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Abstract: Growing internet usage presents chances for MSME to develop their businesses particularly in social media and 
e-commerce. This research examines how technological, organizational, and environmental factors affect Kuwaiti Micro 
Small, and Medium Enterprises (MSME) adoption of social commerce (s-commerce). The study also examines the 
mediating role of perceived value and the moderating role of organizational innovation. Data was collected from such as 
complexity, compatibility, and relative advantage affected positively the S-commerce usage. In addition, organizational 
factors such as top management support, organizational readiness, and cost significantly affect e-commerce usage. 
Environmental factors such as external pressure and governmental support are substantial predictors of S-commerce usage.  
Perceived value mediated the effect of technological and organizational factors on S-commerce usage while organizational 
innovation moderated the impact of technological factors on S-commerce usage. This study guides MSMEs through the 
changing terrain of s-commerce adoption by synthesizing theoretical and practical findings, laying the groundwork for 
informed decision-making and future research and benefits to MSMEs.  

Keywords: Technological factors, Individual factors, TOE, Perceived value, Organizational Innovation. 
 
Introduction  

Social commerce (S-commerce) is a trendy method to do 
business online. The first time the term was mentioned by 
Yahoo! in 2005 [1], [2]. This creative idea integrates E-
commerce with social media to simplify the purchase and 
selling of a variety of products and services [3], [4]. S-
commerce grew in the early 2000s, predicting community-
driven trade. It improves users and companies by creating 
social media-based business models and monetization 
tactics [5]. It also empowers consumers to share 
information, comment, and influence purchasing choices 
using social networks, and this has transformed the 
customer experience. S-commerce is predicted to reach 
$474 billion by 2023, making it important for businesses 
and customers [6]. S-commerce is important, but it 
confronts obstacles such increasing market rivalry, 
logistical delivery concerns, and misleading suggestions 
and ignorant judgements [7]. Nevertheless, there is a 
scarcity of S-commerce research which highlights the need 
for more studies [8]. 

S-commerce is crucial for businesses, especially Micro, 
Small and Medium Enterprises (MSMEs). These 
organisations with limited financial resources and staff 
need S-commerce to grow their consumer base and save 
expenses via social media marketing [9]. However, studies 
that are related to the usage of S-commerce by MSMEs are 
still limited and in particular in developing countries [8]. 
The World Bank reports that SMEs face significant 

pressure to create jobs and improve performance, especially 
after the COVID-19 pandemic which has affected 
businesses of all sizes and nationalities [10] [11], [12]. 
MSMEs must use technology, including Facebook, to adapt 
to the changing business landscape [13]–[15].  MSMEs, 
especially in developing nations, require 46% more funding 
in East Asia and the Pacific, 23% in Latin America and the 
Caribbean, and 15% in Europe and Central Asia. The 
financing gap is worse for MSMEs  since formal SMEs 
generally lack formal credit [16].  

MSME contributions to GDP and employment vary widely 
but are especially important in developing nations. Kuwait's 
low GDP and employment (3% and 23%, respectively) 
need deliberate interventions [17]. S-commerce has helped 
Kuwaiti small enterprises adjust to the COVID-19 
epidemic, reducing personnel, increasing revenues, and 
maintaining social distance [18]. Online shopping is 
becoming more popular post-COVID-19 [19]. This 
transition requires MSMEs to improve their online 
presence, digital skills, and strategies to adapt to changing 
customer behaviour [9], [20]. After COVID-19, consumer 
tendencies towards online purchases highlight the necessity 
of s-commerce for MSMEs to boost sales and profitability.  

Organizational adoption requires a theory that goes beyond 
the Technology Acceptance paradigm (TAM) and the 
Unified Theory of Acceptance and Use of Technology 
(UTAUT). Current research on individual adoption fail to 
address organizational adoption, especially in MSME's. 
Lorente-Martínez [21] and [22] suggest combining models 
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in various scenarios to improve explanatory power of S-
commerce adoption. This research fills this the gap by 
examining and improving previous models, considering 
pandemic factors and technical advances preventing 
MSMEs from embracing s-commerce. The goal is to 
provide a valid model that explains how MSMEs use s-
commerce, and to examine the mediating role of perceived 
value and the moderating role of organizational innovation. 
Next section discusses the literature review, research 
methodology, findings, implications, and conclusion.  

