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INTRODUCTION
The role played by small business in economic growth and
GHYHORSPHQWLQWKHZRUOGLVRI¿FLDOO\UHFRJQL]HGLQERWK
WKH HFRQRPLF OLWHUDWXUH DQG LQ RI¿FLDO GRFXPHQWV HJ
2UJDQL]DWLRQIRU(FRQRPLF&RRSHUDWLRQDQG'HYHORSPHQW
(XURSHDQ&RPPLVVLRQ86'HSDUWPHQWRI6WDWH 
Information and communication technology connectivity
are widespread in all sized businesses, but small businesses
seem slower than larger ones to adopt and use ICT and
electronic commerce.
60(V VPDOOWRPHGLXPVL]HGHQWHUSULVHV DUHLQGHSHQGHQW¿UPVWKDWHPSOR\OHVVWKDQ PLFUR  VPDOO DQG
 PHGLXP HPSOR\HHV (XURSHDQ&RPPLVVLRQ WKH
8QLWHG6WDWHVLQFOXGHV¿UPVZLWKIHZHUWKDQHPSOR\HHV
LQWKHGH¿QLWLRQRIDQ60( 2(&'D 
,Q(XURSH60(VFRQWULEXWHXSWRRIHPSOR\PHQWLQ
VRPHLQGXVWULDOVHFWRUV HJWH[WLOHVFRQVWUXFWLRQIXUQLWXUH 
DQGWKH\DUHGH¿QHGDV³DPDMRUVRXUFHRIHQWUHSUHQHXULDO
skills, innovation and contribute to economic and social
FRKHVLRQ´ (XURSHDQ&RPPLVVLRQS LQWKH86
HFRQRP\VPDOOEXVLQHVVHVUHSUHVHQWRIDOOHPSOR\HUV
and “broaden a base of participation in society, create jobs,
decentralize economic power and give people a stake in the
IXWXUH´ 86'HSDUWPHQWRI6WDWHS 
7R V\QWKHVL]H PRUH WKDQ  RI 2(&' HQWHUSULVHV
DUH60(VDFFRXQWLQJIRURIHPSOR\PHQWLQPRVW
FRXQWULHV 2(&'D 
7KHVDPHSURSRUWLRQLVLQGLFDWHGE\WKH8QLWHG1DWLRQV
&RQIHUHQFHRQ7UDGHDQG'HYHORSPHQWLQIDFW60(VDFFRXQWIRURIDOOHPSOR\PHQWLQGHYHORSLQJFRXQWULHV
81&7$' 

BACKGROUND
5HVHDUFKLQWHUHVWVLQHFRPPHUFHXWLOL]DWLRQLQ60(VKDYH
been driven by a basic hypothesis that this type of technology
can offer new opportunities to counterbalance disadvantages
of size, resources, geographic isolation, and market reach
:\PHU 5HJDQ 
6HYHUDOGLIIHUHQWGLVFLSOLQHV PDQDJHPHQWRUJDQL]DWLRQDO
behavior, communications, computer science, information

V\VWHPVPDUNHWLQJZRUNDQGVRFLDOSV\FKRORJ\ DUHLQvolved in research on incentives and technology adoption
barriers. In this regard, different theoretical and applied
models already exist:
•

•

•

•

•

The Theory of Reasoned Action (TRA), and its extension, the Theory of Planned Behavior (TPB) $M]HQ 
)LVKEHLQ&KDX +X+DUULVRQ0\N\W\Q
5LHPHQVFKQHLGHU DUHEDVHGRQDVVXPSWLRQV
WKDWDSHUVRQ¶VLQWHQWLRQVDUHWKHEHVWJXLGHWREHKDYLRU
and that there is a link between attitudes and behavior.
The Technology Acceptance Model (TAM) 6WUDXE
/LPD\HP .DUDKDQQDHYDULVWR GH¿QHVPRGels as to how users come to accept and make use of
technology.
The Adoption, Innovation and Diffusion Theory 5RJHUV GH¿QHVDGRSWHU RIDQ\QHZLQQRYDWLRQRU
LGHD FDWHJRULHVDVLQQRYDWRUVHDUO\DGRSWHUVHDUO\
majority groups, late majority groups, and laggards.
Social Cognitive Theory %DQGXUD   GH¿QHV
human behavior as a triadic, dynamic, and reciprocal interaction of personal factors, behavior, and the
environment.
The 8QL¿HG7KHRU\RI$FFHSWDQFHDQG8VHRI7HFKnology (UTAUT) 9HQNDWHVK0RUULV'DYLV 'DYLV
 XVHVSHUIRUPDQFHH[SHFWDQF\HIIRUWH[SHFWDQF\
VRFLDOLQÀXHQFHDQGIDFLOLWDWLQJFRQGLWLRQVDVGLUHFW
determinants of usage intention.

