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Abstract 
Purpose: The purpose of this thesis is to study business clients’ technology acceptance 
of e-commerce within business-to-business in the work wear sector. In specific, develop 
and test a framework in order to analyze the antecedents of perceived usefulness and 
perceived ease of use behind business clients’ behavioral intention to the usage of e-
commerce. 
 
Problem: There is not sufficient research regarding industries and companies that are 
categorized as laggards (Del Aguila-Obra & Padilla-Melendez, 2006), and furthermore 
regarding clients’ technology acceptance in a business-to-business context (Doherty & 
Ellis-Chadwick, 2010). Actors within the work wear sector conduct their businesses in 
the most traditional way, with physical stores (Ekberg, Fraenkel, Gustavsson, Hamsten 
& Hedin, 2014). The question is whether this traditional way remain due to skepticism 
among the business clients’ and their level of technology acceptance. 
 
Method: A proposed framework is developed by the authors, adapted from Technology 
Acceptance Model (Venkatesh & Davis, 2000) and Diffusion of Innovation Theory 
(Rogers, 1983). This framework is tested through quantitative research, and more 
specific a questionnaire. Subsequently, the empirical data gathering is assembled, 
analyzed and concluded into a final proposed framework. 
 
Findings: The final proposed framework incorporates antecedents from the proposed 
framework, but also new influences that are identified in the empirical findings as 
relevant. These influences are Age, Gender, Experience and Compliance. Further, the 
antecedents presented in the final proposed framework are the following: Subjective 
norm/Opinion leaders, Job relevance/Compatibility, Output quality, Result 
demonstrability/Observability and Trialability.  
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1 Introduction 

The following chapter will introduce the choice of topic in order to create an 
understanding behind the concept of this thesis. A background is conducted, followed by 
arguments of why this certain sector is chosen. It further presents the problem statement 
behind the field of research, which leads to the purpose and the research questions. 
Lastly, the perspective is presented, together with certain delimitations and definitions. 
 
This is a thesis investigating technology acceptance towards e-commerce within 
business-to-business. The focus of the study is the acceptance among business clients 
who are categorized as laggards, i.e. late adopters of technology (Rogers, 1983), in 
order to enhance a deeper knowledge about these individuals. From an empirical point 
of view, businesses phasing the decision of whether to create an e-commerce solution 
can find this thesis of importance. Since e-commerce and the adoption of e-commerce 
has been broadly studied, a certain sector has been chosen in order to narrow the scope, 
namely the work wear sector. This sector is chosen due to its relevance and the 
contribution for the large group of people it concerns (Table 1.1). Further, this is an 
unexploited sector with regards to acceptance of technology, making it a sector of 
interest to analyze (Ekberg, Fraenkel, Gustavsson, Hamsten & Hedin, 2014).  

1.1 Background 

In today’s society it becomes more relevant for businesses to have an e-commerce and 
to be available on different channels (Weill & Woerner, 2013). Since the creation of the 
World Wide Web in 1991 by Sir Tim Berners-Lee, organizations have been applying 
new technologies using the Internet, wireless mediums and websites. The new 
technologies have opened up a world full of innovative opportunities and managers in 
traditional businesses have to decide if, and if so how, to apply the new electronic 
technologies. As the innovations in e-commerce are almost unlimited, organizations 
have to analyze the new mediums to make their businesses competitive and suitable for 
their customers (Chaffey, 2011). 
 
Kalakota and Whinston (1997) divide e-commerce into four different sectors: a 
communication perspective, a business process perspective, a service perspective and an 
online perspective. This thesis solely focuses on the online perspective, which is the 
process of online buying, selling and information sharing. The benefits of the online 
perspective of e-commerce are the unlimited availability, a broader range of goods and 
services offered, the speed of access, accessibility and reach outside of the domestic 
boarders (Chaffey, 2011). The reason for only including this perspective is because the 
focus of this thesis is entirely within the process of online buying and selling. It does not 
focus on workflows, cost cutting or electronic payment, which are components of the 
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other three perspectives. This decision is made to narrow the thesis because of the time 
constraints of this project and as this thesis regards business clients’ acceptance of e-
commerce. The online perspective is where companies interact with business clients. 
Most of existing research concerning the fields of technology acceptance, business-to-
business and e-commerce, have been conducted from the perspective of the company 
that implements an e-commerce, and further towards the supply chain (Ekberg et al., 
2014). Therefore, this thesis examines the technology acceptance from the retail side, 
i.e. the online perspective. Ultimately, this can result in a foundation for future research 
that can be applied to a larger organizational public. 
 
There has not yet been a consistency in research regarding the underlying factors about 
the adoption of e-commerce within business-to-business. Although various factors have 
been tested and proposed, uniformity among the different studies has not been found 
(Sila, 2013). Barua, Konana and Whinston (2004) propose that there are factors having 
direct or indirect output on implementation of e-commerce within business-to-business. 
These include customer process alignment, customer-side online information 
capabilities and customer readiness. Whereas Cho (2006) who studied the adoption of 
business-to-business within the textile industry claims that the firm’s size and perceived 
benefits, preventions and external pressure are significant factors affecting the decision 
of whether to implement an e-commerce. A third study, which was conducted for the 
purpose of small and medium-sized firms, identify that both internal and external 
environmental variables influence whether or not e-commerce is realized. Factors found 
to be of importance are perceived advantage, competitive pressure and the extent of 
communication with similar firms (Chong & Pervan, 2007).  
 
However, extensive research has enlightened that Technology Acceptance Model 
(TAM) constantly clarifies a significant percentage of the alteration in usage behavior 
and intention towards technology acceptance. The model also compares satisfactorily 
with similar models such as Theory of Reasoned Action (Fishbein & Ajzen, 1975) and 
Theory of Planned Behavior (Ajzen, 1991). TAM suggests that the behavioral intention 
of an individual is determined by two factors, namely perceived usefulness and 
perceived ease of use (Venkatesh & Davis, 2000). Perceived usefulness encompasses 
the extent of how an individual perceives a technology to enhance job performance. 
Perceived ease of use enlightens the extent of how an individual perceives a technology 
to be free of effort. These two factors later affect the behavioral intention to use the 
technology (Venkatesh & Davis, 2000). The model has furthermore been applied in 
research about intention behind online shopping and the adoption of e-commerce (Lee, 
Hsieh & Hsu, 2011).  
 
As mentioned, previous research within the field of e-commerce has primarily focused 
on the management of the organizations developing an e-commerce solution. The 
discoveries often emphasize the importance of the management being ready for and 
embracing the new technology in order to achieve a successful implementation (Richey, 
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Tokman & Skinner, 2008; Parasuraman, 2000). However, the clients in a business-to-
business context have not been sufficiently analyzed in order for management to 
conclude appropriate strategies (Doherty & Ellis-Chadwick, 2010). Chaffey (2011) 
argues that the clients are important to take into account when examining the level of 
adoption of an e-commerce, hence the focus of this thesis. 

1.1.1 Choice of sector 

As with every innovation, society’s adaptation to e-commerce has gone through an 
adjustment phase during the past years. The Diffusion of Innovation Theory (Rogers, 
1983) states five different adopter categorizations: innovators, early adopters, early 
majority, late majority and laggards (Appendix 1). Most research conducted about e-
commerce within business-to-business has focused on industries with a broad e-
commerce implementation, which identifies the sectors and the companies as early 
adopters. The banking industry is one example of an early adopter of e-commerce 
(Blount, Castleman & Swatman, 2003). However, research regarding industries and 
companies that are late adopters or laggards are almost non-existent (Del Aguila-Obra 
& Padilla-Melendez, 2006).  
 
The work wear sector is far behind other sectors concerning the digital era and the 
implementation of e-commerce (Ekberg et al., 2014). The Diffusion of Innovation 
Model (Appendix 1) places the work wear sector in either the late majority or the 
laggards’ category. Furthermore, limited research has been made within the work wear 
sector with regards to technology acceptance; hence this sector is of interest to analyze. 
The thesis written by Ekberg et al. (2014) emphasizes the work wear sector as a great 
opportunity and as an undiscovered market, both theoretically and empirically. 
Moreover, their thesis focuses on the programming and technical development of an e-
commerce, which leaves plenty of room for research directed to other questions of 
interest and importance.  
 
After extensive search on both Google Scholar and Primo, different combinations of 
work wear, Technology Acceptance Model, Diffusion of Innovation Theory, e-
commerce and business-to-business have been used to find relevant research within this 
field. As no applicable results have been found, other than Ekberg et al. (2014), it could 
be claimed that this sector has not been investigated sufficiently in earlier research.  
 
