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The Impact of Top Management Support and
Technology Turbulence on E-commerce Usage on
Hospitality Industry: A Case of Libyan Hotels
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Abstract— Hospitality industry is the main service sector in most developed countries and developing countries in the global economy. At present many
of the hotels have implemented e-commerce to their business models and gained great advantages and increased profitability. This study aims to
examine the impact of top management support and e-commerce usage on business performance of the hospitality industry in general and hotels in
Libya in particular. A wide range of approaches have been applied in the hotel industry in Libya, especially those hotels that have the practices and
experiences with previous e-commerce. The results shows that small and medium size firms in hospitality industry in Libya are confronting similar
challenges and obstacles to other small businesses when utilizing e-commerce .The sample was drawn by using stratified random sampling. Key
informant discussions and focus group discussions were conducted to gain further insight into the findings. Descriptive and inferential (Frequencies,
Means, Standard Deviation, and Correlation Matrix) statistical analysis were done by using the SPSS software.
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1. INTRODUCTION commerce mainly helps in generating leads, providing
Implementation of e-commerce means the business that information about the product's tourism customers, and
involves the exchange of information, products and facilitating the process of transactions electronically using
services as well as payment using existing technologies on mainly the World Wide Web. Thus hotels around the world
the E-Online(Tapscott, Lowy et al. 1998; Mohamed Ahmed are expected to achieve significant benefits and higher
ASaid 2013)and saw that the adoption of e-commerce in profits through increased use of the Internet technology for
the hotel industry can reduce costs, increase market their business. The hospitality industry is always among
potential and enjoy new job opportunities for the hotel. the first to benefit from new technologies, as customers can
This assertion is also endorsed by many other constantly find new sources of information to help them
studies(Alshare, Grandon et al. 2004), which pointed out make decisions  before booking accommodation and
that it may have an impact on the growing business in the hospitality services. With the application of e-commerce for
whole world. In 2001, the overall records of business of E- the hotel industry, is a change of scenery hospitality
commerce were $474 billion which was estimated to industry forever. Today online sales are an important part
increase to a number of $2400 billion by the year of 2004. of the hospitality industry that cannot be ignored in the
The author also reported that in 2002 the revenue generated current fiercely competitive market due to globalization. In
from B2B E-commerce globally was $823 billion, which addition, the growing importance of e-commerce in the
increased to $1400 billion by the year of 2003. This modern hospitality industry has created an urgent need to
continually increasing figure indicates that nowadays no assess the key factors that affect the existence of companies
businesses, whether multinational hotels or small and on the Internet, which is pushing smart hoteliers to keep a
medium hotels, are able to survive without an E-commerce sharp focus on the radical shift in the ways customers are
adoption, (Mohamed Ahmed A .Said 2013) looking for information and channels that drive maximum
return on investment. (Mohamed Ahmed A.Said 2014)

Since the Internet has strengthened itself to be an

extraordinarily strong platform that is changing the way of

communication between buyers and sellers and the method

of doing business over the past decade, the number of the

population of Internet users has increased rapidly. E-
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2. Top MANAGEMENT SUPPORT

According to (Tolbert and Zucker 1983; Tushman and
Romanelli 2008) innovation of IT would be more likely if
the political environment within an organization has norms
favoring the change. Thus, adopting ecommerce will
depend on whether support from the top management is
available. Top management support has been identified as
crucial and decisive in the acquisition and diffusion of
innovation  (Orlikowski  1993; Myers 2013). Top
management consists of individuals with power and
authority to make strategic decisions; thus they can develop
a clear-cut ecommerce vision and strategy while at the
same time sending signals to different parts of the
organization about the importance of ecommerce. Given
the limited nature of organizational resources and the many
competing projects, top management support ensures that
an ecommerce innovation project will get the required
resources and capabilities. There is a positive effect of
leadership support on innovation adoption; (Orlikowski
1993; Venkatesh and Bala 2008) found that top management
support had a positive effect on CASE tools adoption
behavior in IS departments.

Since ecommerce can potentially influence the
organization’s competitive capability as well as its business
relationships, it is vital for the top management to be
involved in order to obtain a good understanding of the
issues surrounding ecommerce and to mobilize
organizational stakeholders (Epstein 2004; Huang, Jiang et
al. 2009).(Mohamed Ahmed A.Said 2013)

3. TECHNOLOGY TURBULENCE ON E-COMMERCE
IMPLEMENTATION IN THE HOTEL INDUSTRY

The complexity in the current business transaction is
confronted with a number of weaknesses and conditions
that requires the collaboration of information technology
system to improve the quality of business transactions on a
profitable scale with lesser risk (Kaur, Kapoor et al. 2005).
Information technology-based transaction otherwise known
as e-commerce enables instant access across the globe.
However, the success of e-commerce lies much on the
effective functioning of telecommunication infrastructure
(Lee, Ho et al. 2006)