2. Literature Review  

This section reviews the literature related to the S-
commerce adoption. The section discusses the s-commerce, 
theoretical framework, and factors affecting the S-
commerce adoption as well as the conceptual framework 
and hypotheses.  

2.1 Social Commerce  

S-commerce  is a new business model of E-commerce 
powered by SM (e.g., SNSs) that allows the acquiring and 
selling of different items and services" [23]. S-commerce 
differs from E-commerce because it allows the interaction 
of customers using SM characteristics. Since the early 
2000s, s-commerce has grown in importance, with experts 
predicting community-driven online business dynamics 
[24]. This forecast came true when enterprises adopted s-
commerce methods. Post-COVID-19, s-commerce has 
grown, particularly for small enterprises [25], [26]. 
However, few academic research have examined s-
commerce's adoption by at the organizational level [8].  

S-commerce benefits consumers and businesses [5]. 
Companies establish new business models using SM 
platforms to communicate with consumers and enable 
transactions. Through two-way tactics, customers influence 
one other's purchase choices, improving company 
connections, finding new possibilities, and monetizing SM 
[27]. S-commerce enables users share information and 
provide product and service reviews, changing the 
purchasing experience and purchase behaviour [28]. Social 
networks in SM increase mutual effects on online product 
selection and purchases [29], [30]. S-commerce is growing 
and this rise has increased competition and caused delivery 
failures and misleading suggestions [31][7].  

2.1.1 Issues of S-commerce Adoption in Kuwait  

In Kuwait, mobile subscriptions exceed 161.4% of the 
population with 6.94 million throughout the nation. 98.8% 
of the population are users of social media (SM) [32]. 
Facebook in Kuwait is the most popular SM platform [32]. 
The government in Kuwait encourage MSMEs to enhance 
their contribution and growth. However, few studies have 
examined the practices of S-commerce in Kuwait. MSMEs 

refers to micro (1-10 employees), small (11-50 employees) 
and medium (51-250 employees) [33]. The performance of 
these entities was massively affected by COVID19. Small 
business was forced to lay off employees, had a reduction 
in sales and access to customers. S-commerce can be the 
effective solution as it can reduce the need for staff and 
enhance the sales as well as keep the social distance [18]. It 
is evident that the post-COVID-19 era has witnessed a 
discernible shift in customer needs, demands, and 
preferences. There has been a noticeable trend towards an 
increased preference for online shopping [19]. MSMEs 
must adapt to the current business landscape, which has 
been significantly influenced by the pandemic [34]. To 
remain competitive and meet customer demands, MSMEs 
must adapt to the changing environment. This can involve 
strengthening their online presence, enhancing digital 
capabilities, and adjusting business strategies to align with 
post-COVID-19 shifts in consumer behaviour [9], [20]. 

2.2 Factors affected S-commerce Usage  

Studies that have examined the factors that affect the S-
commerce have used several theories. One of these theories 
is TAM which has been used in several studies that 
highlighted the importance of PU and PEOU as well as 
attitude in predicting the behaviour of using S-commerce 
[35]–[39]. The literature also uses the UTAUT model. In 
which variables of UTAUT which include the PE, EE, SI 
and FC along with other variables affected the s-commerce 
usage by individual and SMEs [40], [41]. Other theories 
were used in the literature such as the TPB in the study of 
[42] to examine the s-commerce usage and found that 
information seeking mediated the effects of trust on 
familiarity, social presence, and purchase intention. In the 
study of [43] interactivity, cost efficiency, and 
compatibility influenced SM use and performance gains. 
The study of [44]  used information system success (IS 
success) theory and found that service quality, information 
quality, system quality, and trust were the most important 
factors affecting Thai SMEs' s-commerce use. [45] showed 
that PEOU, peer usage, knowledge to use, and relative 
advantage facilitate adoption in Australia.  