The work wear sector is still quite traditional with mostly physical stores and with the 
main focus on customer relationships, personal interaction, price and place, rather than 
on marketing communications (Kajraluoto, Mustonen & Ulkuniemi, 2015). Few actors 
in this sector have an e-commerce and there are considerably much space for 
improvement and development (Ekberg et al., 2014). Therefore, this sector has a vast 
opportunity to develop an extension and apply the existing knowledge to also succeed 
online. As of today, the availability, the accessibility and broader range of products are 
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the retail work wear sector’s strengths in the physical stores. An e-commerce for this 
sector therefore needs to be an extension of the physical stores that increases 
accessibility and value for the clients. 
 
Moreover, the business clients within this sector have not been studied sufficiently in 
research (Ekberg et al., 2014).  Most of the clients within the work wear sector are 
construction workers, property caretakers, warehouse workers and broadly speaking 
those in need of protecting and durable work wear. According to a study made by 
Statistiska Centralbyrån (2014) in Sweden, more than two million laborers are in need 
of work wear or protecting equipment in their professional role (Table 1.1). This makes 
the work wear sector an enormous client base and a sector of interest to analyze. The 
conducted research of this thesis can therefore bring general information and knowledge 
applicable to a vast target group. Furthermore, the two million laborers are not only of 
interest to this specific sector as they are represented in other sectors as well. Hence, 
knowledge about their behavior and adoption to e-commerce can be of importance in 
other settings, and not only as clients purchasing work wear. In addition, as the target 
group is categorized as laggards (Rogers, 1983), the result of this research can provide 
general knowledge and insights of the behavior and technology acceptance of laggards 
as a general group in society and in a business-to-business context. 

Industry Total 

A. Agriculture, forestry and fishing 100 564 

B. Mining and quarrying 9 579 

C. Production 554 756 

E. Water supply; sewerage, waste management and remediation 21 378 

F. Construction 322 446 

G. Trade; repair of motor vehicles and motorcycles 566 954 

H. Transportation and warehousing 224 906 

N. Rental, property services, travel services and other support services 253 575 

Total 2 054 158 

Table 1.1 Employed by industry (Statistiska Centralbyrån, 2014) 

1.2 Problem statement 
There is not sufficient research regarding industries and companies that are categorized 
as laggards (Del Aguila-Obra & Padilla-Melendez, 2006), and furthermore regarding 
clients’ technology acceptance in a business-to-business context (Doherty & Ellis-
Chadwick, 2010). Actors within the work wear sector conduct their businesses in the 
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most traditional way, with physical stores (Ekberg et al., 2014). The question is whether 
these traditional ways remain due to skepticism among the business clients’ and their 
level of technology acceptance. 
 
The world of e-commerce is interesting to study due to numerous reasons. Primarily, it 
is still a quite new way of how to conduct business; the technology is constantly 
evolving and has already come far since it emerged (Chaffey, 2011). Even though 
Internet and e-commerce fall within the interest of many, there is a lack in research 
about the adoption and the intentions to use e-commerce (Sila, 2013; McAfee, 2006). 
 
As mentioned, the society has gone through an adoption process to e-commerce during 
the past years. Further, the Diffusion of Innovation Theory (Rogers, 1983) places the 
work wear sector in either the late majority or the laggards’ category, since this is a 
sector that not consists of organizations with well developed digitalization strategies 
(Ekberg et al., 2014). Common for the two groups are that they are traditionalists and 
skeptical; innovations are not welcomed until others have tried it first (Rogers, 1983). 
However, even though the organizations and the whole sector are late adopters, this 
does not have to apply to the private life of the concerned individuals. Hence, it is of 
interest to investigate what the technology acceptance looks like.  
 
The work wear sector is, as mentioned, mainly focused on commerce through physical 
stores. The underlying cause can understandably be that the business and the client 
value the personal interaction. Products and equipment differs between industries and 
work tasks, and the knowledge of the store employees is therefore of importance when 
making a purchase decision. Employee competence and personal relationships are 
factors that increase customer loyalty (Kajraluoto, Mustonen & Ulkuniemi, 2015), and 
factors that are difficult to implement with an e-commerce. Hence, it can be of value to 
analyze what motivates the business client to choose the online platform where there is 
less personal interaction. As the general trend regarding shopping habits is shifting 
towards online purchasing (Morse, 2011), it would be of interest to know whether the 
work wear sector can follow the same trend. Hopefully, this research can in the future 
contribute to assist organizations when extending their businesses with an e-commerce 
solution. 
 
Existing literature reveals that the business-to-business field, technology acceptance and 
e-commerce have been well studied in previous research. However, the existing 
research concerning these fields have primarily been conducted from the management 
perspective of the company that implements an e-commerce, and moreover towards the 
supply chain and not towards the customers (Ekberg et al., 2014). Even though research 
has been conducted about technology acceptance, the findings are still inconsistent and 
there are room for an extension to enlighten the factors behind e-commerce adoption 
and the usage intentions (Sila & Dobni, 2012; McAfee, 2006; Raisinghani & Meade, 
2005). The results of this thesis can hopefully bring further clarity about the factors 
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behind e-commerce adoption and technology acceptance, especially with regards to 
laggards within business-to-business.  

1.3 Purpose 

The purpose of this thesis is to study business clients’ technology acceptance of e-
commerce within business-to-business in the work wear sector. In specific, develop and 
test a framework in order to analyze the antecedents of perceived usefulness and 
perceived ease of use behind business clients’ behavioral intention to the usage of e-
commerce. Hence, the following research questions: 

RQ 1: What does the technology acceptance and the use of e-commerce look like within 
the work wear sector? 
 
RQ 2: In a proposed framework, which antecedents are considered important among 
business clients regarding their perception of technology acceptance and further their 
behavioral intention to use e-commerce in the work wear sector? 
 
Keywords: Behavioral Intention, Business Clients, Business-to-Business, Diffusion of 
Innovation Theory, E-commerce, Technology Acceptance, Work Wear Sector  

1.4 Perspective 

The thesis is written from the perspective of business clients of retailers within the work 
wear sector. In specific, business clients are referred to the businesses’ employees who 
actually are the ones to purchase the work wear. This perspective is selected for two 
reasons. Firstly, the aim is to contribute with important information in order for 
researchers to conduct further analysis regarding this field or to apply the results to 
other fields. The second reason is to provide valuable information to the business 
management of organizations planning to develop an e-commerce. Hence, focus is to 
analyze business clients to discover their acceptance of technology, what is perceived as 
ease of use and useful when it comes to e-commerce.  

1.5 Definitions 

Following concepts are used throughout this thesis. In order to clarify for the readers 
and reduce the risk of misunderstandings, the definitions behind the concepts are 
brought forward in this section. 

Business clients   
Business clients in this thesis are the employees of the businesses who purchase work 
wear from the retailer. The business itself normally initiates the agreement with the 
retailer, but is not responsible for the following in-store purchases. Instead the 
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employees of the business are the ones who enter the retailer’s store to purchase their 
own work wear (Peterson, 2016). Thus, employees are the ones the thesis refers to when 
business clients are mentioned.  
 
Purchase 
When employees make their purchases from a retail store, the purchase does not include 
money transfer. Instead this includes the placing and pick up of orders (Peterson, 2016).   
 
E-commerce  
E-commerce is referred to an online platform where the employees purchase their work 
wear. Hence, the thesis views e-commerce through an online perspective (Kalakota & 
Whinston, 1997). In this thesis, online shopping and to shop online are used as 
alternative expressions to the concept of e-commerce usage.   
 
Antecedents 
An antecedent is defined as a preceding circumstance (Dictionary, 2016). In this thesis 
antecedents are referred to preceding circumstances of Perceived usefulness and 
Perceived ease of use. An alternative expression that is used throughout the thesis is 
“factor”.  

1.6 Delimitations 

To limit the research, focus is on the retail side of business-to-business, meaning 
transactions towards the business clients. This delimitation is made since different 
approaches of business-to-business are defined. Manufacturers that sell to retailers and 
businesses that both manufacture products and sell directly to the end consumers 
(Castleberry & Tanner, 2014) are therefore excluded. The choice of the retail side is due 
to an existing interest among the authors, lack of sufficient research and the potential 
development within the market.  
 
Delimitation is also made with regards to e-commerce. The thesis solely focuses on the 
online perspective, where products and services are sold over the Internet (Kalakota & 
Whinston, 1997).  
 
