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ABSTRACT 
 
This paper investigates the factors influencing e-Commerce 
adoption by SMEs in Uzbekistan. The objective of this study 
consists of consolidating the factors and determining their level of 
influence on e-Commerce adoption. We categorized these factors 
in three enterprise contexts-technological, organizational, and 
environmental contexts according to previous studies. A set of 9 
factors was presented through a survey and sent to SMEs in 
Uzbekistan. We then asked respondents to rate the effect of these 
factors on their e-Commerce adoption decisions. The research 
model suggested enterprise’s context factors that have been found 
to be influential in previous researches in the e-Commerce 
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adoption. The research results showed that some of these three 
context factors had a positive relationship with perceived benefits 
of e-Commerce adoption. Future studies should focus on a specific 
industry that succeeded in adopting the e-Commerce or e-
Business, to acquire useful success factors in that particular 
industry. Also, this study will be helpful as a guideline to the 
countries considering to adopt e-Commerce in their SMEs.  
 
Keywords: e-Commerce adoption, Context factors, Uzbekistan 
SMEs 
 

 INTRODUCTION 
 

Many countries understand the enormous advantages 
brought about by the accelerated development and proliferation of 
information and communication technologies (ICT). It would be 
rather naive to suggest that the Internet and ICT technologies 
are not having a major impact upon the ways in which we work 
and live today. The last two decades have observed an explosive 
growth in the use of Internet technologies, especially the World 
Wide Web, for business purpose. Most of the organizations in the 
developing countries now conduct business through the Internet. 
Business organizations, regardless of their size, have applied 
Internet technological tools in a wide range of their business 
activities including advertising, online delivery of goods and 
services(Chung,2008; Fillion, 2008; Kim, 2007).  

Both public and private sector organizations now invest 
heavily on digitization in the hope of getting a competitive edge in 
the market. The internet, with its rapid growth, has created a 
promising future for developing transactions from using 
traditional methods to the generation of e-Commerce(Al-Dmour, 
2012). One of the most profound changes currently transpiring in 
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the world of business is the introduction of e-Commerce. It 
provides unparalleled opportunities for companies to expand 
worldwide by increasing market share and reducing costs. Also, 
the growth in demand for digital signature registration suggests 
a growth in the number of online transactions. 

The emergence of the Internet has allowed SMEs to 
compete effectively and efficiently in both domestic and 
international market. SMEs’ ability to successfully adopt and 
utilize the Internet and e-Commerce maintains their stability and 
future survival. The SME sector plays a significant role in its 
contribution to the national economy in terms of the wealth 
created and the number of people employed(Abdel, 2012). SMEs 
in Uzbekistan represent the greatest share of the productive 
units of the country’s economy and the current national policy 
addresses means of further developing the capacities. Uzbekistan 
has a rich resource base, both in terms of natural resources and 
human resources, to aid in SME development. 

While e-Commerce in developing countries takes an 
advantage of a well-developed infrastructure and regulatory 
environment, developing countries have to discover new ways to 
overcome many challenges found in the environment. This 
research intends to perform an empirical study on the factors 
influencing e-Commerce adoption by SMEs in Uzbekistan. The 
research focuses on developing the research model for the 
development of e-Commerce adoption based on the previous study. 
It also investigates and determines the factors influencing on the 
perceived benefits of e-Commerce adoption by SMEs in 
Uzbekistan. We used SPSS 18.0 program for the statistical 
analysis of data, using a sample of 165 questionnaire respondents. 
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LITERATURE REVIEW 
 
Conceptual Background  

 
Conceptual Background of e-Commerce 
e-Commerce applications first started in the early 1970s. e-
Commerce is defined as the conduct of commerce in goods and 
services, with the assistance of telecommunications and 
telecommunications-based tools(Roger, 2000). It simply means 
the ability to buy or sell goods and services online. Primary 
methods of online business include EDI, e-mail, fax, Electronic 
Fund Transfer (EFT), and Internet. e-Commerce has also been 
defined as “sharing of business information, maintaining business 
relationships, and conducting business transactions by means of 
telecommunications and networks”(Zwass, 1996). 

By considering the research area, we give both a narrow 
and broad definition. In a narrow view, e-Commerce is online 
shopping via internet, but a broader view sees it as more than 
just buying and selling goods; it includes various processes. This 
study focused mainly on the narrow definition. 