Table 1 presents a synthesis of the numerous factors
LQÀXHQFLQJ DGRSWLRQ RI HFRPPHUFH DGRSWLRQ IURP WKH
literature.
As we can see, adoption of electronic commerce by
60(VLVLQÀXHQFHGE\GLIIHUHQWIDFWRUV*UDQGRQDQG3HDUVRQ  LGHQWL¿HGDQGV\QWKHVL]HGIRXUIDFWRUVWKDWKDYH
VWDWLVWLFDOO\VLJQL¿FDQW HIIHFWV RQ HFRPPHUFH XWLOL]DWLRQ
organizational readinessLQFOXGHV¿QDQFLDODQGWHFKQRORJLFDO
UHVRXUFHVDQGFRPSDWLELOLW\RIHFRPPHUFHZLWKFRPSDQ\¶V
culture, values, and preferred work activity; external pressure LV GH¿QHG E\ FRPSHWLQJ VRFLDO IDFWRUV GHSHQGHQF\
RQRWKHU¿UPVDOUHDG\XVLQJHFRPPHUFHWKHLQGXVWU\DQG
the government; and perceived ease of use and perceived
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7DEOH)DFWRUVLQÀXHQFLQJGHFLVLRQWRDGRSWHFRPPHUFHHEXVLQHVV,QWHUQHWWHFKQRORJ\ DGDSWHGIURP:\PHU 5HJDQ
2005, p. 442)
Factor Name

Description

Environmental Factors
&RPSHWLWLYH3UHVVXUH

Competitive pressure from other Internet adopters within the industry

Government

Government rules and regulations

Market

9LDEOHPDUNHWRUFXVWRPHUEDVHIRUHFRPPHUFH

3DUWQHUV9HQGRUV

Availability of the right partners

6XSSOLHU5HDGLQHVV

5HDGLQHVVRIVXSSOLHUVIRUHOHFWURQLFEXVLQHVV

Knowledge Factors
Change Experience

Employee experience with making major changes

Executive Experience

Experience of top executives with computers and the Internet

Innovativeness

&RPSDQ\¶VZLOOLQJQHVVWRDGRSWQHZWHFKQRORJ\

Models

Successful models of use in the industry

Need

3HUFHLYHGQHHGIRUFKDQJHRULPSOHPHQWDWLRQRI:HEDQG,QWHUQHWWHFKQRORJLHV

3ULRU([SHULHQFH

&RPSDQ\¶VSULRUH[SHULHQFHZLWKQHZWHFKQRORJ\LPSOHPHQWDWLRQ

Trust

Trust or confidence in Web and Internet technologies

8QGHUVWDQGLQJ

8QGHUVWDQGLQJRIDYDLODEOHRSSRUWXQLWLHVDQGRSWLRQVZLWKHFRPPHUFH

9DOXH

3HUFHLYHGYDOXHRUUHOHYDQFHWRWKHEXVLQHVV

Organizational Factors
Capital

Access to capital for start-up

(PSOR\HH5HGXFWLRQ

5HVXOWLQJUHGXFWLRQLQQXPEHURIHPSOR\HHV

3ULRULW\

3ULRULW\UHODWLYHWRRWKHUSURMHFWVWKDWUHTXLUHH[LVWLQJUHVRXUFHVDQGWLPH

3URILWDELOLW\

3URMHFWHGSURILWDELOLW\RIHFRPPHUFH

Technical Expertise

Availability of technical staff or consultants with Web skills

Technological Factors
Cost

Cost to setup and maintain

EC Technology

Technology for selling products or services online

Infrastructure

Access to network services or infrastructure to support Web and Internet technologies