These delimitations are seen necessary due to the overall broad and previously 
researched topics. Also time constraints have to be taken into consideration. Further, 
these delimitations create a possibility to compare and analyze businesses that are more 
equivalent.   
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2 Frame of Reference 

This part will enlighten previously conducted research within relevant fields of study. 
The two models that will be used in this research are introduced; Technology 
Acceptance Model and Diffusion of Innovation Theory, followed by a proposed 
framework for this thesis. Existing literature will be described in order to explain the 
theory behind these models and how they will be applicable for the proposed framework 
and the chosen sector.  

2.1 E-commerce 

The concept of e-commerce is often associated with the buying and selling of products 
online: which simply means the purchases done by using the Internet. However, e-
commerce is a much wider phenomenon that includes all electronic exchanges of 
information between a business and its external stakeholders (Laudon & Traver, 2015). 
Electronic exchanges of information refer to financial transactions, customer request for 
further information and all other services that are dealt with electronically. These 
transactions either refer to the buy-side of e-commerce or sell-side of e-commerce. 
Management needs to measure the influence of e-commerce on the marketplace and the 
business to reveal the benefits. What are the drivers that change client and business 
behavior? How should the business respond? How much should be invested? What are 
the main concerns and how quickly do the business react to the demand? Answering 
these questions is a crucial point for the success of implementing e-commerce. An 
important fact is that e-commerce should not function in isolation; instead it should be 
integrated with additional channels such as face-to-face, direct mail and telephone 
communication to be most efficient (Chaffey, 2011).   

When considering the sell-side of e-commerce, it does not as mentioned only implicate 
online sales. There are four main web sites of sell-side e-commerce, all with different 
objectives and suitable for altered markets. These types of online presence can work in 
isolation, as well as in combination to best suit the market in focus (Chaffey, 2011). The 
first one is the transactional e-commerce site. The transactional site empowers purchase 
of products or services online. The transactions from sales are the main contribution of 
the site. However, the site also provides customers with information for offline sales. 
Here retail sites, travel sites and online banking services are in focus. Second is the 
service-oriented relationship-building web site. Main contribution here is to provide 
information to encourage offline purchase and build relationships with current or 
potential customers. Products or services may not be available for online purchases; 
instead these web sites emphasize to provide information and e-newsletters to stimulate 
purchase decisions. Value is also added to existing customers through detailed 
information to support them outside the physical stores. Third is the brand-building site. 
This site is common for low-value, high-volume fast-moving consumer goods to 
contribute with an experience for the customer to support the brand. As for the service-
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oriented relationship-building web site, products or services are not usually available for 
online purchases. This site has the main goal to provide an online experience of the 
brand. Lastly is the portal, publisher or media site. Portal in this context means gateway 
of information. This information may be found on the site or through diversion to other 
sites. The main contribution is to support with information, entertainment or news of a 
variety of topics. The site can generate revenue in a variety of ways, involving 
commission-based sales, sales of customer data and most important advertising. Social 
networks are included in this category as they are mainly advertising-supported 
(Chaffey, 2011).  
 
In order to know which online presence is most suitable for a company, management 
has a few questions that need to be answered that are mentioned above. Marketing 
research should be conducted to formulate an appropriate strategy. The current level of 
adoption of e-commerce amongst customers and competitors is also an important factor 
that needs to be taken into account, both in the sector of presence as well as other 
sectors (Kalakota & Whinston, 1997).  

2.2 Business-to-business e-commerce 

The start of business-to-business e-commerce began in the 1990’s and has thereafter 
evolved rapidly. This revolution developed from a global change towards a larger extent 
of internationalization, which was not longer feasible to achieve with the traditional way 
of procurement, and from the digitalization trend (Wise & Morrison, 2000). In 2012 
sales through business-to-business e-commerce reached 5.5 trillion USD globally and is 
estimated to reach 12 trillion USD by 2020 according to a study made by the Frost & 
Sullivan Visionary Research Group (Vidyasekar, 2014). The study further reveals 
several reasons behind the increasing pressure on organizations to extend their 
businesses with online sales, including growing expectations from others as well as a 
rising interest for purchasing products online. Even though business-to-business e-
commerce has gone through a major development during the past years, it still covers 
only a small part of the total sales. Renowned American marketing managers within 
business-to-business expected e-commerce to correspond to 10% of the total sales in 
2015 according to the CMO Survey Report (Mooman, 2014), which means that there is 
a large development potential.  

According to Grewal, Comer and Mehta (2001) organizations are adapting to e-
commerce in three different ways: exploration state, expert state and passive state. In 
the exploration state the businesses are trying to implement the digitalization by 
allocating resources in order to achieve the new necessities. Expert state refers to 
organizations that already have achieved a successful implementation of e-commerce. 
Lastly, the passive state regards businesses that are unsure of whether to apply an e-
commerce, and are experimenting their way into implementation with the idea of the e-
commerce being a complement to their core business in the future. The passive state 
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would apply for the organizations within the work wear sector. As mentioned, the core 
business is the physical stores and most actors within the sector are planning to keep it 
that way, developing an e-commerce as a supplement (Ekberg et al., 2014). Research 
has further divided organizations into four groups of various uses of e-based 
technologies. These four groups are traditionals, e-sellers, e-purchasers and e-
integrators. Traditionals are the ones least adapting technology, whereas on the other 
hand, e-integrators are well-developed businesses having both suppliers and customers 
integrated with their e-commerce (Cagliano, Caniato & Spina, 2003). Furthermore, 
when Lefebvre, Lefebvre, Eliaa and Boeck (2005) explored business-to-business e-
commerce adoption, two categories were determined: adopters and non-adopters. As for 
the non-adopters, organizations were discovered to go through two phases in their 
adoption where a non-existing interest could be discovered in the first phase. In the 
second phase the organizations attempt towards planning an implementation of e-
commerce. As mentioned, the work wear sector is categorized as laggards according to 
the Diffusion of Innovation Theory by Rogers (1983), and would fit into the non-
adopters category according to Lefebvre et al. (2005), positioned in the second phase of 
adoption.   

2.3 Technology Acceptance Model 

As of today most people have adapted to the use of Internet in their personal life and 
also within their profession. However, there are sectors, e.g. the work wear sector, still 
fully not accepting the Internet, e-commerce and the continuously digital development 
(Ekberg et al., 2014). In order to discover these people’s intention to use e-commerce 
and to further use it as a platform to purchase products, one can use certain theoretical 
models. What has been seen to be a useful model when analyzing people’s intention to 
shop online is Technology Acceptance Model (Zubaidi & Al-Alnsari, 2010; Ha & Stoel, 
2009). This model has been favored from both theoretical and empirical studies 
(Venkatesh & Davis, 2000). Hence, since the purpose of this thesis is to study business 
clients’ technology acceptance of e-commerce within business-to-business in the work 
wear sector, the Technology Acceptance Model can be seen as relevant. 

Technology Acceptance Model, further referred to as TAM, has been revised several 
times. The two variables that constitute the original model, TAM 1 (Figure 2.1), are 
perceived usefulness and perceived ease of use. Perceived usefulness defines to what 
extent the individual believes that an e-commerce will improve one’s job performance. 
The second variable, perceived ease of use, explains the level of effortlessness the 
individual perceives by using the technology (Venkatesh & Davis, 2000). The model 
enlightens the effects of possible external variables, such as training/education and 
system characteristics, to be of importance for the intentions to use the technology. The 
external variables are presumed to affect the characteristics of perceived usefulness and 
perceived ease of use. Subsequently, perceived usefulness can be affected by perceived 
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ease of use since, all else being equal, that is a factor leading to the usefulness of the 
technology (Venkatesh & Davis, 2000). 
 

 
 

Figure 2.1: Technology Acceptance Model (Venkatesh & Davis, 2000) 
 
Later, Venkatesh and Davis (2000) made an extension of Technology Acceptance 
Model. TAM 2 (Figure 2.2), as the model is referred to, is built on the original TAM 
model but with further theoretical concepts incorporated. These are social influence 
processes and cognitive instrumental processes. Social influence processes incorporate 
subjective norm and voluntariness; while the cognitive instrumental processes 
encompasses job relevance, output quality, result demonstrability and perceived ease of 
use (Venkatesh & Davis, 2000). 
 
When testing their theories Venkatesh and Davis (2000) reached an understanding that, 
as in previous research, perceived usefulness was a significant factor of intention to use 
the technology. A strong secondary factor was perceived ease of use. Both perceived 
ease of use and demonstrability were seen to have substantial impact on intention across 
all studies made. 
 
