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Abstract

Background: Technology acceptance model (TAM) has been extensively used to analyse user acceptance of technologies
adopted by enterprises at different levels. Moreover, the technology adoption has drawn attention among practitioners and
academic communities alike, leading to the development of approaches to understand the concept. However, there is a degree
of inconsistency found in previous studies on different types of TAM models used in explaining user acceptance of technologies
among small-medium enterprises (SMEs).

Objective: This critical literature review aims to synthesise the technology adoption scholarly studies using TAM. It is expected
to aid the identification of the most relevant factors influencing SMEs in adopting technology. Additionally, analysing the
variations of TAM developed in previous studies could provide suggested variables specific to the type of technology industry.
Methods: An integrated approach was used, and this involves a review of articles on the adoption of technologies in SMEs from
2011 to 2021, retrieved from popular databases using a mixture of keywords such as technology acceptance model (TAM),
technology adoption, and technology adoption in SMEs.

Results: An overview of TAM studies on user acceptance of technology in this review covers a wide range of research areas
from financial technology to human resource management-related technology. Perceived usefulness and perceived ease of use
were discovered to be the most common factors in TAM from the 21 articles reviewed. Meanwhile, some other variables were
observed such as context, type of technology and level of user experience.

Conclusion: The review highlights key trends in previous studies on IT adoption in SMEs, which assist researchers and
developers in understanding the most relevant factors and suitable TAM models in determining user acceptance in a particular
field.
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1. INTRODUCTION

Industrial revolution 4.0 has spurred a radical transformation in traditional industries, which leads to a disruptive
leap in industrial processes and fundamental changes in society [1]. This was observed to have been accelerated by
the COVID-19 pandemic that changed the way people live globally. Therefore, companies, especially small-medium
enterprises (SMEs), need to adopt technological innovation in line with the continuous digital transformation as well
as the changes in people's behaviour caused by the pandemic. Studies showed that one of the main causes of the low
competitiveness of SMEs’ products is the low mastery of technology, especially information technology [2], [3].
Therefore, the role of technology adoption in the economic success and survival of SMEs is a captivating field of
research.

SMEs play crucial role in economic growth [3] so it is important to examine their critical success factors. Therefore,
it is essential to study the factors determining the success and survival of SMEs, including the user acceptance of the
technology adopted by the businesses. Previous studies have discussed several theories and models on technology
adoption with the theory of reasoned action and theory of planned behaviour used in developing Technology
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acceptance model (TAM) model and diffusion of innovation (DOI) theory, subsequently the technology-organisation-
environment (TOE) model discovered to be the most popular. According to [4], TAM is a solid model to evaluate the
determinant factors of financial technology usually applied in MSMEs. TAM is the most powerful model to explain
the behaviour towards the acceptance of new technology, especially in relation to the recent digital technology being
adopted by different businesses [5].

TAM was used in this research due to its simplicity, popularity in technology acceptance field, and powerful ability
to explain the behaviour towards technology acceptance. It has, however, been discovered that this model has several
disadvantages such as the production of inconsistent results, development using different variables based on industries
or platforms, and the issues regarding its applicability to explain technology adoption. This was observed from the
findings of [6] that the model was only able to interpret 40% of the behaviour of the users towards the system being
analysed. Moreover, perceived ease of use in TAM was also reported to be decreasing and inconsistent when the user
has experienced the technology [7]. According to [8], TAM has some limitations as indicated by non-normal data,
which might cause estimation problems and untrustworthy results. Meanwhile, a small sample size was found to be
unreliable as the parameter for the estimation. Therefore, there is a need to include some external variables in the
model to ensure a more consistent prediction of technology or system usage [9], [10]. It was also discovered that
intrinsic motivations were not addressed in the model. This means it may have limited application in a customer
context where the acceptance and use of information technologies are not only focused on performing tasks but also
to satisfy emotional needs. It can, therefore, be concluded that there are variations in the TAM variables used in most
studies, as well as a growing need to extend or integrate the model in several others.