Integration of e-commerce into a functioning organization
leads to the restructuring of the entire business setting.
Other barriers such as payment method, deliveries of
finished goods, insecure credit cards billing and insufficient
knowledge of the service cost contends with the
technological advances in e-commerce adoption(Mohamed

427

Ahmed A.Said 2013). Besides, insecurity over online
transaction undermines the level of e-commerce acceptance
and has a direct impact on the customer. Although those
vary between individuals and organizations, e-commerce
has been widely recognized as an ideal tool for
transforming business operation. Its adoption has been
constrained by numerous challenges coupled with
insufficient research on the possibilities of integrating it
into trade system. Among these challenges include lack of
trust on online services, insecurity of personal information,
lack of infrastructure and poor knowledge of its operation
has contributed to its stunted growth over the past decade.

Other limiting factors that hinders e-commerce
implementation in Libya includes high illiteracy rates, low
income per capita and the lack of reliable payment systems
to support online business transactions coupled with
cultural influence to online transaction .These barriers
collectively impede wider acceptance of e-commerce
adoption among many organizations. So it is essential that
these barriers are to be tackled to enable a successful
adoption of e-commerce by means of a good study of the
evaluation and assessing of the basic components that can
reveal their weaknesses and strengths.

With the identification of the weaknesses and strengths, the
possibilities for better planning and implementation of e-
commerce to reap its numerous benefits are visible
[Habibu, S et al 2010]. Based on the needs to overcome the
barriers associated with ecommerce adoption, this research
work investigates eighteen (Mohamed Ahmed A.Said 2013)
commonly noted potential barriers from previous
literature, especially for economic environment similar to
Libya.

4. THE METHODOLOGY

The study applied a quantitative approach, and was
conducted through a questionnaire survey on hotel
industry in Libya, in particular those hotels that have
previous practices and experience with e-commerce. The
target population for this study consists of hotels in Libyan
tourism sector. The sampling frame for this study will be
drawn from the list of hotels companies registered with the
ministry of tourism in Libya. The number of distributed
questionnaires is equal to 200, including a cover letter
submitted to the participants. The questionnaires were
directed to the sales or marketing managers, who are
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involved in the process relating to e-commerce operation

and usage.

4.1 Theoretical Framework

E-commerce
usage

4.2 Hypotheses
H1 Top management support has positive influences on
ecommerce usage.

H2 Technology turbulence has positive influences on
ecommerce usage.

5. DISCUSSION AND ANALYSIS

In the following section, the study analyzes the primary
data collected from the participants in the survey made for
evaluating the impact of firm size and e-commerce usage
on business performance. The target population for this
analysis consists of hotels in Libyan tourism sector. The
participants represent the employees in the hotel industry
and applies a structural equation modeling (SEM) as a
primary data analysis technique. The sampling frame for
this study has been drawn from the list of hotels companies
registered with the ministry of tourism in Libya. The
number of participants is 80 from overall 200 questionnaire
distributed.(Mohamed Ahmed A. Said 2014)

5.1 Top management support

Top management support refers to the extent to which top
management is actively involved in the management
initiatives IOS (Liang et al., 2007) Top-management support
is very significant to ensure the effective implementation of
electronic commerce. Top-management support has been
empirically suggested as an important prerequisite for the
adoption and implementation of a technology (Chwelos et
al., 2001; Liang et al., 2007). The significant role of top

management comes from, that managers are responsible for
making the decision on the transfer of technology and
supports IT investments on the assumption that the
decision will have an effect on the whole hotel (Thiesse et
al., 2011) .

H1 Top management support has positive influences on
ecommerce usage.

5.1.1 My top management is likely to invest funds in e-

commerce

The results showed the (15 strongly agree, 49 agree, 11

neutral, 1 Disagree, 0 strongly disagree). Mean 3.9750
Std. Deviation  0.65555, the results statistics is

shown in Figure-1 below

M Strongly agree M agree
Neutral m Disadree

m Strongly disagree

1%

Figure - 1 shows the result of first question

The result shows a significant agreement about the support
from the top management to invest in e-commerce. The
majority of participants either agree (61.3%) or strongly
agree (18.8%), whereas combining both groups equal
(80,1%), while only (18.8%) undecided, and almost 1.3%
disagree to this question. We conclude from that the top
management in Libyan hotels invest in e-commerce and
this is an encouraging result. The mean value is 3.97 and
small standard deviation 0.6555 identical with our

conclusion.