5HOLDELOLW\

5HOLDELOLW\RI:HEDQG,QWHUQHWWHFKQRORJLHV

Security

Security issues

Technology Availability

Availability or adequacy of existing technology and tools

usefulness. In particular, the last two factors turned out to
EHPRVWLQÀXHQWLDOLQDGRSWLRQRIHOHFWURQLFFRPPHUFHE\
top managers of SMEs, while compatibility emerged as a
SDUWLDOIDFWRUWKDWKLJKO\LQÀXHQFHGHFRPPHUFHDGRSWLRQ
DVRSSRVHGWR¿QDQFLDODQGWHFKQRORJLFDOUHVRXUFHV
7KHEHQH¿WVRIHFRPPHUFHDUHIRUDOOVL]HGEXVLQHVVHV
and even SMEs could reap advantages. Studies in numerous
counties reveal that SMEs have been slower to adopt e-commerce than their larger counterparts, however information
WHFKQRORJ\XVHE\60(VLVLQFUHDVLQJ 'UHZ 
0RUHRYHUPDQ\VWXGLHVGH¿QHDQGDQDO\]HHFRPPHUFH
and small businesses through different points of views with

images and concepts that are not of help in understanding
WKHSKHQRPHQRQ 1JDL :DW 
Small business have many reasons for selling or buying
RYHUWKH:HE7KH\FDQUHFHLYHEHQH¿WVIURPWKLVW\SHRI
commerce—that is, ”adding distribution channels, increasing
overall sales, expanding their reach beyond local markets,
RUJDLQLQJJUHDWHUH[SRVXUHLQH[LVWLQJPDUNHWV>LQ@EXLOGLQJDQ,QWHUQHWVWRUHIURQWIRUDUHWDLOVKRS´ 0HKWD 6KDK
S 
SMEs use e-commerce in three different ways:
Internet start-ups’ are inventing new ways of creating value
added, new service and new business models…‘Established
47
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Table 2. Percentage of small European enterprises (10 to 49 employees) that use e-commerce for purchasing and sales (data
in parentheses refer to large enterprises: more than 250 employees) (adapted from Eurostat, 2006)
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VPDOO¿UPV¶DUHGHYHORSLQJWKHLURZQHFRPPHUFHVWUDWHgies to expand their business by entering new markets,
often internationally…‘Existing SMEs’ are entering into
electronic partnership with large corporate customers.
2(&'ES
Studies on adoption of electronic commerce by SMEs
focused on different aspects:
•

•



•

•

•

48

The benchmark on the use of the Internet emphasizes
that SMEs need to think both globally and strategically,
DQGWKDWWKH\PXVWOHDUQIURPFRPSHWLWRUV :HEE 
6D\HU 
A learning organization style oriented to upgrade
FRPSHWHQFLHVDQGWRDFTXLUHQHZNQRZOHGJH GH¿QHG
high-orderE\$UJ\ULV 6FKRQ LVPRUHLQYROYHG
LQWKHXVHRIWKH,QWHUQHWDQGHFRPPHUFH &KDVWRQ
 
7KHUHDUHVLJQL¿FDQWGLIIHUHQFHVLQIUHTXHQF\DQGW\SH
of use, related to company size: four or more employees
represents the critical dimension for more frequent and
VRSKLVWLFDWHGXVH 'DQGULGJH /HYHQEXUJ 
The greater the usage of Internet technology is among
entrepreneur-led family business, the more it is posVLEOHWR¿QGWLHVEHWZHHQHQWUHSUHQHXULDOSUR¿OHDQG
JURZWK 'DYLV +DUYHVWRQ 
The analysis of strategic use of the Internet and ecommerce in SMEs shows that they are opportunistic
in their adoption and that the communication requirement has been a motivating factor of implementation
6DGRZVNL0DLWODQG YDQ'RQJHQ 
SMEs present different sequences of e-commerce
adoption: in the early stages they use the lowest levels of e-commerce service; in the second, e-mails are
used to communicate with customers, suppliers, and
employees; the third level of adoption includes information-based Web sites operating and developing online
ordering services; and the most advanced adopters use
online ordering and are developing online payment
FDSDELOLWLHV 'DQLHO:LOVRQ 0\HUV 