The background information was used to formulate the research problems, and these include a) the most relevant
TAM factors influencing SMEs adoption of technology; and b) the effectiveness of TAM development in analysing
technology adoption in SMEs. Therefore, literature needs to be reviewed critically to have a deeper and more
comprehensive understanding of TAM. This involved using an integrative approach to examine previous studies
related to TAM to explain technology adoption by SMEs. The approach has been confirmed to be effective in
improving the understanding of a concept by summarising empirical and theoretical studies [11]. It was used to offer
contributions to the field by concisely presenting substantial findings from recent TAM studies which are specifically
conducted on SMEs. Therefore, the purpose of this critical review is to identify the most relevant TAM factors or
variables influencing SMEs to adopt technology. The findings are expected to provide up-to-date and well-researched
references on TAM-related literature particularly within the last 10 years, as well as to recommend appropriate
determinant factors for the industries.

II. LITERATURE REVIEW

A. Technology Adoption

Several studies have been previously conducted on the use and adoption of technology in different types and scales
of companies [12]-[15] and SMEs were observed to require appropriate solutions and methods to adopt and integrate
technology into their business processes[16]. A successful implementation is expected to provide potential benefits
for SMEs such as increment in sales, enhancement of profitability, improvement in productivity, reduction in the costs
of inventory, procurement and distribution, as well as the enhancement of service quality and strengthened position
among competitors. Conversely, unsuccessful application is projected to have a severe impact on SMEs with limited
resources[17].

The literature review showed that there are several frameworks often used as references to research technology
adoption and these include the innovation adoption model, internal-external factors, TOE, and TAM—each with
different strengths and weaknesses. [18] also studied some important theories related to technology adoption such as
theory of reason action (TRA), theory of planned behaviour (TPB), theory of interpersonal behaviour, technology
acceptance model (TAM), extended technology acceptance model (ETAM), diffusion of innovation theory (DOI),
motivational model, perceived characteristics of innovating theory (PCIT), unified theory of acceptance and use of
technology (UTAUT), and compatibility UTAUT (C-UTAUT).

Most of these theories were derived from the field of sociology and psychology [19] with the ones mostly used in
explaining technology adoption found to include UTAUT, TAM and DOI [18]. “DOI and TAM adopt an
unidirectional perspective towards its causal relationship as indicated by the effect of environmental constructs on
cognitive beliefs and the subsequent influence on the attitudes and behaviours, as well as its mere focus on beliefs of
technology” [20]. According to [21] TRA, TPB, and UTAUT were discovered to be more suitable in explaining
technology adoption in an individual context, while TAM and TOE are more perfect for the organisational context.
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B. Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) was developed in Davis’s Ph.D. thesis to gain in-depth understanding about
user acceptance process towards ensuring successful design and implementation of an information system. It was also
used to offer a theoretical basis for practical user acceptance tests that enables designers and implementors of the
system to evaluate a proposed system [22]. Davis[22] proposed that user acceptance of technology or actual system
usage is affected by three major factors, which include attitude towards using the technology or system (ATU),
perceived usefulness (PU), and perceived ease of use (PEOU). Moreover, the attitude towards using the system (ATU)
is the major determinant factor of the actual system usage, which is affected by both PU and PEOU as indicated in
Fig. 1. Meanwhile, PEOU directly influences PU, and they were both hypothesised to be affected by the system design
features represented by X1, X2 and X3 in Fig. 1. This phase was defined by [23] as the first phase of TAM
development which is known as the introduction period.
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Fig. 1 Technology Acceptance Model (TAM) “original version” proposed by [22]

Davis[22] continued experimenting to validate TAM after the introduction period while several other researchers
were observed to have attempted to replicate and validate the model in different types of technologies. Therefore, this
phase is known as the validation period[23] and Davis was reported to have proposed a modified TAM, which is
slightly different from the previous model during this period. Some replication studies were conducted, and the results
showed the possibility of some system characteristics influencing the attitude towards using the system directly as
indicated in Fig. 2.
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Fig. 2 Causal Diagram of Model Validation Results proposed by [22]