TAM 2 also stated that the direct results of subjective norm underlying intention are 
most significant prior to the development and later decrease as user experience grows. 
Furthermore, it has been revealed that subjective norm has a noteworthy impact on 
intention to use in mandatory settings, but not as extensive in voluntary settings. The 
direct compliance effects of subjective norm are presumed to operate when a person 
feels that a social actor wishes this individual to behave in a certain manner and that this 
behavior can be rewarded if complied but also punished if not. A voluntary setting is 
instead defined as “the extent to which potential adopters perceive the adoption decision 
to be non-mandatory” (Venkatesh & Davis, 2000, p. 188).  
 
Job relevance, output quality and result demonstrability are further sub categories that 
do not become affected as experience increases. Thus, they remain equally important as 
prior to the development (Venkatesh & Davis, 2000). 
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Figure 2.2: Technology Acceptance Model 2 (Venkatesh & Davis, 2000) 
 
TAM 3 (Figure 2.3) was later developed by a combination of TAM 2 and a model 
conducted by Venkatesh (2000) regarding different possible anchors behind perceived 
ease of use. As early as year 2000, Venkatesh claimed that individuals’ perception of 
perceived ease of use, within the Technology Acceptance Model, forms from the 
individuals’ general beliefs concerning computers and the use of computers. These 
anchors underlying the individuals’ general opinions are computer self-efficacy, 
computer anxiety, computer playfulness and perceptions of external control or 
facilitating conditions. Venkatesh also theorized two system characteristics to be of 
importance in determining perceived ease of use at the point in time when individuals 
have gained experience of the technology. These are defined as perceived enjoyment 
and objective usability (Venkatesh, 2000). 
 
Findings enlightened regarding perceived usefulness in TAM 3 were consistent with the 
previous model, TAM 2. Subjective norm, image, result demonstrability, job relevance 
and output quality were all significant predictors behind perceived usefulness. Similar, 
subjective norm diminished as experience increased while image continued to play an 
important role (Venkatesh & Bala, 2008).  
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Figure 2.3: Technology Acceptance Model 3 (Venkatesh & Bala, 2008) 
 

2.4 Diffusion of Innovation Theory 

The first version of Diffusion of Innovation Theory was published in 1962 by professor 
Everett Rogers, and has now progressed into a fifth edition. This theory attempts to 
clarify how society adapts to new technology and innovation and has been broadly used 
when analyzing IT adoption throughout the years (Sila & Dobni, 2012). Diffusion of 
Innovation Theory has also been frequently used in previous research together with 
TAM when analyzing factors behind technology acceptance and adoption (Zhu, 
Kraemer & Xu, 2003). Five key factors are of importance in the Diffusion of 
Innovation’s Adoption Process (Appendix 2), which express the perceived 
characteristics of the innovation that lead to a persuasion to use the new innovation. 
These five factors are relative advantage, compatibility, simplicity and ease of use, 
trialability and observable results (Rogers, 1983). Some of these factors are also found 
in TAM and is further explained below.  

Rogers’s theory expresses five categories with different adoption attitudes: innovators, 
early adopters, early majority, late majority and laggards (Appendix 1). According to 
this theory, diffusion is the process by which an innovation is transferred among 
different cultures, which varies among the five categories. Innovators and early adopters 
are as the names reveal receptive to new technologies. They are characterized with a 
high social status, sufficient financial resources and are well educated. The separating 
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fact is that early adopters are more risk-averse than innovators, which demands more 
apparent benefits before a commitment takes place. Due to the characteristics of these 
two categories, they are often seen as influencers and leaders, whose opinions progress 
to next category, the early majority. This category is even more risk-averse and sensible 
to costs, and they demand more evidence of actual benefits of a new technology, where 
the most crucial factor for adoption is simplification. In common for the remaining two 
categories, late majority and laggards, are that they are traditionalists and skeptical. 
Their main drive for adoption is to avoid becoming outcasts, hence they only adapt to 
innovations after the majority of society already has (Rogers, 1983). The work wear 
sector is as mentioned not well developed with regards to technology and e-commerce 
and fits into the late majority or laggards category. Therefore, this theory in 
combination with TAM can provide valuable insights to the underlying causes. 

The adoption and spread of an innovation are influenced by five key factors (Appendix 
2), where the first one is relative advantage. In order for an innovation to be accepted by 
new users it needs to possess superior advantages compared to the current solution, e.g. 
economic advantage or increased social status. Secondly, the compatibility with the 
adopters’ existing values and needs must be enhanced in order for the adoption of an 
innovation to be considered. Simplicity and ease of use is the third factor, which means 
that the new solution should be easier to understand and practice to be of interest. 
Lastly, trialability and observable results are further crucial factors in the adoption 
process. If the user can try the innovation and if satisfactory results can be observed 
before a purchase occurs, the innovation would be accepted more rapidly. This theory 
can be applied to both individuals and organizations, and research has shown that there 
are three factors that are especially important for them both with regards to the level of 
adoption. First of all is the motivation to change, if an adequate motivation is present 
the individual/organization will make the necessary adjustments. Thereafter comes the 
compatibility with existing values and needs, and the observable results (Rogers, 1983). 

Furthermore, the Diffusion of Innovation Theory consists of five main elements; 
innovations, adopters, communication channels, time and social system (Rogers, 1983). 
The process of diffusion is conducted in five decision-making stages that lead to 
adoption when successful. The five stages are knowledge, persuasion, decision, 
implementation and confirmation (Appendix 2). In the first stage there is a lack of 
information about the innovation and the user has not been motivated to further 
exploration. However, in the persuasion phase an interest has aroused and the user takes 
the initiative to gain further information. In the decision phase the user weighs the pros 
and cons of the innovation in order to reach a conclusion. If a decision to adopt is made, 
the user thereafter implements the innovation and makes further evaluations. Lastly, in 
the confirmation stage the user determines whether to continue to use the innovation 
(Rogers, 1983). 
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2.4.1 Adoption strategies 

Social systems can be of certain interest when analyzing what factors that influence the 
degree of adoption. For the late majority and laggards, interpersonal communication 
plays an important role in the adoption process. Since these groups are highly sensitive 
to risk, they often seek proof of the innovation’s quality and therefore listen to the 
opinions of others (Rogers, 1983). As mentioned, innovators and early adopters are 
often perceived as opinion leaders and their opinions matter more to the remainders of 
potential adopters than the opinions from mass media. Demonstrated in the Bass 
Forecasting Model (Figure 2.4), external influence is central in the initial adoption 
phase, e.g. when an innovator becomes influenced by the latest technology trend 
communicated by mass media. As time passes, the importance of external influences 
decline and the internal influences become more crucial, e.g. when a member of the 
early majority recommends the new technology to a laggard (Mahajan, Muller & Bass, 
1990).  

 

Figure 2.4: Bass Forecasting Model (Mahajan, Muller & Bass, 1990) 

Research by Mahajan et al. (1990) and Rogers (1983) show other influencing factors 
and strategies that can be implemented when dealing with the late majority and 
laggards. For the first mentioned category it is important to realize the key message that 
should be communicated, and that is social beliefs rather than product features. The late 
majority is more influenced by the knowledge that others have perceived the innovation 
necessary rather than being informed about a beneficial product feature.  Furthermore, 
the late majority is afraid of being left out, which provides the opportunity to stress the 
potential risk of this consequence if not adapting to the new innovation. Laggards are 
even more concerned for the risks of change and should therefore be given as much 
control over the adoption process as possible. Another crucial factor is to clearly 
demonstrate how other laggards have been beneficial of the new innovation (Rogers, 
1983). 
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2.5 Summary of theories 

There are studies suggesting a combination of Technology Acceptance Model and 
Diffusion of Innovation Theory in order to define employees’ acceptance towards 
technology and especially their intentions to use e-commerce (Cheung & Vogel, 2012; 
Lin, 2007). Lee, Hsieh and Hsu (2011), the authors behind the article “Adding 
Innovation Diffusion Theory to the Technology Acceptance Model: Supporting 
Employees’ Intentions to use E-Learning Systems”, examine the relationship between 
Technology Acceptance Model and Diffusion of Innovation Theory. The study uses 
Diffusion of Innovation Theory’s five factors, relative advantage, compatibility, 
complexity, trialability and observability, as background theory and consequently uses 
antecedents that affect perceived ease of use, perceived usefulness and behavioral 
intention in TAM. Similar to Lee, Hsieh and Hsu’s study (2011), the suggested 
framework in this thesis is a combination of Technology Acceptance Model and 
Diffusion of Innovation Theory. However, antecedents behind perceived ease of use, 
perceived usefulness and behavioral intention as theorized in TAM are not merely 
incorporated from Diffusion of Innovation Theory. Instead an extract consisting of both 
antecedents from TAM and Diffusion of Innovation Theory is conducted, in order to 
adopt a framework that is applicable to the chosen sector in this study. 

