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ABSTRACT 
Technology Acceptance Model (TAM) has been used widely in e-commerce adoption studies. A review of TAM can assist 
scholars to identify common themes, strengths and weaknesses, leading to redesigning and enhancing the model for more 
effectiveness. TAM has been used widely in most e-commerce adoption studies owing to its ease of use and extensive 
modifications to rectify on its weakness. This study has reviewed 25 e-commerce adoption publications. The authors discussed 
these studies to establish the usage of this model. In addition, the researchers cited the major strengths and weakness of TAM. 
Finally, the article draws conclusions and makes further recommendations. 
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1. INTRODUCTION 
The literature work of Davis, (1989) has been foundational in studies related to e-commerce adoption [1]. TAM is an 
advancement of Theory of Reasoned Action by introducing two new variables, perceived usefulness and perceived ease 
of use. In TAM, both constructs could predict an individual’s system usage inclination. Moreover, TAM did not include 
subjective norm as a determinant of intention. Since its introduction by Davis, (1989) and Davis et al., (1989) the 
model has been extensively used to predict the reception, adoption, and use of e-commerce[1]. As recommended by 
Legris et al., (2003) and Serenko et al., (2008), the power of prediction and justification of TAM should be evaluated by 
amalgamating other technology-specific constructs. Hence, the article reviews of past work on usage of TAM in 
predicting e-commerce adoption [2][3]. 
The study is structured as follows: Technology Acceptance Model briefing. A literature review of TAM in e-commerce 
adoption and the conclusions coupled with recommendations. 

2. TECHNOLOGY ACCEPTANCE MODEL BRIEFING 
TAM is an expansion of TRA.  However; TAM has apparent center of attention on technology acceptance performance 
of computer users. Mainly TAM is used to examine how external factors such as system distinctiveness and training 
influence in-house attitude and intention [1]. TAM (Table 1 –Shows TAM constructs) which demonstrates the four 
major variables; Behavioral Intention, Attitude, Perceived Usefulness (PU) and Perceived Ease of Use (PEOU). 

Table1. Definitions of Technology Acceptance Model variables (predictors). 

 
TAM has been widely used in the area of Information Systems to study user behavior in the context of various 
information technologies, such as PCs [4], computer application [5] and internet [6]. In these studies, the 
aforementioned factors had noteworthy outcome on individual’s technology approval. Likewise, a latest meta-analysis 
of TAM cited the importance of these factors [7]. 
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Fig 1: Technology Acceptance Model (TAM)[1] 

3.A LITERATURE REVIEW OF TAM IN E-COMMERCE ADOPTION 
The most cited model in e-commerce adoption is TAM hence it has been reviewed severally [8]. Lee et al. (2003) made 
an analysis and survey on 101 TAM studies [9]. They paid attention to the advancement, restrictions and potential 
guidelines of TAM. Legris et al. (2003) review of 22 TAM publications focused on the progressive enlargement of 
TAM, and apt address on the strengths and limitations of the model [25]. For this study the analysis is focused on TAM 
usage in predicting e-commerce adoption. 
In the recent past TAM has been notably used in predicting e-commerce adoption and in other cases to validate its 
modifications such as e-Commerce Adoption Model (e-CAM), which is derived from the theoretical foundations of 
prior research in the theories of perceived risk as well as its predecessor [10]. Amongst the existing adoption theories, 
TAM notably appears as the most widely acknowledged amid e-commerce adoption scholars owing to the affluence of 
recent empirical evidence [11]. Several researchers have done extensive evaluation of the TAM variables as used in e-
commerce adoption. For instance, in virtual store consumer acceptance they have argued that perceived ease of use has 
a significant effect on perceived user-friendliness [12]. Hassanein and Head (2007) stated that highly-perceived ease of 
use affects highly-perceived user-friendliness in online shopping websites [13]. In addition, models have been 
generated of consumer acceptance of e-shopping such as, in Turkey for the intention of including factors not found in 
the classical TAM model, such as enjoyment, trust and quality of e-shopping, which determine behaviour, intentions 
and attitudes towards e-shopping [14]. TAM usage in e-commerce adoption comes with several strengths as well as 
weaknesses as expressed by various scholars. Hassan & Fatemeh (2011) have done an empirical study on determinants 
of electronic exchanges acceptance with a key emphasis of enhancing TAM with two extended variables namely trust 
and quality [15]. Using TAM they designed a comprehensive model for acceptance of electronic exchanges technology 
in textile industry. A research framework that was proposed by Gapar & Janatul (2011) offers an emphasis on TAM 
factors that contributed to the e-commerce acceptances [16]. 
A more sector specific TAM, TECTAM—Thai E-Commerce Technology Acceptance Model, demonstrates how e-
commerce adoption among SMEs can be approached in a wholesome manner in gaining knowledge on the adoption 
and use of e-commerce [17]. A further test of TAM in Australian regional communities SMEs context and their 
attitudes to and intentions to use e-commerce would be useful in an attempt to encourage adoption has been carried out 
by Wayne & Michelle, (2003) [18]. Elizabeth & Michael, (2002) extend the empirical study of TAM by evaluating 
extensively the main variables, Perceived Strategic Value and Adoption of Electronic Commerce [19]. Within E-
banking TAM along other models has been used as model to support the underpinning theories on the basis of strong 
theoretical bases, proven empirical supports, and applicability to wide range of IS innovation [20]. To further the usage 
of TAM, John et al. (2003) developed a framework that demonstrates the drivers of e-commerce success [21]. Despite 
TAM having substantial explanatory power, its major weakness is low descriptive richness that would allow researchers 
and managers to draw conclusion upon [22]. In addition to its failures, TAM relationships exhibits imperfections; there 
exists large deviation in the predicted outcomes in some researches with diverse examples of users and systems [23]. 
However, different variables have been implemented to modify TAM and consequently leverage on this weakness [24].  

