
46 Category: Electronic Commerce

INTRODUCTION

The role played by small business in economic growth and 

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.

-

skills, innovation and contribute to economic and social 

and “broaden a base of participation in society, create jobs, 
decentralize economic power and give people a stake in the 

-

BACKGROUND

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

behavior, communications, computer science, information 

-
volved 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 exten-
sion, the Theory of Planned Behavior (TPB)

and that there is a link between attitudes and behav-
ior.

• The Technology Acceptance Model (TAM)
-

els as to how users come to accept and make use of 
technology.

• The Adoption, Innovation and Diffusion Theory -

majority groups, late majority groups, and laggards.
• Social Cognitive Theory

human behavior as a triadic, dynamic, and recipro-
cal interaction of personal factors, behavior, and the 
environment.

• The -
nology (UTAUT) 

determinants of usage intention.

Table 1 presents a synthesis of the numerous factors 

literature.
As we can see, adoption of electronic commerce by 

-

organizational readiness

culture, values, and preferred work activity; external pres-
sure

the government; and perceived ease of use and perceived 
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usefulness. In particular, the last two factors turned out to 

top managers of SMEs, while compatibility emerged as a 

and even SMEs could reap advantages. Studies in numerous 
counties reveal that SMEs have been slower to adopt e-com-
merce than their larger counterparts, however information 

and small businesses through different points of views with 

images and concepts that are not of help in understanding 

Small business have many reasons for selling or buying 

commerce—that is, ”adding distribution channels, increasing 
overall sales, expanding their reach beyond local markets, 

-

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 

Factor Name Description 

Environmental Factors

Competitive pressure from other Internet adopters within the industry

Government Government rules and regulations

Market

Availability of the right partners

Knowledge Factors

Change Experience Employee experience with making major changes

Executive Experience Experience of top executives with computers and the Internet

Innovativeness

Models Successful models of use in the industry

Need

Trust Trust or confidence in Web and Internet technologies

Organizational Factors

Capital Access to capital for start-up

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

Security Security issues

Technology Availability Availability or adequacy of existing technology and tools

2005, p. 442)
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