2.6 Introduction to a proposed framework 

The framework proposed by the authors of this thesis uses TAM as a foundation where 
perceived ease of use, perceived usefulness and behavioral intention are the succeeding 
consequences. The reason why using TAM as the foundation of the proposed 
framework and not Diffusion of Innovation Theory, is due to the fact that TAM is 
especially founded to enlighten factors’ importance behind the intention to use a system, 
which also is what this study wish to clarify (Venkatesh & Davis, 2000). However, 
since Diffusion of Innovation Theory incorporates interesting claims regarding people 
who can be seen as late majority or laggards, the authors of this thesis find it noteworthy 
to merge the findings from this model to analyze its impact on this certain sector. 
 
The proposed antecedents are Subjective norm/Opinion leaders, Job 
relevance/Compatibility, Output quality, Result demonstrability/Observability, 
Trialability and Computer anxiety. The authors theorize these to be antecedents to 
perceived usefulness and perceived ease of use and consequently factors affecting 
behavioral intention. Behavioral intention is incorporated within Technology 
Acceptance Model and expresses the intention behind the use of a certain technology 
(Venkatesh & Davis, 2000) and in this thesis the intention to purchase work wear 
online. Venkatesh and Davis (2000) also theorize experience to be a factor that 
influences antecedents’ importance during time. However, since it is not established 
how experience will affect these antecedents in this sector, it will not be incorporated in 
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the proposed model. Instead, the factors can later be analyzed and tested towards the 
level of experience in order to discover a possible correlation.  
 

 
 

Figure 2.5: Proposed Framework adapted by Bjursten, Classon & Steen (2016) from 
Venkatesh & Davis (2000) and Rogers (1983) 

 

2.6.1 Developed hypotheses for proposed framework 

According to TAM, the usage of a certain system is determined by an individual’s 
behavioral intention, which is previously determined by the individual’s attitude 
regarding the system (Zubaidi & Al-Alnsari, 2010). Behavioral intention is constituted 
by two factors, namely perceived usefulness and perceived ease of use. As claimed 
across different studies, perceived usefulness has shown to exhibit a more consistent 
effect on behavioral intention than perceived ease of use (Venkatesh & Davis, 2000). 
However, the antecedents behind perceived usefulness and perceived ease of use have 
shown different weight in different studies.  
 
Below are the antecedents the authors argue to be of relevance for the topic of interest 
and further introduced in the proposed framework. Furthermore, alternative hypotheses, 
H1, are stated that later are tested in the empirical findings.  
 
1. Subjective norm/Opinion leaders 
The first antecedent underlying perceived usefulness is theorized to be Subjective 
norm/Opinion leaders. Subjective norm, which is incorporated into social influences, 
can be described as a “person’s perception that most people who are important to him 
think he should or should not perform the behavior in question” (Fishbein & Ajzen, 
1975, p. 302). Thus, a person might perform a certain behavior even if this person does 
not believe it to be favorable. Subjective norm can be connected to opinion leaders and 
further early adopters influences within Diffusion of Innovation Theory. Their opinions 
often matter more to the remainders of potential adopters than the opinions from mass 
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media (Mahajan, Muller & Bass, 1990). Hence, since the business clients are claimed to 
be laggards, the authors of this thesis believe Subjective norm/Opinion leaders to have 
an interesting effect on business clients’ perceptions of e-commerce.  
 
H1: Subjective norm/Opinion leaders is considered important among business clients, 
hence has a mean above 3,0, regarding the perceived usefulness and further their 
behavioral intention to the use of an e-commerce. 
 
2. Job relevance/Compatibility 
Job relevance is seen as a concept incorporated within TAM and further defined as how 
applicable the technology is perceived as, by an individual in one’s profession. 
Venkatesh and Davis (2000) suggest Job relevance to be a factor with direct effect on 
perceived usefulness. Compatibility, which is found in Diffusion of Innovation Theory, 
is theorized by the authors to be similar to Job relevance. Both factors encompass the 
importance behind an individual’s perceived relevance of using a system. It claims that, 
in order for an individual to adopt an innovation the Compatibility with the adopters’ 
existing values and needs must be enhanced in order for the adoption to be considered 
(Rogers, 1983). These are regarded as significant contributors since they demonstrate 
the relevance of technology within the work wear sector. 
 
H2: Job relevance/Compatibility is considered important among business clients, hence 
has a mean above 3,0, regarding the perceived usefulness and further their behavioral 
intention to the use of an e-commerce. 
 
3. Output quality 
A relating element to Job relevance/Compatibility is Output quality. Output quality 
considers how satisfactory the technology can execute the tasks. Since this factor can be 
superior to Job relevance it can be regarded as an important factor to merge even in this 
context (Venkatesh & Davis, 2000). 
 
H3: Output quality is considered important among business clients, hence has a mean 
above 3,0, regarding the perceived usefulness and further their behavioral intention to 
the use of an e-commerce. 
 
4. Result demonstrability/Observability 
Another influence that is included in the model is Result demonstrability from TAM, 
which also can be found in Diffusion of Innovation Theory as Observability. The reason 
to incorporate Result demonstrability is due to the fact that it is claimed to be more 
important over and above both Job relevance and Output quality. Venkatesh and Davis 
(2000) enlighten the significance for individuals to be able to attribute explicit gains 
given from using a technology and have found a positive relationship between Result 
demonstrability and perceived usefulness. It can be of interest to analyze its relevance 
within the work wear sector. Rogers (1983) also theorizes that if satisfactory results can 



 

 

19 

be observed before a purchase occurs, the innovation is accepted more rapidly, which 
can be a crucial aspect in order to intensify the usage within the work wear sector.  
 
H4: Result demonstrability/Observability is considered important among business 
clients, hence has a mean above 3,0, regarding the perceived usefulness and further 
their behavioral intention to the use of an e-commerce. 
 
5. Trialability 
The authors also claim two factors to influence perceived ease of use, Trialability and 
Computer anxiety. The first factor, Trialability, is found within Diffusion of Innovation 
Theory. As laggards are highly risk-averse and often seek proof of the increased 
benefits of a new technology, Trialability is especially important in the adoption for this 
category. When a trial opportunity is given, the user feels more in control over the 
situation, which Rogers (1983) states is an important factor in the process. Since the 
chosen sector consists of laggards, the authors find Trialability to be a crucial factor that 
might influence and improve the technology acceptance. Furthermore, since individuals 
learn about the system in advance they may regard it as easy to use at an earlier stage. In 
addition, Lee, Hsieh and Hsu’s (2011) enlightened in their study that they could find a 
positive influence between Trialability and perceived ease of use. Hence, this thesis 
elaborates whether the same findings are applicable in the work wear sector. 
 
H5: Trialability is considered important among business clients, hence has a mean 
above 3,0, regarding the perceived ease of use and further their behavioral intention to 
the use of an e-commerce. 
 
6. Computer anxiety 
The final factor that is merged as an antecedent to perceived ease of use is Computer 
anxiety, which is expressed as the degree of actual fear an individual perceive by having 
to use a computer or a new system. As notified, this is a factor that can be connected to 
the current state of mind among the individuals within the chosen sector. Hence, it can 
be of importance behind the choice of whether to adopt a new system or not. However, 
Venkatesh (2000) expects Computer anxiety to be a factor that diminishes as experience 
increases. Thus, it is of interest to take this factor into account when comparing 
individuals at different stages in their adoption.  
 
H6: Computer anxiety is present among business clients, hence has a mean above 3,0, 
regarding the perceived ease of use and further their behavioral intention to the use of 
an e-commerce. 

2.6.2 Summary of hypotheses  

The six factors constituting the proposed framework (Figure 2.5) are presented, where 
these antecedents are argued and altered into six hypotheses. These are later tested 
through an empirical research and analyzed, to be able to recognize which factors are 
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considered important among business clients, hence has a mean above 3,0, regarding 
their behavioral intention to the use of an e-commerce. When all hypotheses are tested 
through empirical research and analyzed, the authors develop a final proposed 
framework.  
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3 Methodology 
In this section, the authors will begin with a presentation of the research 
philosophy.  Thereafter the research approach, purpose, process and outcome will be 
clarified, followed by an in-depth explanation of the data collection strategy together 
with the sampling strategy. Continuously, the process of analyzing the data is described 
and the section will end with a discussion about the quality of the research.  

