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Abstract: There are many small and medium-sized enterprises (SMEs) take Location-based services (LBS) in marketing 

strategy. They would provide Facebook check-in to get a benefit (e.g. discount, free dessert and coupon) to attract customers 

purchasing. Therefore, this study is to understand which factors would affect restaurants adoption of (Facebook check-in). 

This study collected 187 useful data that were analyzed by SmartPLS 2.0 software. The study finds entrepreneurial 

orientation and market orientation positively affects innovation. In addition, business resources and innovation positively 

affect u-computing use.  
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I. INTRODUCTION 

 

There are 707 million people who used smartphone 

and tablet personal computer in Taiwan (FIND). With 

increase of the smartphone, tablet personal computer 

and mobile internet users would impact on the life. 

New technologies not only disseminate information 

faster but also bring new services and available 

promotion for firms. Take Location-based services 

(LBS) for example, you can timely search for nearest 

restaurants, post office and ATMs on your location. 

When consumer searches the location, they would get 

coupons from firms.  

 

LBS development more and more diverse, like 

combine social network Facebook’s check-in function. 

Firms provide Facebook check-in to get a benefit (e.g. 

discount, free dessert, coupon) that get consumer 

loving share with their friends. Finally, consumers get 

a benefit and firms win the high famous.   

 

 

II. LITERATURE REVIEW 

2.1 Entrepreneurial Orientation 

The references define EO like firm-level 

entrepreneurship. Besides, EO is a strategy-making 

process, such as manager's decision-making styles, 

the methods and practices (Lumpkin & Dess, 1996). 

EO is an environmental management capability and 

firms can adopt it to expand proactive gumption to 

change the competitive landscape (Renko et al., 

2009). Therefore, for businesses of all sizes, 

entrepreneurial attitudes and behaviors are necessary 

for prosperity and flourish in competitive 

environments (Barringer & Bluedorn, 1999). In the 

current research, firm’s action of innovation is the 

main focus associated with EO, including new 

technology adoption, change in product line, and 

encourage the development of innovative strategies. 

2.2 Market Orientation 

Most studies considered it from two perspectives, 

cultural perspective and behavior perspective. Narver 

and Slater (1990) bring up a cultural perspective. The 
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cultures include value, norms, artifacts, and behaviors 

(Martin et al., 2008). Narver and Slater (1990) 

proposed the cultural perspective for MO. They show 

MO is the fundamental aspect of organization’s 

culture which can efficiently and effectively create 

higher value for customer. For these reasons, prior 

scholars have suggested that MO should deeply root 

in the organization’s culture.  

2.3 Innovation 

Innovation can be defined like a new product, process 

or system in the marketing research. It has the 

potential to create a completely new market, or 

creates new variety of competitive or customer 

behavior (Brown, 1992). As uncertainty and 

complexity which is the key of environmental 

contingencies. Tidd (2001) express that’s two factors 

influence organizational structure and management 

process innovation. According to the First Law of the 

Innovation Economy, companies without stopping 

innovation will to get beyond those are not constantly 

do it (Hamel & Skarzynski, 2001). Actually 

innovative products are important power to improve 

economic growth (Sorescu et al., 2003). 

2.4 Business Resources 

A resource has three characteristics that become a 

source of competitive advantage. First one is valuable, 

improves a firm’s competitive position. Second, 

heterogeneous, resources have to obtainable in short 

supply relative to demand. Third, immobile, 

resources must costly to replace or difficult to imitate 

(Hoopes, Madsen& Walker; 2003). Ordanini and 

Rubera (2010) drew on RBV literature, to suggest 

business (e.g. slack resources, prospective orientation, 

learning inclination and external ties) resources and 

IT resources (e.g. firm IT capabilities, partners IT 

readiness and service providers IT capabilities) would 

affect performance of IT innovators after the 

application of e-commerce.  

2.5 U-computing Use 

U-computing aggregates diverse advanced digital 

computing technologies (Kim et al., 2009), such as 

RFID and sensor networks, have the ability to 

identify, track, and trace objects automatically (Sheng 

et al., 2006). The service provider and merchants use 

these technologies that include the information about 

customers' identities, favorite, and geographical 

locations to give personalized products to their 

customers (Sheng et al., 2006).U-computing brings 

great changes in business and industries. For 

customers, U-computing adoption can improve their 

life quality (Kim et al., 2009). U-computing has been 

used in education and medical. Location-based 

services (LBS) is a kind of U-computing application 

usage in commerce. In LBS, improvements in sensor 

and wireless communication technology enable exact, 

automated determination and dissemination of a 

user’s or object’s position.  