TAM has been applied in different types of technologies, but some scholars believed external variables were not
explored by this model, thereby, leading to uncertainty [24]. This led [25] to construct an improved version of
technology acceptance model (TAM2) with the addition of voluntariness, subjective norms and image as the new
social forces, also four cognitive instrumental processes i.e., job relevance, output quality, result demonstrability, and
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PEOU as indicated in Fig. 3. This improvement model is, therefore, more prevailing in explaining the adoption
behaviour [24].
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Fig. 3 Extended Model of TAM (TAM2) [22]

TAM was used between 1986-2003 to analyse user acceptance in different types of technologies ranging from
communication, general-purpose, office and specialised business systems [23]. Recent studies also showed its
application in studying building information modelling [26], digital payment systems [5], [27] , financial technology
[4] and knowledge management [8]. According to [9], TAM has a robust implication on technology adoption from
both theoretical and conceptual perspectives. Meanwhile, [28] reported that it is upfront and offers an adequate
explanation for the prediction of diverse user acceptance within a different organisational context and that it also
serves as a dominant model to study technological adoption.

C. Variables of TAM

1. Perceived Usefulness (PU)

According to [22], “perceived usefulness is the degree of consumer belief in technology helpfulness”. It was also
defined as an important technological factor which explains an individual’s behavioural intention to accept and
implement the technology [29]. Moreover, [30] explained PU as the degree to which users believe that the use of
technology will boost their performance. This means it is possible to measure perceived usefulness based on the
technology’s ability to improve firm performance, productivity, effectiveness, which will benefit businesses [4].

2. Perceived Ease of Use (PEOU)
This concept was discussed by [22] as the degree to which the use of a system is free from effort. [31] also showed
that PEOU is about users’ individual assessment of the effort associated with learning and perceived usability of a
technology. It is possible to measure this variable based on the lesser difficulty and greater flexibility in using a
technology [5]. Moreover, [32] explained PEOU as the extent to which someone believes that using a technology is
free from any effort, while [30] showed it is the extent to which the user trusts a technology is free of cognitive effort.

3. Attitude towards using (ATU)
This was explained by [4] as the feeling, either positive or negative, when an individual uses new technologies. This
variable can be measured based on the user’s feeling and perception of the technology to be a good experience,
valuable and favourable [33].

4. External Factors
External factors are those outside the organisation which may influence users in adopting technology, for instance
organisational, social, and technical factors affect the awareness of the ease and usefulness of using technology [34]
as indicated by Ghorbani et al. as cited in [35].

5. Behavioural Intention (BI) and Actual Usage (U)
According to [36], behavioural intention is the users’ willingness to use the technology. It was also defined as the
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seriousness of one’s intention to do specific conduct and explained to be a good predictor benchmark of actual use
[24], [25]. This concept was also known as the ‘intention to use’ or the willingness to use the technology. Meanwhile,
actual usage was described by [37] as the repeated use of technology over time.

III. METHODS

This research reviewed articles on the adoption of technologies in SMEs published from 2011 to 2021. These studies
were retrieved from popular databases such as Elsevier, Emerald, Procedia, IEEE, Science Direct and Google Scholar
using keywords and a mixture of keywords such as technology acceptance model (TAM), technology adoption, ICT,
and SMEs. An integrative or critical review approach was employed but not predominantly developed based on a
specific standard [38]. The aim was to critically analyse and observe different pieces of literature with a focus on the
main ideas and relationships discussed in them [39]. This integrative approach is, however, the only method which
allows the combination of diverse methodologies [38].

The studies on the TAM framework were included to identify relevant variables considered necessary to study the
adoption of technology. TAM was selected due to its suitability for organisational context [40] while some other
model suits for individual context, simplicity [41], popularity in technology acceptance and powerful ability to explain
the behaviour in technology acceptance [5]. Cooper’s five-stage integrative review process was used, and this includes
formulating the problem, collecting data, evaluating data, analysing data, and interpreting and presenting the results
[42]. This was later modified as presented in Fig. 4.
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Fig. 4 Integrative approach review process (adopted from [42])

The literature review process started by formulating the research problem and scope which was limited to the studies
on the technology adoption by SMEs. This was followed by data collection with studies on technology adoption within
the last 10 years (2011-2021) used as the population while some inclusion and exclusion criteria were used to select
the samples for this research as indicated in Table 1.