FOCUS: SPECIFIC DIFFICULTIES FOR
SMALL BUSINESSES WITH
E-COMMERCE ADOPTION
Some problems to understanding the barriers faced by smaller
¿UPVDUHGXHWRWKHIDFWWKDWWKH\DUHDQRWXQLIRUPJURXS
and that their characteristics vary by sector:
+LJKWHFKQRORJ\NQRZOHGJHLQWHQVLYHVPDOO¿UPVDUHPRUH
OLNHO\WRXVHHFRPPHUFHWKDQRWKHUVPDOO¿UPVDQGWKHUH
are differences between industry sectors in terms of e-commerce use and strategy development. )LOOLV  :DJQHU
S
Non-adopters show some characteristics that differ from
SMEs that adopt e-commerce. In fact, they present high
VFRUHVUHODWHGWREDUULHUVLPSHGLPHQWDQGWHQGWREHVORZHU
in detecting changes in technologies that might affect their
business, whereas the adopters are more aware of opportunities afforded by technology, are more costumer oriented, and
DUHPRUHVHQVLWLYHWRFKDQJHVLQWKHLUFXVWRPHUFRPSHWLWLYH
HQYLURQPHQW 0F&ROH 5DPVH\ 
It is interesting to see the adoption of e-commerce in
different areas of the world.
In (XURSHDQ8QLRQ (8 FRXQWULHVWKHXVHRIDQLQWHUQDO
computer network and intranets is progressing well, but
there is space for improvement, especially among smaller
HQWHUSULVHV WRHPSOR\HHV ,QWHUQHWDQG:HEVLWHVDUH
not enough of a support system for e-business. Enterprises
need to use more of their technological potential in order to
UHDSPD[LPXPEHQH¿WV(FRPPHUFHFDQEHGLI¿FXOWWRVWDUW
up, and generally, enterprises tend to prefer to purchase than
WRVHOORQOLQH$FFRUGLQJWR(XURVWDW  RQO\RI(8
VPDOO¿UPVHQJDJHGLQHFRPPHUFHVDOHVDFWLYLW\
7DEOHVKRZVWKHPRVWVLJQL¿FDQWGDWDIURPWKH(8
,QWKH8QLWHG6WDWHVWKHUHZHUHVOLJKWGLIIHUHQFHVLQH
FRPPHUFHDWWLWXGHVDQGH[SHULHQFHEHWZHHQVPDOOPHGLXP
sized enterprises and large establishments. This difference in
e-commerce experience suggests that a considerable populaWLRQRIVPDOOHVWDEOLVKPHQWV OHVVWKDQHPSOR\HHV PD\EH
OHVVSUHSDUHGIRUHFRPPHUFH5RXWLQHXVHRIHFRPPHUFH
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Table 3. Mean percent of total commerce conducted online
by SMEs (25-250 employees) in the U.S. (data in parentheses refers to large enterprises: more than 250 employees)
(adapted from Fomin, King, Ljjtinen, & McGann, 2005)
(/(&7521,&&200(5&(
Purchase
Sales

SMEs
 
 

ODJVEHKLQGPRUHWUDGLWLRQDOIRUPVRIFRPPHUFH )RPLQ
.LQJ/MMWLQHQ 0F*DQQ 
7DEOHVKRZVWKHPRVWVLJQL¿FDQWGDWDIURPWKH8QLWHG
States.
In many developing countries, no statistical indicators
on e-business have been collected and considerations are
PRUHGLI¿FXOWGXHWRWKHYHU\VLJQL¿FDQWGLIIHUHQFHVDPRQJ
SMEs in different regions and countries.
7KHJHQHUDOFRQFOXVLRQ 81&7$'S RQWKH
adoption of e-business in developing countries are:
“…for SMEs is that it is relatively easy to start using
3&VWKHQFRQQHFWWRWKH,QWHUQHWXVLQJHPDLODQGWKHQVHW
XSD:HESDJH+RZHYHUWKHLQWURGXFWLRQRIWKH,QWHUQHWLQWR
WKHLUEXVLQHVVDFWLYLWLHV «LQFOXGLQJHFRPPHUFH GRHVQRW
follow straightaway, and larger companies are more likely
WRDXWRPDWHWKHLUEXVLQHVVSURFHVVHV DQGWRGRVRHDUOLHU 
than smaller companies. One explanation for this is that most
60(VKDYHQRGH¿QHGHEXVLQHVVVWUDWHJ\´
7KHVSHFL¿FGLI¿FXOWLHVLQGLIIHUHQWFRXQWULHVE\VPDOO
¿UPV LQ HFRPPHUFH DGRSWLRQ DUH WKH REMHFW RI YDULRXV
VWXGLHV )RPLQ.LQJ/MMWLQHQ 0F*DQQ&XELFR
9HQWXULQL5XVVR )DYUHWWR)LOOLV :DJQHU
-RQHV%H\QRQ'DYLHV 0XLU2(&':DOF]XFK9DQ%UDYHQ /XQGJUHQ DQGIURPWKHVHZH
can draw a basic synthesis of the factors involved.
The most cited barriers related to smaller-sized enterprises
in e-commerce adoption are:
•
•
•

