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Abstract

This study has developed and tested a web based Information and Communication Technology (ICT) skills
capability toolkit consisting of two modules. The first module consists of 37 lessons on Internet strategy, website
design and optimisation based on material developed by the ATDW. The second module is a questionnaire that
allows the ICT skills profile of a region to be assessed.

In developing this toolkit, a literature review was undertaken of the use of ICTs by SMTEs and prior methods
of measuring ICT skills. This literature review indicated that the scope of technology that is available to SMTEs
is broad and changing rapidly. The technology is also complex and SMTE managers often do not have enough
time or money to adopt the technology. The prior literature also highlights a number of different approaches to
assessing the skills of SMTEs dependent on the outcome required. If an assessment of the ICT skills capability
of a region or country is required then a broad e-readiness questionnaire may be suitable. Alternatively, it may be
that a self-assessment linked to training modules is more suitable as it provides a way for operators to improve
their skills directly. The literature review also highlighted that ICT related to promotion and marketing is
important for a majority of STME operators and that there was a ‘usual’ development path for web related
SMTE marketing. A series of face-to-face interviews with 41 SMTEs were conducted and these provided
information of the existing and likely ICT developments, sources of competitive advantage and best practice.

Glossary
ICT Information and Communication Technology
SMTE Small to Medium Tourism Enterprises
SME Small to Medium Enterprises
WWW World Wide Web
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SUMMARY

Objectives of Study

The development of a toolkit designed to guide SMTEs in planning for and implementing ICT within their
enterprises. Outcomes of this project will be a toolkit that allows operators to identify:

ICT technology available;

advantages of introducing various ICT technologies for SMTEs;

best practice implementation of ICT in various types of SMTEs;

the ICT capabilities of themselves or their staff;

some recommendations for ICT development pathways.

Methodology

This research involves methodology as follows:

(1) Review of literature of ICTs in SMEs and SMTEs concerning:
e cxisting and likely developments
e competitive advantage and profitability
o  skills capabilities assessment tools.

(i1) Assessment of ICTs in SMTEs—existing and likely developments based on interviews with experienced
SMTEs.

(ii1) Assessment of ICT contribution to competitive advantage and profitability of SMTEs based on identification
of ten potential best practice cases in various tourism sectors (one in each of hotels, tours, attractions, events,
restaurants in SA and Victoria).

(iv)Assessment of ICTs in SMTEs and their aspirations based on interviews with naive SMTEs (five in each of
Victoria and SA) to determine their perceived views of the usefulness of, ease of use of and intention to use
ICTs.

(v) Final report.

Key Findings
The key findings are discussed below under each of the main sections of the report.

Literature review

A review of the literature (Chapter 1) indicates that there are difficulties in developing a toolkit that is
comprehensive of all existing and potential ICT and all types of operators. For this reason it was considered
necessary to, in some way, delimit the scope of the toolkit and the focus chosen was e-marketing. The literature
review also highlights a large number of prior models of competitive advantage and profitability. It also
highlighted the complexity of the task of implementing ICT for time poor managers of Small to Medium
Tourism Enterprises (SMTEs) and thus the importance of considering skills and motivation in improving ICT
uptake in SMTEs.

Two dimensions of assessment tools have been identified. These are purpose and scope. The various
assessment types described here have three basic purposes: description, diagnosis, or prescription. Descriptive
tools explain or describe what happened. Diagnostic tools identify problem areas, but do not indicate how to
address the problems. Prescriptive tools urge action along a clearly defined path. Furthermore, the scope of the
assessment can relate to general ICT skills or focus on a specific topic or area and the assessment tools can be
targeted at improving the knowledge of the policy maker or of the individual operator. In this study the scope
examined is specific and is related to the evaluation of website marketing skills. Evaluation tools were developed
that may be diagnostic and/or prescriptive and useful for self-assessment and policy diagnostics.

vi
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Assessment of ICTs in SMTEs

In Chapter 2 the findings from a study of 41 metropolitan and rural businesses in South Australia and Victoria
are presented. Most of the businesses that participated in the study had been in operation for three or more years
and had been using ICTs for as long as they had been in businesses. The businesses were asked to identify their
primary business focus (refer Table 10). Growth (43%) and lifestyle (33%) were seen as the main business foci.
Some 13 businesses being classified as having upper level ICT skills, 20 businesses classified as middle level
and eight businesses being classified at the lower level. Those participants that had been using ICTs for longer
tended to be classified in the middle and upper levels.

The majority of businesses reported that they had either interactive websites (49%) or information-based
websites (42%).

Assessment of benefits

In Chapter 3, most businesses identified that the benefits they received from ICT use are increased efficiency and
improved communications. The most frequently identified areas of ICT use in the participating SMTEs were
marketing, customer service and finance/accounting. Most businesses sourced their ICT skills through a range of
areas; the more popular areas being consultants, ‘other’ sources (previous work experience, product manuals and
suppliers, other businesses/competitors and associations and the internet), friends, training courses and family. In
relation to having an ICT replacement strategy, 28% of all participants suggested that they replaced their ICTs
infrequently or never. In relation to recovery plans, around three in four businesses that participated indicated
that they had recovery plans in case something should go amiss with their ICTs.

Assessment of innovation and best practices

In Chapter 4, of the 41 businesses that participated in the study, 16 were identified as having innovative ICT
practices. Most of the businesses with innovative uses of ICTs, also reported having interactive websites (62%).
Most of these had online bookings (which we did nof classify as an innovative use in itself). Of the 41 businesses
that participated in the study, 12 were identified as exhibiting ‘best’ ICT practice. This classification was given
because they performed well in the following areas having at least a reasonable level of ICT skills, reviewing
their ICTs on a regular basis, having a recovery plan if their ICTs failed and evaluating the success of their ICTs.

vil
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Chapter 1

REVIEW OF LITERATURE—ICTS IN SMTES

Over the past ten years, it is evident that one of the main developments within the tourism and hospitality sectors
has been the rapid growth in the use of Information and Communication Technology (ICT). The travel industry
provides a service that relies on visitors geographically distant from the travel destination receiving information
and making bookings for their travel. Further it involves a number of suppliers providing components of the
overall trip as well as having a complex distribution system. This dependence on remote provision of
information from numerous suppliers as well as the interest that visitors have in planning their trips has meant
that tourism was one of the first industries to be profoundly affected by ICT developments. Tourism firms are
increasingly dependent on business sourced or influenced by use of ICT and are also affected by competition
engendered by the availability of ICTs such as the Internet and World Wide Web (WWW). It is clear that ICTs
are of paramount importance to the world of tourism and hospitality (Baggio 2006).

The introduction of ICT has affected all the players in the tourism sector. For pofential travellers new
technologies have revolutionised how they research travel options, compare prices and book their travel. For
travellers on their trip the availability of information and contact with their home through the Internet, the use of
mobile phones and geographic location services based on Global Positioning Satellites (GPS) has increased the
convenience, pleasure and security of travel. For fourism operators, ICTs have affected the way they market
their products as well as offering opportunities to change the way they operate (Buhalis and Deimezi 2004). ICT
puts marketing opportunities in the hands of each and every business owner, thus increasing not only the offer to
the consumer but the competition amongst the industry and destinations. For tourism intermediaries such as
travel agents and wholesalers, the introduction of ICTs have changed the nature of competition, led to new
business models such as the offering of last minute ‘distressed stock’ over the WWW and the ability for
consumers to compare prices and book, as well as creating new opportunities for relationship marketing. For
tourism organisations at the local, state and national level, it has meant a change in the skills required of staff,
their promotion and marketing techniques, their customer research methods, a change in the services offered to
include ICT training and education for operators and the development of cooperative data services such as that
provided by the Australian Tourism Data Warehouse (ATDW). For governments, ICT has raised important
policy issues related to taxation and legal jurisdiction, amongst other areas.

The focus of this research is the effect of ICT on Small to Medium Tourism Enterprises (SMTEs). ICT has
had numerous effects on each of the groups listed above and each group has had particular problems and issues
in dealing with the impact of ICT. In particular, SMTEs have been chosen for examination in this study as they
firstly comprise a large proportion of all tourism operators in Australia and contribute significantly to the success
of regional economies. Secondly SMTEs often have inadequate skills and insufficient resources (both money
and time) to respond to ICT adequately. As will be discussed below, this makes SMTEs vulnerable to the
changes wrought by ICT.

In the following section we firstly define ICT and then examine the various ICT developments affecting
SMTE:s in the immediate future.

Existing and Likely Developments in ICT

Rapid technological development paradoxically means that the more powerful and complex the ICTs become, the
more affordable, user-friendly they become, enabling more people and organisations to take advantage.
Technological innovations in hardware, software, and netware have been propelling a wide range of changes in
Information Systems (IS). ICTs convergence effectively integrates the entire range of hardware, software,
groupware, netware, and human-ware and blurs the boundaries between equipment and software (Buhalis and
Law 2008, p. 614).

Development of a list of existing and likely developments in ICT is a daunting task as the rapid growth of
technology and a dynamic business environment is leading to a rapidly evolving ICT environment. Further, even
if we were able to list them, ICT developments are difficult to categorise as they blur into one another. Here a
number of the basic building blocks that support ICT developments are listed. These developments include fast
and cheap computers with the ability to store massive amounts of data, the fast interconnection infrastructure
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provided by the Internet optical cables that link countries and continents together, the availability of homes and
businesses to access the Internet through data connections and Internet Service Providers (ISPs). The
development of the WWW has increased the usability of this technology and led to increased use. Development
of software to make use of these technologies has led to availability and use of email, and the widespread use of
websites for information and bookings and later accessing multimedia, social networking, and other uses.

So how can we define ICT and what is its scope. /CT is an umbrella term that includes all technologies for
the manipulation and communication of information (Wikipedia 2009). One early attempt to examine the extent
and implications of tourism ICT was developed by Tremblay (2000) who developed a fourfold typology shown
in Figure 1.

SERVICES
TOURISM TOURISM
COMMUNICATION SERVICES INFORMATION SERVICES

Videoconferencing GDS and CRS content

Intelligent Transportation Systems (ITS) Videotext

In-Vehicle Guidance Systems Tourism Internet Portals 3

Electronic Ticketing (Expedia, PreView Travel, etc.) %

Extranets Destination Information Systems =

Intranets Destination Kiosks §
5 In-room Internet access Data Warehousing systems specific to =
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Education and Training
On-line Travel Agents
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rental) Yield Management
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GDS and CRS equipment Intelligent Hotel Room Technologies

PRODUCTS

Figure 1: A map of tourism ICT technologies

Source: Tremblay and Sheldon (Tremblay and Sheldon 2000, p. 349)

Consideration of this list of ICTs suggests that the various technologies may not be equally applicable to all
types of operators. Thus hand held terminals for data entry may be useful for restaurants and car rental
companies but not particularly useful for small Bed and Breakfast establishments. Similarly, virtual reality
applications may be useful for large attractions but not affordable (at the moment) for smaller attractions. As will
be discussed below there are marked differences in the potential and actual value that SMTEs see in the various
ICT. This finding suggests that development of a toolkit for SMTEs in use of ICT is a large task that to be
comprehensive would require an understanding of the ICT needs of each type of tourism business and
development of a toolkit module for that type of business. This finding will be discussed further below.

In addition to a wide range of ICTs currently available there are numerous indications that ICT is continuing
to evolve rapidly. For example Buhalis and Law (2008) provides a summary of more recent developments
including interoperability and ontology, multimedia, mobile and wireless technologies, web design in both
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functionality and usability and proposes the future development of ambient intelligence. In a study for the
STCRC, Sharda et.al. (2006) discusses a number of leading edge ICT developments such as the need for an
Australian tourism ontology, development of location-based systems and improvements in tourism portals,
wireless technologies and useability engineering. In terms of developing a toolkit for SMTEs, this suggests that
anticipating the implementation of these developments suitable for SMTE s will be difficult.

The above indicates that there would be difficulties in developing a toolkit that comprehensively covers all
existing and potential ICT and all types of operators. For this reason it is necessary to delimit the scope of the
toolkit. The scope of the toolkit chosen here is existing ICT in common usage by larger operators and that could
be transferred to SMTEs. In addition the need for SMTEs to be willing and able to implement the technology led
to a choice of ICT that some SMTEs had already been able to implement.

The choice of scope was supported by research into two areas. Firstly, prior researchers have proposed a
‘normal path’ for ICT adoption by SMTEs. This is the e-adoption ladder (D Buhalis and Deimezi 2004) as
shown in Figure 2. Secondly, research by McGrath (McGrath 2006) indicates that there is a major or partial gap
by all types of tourism services in the effective usage of the Internet.

The advent of the Internet has altered each and every main component of the traditional tourism system. In
today’s e-marketplace, this system had to undergo an e-facelift to be able to compete. The traveller now e-
researches; communication has become e-communication; destination communities have had to enter the World
Wide Web; and even non-tourism related externalities had to follow the e-tourism trend in order to be able to
deal with their tourism partners. One of the main challenges that Baggio (2006) highlighted is the one of
positioning and visibility. For instance, his research on Italian travel agents demonstrated that its visibility on the
Internet—especially in Internet-intensive regions—is a key business success factor: if not visible and considered
useful by the consumer, the agent will not perform well.

1t is therefore fair to say that the combination of the visibility on the WWW based on keyword search by the
Internet user and the quality of the e-offer could well make or break a tourism business (Baggio 2006).

A second point with regards to e-tourism is the fast development of real-time online bookings. Customers are
able to bypass travel agents and tour operators and book directly at the source. This has forced the intermediaries
to review their business process and to redefine their activities.

For these reasons it was determined to focus the toolkit on improving the Internet capability of SMTEs. In
terms of the e-adoption ladder this equated to a focus on steps 1-5. Thus the aim for this toolkit will be to
improve the level of online presence of SMTEs. This ensures that the toolkit will be aimed at an area of major
need.

F 3
Business
stages Step 7:
and Transformed
i ions
benefits Step 6:
Int tad
Ir
. P - open systems
T StE(:i 5 e-business of information for
R : e-business
Step 4: & e-commerce - Integrate customers,
5 supply chain .
Effective =0 suppliers and
Step 3: website - order and pay manufacture partne{;s“_
Step 2: i ? online, reducin and deliver - new business
Basic website - g v models based on
Internal e . transaction become =
and e-mail - effective and e I interworking
systems interactive costs seamess between
. ' - maximise - minimise =n
Stepi: ““f’ passive - basic website ‘_'VEII?_‘;';ein accessibility and waste at every ﬁ:g;:giit"f”" and
Starting internet offering online \ngIdLvide speed stage of the =
point - basic internal l_Jmth.”rE[ market supply chain
systems for . ? |c:|e|n d - window on
_ limited accounting and n ?rna Ian worldwide
imite word processing externa suppliers

exposure to communications
ICTs and - access 1o through e-mail
s-commerce and TSNS
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Figure 2: The e-adoption ladder

Source: (Buhalis and Deimezi 2004)
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Social networking

Tours using mobiles

Online auctions

Peer-to-peer networking

Mash-ups

Collaborative publishing

Content subscription systems

Social network sites

Blogs

Table 1: ICT applications

Dwivedi, Shibu and Venkatesh (2007) provides an overview of social
software practices including blogs, message boards and consumer review
sites.

Mobile devices are increasingly being used by tourists as electronic personal
tour guides—see Kim and Schliesser (2007).

See Ho (2008).

Peer-to-peer networking (sometimes called P2P) is a technique for efficiently
sharing files (music, videos, or text) either over the Internet or within a closed
set of users. Unlike the traditional method of storing a file on one machine
(which can become a bottleneck if many people try to access it at once) P2P
distributes files across many machines, often those of the users themselves.

Mash-ups are aggregations of content from different online sources to create a
new service. An example of this would be pulling apartment listings from one
site and plotting them on a Google map to show where the apartments are
located.

Collaborative publishing systems are platforms that attempt to tap the
expertise of a group rather than an individual to make decision. They also
allow many authors to contribute to an online document. A well-known
example of this is Wikipedia, part of the Wikis family. In the travel and
tourism industry, one of the key player is Trip advisor (www.tripadvisor.com)

Content subscription systems such as RSS feeds. RSS (Really Simple
Syndication) allows people to subscribe to online distributions of news, blogs,
podcasts, or other information. Feedburner is the main tool used to create
feeds. The travel marketer can develop as many RSS feeds as required from
each site of relevance and users can subscribe to them, accessing them via a
customisable homepage that resembles an email inbox.

Social media platforms such as Facebook, MySpace, and LinkedIn allow the
user to connect with friends and like-minded individuals, often on the form of
online communities and to develop a network that can be used for social and
or business purposes. An instance of this in the travel and tourism industry is
the T-list community on Facebook where online marketing professionals
specialising on the travel and tourism industry form a group and exchange
ideas and best practices. This group was originally formed by a well-known
tourism marketing blogger.

Blogs (short for weB LOGS) are online journals or diaries hosted on a web
server. They are now used as both an education and marketing tool, allowing
better positioning in search engine through linking strategies and keyword
optimisation. Blog content is distributed to an unlimited number of websites
via syndication (RSS, Search engines) and online communities. Sources
estimated 200 million blogs in existence in 2006; Technorati blog tracking
site tracked 55 million blogs in Dec 06 and estimates that the number of blogs
has doubled approximately every 6 months in the last 2 years.



Search engines

Podcasting

VOIP

Wireless and Mobile Platforms

Relationship marketing

Dynamic packaging
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Search engines are the ‘information crawlers’ of the 21st century. They
arrange the information and present it in a ready to be read format. Search
engines are now reaching a use almost as high as email with over 60 million
US Internet users relying on them on a daily basis. In the Web 2.0 era, Search
Engine Optimisation and Search Engine Marketing are the disciplines that
solely focus on working with search engines to promote a website, blog on
other user generated content over the Internet. The key player in the search
industry is Google—referencing half of the 200 billion existing numbers of
web pages on the Internet. Even though Google is by far the most used engine
with 50% of the searches, it is being followed by competitors such as Yahoo!
Search, MSN / Live Search, and others (Metrics 2.0 Sizing web search and
search marketing 2007)

Podcasts are audio or video recordings—a multimedia form of a blog or other
content. They are generated by Internet users and they are often distributed
through an aggregator, such as iTunes. The advantage of podcasts is that they
are downloadable onto a mobile device and allow the user to listen or view
them at his own convenience, whilst driving for instance.

See Feifan Xie and Lew (2008).

The ever-increasing connection speeds have allowed for a new form of
telephone technology, VoIP (Voice over Internet Protocol). VoIP has been
initiated by Internet applications like Skype, allowing to telephone for free
from computer to computer.

Wireless is likely to be the next major event in the history of technology. Its
application in tourism industry is also likely to increase in future. Mobile
services shall continue to be an important channel of information and tourism
services distribution for both providers and consumers. Future mobiles might
decrease in size, weight and price and are likely to increase in power, storage,
connectivity, position and capabilities. Electronic personal guide might be in
frequent usage. Besides SMS (short message services), WAP (Wireless
Application Protocol) standard for accessing the Internet with wireless
devices like mobile phones should be increased. GNSS (Global Navigation
Satellite System), which gives the position, and GPRS (General Packet Radio
Services) enabled mobiles which can handle larger amounts of data than the
GSM network shall be useful in tourism industry. W-LAN (Wireless Local
Area Networks) and Blue tooth, which gives wireless access at short distance
about few meters, can be useful too.

See (Langelund 2007)

Collaborative  Filtering,  popularised by  Amazon.com, makes
recommendations based on users' shared preferences. For example, if you
bought a book about fly fishing and we know that many other people who
bought that book also purchased biographies of Teddy Roosevelt, then we'll
recommend that you buy a book on Teddy Roosevelt, too. (Vendors: Net
Perceptions, Macromedia).

Data Mining/Analytics uses data analysis, including online traffic patterns,
past purchases, customer records, etc. to make predictions of future customer
behaviour. (Vendors: E.Piphany, NetGenesis).

Rules-Based Engines personalise content by automating business rules into
intelligent self-service products. Customers are served up content only if it is
relevant to them based on their unique preferences or specific needs.
(Vendors: BroadVision, Brokat Technologies, VacationCoach).

Travel agents have been highly affected by changes in tourism industry by
reduced commissions. They therefore look for new ways to increase their
margins: e.g. acquiring tools to dynamically package their clients’ holiday
requirements. Examples of dynamic packaging in the travel and tourism
industry are Expedia, Travelocity See (Cardoso and Lange 2007)
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Interoperability

Ontology

Internet Forums

Linking destination websites

Conclusion

Interoperability enables partners to interact electronically with each other by
the most convenient method and to deliver the right information at the right
time to the right user at the right cost. Using an ontology that represents a set
of concepts within a domain and the relationships between those concepts a
mediator software system (such as Harmonise) effectively ‘translates’
partners’ data and allows them to communicate electronically.