  
Conceptual Background of SMEs 
SMEs consist of a very heterogeneous group. The business owners 
may embody different levels of skills, capital, sophistication and 
growth orientation. Some countries have different definitions for 
SMEs in the manufacturing and services sector and may exempt 
firms from specialized industries or from firms that have share-
holdings by parent companies. The importance of SMEs to the 
national economy has been shown in the Asia-Pacific region 
countries such as Taiwan, Thailand, Singapore and so on .  

Likewise, in Uzbekistan, SMEs make up 90% of the total 
enterprises; approximately 460,000 enterprises and SMEs employ 
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74.8% of the total employment(Kamilla, 2013). According to the 
current Uzbek legislation, small and medium business entities 
fall into the following categories: an individual entrepreneur, 
micro-firm, small and medium sized enterprises. Structural 
transformations taking place in the economy of Uzbekistan 
deserve special attention. In 2000, the share of industrial 
production, small business, and private enterprises comprised a 
total of 14.2% of the total GDP about 31% accordingly; in 2012, 
these indicators reached 24.5% and 54.6%, respectively. 

  
e-Commerce of SMEs in Uzbekistan 
At the beginning of the implementation of ICT in Uzbekistan, 
experts suggested creating necessary conditions for efficient 
performance of Internet in the sphere of economy. Mainly, they 
mentioned creating a legislative base for conducting business, 
creating appropriate financial conditions for making business 
transactions, and finally altering the readiness of entrepreneurs 
to conduct their business via Internet. The current legislation 
creates a chance to make an ideal environment for e- Commerce 
development in Uzbekistan. With the effort, the online trading 
volume in Uzbekistan has been on the increasing trend since 
2007(Basil & Sherah, 2008; Olimjon, 2007).  
 
Theoretical Background 
 

There are many theories used in IS researches. We are 
interested in theories about technology adoption. The most used 
theories are the technology acceptance model(TAM), theory of 
planned behaviour(TPB), unified theory of acceptance and use of 
technology(UTAUT), and Tornatzky and Fleischer’s (TOE) 
framework)(Davis, 1989; Rogers, 1995). We will discuss about the 
DOI and the TOE models below: 
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DOI Model 
DOI theory sees innovations as a form of communication through 
certain channels over time and within a particular social system. 
Breaking this distribution into segments leads to the following 
five categories of individual innovativeness: Innovators, early 
adopters, early majority, late majority, and laggards. See Figure 
1(Rogers, 1995). 

 

 
 

Figure 1 Diffusion of Innovations 
   
 

TOE Model 
The TOE framework identifies three aspects of an enterprise's 
context that influence the process by which it adopts and 
implements a technological innovation: technological, 
organizational, and environmental context by Figure 2. (a) 
Technological context describes both the internal and external 
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technologies relevant to the firm. (b) Organizational context 
refers to descriptive measures about the organization. (c) 
Environmental context is the arena in which a firm conducts its 
business—its industry, competitors, and dealings with the 
government (Oliveira, 2011).  
 

 

 
 

Figure 2 Technology, Organization and Environment Framework 
 

 
The TOE framework has a solid theoretical basis, 

consistent empirical support, and the potential of application to 
IS innovation domains. Hsu et al(2006) claims that the TOE 
framework allows Roger’s innovation diffusion theory to better 
explain an intra-firm innovation diffusion.  
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Previous Studies 
 
Context Factors Influencing e-Commerce Adoption 

Previous studies have shown that a fundamental 
understanding of factors influencing perceived benefits of e-
Commerce adoption is a great importance to SMEs. Additional 
benefits include improvement in product quality and the creation 
of new methods of selling existing products(Agarwal & Prasad, 
1997; Grandon & Pearson, 2004; Wymer & Regan, 2007). In 
previous studies, we analyzed many factors that identify the 
three aspects of an enterprise’s context: technology context, 
organization context and environment context. 
 