Previous research used TOE to predict corporate 
technology use from many perspectives. In UAE, [46] used 
the TOE and discovered that organizational and 
environmental contexts are more important than technology 
context for SMEs to adopt SM. [47] observed that only 
organizational and environmental factors impacted SM 
adoption. The research revealed no impact of SM  

adoption on corporate performance. In Indonesia [48], 
technical considerations have little effect on SMEs' e-
commerce utilization. In UAE, [49] found that 
organizational characteristics and perceived strategic value 
impacted e-commerce adoption. Organizational element 
affected e-commerce via perceived strategic value. 
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However, [50] in UAE revealed that technical 
(compatibility, observability), organizational (top 
management support), and environmental aspects impact 
SMEs' SM use. [51] used TOE to study SM marketing. The 
results demonstrated that SM awareness, technical, 
organizational, and environmental context influenced 
COVID 19 SM marketing intention. [52] used TOE to 
study social CRM adoption in Malaysia. All TOE factors 
were significant except complexity and government 
support. These above studies collectively highlighted the 
importance of variables of TOE as well as TAM and 
UTAUT in predicting the adoption of S-commerce by 
SMEs in different locations and context. This study 
examines the effect of variables of TOE as well as 
perceived value and organizational innovation on the usage 
of S-commerce by MSMEs in Kuwait.  

2.3 Theoretical Framework 

This research uses TAM, UTAUT, and TOE to explain S-
commerce adoption. TAM was developed by [53] to 
explain technology utilisation. The model relies on 
perceived usefulness (PU) and ease of use (PEOU). TAM 
originally focused on voluntary technology adoption. Many 
technology adoption studies employ TAM, despite its 
simplicity and weak explanatory power [54]. To improve 
the understanding of technology adoption, [54] developed 
UTAUT by combining eight technology adoption models, 
including TAM. UTAUT seeks to uncover variables 
impacting users' technology adoption perceptions. These 
factors impact behavioural intention (BI) and use behaviour 
and include performance expectancy, effort expectancy, 
social influence, and facilitating conditions. Despite its 
broad usage, UTAUT is not well-established in s-commerce 
and it also address the individual level of adoption. TOE, 
developed by [55], measures organisational adoption of IT 
and IS products and services. TOE is a popular theoretical 
paradigm for forecasting IT product and service adoption 
due to its inclusion of technological, organisational, and 
environmental aspects.  TOE is a complete framework 
despite criticism for its absence of important components 
such as the individual factors.  

 

 

 

 

 

 

 

 

 

 

Researchers [22], [56], [57] reviewed SM and s-commerce 
adoption by SMEs. These reviews found that TAM and 
UTAUT are the most popular models while there is a lack 
of using TOE. Therefore, this study uses the TOE and 
UTAUT to explain the effect of individual and 
technological factors on the adoption of S-commerce.  
These models have gained popularity in studying individual 
technology adoption. However, they have faced criticism 
for oversimplifying the complex interplay between 
technological and social factors. TAM and UTAUT focused 
on individual related variables while TOE is criticized for 
its low explanatory power [58]. Given the constraints, it has 
been suggested by certain studies that a combination of 
models could be employed to improve the accuracy of 
predictions. As an illustration, [21] conducted a study on 
the adoption of Internet of Things among SMEs in Spain, 
utilizing a combination of TAM and TOE. Similarly, [22] 
examined the adoption of s-commerce by SMEs during 
COVID-19, employing a combination of TAM and TOE. 
Therefore, we combined TAM, UTAUT and TOE to 
explain better the adoption of S-commerce.  

2.4 Conceptual Framework  

Based on TOE as well as the review of the literature, this 
study proposed that the variables that affect the SC usage 
can be divided into three group. The first group is the 
technology factors (complexity, relative advantage, and 
compatibility) which has been used by previous studies as 
technological factors [45] [52]. The organizational factors 
include the top management support, organizational 
readiness, cost, and familiarity. These variables were 
included in prior literature [59] [60].  The environmental 
factors include external factor and governmental support 
and expected to have significant effects on SC usage [61]. 
Perceived value is expected to mediate the effect of 
technological and organizational factors on SC usage which 
is supported by previous studies [62]. In addition, 
organizational innovation moderates the effect of 
technological and organizational factors on SC usage. 
Figure 1 shows the conceptual framework of this research.  