An ontology-based eTourism Planner-AuSTO that enables users to create an
itinerary in one single application of this intelligent tool that builds on
semantic web technologies.

An Internet forum is ‘an online facility that provides local businesses with an
Internet portal using the locale, or an industry particular to the locale, as the
unique selling point, or common brand’ (Deakins, Mochrie and Galloway
2004, p. 250). This acts as an anchor providing more of a profile to entice
visitors to the website that represents the location or destination.

Deakins, Mochrie and Galloway (2004) have examined how the development
of Internet-based virtual business forums assists tourist operators in rural
areas. Whilst studies have identified the benefits of the use of Internet
amongst SMTEs in such rural and regional areas, these authors argue that
there is little evidence to suggest that this is being converted into action. Yet
the Internet offers the potential to overcome the disadvantages that remote
locations raise. Impediments to SMTE adoption of e-commerce need to be
revisited and addressed to encourage the use of IT and to seek to reduce the
impact of the digital divide. By developing a strategic approach that adopts a
clear identity focusing on the destination and its features encapsulated in an
integrated website, the forum concept has significant merit with respect to
regional tourist destinations.

In their study Palmer and McCole (2000) examine independent businesses
with unique resource locators (URLs) located in one region. They then
followed links out of those sites to identify the extent to which such sites
were linked. Little evidence was found to show the use of websites for
cooperative tourism in the study area. They concluded there was a lack of
cooperative initiatives between tourist operators in the region of interest. This
study is of interest since lessons can be learned for consideration in other
regions to promote tourist destinations.

The scope of ICTs is very broad and includes use of mobile phones; hand held mobile computers, Internet
websites, global positioning systems and so on. It was also found that particular technologies are most applicable
to certain sectors. This work highlighted a complex relationship between operators, their stage of ICT
development, and the tourism sector in which they operate and the next most useful technology they should
adopt. One solution to this complexity for the toolkit is to focus the project in a particular area of technology and
possibly one particular sector. This means that the toolkit would be designed to do one task and then over time
the scope of the toolkit could be expanded.
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Competitive advantage and profitability

In general, businesses, and their competitors, are continually looking for ways to increase the level of value
provided to customers and shareholders. However, this may not always be the case for SMEs (Feurer and
Chaharbaghi 1994). A central platform in business strategy is the gaining of competitive advantage.

Competitive advantage occurs when a business gains a lead on its competitors in the marketplace. The
pursuit of competitive advantage occurs when a business attempts to disturb, enhance or limit the competitive
forces at work in its own industry sector (Earl 1989). In this section we are concerned with how this occurs
through the use of information and communications technologies (ICTs).

Ma (2004) proposed a framework: the 4C’s framework, to identify sources of global competitive advantage.
The framework identifies four major groups of competitive advantage. These are:

e Creation and innovation. Businesses can gain competitive advantage by creating new products
(innovating), by being efficient, by building organisational learning and having creative human resource
practices.

e Competition. Competitive advantage can be gained by using marketing strategies such as looking for
first-mover advantage.

e Cooperation. This involves collaborations with other businesses, to (for instance) gain access to
customers, resources and/or knowledge.

e Co-option. This is an attempt to align another party’s interests with those of the business, for example,
where a business might lobby government to gain access to particular trade areas or contracts.

Although the various aspects of competitive advantage involving the use of ICTs will be discussed later, it is
useful to introduce some of the concepts related to competitive advantage in this section. One important concept
relevant to competitive advantage in a business is how long it can be sustained. Sustainability is a measure,
which describes the potential of an organisation to maintain or improve its competitive position in the eyes of its
customers and shareholders while having the ability to act and react within a changing competitive environment.
Competitive advantage can only be sustained as long as this potential remains high (Feurer and Chaharbaghi
1994: 51-52).

New entrants to an industry can be a considerable threat because they bring a desire to gain market share,
new capacity and sometimes-substantial resources. The success of their entry can depend upon a number of
factors, including the barriers to entry (refer next section) and how existing competitors react to the new intruder.
New entrants may consider their decision to enter the industry based upon how existing businesses have
previously dealt with new entrants and whether the industry is able to sustain another entrant (Porter 1979).

A barrier to entry can make it difficult for new entrants to gain entry into an industry. Porter (1979) identified
six sources of barriers to entry:

e Economies of scale. The nature of the industry may mean that new entrants have to invest heavily to
match existing businesses in production, research, marketing and/or service.

e Product differentiation. New entrants are required to invest large amounts of resources to overcome
customer loyalty to existing products.

e Capital requirements. The need to invest significant financial resources to compete, especially in initial
costs such as marketing.

e Cost disadvantages. This relates to the need to invest in the ‘learning curve’—having to learn lessons
like where the best place to locate is, where to source the best raw materials and so forth.

e Access to distribution channels. These need to be established.

e Government policy. This can be a significant barrier if the industry is highly regulated.

Customers are locked-in to purchase from a particular business when they are constrained by their previous
choices. Costs are incurred when they attempt to switch to another business (Verona and Prandelli 2002). The
common term for these costs is ‘switching costs’.
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Approaches to business strategy

Critical success factors

John Rockart introduced the concept of critical success factors (CSFs) in 1979. CSFs are used to identify factors
that are critical to the success of a business operation. Critical success factors are the limited number of areas in
which results, if they are satisfactory, will ensure successful competitive performance for the business. They are
the few key areas where ‘things must go right’ for the business to flourish. If the results in these areas are not
adequate, the efforts for the period will be less than desired. As a result, the critical success factors are areas of
activity that should receive constant and careful attention from management. The current status of performance
in each area should be continually measured, and that information should be made available to decision makers.
CSFs can be used to identify areas of the organisation where the effective use of IT could help to ensure its
‘successful competitive performance’. The method encourages executives to identify what is important to them
in their business, and outlines a number of steps to be followed in the identification of CSFs (Alter 1992):

1. Identify the primary mission of the organisation and the objectives that define satisfactory overall

performance for the organisation

2. Identify critical success factors

3. For each CSF, identify pertinent indicators or measures of performance that can be tracked

4. Develop systems for collecting and using this information.

ICTs could be effectively used in the final step to identify the types of systems that are needed most by the
organisation.

SWOT analysis

The SWOT analysis has been traditionally used in the marketing or economics areas of the business. The term
SWOT is an acronym for Strengths, Weaknesses, Opportunities and Threats. An analysis is performed on the
various areas of the organisation to identify current or potential strengths and weaknesses when compared with
competitors in particular. From this analysis, the organisation identifies actual or potential opportunities to gain
strategic advantage or threats to the organisation’s survival. The analysis of the strengths and weaknesses of the
organisation and its competitors could include the relative size and scope of the business, the resources at its
disposal, employee skill levels, type of customers (as well as their loyalties and behaviour), the images and
brand of the business, its ability to serve the market and ability to control distribution and resellers. Once an
actual or perceived opportunity or threat has been identified, the organisation can examine ways in which IT can
be applied in a proactive or reactive manner. Actions taken by the organisation to take advantage of an
opportunity are proactive. Actions taken by the organisation to combat a threat are reactive. One of the
advantages of the SWOT analysis from the viewpoint of this book is that it requires an investigation of internal
and external factors affecting the business (Kotler et al. 1989).

Competitive advantage and ICTs

How can an organisation add value to its products or services? Porter and Millar (1985) mention three ways that
organisations can compete with their products or services (these are known as the three generic strategies for
improving competitiveness):
e be the low cost producer. In this instance an organisation produces a product or service of similar quality
to competitors, but at a lower cost
e produce a unique or differentiated product. This involves providing value in a product or service that a
competitor cannot provide or match
e provide a product or service that meets the requirements of a specialised market. A business identifies a
particular niche market for its products and/or services. The advantage of targeting such a market is that
there may be less competition than the organisation is currently experiencing in the more ‘general’
market

Porter (2001) suggests that Internet technologies provide even greater opportunities for businesses to provide
distinct offerings.
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Strategic potential for ICTs

Ives and Mason (1990) suggested that there were three ways in which ICTs could be used to improve the
customer service strategy of a business. These are:

e Personalised service. Central to this notion is the ability to identify repeat customers and their particular
characteristics and needs.

e Augmented service. This involves a differentiation strategy.

e Transformed products. More recently, Schlenker and Crocker (2003) have suggested that ICTs can be
used to help redesign and (therefore) improve business processes. One of the reasons that small
businesses have not taken advantage of Internet technologies to a greater extent is that they are more
comfortable with designing new products or services than in changing existing business processes to
develop new ways to produce existing products.

Ahituv and Neumann (1990) have identified three factors that influence the likelihood of strategic IT

potential in an organisation:

e The presence of significant information content in key relationships between buyers and sellers. IT (and
communications technology) is obviously suited to the transfer of such information. It can provide
benefits in the areas of cost, speed of data transfer and improvements in data entry errors.

e The presence of competitive pressures in the industry (such as deregulation, IT innovation, or
competition intensity). This forces industry participants to find ways of gaining competitive advantage
by closely examining the potential of IT as a part of their constant investigations of all parts of their
business to try to gain an edge on competitors.

e Limited product or service life (such as unsold airline seats or vacant hotel rooms). The importance of
having effective and flexible systems to manage these effectively cannot be overstated, generally
offering the organisations the opportunity to package the price of their products and/or services to be
lower during off peak periods to maximise sales.

Customer resource life cycle

Ives and Learmonth (1987) suggest that ICTs can be used to improve customer service by targeting the customer
resource life cycle (CRLC), where ICTs can be used to target different aspects of customer service:
e Phase One: Requirements. This is where a customer recognises a need for a resource and begins to
specify what is required. ICTs can help by helping to specify these requirements.
e Phase Two: Acquisition. This involves activities such as sourcing, ordering, paying for and receiving
delivery of the resources. ICTs can assist in a number of these activities.
e Phase Three: Stewardship. This is where ICTs are used to help the customer use the resource, or to help
with after-purchase problems.
e Phase Four: Retirement. This is where ICTs can assist in accounting for the use of the resources
(especially in rapid and accurate charging for services rendered) or even help to dispose of them where
they are no longer needed.

These days it is more difficult to sustain competitive advantage solely on the value offered by products or
services. Businesses are starting to integrate information and other services into their product offerings and ICTs
can be employed to help to do this (Schlenker and Crocker 2003).

Strategies for SMEs

In regards to the raw numbers of businesses, SMEs (Small to Medium sized Enterprises) make up the vast
majority of enterprises worldwide (for instance, 98% of all businesses in Europe). More than 90% of Australian
tourism businesses are SMEs, with 40% of these being regional or rural (Jackson and Murphy 2006). The sector
is characterised by a number of special features (Schlenker and Crocker 2003):
e A majority of them are primarily concerned with ‘quality of life’.
e A majority of them are not a source growth—either in relation to their number of employees or in annual
turnover.
e A majority of them do not have one or more of the major processes that are seen to be core to the tasks
of ‘doing business’ (such as product conception, manufacturing, sales, delivery and post sales service).
As such, they are required to other businesses that can supply the missing processes.
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Thus, it may often be assumed that SMEs will wish to grow their business. In fact, the reverse may be the
case.

Barba-Sanchez et al (2007) suggest that three key elements need to be in place to allow the adequate
introduction of ICTs into SMEs (:107):

e ICT solutions should be introduced gradually

e adequate ICT training and support should be sourced

e a full awareness of the potential of ICTs should be developed.

Jeffcoate et al (2002) identified that research into the use of the Internet by SMEs was moving towards
helping them to identify the types of structures and strategies that they would need to effectively analyse their
business situation and determine suitable strategies from there. One way that they suggest that this could be
carried out is to use Porter’s five competitive forces model (see Figure 4) to assist them to analyse the forces that
impact on them. They conducted a study of 46 SMEs in 1999, after which they suggested that SMEs could
benchmark their performance against a series of predetermined CSFs in the following manner:

e identify what the attitude of the business is to growth

e cstablish a suitable generic business strategy and then determine a series of objectives to match that

strategy

e identify a set of relevant CSFs that cannot be matched against each objective.

Jeffcoate et al (2002) suggest that SMEs should analyse their own strengths and weaknesses on a regular
basis.

Strategies for SMTEs

Fodor and Wethner (2004) highlight a number of important aspects in relation to tourism:

e The tourism industry is leading the way in relation to business-to-consumer (B2C) applications as ‘users
are becoming their own travel agents and are building their travel packages themselves’ (:11).

e Tourism is a cross-industry sector, with related industries including culture, sports and agriculture. Most
of the participants are SMEs, which means that there is a large variety of technologies and architectures
that may lead to difficulties with interoperability when they try to share information or merge services.
Many of these are regional. In fact, tourism is sometimes viewed as being one of the saviours of regional
areas (Jackson and Murphy 2006).

e The tourism product is perishable—that is, if it is not used it cannot be stored and then used again. For
instance, a hotel room not sold on a particular night represents lost income. The ‘product’ represents a
series of basic products, generally coordinated by an intermediary. Thus, the interfaces which link these
products need to consider customer needs, prices and product distribution channels.

The vast majority of tourism enterprises around the globe can be classified as small and medium-sized
tourism enterprises (Liu 2000). In general 70-80 per cent of Australian tourism business are classed as small,
with a high proportion located in regional areas (Morrison and King 2002)—many being predominately family
run businesses (Getz and Carlsen 2005). Indeed, a number of entrepreneurs, particularly sole proprietors and
families are drawn to tourism for lifestyle reasons, the industry being relatively easy to break into as it does not
really requiring specific or previous experience, nor a high level of education (Morrison and King 2002; Getz
and Carlsen 2005). Arguably, the perceived attractive lifestyle associated with many facets of the tourism
industry rarely becomes reality with many businesses suffering from financial and resource poverty (Morrison
and King 2002).

Tourism is an industry dominated by information. Tourism decision-making is based upon information from
a number of different sources, such as television, brochures, word-of-mouth and the Internet (Werthner and Ricci
2004). It has been suggested that the tourism industry and the Internet are well suited to each other, given that
tourism is an information-based and information-intensive sector (Werthner and Ricci 2004). Indeed, it was
suggested earlier in this literature review that when an industry has a strong information component then ICTs
can be used as one possible means of gaining competitive advantage. The number of people that use the Internet
to plan, and even transact their trips is increasing. In fact, the Internet ‘has become one of the most successful
channels used by consumers to research travel options, compare prices and make reservations’ (Collins et al.
2003: 484). This change leads to a higher involvement of customers in the planning process (Buhalis 1999) of
which the Internet becomes an important part. Arguably, the history of the tourism industry is one of adopting
and using technologies, such as computerised reservation systems (CRS) and global distribution systems (GDS),
that are integral to travel agency and airline functionality (Liu 2000).
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A study of 250 European SMTEs in the hotel sector (Collins et al. 2003) revealed that 20% of owner/
managers felt that there would be a significant gap in ‘know how’ in relation to ICTs in the future. Although
most used the Internet as a means to promote their hotel (via a website), very few of them actually had an online
reservations facility. Generally, ICTs were not seen as being a major priority at the time, with more focus being
placed upon areas such as human resource management.

Buhalis and Zoge (2007) interviewed 28 delegates at the Travel Distribution Conference in London in 2005
to determine what effect the Internet may have had on Porter’s five competitive forces (See Figure 4) in the
tourism industry. Respondents felt that rivalry amongst competitors was more intense as lower barriers to entry
had allowed more competitors into the arena. The bargaining power of suppliers had increased as suppliers were
able to interact more directly with customers. However, increased transparency, lower switching costs and low-
price strategies enabled and encouraged customers to seck alternatives, strengthening the bargaining power of
buyers. Travel intermediaries felt that their bargaining power had been reduced as consumers and suppliers have
more direct access to each other and more consumers are building their own travel packages. There were no
obvious themes in relation to the threat of substitute products. It was felt that consumers might possibly now
have access to more non-travel products over the Internet, and perhaps that this might compete with the tourism
dollar. However, some interviewees felt that the ease of booking flights and accommodation online might
actually encourage consumers to book with them in preference to other leisure activities (such as going to the
local theatre). As mentioned earlier, it was generally felt that barriers to entry had been lowered.

Clusters—collaboration in an industry

Jackson and Murphy (2006) propose that cluster theory can be applied to the tourism industry, particularly in
regional areas.

Cluster theory involves concentrations of businesses in particular geographic regions. The theory is a blend
of economic and geographic theory. Businesses (often competitors) work with each other (‘co-opetition’) to
serve the needs of customers and attract them to (and hopefully develop) the local geographic region (Jackson
and Murphy 2006). Clusters, or industry agglomerations, as they are sometimes known, were first described by
Marshall in the late 1800's, as industries and institutions that formed associations and concentrated in common
regions and benefited from synergistic interaction (Marshall 1966). Porter suggests that clusters are important as
a source of competitive advantage in that they constitute an array of industry linkages which allow participants
to offer specific technology, skills, specialised infrastructure and complementary products (Porter 1998). In this
instance, competitive advantage is gained over those businesses not participating in the cluster.

One of the continual balancing acts of those involved in clusters is that of cooperation versus competition.
Much is made of the role of cluster participants, who may ‘normally’ be in competition with each other, to work
together in some areas for the greater good. For instance, purchasing power and the ability to negotiate are
increased dramatically when cluster groups collectively purchase common raw materials and supplies. Another
example may be one of sharing costs to promote regional events—potentially benefiting all businesses in the
cluster through increased tourism. Furthermore, it has been proposed that cluster participants are able to share
resources (such as infrastructure), reduce transaction costs (OECD 2000), and promote cooperation and
knowledge sharing within industries (Brown and Duguid 2000; Tallman et al. 2004).

As was mentioned earlier, 40% of Australian SMTEs are located in rural or regional areas. The Australian
government recognises the need to draw visitors to these regions (Jackson and Murphy 2006). Jackson and
Murphy conducted a study of 60 businesses along the Murray River, which represents a large part of the border
between the states of Victoria and New South Wales in regional Australia. Their study found that although there
was a good understanding of the nature of competition and a number of factors that might encourage clustering
existed there was little evidence of it occurring. One possible reason given for this was this local industry tended
to be fragmented and have internal divisions, although the fact that the divisions crossed the borders of two
states might have made collaboration more difficult.

Sellitto and Burgess (2003) examined the relationship between a small winery cluster and the implementation
of a government sponsored Internet portal in regional Victoria The study found that the winery business
experience after portal implementation enhanced relationships between small wine producers, resulting in
outcomes that included resource sharing, informal knowledge exchanges, and innovative practices that resulted
in new product development.

11
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Models of competitive advantage

In his well-known article, McFarlan (1984) suggested that businesses should ask themselves five questions
related to possible information technology applications. If the answer to any of the questions is ‘yes’, then it is a
‘strategic resource that requires attention at the highest level’ (p. 99). The five questions are (pp. 99-101):

e Can information technology build barriers to entry?

e Can information technology build in switching costs?

e Can information technology change the basis of competition (for instance, via Porter’s three generic

strategies)?
e Can information technology change the balance of power in supplier relationships?
e Can information technology generate new products?

McFarlan suggests that businesses can position themselves in an information technology strategic grid, which

can help them to realise how critical ICTs are to their business (refer Figure 1). The strategic impact of current
systems (rows) is mapped against the possible future ICT systems.

Strategic impact of application development

portfolio
LOW HIGH
LOW
. Support Turnaround
Strategic impact
of existing
operating systems
Factory Strategic
HIGH

Figure 3: IT Strategic Grid
Source: Adapted from McFarlan 1984: 102

Where current and future ICTs are not viewed as being strategic, the business is positioned in the Support
quadrant. Where current ICT systems are seen as being crucial to keep things operating, but not seen as being
strategic in the future, the business is positioned in the Factory quadrant. Where there is a potential for ICT
systems to be strategic, but they do not currently play that role in the business, it is placed in the Turnaround
quadrant. Finally, when the current systems of the business are strategic to operations and there is a view that
future systems may also play that role, the business is positioned in the Strategic quadrant (Earl 1989).
Businesses positioned in the right column of the grid (turnaround or strategic) are view as having future
potential.

Three forces come into play to move a business from one grid to another. These are (Earl 1989):
e matching the potential of IT with the business operations and strategy

e strategic choices that are made about IT by management

e the competitive environment of the business.

When examining how IT can add value to an organisation's products and/or services, Porter and Millar

(1985) also recognise that external forces can impact on the organisation. The model of competitive forces (refer
Figure 2) was introduced to help managers identify potential strategic IT opportunities (Porter and Millar 1985).
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New Entrants
to Industry

Competition
Suppliers — Within the - Customers
Industry

Substitute
Products or
Services

Figure 4: The five competitive forces model (adapted from Porter and Millar [1985])

The five competitive forces model can be used to examine external forces that affect the strategic potential of
IT in each area (Earl 1989):

e Customers. Attempts could be made by the organisation to use IT to lock in customers.

e Suppliers. In the same way that organisations try to lock in customers, they could attempt to reduce the
power of suppliers.

e Substitute Products/Services. This is where a substitute product is used to replace an existing product.

e New Entrants. Barriers to entry could be used as a weapon against new entrants to an industry. Locking
in customers or competing aggressively in the areas of price and quality (even in the short term) are
ways of discouraging new entrants.