� Technological Context  

The previous researchers have studied many factors at the 
organization’s technological context level. e-Commerce has 
technical components, and it also has inter-organizational 
elements which distinguish itself from other types of innovations. 
Technology adoption and diffusion have been the topic of many 
researches(Davis, 1989; Rogers, 1995; Tornatzky & Klein, 1982). 
Syed Shah Alam et al.(2011) used TAM model as the basic theory 
of adoption of technological products and services. The TAM 
model focuses on the attitudinal explanations of intention to use a 
specific technology or service.  First of these beliefs is “perceived 
ease of use”(PEU), which is defined as the “degree to which a 
person believes that using a particular system would be free of 
effort”. The second belief is “perceived usefulness”(PU), which is 
defined as “the degree to which a person believes using a 
particular system would enhance his or her job 
performance”(Heijden, 2003). Other key components in the model 
include “attitude toward using”(AT), “behavioural intention to 
use”(BI), and “actual use” (AU)(Poon & Swatman, 1999). 
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“Attitude toward using”(AT) is determined by user’s PU and PEU 
in information technology use(Dholakia & Kshetri, 2004). The 
following Table 1 lists the technological factors identified in the 
previous study. 
 

Table 1 Technological Context Factors Review 

Item Variables Researchers 
Freq. 

of 
use 

Tech 
Context 

� Quality of S/W Available  in 
the Market 
� External expertise and    Ser
vice Availability 
� Reliability 
� ICT availability & Tech.   inf
rastructure 
� Security 
� Complexity  
� Cost 
� Observability 
� Trialability 
� Perceived Ease of Use 
� Compatibility 
� Relative Advantage 
� Perceived Usefulness 

F 
 
F 
 
A, K 
K, N 
 
K, N, M 
A, C, E 
J, K, M, 
A,C,E 
A, C, D, E 
A, B, D, G, H 
A, C, D, E, J, M 
A, C, D, E, J, M 
A, B, DG, H, I, L, M 

1 
 
1 
 
2 
2 
 
3 
3 
3 
3 
4 
5 
6 
6 
8 

 
A. Tornatzkiy & Klein, 1982, B. Davis, 1989, C. Rogers, 1995                            
D. Agwal & Prasad, 1997, E. Liang, 2001, F. Caldeira & Ward, 2002                 
G. Heijden, 2003, H. Legris et al.,2003  I. O’Cass & Fenench, 2003 
J. Al-Qirim, 2004, K. Grandon & Pearson, 2004  L. Wymer  & Regan, 2005                 
M. Syed Shah Alam et al., 2011, N. Seyal, 2012,  
        
� Organizational Context 
The second category refers to organizational factors that relate 
directly to availability and use of internal resources. 
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Organizational factors identified in the literature relate to 
expertise(Al-Qirim, 2004; Huang, 2004), type of products and 
services, capital, human resources, enterprise size, efficiency, 
priorities and profitability etc. Syed Shah Alam(2011) and his 
colleagues discovered that existing Internet connection in the 
business and knowledge and skills of owner/manager/employees 
about online businesses reflects a firm’s technological capabilities; 
therefore, SMEs without such capacity will have a difficult time 
adopting e-Commerce into their firms. Past research has found 
that the size of a firm is one of the major determinants of the 
strategy. Limited resources restrict SMEs' ability to 
compete(Dholakia & Roy, 1995).  

Caldeira and Ward(2002) examined top management attitudes 
toward IS/IT adoption(categorized as ‘internal context’). Thong 
and Yap(1996) discovered that managers acted as the main 
decision maker of the company and had the power to determine 
the adoption of new technology. Wymer and Regan(2005) included 
five organizational factors in their research: Technical expertise, 
Priority, Employee reduction, Profitability and Capital. Many 
organizations delay the adoption of e-Commerce due to the lack of 
internal enterprise. Therefore, education and awareness along 
with IT skill and expertise is necessary for any organization 
towards adopting e-Commerce. Ajmal et al.(2012), made a 
research model on internal and external factors influencing e-
Commerce adoption in SMEs. The following Table 2 represents 
the organizational factors studied by previous researchers. 

 
� Environmental Context 
Environmental factors identified in the literature relate to 
markets, competitive pressures, government rules and 
regulations, suppliers, vendors, partners and customers. 
Pflughoeft et al(2003) examines a number of marketplace forces 
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including competitive conditions, transactions with trading 
partners, competitive threats and demands of marketplace 
participants. 