 

 

 

 

 

 

 

 

 

 

  
Fig. 1: Conceptual Framework 
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Studies related to S-commerce are still emerging and this is 
evident from large number of conceptual and review 
research which predominate the literature, whereas 
empirical studies are limited. Therefore, this study aims to 
empirical examines a set of variables and identify their 
effects on s-commence adoption. Accordingly, the 
following is hypothesized:  

H1: Technological factors have significant effect on SC 
usage.  

H1a: Complexity has a significant effect on SC usage.  

H1b: Relative advantage has a significant effect on SC 
usage.  

H1c: Compatibility has a significant effect on SC usage.  

H2: Organizational factors have significant effect on SC 
usage.  

H2a: Top management support has a significant effect on 
SC usage.  

H2b: Organizational readiness has a significant effect on 
SC usage.  

H2c: Cost has a significant effect on SC usage.  

H2d: Familiarity has a significant effect on SC usage.  

H3: Environmental factors have significant effect on SC 
usage.  

H3a: External pressure has a significant effect on SC usage.  

H3b: Government support has a significant effect on SC 
usage.  

H4: Perceived value mediates the effect of technological 
factors on SC usage.  

H5: Perceived value mediates the effect of organizational 
factors on SC usage.  

H6: Organizational innovation moderates the effect of 
technological factors on SC usage.  

H7: Organizational innovation moderates the effect of 
organizational factors on SC usage.  

3. Research Methodology  

This research examines the adoption of S-commerce by 
MSMEs. To identify the factors that affect S-commerce 
adoption, deductive reasoning is used. This research 
focuses on MSMEs in Kuwait, especially owners, 
managers, and directors. Based on Kuwait Institute for 
Scientific Research (KISR) there are 39,198 MSMEs. This 
research used random sampling to provide equal selection 
possibilities for MSMEs in the population. Smart PLS 
recommends a sample size over 200 responses for structural 
equation modelling. To prevent a low response rate, the 
sample size was expanded by 70% from the projected 
minimum of 383 respondents to 651 (383 * 70% + 383 = 

651). We use a survey questionnaire to collect the data. 
The measurement was adopted from previous studies. 
Measurement of complexity (5 items), relative advantage 
(6 items), compatibility (5 items), organizational 
readiness (4 items), and cost (3 items) were adopted 
from [59]. Top management support (7 items) and S-
commerce usage (3 items) were adopted from [60]. 
Familiarity (4 items) were adopted from [61] and 
perceived value (3 items) were adopted from [62]. In 
addition, the measurements of external pressure (5 
items) was adopted from [63], measurement of 
government support (3 items) was adopted from [64] and 
measurement of organizational innovation (3 items) was 
adopted from [65]. The questionnaire was translated into 
Arabic using back-to-back translation. A validity was 
conducted by asking four experts with experience and 
related background to validate the measurement of the 
variables. This is followed by a pilot study to ensure the 
reliability. All Cronbach’s Alpha is higher than 0.70 
supporting that the measurements are reliable. [59] [60] 
[61] [62]. 

The initial phase of the data collection process involved 
identifying the target population, consisting of managers, 
directors, and owners of MSMEs. A total of 651 
questionnaires were distributed digitally to the 
respondents primarily using online survey methods. To 
enhance the response rate, a follow-up procedure was 
implemented. The overall response yielded 323 
responses, achieving an approximate 50% response rate. 
With this number of responses, meeting the rule of 
thumb for Smart PLS of surpassing 200 responses, the 
dataset is considered sufficient for analysis. The findings 
are presented, and recommendation are given at the end 
of this paper.  

4. Findings 

This section prepares the data for further analyses and 
presents the descriptive information of respondents as 
well as the analyses of Smart PLS.  