Porter and Millar proposed the value chain to assist general managers to respond to the challenges of the
information revolution (Porter and Millar 1985). An organisation’s value chain is 'a system of interdependent
activities, which are connected by linkages. Linkages exist when the way in which one activity is performed
affects the cost or effectiveness of other activities' (Porter and Millar 1985, p.150). For instance, a more costly
product design and more expensive raw materials can reduce after sales service costs and (perhaps) provide
some marketing benefits. Figure 3 shows a representation of the value chain model.

‘A company must resolve such trade-offs, in accordance with its strategy, to achieve competitive advantage’
(Porter and Millar 1985, p.150).

Firm Infrastructure

Human Resources Management

Support
Activities
Technology Development
Procurement of Resources .
Competitive
Advantage
Primary Inb(fu{ld Operations Outb?l{nd Marketing and Service
Activities Logistics Logistics Sales

Figure 5: The Value Chain Model (adapted from Porter and Millar 1985, p.151)
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The Value Chain model (Figure 5) does not only have to apply to a single organisation. ‘Linkages not only
connect value activities inside a company but also create interdependencies between its value chain and those of
its suppliers and channels. A company can create competitive advantage by optimising or coordinating these
links to the outside’ (Porter and Millar 1985, p.150)

The value chain system starts at the supplier, and includes the business or business unit, distribution channels
and customers. There is a different value system for each industry (Porter and Millar 1985). This is another
example of the importance of the relationship between the business and its external trading partners.

The first step of the value chain model is to classify each activity of the organisation that is a primary activity
into one of the five key areas in the diagram above. Each activity is then analysed to see whether or not it adds
value to the organisation’s finished product or service in the eyes of the customer. This highlights the customer
focus which Porter and Millar identify as being so important. Any activity that is deficient in this area is a
potential target for an appropriate ICT investment. In the next stage of the model, appropriate ICT investments
are suggested in the light of classification of the value activities. ICTs can transform the way each value activity
is performed, as well as the nature of the link between each activity. Each value activity is made up two
components:

e Physical component. This relates to the physical tasks required to perform the value activity (historically,

these been the components affected by technological progress).

e Information-processing component. These are the steps required to capture, manipulate, and channel the
data necessary to perform value activities, includes everything that the buyer needs to know to obtain the
product and use it to achieve the desired result (developments in this area are now advancing faster than
technologies for physical processing).

Both components need to be examined to attempt to identify ICT opportunities that can add value to the
organisation’s products or services (Porter and Millar 1985).

The key to the value chain is the identification of the primary activities and the determination of whether or
not they add value to the products and/or services of the business. This ‘business analysis’ then leads to the
identification of strategic ICT opportunities.

De Toni and Tonchia (2003) discuss two models of strategic management for the purposes of gaining
competitive advantage, the traditional model of industrial organisation (IO - as championed by Michael Porter)
and the more recent competence theory (CT). IO is seen as analysing the competitive position from ‘outside-in’,
with the source of competitive advantage coming from outside of the business. The object of analysis is the
industry. Competitive advantage is gained through cost leadership and differentiation. CT, however, is seen as
approaching the analysis from ‘inside out’, where the source of competitive advantage is initially seen as coming
from inside the business. The concentration is on the management of the resources and competencies within the
business, which are the source of competitive advantage.

E-commerce/Internet based models

Porter (2001) suggests that the five competitive forces model and the value chain still apply with the advent of
Internet technologies. New opportunities open up for businesses, but the flipside to this is that it is harder to
sustain a competitive advantage.

Verona and Prandelli (2002) propose a model that targets customer loyalty on the Internet by combining
affiliation and lock-in strategies. Their model is based on the notion that a business will attempt to affiliate with
customers by enhancing visits to their website and building trust and then try to lock-in customers after this.
They link these two aspects with two stages of e-commerce, information search and product purchase (refer
Figure 6. In a multi-case study of five organisations, Verona and Prandelli’s results indicate that it is vital that a
business also include a lock-in strategy to match the initial attraction of customers.
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Problem Search for Evaluation of Purchasing . Post-purchase
recognition > information alternatives ™ choice [ | Transaction [ behaviour
AFFILIATION LOCK-IN
CONTENT COMMUNITY COMMERCE

Figure 6: Affiliation and lock-in stages of customer behaviour (Source: Verona and Prandelli 2002: 301)

Burgess, Sellitto and Karanasios (2009) propose a model to support the development of a small business web
presence. The purpose of the model was to guide small businesses from the planning process to setting up their
web presence and was based on the notion that small business owner/managers should think about the business
first and the Internet technology second. The model outlined an interactive process based around a business
investigation of internal and external influences on the business, formulation of website strategy, identification
of website features, decisions relating to method of website implementation, website promotion and the
evaluation of website success. Figure 7 represents this conceptual model.

STEP 1
s Business Investigation
9:::';’:;:.'? Yex Internal External

own woh , -ARCHIVE - compelilor
prasance wob presance

Business with existing wehsite

S
STEP 2 If not feasible
Match Strategy with
Wabsite Features

Amtm]smm_

Web Presence Features

STEP 3 STEP 4 STEP 5
Method of Method of Method of —
Implementation Promotion Evaluation

Actual
Implementation

Figure 7: Small business web presence development model

The initial idea for developing the model was to guide owner/managers in their planning for the
implementation and use of websites to interact with customers. As a prelude to developing the model, Burgess
and Schauder (2000) identified a number of steps that are common to models that can be used to assist firms to
identify strategic ICT ideas and/or electronic commerce opportunities—such as Porter and Millar (1985) and so
forth. These steps included a need for an initial, thorough business investigation of where the business stood in
relation to its own resources and as part of a marketplace involving customers and competitors. This exercise can
increase the likelihood that decisions made later in regards to web content are based upon a sound knowledge of
the business activities. This step involved a SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis,
which has been traditionally used in the marketing or economics areas of the business. An analysis is performed
on the various areas of the organisation to identify current or potential strengths and weaknesses when compared
with other competitive forces. Then, actual or potential opportunities to gain strategic advantage or threats to the
organisation’s wellbeing were identified (Kotler et al. 1989). This analysis provided the basis for making sound
business decisions about the proposed website presence, based upon the business situation.
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As part of the SWOT analysis, the firm’s internal and (some) external forces were examined. Internally, the
firm’s resources in relation to time, money and expertise were considered, as well as the characteristics of the
firm’s goods and services. The firm’s overall strategy was also examined, as a firm wishing to grow in size may
require a more ‘aggressive’ web strategy than a firm that is satisfied with its existing customer base. Finally, the
planning and technology skill level of the owner/manager and technology skills level of employees was
determined. It is this final step that empowered the business to make appropriate, strategic decisions about their
website and provided them with the capability to achieve them. Where skill levels were inadequate the
deficiencies were to be addressed by appropriate training, introduction of skilled employees or the use of skilled
consultants.

Externally, the websites of competitors were examined, as well as the ability of customers to access the
firm’s website.

Other steps of the model after the business investigation referred to identification of the firm’s overall web
site strategy, what web site features they were going to implement (facilitation), what method they used to
implement these features, how they promoted the web site and how they evaluated its success.

Models of Internet development

There are many published models that document how a ‘typical’ small business (a business with 1-20
employees for the purposes of this report) might build its website over time. Some of these are known as
‘staged’ website development models. This development process is argued to be progressive, where the early
stages of the web presence are typified by a simple ‘brochure’ type website, whilst later stages provide small
businesses with advanced website features such as enhanced publishing opportunities, improved business
promotion and interactive after sales support. At the most advanced stage, website complexity is typically
reflected by having online customer order/payment processes that can mature to become fully integrated with
‘back office’ systems (Burgess and Cooper 2001; Lawrence 2002; Levy and Powell 2003; Rao et al. 2003;
Sellitto et al. 2003; Burgess et al. 2005).

In describing staged models of adoption, Alonso, Mendo and Fitzgerald (2006) suggest that they represent
early stages of Internet adoption by businesses gaining access via simple technologies (such as email) to
dispense and gather information. Later stages refer to the creation of a basic website, where the business is able
to publish a wider range of information, market their products and offer after-sales support. This is followed by
e-commerce capabilities, where orders can be placed and perhaps paid for by customers. Finally, at the mature
stages the business website is fully integrated with ‘back office’ systems. We will now provide some examples
of typical staged models. Rao et al (2003) have proposed a model reflecting electronic commerce development
by small and medium sized enterprises. The model is characterised by four stages:

e  Presence: This provides for a basic ‘brochureware’ site. Communication is therefore ‘one way’ from the

business to the user.

e Portals: This level introduces ‘two way’ communication via order placement and building customer
profiles through communications (such as product feedback and surveys).

e Transactions Integration: Online financial transactions are introduced. This may be facilitated by the
presence of virtual communities set up around areas of common interest—encouraging online
marketplaces.

o Enterprises Integration: This is where the business processes of an organisation are completely
integrated with the online business so that they are virtually indistinguishable, usually requiring high
levels of collaboration between business partners.

For each stage of their model, Rao et al (2003) have identified a number of barriers and facilitators that assist
the business to decide if it is logical to move to a later stage in the process. This model was used by the authors
as a reference point in their previous work (Burgess et al 2005) as it assisted in determining the particular stage
of website implementation a small business is at by examining its website features.
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Another example of a staged model is that proposed by Burgess and Cooper (2001), a web adoption model
(“3Ps’) that has been applied to various Australian industries such as tourism and metal manufacturing. The 3Ps
model proposes that websites have three stages with appropriate content associated with each stage. The model
contains the following stages (Burgess and Cooper 2001):

e Promotion Stage: This is an information stage that involves the website detailing business contact

details, providing product and/or service information that promotes the business on the web.

e Provision Stage: This stage adds functionality to a website and adds features such as a catalogue or price
list (non-database), support for the customer in the form of frequently asked questions (FAQs) and
internal site links that add value for a visitor to the site. Industry-specific information content is
incorporated at this stage.

e Processing stage: This is the transaction phase of website evolution and will involve online ordering,
processing and payment activities associated with business products or services. Factors such as the
content and design of the website, and security and privacy issues affect the success of these types of
features (Ranganathan and Grandon 2002). This stage can also involve linking with (usually larger)
suppliers or customers in an extended supply chain (Cary et al. 2004), an area that was previously
difficult for small businesses to become involved in because of the cost and technological requirements
(Sommer 2003).

Although the delineation between ‘stages’ in these examples is different, the similarity of approaches (from
basic to advanced websites) is obvious in both. An important point to note about these models is that they do not
specifically address individual website content, nor the strategic decisions that need to be made related to
decisions about website content. This will be revisited later in this report.

There is, however, some criticism of staged models. Levy and Powell (2003) assert that ‘stages of growth’
models for development of a business’ web presence may not hold and that few small businesses even go
beyond the early stages of website development. Alonso Mendo and Fitzgerald (2006) support this assertion and
suggest that many small business websites can remain in a ‘dormant’ state for months or even years. They
criticise these models on the basis that they:

e are oversimplified

e are based on a false assumption that businesses progress from a basic to a more advanced website use in
a linear fashion. Alonso, Mendo and Fitzgerald (2005) report examples in the UK where the use of
Internet technologies (including particular website features) had, in fact, regressed over time
lack validation
do not take into account the diverse nature of small businesses
do not consider other theories (such as ‘evolutionary’ models)
focussed too much at the industry level and not on individual instances.

Martin and Matlay (2001) refer to these types of models as ‘linear’ models and also argue that they may be
too simplistic due to the great diversity that small businesses exhibit; this diversity being associated with
different types of business size, economic activity, location, resource availability and level of ICT adoption.

Pavic et al (2007) recently proposed a model of e-business integration (refer Figure 6), to assist SMEs in
transition from an old business model into a modern e-business organisation. The model comprises three major
sections:

e the traditional approach to creating competitive advantage (based upon Porter’s generic strategies— cost

leadership or differentiation).

e a value system (based primarily on the value chain—identifying value activities and the links between

them).

e four stages of integration (altered IT infrastructure, changed business structure and strategy, internal

integration, and integration and full information flow between the business and its partners).
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Figure 8: CATE-b prototype of e-business integration (source: Pavic et al. (2007:340)
Existing applications of ICTs in SMEs

This section explores current applications of ICTs, leading into the following section, which targets SMTEs
specifically.

It is becoming increasingly difficult to find literature related to the use of computer hardware, such as
personal computers in small and medium sized enterprises (SMEs). In a literature review related to the use of
ICTs by rural businesses, Galloway and Mochrie (2005) suggested that studies related to the use of Internet-
based and ‘other’ networked technologies are more prevalent.

ICT adoption

It is well known that the rate of adoption of ICTs in SMEs is lower than that of larger businesses (Deakins et al
2004). In Deakins et al’ 2003 survey of 115 UK small businesses (predominantly micro businesses), 84% of all
respondents used a computer. The vast majority of these (99%) had an Internet connection. Muske et al. (2007)
conducted a survey of 193 micro businesses in the State of Oklahoma in the US. Nearly eight in ten respondents
indicated that they had a computer. Although it has also been recognised that higher proportions of larger
businesses adopt the Internet than their smaller counterparts, the gap is narrowing. In fact, Internet penetration
rates for medium sized businesses almost match those of larger businesses in most OECD countries (well over
90%). Small businesses generally have a slightly lower penetration rate (Barba-Sanchez et al 2007).

The comparison between large and small businesses can be directly related to the human and financial
resources that they have available to devote to the use of ICTs. From this, there is a greater need for small
businesses to source their ICT expertise from outside the organisation—as the resources are often not available
internally. Typically, small business applications of ICTs tend be targeted at administrative or operational
processes rather than longer-term strategic applications. Also, delays in the adoption of ICT generally can be
related to a lack of appreciation by small businesses of the benefits that they can offer (Corso et al. 2001).

Lockett et al (2006) suggest that basic applications like email and Internet access are now ubiquitous in
SMEs, but that there is a lower uptake of more complex applications, such as integrated financial ledger, supply
chain and customer relationship management applications. Some of these applications might by ‘rented’ from
outside businesses (Application Service Providers, or ASPs) and perhaps delivered online. In a study of UK
SME:s that used SMEs they discovered that the rental model was attractive in some instances to SMEs.

In a study of SMEs in the Northern region of the UK, Maguire et al (2007) discovered that there were more

networked PCs than standalone PCs. Whilst cost reduction was the primary reason given for employing ICTs, it
was also recognised that ICTs could be used to improve products and services. There was also some evidence of
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strategic ICTs applications, predominantly in the areas of forecasting sales and customer analysis. The
traditional barriers to ICT use were identified (lack of time, lack of skills and shortage of skilled staff).

Sensis (2007) conducted a study of 1800 small (1-19 employees) and medium sized (20200 employees)
businesses by telephone interview in April/May 2007 for the purposes of assessing the ‘online’ experience of
small and medium sized enterprises.

The Sensis (2007) study determined that the vast majority of small businesses (96%) possessed a computer.
An even higher proportion of medium sized businesses (99%) had at least one computer, with all businesses
between 100200 employees possessing a computer. A slightly higher proportion of metropolitan SMEs (97%)
than rural SMEs (95%) had computers.

An increasing number of SMEs are connecting their computers into networks, which allows them to improve
their communication and information sharing capabilities, in addition to their raw computing power (Barba-
Sanchez et al 2007).

The majority of businesses had Internet connections, with 92% of small businesses and 99% of medium sized
business having connections. Again, a slightly higher proportion of metropolitan SMEs (94%) had Internet
connections than their rural counterparts (94%). The predominant form of connection was broadband, with 90%
of small businesses having a broadband connection (61% being DSL) and 97% of medium sized businesses
having broadband (65% DSL). Again, the proportion of broadband connections in metropolitan areas (92%) was
slightly higher than in rural areas (89%).

A much higher proportion of medium-sized businesses (87%) possessed a website than small businesses
(51%). Metropolitan businesses (57%) again had a higher proportion of websites than rural businesses (43%).
Nearly two-thirds of SMEs suggested that their website had increased business effectiveness, with small
businesses (66%) representing a slightly higher proportion than medium sized businesses here (58%). The most
popular reasons given for increased business effectiveness were that the website:

e generated more business (16%)
provided more exposure (13%)
resulted in more enquiries (13%)
allowed people to get information (12%)
provided easy access to information (11%).

ICTs and Internet applications

Burgess (2002) reported that small businesses primarily use computers for administrative and operational
purposes (for applications such as accounting, budgeting, payroll, inventory control and so forth). This software
is usually purchased ‘off the shelf’ rather than customised for specific small businesses (McDonagh and Prothero
2000). In their literature review of ICT use in rural areas, Galloway and Mochrie (2005) quote a number of
studies that refer to the use of ICTs to automate standard administrative functions. Again, these are typically
applications devoted to accounting, budgeting, inventory control and word processing. The Muske (2007) study
of 193 US micro businesses examined the use of different computer applications used within the businesses. The
most commonly used applications were the Internet (89%), word processing (87%), financial record keeping
(80%), graphic design (62%) and databases (59%).

Schubert and Leimstoll (2007) provide a useful means for classifying the use of business software and its
corresponding management concepts in SMEs in a systematic way. The software used in the business is
classified as to whether it deals with suppliers (e-procurement), operates within the business (e-organisation) or
deals with customers (e-commerce). E-Procurement deals with business partners and centres on activities related
to supply chain management and supplier relationship management. It relies on business-to-business (B2B)
software, such as industry portals. E-Organization is concerned with activities within the business and relies on
applications such as accounting, human resources management (HRM), procurement, sales, inventory,
production management and product development, often drawn together as part of an Enterprise Resource
Planning (ERP) system. Applications such as groupware, content management systems, document management
systems and enterprise portals help to supplement internal activities (including business-to-employee [B2E] and
employee-to-employee [E2E] relationships) and sometimes external interactions. E-commerce deals with
customers and centres on customer relationship management and sometimes supplies chain management (when
selling to other businesses). Thus it relies on business-to-consumer (B2C) and sometimes B2B software, such as
customer portals, sometimes with shopping facilities.
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Schubert and Leimstoll’s study (2007) of just over 1100 SMEs (with 10-249 employees) in Switzerland
revealed that ICTs were used to predominantly support E-Organisational activities such as finance and
accounting, HRM, and management. Applications supported to a lesser extent were those related to customer
service and marketing/distribution [E-Commerce], procurement/purchasing [E-Procurement] and other E-
Organisational activities.

Levenburg and Klein (2006) examined the online delivery of customer services in 395 SMEs in the US.
Almost eight out of ten of these businesses use the Internet for business purposes. One interesting finding of this
study is the major differences that were identified between the groupings of micro (1-10 employees), small (11—
50 employees) and medium sized (51-250 employees) businesses, were between micro businesses and the rest.
In other words, it appeared that small and medium sized businesses were quite similar and that micro businesses
may ‘do things differently’ (p.143). One reason given by the authors for this was that micro businesses were
mainly retail and service in nature—where businesses deal directly with customers and high levels of
interpersonal contact with them may be considered to be the norm. Small and medium sized businesses,
however, are represented in a variety of industries where customer contact may be less direct. This may have
some implications in relation to tourism based SMEs (SMTEs), a group which is dominated by micro and small
businesses (refer next section).

Levenburg and Klein (2006) found that micro businesses were more likely to use the Internet for research,
whereas small and medium businesses were more likely to use it on applications for providing added value or
enhancing customer service. Email represented an important communication tool for all types of businesses.

Shin (2006) examined the adoption of enterprise application software in 525 Korean SMEs (with up to 300
employees). They found a number of differences in the levels of adoption of such software according to the size
of the business, with the likelihood of adoption increasing with the size of the business. These are represented in
Table 2.