 
Table 2 Organizational Context Factors Review 

Item Variables Researchers Freq. 
of use 

Organ+ 
izational 
Context 

� Implementation 
� Efficiency 
� Profitability 
� Technical Expertise 
� Capital 
� Priority 
� Managers Experience 
� Organizational Size 
� Human Resources 
� Organizational Readiness 
� Top Manager’s Support 

J, K 
F, G 
F, G, H  
E, F, H 
E, F, H 
 F, G, H 
 B, C, E, I 
D, G, H, J 
D, F, H, K, L 
A, C, D, J, I, L 
B, C, E, I, J, K 

2 
2 
3 
3 
3 
3 
4 
4 
5 
6 
6 

 
A. Grandon & Pearson, 2004, B. Thong & Yap, 1996, C. Tan & Teo, 1998        
D. Coviello & Martin, 1999, E. Caldeira & Wald, 2002, F. Huang et al., 2004                          
G. Al-Qirim, 2004, H. Wymer & Regan, 2005, I. Syed Shah Alam et al., 2011    
J. Vasin, 2011, K. Ajmal & Yasin, 2012, L. Amir, 2012                

 
Al-Qirim(2004) used the environmental factors of competition, 

external support(from technology vendors) and supplier/buyer 
pressure. In Wymer and Regan’s survey(2005) environmental 
factors were consolidated in five factors: Competitive pressure 
from other internet adopters within the industry(Competitive 
pressure); government rules and regulations(Gov.); viable market 
or customer base for e-Commerce(Market); availability of the 
right partners with whom to work(Partners/Vendors); and 
readiness of suppliers for e-Business(Supplier readiness). Ajmal 
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and her colleagues claimed that competitive pressure has positive 
influence toward adoption of technologies. Abdel(2012) studied e-
Commerce adoption barriers in Egyptian SMEs and categorized 
environmental barriers into for main groups: culture & social, 
legal & regulatory, political, and economical ones. Dholakia et 
al.(1995), investigated external factors at three levels: industry, 
macroeconomic and national policy level. Al-Dmour and Al-
Surkhi(2012) included external(environmental) variables such as 
pressure from trading partner(client/supplier); pressure from 
competition, awareness of ethics code of conducts, and availability 
of litigation acts and enforcement authorities research about 
factors affecting SMEs adoption of internet based IS in B2B and 
the value added on organization’s performance. External 
pressure(Environmental factor) was assessed by incorporating 
five items: competition, dependency on other firms already using 
e-Commerce, the industry, social factors and the government. 

Liang(2001) studied model of factors influenced on e-
Commerce Adoption and diffusion in SMEs and built conceptual 
framework to his research. The other variable that stems from 
the industry factor is the competitive pressure which SMEs faced 
within the industry. As more competitors adopt e-Commerce, 
small firms are more inclined to adopt e-Commerce in order to 
maintain their own competitive position. Apart from industry 
factors, another factor that drives technology adoption in the 
external environment includes national factors. He claims that 
given the ongoing rapid globalization of business and systems, 
there is a pressing need to learn how widely adoption theory 
applies in other cultures around the world. The following Table 3 
represents the Environmental context factors by the previous 
studies. 
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Table 3 Environmental Context Factors Review 

Item Variables Researchers Freq. 
of use 

Environ- 
mental 
Context 

� Enforcement authorities 
� Critical Mass 
� Economical & Political 
� Tech. Vendors Support 
� Market   
� Partners/Vendors  
� Legal and Regulatory 
� Industry 
� Nat’l Policy & Infrastructure 
� Supplier/Buyer Pressure 
� Cultural and Social 
� Government Support 
� Competitive Pressure 

I 
A 
H 
C 
F 
A, F 
G, H, I 
A, D, E 
A, D, H 
B, C, F 
A, E, G, H 
A, C, E, F, G  
A, C, E, F, G, H 

1 
1 
1 
1 
1 
2 
3 
3 
3 
3 
4 
5 
6 

 
A. Liang, 2001, B. Al-Dmour & Al-Surkhi, 2012, C. Al-Qirim, 2004       
D. Dholakia et al., 2004, E. Grandon & Pearson, 2004 
F. Wymer & Regan, 2005, G. Ajmal,  et al., 2012, H. Abdel, 2012                       

  
Summary of the Context factors  
We had three context factors from the previous studies. We chose 
three variables from each context factor that had the highest 
research frequencies, and set them as independent variables. The 
following Table 4 lists summary of the derived factors identified 
in the previous study. 
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Table 4 Summary of the Derived Factors Review 