4.1 Data examination  

The missing value was assessed using frequency 
analysis. The findings showed that 11 responses miss a 
large number of answers and they were deleted. This has 
resulted in 312 complete responses. These responses 
were further checked for outliers and 12 responses were 
identified with issues of outliers and deleted from the 
dataset. This made the final sample accounts to 300 
responses. We used SPSS to test Skewness and Kurtosis 
for all variables to determine normality. The histogram 
should be bell-shaped with Skewness and Kurtosis less 
than two as shown in Table 1. Multicollinearity were 
checked by assessing the values of tolerance and 
variation inflation factor (VIF). VIF should be less than 
10 and tolerance greater than 0.10. These two conditions 
were achieved as shown in Table 1.  
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Table 1: Normality and Multicollinearity 
Variable Normality Multicollinearity  

Skewness Kurtosis Tolerance  VIF 
Complexity (COX) -.280 -1.441 .386 2.589 
Relative Advantage (RA) -.756 -.948 .240 4.166 
Compatibility (COMP) -.792 -.973 .219 4.563 
Top management support (TMS) -.668 -.904 .216 4.634 
Organizational readiness (OR) -.737 -.955 .220 4.537 
Cost .126 -1.524 .459 2.181 
Familiarity (FA) -.404 -.835 .304 3.288 
External Pressure (EP) -.773 -.718 .362 2.764 
Government support (GS) -.360 -1.129 .423 2.366 
Organizational Innovation (OI) -.865 -.560 .556 1.799 
Perceived Value (PV) -.909 -.478 .284 3.526 
s-commerce Usage (SCU) -1.172 .072 - - 

4.2 Profile of Respondents 

A total of 300 MSMEs participated in this study. Out of 
which, the highest percentage are males (249 or 83%), with 
age between 35-45 years (123 or 41.0%) or between 25 and 
35 (101 or 33.7%). The highest percentage has a bachelor’s 
degree (145 or 48.3%) and 195 or 65% are the owners of 
MSMEs with experience between 3-7 years (124 or 41.3%) 
or 8-11 years (111 or 37%). A total of 90 of the respondents 
or 30% are working in marketing, 88 or 29.3% are working 
as directors.  

 

A total of 130 (43.3%) of MSMEs are aged between 8-11 
years while 69 or 23% are aged between 12-15 years. A 
total of 170 or 56.7% employ between 5-49 employees 
while 125 or 41.7% employ less than five employees. 
33.3% of MSMEs have annual revenue of $100,000-
$150,000 USD. 297 or 99% of the MSMEs are using S-
commerce.  

 

Table 2: Profile of Respondents 
Variable Label  Frequency Percent 
Gender Male 249 83.0 

Female 51 17.0 
Total 300 100.0 

Age Less than 25 years 20 6.7 
25-35 years 101 33.7 
36-45 years 123 41.0 
46-55 years 51 17.0 
56-65 years 5 1.7 
Total 300 100.0 

Education  High school or less 30 10.0 
Diploma 98 32.7 
Bachelor’s degree 145 48.3 
Master 25 8.3 
PhD 2 .7 
Total 300 100.0 

Are you a business owner Yes 195 65.0 
No 105 35.0 
Total 300 100.0 

Working experience of 
MSMEs  

Less than 3 years 31 10.3 
3-7 Years 124 41.3 
8-11 years 111 37.0 
12-15 years 30 10.0 
More than 15 years 4 1.3 
Total 300 100.0 

Position  Marketing  90 30.0 
Employee 77 25.7 
Director  88 29.3 
Financial Manager 45 15.0 
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Total 300 100.0 
Sector Retailing sector 179 59.7 

Service sector 93 31.0 
Education sector 23 7.7 
Other 5 1.7 
Total 300 100.0 

Age of MSMEs Less than 3 years 32 10.7 
3-7 years 58 19.3 
8-11 years 130 43.3 
12-15 years 69 23.0 
More than 15 years 11 3.7 
Total 300 100.0 

No. of employees  Less than 5 employees 125 41.7 
5-49 employees 170 56.7 
50-250 employees 5 1.7 
Total 300 100.0 

Estimated revenues  Less than 50,000 dollar (15,000 Kuwait 
Dinar) 