4. CONCLUSIONS AND RECOMMENDATIONS 
TAM has demonstrated to be a key theoretical model in helping to understand and explain the use, behavior and atitude 
in e-commerce adoption. It has been evaluated in numerous empirical studies and reasonably verified to be of quality 
and to yield statistically dependable results used against other research tools. Understanding the essence of TAM can 
guide scholars to enhance the model and developers to plan diverse human interaction interfaces for diverse online 
clients, and as a result attain high e-commerce adoption. This study reviewed 25 studies to understand the past essence 



I nternational Journal of Application or I nnovation in Engineering &  M anagement (I JAI EM ) 
Web Site: www.ijaiem.org Email: editor@ijaiem.org 

Volume 4, Issue 1, January 2015              ISSN 2319 - 4847 
 

Volume 4, Issue 1, January 2015                                                                                    Page 48 

of TAM in e-commerce adoption. The authors discussed the major strengths of TAM as well as minor weaknesses that 
have led to various extensions.  
The authors found that TAM is the most frequently used model in predicting e-commerce adoption with most studies 
being carried out in developing countries. They also found TAM to be suitable in providing most statistically correct 
outcome in e-commerce adoption. In addition, the classical TAM deficits have been adequately catered for with various 
extensions that added the essential missing variables such as trust and quality as intervening variables. The authors 
recommend further study of TAM within other adoption areas such as green computing and cloud computing systems. 
This will offer comparative studies from diverse fields. 

REFERENCE 
[1] Davis, F, D. Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS 

Quarterly (September 1989), 319-340. 
[2] Legris, P, Ingham, J, and Collerette, P. Why do people use information technology? A critical review of the 

technology acceptance model. Information & Management, Vol. 40, No.3 (2003), 191. 
[3] Serenko, A, Bontis, N, and Detlor, B. End-user adoption of animated interface agents in everyday work 

applications. Behaviour & Information Technology, Vol. 26, No. 2 (2007), 119-132. 
[4] Taylor, S and Todd, P, A. Understanding information technology usage: A test of competing models. Information 

Systems Research, 6(2) (1995), 144-176. 
[5] Mathieson, K. Predicting user intentions: Comparing the technology acceptance model with the theory of planned 

behavior. Information Systems Research, 2(3) (1991), 173-191. 
[6] Pavlou, P, A and Fygenson, M. Understanding and predicting electronic commerce adoption:An extension of the 

Theory of Planned Behavior. MIS Quarterly, 30(1) (2006), 115-134. 
[7] King, W, R and He, J. A meta-analysis of the technology acceptance model. Information & Management, 43 

(2006), 745-755. 
[8] Eija, Korpelainen. Theories of ICT System Implementation and Adoption - A Critical Review. In Helsniki 2011 

(Aalto University 2011), ISBN: 978-952-60-4150-6, 1-57. 
[9] Lee, Y, K, A, Kozar, and K, R,T, Larsen. The Technology Acceptance Model: Past, Present, and Future. 

Communications of the Association for Information Systems (12)50 (2003), 752-780. 
[10] Jarvenpaa, S, L and Tractinsky, N. Consumer Trust in an Internet Store: A Cross-Cultural Validation. Journal of 

Computer-Mediated Communication 5 (2) (1999). 
[11] Morris, M, G and Dillon, A. How User Perceptions Influence Software Us. IEEE Software 14 (4) (1997), 58-65. 
[12] Chen, L, D, M, L, Gillenson, and D, L, Sherrell. Enticing Online Consumers: An Extended Technology 

Acceptance Perspective. Information & Management, Vol.39, No.8 (2002), 705- 709. 
[13] Hassanein, K and Head, M. Manipulating perceived social presence through the web interface and its impact on 

attitude towards online shopping. International Journal Human-Computer Studies, Vol.65 (2007), 689-708. 
[14] Eray, H, Ç and Veyse, l  Extending The Technology Acceptance Model For Adoption Of E-Shopping By 

Consumers In Turkey. Journal of Electronic Commerce Research, VOL 12, NO 2 (2011), 159-161. 
[15] Hassan, G and Fatemeh, A, M. An Empirical Investigation of the Determinants of UserAcceptance of Electronic 

Exchanges (Case Study: Buying and Selling Section of Active Companies of Iran's Textile Industry). International 
Journal of Marketing Studies Vol. 3, No. 2; URL: www.ccsenet.org/ijms (2011), 74-81. 