Items Variables Researchers # of 
use 

Tech 
Context 

� Compatibility 
� Relative Advantage 
� Perceived Usefulness 

A, C, D, E, J, M 
A, C, D, E, J, M 
A, B, D, G, H, I, M, U 

6 
6 
8 

Organiza- 
tional  
Context 

� Human Resources 
� Org. Readiness 
� Top Managers Support 

H, Q, S, T, U  
K, M, P, Q, T, U 
F, K, M, O, P, R 

5 
6 
6 

Environ- 
mental 
Context 

� Social and Cultural 
� Government Support  
� Competitive Pressure 

E, F, T, V 
E, F, J, T, U  
E, F, J, T, U, V 

4 
5 
6 

 
A. Tornatzkiy & Klein, 1982, B. Davis, 1989, C. Rogers, 1995     
D. Agwal & Prasad, 1997, E. Liang, 2001, F. Ajmal & Yasin, 2012                      
G. Heijden, 2003, H. Legris et al.,2003, I. O’Cass & Fenench, 2003 
J. Al-Qirim, 2004, K. Vasin, 2011, L. Amir, 2012 
M. Syed Shah Alam et al., 2011, N. Seyal, 2012, O. Thong & Yap, 1996    
P. Tan & Teo, 1998, Q. Coviello & Martin, 1999, R. Caldeira & Wald, 2002                    
S. Huang et al., 2004, T. Grandon & Pearson, 2004, U. Wymer  & Regan, 2005     
V. Abdel, 2012         

 
Perceived Benefits of e-Commerce Adoption. 
The emergence of e-Commerce technologies has affected many 
industries and organizations(Basil & Kurnia,2008). Previous 
researches has indicated that significant benefits are achieved by 
those SMEs that adopt and use e-Commerce in their 
organizations. Amongst these are reduced cost, increased sales 
and the ability to reach a global market. Taking this into 
consideration for Uzbekistan case we carried out our research on 
the perceived benefits of e-Commerce adoption rather than its 
adoption. 
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e-Commerce plays an important role in growth of SMEs as it 
allow them compete efficiently in both domestic and international 
markets. The choice of e-Commerce transactions will influence, 
and as well as affect, the relationships between exchange parties. 
It can help supply chain management to share knowledge, 
increase the speed of response, and reduce the costs of servicing a 
market by improving information exchange between exchange 
parties. e-Commerce has provided tremendous amount of benefits 
to SMEs, as e-Commerce continue to evolve it has provided 
number of research opportunities for Information System(IS) 
community(Scupola, 2001). e-Commerce not only helps large 
business to increase their visibility and increase their profit, it 
also helps small and medium sized enterprises in achieving all 
those benefits. 

 
RESEARCH METHODOLOGY 
 
Research Framework 
 
In this study we used Technology-Organization-Environment 
(TOE) model as a research framework. Tornatzky & Fleichers’s 
TOE model has been widely used to examine the factors that 
influencing organizational innovation adoption. We chose this 
specific model because it includes answers to objective questions 
that are pointed out in the research proposal. The research model 
is displayed in Figure 3. 
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Figure 3 Research Model 
 

 
Hypothesis Development 
 
In order to answer the research questions and achieve its 
objectives, the following hypothesis were proposed based on the 
models presented: The factors technological context represented 
such as relative advantage, perceived usefulness and 
compatibility can increase organizations desire to adopt e-
Commerce applications. In view of the advantages that e-
Commerce offer, it would thus be expected that companies who 
perceived e-Commerce as advantageous would likely to adopt the 
e-Commerce. In the context of usefulness, ease of use could be 
measured by identifying how IT is: Easy to learn, controllable, 
clear and understandable, flexible, easy to become skillful in and 
easy to use. Perceived usefulness can be measured by 
investigating the impact of IT on job performance, speed of work, 
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increased productivity, effectiveness, make job easier and useful. 
Building on these arguments, this study hypothesize the 
following: 

 
H1. Technological context factors have a positive relationship 

on the e- Commerce adoption. 
H2. Organizational context factors have a positive relationship 

on the e-Commerce. 
H3. Environmental context factors have a positive relationship 

on the e-Commerce Adoption. 
 
Development of the Questionnaires 
 
The questionnaire is composed of two parts, with the total of 47 
questions. Likert Scale had five options to choose from, where it 
ranged from strongly dissatisfied, 1, to strongly satisfied, 5. The 
average score of independent variables (technological, 
organization and environmental) will be calculated one by one in 
chapter 4. The following Table 5 represents the structure of the 
questionnaires of this study. 