56 18.7 

50,001-100,000 dollar (15,001-30,000) 63 21.0 
100,001-150,000 dollar (30,001-45,000) 100 33.3 
150,001-200,000 dollar (45,001-60,000) 81 27.0 
Total 300 100.0 

Usage of s-commerce  Yes 297 99.0 
No 3 1.0 
Total 300 100.0 

Length of using s-
commerce  

Less than 3 years 106 35.3 
3-7 years 136 45.3 
8-11 years 58 19.3 
Total 300 100.0 

4.3 Measurement Model  

Based on [66], the measurement model can be assessed by 
checking the factor loading (FL). Items with low FL were 
removed. The measurement showed that Cronbach’s Alpha 
and composite reliability are above 0.70. Thus, reliability is 
achieved as shown in Table 2. This means that the items are 
sufficient for measuring the variables.  

In addition, the convergent validity is achieved because the 
value of average variance extracted is above 0.50. This 
indicates that more than 50% of the variation in the variable 
can be explained by the items that have been used to 
measure the variable. Discriminant validity is also achieved 
because the square root of AVE is above the cross-loading 
of the other indicators as shown in Table 3.  

Table 2: Reliability and Validity 
Variables  CA CR AVE 1 2 3 4 5 6 7 8 9 10 11 12 
Compatibility  0.92 0.93 0.93 0.96            
Cost 0.92 0.93 0.87 0.64 0.93           
Complexity  0.91 0.91 0.91 0.61 0.49 0.95          
External pressure  0.91 0.91 0.86 0.51 0.32 0.51 0.92         
Familiarty  0.91 0.91 0.92 0.51 0.57 0.24 0.41 0.96        
Government support  0.86 0.88 0.77 0.60 0.48 0.34 0.62 0.54 0.88       
Organizational innovation  0.92 0.92 0.86 -

0.17 
-
0.26 

0.09 0.20 -
0.41 

-
0.13 

0.93      

Organizational readiness  0.91 0.91 0.89 0.56 0.61 0.35 0.40 0.63 0.56 -
0.37 

0.94     

Privacy  0.94 0.94 0.89 0.68 0.53 0.51 0.60 0.60 0.69 -
0.03 

0.61 0.94    

Relative advantage  0.91 0.91 0.90 0.63 0.60 0.69 0.55 0.49 0.58 -
0.22 

0.56 0.65 0.95   

S-Commerce usage  0.93 0.93 0.88 0.68 0.52 0.41 0.55 0.60 0.62 -
0.40 

0.64 0.60 0.69 0.94  

Top management support  0.91 0.91 0.84 0.64 0.63 0.42 0.41 0.60 0.59 -
0.41 

0.65 0.65 0.61 0.67 0.91 
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4.4 Structural Model  

This research evaluates the structural model using three 
criteria: R-square (R²), path coefficient (β), and effect size 
(F²) [66], [67]. As shown in Figure 2, the R-square of S-
commerce is 0.767 while for perceived value is 0.572. 
These values are substantial in explaining the variation in 
S-commerce adoption. All the f-square showed values 
above 0.02 except for some paths such as 
familiarityàSCU. Figure 2 shows the results of structural 
model. It also includes the test of the mediation of 
perceived value.  

 
Fig. 2: Structural Model Including the Mediator 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

For testing the moderating role of organizational 
innovation, Figure 3 shows the structural model. The 
moderating is shown in dotted lines and in red and blue 
colours for the values of path coefficient and p-value.  