TABLE 1
INCLUSION AND EXCLUSION CRITERIA
Criteria Inclusion Criteria Exclusion Criteria
Language Written in English Written in non-English
Theory Used TAM, extended TAM, integration model of TAM and theories Studies that do not use TAM
or models
Type of Journal articles or conference proceeding Books chapters, opinion and preface, master
publication dissertation
Date 2011-2021 Before 2011
Research Design Empirical study—quantitative approach and/or mixed methods Review paper, empirical study with a qualitative

approach

The second stage was data collection, and this involved searching for determined keywords such as technology
acceptance model, small-medium enterprises, and technology adoption within the range of inclusion criteria—mainly
from open-access journals and selected published articles. Hundreds of articles were collected based on these
keywords and those to be used in the full screening process were shortlisted by reading the abstracts to confirm their
compliance with the criteria.

The third stage was data evaluation, and this involved the examination of the quality of methodology, which
includes stating the study population clearly, stating well-defined research question and appropriate measurement of
outcomes. The strength of relationships and types of technology used by SMEs in each study were also evaluated.
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TAM was also agreed to be used by the authors at this stage mainly due to its benefits previously mentioned. Moreover,
the full reading process and evaluation of each paper led to the selection of 21 articles from open access journals and
these include nine indexed Scopus journals (Q3:4, Q2:2, Q1;3), 3 Sinta Indexed Journal (S3:1, S4:2), and nine articles
from international journal indexed in Google scholar and/or EBSCO.

The fourth stage was data analysis, and this involved the review of TAM development from the original to the
extended model, analysis of the significant and insignificant variables of TAM, identification of the most relevant
variables in certain types of technology or business operation, as well as the provision of answers to the research
questions. The fifth stage was used to interpret and present the findings according to the journal requirement.

TABLE 2
THE SIGNIFICANCE OF THE RELATIONSHIPS IN THE MODEL
Relationship between variables Significant Insignificant
Perceived ease of use (PEOU) affects perceived usefulness (PU) , [6], [9], [30], [35], [43]-[47] -

[5
Perceived ease of use (PEOU) affects Behavioural Intention (BI) [44], [45] [481-[50]
Perceived ease of use (PEOU) affects usage (U) [81, [37] [51]
Perceived ease of use (PEOU) affects attitude towards using (ATU) [51, [6], [30], [35], [52]-[54] [55]
Perceived usefulness (PU) affects attitude towards using (ATU) [51, [6], [30], [35], [46], [52]-[54] -
Perceived usefulness (PU) affects behavioural intention (BI) [5], [44], [45], [48], [53], [56] [4]1, [50]
Perceived usefulness (PU) affects usage (U) [37], [57] -
Attitude towards using (ATU) affects behavioural intention (BI) [51, 521, [53] -
Attitude (ATU) affects Usage (U) [4], [35], [46], [54] -
Behavioural Intention (BI) affects Usage (U) [48], [49], [56] -
IV. RESULTS

Table 2 shows the significance of the relationships in different technology acceptance models and some gaps were
conceptually found on the relationship between PEOU and BI, PU and BI, and PEOU and U. Moreover, [48]-[50]
reported there was no significant effect of PEOU on BI. The similarities discovered in these studies are that the
technology used is not new, the company has been using different ICT to run its business, as well as the experience
of the user. This shows that PEOU has little influence on user intention to adopt a technology when the user is already
accustomed to a technology which is related to the one adopted in a company or when the technology is not relatively
new.