 
Table 5 Structure of the Questionnaires 

Variables Item 
Number 

Item of 
Entries 

Demographic Information 1-5 5 
Technological Context Factors 6-17 12 
Organizational context Factors 18-29 12 
Environmental Context Factors 30-41 12 
e-Commerce Adoption 42-47 6 
Total  47 
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Methods of Data Collection and Data Analysis 
 
Data for this research was gathered using mailed-in(postal) and 
online questionnaires. The research survey term continued from 
April 20th, to May 20th, 2014. Each online questionnaire was 
sent to Small and Medium sized Enterprises in Uzbekistan 
through e-mails, and also we used social networks such as 
Facebook.com, Odnoklassniki.ru, Muloqot.uz. During the survey 
term, we sent out the online questionnaires to more than 750 
SMEs in Uzbekistan. From them, total of 149 questionnaires 
were received. Among them, 133 were evaluated for this study. 
The study covered all regions of Uzbekistan but the most 
significant responses were from central regions of Uzbekistan, 
such as Tashkent, Samarkand and Fergana. 

Descriptive Statistic that includes frequency and percentage is 
a statistical technique used in this research analysis. Statistical 
Package the Social Science(SPSS) version 18.0 was used to 
analyze the data collection in this study. For data processing 
different statistical techniques were used for different purposes. 
These include descriptive statistics, reliability and validity test, 
correlation analysis and regression analysis. 

 
DATA ANALYSIS AND DISCUSSION 
 
Descriptive Characteristics of the Sample 

 
The first question was on the respondent’s gender. 86 male 
respondents had a 65% of the entire population, whereas 47 
female respondents composed the rest, 35%. The second question 
was on the age of the respondent. The highest age frequency was 
related to the age group of 21-30(59%) with 41-50(33%) of 
respondents and, the lowest frequency was represented by the 
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groups younger than 21(7%) and 51 and older(4%). On the level of 
education, most of the respondents were Post graduation students, 
with 68(51%) respondents. Secondary school and higher education 
were 12% and 37% respectively. According to the respondents’ 
occupation, office workers composed 51% of the population, and 
managers or executives composed 49%. The industry they were in 
were manufacturing, construction, finance, service, 
communication and technology. The population distribution was 
32%, 14%, 16%, 25%, and 13% respectively. From the survey, 
more than half of the respondents showed their initiatives to e-
Commerce adoption. But, most of supports were from central 
regions of uzbekistan such as Tashkent, Fergana and Samarkand. 
This meant e-Commerce adoption has a bright future in Uzbek 
SMEs business activities. 

 
Reliability and Validity of Questionnaires 

 
The data analysis used SPSS 18.0 program. The Cronbach’s alpha 
coefficients of the five construct were about 0.8 and higher 
indicating a reasonable level of internal consistency among the 
items making up the factors. Note that the matrix varimax 
rotation is shown in Table 6. The four dimensions are consistently 
distinguished across the entire surveyed factors, and they 
correspond to the proposed variables of the factors. The three 
constructs of independent variables are: technological, 
organizational and environmental contexts. One construct of the 
dependent variable is e-Commerce Adoption. 
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Table 6 Factor Analysis 
ITE Fac RA PU CP TM OR HR CP GS SC PE α 

TC 

RA1 .729          

.624 
RA2 .805          
RA3 .763          
RA4 .454          
PU1  .744         

.685 
PU2  .743         
PU3  .676         
PU4  .709         
Co1   .751        

.775 
Co2   .795        
Co3   .819        
Co4   .729        

O
C 

TM1    .759       

.726 
TM2    .692       
TM3    .801       
TM4    .715       
OR1     .771      

.728 
OR2     .837      
OR3     .770      
OR4     .564      
HR1      .823     

.804 
HR2      .844     
HR3      .875     
HR4      .612     

EC  

CP1       .735    

.590 
CP2       .761    
CP3       .584    
CP4       .644    
GS1        .822   

.858 GS2        .849   
GS3        .876   
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GS4        .800   
SC1         .726  

.715 
SC2         .772  
SC3         .716  
SC4         .724  

PE 

EA1          .677 

.773 

EA2          .577 
EA3          .656 
EA4          .682 
EA5          .772 
EA6          .736 

 
Eigen 
Value 1.968 2.067 2.398 2.208 2.207 2.529 1.876 2.805 2.160 2.825  

TC: Technological context, OC: Organizational context, EC: Environmental context,   
PE: Per. Ben. of e-C adoption, RA: Relative Advantage, PU: Perceived Usefulness,      
CP: Compatibility, TM: Top Managers suppoort, OR: Org’l Readiness, HR: Human 
Resources, CP: Competitive Pressure, GS: Gov.t support, SC: Social and Culture, PE: 
Per. ben. of EC Adoption, α : Alpha 
 