•
•


•
•
•
•
•

Concern about privacy of data or security issues,
need for face-to-face customer interaction,
implementation costs of e-commerce sites,
ODFNRI¿QDQFLDOUHVRXUFHVDQGKLJKFRVWV
customers do not use the technology
applicability to enterprises
¿QGLQJVWDIIZLWKHFRPPHUFHH[SHUWLVHDQGXQFHUWDLQW\
on how to implement,
LQVXI¿FLHQWHGXFDWLRQLQIRUPDWLRQDERXWEHQH¿WV
level of ability to use the Internet as part of business
strategy,
prevalence of credit card use in the country,
taxation of Internet sales,
making needed organizational changes,
inadequate legal protection for Internet purchases,

•
•

cost of Internet access, and
business laws do not support e-commerce.

A

7KH IROORZLQJ VSHFL¿F HOHPHQWV DUH OLPLWHG IDFWRUV
awareness of SME access to infrastructure and skills, critiFDOPDVVDPRQJEXVLQHVVSDUWQHUVFRQ¿GHQFHLQOHJDODQG
UHJXODWRU\IUDPHZRUNVHFXULW\DQGDGDSWDWLRQRIEXVLQHVV
processes.

FUTURE TRENDS
7KH¿UVWVWHSVWRXQGHUVWDQGLQJWKHSKHQRPHQRQRIHFRPPHUFHDGRSWLRQLQ60(VDUHWRGH¿QHWKHLUFKDUDFWHULVWLFVDQG
WRNQRZWKHVSHFL¿FQHHGVRIWKHVHW\SHVRIHQWHUSULVHV
Furthermore, it would be interesting to understand more
DERXWVSHFL¿FSDWWHUQVUHODWHGWRGHFLVLRQVDQGFKRLFHVLQ
e-commerce adoption through different disciplines. For
instance, important psychological aspects that inform decisions to work with electronic markets seem to be reliability,
VHFXULW\FRQ¿GHQFHEXLOGLQJDQGWKHOHJDOIUDPHZRUN VHlected cultural differences have been demonstrated in recent
FURVVFXOWXUDOUHVHDUFKE\'LQHY%HOORWWR+DUW5XVVR6HUUD
&RODXWWL RUWKHHIIHFWRIDVSHFL¿FRUJDQL]DWLRQDO
FXOWXUHWKDWLPSHGHV60(V¶GHFLVLRQV )HOWKDP)HOWKDP
%DUQHWW6FKHLQ 
$QRWKHUZD\FRXOGEHWRLGHQWLI\VSHFL¿FVNLOOVNQRZOedge, attitudes, and aptitudes necessary and distinctive to
e-commerce adoption by SMEs.