According to [4], [50] PU has no significant effect on BI. This was possibly associated with the fact that the adopted
technology is not new and the familiarisation of the user with different ICTs in running businesses [50]s. It can also
be due to the lack of direct effect of PU on BI but the existence of an indirect effect through ATU [4], [58] . Moreover,
[51] found that PEOU has no significant effect on U due to the lesser capability of SMEs in terms of knowledge and
resources to react fast to any changes requiring adaptation to a system when compared to larger corporation [51].

Some studies that used extended TAM also showed different results. For example, [4]s showed there is no
significant effect of external factors on PEOU due to the existence of free access to the instructions or explanation on
using the technology without the limitation of education, business age and business size. Meanwhile, [55] studied
SME:s retailers and found that the level of education affects PEOU and PU. The reason for the difference in both
studies was discovered to be due to the nature of the technology involved. This was observed in the use of TAM in
[4] to analyse the adoption of financial technology, specifically financial payment and financial lending, which is
possibly less exposed to operational activities of the business and require less complexity compared to social media
marketing. Meanwhile, it was used in [55] to evaluate the adoption of social media marketing which requires more
time and strategy for its operation.

A different result was also observed in [55] concerning the impact of perceived ease of use on attitudes towards the
use of technology as indicated by the absence of any important effect of attitudes on the actual usage of social media
marketing. This was possibly associated with the statement that the “retailers believe that learning to use and adopting
social media marketing may not be easy” [55] as well as the fact the study was conducted during the pandemic which
has a possible influence on the outcomes when compared to a normal reality.

V. DISCUSSION

RQ 1: What are the most relevant factors influencing SMEs in adopting technology based on TAM?

Previous studies showed there are important factors influencing the adoption of technology in SMEs. In line with
the perceived usefulness (PU) and perceived ease of use (PEOU) factors used in the original TAM model, most recent
studies confirmed the effect of PEOU on PU in SMEs [4], [5], [8], [30], [35], [43]-[47]. The same was also reported
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in the relationship between PEOU and attitude towards using the system (ATU) [5], [6], [30], [35], [52]-[54]; PU and
ATU [4], [5], [30], [35], [46], [52], [54]; PU and actual usage (U) [37], [59], ATU and U [4], [35], [46], [54] and
behavioural intention (BI) and U [48], [49], [56].

This shows PEOU and PU are the most common TAM factors used in explaining the intention of SMEs to adopt
technology. Meanwhile, the contrasting result reported in [7] that the PEOU influence decreased for experienced users
was explained by this finding and this is due to the fact that the users in SMEs are relatively new to the technology
adopted. Therefore, the impact remains consistent. Moreover, other variables such as ATU the system, BI, and U were
observed to have been used by some studies while others do not use them.

Hybrid of TAM, TRA, and e-Commerce Assimilation Models
Integrating TAM with quality factors and experience...
Extended TAM with variables: perceived risk (PR) and...

Integrating TAM and motivation model

Integrating TOE into TAM framework

Integrating TAM, DOI, and TOE

Integrating TRI and TAM

TAM

TTtTt11ti11

TAM and Theory of Pace of technological innovation

Extended TAM T

TAM and entrepreneurial traits theory

LI |

Extended TAM with Model 4 As

Fig. 5 Type of TAM used to study technology adoption on SMEs

TABLE 3
TYPES OF TAM MODEL (2011-2021)
Authors Type of Technology TAM Model
[60] Online Government Credit Program Extended TAM with Model 4 As
[61] E-Commerce TAM and entrepreneurial traits theory
[55] Social Media Marketing Extended TAM with added variable (education)
[52] Financial Technology Application Extended TAM with added variable (Trust)
[56] Financial technology Extended TAM
[51, [6] Digital Payment System Extended TAM with added variable (Trust)
[5] Financial Technology Extended TAM
[43] Digital Media Theory of Pace of technological innovation and TAM
[37] Accounting Information System TAM
[54],[62] Social Media Marketing Extended TAM
[44] Internet Banking Extended TAM
[9] Knowledge Management based web Extended TAM
application
[30] E-HRM Application Extended TAM
[48] ERP Integrating TRI and TAM
[50] Cloud Computing TAM, DOI, and TOE
[35] E-Commerce Integrating TOE into TAM framework
[49] Internet TAM and motivation model
[59] Smart Learning TAM with added variables perceived risk (PR) and organizational innovativeness
(O).
[46] Mobile Banking Services Integrating TAM with quality factors and experience (Extended TAM)

[51]

Web-based marketing application

TAM, TRA, and e-Commerce Assimilation Models

RQ 2: How effective is the development of TAM in analysing technology adoption in SMEs?