 
Hypothesis Testing 
 

The results of the variables of the correlation analysis are 
shown in Table 7. The correlation significance level between all 
variables was measured in the significant mode of 0.01. The 
correlation coefficient of independent variables Relative 
Advantage, Perceived Usefulness and Compatibility factors 
appeared to have a correlation relationship with the value of 
0.528 and 0.660. The same high results can be seen between the 
factors Top Managers Support and Organizational Readiness 
0.533. This study shows a significant level of correlation for all 
factors of the derived variables. Therefore, the problem of multi-
collinearity on regression analysis may be raised. 
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Table 7 Correlation Analysis between the Constructs 
Factors RA PUS Comp TMS OR HR CP GS SC EA 
Relative 
Advantage 

1          

Per. Usefulness .472 1         

Compatibility 0.528** 0.660** 1        

Top Managers 
Support 

.275 .192 .216 1       

Organizational 
Readiness 

0.423 0.214 0.405 0.533** 1      

Human 
Resources  

0.161 0.046 0.170 0.649** 0.584** 1     

Competitive 
Pressure 

0.522** 0.312 0.461 0.455 0.438 0.438 1    

Government 
Support 

0.211 0.142 0.222 0.369 0.480 0.488 0.392 1   

Social & Culture 0.577** 0.549** 0.625** 0.194 0.396 0.119 0.466 0.362 1  

Per. Ben. of e-C 
adoption 

0.520** 0.536** 0.528** 0.268 0.369 0.042 0.487 0.249 0.522** 1 

p<0.01:** 
 

 
The regression analysis was carried out to determine the 

influence of both independent and dependent variables when they 
adopt e-Commerce. The significant hypotheses explained a 
substantial amount of variance in e-Commerce Adoption 
(R²=0.510, particular interest in the regression output). On the 
test for autocorrelation in the residuals from statistical regression 
analysis, Durbin-Watson statistics is always between 0 and 4. In 
our study, the number of turned out to be 1.496 less than 2, which 
shows that approaching 0 indicates positive autocorrelation in the 
sample. The results of multiple regression analysis on Perceived 
Benefit of e-Commerce Adoption shown in Table 8. The 
significant level of 0.001 shown for “human resources” and the 
significant level of 0.05 is shown for the factors perceived 
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usefulness, organizational readiness and competitive pressure. 
Relative advantage, compatibility, Top managers support, 
government support and social & culture do not have any 
significant level on e-Commerce adoption. 
 

Table 8 Regression Analysis 
 
Model 
 

Unstandardized 
Coefficient 

Standardized 
Coefficient t P value 

Collinearity Statistics 

B Std.Error Beta Tolerance VIF 
(Constant) .947 .352  2.688 .008   
Relative Advantage .093 .079 .104 1.184 .239 .518 1.931 
Perceived 
Usefulness .252 .089 .255 2.848 .005 .497 2.011 

Compatibility .068 .085 .079 .807 .421 .411 2.443 
Top Managers 
Support .125 .075 .148 1.659 .100 .504 1.985 

Organizational 
Readiness .164 .075 .203 2.191 .030 .466 2.148 

Human Resources .231 .059 .379 3.885 .000 .419 2.385 
Competitive 
Pressure .217 .070 .269 3.092 .002 .525 1.903 

Government Support .054 .052 .082 1.033 .304 .630 1.586 
Social & Culture 0.46 .081 .054 .567 .571 .443 2.257 

F value 14.249 R  .510 Durbin 
Watson 1.496 

*p<0.05, **p<0.01, ***p<0.001 
 
 
Hypothesis, H2(β=0.255, p<0.01), H5(β=0.203, p<0.01), 

H6(β=0.379, p<0.001), and H7(β=0.269, p<0.01) were supported 
with an implication that perceived usefulness, organizational 
readiness, human resources and competitive pressure factors 
have a positive influence on perceived Benefit of e-Commerce 
adoption in Figure 4. This analysis does not support hypotheses 
H1, H3, H4, H8 and H9 at 0.05 significant level, implying that 
relative advantage, compatibility, top managers support, 
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government support and social and culture factors do not have 
positive effect on perceived benefit of e-Commerce adoption. 