Table 2: SME Adoption Rates in Korea

Rate of Adoption (%)
Type of Application ‘Small’ Business ‘Medium’ Business ‘Large’ Business
(1-29 employees) (30-100 employees) (101-300 employees)
Groupware 10 16 37
ERP 13 19 41
Customer Relationship 9 1 14
Management
Supply Chain Management 4 6 11
Knowledge Management 3 2 8
Enterprise Application
; 3 6 8
Integration

Source: Adapted from Shin (2006:247)

Jarvis et al (2006) examined the use of Internet technologies in manufacturing SMEs in two rural areas of the
UK, South Warwickshire and North Devon. Approximately seven out of 10 businesses suggested that email use
was commonplace. The manufacturing nature of the businesses was reflected in that much of the email use was
driven by supply chain relationships and entailed the online transfer of designs, orders and invoices. Internal use
of email within the businesses was also important. The authors suggested that their findings suggested that
decisions to implement new applications were based around their owner/managers recognising the possibilities
of improved efficiencies, increased profitability or better customer service rather than being situated in a
particular region.
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The Sensis (2007) study identified the following primary applications that SMEs used on the Internet. Those
applications marked with an asterisk are where more than 50% of SMEs identified the applications as being
essential:

e *communicate via email (96%)

*look for reference information or research data (87%)
*look for information about products and services (85%)
*Internet banking (80%)

access directories (such as the Yellow Pages) (76%)
*pay for products and services (72%)

access and use online catalogues (68%)

*streamline communications with customers and staff (67%)
place orders for products and services (64%)

receive payments for products and services (59%)

use website to advertise to promote business (57%)

take orders for products and services (51%).

In their 2003 survey of 115 UK small businesses, Deakins et al. (2004) found that those small businesses that
had websites predominantly used them for the provision of information and enabling customers to submit orders
and ask questions online.

Existing applications of ICTs in SMTEs

Tourism ICT implementations in Europe, the US and China has a followed similar path: first airlines, and then
hotels, took the lead. Then tour operators, attractions and Destination Management Organisations (DMOs)
followed (Ma et al. 2003).

Hawking et al (2005) highlight the emerging trend of adventure tourism operators utilising new forms of
mobile technology and allude to web-based tourism information systems that provide powerful access facilities
to consumers engaging in these activities. Furthermore, tourism industry entities such as airlines, car rental
agencies and hotels chains were quick to take advantage of the new opportunities offered by the Internet, and
developed Internet based applications (Buhalis and Licata 2002).

Various pieces of research on the web presence and Internet use by of SMTEs has been undertaken. Early
work by Morrison and colleagues (1999) examined the adoption of Internet technologies by Scottish hotels,
reporting that many of these small operators were not leveraging the value of their websites which tended to
mainly electronic brochure in implementation. A survey of 55 small and medium sized European hotels found a
high percentage of respondents used a website to promote their hotels (Collins et al. 2003). An exploratory study
which examined the use of the Internet by small Canadian inns and bed and breakfasts (BandBs) was undertaken
by Lituchy and Rail (2000). The authors found that both these types of SMTEs used the Internet to expand their
customer base, whilst their website implementation resulted in benefits associated with lower marketing costs,
effective customer communication and broader customer reach. Anckar and Walden (2001) examined the
introduction of an online booking and payment system in a small Finnish hotel and identified the barriers faced
by small hotels when adopting information technology (IT). These barriers included poor IT knowledge and
experience; resistances to change and issues associated with communication infrastructure availability—barriers
that in this study are exacerbated by the rural location of the accommodation providers. Anckar and Walden
(2001) also recommend that more viable adoption outcomes would result through the use of IT consultants in
web projects and the active involvement of both management and workers in the development process. An
Australian-based study investigating websites in six tourism sectors found that accommodation providers did not
use their sites to offer as many attractions as other tourism sectors (Weeks and Crouch 1999). Lexhagen (2005)
investigated a customer’s perspective of the value-added services provided by the websites for tour operators and
travel agencies. The website services perceived to be important by customers embraced features that addressed
product price comparison before purchase, location maps, email contact, booking forms and search facilities.

The Sensis (2007) study provided a breakdown of computer usage by industry area, but did not have a
specific category devoted to tourism as such. However, it could be argued that there were two categories that
contained a ‘tourism’ component—Accommodation, Cafes and Restaurants (certainly) and Cultural,
Recreational and Personal Services. Adoption rates of these categories are compared in Table 3.
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Table 3: Selected Australian ICT adoption rates

. Cultural,
Technology Sn.1a11 Medium Sized Accommodation, Cafes Recreational and
Business . and Restaurants .
Component Businesses (%) Personal Services
(%) (%) o
(%)

Computer usage 96 99 95 95
Connected to the 9 99 23 94
Internet
Look for information NA NA 77 73
on the Internet
Have a website 51 87 NA 72
Place orders on the 58 7 63 69
Internet
Pay for goods on the 66 77 66 73
Internet
Take orders over the 47 54 59 61
Internet
Receive payments 54 62 47 60

over the Internet
Source: Compiled from Sensis (2007)

Evaluation of ICTs

SMEs can receive a range of benefits from the successful use of ICTs in their businesses (Barba-Sanchez et al.
2007):
e enhance the productivity and effectiveness of some business processes
e encourage adoption of new organisational, strategic and/or managerial models
e open up new markets
e improve the level of skills within the business (for example, through training for ICT use), increasing
efficiency and efficacy.

Measuring success of ICTs in SMEs

SMEs generally are not that good at assessing the benefits of their ICT systems. This is because the lack of a
strategic vision for ICT evaluation combined with the well-documented lack of capital resources act as inhibitors
for SMEs to carry out ICT evaluations (Lin et al 2005). The difficulty of measurement of benefits emerges
because the adoption of ICTs involves costs that may be difficult to recognise and benefits that are difficult to
quantify).

In a review of literature related to measuring the benefits of ICTs in small businesses, Burgess (2002)

identified three methods that have traditionally been used to evaluate their success:

o Measures of system usage. These measures centre on examining data that has automatically been
generated from the system—such as the number of transactions generated from the system, number of
reports generated and so forth. Systems usage is perhaps the easiest to measure, but does not always
relate to improved productivity or performance (Caldeira and Ward 2002).

e Impact upon organisational performance. This can be difficult to measure as ICT systems are often
integrated with other organisational factors (such as improved businesses processes) that can affect
performance.

e Measures of User Satisfaction. This is the most common method used to assess the level of ICT success,
by asking users or even owner/managers their opinion of the success of a new system. However, such
measures are tied to the expectations. Users or owner/managers with low expectations of a system may
rate its performance higher than those with higher expectations of the benefits that can be provided.
Most research projects that have attempted to evaluate the success of ICT projects have surveyed the
information satisfaction levels of the owner/ manager (Caldeira and Ward 2002).
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Caldeira and Ward (2002) have also identified the number and nature of ICT applications as a measure of
success of ICTs in small business. The argument here is that the use of more, strategic oriented systems implies
greater success.

Costello et al. (2007) have critiqued ICT evaluation models for use by SMEs according to four categories:

e Reference to technology (hardware, software and telecommunications)

e People issues (often the beneficiaries of ‘softer’ benefits of ICT systems (:58) and also the source of a
number of problems associated with such systems)

e Evolutionary position (as per the ‘staged’ models described earlier)

e Management (competence and capabilities of owner/ managers)

Costello et al (2007) suggest that the importance of these factors differs between larger businesses and SMEs
(refer Table 4).

Table 4: Importance of ICT evaluation categories

Level of Importance Large businesses SMEs
High Evolutionary position Technology
People Issues People Issues
Management Management
Low Technology Evolutionary position

The reason for the high level of importance for technology with SMEs is that the cost of implementing ICT
systems and the problems involved with doing so is likely to be high on the list of their priorities.

The study of the ICT skills and capabilities of SMTEs can be generally be grouped within the area of e-
adoption studies. The logic is that the skills and capabilities of SMTEs are a major factor in the decision to use
ICT in a business and that numerous studies have demonstrated that SMTE managers do not have the skills and
knowledge required for the adoption of ICT.

STME e-adoption
studies
| 1
Identification of Identification of Identification of
barriers to adoption current usage of ICT future requirements
National e- Individual SMTE Self Assessment I I I
readiness studies benchmarking and learning tools 1 I I
Use of software Self completion |
- External consultant
driven assessment recommender
assessment
tools systems

Figure 9: Types of e-adoption studies and skills/capabilities assessment tools
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Barriers to ICT adoption by Small and Medium Tourism Enterprises

Numerous studies have examined the adoption of ICT by SMTEs and noted various factors that influence
uptake. Clearly there are innovative tourism operators who are actively implementing ICT in their businesses.
Two important reasons why SMTE managers are not adopting ICT are the size of SMTEs and resource scarcity
(Werthner and Klein 1999). Because the majority of tourism and hospitality businesses are SMEs, it is
understandable that the business owner relies on the knowledge and expertise of his product rather than on
information and communication technology. Moreover, much like other SMEs, tourism businesses tend to be
time and resource poor, and their small size is the main disadvantage in ICT take up.

Another reason cited by Braun (2004) is that some managers have a negative attitude towards ICT and that
could be related to the education and professional background of the operator, as well as to the lifestyle choice
they have committed to. Other studies revealed that the lifestyle choice of owner operators often entails a
negative attitude towards ICT. It should be noted that such attitudes are not only held by SMTEs and indeed the
World Tourism Organisation has reported that most destination management and regional tourism organisations
(DMO) are still at the stage of implementing e-business in respective destinations, or do not even have a strategy
for the implementation of e-business (Ndou and Petti 2007).

Also SMTEs may not adopt ICT for other reasons that are beyond their control; for example they may be
located in peripheral regions where the ICT infrastructure, especially broadband, is either inadequate, not
accessible or prohibitively expensive due to limited demand (Braun 2004). Further the complexity and rapid
evolution of e-commerce may compound these difficulties. Some reasons for non-adoption of e-commerce are
given in Table 5 below.

A number of factors have been found to influence ICT technology adoption in small businesses generally
including the size of the business, the sector (i.e. hotels, restaurants, attractions, tours, travel trade), management
enthusiasm and leadership, use of IT consultants to provide know-how, competition and user participation (Yap,
Soh and Raman 1992). A number of studies have examined the determinants of uptake of ICT by small business.
These studies indicate that significant barriers exist to the adoption of technology by SME’s including time and
resource scarcity (Werthner and Klein 1999).

Table 5: Barriers to ecommerce adoption by SMTEs

Barrier Source
Network status and position (P Braun 2002)

Expense of lack of ICT infrastructure (often due to

seripieml losion) (Anckar and Walden 2001)

(Frambach, Barkema, Nooteboom and Wedel

Educational or professional background 1998)

Conclusion

This review indicates that using ICT technology available to create value for an individual business is a complex
task. Some factors that are important in creating value (or achieving competitive advantage) include:

e the mission of the organisation

o the nature of competitive forces within the product market in which the business operates

e the adoption of best practice in ICT usage

o the adaptation of business practices to integrate ICT into the business workflow.

The literature also indicates that there is evidence to suggest some common patterns in development of ICT
within STME’s as well as the importance of people issues in successful implementation.
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Skills Capabilities Assessment Tools

There appears to be widespread consensus that industry preparedness in terms of ICT and e-marketing skills and
training falls well short of the requirements to operate within a now ICT-driven sector (Patrice Braun 2004, p.
232).

Types of tools

A number of different types of ICT skills capabilities assessment tools have been developed and these are
discussed below.

E-readiness assessment

The first type of skills assessment tool is for the assessment of the skills of operators in a particular region and
are predominantly designed for government policy and planning purposes. These tools are designed to provide
an adoption profile of a country, region or industry sector in order to determine the current status and areas for
intervention. One tool for assessing e-readiness is VERDICT (Ruikar, Anumba and Carrillo 2006). Other such
strategic studies have examined the status of ICT adoption in the Greek Tourism Industry (D Buhalis and
Deimezi 2004). Similar studies have examined barriers to ICT adoption in the hotel sector (Anckar and Walden
2001).

Benchmarking

A second type of assessment tool is directed towards profiling the ICT uptake status of individual businesses and
providing feedback to the business operator about their performance compared to their peers or some external
benchmarks. This type of tool requires some sort of understanding of either the normal progression of ICT
development of a business or prior (or concurrent) surveying of similar businesses.

Two subtypes of benchmarking tools have been identified, either automated website evaluation tools such as
those that assess the actual website of an operator against established standards and norms (Chan and Law 2006)
or self assessment tools that ask a series of questions and may then provide a comparison of the results against
others similar businesses or simply provide a score indicative of the performance. A further type of tool may
provide recommendations about further development options and next steps to improve the website. These tools
therefore serve to identify future requirements.

Experts or learning

A further differentiation between types of assessment tools is provided by who conducts the analysis. In some
cases an expert may provide an external and informed perspective on the status of the business managers’ ICT
skills and capabilities. Alternatively, the manager may themselves perform the assessment.

Scope—general or specific assessment

A second dimension of assessment tools relates to their degree of specificity. Thus the assessment tool may
examine ICT skills generally or may focus on a particular type of ICT. A preliminary questionnaire that provides
the basis for benchmarking of operator general ICT skills and capabilities is provided in Appendices A and B. In
this study the scope examined is specific and related to website marketing skills evaluation.

Conclusion

Two dimensions of assessment tools have been identified. These are purpose and scope. The various assessment
types described here have three basic purposes: description, diagnosis, or prescription. Descriptive tools explain
or describe what happened. Diagnostic tools identify problem areas, but do not indicate how to address the
problems. Prescriptive tools urge action along a clearly defined path. Further the scope of the assessment can
relate to general ICT skills or focus on a specific topic or area. Further assessment tools can be targeted at
improving the knowledge of the policy maker or of the individual operator. In this study the scope examined is
specific and related to website marketing skills evaluation. Evaluation tools were developed that may be
diagnostic and/or prescriptive and useful for self assessment and also for policy diagnostics.

25



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

Chapter 2

ASSESSMENT OF ICTS IN SMTES

Background

It was previously reported that several ICT adoption phases of this project would be examined through the use of
focus groups and interviews. The interviews enabled individual operators/managers from a diverse range of
tourism backgrounds to discuss the existing and likely developments with respect to adopting computer
technology. The questions that directed the focus group and interviews were structured around several themes:
e  business demographics
use and familiarity with ICT
use of ICTs in operational areas
modes for internal and external business communication
ICT skills
ICT practice
ICT use—regulation and innovation

Participants in the focus groups raised several important ICT issues. This allowed the researchers to further
explore these issues in subsequent interviews with a new set of SMTEs. An overview of the questionnaire is
provided in Appendix A and the detailed draft questionnaire is given in Appendix B.

These themes are used to frame the findings as a summary of both focus group and interview responses.
Furthermore, the study provided the researchers with an opportunity to identify businesses that could be viewed
as engaging in ‘good practice’ when it came to ICT use. Conversely, the researchers were also able to identify
several ‘naive’ ICT users from this group of SMTEs. The project was structured so that data collection would
occur across two States, South Australia (SA) and Victoria, allowing composite analysis of ICT implementation
by this group of SMTEs. The study sourced participants from both metropolitan and rural areas of both States—
potentially allowing some comparison and contrasting between these areas.

The data for Victoria was collected in the period November 2007 — January 2008. Whilst it was intended to
hold a focus group in both metropolitan and rural Victoria, the logistics of gathering businesses together around
Christmas meant that it was only possible to hold one focus group, in a rural town situated 70 kilometres inland
from the CBD. The rest of the data collection occurred with interviews with SMTEs in surrounding areas of the
rural town (rural areas) and in and around the CBD area of Melbourne (metropolitan areas). Businesses were
sourced from online and offline business directories. The focus group was facilitated by the researchers from SA.
This data collection was supported by the use of an Audience Response System. The focus group proved to be
particularly beneficial to the SMTEs because the group process allowed them to see how other SMTEs were
managing their ICTs and to discuss a variety of issues. From this focus group the researchers modified the
questions to be asked at interview. In Victoria, in total, five businesses participated in the focus group and fifteen
businesses (five rural and ten metropolitan) were interviewed.

The data for SA was collected in the period December 2007 — February 2008. Business was chosen from
rural and metropolitan South Australia. Businesses were sourced from a range of materials obtained from local
tourism offices and the SA Tourism business website. The data for SA was initially intended to be collected
through focus groups consisting of representatives from different companies and through interviews with
individual companies. However, the lack of availability of businesses during a peak tourism period restricted
access to the businesses and the focus group approach had to be replaced by interviews. The interviews were
arranged to accommodate individual businesses availabilities, with the interviewers travelling to each business
instead of the businesses travelling to a focus group. In total twenty-one SMTEs were investigated in this phase
of the research project. Ten of the businesses interviewed were in rural parts of SA, the remainder being
metropolitan.

Thus, the data collection for Victoria and South Australia consisted of 41 businesses in total, 21 being
metropolitan businesses and 20 rural businesses.
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Results

The results are presented and reported in sections that reflect the themes explored in the questions used with both
focus group and interview participants. There are seven themes (A through to G) discussed over Chapters 2, 3
and 4. The results are inter-dispersed with selective summary quotations derived from interview transcript
analysis.

Theme A—demographics

A number of different types of businesses participated in the study. Table 6 shows the breakdown between the
different types of businesses, with attraction and tour businesses making up over 60% of the businesses. There
was a reasonably equal split between the states, especially for these two types of businesses, although there were
more relatively metropolitan tour businesses.

Table 6: Type and location of participating businesses

State Area

Type of Business : : Total Pe(:zzll;?;lge
Vic SA Metropolitan Rural
Attraction 8 7 7 8 15 37
Tour 4 6 7 3 10 24
Accommodation 2 5 3 4 7 17
Event 3 1 1 3 4 10
Other 3 2 3 2 5 12
Total 20 21 21 20 41 100

Table 7 shows the breakdown of the number of employees of the businesses that participated in the data
collection. Not surprisingly, seven out of 10 businesses had only one to five employees, with the majority of the
other businesses having 6—19 employees. Although the split between metropolitan and rural businesses is very
even, it is interesting to note that a higher proportion of South Australian businesses had over 6 employees.

Table 7: Type and location of businesses

No of employees StatE.! Area : Total I(’):recrealﬂage
Vic SA Metropolitan Rural

1-5 17 12 13 16 29 71

6-19 3 7 7 3 10 24

20-200 - 2 1 1 2 5

Total 20 21 21 20 41 100

Most of the businesses (88%) that participated in the study had been in operation for three or more years.
There are some interesting observations to be made when examining how long the participating businesses had
actually been in operation and comparing this to how they had been using ICTs. This is represented in Table 3.
Note that the majority of the businesses indicated that they had been using ICTs for as long as they had been in
businesses. These businesses are represented in the dark-shaded cells in Table 8. Note that all of the businesses
that were in existence for five years or less indicated that they had been using ICTs for the life of the business.
Only some businesses that were in operation for six or more years indicated that they had not used ICTs for all
of the time they had been in operation. These businesses are shown in the cells to the /eft of the shaded cells.
Note that one business did not use ICTs at all despite the fact that it had been in operation for over 10 years. It is
also interesting to note that there are some businesses whose values in Table 8 fall to the right of the shaded
cells. These are businesses where the interviewees specifically indicated that they personally had been using
ICTs for longer than the business had been in operation.
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Table 8: Years in operation and using ICTs

Years in Years using ICTs
Operati Total
peration iy 1ot use 1-2 3-5 6-10 10+
1-2 5 5
35 10 2 12
6-10 1 3 6 | i

*Note: One of the businesses did not report how long they had been in operation

The study also sought to determine the markets served by the businesses and their main business focus.
Although a number of the businesses that were interviewed operated in a range of markets (across local, state,
national and international areas), they were asked to identify which of these was their primary market. The
results (refer Table 9) revealed that for nearly half of the businesses their primary market was local. Note the
differences in local and state markets, with the results reversed in South Australia and Victoria. Not surprisingly,
more rural businesses tended to have a ‘state’ focus and only metropolitan businesses had an ‘international’
focus as this had emerged in previous studies.

Table 9: Primary market of businesses

Primary market : Sate : Area Total szzll:;lge
Vic SA Metropolitan Rural
Local 6 12 9 9 18 47
State 7 3 3 7 10 26
National 2 2 2 2 4 11
International 2 4 6 - 6 16
Total 17 21 20 18 38%* 100

*Note: Three of the businesses did not report their primary market

The businesses were asked to identify their primary business focus (refer Table 10). Growth (43%) and
lifestyle (33%) were seen as the main business foci. Note that four Victorian rural businesses did not report their
primary business focus, so the numbers between the two states and between metropolitan and rural areas cannot
be directly compared. A higher proportion of metropolitan businesses (33%) identified efficiency as their
primary business focus than rural businesses (12%). That meant that more rural businesses identified lifestyle
(38% versus 29% metropolitan) and growth (50% versus 38% metropolitan) as their primary business focus.

Table 10: Primary focus of businesses

Primary business State — Total Overall
focus Vic SA Metropolitan Rural Percentage
Lifestyle 5 7 6 6 12 33
Efficiency 5 4 7 2 9 24
Growth 6 10 8 8 16 43
Total 16 21 21 16 37* 100

*Note: Four of the Victorian businesses did not report their primary market; and that two SA rural businesses reported two
foci—lifestyle and growth—these have been averaged between the two foci.

