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ABSTRACT 

 

This paper aims to investigate factors that influence web technologies adoption among small and 

medium enterprises in Ukraine and understand how volatile conditions influence managerial 

decisions about the operation of small retailers' businesses. This research takes a case study 

approach and uses qualitative semi-structured interviews. This study contributes to the existing 

literature on web technologies adoption among SMEs in developing countries, improves the 

understanding of the role of web technologies within SMEs operating in volatile conditions, and 

explores key-decision makers’ attitudes towards web technologies adoption within SMEs. The 

proposed framework based on Technology-Organization-Environment (TOE) is enriched with 

individual decision maker variables to overcome the lack of understanding of the individual 

attributes of key-decision makers. The proposed framework is also enriched with a resource-

based view to understand of how small retailers use resources available to achieve competitive 

advantage during periods of crisis. 
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Exploring factors that influence web technology adoption in a time of crisis: A Ukraine SME 

perspective. 

This study develops a conceptual framework exploring factors that influence e-commerce 

adoption among small and medium enterprises (SMEs) in Ukraine in a time of crisis. This 

research extends Tornatzky and Fleischer (1990) Technology-Organization-Environment (TOE) 

framework to investigate the phenomenon. A resource-based view underpins the development of 

the model. This study aims to investigate factors that influence web technology adoption among 

SMEs. Furthermore, the investigation seeks to understand how operating in volatile conditions, 

influences managerial decisions and the operation of their business. The research takes a 

qualitative approach and uses semi-structured interviews. Ukrainian retailers who have adopted 

the internet as a channel to market and who are based in Ukraine are the respondent sample for 

data collection. This research is an initial exploratory phase to better understand the phenomenon 

being investigated. 

SME businesses make significant contributions on economic growth within developing countries 

(Gouveia and Mamede, 2022). The emergence and development of web-based technologies such 

as Internet, mobile technologies, augmented reality (AR), or artificial intelligence (AI) create 

opportunities for small enterprises (Grewal et al., 2021). Moreover, recent literature suggests that 

the future of retailing is inherently connected with technology (Gauri et al., 2020). Research also 

suggests that technology adoption can ensure the survival of enterprises, increase their 

competitiveness (Eller et al., 2020; Beckers et al., 2021; Grewal et al., 2021), as well as make 

them more resilient during times of crisis. The adoption of e-commerce technologies among 

retail SMEs has increased significantly in recent years particularly in wealthy western 

countries (Beckers et al., 2021; Aithal et al., 2022). However, research indicates firms in 

developing countries' tend to, by comparison, have less progress in adopting e-commerce as a 

channel to market. The reasons for this are poorly understood and under-researched (Gauri et al., 

2020; Aithal et al., 2022). Understanding the factors that facilitate as well as inhibit e-commerce 

adoption from a Ukrainian context particularly during a time of crisis is warranted. The 

motivation for this study is to address this knowledge deficiency and identify factors that deepen 

our understanding as to why SME retailers in Ukraine are slow to adopt e-commerce as part of 

their business model. Through understanding the decision making process as well as issues that 

inhibit retailer’s to pursue this channel to market will help identify the barriers that need to be 

addressed at local level via local enterprise supports and at government policy level. 

This research takes a case study approach to gain in-depth understanding of such complex 

phenomena (Yin, 2003). The complexity of the situation is exacerbated as small retail firms are 

operating during significant external pressures with the ongoing war in Ukraine. Taking 

qualitative online semi-structured interviews to explore the phenomena will enable the researcher 

to capture a deep understanding of the nature of the participants’ experience (Malhotra and 

Birks, 2017) and remain flexible and open to the new themes and valuable insights that might 

emerge during the interview. This exploratory phase aims to form the basis for the larger 

quantitative phase of the research to develop and test the conceptual model. 

The T-O-E framework provides a theoretical base on which to explore web technology adoption 

and innovation (Tornatzky, Fleischer and Chakrabarti, 1990) and examines major concepts that 

relate to technology, organization, and environmental factors of web adoption in varying context. 



This framework has received significant interest from studies exploring and examining how 

firms adopt and use technology in different sectors, industries, and contexts (Kam and Tham, 

2022). However, there is a lack of understanding on the individual attributes of key decision 

makers, and the role they play in the decision making process when considering the adoption and 

/ or advancement of web based technologies within the firm (Lashitew, 2023). This study 

addresses this deficiency by adding a variable focusing on the individual/managerial decision-

makers to gain a deeper insight into the attitudes, traits and characteristics of those who are 

responsible for the implementation innovative technology adoption (Sindakis and Aggarwal, 

2022). The proposed individual / managerial group of factors consists of manager’s age, 

manager’s education, manager’s technology experience, and manager’s innovation awareness. In 

so doing, this study aims to understand how key-decision makers use the resources available to 

the firm as well as their attitudes towards web technologies and the impact on the firms’ 

competitiveness and resilience to operate during times of crisis.  

Retailers adopt web technologies to achieve benefits in the forms of increased customer reach 

and access, improved process effectiveness, refined innovative business model, and personalized 

customer experience. However, there is a deficiency of understanding how retail SMEs intend to 

achieve sustainable competitive advantage in the process of adopting web technologies. Thus, 

the TOE framework enrichment with a resource-based view (Lutfi et al., 2023) is considered as a 

promising direction to understand the combinations of resources and their synergistic effects 

which retailers use to achieve competitive advantage and form a competitive value proposition.  

