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Point of Departure

• E-commerce is a process of selling and buying goods through computer networks by method 
specifically designed for placing and receiving orders (OECD 2011)

• Although it is conceivably beneficial for all, the prevalence of e-commerce adoption is differed 
greatly across countries (Martinsons 2008)

• This study empirically examines the e-commerce adoption model of ASEAN, developed by studies 
in three prominent institutions in Singapore; served as a core input for ASEAN Economic 
Community 2025

• E-commerce drivers in ASEAN: supply, demand, infrastructure and regulation. We advance and test 
on socio-cultural value of trust 

• The conceptual approach: Institutional theory



Model of the Study



Hypotheses

H1: Stronger demand 

H2: Stronger supply

H3: Stronger infrastructure

H4: Stronger regulation

H5: Stronger trust 

is related with a higher propensity of e-commerce adoption among citizens in ASEAN



Data



Empirical Approach

• Cross-sectional study in year 2017

• 5883 individuals in six ASEAN countries: Indonesia, Malaysia, Philippine, Singapore, Thailand and 
Vietnam

• Challenge: To identify and choose the most accurate variable to represent each driver



Descriptive analysis





Results

H1: Stronger demand - SUPPORTED

H2: Stronger supply - SUPPORTED

H3: Stronger infrastructure - SUPPORTED

H5: Stronger trust - SUPPORTED

H4: Stronger regulation - NOT SUPPORTED

1: Implementation of law needs a time lag for the effects to take place

2: Regulation can be secondary since e-commerce purchase is an individual decision

3: People would only accept the law if it complies with their personal belief (Jackson et al. 2012)



Conclusions

1) E-commerce adoption is resulted from the integration of drivers at both individual and 
country levels

2) Social value plays as important role as formal institutions 

3) Heterogeneity in institutions stand as a principle barrier to e-commerce diffusion across 
member countries

4) Laws protecting online security and privacy are not entirely effective in bringing confidence 
to users for embracing e-commerce

CAVEATS

1) Small number of countries

2) Potential bias from selective variables

3) Causality

4) Individual personalities as control
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