Table 11 details the characteristics of the SMTEs that participated in the study. There were 21 metropolitan

located businesses (VM = Victoria Metropolitan; SAM = South Australia Metropolitan) and 20 rural located
businesses (VR = Victorian Rural; SAR = South Australia Rural).
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Table 11: Demographics of SMTEs

Local State National International Lifestyle Efficiency Growth

VM2 Other

Tour

VM8 Attraction Don't use
_—__________I
VM10 Other
_—__________I
VR2 Attraction
_—__________I
VR4 Attraction

VR6 Accommodation

VRS Event
_—__________I
VR10 Other

SAM2 Attraction 6-10 6-10
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SAM4 Other

SAMG6 Attraction

SAMS Attraction 20-200

Local State National International Lifestyle Efficiency Growth

SAMI10
____________I
SARI1 Accommodation

Attraction

Attraction

SAR7 Other
____________I
SAR9 Attraction
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Theme B—use and familiarity with ICT

This section focuses on the use of ICTs and the perceived understanding and familiarities that SMTEs had with
the technology. It identifies and describes how each of the study’s SMTEs was segmented into three levels of
ICT expertise. Also reported is the general adoption of computers, networks and the Internet by SMTEs, as well
as the business areas that use ICTs.

Classifying SMTE based on their ICT expertise

The study classified SMTEs into different levels of ICT expertise in an endeavour identify naive and ‘good
practice’ users. The classification of SMTEs used a three level system that was based on their perceived practical
understanding and familiarity of ICTs as well as the total number of years of using ICTs. Questions that were
used to determine the groupings of SMTEs included:
e  How long have you been using ICTs in your business?
Familiarity and understanding of basic ICTs
Are you broadly familiar with the following ICTs (basic list of computer applications supplied)?
How would you describe your practical understanding of these ICTs?
Familiarity and understanding of more advanced ICTs
Are you broadly familiar with the following ICTs? (List of new and innovative ICTs supplied)?
How would you describe your practical understanding of these ICTs?
Can you identify what operating system you predominantly use?

Based on responses to this set of questions the participating businesses were grouped into a spectrum of
lower, middle and upper levels of ICT expertise. Arguably the SMTEs that have a lower classification represent
the naive ICT users, whilst the upper classified firms are ones that are more experienced in the use of ICTs.

Tables Al and A2 (Appendix C) summarise the classifications of SMTEs based on their use and perceived
familiarity with ICT.

Table 12 shows the classification of ICT expertise by state and by area. In the final analysis, one in two
businesses were classified at the middle ICT expertise level with a third of the businesses classified in the upper
level. This meant that we only classified one in five businesses at the lower ICT expertise level. Although we
were expecting a higher proportion of businesses at this level, it probably does represent businesses having a
greater level of familiarity with ICTs these days.

Table 12: ICT expertise level of businesses

ICT expertise State Area Total Overall

classification Percentage
Vic SA Metropolitan Rural

Upper 5 8 8 5 13 32

Middle 11 9 8 12 20 49

Lower 4 4 5 3 8 19

Total 20 21 21 20 41 100

Table 13 relates the levels of expertise to the number of years that the businesses have been using ICTs. Note
that the proportion of businesses in the expertise categories differ according to the years that the businesses have
used ICTs—almost 9 out of 10 of those businesses with longer use of ICTs have been categorised as upper or
middle.
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Table 13: ICT expertise and years of ICT use

ICT Years using ICTs # Years using ICTs (%) Overall
expertise Percentage
and years of

ICT use Do not use 1-5 6+ Do not use 1-5 6+

Upper 0 5 8 - 22 47 32
Middle 0 13 7 - 56 41 49
Lower 1 5 2 100 22 12 19
Total # of 1 23 17 100
businesses

SMTE adoption of computers, networks and the Internet

This section summarises the number and type of computers used by the tourism businesses, the type of network
adopted, type and location of their Internet access and type of website (refer Appendix C Table A3) for detailed
data).

The majority of businesses reported that they had either interactive websites (49%) or information-based
websites (42%). A large proportion (80%) of businesses in Victoria that were classified as having an upper level
of ICT expertise had implemented interactive web sites, this was not the case in SA where only 37.5% had an
interactive website. The remaining businesses in the ‘upper’ classification’ (62.5%) offered information only. In
contrast it was the businesses rated as ‘middle’ in SA that had the largest number of interactive web sites (78%).

Table 14 provides further breakdown of the types of websites according to business area and business
classification.

All businesses in SA had websites, although one business was in the process of establishing the website and
it was not yet fully operational. In Victoria, 90% of businesses had websites.

A higher proportion of metropolitan businesses (57%) had interactive websites than their rural counterparts
(40%). A much higher proportion of businesses that were classified as having upper (57%) and middle (60%)
level ICT skills reported that they had interactive websites than those classified as having lower ICT skills (only
one website, or 12%). This is an important outcome, as it implies that there needs to be some level of ICT skill
awareness before interactive websites will be implemented.

Table 14: Type of site by area and ICT skill

Type of Area ICT skill classification Overall

website Percentage
Metropolitan Rural Upper Middle Lower

Interactive 12 8 7 12 1 49

Information 7 10 6 5 6 42

Other - 1 o 1 - 2

No website 2 1 - 2 1 7

Total # of 21 20 13 20 8 100

businesses

With respect to website implementation, further details on salient website features used by various SMTEs
can be gauged from some of the comments gathered from participants.

Consider the views of one tourism operator who identified what, for them, were important interactive
features:

The website is used as a vehicle for people to see the tour locations and has interactive features that include a

booking function, a contact/question information form that allows feedback, and images that are constantly
updated to entice previous customers to re-visit the site (to see their photo). VM6
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Another SMTE business that specialises and deals in art advises that they only require an informational
website. This art dealer indicates:

The website is deliberately designed to be ‘simplistic’ and is used to initiate contact with customers. Once contact
is made then discourse follows— usually via phone or email. The website displays artwork and any artwork shown
is priced so that customers know how much paintings cost (some competitors do not do this). An e-newsletter
offered on the website allows the business to build a customer distribution list. VM2

Arguably, for this business, the website appears to be a promotional marketing tool that allows new client
acquisition—where a more complex interactive website would not add additional value to business activities.

It would be expected that businesses would be more likely to rely on networks as they added more
computers, and this appears to be the case. Of course, businesses with no or only one computer did not report a
network. Of those businesses that had 2—5 computers, 55% reported that they had no network, 41% reported that
they had a cable network and one business (5%) had a wireless network. Both businesses with 6 or more
computers reported that they had a network.

In SA 57% of businesses were not networked (had only one computer or chose not to network) compared to
70% in Victoria. Of the 15 businesses in SA with more than one computer, 60% were networked. Of these,
87.5% used cable and one (12.5%) used both cable and wireless. In Victoria 50% of businesses that were
networked used cable and 50% used wireless. In situations where the mix of computers included desktop and
laptop (43%) just over half (55%) were networked.

In relation to the type of Internet connection, Internet access using fast-speed ADSL is the predominant
manner (87.5%) for all businesses in SA as well as Victoria (65%). Only three businesses overall had solely
wireless connections, whilst even less (two) relied on dial-up connections.

In one business ADSL was not available due to the geographic location of the business and this was seen as a

serious limitation by the business (SARS). It was anticipated that ADSL would become available within the next
12 months and that this would immediately be exploited.
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Chapter 3

ASSESSMENT OF COMPETITIVE ADVANTAGE
AND PROFITABILITY

Areas of ICT Business Benefits

This section identifies the range of perceived business benefits achieved by the businesses from their use of
ICTs. In particular, SMTE participants were asked to identify the business benefits they derived from using ICTs
from the following:
e  enhancing operational efficiencies leading to cost saving
increasing or generation extra revenue
providing extra value for customers
improving communication and decision-making
strategic positioning
developing new services/products.

Participants were asked two questions related to these benefits - which benefits they received from the use of
ICTs and, of these, which was the primary benefit that they received. The responses to the first question (overall
benefits) can be seen in Table 15. This question was not asked of Victorian focus group participants. The figures
in brackets indicate the number of businesses that answered this question.

Table 15: Overall benefits from use of ICTs

Business benefit ICT skill classification Overall
(%) Percentage

Upper Middle Lower
(12) (16) (®)

Increased efficiency 100 88 63 86
Improved communications 67 88 88 81
Increased revenue 63 75 75 72
Extra value for customers 58 75 50 64
Improved decision making 58 75 50 64
Strategic Positioning 83 44 25 53
New product or service development 54 44 25 44

Not surprisingly, increased efficiency and improved communications were identified by more businesses as
the benefits they received from ICT use. It was encouraging to see how many businesses also mentioned
increased revenue, extra value for customers and improved decision making as business benefits. This means
that many of the SMTEs that participated realised that ICTs can be used for more than just improving
efficiencies and sending emails.

When examining the differences between the businesses identified as having different ICT skill levels, the
picture changes a little. The proportion of those businesses classified as having lower ICT skill levels was the
lowest for five of the seven business benefits identified. This is an interesting result. Note also the significant
drop from upper to lower levels for the use if ICTs for strategic positioning and for new product/ service
development.

The next question asked what the primary business benefit received from the use of ICTs was. These results,
summarised into area and ICT skill classification, are shown in Table 16.
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Table 16: Primary benefits of ICTs

Business benefit Area (%) ICT skill classification Overall
(%) Percentage
Metropolitan Rural Upper Middle Lower
(20) (17 (12) (16) (M

Increased efficiency 40 29 33 44 29 37
Improved communications 30 6 17 19 29 20
Increased revenue 23 6 13 13 29 16
Extra value for customers 5 35 25 19 13 20
Improved decision making - 6 8 - - 3

Strategic positioning - - = = - -

New product or service 3 6 4 - - 1
development

Business benefits associated with strategic positioning, new products and decision-making is very limited.
This is significant—it allows us to conclude that technology is being adopted but not applied in a strategic or
value adding manner. This finding might indicate that operators perceive that these areas have a low priority in
the running of their business, or indeed, there may be a lack of awareness of how to use ICT effective as a
strategic tool and to generate new products or services. The detailed responses to this question are shown in
Appendix C (Table 20).

The order of the primary business benefits is similar to that for the overall benefits that were listed. One of
the major differences is that improved decision making, which ranked equally with extra value for customers,
does not maintain that level as a primary business benefit.

More metropolitan businesses identified increased efficiency and improved communications as their primary
business benefit from the use of ICTS, whereas a greater proportion of rural businesses identified extra value for
customers as their primary business benefit.

Comments gathered from participants allow some further understanding of how ICTs can be used to gain
business benefits. The following accommodation provider nominated that one of the primary uses of ICTs was
for increasing revenue generation in the marketing/sales area where:

The accommodation provider’s website allowed for direct tour bookings that by-passed a third-party service
provider, leading to financial saving on commissions. The website also directly was used to promote the business
as a tourism destination. VM3

A business specialising in providing tourism attractions (artist/artwork) nominated that improved efficiency
was a primary benefit of using ICTs and indicated that:

The adoption of the website had improved communication with clients, whilst the ability to generate electronic
images by using a computer had assisted with basic business operations. VR3

ICT was used by one tour operator (VM4) to improving communication and enhance revenue generation
where the owner/manager indicated that the website allowed the business to expand, allowing access to the
international customer market. Furthermore, the tour manager indicated that enhanced revenue generation using
ICTs was achieved through two areas:

The website’s real-time booking system allows the owner to control the way tours are organised and determine
when tours may be totally booked up. Previously, the business used a third party booking service that was
cumbersome and prevented the business from running cohesively. The owner believes the website booking system
gives the company an edge over other tour operators that do not have this facility directly on their website.

After many customers made numerous enquiries (email and phone) about purchasing tour gift vouchers, the

business set up a section of the website to offer gift vouchers—allowing enquiries to not only be reduced, but also
making other potential customers that visit the website aware of this type of service. VM4
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In one case (SAR10) adoption of online options to view accommodation and book a specific room was felt to
have led to a change in clientele, from those seeking one-night low cost accommodation to ‘baby boomers’ who
would book more expensive rooms and have longer stays.

Another business (SARS) used a webcam to transmit live images from the attraction to a nearby café in order
to bring more business to the attraction.

Theme C—use of ICTs in business operations

Business operational areas can be considered functional elements that are associated with the traditional business
structure—be it in large or small organisations. The operational areas in this study included marketing, customer
service, manufacturing, finance, Human Resource Management (HRM), supply chain and new product
development. In smaller business entities these operational areas may not be clearly delineated by separate
departments or business sections, and are generally an amalgam of activities that are singularly managed.

The use of ICT in various operational areas associated with tourism enterprises was investigated using a set
of eight nominated descriptors. Table 17 summarises the operational areas that tourism operators used ICTs.
Furthermore, the study was able to gauge the operational area that SMTEs perceived as providing the most
business value when using ICTs. These results are also summarised in Table 17. In this table, the shaded areas
indicate the range of operational areas benefiting from the use of ICTs, with an X indicating the primary benefit.
Participants in the focus groups were only asked questions related to their primary area of benefit.

A quick glance at the shaded areas in the table will tell the reader that more businesses classified as being in
the upper and middle ranges of ICT skills identified ICT use in the areas towards the right hand side of the table.

Table 17 summarises the operational areas by location and ICT skill classification. It is obvious that the most
frequently identified areas of ICT use in the participating SMTEs were marketing, customer service and finance/
accounting. This is an interesting result, as for many years small business studies have identified accounting
applications as the predominant use of ICTs. Note however that the question asked about those areas that provide
the most benefit to the business. Perhaps accounting applications are taken as a given these days. The results for
new product and service development and supply chain reflect the earlier comment about the lack of
identification of benefits in these areas by businesses that were classed in the lower level of ICT skills.

Table 17: Use of ICTs

Operational area Area (%) ICT skill classification Overall
(%) Percentage
Metropolitan Rural Upper Middle Lower
(20) s) an (16) O]

Marketing 95 87 92 94 86 91
Customer Service 65 73 50 88 57 69
Finance/Accounting 65 60 58 62 71 63
New product/service 30 15 33 25 - 23
development

Supply chain 20 13 33 12 - 17
Manufacturing 10 13 8 12 14 11
HRM 10 13 - 19 14 11
Other 5 13 - 6 - 9
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Table 12: Where ICTs provide most value

Operational Areas
Our
cation Market- Customer Manufac- Finance/ Supply New Pr?duct/
ing Service turing Accounting HRM Chain Deffll;)‘slcxfen ¢ Other
VM6 Tour Upper
VM7 Attraction Upper X
VM9 Attraction Upper X
VRS Attraction Upper X
VR10 Other Upper X
SAM6 Attraction Upper X
SAM7 Accommodation Upper X
SAMS Attraction Upper X
SAM10 Tour Upper X
SAMI11 Attraction Upper X
SARI Accommodation Upper X
SARS Attraction Upper X
SARS Event Upper X
VM2 Other Middle X
VM3 Accommodation Middle X
VM4 Tour Middle X
VM10 Other Middle
VRI1 Event Middle X
VR3 Attraction Middle X
VR4 Attraction Middle X
VR6 Accommodation Middle X
VR7 Tour Middle X
VRS Event Middle X
VR9 Attraction Middle X
SAM2 Attraction Middle X
SAM3 Tour Middle X
SAMS Tour Middle X
SAM9 Accommodation Middle X
SAR3 Attraction Middle X
SAR6 Accommodation Middle X
SAR7 Other Middle X
SAR9 Attraction Middle X
SAR10 Accommodation Middle X
VM1 Event Lower X
VM5 Tour Lower X
VM8 Attraction Lower
VR2 Attraction Lower X
SAMI1 Tour Lower X
SAM4 Other Lower X
SAR2 Tour Lower X
SAR4 Tour Lower X
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Table 19 shows the responses where the participants were asked to identify the areas where they received
their primary benefits. The three major areas were again identified in the same order, although finance/
accounting really did drop quite a bit, especially when compared with customer service — and the drop was
mainly in rural areas.

Table 19: Where ICTs provide most value by area

Operational area Area (%) ICT skill classification Overall
(%) Percentage
Metropolitan Rural (20) Upper Middle Lower
(20) 13) (20) (7
Marketing 55 50 62 55 29 52
Customer Service 20 40 18 35 43 30
Finance/Accounting 20 5 8 10 29 13
New product/service - - - - - -
development
Supply chain - - - - - -
Manufacturing - 5 8 - - 3
HRM - - - 5 - -
Other = 5 - 5 - 3

There were not many differences between the states on an overall basis. In SA, marketing (52%) and
customer service (33%) were seen as the operational areas the derived the most benefit from the use of ICTs.
This was similar to Victoria with marketing at 50% and customer service at 25%. Whilst 48% of SA businesses
noted ICTs having value for finance, only 19% considered this of primary importance. This again is similar to
Victoria where 60% identified ICTs of value to finance but only 5% of primary importance. Only 24% of
tourism businesses in the SA sample and 10% in the Victoria sample identified functional areas other than
marketing and customer service as primary value.

Theme D—modes for internal and external business communication

This section summarises the range of business communication modes used by the SMTEs with their employees,
customers and suppliers and/or distributors (Refer Appendix C: Table 24). Again, businesses were asked to
identify all of the means by which they communicate (shaded areas) and then the primary means of
communication (marked with an ‘X’). Note that businesses with only one employee did not identify a
communication mode for employees and that focus group participants were not asked to identify all of the means
by which they communicate.

Contact with employees occurred mainly via face-to-face communication and telephone/fax. The primary
means contact with employees was face-to-face communication (84%), with some communication by
telephone/fax (13%) and less via the Internet (4%). In SA, the use of SMS was being investigated by a small
number of businesses where volunteer staff may be needed to deal with peaks in business.

However, the picture changes quite a bit in relation to communication with customers. The SMTEs were
more likely to use a range of means to communicate, with the most popular primary means of communication
still being face-to-face contact (41%), closely followed by telephone/fax (38%). One in five businesses (21%)
suggested that the Internet was their primary means of communication with customers.

There was also a different picture in relation to communication to suppliers and distributors, where the
situation changes quite markedly. Participants in the study relied less on face-to-face contact with suppliers and
distributors and more on telephone/fax and the Internet for communication. In fact, the primary means of contact
with suppliers and distributors by far was telephone/fax (66%), followed by the Internet (21% again, one in five
businesses) and face-to-face contact (only 13%).
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The findings in this section are important as they highlight that SMTEs do not communicate with their
employees and different external partners in the same way. The Internet is playing an important role in
communications—especially in relation to communications with suppliers and distributors—but face-to-face
communications (with employees) and telephone/fax communications (with external partners) still play the
primary roles.

Theme E—sources of ICT skills

Research that has examined the adoption and use of information technology in the small business sphere has
identified that one of the barriers encountered is associated with ICT skills acquisition and training. This study
explored the issue of whether SMTEs operators perceived that they had a skill set that allowed them to address
their current, as well as any future ICT requirements. Moreover, given the resource and time limitations
associated with running a small business, the research identified the primary information and training sources
that were used by SMTEs to improve their ICT skill base. Table 25 shows how SMTEs perceived their current
and future ICT skills requirements as well as where they sourced their skills training. Note that focus group
participants were not asked to identify their sources of ICT skills.

The most obvious finding is that most businesses sourced their ICT skills through a range of areas—the most
popular being consultants, ‘other’ sources (previous work experience, product manuals and suppliers, other
businesses/competitors and associations and the Internet), friends, training courses and family. Table 20
summarises ICT skill sources by area and ICT skill classification.

Table 20: ICT skill sources

ICT skill source Area (%) ICT skill classification Overall
(%) Percentage
Metropolitan Rural Upper Middle Lower
Consultants 50 40 42 50 43 46
Other 55 33 42 44 57 46
Friends 45 33 33 25 86 40
Courses 20 67 25 50 43 40
Family 20 53 8 44 57 34
Books 20 13 17 19 14 17
Magazines 10 13 17 13 - 11

It was expected from previous research that ‘informal’ means of sourcing ICT skills (namely, family and
friends) would also be important sources in this study. These provide inexpensive, but not necessarily formal or
trained, sources of ICT expertise. It is interesting to note that whilst prominent, they are not the most common
sources. However, they are the most common source of ICT expertise in those businesses that were classified by
the researchers as being at the lower end of ICT skills. On the positive side, however, is that a number of these
businesses also rely on the use of consultants and training courses as sources of ICT skills. These results are
summarised in Appendix C (Table 26).

Another interesting aspect of this study is that businesses that were identified in the Jower range of ICT skills
actually identified more sources of ICT skills than the other levels. These businesses identified an average of 3.0
different sources of ICT skill. Business in the middle range identified an average of 2.4 different sources and
those in the upper range only identified an average of 1.8 different sources. This is definitely an unexpected
finding and is worth following up.

