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Abstract  
 

The rapid advancement made by information technology 

have changed the policy of firms who conduct businesses, espe-

cially regarding selling their products and services. The main 

objective of this paper is to examine if there is a relationship 

between information intensity and the extent of Electronic 

Commerce adoption in Business to Business (B2B) inbound and 

outbound communication as well as Business to Consumer 

(B2C) order-taking and B2C inbound communication. A quan-

titative methodology approach was adopted in this study. To 

check if information intensity has a relationship in EC adop-

tion, data was collected from 332 hotel managers in South Afri-

ca. The collected data were analysed using correlation and mul-

tiple regression analysis. The study revealed that there is a rela-

tionship between information intensity and e-commerce adop-

tion.  
 

Index Terms—information intensity, adoption, electronic 

commerce  

 

Introduction 
 

Innovation is necessary for any establishment that exists 

in a changing environment. [1] [2] have found that informa-

tion intensity encourages innovation adoption. Information 

intensity “refers to the degree of information that is present 

in the product or service of an organization” [3]. [4] state 

that businesses can improve their products with high infor-

mation by means of information technology. The “informa-

tion content of a product is the useful information within a 

product that is received and understood by the user of that 

product” [3]. Similarly, “the information of a product’s val-

ue chain is said to be the information processing that is 

needed for processing the product in its final form” [3]. 

When there is enough information about a product, it is like-

ly that the product will be adopted [3]. Therefore, higher 

information intensity results in an establishment perceiving 

innovation as being a competitive tool and this encourages 

the level of innovation that is adopted. For a complex prod-

uct to be adopted, an establishment has to have sufficient 

information in order to have an understanding of the benefits 

of that product [5] [6]. Information intensity is important to 

the extent of IS adoption [7]. On the other hand, [8] argued 

that information intensity of products is insignificant when it 

comes to adoption. Consistent with most literature, [6] used 

information intensity to indicate the content and extent of IT 

usage in a firm’s products and value chain. Firms that have 

low technology content in their products are expected to 

have low information intensity. But firms that have high 

technology content will also have high information intensity. 

Information intensity therefore depends on the level of IT 

used by a firm. It is only when there is enough information 

that a product can be easily accepted. Industries with high 

value chain information intensity should benefit more from 

investment in IT than those with low value chain informa-

tion intensity.  

 

The following studies [9] [10] have observed that infor-

mation intensity stimulate innovation adoption. It is there-

fore important to find out if that is the case in EC adoption in 

the hotel industry; hence, this study looks at information 

intensity as an environmental factor for adoption of EC. The 

purpose of this study is to find out if there is a relationship 

between information intensity and the extent of adoption of 

EC (B2C outbound communication, B2C order taking, B2B 

inbound communication and B2B outbound communica-

tion).  

 

 In relation to an organisation having a website, the infor-

mation has to be suitable for EC if the hotels are to have 

customers. Otherwise, customers will not know anything 

about the hotel if the hotel’s products are not put on the 

website. Customers want to know about a hotel’s rating, the 

technology that is available and any other facilities that are 

available. Hotels have to advertise on their website for po-

tential customers to know about their prices. [12] Investi-

gated the impact of information intensity on the adoption of 

e-commerce among SME’s in New Zealand and found that 

the information intensity was influenced by the adoption of 

websites. 
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There is a relationship between the website and informa-

tion intensity in relation to the hotel being able to access 

information quickly. The hotel has to access information 

quickly so that its employees can know about any new tech-

nological developments as well as any other developments 

needed or wanted by customers. Hotels need to know how 

many customers are coming and whether or not the hotel 

will be able to accommodate them. Confirmation also has to 

be made quickly so that customers are not inconvenienced. 

[11] states that the hotel industry is a very competitive busi-

ness; if hotels do not access information on time and cus-

tomers are delayed, the customers may well take their patro-

nage to another hotel. The efficiency of the hotel relies on 

the efficiency of information processing. 

 

Hotels have to be aware of the industry standards so that 

they can keep up with them and provide customers with up-

to-date information [13]. Therefore the website must have 

the necessary information.  

 

Hotels are in a more information intensive environment 

and are more likely to adopt e-commerce technology [11].  

The products found in the hotels come with information re-

garding the characteristics, nature and method of usage. If 

the product is complex or the IT is complex the more infor-

mation is required to describe the product and service of the 

hotels.   [14]  state that organisations in service oriented in-

dustries are likely to have higher information content in their 

products and services in comparison to manufacturing 

oriented industries. Therefore organisations like the hotels 

which are a service industry are more likely to adopt e-

commerce technology.   

 

Methodology 
  

The purpose of the study is to find out if there is a rela-

tionship between the independent variable and the dependent 

variables. In the present study the independent variable used 

is information intensity and the dependent variables are B2C 

outbound communication, B2C order taking, B2B inbound 

communication and B2B outbound communication. 

 

A quantitative research design has been used for the 

study. For the data collection, a correlation and descriptive 

survey has been used.  Correlation was chosen because the 

researcher wanted to find out if there is a relationship be-

tween the information intensity and the dependent variables. 