 
 
 

 
Figure 4 Results of the Hypothesis Test 

 
 

Interpretation and Discussion 
 

The main goal of this study is to identify the factors 
influencing perceived benefits of e-Commerce adoption by SMEs 
in Uzbekistan. In order to interpret data, we first over-viewed 
literature reference and result of the analysis. The selected 
dimensions, formulated to perceived benefits of e-Commerce 
adoption, represent technological, organizational and 
environmental contexts. Considering perceived benefits of e-
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Commerce adoption for organizational performance, the factors 
“perceived usefulness” from TC; organizational readiness, and 
human resources from OC, competitive pressure from e-
Commerce have a positive influence on perceived benefits of e-
Commerce adoption by Uzbek SMEs. 

 
 

Table 9 Results of the Hypothesis Test 
Hypotheses and description Status 

H1 Relative Advantage factor have a positive influence on Per. Ben. of e-C 
Adoption Not Supported 

H2 Perceived Usefulness factor have a positive influence on Per. Ben. of e-C 
Adoption Supported 

H3 Compatibility factor have a positive influence on Per. Ben. of e-C Adoption Not Supported 

H4 Top Managers Support factor have a positive influence on Per. Ben. of e-C 
Adoption Not Supported 

H5 Organizational Readiness factor have a positive influence on Per. Ben. of e-
C Adoption Supported 

H6 Human Resources factors have a positive influence on Per. Ben. of e-C 
Adoption Supported 

H7 Competitive Pressure factor have a positive influence on Per. Ben. of e-C 
Adoption Supported 

H8 Government Support have a positive influence on Per. Ben. of e-C Adoption Not Supported 

H9 Social and Culture factor have a positive influence on Per. Ben. of e-C 
Adoption Not Supported 

 
 

Highlighting the supported hypotheses, it implies that H2, H5, 
H6, H7 the factors like perceived usefulness, organizational 
readiness, human resources and competitive pressure positively 
influence on the companies benefits received from adopting and 
implementing e-Commerce in the company. As more and more 
firms using the internet for marketing and customer service will 
impact the competitiveness and accelerate the SMEs toward 
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adoption of e-Commerce. Overall, the factors influencing on 
perceived benefits of e-Commerce adoption by Uzbek SMEs are as 
follows: perceived usefulness, organizational readiness, human 
resources and competitive pressure factors enhance enterprises 
desire to implement e-Commerce in their business activities. 

 
CONCLUSION 
 

This research gives a chance to find out about the influencing 
factors on e-Commerce adoption by SMEs in Uzbekistan. A 
number of studies were carried out to identify factors most 
critical and successful for perceived benefits of e-Commerce 
adoption by SMEs. In order to realize the full advantage of 
perceived benefits of e-Commerce adoption solutions we needed to 
identify the influencing factors. We first reviewed the studies 
about adoption factors that were most influential to e-Commerce 
adoption by SMEs. In the review process, we recognized that 
many studies used their own approach to identify the influential 
factors to the perceived benefits of e-Commerce adoption by SMEs. 
These factors were organized in many dimensions: Technological, 
organizational, knowledge, individual and environmental 
contexts. Considering existing taxonomy, we attempted to 
identify the comprehensive influencing factors for Uzbek SMEs 
on the e-Commerce adoption decision: Technology context-relative 
advantage, perceived usefulness, and compatibility; 
Organizational context-top managers support, human resources, 
and organizational readiness; Environmental context- 
competitive pressure, government support, social, and cultural. 

In conclusion, there was a positive relationship between the 
factors perceived usefulness from technological context; 
organizational readiness and human resources from 
organizational context; competitive pressure from environmental 
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context and perceived benefits of e-Commerce adoption by SMEs. 
From the aspect of technical characteristics the numbers of 
respondents were inconsistent for the industries tested. The 
perceived importance of factors may differ across different 
industries, services, manufacturing, telecommunication etc. Time 
and resources were also, one of the limiting factors. Future 
studies should focus on a specific industry that succeeded in 
adopting the e-Commerce or e-Business, to acquire the useful 
success factors in that particular industry. This study will be 
helpful as a guideline to the countries considering to adopt e-
Commerce in their SMEs. 
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