Theme F—ICT practices

In this final section we examine some of the ICT practice of the SMTEs, specifically asking them how often they
update their ICTs and if they have a recovery plan in place if their ICTs were to fail. These results are shown in
Table 21.
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Table 21: ICT replacement strategy

ICT replacement strategy Area (%) ICT skill classification Overall
(%) Percentage
Metropolitan Rural Upper Middle Lower
Ongoing 15 30 8 35 14 23
6 months - <1 year - 25 8 15 14 13
1-2 years 30 5 31 10 14 18

3-5 years 25 10 23 15 14 18
I () E [ N (N
5 - - 5 = -

Unsure

SMTEs with ICT recovery 74 73 82 75 57 74
plan in place

In relation to having an ICT replacement strategy, 28% of all participants suggested that they replaced their
ICTs infrequently or never. Nearly half (44%) of the businesses that were classified at the Jower range of ICT
skills were in this category, but there were still nearly one in three of the businesses that were classified at the
upper level of ICT skills that only updated their ICTs on a infrequent basis. In contrast, SAR10, categorised as
‘middle’, has a rolling replacement strategy where any new machine is allocated to critical areas and older
machines move to the back office. Within the sample population, there are five businesses that have been
established for up to two years and, of these, two have never upgraded and two upgrade infrequently. This may
be explained more by the fact that as recent businesses they are less likely to have needed to upgrade rather than
suggesting any level of naivety.

In relation to recovery plans, around three in four businesses that participated indicated that they had
recovery plans in case something should go amiss with their ICTs. This was highest in the businesses classed in
the upper level of ICT skills, with eight out of ten of these businesses having a recovery plan in place. Again, the
businesses classed at the lower level of ICT skills performed poorly here, with around four in ten of these
businesses not having a recovery plan in place.
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Chapter 4

ASSESSMENT OF ICTS IN SMTES—ASPIRATIONS

Theme G—ICT Use—Regulation and Innovation

One of the aims of this project was to examine the types of applications that ICTs were used for, identify the
innovative applications and examine the profiles of these businesses.

We know from this study (and many others) that applications such as accounting (record keeping) functions,
word processing and email are used in the vast majority of Australian SMTEs. In this section we highlight those
ICTs and applications that were not typical of the rest—that is, were innovative.

Table 2 and Table 23 show the innovative uses of ICTs that were identified in this report. In all, there were
16 businesses where we identified these uses—six in Victoria and 10 in South Australia. Both of the tables show
a summary of some of the information we have already presented about each business, with the innovative use
detailed in the last column.

We will now examine some of the attributes of the businesses where we identified innovative use. Businesses
with innovative uses were split between metropolitan (seven) and rural (nine). However, growth businesses also
represented the largest category of businesses in the study (43%) so this is not a strong trend with such a small
number of businesses (16) being considered.

We would have expected that the level of ICT skills might influence whether or not a business employs an
innovative use of ICTs. This certainly appears to be the case—as all of the businesses that were identified as
having innovative uses of ICTs had middle or upper ICT skill classifications. This is an interesting result.

Most of the businesses with innovative uses of ICTs also had interactive websites (62%). Just under half of
the participating businesses overall (49%) had interactive websites. It should be mentioned here that some of
these were classified as an innovative use. Most of these had online bookings (which we did not classify as an
innovative use in itself). One business (VR4) had no website, but we classed it as having an innovative use of
ICTs as it used its database to remember customer preferences for personalised service.

In Table 24 we classify the innovative uses of ICTs according to different business strategies and newer
technologies.
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Table 22: ICT use in Victoria

Skill level # of Type of
Business Business Size - Agein classific- comp- Type of Internet
Code Type Focus (emp) yrs ation uters network connection Website Innovative use of ICTs
VM3 Accommo- Efficiency 6-19 3-5 Middle 2 Not Wireless Interactive This business has an online booking system, which is not that unique,
dation networked however they also operate an Internet café. In addition, they worked with
competitors via email to identify non-paying customers.
VM4 Tour Efficiency 1-5 3-5 Middle 2 Not Wireless Interactive In this business the owner used a Blackberry to remain in touch whilst on
networked the move. Also, the business has a MySpace and Facebook presence. The
business has an online booking system.
VM6 Tour Lifestyle 1-5 1-2 Upper 1 NA ADSL Interactive This business uses Facebook to locate potential tour areas and uses
Paypal for gift vouchers. It also has an online booking system.
VR3 Attraction Efficiency/ 1-5 >10 Middle 3 Not ADSL Information This business can link to supplier databases online. It has special frame
Growth networked cutting software and associated hardware. It can generate a picture of
how a picture will look in a frame before it is cut.
VR4 Attraction Efficiency/ 6-19 6-10 Middle 2 Not ADSL No website This business uses industry based software to remember customer
Growth networked preferences for when they next visit.
VRS Attraction Lifestyle 1-5 >10 Upper 3 Cabled ADSL Information This business uses quite sophisticated hardware and software that is

connected with a remote site. When the temperature drops below a
certain level, threatening the crops, the owner is notified by telephone. In
addition, online research is conducted on new growing techniques and to
find employees.
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Code

SAM2

SAMS

SAM6

SAM
10

SARI

SARS

SAR6

SARS

SAR

SAR
10

Business
Type

Attraction

Attraction

Attraction

Tour

Accommo-
dation

Attraction

Accommo-
dation

Event

Attraction

Accommo-
dation

Business
Focus

Growth

Growth

Growth

Growth

Efficiency

Lifestyle/
Growth

Growth

Growth

Lifestyle

Growth

Size -
(emp)

1-5

20—
200
1-5

1-5

6-19

Age in
yrs

6-10

3-5

>10

3-5

>10

>10

Table 23: Innovative ICT use in South Australia

Skill
classific-
ation

Middle

Middle

Upper

Upper

Upper

Upper

Middle

Upper

Middle

Middle

# of
compu
ters

1

10

2

4

4

Type of
network

NA

Not
networked

Not
networked

Not
networked

Cabled

NA

Cabled

Cabled

Not
networked

Cabled

Type of
Internet
connection

ADSL

ADSL

ADSL

ADSL

ADSL

Dial Up
(ADSL not
available)

ADSL

ADSL

ADSL/
wireless

ADSL
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Website

Interactive

Interactive

Interactive

Interactive

Interactive

Information

Interactive

Information

Information

Interactive
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Innovative use of ICTs

Using discussion boards for networking relating to focus of attraction.

Using ICTs to provide customers with access to instant photo printing
as a record of their adventure activity.

Using Facebook to link people with common interest in focus of
attraction.

Uses blog for customer feedback and You Tube for promotional
videos. Currently establishing electronic loyalty cards in conjunction
with other local businesses.

Uses blog for customer feedback and SMS to keep in touch with
customers and inform them of events in region.

Uses SMS to manage rostering of volunteers. Currently installing web
cams to a café (also owned by business) showing live images.
Awaiting ADSL so that images can be placed on website.

Uses GPS for asset management.

Currently investigating software that allows the management of space
allocation required on a weekly basis.

Use Facebook and Skype to promote business. Currently investigating
establishing business as hot spot to provide email and Internet access to
customers.

Available rooms can be viewed online and then preferred room booked
directly. The business does not provide meals; it is currently looking at
linking with local cafes/ restaurants so that latest menus are available
online to customers.
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Strategy Area
Added
Service- Value
Oriented
improve-
ment
Personal-
isation
Promotion
Business Order/
Process Payment
Improve-
ment
Opera-
tions
Collaboration
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ICT application

Access to instant photo record of adventure activity
(SAMS)

Use of industry based software to identify customer
preferences for when they next visit the website (VR4)

Linking attraction to café via webcam (SARS)

Adoption and application of special ICT frame cutting
software and associated hardware allowing the main
business product to be examined before manufacture
(VR3); Use of specific ICT hardware and software that
allows remote monitoring of critical business level
operations (VRS5); Currently investigating software that
allows the management of space allocation required on a
weekly basis (SARS)

Table 24: Innovative uses of ICTs
Delivery Technology

Website/email Web 2.0

Discussion boards for networking related
to major attraction (SAM2)

Using Facebook to link people
with common interest (SAMO6);
Use of blog for customer feedback

Use of PayPal for gift vouchers (VM6) SAMI10; SARI)

Use of Skype to promote business
(SARY9)

Adoption of a MySpace and
Facebook presence (VM4; VM6;
SARY); Uses of YouTube for
promotional videos (SAM10)

Available rooms can be viewed and
booked online (SAR10); Online booking
system (VM3; VM4; VM6; SAR10)

Online research is conducted with
respect to important business activities
(new growing techniques) and also to
find new employees (VRS)

Use of email to communicate with
competitors about non-paying customers
(VM3); Use of electronic links to
supplier databases (VR3); Looking at
linking with local cafes to list their
menus on website (SAR10)

Mobile device

Use of SMS to inform
customers of events in

region (SAR1)

Use of the Blackberry

device to remain in
touch whilst on the
move (VM4)

Other

Operate an Internet
café as a value-
added service
(VM3)

Use of GPS for
asset management
(SAR6)

Currently
establishing
loyalty cards with
other local
businesses
(SAM10)
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ICT use—*‘best practice’

Another aim of the study was to identify ten ‘best practice’ cases of ICT use (five from Victoria and five from
South Australia). We contend that it is possible that businesses with the most innovative solutions (as identified
in the previous section), may not necessarily be following best ICT practice. From the answers provided by
participants in the study, we have developed a score for ‘best practice’ by taking into account four different areas
of ‘good’ ICT practice. These four areas are:

1.

Our classification of ICT skill level—the results already reported from this study suggest that businesses
we classified in the lower ICT skill classification seem to be disadvantaged in a number of areas.
Certainly, it is reasonable to assume that pursuit of ICT skills can only be advantageous to an SMTE.
How often the businesses review their ICTs with the thought of upgrading. We would expect
businesses to have an upgrade plan of some sort; even if it is not to upgrade ICTs in the short term.
Therefore, a business would be seen to be following good practice if it consistently reviews its use of
ICTs.

Whether businesses have a recovery plan if their ICTs fail. This is essential and the existence of a plan
is evidence of good practice.

Whether businesses evaluate the success of their ICTs and if they have any formal methods for doing
so. ICT investments should be evaluated as per any other business investment—and the existence of
such evaluation procedures is evidence of good ICT practice.

For each of these four factors, we have awarded a score out of four for each business on the basis of ‘good’
practice (one point being allocated for each ‘good’ practice factor). Table 25 shows the classification system that
was used. Note that for each ‘good’ practice factor, businesses can be awarded a score of 1 (where there is a
green cell), 0.5 (for an amber cell) or -1 (for a red cell). Where a cell has no colour then a score of 0 is assumed.
The cells were coloured according to the following schedule:

Table 13: Good ICT practice activities

Good ICT practice Green classification Amber classification Red classification
factor
ICT skill level Upper Middle Lower
ICT review/upgrade Ongoing; 6 months— Unsure; infrequent;
plan lyear; 1-2 years never
ICT recovery plan Yes No
Evaluation of success Definite measure of =~ Some sign of recognition No indication at all of
of ICTs success of ICT benefits measuring success

Table 26 shows the business with the highest ‘best’ practice rating those with scores of 3.5 or more.
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Table 26: Best ICT Practice businesses

Code Type Primary Size Business Innovative | ICT Skill
business (emp) Age (yr) use Classifi-
focus identified? | cation

VM7 Attraction lifestyle 1-5 >10

VM9 Attraction efficiency 1-5 6-10

VR1 Event lifestyle 1-5 3-5

VR3 Attraction efficiency/ 1-5 >10 YES
growth

SAM2 Attraction growth 1-5 6-—0 YES

SAMI10 | Tour growth 1-5 3-5 YES

SAMI11 | Attraction efficiency 1-5 >10

SARS5 Attraction lifestyle/ 6-19 6-10 YES
growth

SAR6 Accommo- growth 20-200 3-5 YES

dation

SAR7 Other efficiency 1-5 >10

SAR9 Attraction lifestyle 1-5 >10 YES

SARI10 Accommo- growth 6-19 >10 YES

dation
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Review
ICTs?

Recov-

ery
plans

Evaluate ICT success

Formal method to measure success?

BEST
PRACTICE
RATING

3.5

3.5

35

35

3.5

3.5

35

35

3.5

3.5

3.5
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Tables 27 and 28 show the ‘best’ practice scores for all of the businesses that participated in the study.

Some comments on this data:

o Eight of the 12 businesses listed here as having ‘best’ ICT practice also were identified as having
innovative ICT practices.

e That means that half of the businesses that were identified as having innovative practices were seen to
have ‘best’ ICT practice. Of the other eight businesses, five scored quite well (between 2.5 and 3), one
business had a score of 1—but two businesses had negative scores—with one having the lowest score of
all of the 41 businesses for ‘best” practice. This means that whilst being an innovative use of ICTs seems
to hand in hand with ‘best’ ICT practice, it is not a guarantee.

e Five metropolitan and seven rural businesses were identified as exhibiting ‘best’ ICT practice.

e There appear to be no strong indicator that the type of business; primary business focus or size of the
business would suggest ‘best’ practice use.

e However, it is interesting that all of the businesses that exhibit ‘best” ICT practice have been in existence
for three or more years. This could indicate that there is a level of maturity associated with ‘best’ ICT
practice.

Summary

This study has highlighted a number of important areas that should be considered by SMTEs in their use of
ICTs. Having a reasonable level of ICT skills within the business appears to be an important factor in effective
and innovative ICT use in SMTEs. For instance, those businesses classified as having middle or upper level ICT
skills were more likely to have interactive websites. Those businesses classified as having middle or upper level
ICT skills were more likely to have innovative uses of ICTs in their businesses.

Those businesses classified as having middle or upper level ICT skills were more aware of the strategic
benefits that ICTs could provide to their businesses. We know from this study that SMTEs typically source their
expertise from a number of different sources. Businesses classified at the lower level of ICT skills tended to
source more of these skills from informal (and cheaper) sources, such as family and friends. It might be in their
interest to also take advantage of more formal sources of expertise, such as consultants and training courses that
may be able to relate the business benefits of ICTs more effectively.

There appears to be a maturity factor evident in the use of ICTs—again those effective and innovative uses of
ICTs go hand in hand with more mature businesses, especially those that have used ICTs for a period of time.
The most frequently identified areas of ICT use in the participating SMTEs were marketing, customer service
and finance/accounting. For many years, small business studies have identified accounting applications as the
predominant use of ICTs. Again, an awareness of more strategic benefits that ICTs may provide is important.
When thinking of their online presence, SMTEs need to be aware of how they wish to communicate with their
employees, customers, suppliers and distributors. Our results showed clear differences between how SMTEs
communicate with these groups, and different ICTs (telephone, fax and Internet technologies such as email) all
have a role to play in different ways with face-to-face communication.

In this study we typified ‘best’ ICT practice as those businesses that had middle or upper level ICT skills,
reviewed their ICT use on a regular basis, had an ICT recovery plan and evaluated the success of their ICTs.
Whilst many businesses scored quite well in this regard, only one of the 41 businesses that we examined actually
received a perfect score for best ICT practice. We believe that SMTEs would benefit from being made aware of
the ‘good’ ICT practices that lead to ‘best’ practice. A number of businesses were identified in his study as
employing innovative uses of ICTs. For the most part, this was hand-in-hand with ‘best’ (or at least ‘good’) ICT
practice. However, the results in the study also indicated that a business having innovative use of ICTs did not
guarantee that it followed ‘best’ ICT practice.
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Table 27: Best ICT practice—Victoria

Code Type Primary Size Busi- Inno- Our How often Recovery Evaluate ICT success Formal method to measure
business (emp) | ness vative | Expertise review plans success?
focus Age use? Classifi- ICTs?

(yr) cation

VM1 Event Growth 6-19 6-10 Lower

VM3 Accommodation Efficiency 6-19 3-5 YES

VM4 Tour Efficiency 1-5 3-5 YES

VM6 Tour Lifestyle 1-5 1-2 YES _

VM7 Attraction Lifestyle 1-5 >10

VM8 Attraction Efficiency 1-5 >10 _—

VM9 Attraction Efficiency 1-5 6-10

VM10 Other Growth 1-5 3-5

VR1 Event Lifestyle 1-5 3-5

measure

VR3 Attraction Multiple 1-5 >10 YES

VR4 Attraction Multiple 6-19 6-10 YES

VRS Attraction Lifestyle 1-5 >10 YES

running

VR6 Accommodation 1-5 3-5 _

VR7 Tour 1-5 6-10 ]

VRS Event 1-5 >10

VR9 Attraction 1-5

VRI10 Other 1-5 3-5 Maybe - not sure
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Table 28: Best ICT practice—South Australia

Busi- Our
Primary ness Inno- Expertise How often Best
business Size Age vative Classifi- review Formal method to measure practice
Code Type focus (emp) (yr) use? cation ICTs? Evaluate ICT success success? rating
SAM1 Tour Lifestyle 1-5 6-10
SAM2 Attraction Growth 1-5 6-10 YES
SAM3 Tour Lifestyle 6-19 6-10
SAM4 Other Lifestyle 6-19 6-10
SAMS Tour Growth 6-19 3-5 YES
SAM6 Attraction Growth 6-19 >10 YES
SAM7 Accommodation Lifestyle 6-19 1-2
SAMS Attraction Growth 20-200 | 1-2
SAM9 Accommodation Efficiency 1-5 3-5
SAM10 Tour Growth 1-5 3-5 YES
SAMI11 Attraction Efficiency 1-5 >10
SARI1 Accommodation Efficiency 1-5 6-10 YES
SAR2 Tour Lifestyle 1-5 3-5
SAR3 Attraction Lifestyle/ 1-5 1-2
Growth
SAR4 Tour Growth 1-5 1-2
SARS Attraction Lifestyle/ 6-19 6-10 YES
Growth
SAR6 Accommodation Growth 20-200 | 3-5 YES
SAR7 Other Efficiency 1-5 >10
SARS Event Growth 1-5 6-10 YES
SAR9 Attraction Lifestyle 1-5 >10 YES
SARI10 Accommodation Growth 6-19 >10 YES
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APPENDIX A: SMTE QUESTIONNAIRE FLOW CHART

Section 1: Business Profile
Business Profile and focus, current
IT/ICT scan (hardware/software).

l

Section 2: Familiarity with ICT &
current applications

Familiarity with ICT, Current ICT
resourcing (designated staff, designated
budgets). ICT profile. IT/ICT
application scan. Current ICT usage,
areas of operation, web presence.

v

Section 3: ICT Skills and Training
ICT skills levels and training. Rating
of current skill levels, sources of
training, staff training and development

programs.

Section 4: Future plans for ICT
ICT current attitudes

benefits, costs, risks to ICT
usage/development. Plans for future
development. Factors influencing ICT
development.
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APPENDIX B: DRAFT QUESTIONNAIRE
Information Communication Technology (ICT)
Questionnaire
This survey seeks to understand your business’s plans, infrastructure, experience, and capability
in the area of Information Communication Technology (ICT). This survey will require 15-30

minutes to complete.

Section 1: About you and your business

1. Your Position:

CEO or owner Manager IT Manager Office Other
Manager
(] (] (] O

Are you personally very involved in management of our ICT resources
0Yes [No IfNo, who is (job position)?

2. How would you describe your business type? (Please tick one only)

Accommodation Event Tour Restaurant Attraction Other
O O O O O O

3. How many staff do you have? L1 1-5 [06-10 0O11-15 0O 1620 [@O>20

4. How would you describe your primary market focus? (Please tick ONE only)
[ Local [J State [ National [ International

5. How would you describe your business focus? (Please tick ONE only)
O Lifestyle [OEfficiency [ Growth [ Other (please specify):

6. How long have you been using ICTs in your business? (Leave blank if you do not use
ICTS)
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Section 2.1: Familiarity and understanding of ICTs
7. Are you broadly familiar with the following ICTs (please tick if yes)?

O Email O Internet O Fax 0 Mobile Phone
L1 Web page

8. How would you describe your practical understanding of these ICTs?

9. Are you broadly familiar with the following ICTs? (please tick)?

O VOIP O PDA (e.g. O Video O Social
Blackberry) Conferencing Networking (e.g.
Facebook,
MySpace)

10. How would you describe your practical understanding of these ICTs?

Section 2.2: Current ICT Applications (only answer this section if you use
ICTs in your business)

11. How many Desktop PCs do you currently have?

12. How many Notebook or portable computers do you currently have?

13. Are they networked? [0 Yes [INo
If yes, what type of network do you have (e.g. Wireless, Cable)

14. What operating system do you predominantly use?
O Windows 200x [0 Windows XP [0 Windows Vista [ Mac [ don’t know
LlOther (please specify):

15. Do you have Internet access? [ Yes [ No
If yes, what type of access do you have?

ADSL ADSL2+ Satellite dial-up Other (please specify)

O O O O
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16. How would you rate your satisfaction with your Internet Provider?