The process of selecting and sorting in this research based on keywords and relevance to the topics led to the
selection of 21 academic articles observed to have analysed technology adoption in SMEs based on the TAM from
journals and conference proceedings. These articles were written between 2011 and 2021 and different technologies
were studied, and these include those applied in sales and marketing (social media marketing, digital media, web-
based marketing application, e-commerce and digital payment), human resources development (E-HRM application
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and knowledge management), operations (ERP and information system), Finances (accounting information system,
online loan program, and financial technology) as indicated in Fig. 5.

It was also discovered that several variations of TAM were used including the extended TAM as well as the
integration of TAM and other models. Meanwhile, the extended version was found to have generally been adapted to
several contexts in different countries [5] based on its ability to add moderator variables as against the original model
[56]. Most of the TAM-based research which discussed technology adoption in SME also used the extended TAM
with the addition of some variables such as trust [5], [52]; external factors [4], [35], [44], [54]; and more specified
variables including perceived risk and innovativeness [45], [59]; external pressure [54]; and subjective norms [45].

It was also discovered that some authors used the TAM framework with other models and theories to understand
IT adoption [35], [43], [46], [48]-[51], [53] and this is evident in the combination of the TOE and TAM [35], [50],
TRA and TAM [48], [51], TAM and IMTA [49], and TAM and TPB [53] as indicated in Fig. 5 and Table 3.

Sales and Marketing Operation HRM Financial
Fig. 6 Technology-related field used by SMEs (2011-2021)

Fig. 6 shows the most common technology studied using TAM in SMEs from the 21 articles reviewed are in the
field of finance (eight), followed by sales and marketing (seven), operations (three), and human resources management
(three). Moreover, the articles that discussed financial technology showed trust as the most prevalent factor used in
the model to analyse the adoption of the technology in SMEs [5], [52]. This variable is considered important due to
the risk perceived by users regarding the payment systems through the internet or digital technology, especially in
developing countries. [63] also added brand and service trust variables into the model for financial technology while
some other studies were observed to vary some external factors such as personal innovativeness, regulatory support,
readiness to use technology, financial support, competitive pressures, quality; and Model 4As which include
availability, awareness, affordability and acceptability considered to have the ability of explaining the use of
microfinance credit [60].

Subjective norms are perceptions of certain behaviour an individual is or does not expect to perform which is very
subjective according to each person [64]. This variable was reported to have the ability to influence community
members to use online loan programs [60]. Meanwhile, another study also used factors of quality such as quality of
the system, information and service to analyse the adoption of mobile banking services based on their influence on
the perceived ease of use which indirectly affects the use of technology [46].

Technologies related to sales and marketing include social media marketing, digital media, e-commerce and web-
based marketing application and social media marketing was found to be the growing trend and perceived to be an
efficient channel for business communications [62]. It is also critical to point out that the variables usually used in
sales and marketing-related technology vary based on educational background [55], the pace of technological
innovation, technology anxiety [43], manager innovativeness, pressure, barrier [65], external support and pressure,
time constraint, technical knowledge [54], security and privacy, attitude and knowledge, government support, product
fit, and technical knowledge availability [51]. Moreover, the studies conducted on the technologies related to human
resource management mostly used the extended model with variables adapted from [25] as indicated in Fig. 3 while
those related to the general business operation were observed to have integrated other theories to cater for the
weaknesses of the original model as well as different needs and contexts. For instance, [48]s integrated TRI and TAM
to analyse ERP adoption, [50] used a joined model of technology acceptance model (TAM), diffusion of innovation
(DOI), and technology-organisation-environment (TOE) to analyse cloud computing adoption, and [49] combined
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TAM and motivation model with the integrated model of technology acceptance (IMTA). Some of the key points
associated with the application of TAM in SMEs are presented in the following table.