3.1 Research philosophy 

The research philosophy the authors choose to adopt holds key assumptions of how one 
views the world. These assumptions support both the strategy and methods throughout 
the research (Saunders, Lewis & Thornhill, 2009). The most important issue to reflect 
upon when choosing a research philosophy is to be able to defend the philosophical 
choices in comparison to the alternatives one could have chosen (Johnson & Clark, 
2006). The authors hold a realism view, which is reflected in this study. The principle of 
realism holds that objects exist independent of the human mind; hence the study is 
objective. This is a view that the authors share through fact-based and observable 
research, which underpins the collection and understanding of data. Methods within 
realism can be either qualitative or quantitative, and should be chosen to best fit the 
subject matter. Therefore the authors have chosen a quantitative method, as the 
emphasis is to use primary data to test theory or framework (Saunders et al., 2009). 

3.2 Research approach 

When considering the selection of design of a research project, either a deductive or 
inductive approach can be used, or the two combined. If using a deductive approach, 
conceptual and theoretical structures are developed and a designed research strategy is 
used to test a theory by empirical observations (Saunders, Lewis & Thornhill, 2012). 
Consequently, specific instances are deducted from the general inferences (Collis & 
Hussey, 2014). If using an inductive approach, data is first collected from the 
observation of empirical reality, and theory is generated as a result of the data analysis. 
Hence, general inferences are inducted from the specific instances (Collis & Hussey, 
2014). 

The research questions of this thesis are founded on existing theory and tested through 
research. Since the research contributes with new knowledge for businesses through a 
survey, a deductive approach is used throughout this research. The authors suggest a 
proposed framework, which is developed from previous theory. Hence, the theory and 
hypotheses are first developed, and function as the basis of the data processing.  
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3.3 Research purpose 

Collis and Hussey (2014) argue that when classifying research depending on its 
purpose, it can be described as exploratory, descriptive, analytical (or explanatory) or 
predictive research.  The research can be influenced by one research design or in 
combination with another, as in the case of this thesis. The study uses both an 
exploratory research design in the sense of exploring the research problem, and a 
descriptive research design in order to study and analyze technology acceptance of e-
commerce.  

3.3.1 Exploratory research design 

An exploratory research design is used when there are little or no earlier information 
regarding the research problem. This design focuses on finding or developing patterns 
rather than to test a hypothesis, to gain insight to a more severe investigation. Typical 
methods for exploratory research include observation, historical analysis and case 
studies. These methods have an advantage of being flexible as both qualitative and 
quantitative data can be provided. Hence, there are fewer constraints on data collected 
and employed activities. An exploratory research considers existing theories that can be 
used to address the problem, or if new theory should be developed. As this design 
focuses on collecting a wide range of data, conclusions are often not drawn; instead 
guidance for future research is suggested (Collis & Hussey, 2014). 

Since there is barely any earlier theory in this field, this thesis explores a field with little 
previous research. However, existing theory as Technology Acceptance Model and 
Diffusion of Innovation Theory is used to address the research problem. As the 
constraints are fewer, the study can adjust to new data and insights as they occur 
(Saunders et al., 2012). 

3.3.2 Descriptive research design 

Descriptive research design is used to describe a phenomenon in terms of information 
and characteristics of a problem. This research design takes further steps on 
investigating a problem or issue compared to exploratory research design, as it also 
explains the characteristics of a problem or issue. The questions asked typically start 
with ‘what‘ or ‘how’, as the main goal is to describe. Conversely, the research needs 
clarification and refined questions to reach success in the specific phenomena studied 
(Collis & Hussey, 2014). 

The research questions aim is to recognize what technology acceptance look like and 
which factors that are important behind technology acceptance and the usage of e-
commerce within the work wear sector. Hence, the characteristics and information are 
described. The research questions are also refined and investigate the problem in a more 
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complex way. Furthermore, the theoretical hypotheses are tested through a survey using 
descriptive design.  

3.4 Research process 

The research can follow either a qualitative, quantitative or a mixed-method process. 
The method used in this study to collect primary data is a quantitative research. 
Comparing qualitative and quantitative methods, both are applicable depending on their 
terms. Bryman and Bell (2011) and Saunders et al. (2012) identify that the key 
differences between the two are that while qualitative research consents access to the 
detailed perspective of applicants in a study, quantitative research provides the 
advantage of exploring a specific phenomenon. Additionally, qualitative research uses 
or generates non-numerical data meanwhile quantitative research uses or generates 
numerical data. Finally, qualitative research uses a non-standardized data collection 
technique; hence the research process may change and be modified along the way. 
Quantitative methods emphasize on using data to test theory or framework (Saunders et 
al., 2012). 

3.4.1 Quantitative research 

This thesis develops and tests a framework using numerical data, therefore a 
quantitative method is chosen.  The authors conduct an analytical survey, which is 
practiced to investigate if a relationship between multiple variables exist (Collis & 
Hussey, 2014). As the relationship between the variables in the proposed framework by 
Bjursten, Classon and Steen (2016) is studied, this choice is made. A questionnaire 
survey is associated with a deductive approach and when an exploratory and descriptive 
research is used (Saunders et al., 2009). Surveys are applicable when a sizeable amount 
of data is collected from a large population. Furthermore, this strategy is easy to explain 
and understand as it collects quantitative data that is analyzed using inferential and 
descriptive statistics. Lastly, the collected data is used to propose potential reasons for 
certain relationships between variables as mentioned above, and to construct a 
framework of the relationships found. 

3.5 Research outcome 

Projects can be classified and divided into either applied or basic research. Applied 
research is designed to solve a specific problem or issue, while basic research is 
designed to generate a contribution to theoretical understanding and general knowledge. 
This study wishes to contribute with general knowledge about a specific phenomenon, 
rather than solving it, hence basic research is applied (Collis & Hussey, 2014).  



 

 

24 

3.5.1 Basic research 

Basic research is considered to be the most academic procedure of research, since the 
aim is to contribute to the general good, instead of solving a specific issue for an 
organization. The main objective is to understand the connection between variables, 
which contribute to progressive knowledge and theory. The research purpose is 
exploratory and the researchers’ interests and curiosity often motivate the study. Even if 
basic research, as applied research, focuses on problem solving, the problem itself is 
usually theoretical rather than practical. Further, it provides knowledge that can be 
helpful for future issues and research (Collis & Hussey, 2014).  

In the proposed framework, Bjursten, Classon and Steen (2016) want to understand the 
connection amongst the variables through a quantitative process. The outcome of this 
thesis is to, through examination of the technology acceptance among business clients, 
extend the knowledge to a field of insufficient research. Ultimately, this can result in 
future research that can be applied to a larger organizational public phasing the choice 
of whether to implement an e-commerce. 

3.6 Data collection 

Technology Acceptance Model and Diffusion of Innovation Theory are two theories, 
where extensive research has been conducted. Hence, since wide-ranging theory is 
available, the authors of this thesis use secondary data in order to require all background 
information necessary to comprehend the chosen field of research. A positive aspect for 
using secondary data is the flexibility it provides. Further, the fact that the collection is 
accomplished in a short period of time is seen as an advantage (Wrenn, Stevens & 
Loudon, 2001). Thus, to initiate the research with secondary data might spare both time 
and resources from the authors, by finding other researchers’ theories regarding the area 
of interest (Wrenn et al., 2001). 

However, since there are not as extensive explorations regarding a combination of 
Technology Acceptance Model and Diffusion of Innovation Theory and further not 
within the sector of interest in this thesis, primary data is composed. This is conducted 
in addition to the secondary data in order to combine the two models and be able to 
identify the certain antecedents that can contribute to technology acceptance towards e-
commerce within the work wear sector. Consequently, the primary data is gathered 
information that cannot be identified within the existing secondary data.  
 
The primary data is collected by investigating business clients’ perceptions about e-
commerce and their potential intention of usage. According to Wrenn et al. (2011) 
perception follows the exploratory research perspective by offering understanding of an 
individual’s intentions, which later direct the behavior towards a certain goal. Moreover, 
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secondary data is foremost gathered through the Internet, by using Google Scholar and 
Primo, but also through the library facilities at Jönköping University.  
 
Search phrase examples: business-to-business, diffusion of innovation theory, e-
commerce, e-commerce within business-to-business, e-commerce within work wear, 
intention, intention to shop online, technology acceptance model, work wear 

3.6.1 Data collection strategies 

As mentioned above, secondary data is used in order to receive knowledge and gather 
information from existing research within the field, while primary data is collected to be 
able to test established theories, but hopefully also contribute with new insights. To 
accomplish the collection of primary data a survey is conducted.  