According above literature, this research proposed 

four hypotheses as following (See Figure 1). 

H1: Entrepreneurial orientation would positive affect 

firm’s innovation. 

H2: Market orientation would positive affect firm’s 

innovation. 

H3: Innovation would positive affect firm adoption of 

U-computing Use. 

H4: Business Resources would positive affect firm 

adoption of U-computing Use. 
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III. RESEARCH METHOD 

3.1 Questionnaire Design, pre-testing 

The questionnaire design refers prior literatures. 

Entrepreneurial orientation was measured with five 

items from Su et al. (2011). Market orientation was 

measured with five items from Renko et al. (2009). 

Innovation was measured with three items by Teo and 

pian (2003). U-computing use and Customer value 

were modified from Kim et al. (2009) and included 

three items. In the research, each seven-point Likert 

scale was anchored. This research chose 20 firms and 

professionals to pre-test, that ensure the readability 

and logical arrangement of questions. 

3.2 Sample and Data Collection 

We distributed 259 surveys to collect data with e-mail 

questionnaire survey and visited firms. The target 

subjects were restaurants who implement Facebook 

check-in to get a benefit (e.g. discount, free dessert 

and coupon) in Taiwan. Data collected from 

September 2012 to February 2013 totaled 195, of 

which 8 were invalid. The useful response rate 

reaches to 72.2%. 

3.3 Data Analysis Method 

This research was used SmartPLS 2.0 software to 

testing the hypothesis related to the relationship 

between construct and construct. Partial least squares 

(PLS) was one of the measuring methods for the 

structure model (Majchrzaket al., 2005), it’s the only 

model can handle both reflected indicator and 

formative indicator. Also PLS had the ability to better 

deal with small and medium sample size of model 

and residual distribution had no limit. 

 

IV. DATA ANALYSIS AND RESULTS 

4.1 Reliability and Validity 

In this research, it was important indicator to examine 

individual-item reliabilities. There were two ways 

which composite reliabilities (CR) and Crobach alpha 

to test reliability. Fornell and Larcker (1981) 

suggested composite reliabilities (CR) value should 

exceed 0.7, and all items in this research were all in 

acceptable ranges (see Table 1). Besides, Crobach 

alpha values were all greater than 0.7 (Nunnally, 

1978). The result provides that all constructs in the 

model are generally reliable.   

The convergent validity is tested by the average 

variance extracted (AVE) and factor loading. Fornell 

and Lacker (1981) suggested that AVE value should 

greater than 0.5, and all the items of factor loading 

must greater 0.5 (Hair et al., 1988). Table1 shows that 

all values were in acceptable ranges. Therefore, there 

is convergent validity in this research. As show in 

Table 2, the square root of the AVE must be greater 

than the correlation between the construct and other 

construct in the model (Fornell and Lacker,1981), 

proving discriminant validity for all constructs. 

Finally, the validity also support by the own-loadings 

greater than cross- loading (see Table 3). The result 

represented that this research had absolute validity.  
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4.2 Structural Model Hypothesis Test 

According to PLS analysis, the coefficient path from 

entrepreneurial orientation and market orientation to 

innovation are (γ=0.45, t-value=3.79, p<0.001; 

γ=0.57, t-value=4.91, p<0.001). The path coefficients 

of hypothesized positive relationship from 

entrepreneurial orientation and market orientation to 

innovation are supported. Therefore, Hypothesis 1 

and 2 are supported. The path coefficient path from 

innovation and business resources to U-computing 

use are (ß=0.24, t-value=2.24, p<0.05; ß=0.45, 

t-value=3.64, p<0.001) all positive effect individually. 

Thus, Hypothesis 3 and 4 are supported (see Fig. 2).   

 
CONCLUSIONS AND SUGGESTION 

This research is discussion with which factors would 

affect SMEs adopt u-computing. We suppose 

entrepreneurial orientation and market orientation 

would influence on innovation and the adoption of 

U-computing would affect by innovation ability and 

business resources. This study found that 

entrepreneurial orientation and market orientation 

have significantly positive relation to innovation; 

innovation and business resources affect 

U-computing use. Accordingly, the hypotheses in this 

study are all supported. 

 

This study has certain limitation deserves further 

research. First, the data was collected in Taiwan, so 

the geographic scope was limited. The same factors 

might not effect on the adoption of U-computing in 

different countries. Second, the collected data SMEs 

is only 187, thus it is insufficient for representative of 

all of SEMs who implement Facebook check-in to get 

a benefit in Taiwan. Future research could consider 

different variables like business resources, service 

orientation and technology strategy. 
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