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Abstract

Due to the COVID-19 outbreak, e-commerce is also becoming many small businesses' only
means of survival (International Trade Centre, 2020). Now, more than ever, it is essential that
women entrepreneurs are able to operate in a digital environment and engage in e-
commerce, and that economies remove barriers to the growth of their firms. The goal of this
study is to investigate how the key factors influencing the adoption of e-commerce are
influenced by the elements of technology, organization, and environment (TOE). The
conceptual framework will be used in future study in order to identify the elements that led
to the rise in popularity of e-commerce.

Keywords: E-commerce, Adoption, Environmental, Organizational, Technological, TOE
Framework

Introduction

E-commerce offers multiple potential benefits to firms, including common internal and
external procedures, greater connection with key customers and business partners, superior
market diffusion, and growth potential (Ong et al., 2020; Hornby et al., 2002; Napier et al.,
2001). Next, e-commerce gives businesses a new way to make better use of their resources
and improve their overall performance and how they run their business (Lee et al., 2015).
Even though e-commerce has a lot of potential, companies still have trouble using it to its
fullest. 51% of small business owners in Indonesia are women, but only 35% of the money
made through online commerce comes from women (Das et al., 2018). However, when it
comes to beginning a business, women-owned businesses have more issues with enabling
environment and a number of difficulties with e-commerce that cut national boundaries
(Thystrup, 2018). Examples of these include access to networks, sales opportunities, financial
and capital resources, as well as legal and societal impediments. The findings of a study
conducted by Baker (2020); Abed (2020) indicate that the three sets of factors in the TOE
framework—technology, organization, and environment—are those that most strongly
influence the adoption of e-commerce. Due to this, the purpose of this research is to establish
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a flexible conceptual framework in order to examine and identify the aspects that have the
potential to impact the adoption of e-commerce.

Research Objective
e Identify the factors affecting e-commerce adoption using Technological-
Organizational-Environmental framework among entrepreneurs.
e Propose the relationship between factors affecting e-commerce adoption and e-
commerce adoption.
e The technology—organization— environment (TOE) framework is valid in illustrating e-
commerce adoption among entrepreneurs.

Literature Review

E-Commerce Adoption

The Organization for Economic Co-operation and Development (OECD) defines e-commerce
as "the purchasing and selling of things, data, information, and services over a network of
computers and computer systems." This description explains what is generally referred to as
"internet commerce" (Ayob, 2021). E-commerce comprises outward-facing procedures
involving customers, suppliers, and external partners, such as sales, marketing, order taking,
delivery, and customer care. These procedures include, for example, sales, marketing, order
taking, and customer support (Hussin et al., 2017). E-commerce may provide businesses with
a creative way to utilize available resources, hence improving performance and operational
factors.

The Communication and Information Technology Commission (CITC) predicted in 2017
research that e-commerce would increase by 20% in the next few years. E-commerce
facilitates women's entrepreneurship. Women are particularly drawn to e-commerce since it
is convenient and does not require a huge investment or physical stores (Geetha & Barani,
2012; Hossain, 2018). It entails a new business model and the possibility of gaining new
revenue or losing some current revenue to new competitors (Hussin et al.,, 2017).
Furthermore, it has been proposed that e-commerce can lower costs and improve customer
service in general (Damanpour & Damanpour, 2001; Alzahrani, 2019).

Technology-Organization-Environment (TOE)

The Technology-Organization-Environment (TOE) framework was created by Tornatzky and
Fleischer in 1990. It can be used to study the factors that affect an organization's decision to
adopt a new idea and the success of its implementation (Wang & Chiou, 2020). The TOE
framework says that an organization's adoption of new technology is always affected by three
key contexts: the organization, the environment, and the technology itself. The technological
context is about what e-commerce can do and what benefits it can bring. The organizational
context includes things like the organization's size, human resources, the availability of certain
resources, and how creative senior management is (Chau & Tam, 1997; Baker, 2012). The
environment context includes its industry, customers, competitors, and government
(Tornatzky & Fleischer, 1990). The environmental context refers to the arena in which a
business operates; this arena may consist of the firm's industry, its customers, its competitors,
and the government (Tornatzky and Fleischer, 1990). The TOE framework does not specify
which factors should be included in each circumstance. The influential factors are selected
based on the research subject and innovation type.
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This framework's fundamental element is to present researchers with a direction to
contemplate and investigate influencing factors; it might be integrated with several different
imaginative or organizational thoughts to widen the range of inquiry (Baker, 2012). Then, this
framework has a strong theoretical base, consistent empirical support, and the potential to
be used, even though the specific characteristics found in each of the three contexts may be
different from one study to the next. Borgman et al (2013) investigated the factors that
influence cloud computing adoption using the TOE framework. Using the TOE framework, Pan
and Jang (2008) evaluated the impact of the decision to implement enterprise resource
planning (ERP) in Taiwan's communications industry by identifying criteria that differentiate
adopters from non-adopters. This study examines the TOE model to see how these
characteristics affect e-commerce adoption.