CONCLUSION
Work on SMEs and different levels of e-commerce adoption
VKRZVWKDW¿UPVQHHGVWRLPSURYHVSHFL¿FVNLOOV 7D\ORU
0FZLOOLDP(QJODQG $NRPRGH LQRUGHUWRGHvelop existing processes or to introduce new processes and
WR LQWHJUDWH WKHLU QHZ :HEEDVHG V\VWHPV ZLWK H[LVWLQJ
internal systems and with external systems for customers
DQGVXSSOLHUV  -HIIFRDWH&KDSSHO )HLQGW 
+HOSWR60(VDQGDQLQFUHDVHLQGLIIHUHQWW\SHVRIFRPPHUFH HVSHFLDOO\LQHOHFWURQLFFRPPHUFHZKLFKUHSUHVHQWV
WKHIXWXUHLQDJOREDOPDUNHW DUHLPSRUWDQWWRWKHLPSURYHment of their chances of survival and for the longevity of
economic systems based on these types of enterprises.
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KEY TERMS
Electronic Commerce (E-Commerce): Transactions
conducted over Internet protocol-based networks and over
other computer-mediated networks. Goods and services are
RUGHUHGRYHUWKRVHQHWZRUNVEXWSD\PHQWDQG¿QDOGHOLYHU\
of goods or services may be conducted on or off-line. Orders
received via telephone, facsimile, or manually typed e-mails
DUHQRWFRXQWHGDVHOHFWURQLFFRPPHUFH (XURVWDW 
European Union (EU): Family of democratic European
FRXQWULHV7KH VL[ IRXQGHUV RQ 0DUFKZLWK
WKH7UHDW\RI5RPH DUH%HOJLXP)UDQFH*HUPDQ\,WDO\
/X[HPERXUJDQG7KH1HWKHUODQGV7KH(XURSHDQ8QLRQ
acts in a wide range of policy areas—economic, social,
UHJXODWRU\DQG¿QDQFLDO²WKURXJKVROLGDULW\SROLFLHV DOVR
NQRZQDVFRKHVLRQSROLFLHV UHJLRQDODJULFXOWXUDOVRFLDO
affairs and innovation policies, which provide state-of-theDUWWHFKQRORJLHVWR¿HOGVVXFKDVHQYLURQPHQWDOSURWHFWLRQ
UHVHDUFKDQGGHYHORSPHQWDQGHQHUJ\&XUUHQWO\WKH(8
HPEUDFHVFRXQWULHVDQGPLOOLRQSHRSOH http://europa.
eu (8FRXQWULHVLQFOXGH$XVWULD$%HOJLXP%(%XOJDULD
%* &\SUXV&< WKH &]HFK 5HSXEOLF&= 'HQPDUN'.
(VWRQLD(()LQODQG),)UDQFH)*HUPDQ\'(*UHHFH(/
+XQJDU\+8,UHODQG,(,WDO\,/DWYLD/9/LWKXDQLD/7
/X[HPERXUJ/80DOWD077KH1HWKHUODQGV1/3RODQG
3/3RUWXJDO375RPDQLD526ORYDNLD6.6ORYHQLD6/
6SDLQ(66ZHGHQ6(DQGWKH8QLWHG.LQJGRP8.
Entrepreneur: An individual who sets up a business
DQGKHDGVD¿UP
Family Business: Organizations where two or more
H[WHQGHG IDPLO\ PHPEHUV LQÀXHQFH WKH GLUHFWLRQ RI WKH
EXVLQHVV WKURXJKNLQVKLSWLHVPDQDJHPHQWUROHVRZQHUVKLS
ULJKWV  7DJLXUL 'DYLV 
OECD (2UJDQL]DWLRQIRU(FRQRPLF&RRSHUDWLRQ
and Development): (VWDEOLVKHGLQRQHRIWKHZRUOG¶V
largest and most reliable sources of comparable statistics, and
HFRQRPLFDQGVRFLDOGDWD7KH2(&'PRQLWRUVWUHQGVDQDlyzes and forecasts economic developments, and researches
social changes or evolving patterns in trade, environment,
DJULFXOWXUH WHFKQRORJ\ WD[DWLRQ DQG PRUH http://www.
oecd.org  2(&' FRXQWULHV LQFOXGH $XVWUDOLD $XVWULD
%HOJLXP&DQDGDWKH&]HFK5HSXEOLF'HQPDUN)LQODQG
)UDQFH*HUPDQ\*UHHFH+XQJDU\,FHODQG,UHODQG,WDO\
-DSDQ.RUHD/X[HPERXUJ0H[LFR7KH1HWKHUODQGV1HZ
=HDODQG1RUZD\3RODQG3RUWXJDOWKH6ORYDN5HSXEOLF
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6SDLQ6ZHGHQ6ZLW]HUODQG7XUNH\WKH8QLWHG.LQJGRP
DQGWKH8QLWHG6WDWHV

members as the correct way to perceive, think, and feel in
relation to those problems 6FKHLQ 

Organizational Culture: A pattern of basic assumptions invented, discovered, or developed by a given group
as it learns to cope with problems of external adaptation
and internal integration, which has worked well enough
to be considered valid and therefore is to be taught to new

Small- to Medium-Sized Enterprises (SMEs):
,QGHSHQGHQW ¿UPV WKDW HPSOR\ OHVV WKDQ  PLFUR  
VPDOO DQG PHGLXP HPSOR\HHV 8660(VLQFOXGH
¿UPVXSWRHPSOR\HHV 
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