5.1.2 My top management is willing to take risks
involved in the adoption of the e-commerce.
We asked the study population of this study about their

perspective to the adoption of e-commerce as a strategic
decision. The results showed that (14 strongly agree, 45
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disagree, 21 neutral, 0 Disagree, 0 strongly disagree), as
shown in the Figure-2 below:

Strong Strong
Disagree agree

Disagree
0% \\/ 0% 18%

~ Neutral
2_6%

Figure - 2 shows the result of second question

The chart above shows the significance importance of e-
commerce and the strategic advantage of e-commerce
technology to hospitality business. The study population
agree with 56% and 18% strongly agree that managers in
Libyan hotel consider the adoption of the e-commerce
applications as strategically important and one of the main
requirements to success in business nowadays. Whereas the
mean equals 3.9125, and standard deviation small 0.659,
this shows that the opinions of study population is close
and near to agreement, and confirm the hypothesis of our
study.

5.1.3 My top management is likely to be interested in
adopting the e-commerce applications in order to gain
competitive advantage.

The results show that (15 strongly agree, 46 agree, 18

neutral, 1 Disagree, 0 strongly disagree), as shown in

Figure-3 below:

Strongly
agree
19%

Neutral
23%

Figure - 3 shows the result of second question

The chart above shows the significance importance of e-
commerce and the strategic advantage of e-commerce
technology to hospitality business. The study population
agree with 57% and 19% strongly agree that managers in
Libyan hotel consider the adoption of the e-commerce
applications as strategically important and one of the main
requirements to success in business nowadays. Whereas the
mean equals 3.9375, and standard deviation small 0.8147,
this shows that the opinions of study population is close
and near to agreement, and confirm the hypothesis of our
study.

5.2 Technological turbulence

Technological capability refers to the hotel's ability to
develop and use technological resources are great for new
product development and new technology, and
manufacturing processes for, and to predict the
technological changes in the industry. However, strong
technological capabilities and the simple act of holding may
not be enough to get superior performance (Su, Xie et al.
2010). Thus, the issue is serious research highlights: Why
can some companies be aware of the effects of the
successful performance of the technological capabilities and
marketing, while others cannot? Resource management
model suggests that even when the company has strong
capabilities with the ability to create value, and the
company is likely to realize value creation unless enhance
the effectiveness of those capabilities. Thus, the influence of
technology capabilities requires investigation. Unrest is a
technological variable that suggested the presence of
moderation between the use of technology affect the
performance of companies (Wang and Strong 1996; Lee,
Strong et al. 2002)
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5.2.1 Technological changes provide big opportunities
in our industry.

The study investigated this question with the participants',

and their answers show that (19 strongly agree, 55 agree, 5
neutral, 1 disagree, 0 strongly disagree), and represented in
Figure 4 below:

B Strong agree M Agree
® Neutral B Disagree
B Strong disagree m

6% 1% 0%

Figure 4: The opportunity of technological change

As shown in the chart above, the vast majority of
participants agree (69%) to this phrase, while (24%)
strongly agree, the total percentages of two groups equal
(93%). This result shows that the study sample agree that
the technological changes provide new business
opportunities to hotels in particular to extend their business
online without the need for big amount for the extension in
business. The mean equal to 4.15 and a small standard
deviation 0.57, means the certainty and assurance of
participants is high and confirm the conclusion of the
study.

5.2.2. A large number of new product ideas have been
made possible through technological breakthroughs in
our industry.

The study investigated this question with the participants',

and their answers show that (22 strongly agree, 50 agree, 8
neutral, 0 disagree, 0 strongly disagree), and represented in
Figure 5 below:

B Strong agree M Agree
 Neutral M Disagree
B Strong Disagree m

0% 0%

Figure 5: New ideas and products of technological
breakthroughs

As shown in the chart above, the vast majority of
participants agree (63%) to this phrase, while (27%)
strongly agree, the total percentages of two groups equal
(90%). This result confirms the conclusion of the study that
the technological factors affect the business performance
and e-commerce usage of hotels in Libya. The mean equal
to 417 and a small standard deviation 0.59, means the
certainty and assurance of participants is high and confirm
the conclusion of the study

5.2.3. Technological developments in our industry are
rather minor

The participants' answers show that (5 strongly agree, 10
agree, 20 neutral, 34 disagree, 11 strongly disagree), and
represented in Figure 6 below:
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B Strongly agree M agree

Neutral M Disagree

m Strongly disagree

Figure 6: Technological developments in hospitality
industry

The chart above shows that the majority of participants
disagree (43%) to this phrase, while (14%) strongly
disagree, the total percentages of two groups equal (57%),
which is around half of study sample. While the
participants those agree to this phrase equal to (12%) agree
and (6%) strongly agree, and (25%) have not decided about
this phrase. Therefore, the study concludes there is weak
agreement on technological development of e-commerce in
Libya, while the uncertainty about this phrase is high. The
mean equal to 2.55 and a small standard deviation 1.07,
means the other opinions cluster away from the mean, and
thus the uncertainty of participants is high. Therefore, the
study could confirm the conclusion about this phrase.