Technological Context

The technological context is the pool of specifications of an innovation that are necessary for
its adoption. It also includes the internal and external factors that drive innovation adoption
at the individual, organization, and industry levels (Huang et al., 2004; Mawaddah & Chang,
2020). Gatignon et al (2014) noted that the influence of technology is unavoidable; in all
market types, including stable ones, more is better. Scholars have presented numerous
technological contexts (Ismail et al., 2017; Mawaddah & Chang, 2020), but this paper adopts
the relative benefit and compatibility. Similar to prior studies, Sultan et al (2019) showed that
relative advantage and compatibility are two major technological factors that influence the
adoption of e-commerce among Iraqi SMEs in the Kurdistan region (Ahmad et al., 2014; Sin
et al., 2016). It is possible for the technological context surrounding the adoption of e-
commerce to bring about favorable changes in the work practices of businesses inside an
organization.

Relative advantages describe the extent to which an innovation is viewed as superior to the
concept it supplants (Rogers, 2003). According to Mohammed et al (2013), a relative
advantage is a significant element that determines the e-commerce adoption of small and
medium-sized enterprises. When a firm perceives a relative advantage in embracing e-
commerce, it is more likely to adopt e-commerce, according to several prior research
(Ramdani et al., 2013; Mohammed et al., 2013; Ghobakhloo et al., 2011; Alam et al., 2011;
Ifinedo, 2011). Lin (2014), for instance, investigated the drivers of e-commerce adoption in
large Taiwanese enterprises and discovered that relative advantage positively influenced
corporate decisions to use e-commerce.

Grandon and Pearson (2004) also evaluated compatibility as a factor in the adoption of
electronic commerce. As there is a clear correlation between perceived compatibility and
behavioral intention, businesses should tailor their e-commerce to the user's values, past
experiences, and needs (Huseynov & Yildirim, 2019). It is considered that an invention will be
adopted if it is compatible with the individual's work responsibilities, value system, existing
values, prior experiences, and needs (Rogers, 2003). Within social systems, perceived
compatibility quantifies the alignment of new technology with the existing structure,
infrastructures and procedures, values and customs, and information exchange
requirements. According to Ramdani et al (2013), compatibility has been established as a
critical component in the adoption of e-commerce by small and medium-sized enterprises. If
the company thinks that e-commerce is compatible with its entire business operations,
culture, values, and beliefs, it will be more likely to adopt it.
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Organizational Context

The organizational context refers to the firm's characteristics and resources, such as
employee linkage structures, intra-firm communication systems, firm size, and the number of
slack resources (Mawaddah & Chang, 2020). Sivadas and Dwyer (2000) compared
organizational factors impacting new product performance in the semiconductor and
healthcare industries, revealing that new product development success is positively
connected to internal organization support in R&D, marketing, production, and management
support.

Top management support, including the technical and financial resources of an organization,
is the extent to which top executives comprehend the significance and advantages of
innovation adoption (Saetang et al., 2020). Furthermore, according to studies on technology
adoption based on the TOE framework, top management support has a strong and favorable
association with an organization's choice to embrace new technology (Low et al., 2011;
Ramdani et al., 2009; Wang et al., 2010). If top management believes that e-commerce would
increase the efficiency and productivity of an organization's operations, it will influence the
choice to use e-commerce. Therefore, it is strongly anticipated that businesses with higher
top-level backing for innovative new technologies will be more likely to adopt e-commerce.
Organizational readiness is an additional crucial aspect of technology adoption in which an
individual inside a company is prepared to introduce innovation (Asif & Mandviwalla, 2005;
Aremu et al., 2019). Readiness can be defined as the degree to which, without these
capabilities, a business will lack readiness and be less likely to adopt e-commerce. In addition,
Mahroeian (2012) explored how organizational readiness greatly influenced the adoption of
e-commerce in Malaysian SMEs based on management support and financial, logistical, and
technological variables. Specifically, Brown and Russell (2007) discovered that organizational
preparedness is a crucial factor in RFID adoption. This is backed by prior research that utilized
this variable. It demonstrates a significant correlation between organizational readiness and
e-commerce adoption (Shaharudin et al., 2012).