 
Fig. 3: Structural Model 

To sum up the results of this research, the direct, mediating 
and moderating effects are presented in Table 3. The table 
shows the paths as well as the labels along with the 
coefficient (B), p-value and t-value.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3: Results of Testing the Hypotheses 
H Path Β Std T P Label 
H1 Technological Factors -> SCU 0.149 0.062 2.402 0.016 Supported 
H1a COX -> SCU -0.118 0.039 3.060 0.002 Supported 
H1b RA -> SCU 0.251 0.057 4.425 0.000 Supported 
H1c COMP -> SCU 0.123 0.058 2.110 0.035 Supported 
H2 Organizational Factors -> 

SCU 
0.534 0.062 8.545 0.000 Supported 

H2a TMS -> SCU 0.267 0.081 3.301 0.001 Supported 
H2b OR -> SCU 0.173 0.083 2.091 0.037 Supported 
H2c COST -> SCU -0.113 0.047 2.411 0.016 Supported 
H2d FM -> SCU 0.085 0.069 1.234 0.217 Rejected 
H3 Environmental Factors -> 

SCU 
0.290 0.050 5.830 0.000 Supported 

H3a EP -> SCU 0.083 0.041 2.035 0.042 Supported 
H3b GS -> SCU 0.248 0.044 5.687 0.000 Supported 
H4 Technological Factors -> PV -

> SCU 
0.175 0.036 4.869 0.000 Supported  

H5 Organizational Factors -> PV 
-> SCU 

0.163 0.035 4.690 0.000 Supported  

H6 OI x Technological Factors -> 
SCU 

0.206 0.04 5.182 0.000 Supported  

H7 OI x Organizational Factors -
> SCU 

-0.034 0.054 0.635 0.525 Rejected  
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H1 proposed that technological factors directly affect S-
commerce use. The results in Table 3 support H1, because 
the P-value is less than 0.05. H1a claimed that complexity 
greatly affects Kuwaiti MSMEs' S-commerce usage. Table 
3 verifies H1a, showing a substantial negative impact of 
complexity on S-commerce use (β= -0.118, P<0.05). 
Relative advantage affected S-commerce use in H1b 
showing a substantial positive relationship between relative 
advantage and S-commerce use (β= 0.251, P<0.05). Table 3 
confirms H1c, indicating that compatibility positively 
impacts S-commerce use (β=0.123, P<0.05). H2 proposed 
that organisational factors strongly impact S-commerce use. 
Table 3 confirms H2, showing a substantial positive impact 
of organisational factor on S-commerce use (β= 0.534, 
P<0.05). Top management support affected positively SCU 
(β= 0.267, P<0.05). Thus, TMS drives S-commerce use by 
Kuwaiti MSMEs. Organisational readiness significantly 
affected S-commerce use (β= 0.173, P<0.05). Thus, H2b is 
supported. This highlights the importance of organisational 
readiness in affecting Kuwaiti MSMEs' S-commerce use. 
H2c believed cost influenced S-commerce use. According 
to Table 3, H2c has a substantial negative impact (β= -
0.113, P<0.05). Thus, cost is a key predictor of S-
commerce usage, with Kuwaiti MSMEs decreasing usage 
as cost rises. H2d claimed that familiarity significantly 
affects S-commerce use. Table 3 showed that there is a 
positive but not significant (β= 0.085, P>0.05). Thus, 
MSMEs in Kuwait do not consider familiarity a key 
component in S-commerce usage.  

For H3, the effect of environmental factors on SCU is 
positive and significant (B=0.290, P<0.05). Therefore, H3 
is supported. Similarly, the effect of external pressure on 
SCU (B=0.083, P<0.05) and the effect of government 
support (B=0.248, P<0.05) are positive indicating that H3a 
and H3b are supported. In H4 and H5, perceived value was 
proposed to mediate the effect of technological and 
organisational factors on S-commerce use. The indirect 
effect of technological factors on SCU is positive (β=0.175, 
P<0.05). Thus, perceived value fully mediated the effect of 
technological factors on S-commerce adoption. This is 
because the direct effect turned insignificant after including 
perceived value as a mediator. Thus, the mediation is fully 
indicating that all the relationship between technological 
factors and SCU can be explained by perceived value (H4). 
In H5, perceived value partially mediates the connection 
between organisational factors and S-commerce use, 
indicating a significant indirect association (B=0.163, 
P<0.05). In H6, organizational innovation moderated the 
effect of technological factors on SCU (B=0.206, P<0.05) 
while it did not moderate the effect of organizational 
factors on SCU (B=-0.034, P<0.05). Therefore, H7 is 
rejected.  