 A pilot survey of IT managers of 8 hotels was conducted. 

The questionnaire was self-administered and 332 were ob-

tained giving an overall response rate of 83%.  Pearson’s 

correlation analysis and Spearman’s correlation were used to 

assess the relationship between the independent variable and 

the dependent variables [15].  

 

The South African Tourism office [16] suggested three 

major groups companies that would have a list of most of the 

hotels in South Africa. The target population was hotel man-

agers in South Africa because they make the final decisions 

on capital expenditure. In most cases the manager’s work 

directly with the information technology professionals so 

they would know what is going on in the IT department. 

Systematic sampling was done from each of the groups so 

that they would all be represented. 

 

In the literature reviewed, the researcher identified infor-

mation intensity as a success factor that was perceived as 

being of importance with regard to EC adoption by hotels in 

South Africa. [14] in his study found that  information inten-

sity  had a strong  positive relationship with e-commerce 

adoption, and thus higher levels of information intensities 

were related to higher e-commerce adoption. If the informa-

tion intensity was high on a firm, then it is more likely for 

the firm to adopt e-commerce.  

 

Findings 
 

Table 1 below, indicates the four categories of EC adop-

tion and the strength of the relationship between information 

intensity and the extent of EC adoption. To examine the as-

sociation between information intensity and the extent of EC 

adoption, Spearman’s б correlation analysis is employed. All 

the categories show a positive relationship with the extent of 

EC adoption, with a medium to small effect size. Hence, all 

of the four categories of EC adoption are statistically signifi-

cant. The four categories of EC adoption showing the 

strength of the relationship between information intensity 

and the extent of adoption of EC are shown below.  

 

Table 1: Correlation analysis of information intensity of 

EC 
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  Correlation Sig. 

B2C outbound communication .465** .000 

B2C order taking .358** .000 

B2B inbound communication .467** .000 

B2B outbound communication .503** .000 

* Correlation is significant at the 0.05 level (2-tailed).  

** Correlation is significant at the 0.01 level (2-tailed).  

 

The statistical significance of information intensity in the 

four dependent variables is at the significance level of 0.01, 

between information intensity and the extent of adoption of 

EC. On B2C outbound communication the correlation coef-

ficient r is 0.465; B2C order taking correlation coefficient r 

is 0.358; B2B inbound communication correlation coeffi-

cient r is 0.467 and B2B outbound communication correla-

tion coefficient r is 0.503. The effect is positive in all four 

variables and the strength of the relationship is medium.  

 

A mean score of 4.207 indicates that the hotel managers 

surveyed are in agreement that they are working in an in-

formation intensity industry. This tells us that hotels need 

up-to-date information in order to survive in the hotel indus-

try.  

Table II: Multiple regression analysis on the extent of 

EC adoption 

Equation RMSE R-sq F P 

B2C outbound 

communication 

1.019 .221 6.296 .000 

B2C order taking .874 .204 5.681 .000 

B2B inbound 

communication 

1.354 .124 3.137 .002 

B2B outbound 

communication 

1.265 .296 9.333 .000 

RMSE = Root Mean Square Error 

Regarding the extent of the overall adoption prediction, all 

the dependent variables have a positive influence on the ex-

tent of adoption of EC on information intensity as shown in 

Table II. The dependent variables significantly contributed 

to the model for predicting the extent of adoption of EC on 

information intensity prediction.  

 

The R2 overall variation is explained by the independent 

variables in the model. In the case of B2C outbound com-

munication, the value is .221, which means that 22.1% of the 

variance in the overall extent of EC adoption on information 

intensity prediction is explained by this model. This finding, 

which is consistent with the findings of  [17] shows that if 

the information intensity of a product or service is high, the 

degree of information system acceptance will be high as 

well.   

 

Conclusion 

 

The environmental factor used in this study is informa-

tion intensity. There is a positive relationship with the extent 

of adoption of EC with information intensity. The research 

in this study therefore confirms that: Information intensity 

has a significantly positive relationship with the extent of 

adoption of EC in B2C outbound communications, B2C 

order taking, B2B inbound communication and B2B out-

bound communication. 

 

Information intensity can be explained as the degree of 

information that is in the product or service of an organisa-

tion [18]. The average score for information intensity was 

4.21, and this indicates that most of the South African hotel 

managers who were surveyed believe that the hotel industry 

is an industry of high information intensity.  

 

The correlation analysis indicates that there is a positive 

association between the extent of adoption of EC and infor-

mation intensity. The significant level of information inten-

sity is 0.01. The relationship between information intensity 

and each of the following categories is positive: B2C out-

bound communications, B2C order taking, B2B inbound 

communication and B2B outbound communication.  

 

The findings of this study are consistent with studies stat-

ing that information intensity has a positive association with 

the adoption of innovation [6]. [19] also found information 

intensity is significant to the extent of IS adoption, unlike 

[12], however, who found information intensity to be an 

insignificant factor regarding the adoption of innovation. 
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