Environment Context

The environmental context references market factors, competitors, government, and policies
that impact decisions about technology adoption (Ji & Liang, 2016; Oliveira & Martins, 2010).
For instance, the government plays a vital role in promoting e-commerce. In developing
countries, the government acts as a catalyst by offering tax incentives to investors, which
encourages them to establish businesses locally. In addition, the Malaysian government has
approved several acts (e.g., the personal data Act, 2010) designed to protect online users.
This research will discuss two factors within the environmental context to explain e-
commerce adoption; competitive intensity and government support.

According to Ramdani, et al (2013), competitive intensity is one of the most influential
determinants of e-commerce adoption. Competitive intensity refers to the amount of
competitive intensity within the organization's operating industry. Competitiveness
motivates firms to adopt new technology for competitive advantage (Saetang et al., 2020).
Prior research has demonstrated that competitive pressure is a significant determinant of
technological adoption. For example, Lin and Lin (2013) examined the factors of e-business
diffusion in big Taiwanese enterprises and discovered that competitive intensity significantly
affected internal integration and external spread of e-business.

Both the industry and government sectors play an important role in promoting e-commerce
adoption. With the recent rapid developments in many technologies, the government should
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be focused on being smarter in its support and efforts to promote e-commerce. For example,
Australian governments are committed to accessible e-commerce for organizations in that
country, and have determined that some interference was essential to make participation
affordable, particularly for small and remote businesses (Hussin et al., 2017). This variable
was used in the previous study, and it is supported that this factor has a significant
relationship with the adoption of e-commerce (Ifinedo, 2011; Scupola, 2009).

Conceptual Model and Research Propositions

Each factor of e-commerce adoption is studied using a detailed literature review and
underpinned by the TOE framework. The conceptual model proposed by this paper is
presented in Figure 1.

N
Technological context
o Relative advantage
e  Compatibility P1
. J
o )
Organizational context
P2 N E-commerce
e  Top management support > Adoption
e Organizational readiness
\ )
] )
Environmental context P3
e  Competition intensity
e  Government support
J

Figure 1: Conceptual model

As per Figure 1, it suggests that Technological-Organizational-Environmental may contribute
to the adoption of e-commerce. The factors are relative advantage, compatibility, top
management support, organizational readiness, competition intensity and government
support.

Considering the relative advantage and compatibility that may contribute to the adoption of
e-commerce, we thus make the following proposition:

Proposition 1: Technological context (relative advantage, compatibility) has a significantly
relationship with adoption of e-commerce.

Next, the figure also proposes that top management support and organizational readiness
may influence the adoption of e-commerce. In line with that argument, the following
proposition is made:

Proposition 2: Organizational context (top management support, organizational readiness)
has a significantly relationship with adoption of e-commerce.

On the other hand, competition intensity and government support are associated with the

adoption of e-commerce. Taking into consideration those factors, the following proposition
is thus made:
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Proposition 3: Environmental context (competition intensity, government support) has a
significantly relationship with adoption of e-commerce.

Implications for Practitioners and Future Research

This study framework helps practitioners understand e-commerce adoption factors. Owners,
managers and employees can use this study's unique information and findings to adopt e-
commerce and plan strategically. This study might be used to learn how the TOE framework
affects an organization's decision to use e-commerce. The above conceptual framework could
be used to perform an empirical study on e-commerce adoption in Malaysia. As long as new
technologies are made, and new ways to adopt them can be found, the need to understand
how organizations use e-commerce shows that the TOE framework can help researchers and
practitioners learn more. Perhaps the most obvious is that the TOE framework can continue
to be used for empirical research.

Conclusion

This study is part of an effort to identify development characteristics that contribute to e-
commerce adoption. This research aims to address a gap in the existing literature on
government support for e-commerce adoption. While the government's support for e-
commerce is encouraging, there are still some questions because Malaysia's e-commerce
ecosystem is still in its early stages of development. The framework established will be used
to determine the factors that lead to e-commerce adoption as a suggestion for future
research. Given that this is a conceptual study, additional research is required to test, analyze,
and validate the proposed model.

Theoretical and Contextual Contribution

E-commerce plays an important role and is regarded as one of the primary factors pushing e-
commerce adoption. In this conceptual paper, we present the elements that drive the
adoption of e-commerce, which can provide significant economic prospects both locally and
globally. This paper, on the other hand, has successfully constructed a theoretical framework
that will be useful for future research in this field. The primary goal of this study is to
determine whether there is a link between toe and e-commerce adoption among
entrepreneurs. Furthermore, the framework in this study was constructed using previous
literature. Although this study increases understanding and awareness of how to improve e-
commerce in an organization, future work should include government support might be
studied further for successful entrepreneurship. This study can assist policymakers and
governments in developing suitable policies and initiatives. It will make an important
contribution and may aid policymakers in developing strategies to increase e-commerce
adoption in Malaysia. It will also be beneficial for organizations and entrepreneurs to plan
their strategies following the findings of this research.
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