5.3 E-commerce Usage

E-commerce applications enable firms from different types
of industry to establish their presence in the market at
national level and also to extend their economic activities
beyond national borders in order to pursue opportunities
elsewhere. The usage of e-commerce has the potential to
reshape the performance of firms working in the hospitality
industry, and effective e-commerce usage enabling price
and service-related comparisons in a borderless market
environment (Mohamed Ahmed A.Said 2014)

5.3.1 Percentage of sales to businesses conducted
online We asked the participants

about their opinion with regard to the percentage of sales
in their business place. The results showed that (0 strongly
disagree, 0 disagree, 6 neutral, 46 agree, 28 strongly
agree).(Mohamed Ahmed A.Said 2014) The results
statistics is shown in Figure-7 below:

B strongly agree M agree
neutral M disagree

M strongly disagree

0% 0%

Figure-7: The Percentage of sales to businesses conducted
online

Figure-7above shows that the vast majorities (92.50%) of
participants agree and strongly agree that adopting e-
commerce by their hotels will increase the percentage of
sales. The mean (4.2750>4) shows that the study population
is highly agree and emphasize on the importance of e-
commerce to increase the sales volume of hospitality
industry. In addition to that, standard deviation value
(0.59481) is small, which means that the opinions of
participants cluster very close near to the mean value.

5.3.2 Percentage of sales to consumers conducted
online
We asked the participants about their opinion with regard

to the percentage of consumer’s usage to e-commerce
website of hotels, and its impact on sales volume. The
results showed that (0 strongly disagree, 0 disagree, 7
neutral, 44 agree, 29 strongly agree). The results statistics is
shown in Figure-8 below:
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M strongly agree M agree
Neutral M disagree
m strongly disagree

9% __0% 0%

Figure-8: Percentage of sales to consumers conducted
online

The result shown in Figure-8 above is identical with the
previous question and indicates that both user seller and
buyer in e-commerce contribute to increase the sales
volume through effective usage to e-commerce.

5.3.3 Percentage of customer services conducted
online
We asked the participants about their view with regard to

the percentage of customer services online and its impact
on e-commerce usage by the consumers. The results
showed that (0 strongly disagree, 0 disagree, 7 neutral, 46
agree, 27 strongly agree). The results statistics is shown in
Figure-6 below :(Mohamed Ahmed A.Said 2014).

B Strongly agree M Agree
Neutral M Disagree

m Strongly disagree

Figure-9: Percentage of customer services conducted online

The result shows that the majorities of participants agree
and strongly agree that good customer service increase the
usage of e-commerce. The mean value equal to (4.2500)
which means that the majority of opinions (57%) confirms

the importance of customer service on the number of visits
and usage of e-commerce, while standard deviation very
small (0.60588), and this means that the study population
cluster very close to the mean value (strongly agree).
Companies that sell goods and services online need to
make an effort to build value-laden relationships with
customers. In other words, a company must look at what
customers need and value, and provide it accordingly.
Companies that do not provide this expected value will
likely lose their customers to a competitor (Kaylene et al.,
2008). In addition to that the tourism industry expands
globally, hotels expanding their business online need for
expanding their communication networks and customer
service as well (Mohamed Ahmed A.Said 2014)and the
improvements in customer service can have a significant
impact on customer loyalty. In groceries, a one point
improvement in customer service satisfaction yielding a
significant increase in implied retention rates.

6. CONCLUSION

E-commerce in the development of technology has grown
most rapidly at the present time with the high rate of
adoption of firms of each type of business all over the
world. Hospitality sector among the most important
industries has earned interest and dividends from a large e-
commerce application and has changed their business
strategies to the business model online. Therefore, from a
scientific perspective, the results of this study will help the
Libyan hotel sector in the formulation of new strategies and
take advantage of the benefits of the use of promising
technologies to manage their businesses effectively.

Results show that small and medium-sized businesses in
the hospitality sector in Libya is facing challenges and
obstacles similar to other companies small when creating a
site on the Internet for e-commerce or attempt to make
online booking, and they require assistance in basic
planning and management support for the implementation
and maintenance of the site, considering the internal
resources and external, and the development of online
marketing strategy and evaluating the success of website's.
In addition, the study shows a strong correlation between
the use of e-commerce and business performance, and
when hotels implementation of e-commerce and start
making your reservation online, and the annual sales and
profits increased significantly. Finally, it should be senior
managers of hotels in Libya realize the importance of a
large e-commerce for their business should consider that
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the only way to expand their business globally with a high

level of profitability and quality performance.
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