5. Discussion and implications 

We examined the effect of technological, organizational, 
and environmental factors on s-commerce usage. The 

findings showed that technological, organizational and 
environmental factors affected s-commerce. This finding 
showed that complexity and cost has negative effect 
while relative advantage, compatibility, TMS, external 
pressure, governmental support and organizational 
readiness have significant positive effect. Familiarity did 
not affect the SCU. This research strengthens the 
literature on MSMEs' use of s-commerce in developing 
countries by offering theoretical contributions in many 
crucial areas. A key gap in existing research is the lack 
of empirical studies on s-commerce adoption, 
particularly compared to conceptual and review studies. 
This study presents empirical data unique to Kuwaiti 
MSMEs, unlike numerous conceptual and review studies 
[22], [56], [57], [68], [69]. It significantly improves s-
commerce adoption comprehension by confirming and 
improving theoretical models and notions in the 
literature. The study's focus on MSMEs' particular 
difficulties and resource limits is important theoretically. 
Technology adoption theories have mostly focused on 
bigger firms, ignoring MSMEs' unique needs. This 
research increases theoretical knowledge by tailoring it 
to this important business area. The research also 
assesses the validity of TAM, UTAUT, and TOE 
frameworks in Kuwaiti MSMEs. This application 
validation strengthens these hypotheses in numerous 
circumstances. 

The findings of this study can help Kuwaiti MSMEs and 
other comparable enterprises worldwide. MSMEs should 
actively explore and implement technologies that 
provide a competitive edge. Relative advantage is 
critical therefore, technological solutions with 
demonstrable benefits may boost s-commerce efficiency 
and competitiveness. Compatibility was found important 
factor. Technology adoption requires system 
compatibility. Technology integration reduces 
interruptions and boosts s-commerce. Senior 
management support is crucial. Leaders must promote 
digital transformation and s-commerce. Cost has a 
negative effect. Therefore, decision makers should use 
cost-effective tactics, budget planning, and return on 
investment (ROI) evaluations to make decisions. In 
addition, complexity also has a negative effect which 
suggests that decision makers should simplify the 
process of using S-commerce. The increase in external 
pressure and government support will facilitate the 
adoption of SC by MSMEs in Kuwait. Specific training 
courses for managers of MSMEs can lead to better 
understanding of the benefits of SC and more usage. The 
perceived value mediated the effect of technological and 
organizational factors on s-commerce usage. Therefore, 
increase s-commerce products' perceived value by 
enhancing product quality, customer service, and user 
experiences. Customer satisfaction and loyalty increase 
with a good impression. Therefore, resources must be 
invested in value-influencing methods. Organizational 
innovation is essential to support the usage of new 
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technology such as S-commerce.  

6. Conclusion  

The findings of this study confirmed that technological 
factors such as complexity, relative advantage and 
compatibility are critical for s-commerce usage. In addition, 
organizational factors such as the TMS, organizational 
readiness, and costs are also having equal importance for 
the usage of s-commerce. Further, environmental factors 
such as external pressure and government support carry 
similar importance for the S-commerce usage among 
MSMEs. Perceived value is an important mediator and 
organizational innovation is an important moderator.  This 
study was conducted in Kuwait among MSMEs. Therefore, 
the findings are applicable only to Kuwaiti MSMEs, 
limiting their general application on other types of 
enterprises in other countries.  The research examines 
directors, owners, and employees’ views of this industry. 
The sample size of the study is adequate, but more 
generalization can be obtained from a larger sample size. 
Therefore, to expand the findings of this study, future study 
should compare MSMEs' s-commerce adoption across 
nations or regions, taking into account cultural differences 
and regulatory frameworks. In addition, mixed methods can 
provide more insight into the adoption of s-commerce by 
MSMEs, and this could be a direction for future work. 
Further research is suggested to increase the sample size to 
increase the generalizability. Further, the future work is 
recommended to include other variables such as 
government support, level of innovation by management, 
and external pressure from customers, business partners, 
and competitors to use s-commerce. Demographic 
information such as gender, age, and level of education can 
be a moderating variable in future work to explain the s-
commerce usage by MSMEs.  
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