70, the issue of multicollinearity did not exist.  

4.3 Multiple Regressions Analysis and Hypotheses Testing

Pearson correlation coefficient values in the previous section showed that multicollin-
earity was not found; it was proven again from the small variance inflation factor (VIF) 
values (<10) and tolerance values (>0.10) (Table 2). Thus, multiple regressions analy-
sis was deemed suitable to test the hypotheses.

TABLE 2. Results of Multiple Regressions Analysis

Independent Variables Standardized Beta T-value Sig. VIF Tolerance
CO 0.18 3.12 0.00 1.32 0.43
AU 0.26 4.52 0.00 1.76 0.55
RL 0.37 5.48 0.00 2.53 0.31

F-statistics 73.72 (<0.01)
R-squared 0.45

Dependent Variable: MEC

The results of regressions analysis were summarized in Table 2. The F-statistics ob-
tained was 73.72 (sig.<0.01), which indicated that the model was statistically fit. The 
R-squared value was 0.45, which indicated that 45% of the motivation to adopt e-com-
merce was explained by CO, AU and RL. The rest 55% could be explained by other 
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variables. The highest standardized beta value was recorded by RL (β=0.37; sig.<0.01), 
followed by AU (β=0.26; sig.<0.01) and CO (β=0.18; sig.<0.01). This showed that RL 
was the most important factor in influencing MEC, followed by AU and CO. The results 
further depicted that all three hypotheses (H1-H3) were supported. 

4.4 Discussion

This study found that competence, autonomy and relatedness significantly influenced 
motivation to adopt e-commerce. It supported the previous studies which concluded 
that competence, autonomy and relatedness influenced one’s motivation (Deci & Ryan, 
1985; Ryan & Deci, 2000). Specifically, the finding was also congruent to the studies 
which showed that relationships among stakeholders of a business (Wanyoike et al., 
2012; Al-Bakri & Katsioloudes, 2015; Al-Somali et al., 2015; Ahmad et al., 2015; Ah-
mad et al., 2018), autonomy in managing a firm (Mohammed et al., 2013; Sivathanu, 
2018) and IT competence (Poorangi et al., 2012; Panayiotou & Katimertzoglou, 2015; 
Ahmad et al., 2015; Al-Somali et al., 2015; Rahayu & Day, 2015) were positively related 
to IT adoption motivation. 

Transforming a traditional business into an e-commerce business is indeed impor-
tant for the businesses to stay competitive. IR 4.0 has also reshaped the business com-
petitive landscape from off-line orientated to on-line orientated and digitalized. Indeed, 
the power of digital technologies should not be underestimated because they could 
enhance a business’ efficiency, increase market access and expansion, and enable new 
innovation (Carayannis & Hanna, 2016). Amin et al. (2016) found that SMEs could 
gain business values from their e-business engagement. Most importantly, e-commerce 
could generate handsome profits for businesses (Omar &Anas, 2014). Furthermore, a 
study performed by Krishnan et al. (2017) found that as many as 91% of the shoppers 
in Kuala Lumpur made online transactions. As such, businesses should really redesign 
their strategies in facing the challenges in the digital world. 

The findings supported the first hypothesis, whereby a significant relationship was 
found between competence and motivation to adopt e-commerce. Malaysia education 
system emphasizes on providing ICT knowledge to the students since small. As most of 
the entrepreneurs in this study were young (below 30 years old), it was not surprising 
that they agreed their IT competence motivated them to adopt e-commerce. As a result, 
developing competitive entrepreneurs through extensive training and development 
courses is important, especially since young. This can be done through enhancing the 
current technical and vocational education and training (TVET) to provide part-time 
IT-related courses for the practicing entrepreneurs. The schools and universities could 
also redesign their curriculum to equip the students with greater IT-related knowledge 
so that they will be prepared for the IT world. In addition, banking institutions and 
telecommunication companies could provide relevant e-commerce information such 
as contents, processes, procedures etc. to enhance the entrepreneurs’ knowledge on 
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e-commerce. Of course, the role of government in promoting the use of e-commerce 
in businesses should not be neglected (Astuti & Nasution, 2014). Specifically, govern-
ment efforts such as establishment of relevant frameworks, initiatives, programs, grants 
and agencies to promote and govern e-commerce are playing an important role in de-
veloping e-commerce in Malaysia (Omar & Anas, 2014).

The result further supported the second hypothesis, i.e., there is a significant rela-
tionship between autonomy and motivation to adopt e-commerce. As most entrepre-
neurs in this study registered for sole proprietorship ventures, they possessed greater 
freedom in making strategic decision for their ventures. As such, entrepreneurs should 
be given more freedom or simply, less intervention from the governmental agencies 
in their business operations and management. This is because e-commerce is closely 
related to being creative and innovative in conducting business; however, intervention 
from the government, too many red tapes, rules and regulations could easily suppress 
the entrepreneurs’ creativity and innovation and further prevent them from adopting 
e-commerce. Thus, autonomy in managing one’s business is crucial in encouraging 
e-commerce adoption.

This study also supported the third hypothesis in which relatedness and motivation 
to adopt e-commerce recorded a positive and significant relationship. Entrepreneurs 
in this study were selected from MITI directory, in which they registered for programs 
in MITI. This has served as a good platform for entrepreneurs to build up network 
and interact with each other. Such interaction among themselves helped them to have 
a better understanding about e-commerce adoption. Therefore, in facing the wave of 
digitization and encouraging e-commerce adoption among entrepreneurs in Malaysia, 
building a strong and tight connection between the entrepreneurs is crucial. There are 
numerous trade associations in the country, and it is time for them to work together 
and build up a supportive environment to help and support each other in e-commerce 
adoption. Besides the formal trade associations, entrepreneurs could also develop in-
formal networking circles among themselves to share the relevant information and 
guide each other. Sharing of successful stories among entrepreneurs could be useful 
because competitive pressure could be one of the influencing factors for e-commerce 
adoption (Hussin et al., 2017). 

5. Conclusion

This study was conducted with the aim to identify the factors that affect the motiva-
tion of entrepreneurs to adopt e-commerce. Overall, it was proven that all factors such 
as relatedness, autonomy and competence have a positive and significant influence on 
motivation to adopt e-commerce. Thus, it can be concluded that the factors identified 
in SDT played an important role in influencing motivation to adopt e-commerce. 

This study contributed to both literature and practice. Literally, it furbished the en-
trepreneurship literature by applying SDT in examining entrepreneur’s innate psycho-
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logical factors in e-commerce adoption.  It also enriched the literature by supporting 
SDT as an important theory in studying human’s motivation. It further explained the 
psychological factors that motivate entrepreneurs to adopt e-commerce. Practically, it 
helps to strategize for e-commerce adoption in developing countries. It showed that 
entrepreneurs should equip themselves with sufficient e-commerce competencies, 
maintain a good relationship with people inside or outside of business and build up 
confidence in carrying out one’s own life. In order to achieve this, it is further suggested 
that specific bodies such as trade associations and government agencies should provide 
various assistance. Specifically, developing a supportive environment, providing fund-
ing, incentives or training courses to SME entrepreneurs could be deemed appropriate. 

This study is not without limitations. For instance, it only investigated the three fac-
tors in SDT; thus, future research should integrate the factors from other theories or 
models to test the direct and indirect relationships. Furthermore, the sample of this 
study consisted of entrepreneurs registered in the directory of MITI only; therefore, 
future studies could enlarge the sample size.  
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