Very dissatisfied Dissatisfied Neither dls.satlsfied Satisfied Very Satisfied
nor satisfied

(| (| (| O O

Comments:

17. What is the company policy for Internet access (web surfing, e-mail/webmail etc.)?

CEO Only Senior staff only All staff Central PC terminal

(| (| (| O

18. Does the business have a website?
O] Yes, hosted by web-hoster [Yes, hosted on own server [ONo

19. What is the e-mail account system used for the office?

1 common company account for all  Individual accounts for

staff senior staff Individual accounts for all staff

O O (|

20. What applications/software are you currently using? (tick all that apply)

Admin

0 Word 0] Spreadsheet 0] Presentation L] Database
Processing (e.g. Excel) (e.g. PowerPoint)

Others:

Accounts

L0 MYOB O Quickbooks

Other accounting package:

Others

[ Meeting L] Timesheets [ Adobe (PDF) L] Photoshop (or
Scheduler similar)

O] Internet L1 Web-design L1 MS project [ Statistics (SPSS)
[] Design LI Inventory 1 Production

assistance management scheduling
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ICTs
OPDA O VOIP (e.g. 0 Social O Online
Skype) networking (e.g. auctions/markets
Facebook)

21. How does your business acquire ICT support (crashes, network problem, PC system
problem, etc.)?

00 Own Support 0 Own Support O Outsourced 0O Ad-hoc

Staff (IT qualified) Staff (IT non-qualified)  (regular maintenance)

Other:

22. Does the company have a written and implemented ICT policy (back-ups, security, OS
versions, configuration, etc.)?

O Yes, implemented and O Yes, implemented [ No written ICT

adhered to strictly loosely policy

23. Do you have a designated annual ICT budget? [] Yes [ No
If yes, please indicate range: [ <$1000 pa [0 $1000-$2000pa [ $2000-$5000pa [J
>$5000pa

24. Approximately what proportion of your annual turnover would you spend on ICT?
%

25. Please indicate (tick) your current levels of ICT usage with suppliers

[0 We use e-mail to communicate [0 We use Electronic Data [0 We use supplier homepages for
with our suppliers Exchange to communicate with  locating information and

our suppliers documentation
[J We actively use the Internet to [ We are able to receive [ We use electronic auctions and E-
search for new suppliers via the electronic documents, invoices, = markets
Internet delivery notices etc.

O We undertake research and new
product development using the
Internet
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26. Please indicate (tick) your current levels of ICT usage with customers/visitors

[0 We use e-mail to communicate [0 We use our web page for [0 We use external websites for
with our customers/visitors advertising or services/products  advertising or services/products
[0 We actively use the Internet to [0 We can communicate with [0 We are able to receive electronic
search for new clients/visitors our clients/visitors via our bookings via our website

website

[ Clients/visitors can purchase
products (e.g. gift certificates) via
our website

Section 3: I'T/ICT Skills and Training

27. Where did/do you receive your own IT training/experience? (tick any that apply)

School TAFE/Uni Self-taught On-job experience Friends/family

(| O O (| O

Other:

28. Who currently provides your staff with their IT/ICT training? (tick any that apply)

External Industry
consultants workshops

O O O O O

In-house Suppliers No training provided

Other:

29. Where would you go if you wished to provide IT training for your self/staff? (tick any
that apply)

Own research Staff research Industry Suppliers Serche Don’t know
workshops providers
O g O O g O
Other:
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30. Who currently provides you with your information regarding ICT innovations such as
available technologies, software applications, or new initiatives within your industry? (tick

any that apply)
Own research Staff research Industry Suppliers Service providers
workshops
O O O O O
Other:

Section 4: Future plans for ICT development

31. Which of these four options represents your future plans regarding ICT development?
(Please tick one only)

0O We have a good suite of software applications and we are currently use ICTs in our business

O We actively look for new ways of enhancing our efficiency using ICTs and the Internet for our
business

[J We need to invest in software systems so that we can engage in Internet-based communication
O We have chosen not to pursue these options in near future

Do you have any plans to further develop your ICT capabilities? [ Yes [ No
If yes, what would you like to accomplish?

32. Would you consider using the Internet for any of the following?

[ To search for new suppliers [ To receive electronic [ For automatic electronic communication
documents, invoices, delivery with suppliers
notices etc

[ To utilise electronic auctions and markets [ To developing electronic [0 To undertake research product

for purchasing inventories within the development via the Internet
organisation

O To use the Internet as a tool Other (please specify)

for streamlining purchasing
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33. Where would you go to find information on new ICTs? (Tick all that apply)

Industr Technical Service
Books/magazines Websites 3 . providers (e.g. Don’t know
representatives Suppliers Telstra)
O O O O O O
Other:

Thank you for your participation in this survey
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APPENDIX C: TABLES

Table A1: SMTE levels of ICT expertise

ICT ICTs of basic ICTs ICTs of newer ICTs system? ClaS.Slﬁ-

cation

VM1 Event 6-10
VM2 Other >10 Intermediate Some Inexperienced Middle
VM3 Accommodation >10 Yes Intermediate Some Inexperienced Win XP Middle
VM4 Tour 3-5 Yes Intermediate \ Middle
VM5 Tour 3-5 Yes Intermediate Inexperienced \ Lower
VM6 Tour 1-2 Yes ‘ \ Win XP Upper
VM7 Attraction >10 \ - Upper
VM8 Attraction Unsure ‘ \ Lower
VM9 Attraction >10 Yes | Upper
VM10 Other 35 Yes ‘ [ Middle
VR1 Event 3-5 Yes ‘ Middle
VR2 Attraction 3-5 Yes ‘ Lower
VR3 Attraction 6-0 Yes Middle
VR4 Attraction 35 Yes ‘ \ [ Middle
VRS Attraction >10 Yes ‘ ‘ Win XP Upper
VR6 Accommodation 3-5 Yes Intermediate Inexperienced Win XP Middle
VR7 Tour 6-—0 Yes Intermediate Inexperienced Win XP Middle
VRS Event 3-5 Yes Intermediate Inexperienced Win XP Middle
VR9 Attraction 3-5 Yes Intermediate Inexperienced Win XP Middle
VRI10 Other >10 Yes ‘ Inexperienced Win XP Upper
SAM1 Tour 6-10 Inexperienced Win XP Lower
SAM2 Attraction 6-10 Yes Intermediate Inexperienced Vista Middle
SAM3 Tour 3-5 Yes Intermediate Inexperienced Win XP Middle
SAM4 Other 1-2 Yes Inexperienced Win XP Lower
SAMS Tour 3-5 Yes Inexperienced Windows Middle
SAM6 Attraction 6-10 Yes Windows Upper
SAM7 Accommodation 1-2 Yes ‘ Windows Upper
SAMS Attraction 1-2 Yes Intermediate Windows Upper
SAM9 Accommodation 35 Yes Intermediate Mac Middle
SAMI10 Tour 3-5 Yes Intermediate Win XP Upper
SAM11 Attraction 6-10 Yes Intermediate Win XP Upper
SARI Accommodation 6-10 Yes Intermediate Win XP Upper
SAR2 Tour 3-5 Yes Intermediate Inexperienced Win XP Lower
SAR3 Attraction 1-2 Yes Intermediate Inexperienced Win XP Middle
SAR4 Tour 1-2 Yes ‘ Lower
SARS Attraction 3-5 Yes ‘ Win XP Upper
SAR6 Accommodation 3-5 Yes Inexperienced Other Middle
SAR7 Other 35 Yes ‘ Inexperienced Win XP Middle
SARS Event 6-10 Yes ‘ Win XP Upper
SAR9 Attraction >10 Yes Intermediate  Yes Mac Middle
SAR10 Accommodation >10 Yes Intermediate Win XP Middle

58




Question

Table A2: Classification of ICT expertise ratings

Familiar with basic ICTs? (list provided)

Understanding of basic ICTs

Familiar with newer ICTs? (list provided)

Understanding of newer ICTs

Can identify operating system?

Response that qualifies cell to be
shaded ‘red’

No; Some

HELPING SMTES PLAN AND IMPLEMENT

Inexperienced

No

Not sure

shaded ‘green’

Expert

Yes

Intermediate; Expert

Response that qualifies cell to be

INFORMATION AND COMMUNICATION TECHNOLOGY

Where a business has two or more red cells (and no green) in Table 29 it has been given a lower ICT expertise
classification. Where a business has two or more green cells (and no reds) it has been given an upper classification.
All of the remaining businesses have been given a middle ICT expertise classification. It must be noted at this point
that this rating was based on a limited data set and in some cases on the perceptions of interviewees. A number of
issues that would indicate level of expertise had not been considered for this classification.

Code

VM6
VM7
VM9
VRS
VR10

SAM6
SAM7
SAMS
SAM10
SAMI11
SARI
SARS

SARS8
VM2

VM3
VM4
VMI10
VR1
VR3
VR4
VR6

Type

Tour

Attraction
Attraction
Attraction

Other

Attraction
Accommodation
Attraction

Tour

Attraction
Accommodation
Attraction

Event
Other

Accommodation
Tour

Other

Event
Attraction
Attraction

Accommodation

Our
Expertise
Classifi-
cation

Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper

Upper
Middle

Middle
Middle
Middle
Middle
Middle
Middle
Middle

Business computers and
connection type

Computers

™)

— NN NN - o N

N W

Type of network

Not Applicable
Not Applicable
Cabled
Cabled
Cabled

Not networked
Cabled
Mix
Not networked
Not networked
Cabled
Not applicable

Cabled
Not Networked

Not Networked
Not Networked
Not Networked
Not Applicable
Not Networked
Not Networked
Not Networked

Table A3: SMTE adoption of ICT

Internet Main Access

Point/Type of Service
Iztce:el;:t Type of Access
Home/Work ADSL
Home ADSL
Home/Work ADSL
Home/Work ADSL
- ADSL
Work ADSL
Work ADSL
Work ADSL
Home/work ADSL
Home/work ADSL
Home/work ADSL
Home/work Dial up
Work ADSL
Home/Work Wireless
Work Wireless
Home/Work Wireless
Work Don't know
Home/Work ADSL
Work ADSL
Home/Work ADSL
- ADSL

Website:
type of site

Interactive

Interactive

Interactive
Information

Interactive

Interactive
Information
Information

Interactive
Information

Interactive
Information

Information

Information
Interactive
Interactive

No website

Information

Information
No website

Interactive
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Code

VR7
VRS
VR9
SAM2
SAM3
SAMS
SAM9
SAR3
SARG6
SAR7
SAR9

SAR10
VM1

VM5
VM8
VR2
SAM1
SAM4
SAR2
SAR4

Type

Tour
Event

Attraction

Attraction

Tour

Tour
Accommodation
Attraction
Accommodation
Other

Attraction

Accommodation

Event
Tour
Attraction
Attraction
Tour
Other
Tour

Tour

Our
Expertise
Classifi-
cation

Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle

Lower
Lower
Lower
Lower
Lower
Lower
Lower

Lower

Note: this question was not asked in focus groups

Code Type
VM6 Tour
VM7 Attraction
VM9 Attraction
VR5 Attraction

VR10 Other

SAM6 Attraction

SAM7 Accommodation

SAMS8 Attraction

SAM10 Tour

SAMI11 Attraction
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Our
Expertise
Classifi-
cation

Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper

Business computers and Internet Main Access
connection type Point/Type of Service
Website:
type of site
Cong:ll)lters Type of network I[l;tcecrel;:t Type of Access
¥ Not Networked - ADSL Interactive
¥ Wireless - ADSL Information
¥ Wireless - ADSL Interactive
1 Not applicable Work ADSL Interactive
3 Cabled Home/work ADSL Interactive
2 Not networked Work ADSL Interactive
1 Not applicable Work ADSL Interactive
1 Not applicable Work ADSL Other
10 Cabled Work ADSL Interactive
4 Cabled Home/work ADSL Interactive
4 Not networked Home/work ADSL/wireless Information
4 Cabled Home/work ADSL Interactive
4 Wireless Home/Work Don't know Interactive
1 Not Applicable Work Don't know Information
0 Not Networked No Access None No website
1 Not Applicable Home/Work ADSL Information
1 Not applicable Home/work ADSL Information
2 Not networked Home/work Dial up Information
3 Cabled Home/work ADSL Information
1 Not applicable Work Don't know Information
Table A4: ICT business benefits
ICT Business Benefits
Improved Increased Extra Improveq Decision Straﬁ@gic
efficiency Revenue Customer Communi- Making Position-
Value cation ing
X
X
X
X
X
X
X
X
X

New
Product/
Service
Develop-
ment
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New
e — Increased Extra Improved Decision Strategic Product/
Customer Communi- Position- Service
efficiency Revenue Making
Value cation ing Develop-
ment

SARS Attraction Upper

Accommodation Middle

VM10 Other Middle

VR3 Attraction Middle

Accommodation Middle

VRS Event Middle

SAM2 Attraction Middle

SAMS Tour Middle

Attraction Middle

SAR7 Other Middle

SAR10 Accommodation Middle

Lower

Attraction Lower

SAM4 Other Lower

SAR4 Tour Lower
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Table A5: Business communication modes

Communication with

Communication with

Communication with
Suppliers/Distributors

Our Employees (Internal) Customers (External) (External)
Code Type %‘;ﬁ:itti.ls_e
cation Face- Face- Face-
to- Tel/fax Internet to- Tel/fax Internet to- Tel/fax Internet
face face face
VM6 Tour Upper X
VM7 Attraction Upper X X
VM9 Attraction Upper X X
VRS Attraction Upper X X X
VRI10 Other Upper X X X
SAM6 Attraction Upper X X X
SAM7 Accommodation Upper X X X
SAMS Attraction Upper X X X
SAMI10 Tour Upper X X X X
SAMI11 Attraction Upper X X X
SARI Accommodation Upper X X X
SARS Attraction Upper X X X
SARS Event Upper X X X
VM2 Other Middle X X
VM3 Accommodation Middle X X X
VM4 Tour Middle X X X
VM10 Other Middle X X X
VRI1 Event Middle X X
VR3 Attraction Middle X X X
VR4 Attraction Middle X X
VR6 Accommodation Middle X
VR7 Tour Middle X X X
VR8 Event Middle X X
VR9 Attraction Middle X X
SAM2 Attraction Middle X X X
SAM3 Tour Middle X X X
SAMS Tour Middle X X X
SAM9 Accommodation Middle X X X
SAR3 Attraction Middle X X X
SAR6 Accommodation Middle X X X
SAR7 Other Middle X X X
SAR9 Attraction Middle X X X
SAR10 Accommodation Middle X X X
VM1 Event Lower X X
VM5 Tour Lower - - - X
VM8 Attraction Lower X X
VR2 Attraction Lower X X X
SAMI1 Tour Lower X X X
SAM4 Other Lower X X X
SAR2 Tour Lower X X X
SAR4 Tour Lower X X X

The shaded areas indicate the range of business communication modes used with an X indicating the primary mode.
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Code

VM6
VM7
VM9
VRS
VR10

SAM6
SAM7
SAMS
SAMI10
SAMI11
SARI1
SARS
SARS

VM2
VM3
VM4
VM10
VR1
VR3
VR4
VR6
VR7
VR8
VR9

SAM2
SAM3
SAMS
SAM9
SAR3
SAR6
SAR7
SAR9

SAR10
VM1

VM5

Type

Tour

Attraction
Attraction
Attraction

Other

Attraction
Accommodation
Attraction

Tour

Attraction
Accommodation
Attraction

Event

Other
Accommodation
Tour

Other

Event

Attraction
Attraction
Accommodation
Tour

Event

Attraction

Attraction

Tour

Tour
Accommodation
Attraction
Accommodation
Other

Attraction

Accommodation

Event

Tour

Our

Expertise
Classifi-

cation

Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper
Upper

Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle
Middle

Lower

Lower
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Table A6: Perceptions of ICT skills

Current

ICT

Skills

OK?

Unsure

No

Unsure

Future
ICT
Skills
OK?

Unsure

Unsure

Unsure

Unsure

Unsure

Source of ICT skills training/expertise

. . Consul-
Family Friends tants
X
X
X
X X
X
X X
X X
X X
X
X
X X
X X
X X
X
X
X X X
X
X
X X
X
X X

Maga— Courses
zines
X
X
X
X
X
X
X
X X
X
X
X
X
X
X
X
X
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Attraction Lower Unsure

SAM4 Other Lower Unsure

SAR4 Tour Lower

64



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

REFERENCES

Ahituv, N. and Neumann, S. 1990, Principles of Information Systems in Management, 3rd edn, Wm C Brown, USA.

Alonso Mendo, F. and Fitzgerald, G. 2006, ‘A multidimensional framework for SME e-business progression’,
Journal of Enterprise Information Management, vol. 18, no. 6, pp. 678—696.

Alter, S. 1992, Information Systems: A Management Perspective, Benjamin/Cummings, California.

Anckar, W. and Walden, P. 2001, ‘Introducing Web Technology in a Small Peripheral Hospitality Organization’,
International Journal of Contemporary Hospitality Management, vol. 13, no. 5, pp. pp. 241-250.

Baggio, R. (2006). Complex systems, information technologies and tourism: a network point of view. Information
Technology and Tourism, 8(1), 15-29

Barba-Sanchez, V., del Pilar Martinez-Ruiz, M. and Jiménez-Zarco, A.I. 2007, ‘Drivers, Benefits and Challenges of
ICT Adoption by Small and Medium Sized Enterprises (SMEs): A Literature Review’, Problems and
Perspectives in Management, no. 1, pp. 103—114.

Braun, P. (2002). Networking tourism SMEs: e-commerce and e-marketing issues in regional Australia. Information
Technology and Tourism, 5(1), 13-24.

Braun, P. (2004). Regional tourism networks: the nexus between ICT diffusion and change in Australia. Information
Technology and Tourism, 6(4), 231-243.

Brown J S and Duguid P 2000, The Social Life of Information, Harvard Business School. Boston.

Buhalis, D. 1999, "Information Technology for Small and Medium Sized Tourism Enterprises: Adaptation and
Benefits", Information Technology and Tourism, vol. 2, no. 2, pp. pp.79-95.

Buhalis, D. and Licata, M.C.( 2002), ‘The Future eTourism Intermediaries’, Tourism Management, vol. 23, no. 3, pp.
pp- 207-220.

Buhalis, D., and Deimezi, O. (2004). E-tourism developments in Greece: Information communication technologies
adoption for the strategic management of the Greek tourism industry. Tourism and Hospitality Research,
5(2), 103-130.

Buhalis, D. and Zoge, M. (2007), ‘The Strategic Impact of the Internet on the Tourism Industry’ in Information and
Communication Technologies in Tourism, eds. M. Sigala, L. Mich and J. Murphy, Springer, Vienna, pp.
481-492.

Buhalis, D., and Law, R. (2008). Progress in information technology and tourism management: 20 years on and 10
years after the Internet--The state of eTourism research. Tourism Management, 29(4), 609—623.

Burgess, L. and Cooper, J. 2001, "The Adoption of the Web as a Marketing Tool by Regional Tourism Associations
(RTAs) in Australia’, Proceedings of the Twelfth Australian Conference on Information Systems (ACIS),
pp- 67.

Burgess, S., Sellitto, C. and Karanasios, S. 2009, Effective Web Presence Solutions for Small Businesses: Strategies
for Successful Implementation, Information Science Reference, Hershey, PA.

Burgess, S. 2002, ‘Information Technology in Small Business: Issues and Challenges’ in Information Technology in
Small Business: Challenges and Solutions, ed. S. Burgess, Idea Group Publishing, Hershey, PA, USA, pp.
1-17.

Burgess, S., Bingley, S. and Sellitto, C. 2005, ‘A Model for Website Development of Micro Tourism Enterprises’,
[lluminating Entrepreneurship: Proceedings of the Institute for Small Business and Entrepreneurship 28th
National ConferencePerlex Associates, UK. Caldeira, M.M. and Ward, J.M. 2002, ‘Understanding the
successful adoption and use of IS/IT in SMEs: an explanation from Portuguese manufacturing industries’,
Information Systems Journal, vol. 12, no. 2, pp. 121-152.

Burgess, S. and Schauder, D. 2000, ‘Refining a Model to Assist Small Businesses to Interact with Customers on the
Internet’, Proceedings of the 1st International We-b (Working for E-Business) Conference, Edith Cowan
University, Perth, Australia.

Cardoso, J., and Lange, C. (2007). A Framework for Assessing Strategies and Technologies for Dynamic Packaging
Applications in E-Tourism. Information Technology and Tourism, 9(1), 27-44.

Cary, C., Wen, H.J. and Mahatanankoon, P. 2004, ‘A viable solution to enterprise development and systems
integration: a case study of web services implementation’, International Journal of Management and
Enterprise Development, vol. 1, no. 2, pp. 164-175.

Chan, S., and Law, R. (2006). Automatic Website Evaluations: The Case of Hotels in Hong Kong. Information
Technology and Tourism, 3(4), 255-270.