[16] Gapar, J and Janatul, A, A, A. The Role Of Technology Acceptance Model In Explaining Effect On E-Commerce 
Application System. International Journal of Managing Information Technology (IJMIT) Vol.3, No.3 (2011), 1-14. 

[17] Vasin, C and Chun, C, F. TECTAM: An Approach to Study Technology Acceptance Model (TAM) in Gaining 
Knowledge on the Adoption and Use of E-Commerce/E-Business Technology among Small and Medium 
Enterprises in Thailand. In E-commerce. In Tech, China, 2010. 

[18] Wayne, P and Michelle, R. Issues Faced by Small and Medium Enterprises (SMEs) and Their Take-Up of E-
commerce in Australian Regional Communities. We-B Centre & ECU, 2003. 

[19] Elizabeth, E, G and Michael, J, P. Perceived Strategic Value and Adoption of Electronic Commerce: An Empirical 
Study of Small and Medium Sized Businesses. In Proceedings of the 36th Hawaii International Conference on 
System Sciences (HICSS’03) (Hawaii 2002), 0-7695-1874-5/03 IEEE, 1-10. 

[20] Nahian, R, Shahria, A, and Nayeema, I. The Adoption of E-banking in Developing Countries: A Theoretical 
Model for SMEs. International Review of Business Research Papers Vol. 5 No. 6 (2009), 212-230. 

[21] John, P, W, Jeannette, M, W, Diatha, K, S, and Sarma, Y. Drivers Of E-Commerce/E-Business Success: 
Constructs, Antecedents & Moderators In Adoption Of Technology Enabled Products & Services. In Proceedings 
of the 41st International Conference on Computers & Industrial Engineering (Pretoria 2003), 924-929. 

[22] Yew-Siang, P and Uchenna, E, C. TAM vs. PCI: An Analysis on the Theoretical Model Parsimony and Robustness 



I nternational Journal of Application or I nnovation in Engineering &  M anagement (I JAI EM ) 
Web Site: www.ijaiem.org Email: editor@ijaiem.org 

Volume 4, Issue 1, January 2015              ISSN 2319 - 4847 
 

Volume 4, Issue 1, January 2015                                                                                    Page 49 

across Cultures. Communications of the IBIMA Volume 1, 2008 (2008), 200. 
[23] William, R, K and Jun, H. A meta-analysis of the technology acceptance model. Information & Management 43 

(2006), 740-755. 
[24] Shih-Chi, C, L, Shing-Han, and Chien-Yi, L. A Literature Review Recent Related Research In Technology 

Acceptance Model: Australian Journal of Business and Management Research Vol.1 No.9 (2011), 124-127. 
[25] Legris, P, Ingham, J, and Collerette, P. Why do people use information technology? A critical review of the 

technology acceptance model. Information & Management, Vol. 40, No.3 (2003), 191-203. 

AUTHORS 
Michael Nyoro1 received the BSc. Computer Science and Technology degree from Maseno 
University, 2005-2009 and currently MSc. IT student at Mount Kenya University, 2014-2015. During 
2005-2014, he has been the Head of Operations in Screenet Technologies Ltd. He has been involved in 
Online E-commerce development, ICT training and Open source software development. He is 
currently a Lecturer and mentor at MKU, Kenya 

 
Mr. John Wachira Kamau2 is a lecturer at Mount Kenya University. He holds a MSC. IT and is 
currently a PHD student at the University of South Africa (UNISA). He has strong interests in 
Databases, artificial intelligence, software engineering and information Systems. He has widely 
published and presented papers in conferences mostly on areas to do with Open Source Software 
adoption (OSS) 

 
Prof. Gregory W. Wanyembi3 (PhD) obtained his doctorate in management of ICTs from Delft 
University of Technology, The Netherlands, in 2002. He has published widely in the area of 
management and strategic utilization of ICTs in developing countries. He is engaged in several 
research projects and supervision of postgraduate students at both masters and PhD from different 
universities in Kenya. He is a reviewer of journal articles. He has been a senior lecturer at Masinde 
Muliro University of Science and Technology, Kenya and is a Professor at Mount Kenya University 

 
Dr. Waithaka Stephen Titus obtained his (PhD) in Management Information Systems from 
Kenyatta University in the year 2013, MSC. IT from EBS, UK, 2008 and Bsc. Information 
Technology from EBS, UK, 2005. He has research interests in inter-organizational system adoption, 
digital villages and internet access in rural areas especially in Kenya. He is the quality management 
coordinator and the deputy director (examinations), institute of open and distance learning at 
Kenyatta University 
 
Wilkister Atieno Dinda, is a lecturer at Mt. Kenya University in the department of  Information 
Technology. She holds a masters degree in management of Business Administration from the 
university of Nairobi, and BSC. Computer science from Kenyatta university, she’s a second year PHD 
student at the university of Nairobi, she has strong interest on software engineering, management 
information systems, accounting information systems and operations management. She has presented 
papers in various conferences on areas to do with managing information systems and strategy. 

  
     

 
 

  

 

  
  
 
 
 
 
 
 
 
 

    