Survey 
A method of collecting primary data that mainly employs questionnaires is survey 
research (Bryman & Bell, 2011). An advantage of survey research is that the technique 
allows standardized data to be gathered from a proper population in an economical 
manner, consequently allowing easy evaluation of the results. Also, due to its 
descriptive nature with capability to theorize potential reasons for certain relations 
among variables, surveys can offer a high level of control to the development behind the 
research (Saunders et al., 2012). 
 
This thesis focuses on conducting an online survey, due to its geographical advantages. 
It allows reaching individuals who presumably would be problematic to access through 
alternative channels (Collis & Hussey, 2014). Wright (2005) suggests the application of 
an online survey to also spare the authors’ time; by accessing a large population with 
similar characteristics without contemplate of the physical distance. 
 
A shortcoming that can be identified by applying survey as a technique according to 
Saunders et al. (2012) is that it is questionable if it can be as comprehensive as 
alternative research strategies, if not combined with other methods. This strategy might 
also encounter sampling problems, since the respondents’ characteristics are unknown 
and due to the risk of a low response rate (Wright, 2005). Hence, since this is of 
importance to consider when conducting a survey the questionnaire should be, 
according to Bryman and Bell (2011), standardized to maximize the validity and 
reliability. 
 
In order to test the questionnaire, a pilot survey is arranged and forwarded to colleagues. 
Subsequently, the pilot study is followed by a discussion that ensures the consistency 
between the questions asked and the research problem, as well as confirms the 
understandability and suitability of the questions.   
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The questions selected for the questionnaire are questions and statements used in 
previous research. The reason for using this approach is since it can be assumed that 
these questions have been proved to be relevant for the field of research and also 
comprehensible for the respondents (Collis & Hussey, 2014). Hence, research regarding 
Diffusion of Innovation Theory, TAM and other intention models conducting a 
questionnaire are used as foundation for this thesis’ empirical data gathering. Among 
other, “Assessing Kuwaitis’ Intention to Shop Online Using TAM” (Zubaidi & Al-
Alnsari, 2010) and “An integrated model of factors affecting consumer attitudes 
towards online shopping” (Mamoun, Akroush Mutaz & Al-Debei, 2015) are journals 
where relevant questions are gathered from.  

3.6.2 Sampling 

When conducting the survey, the aim is to reach a broad target group of respondents. As 
mentioned, the thesis is written from the business clients’ perspective, i.e. the 
perspective of the employees who purchase the work wear. Hence, employees of 
companies within professions using work wear are the ones of interest for this study. As 
previously demonstrated, a study made by Statistiska Centralbyrån (2014) showed that 
this target group consists of approximately two million laborers (Table 1.1). However, 
the authors are not able to distinguish whether the whole group of two million laborers 
falls within the target group of this study, thus the population size is unknown. One 
reason behind the uncertainty is that this study only focuses on employees who purchase 
their work wear by themselves. Hence, employees that are provided with work wear by 
a procurer within the company are not included. Furthermore, in order to avoid various 
cultural influences that can be misleading for the result (Collis & Hussey, 2014), only 
Swedish respondents are represented in this study. 

It is impossible to manage to survey the whole population due to the vast size. 
Therefore, sampling is applied due to time constraints and lack of resources (Saunders 
et al., 2012). In order to determine the sample size, decisions regarding margin of error, 
confidence level and standard deviation are made (Smith, 2013). Since the population 
size is unknown but identified as large, the sample needs to allow for some errors but 
rather not be too far away from the correct picture of the population. Therefore, the 
margin of error is decided to allow for ±5%. The confidence level is 95%, which 
corresponds to a Z-score of 1,96 that is needed as a constant value in order to calculate 
the sample size. Lastly, the standard deviation corresponds to 0,5. The value of the 
standard deviation is decided as this number ensures the most that the sample size is 
adequate (Smith, 2013). These values provide for the following equation: 
 

Necessary sample size = (Z-score)2 x StdDev x (1-StdDev) / (margin of error)2 

→ ((1,96)2 x 0,5(1-0,5)) / (0,05)2 → (3,8416 x 0,25) / 0,0025 = 385 (384,16) 
 
Hence, the necessary sample size is 385 respondents.  
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3.6.2.1 Non-probability sampling 

In order to be able to apply the results on the whole work wear sector, employees of 
different companies and customers of various work wear retailers are targeted. 
However, since the authors do not have access to the whole population and not every 
employee using work wear have the possibility to participate, non-probability sampling 
is used (Saunders et al., 2012). Due to time constraints, the respondents are approached 
in two ways; self-selection sampling and snowball sampling. 

The authors have contacted two companies that are represented in the work wear sector, 
Mercus and Riksbyggen. Mercus provides access to their customers’ e-mail addresses in 
order to send out the survey, whereas Riksbyggen sends out the survey to their 
employees. Self-selection sampling is therefore used, as the customers and employees 
are approached directly with an individual request to take part. Specific for this type of 
sampling is further that data is collected from those who choose to respond (Saunders et 
al., 2012). Due to the fact that Mercus and Riksbyggen provide their e-mail databases, 
the survey reaches out to a vast number of respondents, who are difficult to reach 
otherwise. Additionally, respondents are reached from different parts of Sweden as both 
companies have a national spread of their businesses. Hence, the result is possible to 
apply for the work wear sector as a whole in Sweden, where assumptions and 
generalizations can be made over different demographics, decreasing or removing 
potential bias. The two companies are further introduced below, as well as the reasons 
behind their involvement.  
 
Furthermore, the authors use their own connections within the work wear sector in order 
to reach further respondents. Contact is made through e-mail and Facebook, where a 
link to the survey is sent out to relevant participants using work wear in their profession. 
Since the authors do not have extensive contacts within the sector, snowball sampling is 
applied. This means that the initial contacts in their turn forward the survey to 
colleagues and other relevant participants in their network (Saunders et al., 2012). 
Snowball sampling has problems of bias, due to the fact that the initial acquaintances 
often make further contact with people similar to themselves, which can lead to a 
uniform result (Saunders et al., 2012). However, the respondents in this case are asked 
to forward the survey to colleagues within the whole organization, allowing for 
respondents with alterations, which decrease the potential bias. 

3.6.2.1.1 Introduction of Mercus 

Mercus is a work wear retail organization based in Gothenburg. The business has eight 
stores in Sweden that offer a broad assortment of clothes, shoes and protective 
equipment. Since Mercus functions within the business-to-business sector, the purchase 
process starts with a signed agreement between them and the company client where a 
suitable product assortment often is decided. The employees of the signed business then 
visit the stores where they can purchase the products they need. Hence, when an 
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agreement has been made, it is the employees themselves that account for all the 
purchases and the contact with Mercus. In general, this is the typical arrangement within 
the work wear sector, which makes the relationship between the retailer and their store 
visitors (i.e. the business clients) more similar to a business-to-consumer relationship 
even though they are business clients (Peterson, 2016).  

Mercus has previously conducted research showing that their clients do not find an e-
commerce to be of great importance (Appendix 3), which allows for further interest in 
investigating the factors behind their attitudes. Furthermore, the organization is aware of 
the digital era of today and believes that a need of an e-commerce solution will arise in 
the future. Not only Mercus is phasing the question of how and whether to invest in a 
more extensive e-commerce, but the majority of the actors within the work wear sector 
are confronted with the same challenge (Ekberg et al., 2014). Hence, the whole sector is 
considered when conducting the analysis in order to be able to make assumptions and a 
general contribution.  
 
In addition, one advantage with using one of the market leaders is that a vast customer 
base spread over different locations in Sweden can be studied, including sole 
entrepreneurs as well as larger firms. This brings a higher level of relevance to the 
achieved results and decreases a potential bias attained when sampling only respondents 
from a small geographical area (Saunders et al., 2012).  

3.6.2.1.2 Introduction of Riksbyggen 

Riksbyggen is a Swedish based company with its headquarter in Stockholm, with the 
main business of developing and managing attractive housing environments. The 
company has approximately 2400 employees and almost 2000 of them works within 
property management. Hence, all these 2000 employees are of interest for this thesis 
since they are consumers of work wear. To provide a local presence that facilitates their 
close collaboration with their customers, they are located at 434 places in 261 
municipalities across the country (Riksbyggen, 2016). Thus, the assumption that the 
employees and further the respondents are located in different parts of the country can 
be drawn; giving support to the geographical distance that otherwise is difficult to 
reach. 

Riksbyggen is not a client of Mercus. Hence, by extending the survey with Riksbyggen 
the authors remove a potential bias retrieved from the respondents accessed through 
Mercus, since these participants are approached through self-selection sampling. 
 