TABLE 4
CHARACTERISTICS OF TAM APPLICATION IN SME (2011-2021)

Characteristics of TAM application in small-medium enterprises

Variables

Variables of TAM in
sales and marketing
technology

Variables of TAM in
financial technology

Variables of TAM in
Operation (whole
business)

Variables of TAM in
HRM

Depend on the type of technology

Need of achievement, risk-taking propensity, perceived usefulness (PU), perceived ease of use (PEOU), behavioural
intention (BI), education, attitude towards using (ATU), pace of technological innovation, technological anxiety,
adoption (U), manager innovativeness, pressure, barrier, managerial support, pressure from competitors, pressure from
customers, time constraints, technical knowledge, external factors (technology barriers, organisation barriers,
environmental barriers), security and privacy, entrepreneur’s attitude and knowledge, product fit, technical knowledge
availability, and government support.

Perceived ease of use (PEOU), perceived usefulness (PU), attitude (ATU), subjective norms, availability, awareness,
acceptability, trust, affordability, and behavioural intention (BI), brand and service trust (T), compatibility, perceived
enjoyment, personal innovativeness, financial reports (U), end-user satisfaction, ICT readiness, regulatory support,
financial institution support, and competitive pressure, quality (the quality of information and quality of service and
the quality of the system), and external factors.

Optimism, innovativeness, discomfort, security, perceived usefulness (PU), perceived ease of use (PEOU), intention to
use (BI), actual use (U), relative advantage, compatibility, security concern, technology readiness, top management
support, firm size, external pressure, service provider support, intrinsic motivation, and extrinsic motivation.
Perceived ease of use (PEOU), voluntaries use (VU), perceived usefulness (PU), usage (U), subjective norms,
behavioural intention, user satisfaction and perceived abilities, perceived risk (PR), organisational innovativeness (OI)

Most common  Perceived ease of use (PEOU) and perceived usefulness (PU) in all types of technology.

factors used in TAM  *Trust is a relevant factor which determines technology adoption in financial technology

Types of TAM used ~ Most cases use extended TAM and/or integrated TAM with other theories or models

Relationship The significance of the relationship between perceived ease of use (PEOU), perceived usefulness (PU), and behavioural
between variables intention (BI) mainly depends on the novelty of the technology and the level of user experience to similar technology.
Flexibility High, can be integrated with other theories and model

VI. CONCLUSIONS

Adoption of technology provides numerous benefits to SMEs by increasing their productivity and reducing their
cost of production. There are, however, some challenges impeding technology adoption by these SMEs. Therefore,
this research critically reviewed previous studies on IT adoption in these enterprises to enable researchers and
developers to understand the most relevant factors and suitable TAM models to determine users’ acceptance of
technology in a particular field. It also covers the development of TAM from its original to the extended model and
the subsequent application in studying technology adoption. Moreover, the set of variables presented have been
applied to different technologies in several industries within the scope of SMEs and perceived ease of use and
perceived usefulness were discovered to be the most common factors as indicated by the 21 articles reviewed.
Meanwhile, several other variables such as trust, model 4As, external factors for financial technology, entrepreneurial
traits, education, external factors for sales and marketing technology, and a combination of models and theories for
human resources management and operations-related technology have been added to the extended version.

The value added by this research is the determination of the most common variables used based on the type of
technology related to certain fields and this is expected to enable the development of an appropriate framework to
study technology adoption in a specific field of technology for SMEs in the future research. However, several
limitations were discovered, and these include the restriction of the scope to only SMEs, the inability to review articles
from high reputable journals due to limited access, and the adoption of an integrative approach which may lack
transparency regarding the reviewing process. Therefore, it is recommended that future research discuss and compare
several frameworks in explaining technology adoption in firms and to add more articles from high reputable journals
or use a different approach like systematic literature review or meta-analysis.
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