The proposed extended framework provides a baseline for how SME retailers may achieve and 

maintain a competitive position from the opportunities web based technologies afford smaller 

firms, which may result in improved company performance particularly firms operating during 

times of crisis in developing countries (Lashitew, 2023). Thus, this study contributes to the 

existing literature on web technology adoption among retail SMEs and addresses deficiencies in 

understanding the role of key decision-makers and the impact web technology can have on 

SMEs operating in turbulent times. By extending the TOE framework to include individual 

decision maker variables enriches the theoretical contributions of this study.  

 

Reference list 

Aithal, R.K., Choudhary, V., Maurya, H., Pradhan, D. and Sarkar, D.N. (2022). Factors 

influencing technology adoption amongst small retailers: insights from thematic analysis. 

International Journal of Retail & Distribution Management. doi:https://doi.org/10.1108/ijrdm-

02-2022-0042.. 

Beckers, J., Weekx, S., Beutels, P. and Verhetsel, A. (2021). COVID-19 and retail: The catalyst 

for e-commerce in Belgium? Journal of Retailing and Consumer Services, 62(1), p.102645. 

doi:https://doi.org/10.1016/j.jretconser.2021.102645. 

Eller, R., Alford, P., Kallmünzer, A. and Peters, M. (2020). Antecedents, consequences, and 

challenges of small and medium-sized enterprise digitalization. Journal of Business Research, 

112, pp.119–127. doi:https://doi.org/10.1016/j.jbusres.2020.03.004. 

Gauri, D.K., Jindal, R., Ratchford, B., Fox, E., Bhatnagar, A., Pandey, A., Navallo, J.R., Fogarty, 

https://doi.org/10.1108/ijrdm-02-2022-0042
https://doi.org/10.1108/ijrdm-02-2022-0042
https://doi.org/10.1016/j.jretconser.2021.102645
https://doi.org/10.1016/j.jbusres.2020.03.004


J., Carr, S. and Howerton, E. (2020). Evolution of retail formats: Past, present, and future. 

Journal of Retailing, 97(1). doi:https://doi.org/10.1016/j.jretai.2020.11.002. 

Gouveia, F.D. and Mamede, H.S. (2022). Digital Transformation for SMES in the Retail 

Industry. Procedia Computer Science, 204, pp.671–681. 

doi:https://doi.org/10.1016/j.procs.2022.08.081. 

Grewal, D., Gauri, D.K., Das, G., Agarwal, J. and Spence, M.T. (2021). Retailing and emergent 

technologies. Journal of Business Research, 134, pp.198–202. 

doi:https://doi.org/10.1016/j.jbusres.2021.05.004. 

Kam, A.J. and Tham, S.Y. (2022). Barriers to e‐commerce adoption: evidence from the retail and 

food and beverage sectors in Malaysia. Asian-Pacific Economic Literature. 

doi:https://doi.org/10.1111/apel.12365. 

Lashitew, A.A. (2023). When businesses go digital: The role of CEO attributes in technology 

adoption and utilization during the COVID-19 pandemic. Technological Forecasting and Social 

Change, [online] 189, p.122324. doi:https://doi.org/10.1016/j.techfore.2023.122324. 

Lutfi, A., Alrawad, M., Alsyouf, A., Almaiah, M.A., Al-Khasawneh, A., Al-Khasawneh, A.L., 

Alshira’h, A.F., Alshirah, M.H., Saad, M. and Ibrahim, N. (2023). Drivers and impact of big data 

analytic adoption in the retail industry: A quantitative investigation applying structural equation 

modeling. Journal of Retailing and Consumer Services, 70, p.103129. 

doi:https://doi.org/10.1016/j.jretconser.2022.103129. 

Malhotra, N.K. and Birks, D.F. (2017). Marketing research: an applied approach. 5th ed. New 

York: Pearson. 

Sindakis, S. and Aggarwal, S. (2022). E-business Adoption by Small Businesses: Benefits and 

Drawbacks. Small Business Management and Control of the Uncertain External Environment, 

pp.211–227. doi:https://doi.org/10.1108/978-1-83909-624-220211013. 

Tornatzky, L.G., Fleischer, M. and Chakrabarti, A.K. (1990). The Processes of Technological 

Innovation. Lexington Books. 

Yin, R.K. (2003). Designing case studies. Qualitative Research Methods, 5(14), pp.359–386. 

 

https://doi.org/10.1016/j.jretai.2020.11.002
https://doi.org/10.1016/j.procs.2022.08.081
https://doi.org/10.1016/j.jbusres.2021.05.004
https://doi.org/10.1111/apel.12365
https://doi.org/10.1016/j.techfore.2023.122324
https://doi.org/10.1016/j.jretconser.2022.103129
https://doi.org/10.1108/978-1-83909-624-220211013

	Exploring factors that influence web technology adoption in a time of crisis: A Ukraine SME perspective
	Recommended Citation

	tmp.1696849165.pdf.pXPJT