65



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

Collins, C., Buhalis, D. and Peters, M. 2003, ‘Enhancing SMTEs' Business Performance Through the Internet and e-
learning Platforms’, Education and Training, vol. 45, no. 8/9, pp. pp. 483—494.

Corso, M., Martini, A., Paolucci, E. and Pellegrini, L. 2001, ‘Information and Communication Technologies in
Product Innovation within SMEs — The Role of Product Complexity’, Enterprise and Innovation
Management Studies, vol. 2, no. 1, pp. 35-48.

Costello, P., Sloane, A. and Moreton, R. 2007, ‘IT Evaluation Frameworks -- Do They Make a Valuable
Contribution? A Critique of Some of the Classic Models for use by SMEs’, Electronic Journal of
Information Systems Evaluation, vol. 10, no. 1, pp. 57-64.

De Toni, A. and Tonchia, S. 2003, ‘Strategic planning and firms' competencies’, International Journal of Operations
and Production Management, vol. 23, no. 9, pp. 947.

Deakins, D., Mochrie, R. and Galloway, L. 2004, ‘Rural business use of information and communications
technologies (ICTs): a study of the relative impact of collective activity in rural Scotland’, Strategic Change,
vol. 13, no. 3, pp. 139-150.

Dwivedi, M., Shibu, T. P., and Venkatesh, U. (2007). Social software practices on the Internet: Implications for the
hotel industry. International Journal of Contemporary Hospitality Management, 19(5), 415-426.

Earl, M. 1989, Management Strategies for Information Technology, 1st edn, Prentice-Hall, New Jersey.

Feifan Xie, P., and Lew, A. A. (2008). Podcasting and Tourism: An Exploratory Study of Types, Approaches, and
Content. Information Technology and#38; Tourism, 10, 173—-180.

Feurer, R. and Chaharbaghi, K. 1994, ‘Defining competitiveness: a holistic approach’, Management Decision, vol.
32, no. 2, pp. 49.

Fodor, O. and Werthner, H. 2004, ‘Harmonise: A Step Toward an Interoperable E-Tourism Marketplace’,
International Journal of Electronic Commerce, vol. 9, no. 2, pp. 11-39.

Frambach, R. T., Barkema, H. G., Nooteboom, B., and Wedel, M. (1998). Adoption of a service innovation in the
business market: An empirical test of supply-side variables. Journal of Business Research, 41(2), 161-174.

Galloway, L. and Mochrie, R. 2005, ‘The use of ICT in rural firms: a policy-orientated literature review’, Info, vol.
7,no. 3, pp. 33-6.

Getz, D. and Carlsen, J. 2005, ‘Family Business in Tourism: State of the Art’, Annals of Tourism Research, vol. 32,
no. 1, pp. pp. 237-258.

Hawking, P., Stein, A., Zeleznikow, J., Sharma, P., Nugent, D., Dawson, L. and Foster, S. 2005, ‘Emergng Issues in
Location Based Toursim Systems’, Proceedings of the Fourth International Conference on Mobile Business,
ed. J.D. Cantarella, IEEE, , pp. pp. 75.

Ho, J. K. (2008). Online Auction Markets in Tourism. Information Technology and#38; Tourism, 10, 19-29.

Ives, B. and Learmonth, G.P. 1984, ‘The information system as a competitive weapon’, Communications of the
ACM, vol. 27, no. 12, pp. 1193-1201.

Ives, B. and Learmonth, G.P. 1987, ‘Information system technology can improve customer service’, SIGMIS
Database, vol. 18, no. 2, pp. 6-10.

Ives, B. and Mason, R.O. 1990, ‘Can information technology revitalize your customer service?’, Academy of
Management Executive, vol. 4, no. 4, pp. 52-9.

Jackson, J. and Murphy, P. 2006, ‘Clusters in regional tourism An Australian case’, Annals of Tourism Research,
vol. 33, no. 4, pp. 1018-1035.

Jarvis, D., Dunham, P. and Ilbery, B. 2006, ‘Local Rural Labour Markets: Enterprising or Constraining?’, Local
Economy, vol. 21, no. 2, pp. 151-165.

Jeffcoate, J., Chappell, C. and Feindt, S. 2002, ‘Best practice in SME adoption of e-commerce’, Benchmarking: An
International Journal, vol. 9, no. 2.

Kim, H., and Schliesser, J. (2007). Adaptation of Storytelling to Mobile Information Service for a Site-Specific
Cultural and Historical Tour. Information Technology and Tourism, 9(3—4), 195-210.

Kotler, P., Chandler, P., Gibbs, R. and McColl, R. 1989, Marketing in Australia, 2nd edn, Prentice-Hall, Victoria,
Australia.

Langelund, S. (2007). Mobile travel.. Tourism and Hospitality Research, 7(3/4), 284-286.

Lawrence, K. 2002, ‘Factors Inhibiting the Collaborative Adoption of Electronic Commerce Among Australian
SME’s’ in Information Technology in Small Business: Challenges and Solutions, ed. S. Burgess, Idea
Group Publishing, Hershey, PA, USA, pp. 178-192.

Levenburg, N.M. and Klein, H.A. 2006, ‘Delivering customer services online: identifying best practices of medium-
sized enterprises’, Information Systems Journal, vol. 16, no. 2, pp. 135-155.

Levy, M. and Powell, P. 2003, ‘Exploring SME Internet Adoption: Towards a Contingent Model’, Electronic

66



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

Markets, vol. 13, no. 2.

Lexhagen, M. 2005, ‘The Importance of Value-Added Services to Support the Customer Search and Purchase
Process on Travel Websites’, Journal of Information Technology and Tourism, vol. 7, no. 2, pp. pp. 119—
135.

Lin, K.H.C., Chad Lin and Hsiu-Yuan Tsao 2005, ‘IS/IT Investment Evaluation and Benefit Realization Practices in
Taiwanese SMEs’, Journal of Information Science and Technology, vol. 2, no. 4, pp. 44-71.

Lituchy, T.R. and Rail, A. 2000, ‘Bed and Breakfast, Small Inns, and the Internet: The Impact of Technology on the
Globalization of Smaal Businesses’, Journal of International Marketing, vol. 8, no. 2, pp. pp. 86-97.

Liu, Z. 2000, ‘Internet Tourism Marketing: Potential and Constraints’, Fourth International Conference, ‘Tourism in
Southeast Asia and Indo-China: Development, Marketing and Sustainability’.

Lockett, N., Brown, D.H. and Kaewkitipong, L. 2006, ‘The Use of Hosted Enterprise Applications by SMEs: A Dual
Market and User Perspective’, Electronic Markets, vol. 16, no. 1, pp. 85-96.

Ma, J., Buhalis, D. and Song, H. 2003, ‘ICTs and Internet adoption in China's tourism industry’, International Journal
of Information Management, vol. 23, no. 6, pp. 451-467.

Maguire, S., Koh, S.C.L. and Magrys, A. 2007, ‘The adoption of e-business and knowledge management in SMEs’,
Benchmarking: An International Journal, vol. 14, no. 1.

Marshall, A. 1966, Principles of Economics, 8th edn, Macmillan, London.

Martin, L.M. and Matlay, H. 2001, ‘‘Blanket’ approaches to promoting ICT in small firms: some lessons from the
DTI ladder adoption model in the UK’, Internet Research, vol. 11, no. 5, pp. 399—410.

McDonagh, P. and Prothero, A. 2000, ‘Euroclicking and the Irish SME: prepared for E-commerce and the single
currency?’, Irish Marketing Review, vol. 13, no. 1, pp. 21-33.

McFarlan, F.W. 1984 ‘Information technology changes the way you compete’, Harvard business review, vol. 62, no.
3, pp. 98-103.

McGrath, G. M. (2006). The Identification of Ict Gaps and Needs Within the Australian Tourism Industry.
Information Technology in Hospitality, 4, 161-178.

Morrison, A.M., Taylor, S., Morrison, A.J. and Morrison, A.D. 1999, ‘Marketing Small Hotels on the World Wide
Web’, Information Technology and Tourism, vol. 2, no. No. 1-4, pp. pp. 97-113.

Morrison, A. and King, B. 2002, ‘Small Tourism Business and E-Commerce: Victorian Tourism Online’, Tourism
and Hospitality Research, vol. 4, no. 2, pp. pp. 104-115.

Muske, G., Stanforth, N. and Woods, M.D. 2007, ‘Micro Business Use of Technology and Extension's Role’, Journal
of Extension, vol. 42, no. 1.

OECD 2000, ‘Local Partnership, Clusters and SME Globalisation. ‘, Enhancing the Competitiveness of SMEs in the
Global Economy: Strategies and Policies: Conference for Ministers Responsible for SMEs and Industry
Ministers Organisation for Economic Cooperation and Development (OECD).

Palmer, A. and McCole, P. 2000, ‘The role of electronic commerce in creating virtual tourism destination marketing
organisations’, International Journal of Contemporary Hospitality Management, vol. 12, no. 3, pp. 198-204.

Pavic, S., Koh, S.C.L., Simpson, M. and Padmore, J. 2007, ‘Could e-business create a competitive advantage in UK
SMEs?’, Benchmarking: An International Journal, vol. 14, no. 3.

Porter, M.E. 2001, ‘Strategy and the Internet’, Harvard business review, vol. 79, no. 3, pp. 62-78.

Porter, M.E. 1998, ‘Clusters and the New Economics of Competition.’, Harvard Business Review, vol. November-
December, pp. 77-90.

Porter, M.E. 1979, ‘How competitive forces shape strategy’, Harvard business review, vol. 57, no. 2, pp. 137-145.

Porter, M.E. and Millar, V.E. 1985, ‘How information gives you competitive advantage’, Harvard Business Review,
vol. 63, no. 4, pp. 149.

Ranganathan, C. and Grandon, E. 2002, ‘An Exploratory Examination of Factors affecting Online Sales’, Journal of
Computer Information Systems, vol. 42, no. 3, pp. 87.

Rao, S.S., Metts, G. and Monge, C.A.M. 2003, ‘Electronic commerce development in small and medium sized
enterprises: A stage model and its implications’, Business Process Management Journal, vol. 9, no. 1, pp.
11-32.

Rockart, J. 1979, ‘Chief Executives Define their own Data Needs’, Harvard Business Review, vol. 57, no. 2, pp. 81—
93.

Ruikar, K., Anumba, C., and Carrillo, P. (2006). VERDICT—An e-readiness assessment application for construction
companies. Automation in Construction, 15(1), 98—110.

67



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

Schegg, R., Scaglione, M., Liebrich, A. and Murphy, J. 2007,Internet Use by Hospitality SMEs in Alpine
Destinations’ in Information and Communication Technologies in Tourism, eds. M. Sigala, L. Mich and J.
Murphy, Springer, Vienna, pp. 469—480.

Schlenker, L. and Crocker, N. 2003, ‘Building an e-business scenario for small business: the IBM SME Gateway
project’, Qualitative Market Research: An International Journal, vol. 6, no. 1, pp. 7-17.

Schubert, P. and Leimstoll, U. 2007, ‘Importance and Use of Information Technology in Small and Medium-Sized
Companies’, Electronic Markets, vol. 17, no. 1, pp. 38-55.

Sellitto, C., Wenn, A. and Burgess, S. 2003, ‘A Review of the Web Sites of Small Australian Wineries: Motivations,
Goals and Success’, Information Technology and Management, vol. 4, no. 2-3, pp. 215-232.

Sensis 2007, Sensis E:Business Report: The Online Experience of Small and Medium Enterprises, Sensis, Australia.

Sharda, N., Georgievski, M., Ahmed, 1., Armstrong, L. J., Brogan, M., Woodward, A., et al. (2006). Leading-edge
developments in tourism ICT and related underlying technologies. Gold Coast: Sustainable Tourism CRC
Pty Ltd

Shin, 1. 2006, ‘Adoption of Enterprise Application Software and Firm Performance’, Small Business Economics, vol.
26, no. 3, pp. 241-256.

Sommer, R. 2003, ‘Small and medium sized enterprises: no longer just coping with the supply chain’, International
Journal of Management and Enterprise Development, vol. 1, no. 1, pp. 4-10.

Tallman S, Jenkins M, Henry N and Pinch S. 2004, ‘Knowledge, Clusters and Competitive Advantage’, Academy of
Management Review, vol. 29, no. 2, pp. 258-262.

Tremblay, P., and Sheldon, P. (2000). Industrial mapping of tourism information technologies. Paper presented at the
Information and Communication Technologies in Tourism, Barcelona, Spain.

Verona, G. and Prandelli, E. 2002, ‘A Dynamic Model of Customer Loyalty to Sustain Competitive Advantage on
the Web’, European Management Journal, vol. 20, no. 3, pp. 299-309.

Weeks, P. and Crouch, 1. 1999, ‘Sites for Sore Eyes: An Analysis of Australian Tourism and Hospitality Web Sites’,
Information Technology and Tourism, vol. 2, no. No. 3/4, pp. pp. 153-172.

Werthner, H., and Klein, S. (1999). Information technology and tourism: a challenging relationship. New York:
SpringerWien.

Werthner, H. and Ricci, F. 2004, ‘Tourism and Development II: E-commerce and Tourism’, Communications of the
ACM, vol. 47, no. 12, pp. pp. 101-105.

Werthner, H. and Ricci, F. 2004, ‘E-Commerce and Tourism’, Communications of the ACM, vol. 47, no. 12, pp.
101-105.

Wikipedia (2009). Information Communication Technology Retrieved 11/1/09

Yap, C. S., Soh, C. P. P., and Raman, K. S. (1992). Information Systems Success Factors in Small Business.
OMEGA International Journal of Management Sciences, 20(5-6), 597-609.

68



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

69



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

AUTHORS
Dr Noel Scott

Noel Scott has worked in the tourism sector since 1994 with several years as the Tourism Queensland research and
strategy manager. He is a Senior Research Fellow at the School of Tourism, The University of Queensland. His
research interests include destination management and tourism innovations.

Email: noel.scott@ug.edu.au

Dr Paul O'Brien

Paul has a PhD in Information Systems. He teaches online business and information systems. His research focuses
on mobile information systems in travel and tourism. He has over 20 years experience in technical, consulting and
executive management in information technology. He is a Vice-President of the Australian Computer Society and a
member of the ACS National Membership Standards Board and Disciplinary Committee.

Mr Rodolfo Baggio

Rodolfo has a degree in physics and a PhD in tourism management. He is professor at the Master in Economics and
Tourism and Research Fellow at the Dondena Center for Research on Social Dynamics at Bocconi University,
Milan, Italy. His research and teaching activities concern the use of information and communication technology in
tourism and the applications of complex network analysis methods to the study of tourism destinations.

Mr David Banks

He has considerable experience in the use of group support technologies (Audience Response Systems and
Electronic Meeting Systems) with a variety of client groups and this experience will be applied to various aspects of
this project. He has taught Masters courses in the E-Business and E-Commerce areas and his current teaching areas
include collaborative information systems and information systems development methodologies, both courses
making use of innovative face-to-face and web-related technologies.

Dr Stephen Burgess

Stephen Burgess has research and teaching interests that include the use of ICTs in small businesses (particularly in
the tourism field), the strategic use of ICTs, and B2C electronic commerce. He has received a number of competitive
research grants in these areas. He has completed several studies related to website features in small businesses and
how well websites function over time, including his PhD from Monash University, Australia (completed in 2002).
He has authored/ edited three books and special editions of journals in topics related to the use of ICTs in small
business and been track chair at the international ISOneWorld, IRMA, Conf-IRM and ACIS conferences in related
areas. More recently, Stephen has extended his research interests to include the use of websites by community based
organisations. He has published in journals such as the Journal of Information Science, Information Systems
Frontiers, the International Journal of Tourism Research and the Journal of Hospitality, Marketing and
Management.

Dr Carmine Sellitto

Carmine has been involved in projects that have examined the adoption of information and communication
technologies by the small winery sector as well as rural based Bed and Breakfast (BandB) enterprises. Furthermore,
Carmine was part of a Victorian government funded project that investigated the home based-business sector and
Internet interaction with local government.

70


mailto:noel.scott@uq.edu.au�

HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

Dr Ann Monday

Ann Monday lectures in supply chain performance at the Newcastle Business School. She has managed a number of
undergraduate and postgraduate programs and has taught in the UK, Australia, Hong Kong and Singapore. She has a
Bachelor of Business from the Nottingham Trent University, UK, a Masters in Information Management from Hull
University, UK, and a Certificate in Education from Leeds University, UK. Her master’s thesis explored quality-
monitoring systems in production processes at a large packaging manufacturing organisation. Her current research,
as part of her doctoral research, is in the area of supply chain management within the Australian wine industry. She
has presented a number of papers at conferences in Australia, Finland, New Zealand, Canada, the USA, Ireland and
the UK relating to both her supply chain interests and pedagogy. She is also on the editorial board and reviews for a
number of journals.

Dr David Banks

David has been working with undergraduate and Masters’ students for over twenty years in England, Australia, New
Zealand, Singapore and Hong Kong. He was a Visiting Research Fellow at the Auckland University of Technology
in 1993/4 and is currently spending the latter part of 2009 as a Visiting Research Scholar at Central Connecticut
State University. He has been an active user of Audience Response Systems since 1995 to support research, teaching
and consultancy. The consultancies have been primarily in the not-for-profit sector, involving technology-supported
organisational re-visioning and group process support activities. He has written a number of journal and conference
papers and has also edited a book exploring the use of Audience Response Systems in higher education. His areas of
research interest include information systems development, strategic information systems, collaborative information
systems and information systems education. He is a Chartered IT Professional and a Member of the British
Computer Society.

71



HELPING SMTES PLAN AND IMPLEMENT
INFORMATION AND COMMUNICATION TECHNOLOGY

72



* Travel and tourism industry
* Academic researchers
* Government policy makers

INDUSTRY PARTNERS

TTFQ A
e WIGTORLA
Souriam Victoria
W CRUrENSiND
Yo i '
ka/uvms

afta *

AUSTRALIAN FEDERATION
‘OF TRAVEL AGENTS

4 ol
]

Do prreaam

@ TOURISM NT
NORTHERN TERRITORY
¥/ AUSTRALIA

South Australia.
§ Abrilliant blend

ATECH

Touvism frustvalia

0 Tiourism Mew Sotth Walies

COMMERCIALISE

RESEARCH
AND
DEVELOPMENT

EDUCATION
AND
TRAINING

UTILISE

* New products, services and technologies

* Uptake of research finding by business,
government and academe

* Improved business productivity

* Industry-ready post-graduate students

* Public good benefits for tourism destinations

UNIVERSITY PARTNERS

Curtin®

University af Technnlcig-w

ECU JIETUNCI ¢

WG

LMIVERSITY OF

TECHNOLOGY

THE UNIVERSITY MURDOCH 1
OF QUEENSLAND LRAVERSILY

FRTH, STSI R LS TR
AUNTRALIA

.
*
» Southern Cross LA TROBE
UNIVERSITY I EUNIVERSITY
A new way to think Fipyorvmesin for wur lrmar
R UNIVEREITY OF
_E MOMASH Univarsity CANBERRA
Rl b ot Uit
VICTORIA ANEW
UNIVERSITY | jiiooter
University of
South Australia .
¥ Charles Darwin
g UNIVERSITY
Australia

COMMERCIALISATION

C

EVALUATE COMMUNICATE EVOLVE

EC3, a wholly-owned subsidiary company, takes the
outcomes from the relevant STCRC research; develops
them for market; and delivers them to industry as products
and services. EC3 delivers significant benefits to the
STCRC through the provision of a wide range of business
services both nationally and internationally.

g s An Australlas Goserniment Triitka b
=i, iy

E
01—
G'{ S Efcr

KEY EC3 PRODUCTS

fearthcheck 2 lpat

Chairman: Stephen Gregg
Chief Executive: lan Kean
Director of Research: Prof. David Simmons

CRC for Sustainable Tourism Pty Ltd
Gold Coast Campus Griffith University
Queensland 4222 Australia ABN 53 077 407 286

Telephone: +61 7 5552 8172 Facsimile: +61 7 5552 8171
Website: www.crctourism.com.au

Bookshop: www.crctourism.com.au/bookshop

Email: info@crctourism.com.au



SUSTAINABLE
TOURISM

CRC

Sustainable Tourism Cooperative Research
Centre (STCRC) is established under the
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Research Centres Program.

STCRC is the world’s leading scientific
institution delivering research to support the
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since 1997.

STCRC was established in July 2003 under the
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and is an extension of the previous Tourism
CRC, which operated from 1997 to 2003.
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STCRC'’s objectives are to enhance:

+  the contribution of long-term scientific and
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social development;

the transfer of research outputs into
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social benefit to Australia;

the value of graduate researchers to
Australia;
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