Both Mercus and Riksbyggen are one of the market leaders within their fields, and that 
is one main reason for selecting these two specific organizations. According to a study 
made by Vidyasekar (2014), the main motive for organizations within business-to-
business to implement e-commerce is the pressure from the market leaders. Hence, if 
Mercus and Riksbyggen will develop into a more digitalized business, other 
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organizations within their respective sector might be motivated or forced to follow to 
stay competitive (Vidyasekar, 2014).  
 
To conclude, by collaborating with both parties of the business-to-business relationship, 
the retailer and the client, the results gathered through the empirical data collection 
generates value for all parties involved and thereby act as a more general value 
contributing research.  

3.7 Data analysis 

3.7.1 Quantitative data 

All types of quantitative responses should be coded numerically to simply make sense 
of the answers statistically and graphically (Saunders et al., 2009). Therefore, the 
authors choose a five number rating scale with the alternatives “never”,  “rarely”, 
“sometimes”, “frequently” and “very frequently” for the questions related to experience. 
For the factors Subjective norm/Opinion leaders, Job relevance/Compatibility, Output 
quality, Result demonstrability/Observability, Trialability and Computer anxiety the 
alternatives “strongly disagree”, “disagree”, “neither agree or disagree”, “agree” and 
“strongly agree” are provided. For the questions involving gender and working 
positions the number “1” and “2” respectively “1”, “2” and “3” are used. Numerical, or 
quantifiable, data are values that are counted or measured as quantities (Berman, Brown 
& Saunders, 2008). The numerical data is more accurate as it allocates the data values 
on a numerical scale. Consequently, this data is analyzed by exercising a broader range 
of statistics. Furthermore, interval data is used, as it states the difference between 
values, but not the qualified difference for particular variables. This incorporates that 
the values found can be added and subtracted, but not multiplied or divided (Saunders et 
al., 2009). Hence in the following section the data analysis methods are carried out with 
interval data. 

The method used is an online survey. As the responses from the survey are gathered, the 
data is exported into a computer spreadsheet for analysis. Before the analysis starts, 
irrelevant or erroneous data is removed (Routio, 2007). This means respondents that 
enter the survey but do not resemble to the sample. Further, incomplete answers are 
removed, as well as surveys that are completed in less than two minutes, as the authors 
assume that all questions cannot be read and understood in that time interval. 
 
In order to analyze the results, IBM SPSS is used. First, the analysis looks at the 
frequency distribution to get an overview of the answers. Descriptive statistics 
recognize distinctive frequency distributions; hence it is possible to notice how 
frequently a particular value is observed and the percentages for each variable (Li, 
2013). A histogram shows the frequency over all the ages of the respondents (Appendix 
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19) before the ages are divided in five groups that are explained later. The reason for 
dividing the ages is to be able to compare the variation of the answers dependent on age. 
 
To be able to compare means and standard deviations, interval or ratio data has to be 
used (Collis & Hussey, 2014). Furthermore, descriptive tools allow different means to 
be compared, both overall means for perceived usefulness and perceived ease of use, 
but also for each question asked in the questionnaire. The analysis also gives the 
opportunity to test means dependent on experience, age and gender. This gives the 
authors important overall insights of the mean, mode and median and concludes a 
normal distribution (Collis & Hussey, 2014). The rating scale used from one to five is to 
consciously decrease the standard deviation. 
 
Factor analysis test the correlation between two variables measured on a rating scale, as 
in this analysis (Collis & Hussey, 2014). The analysis identifies the interrelated 
variables as each variable in a set could be assessing a different aspect of some other 
essential factor (Field, 2000). This tool is accessed from SPSS. The tables shown from 
SPSS are extensive, and on first basis the Kaiser-Meyer-Olkin (KMO) test needs to be 
considered. This value should be 0,6 or higher for the sample size to give reliable results 
(Collis & Hussey, 2014).  
 
Another tool used in the data analysis is Mann-Whitney test. The Mann-Whitney test is 
used to test if there is any difference between the samples at a 0,05 significance level 
(Collis & Hussey, 2014). This test can be extended through the Kruskal-Wallis test 
when more than two groups are tested (Dunn, 1964). Furthermore, Wilcoxon signed-
rank test and Freidman test used to test whether the mean differs and to detect 
differences (Friedman, 1964). 
 
Lastly, hypotheses for each antecedent are tested. If the mean result yield a value above 
3,0 the alternative hypotheses are retained.  

3.8 Research credibility 
The research credibility concerns increasing the possibility of getting the answers right. 
Thus, good research design is essential in the credibility of the findings. The researcher 
needs to pay attention to two important factors, reliability and validity (Saunders et al., 
2009). 

3.8.1 Reliability 

Reliability reflects the precision and correctness of the measurement and the lack of 
dissimilarities if the study would be repeated (Collis & Hussey, 2014). Authors need to 
ask themselves if their results and conclusion of a study reflect the close audit 
(Raimond, 1993). Bryman and Bell (2011) identify three aspects of reliability: stability, 
internal reliability and inter-observer consistency. The first aspect reflects if the 
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measurement is stable over time. This means that the study should yield the same result 
if repeated at a different point in time. As the empirical findings concern experience and 
technology acceptance, the subjectivity is sought to be relatively high and there is a 
possibility the result would differ in another point in time. However, with a large 
amount of respondents the authors believe that a result with the same type of sample 
would yield the same result. 

When it comes to a quantitative study, as in this case, internal reliability is ought to be 
relatively high. This since the answers are numerical and correspond from one to five, 
which narrates to the respondents’ experiences and thoughts. However, the inter-
observer consistency may be questioned, as the authors own thoughts and experiences 
may influence the data analysis when interpreting the result (Bryman & Bell, 2011). 
 
To test the internal reliability in this study Cronbach’s alpha coefficient is used. This is 
the most widely known test and should score a result from 0,7 to 0,95 according to 
different reports (Collis & Hussey, 2014; DeVellis, 2003; Nunnally & Bernstein, 1994) 
to show that the scale is reliable. Each item is correlated with one another that relates to 
the construction of the sample, and the average inter-item correlation is taken as the 
index of reliability (Collis & Hussey, 2014). As the questions about Computer anxiety 
are negatively formulated, these questions first need to be reversed. Further the KMO 
test, as mentioned above, should score a result of 0,6 or higher to show that the sample 
size is enough to display a reliable result (Collis & Hussey, 2014). 

3.8.2  Validity 

The second aspect of credibility is validity, which refers to the degree of truthfulness 
that the study captures what the researcher wants to capture, and that this mirrors the 
phenomenon studied (Collis & Hussey, 2014). The validity of this investigation 
concerns if the right factors are chosen to develop the framework upon. To increase the 
validity, the framework is based on the most important contributions of Technology 
Acceptance Model and Diffusion of Innovation Theory. Subsequently, other highly 
cited authors are used as a frame for this study. Furthermore, questions asked in the 
questionnaires are based on previous research (Bryman & Bell, 2011). Hence, the 
questions are not made-up by the authors, but capture the right questions for each 
antecedent Further, three questions are asked for each factor to increase that the right 
answer are captured (Collis & Hussey, 2014).  
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4 Empirical findings 
In the following section the findings gathered from the empirical data collection will be 
presented. Firstly findings regarding the respondents’ current acceptance towards 
technology and e-commerce will be presented. Further, each factor in the proposed 
framework will be introduced, followed by the difference in answers dependent on age, 
gender and experience.  

4.1 Quantitative findings – survey results 

The survey had 425 valid respondents. Hence, the authors consider the means behind 
each question in the survey to be an acceptable estimation of the overall population 
mean, according to the rules of Central Limit Theorem (Levine, Krechbiel & Berenson, 
2013). Thus, the statistics gathered from this quantitative study and further the 
questionnaire is applicable when subsequently analyzing and drawing conclusions 
regarding the business clients’ technology acceptance towards e-commerce.  
 
The questionnaire is collected to make it possible to use factor analysis as a method. As 
mentioned, when applying this method there are certain rules and numbers that have to 
be reached in order to meet the validity and credibility (Collis & Hussey, 2014). The 
questionnaire of this study has a KMO value of 0,741 (Appendix 9). Therefore, it can be 
seen as reliable. Regarding Cronbach’s alpha, all factors in the questionnaire have a 
value between 0,7 and 0,95 (Appendix 10) and can therefore be regarded as credible and 
further relevant to incorporate in the analysis (Collis & Hussey, 2014; DeVellis, 2003; 
Nunnally & Bernstein, 1994). 
 
Whether to accept or reject the hypotheses are determined by the mean of importance 
among business clients regarding their behavioral intention to the use of an e-
commerce. If the mean of the factors behind PU and PEOU displays a value higher than 
3,0 the hypotheses are accepted. Subsequently, if the value equals or is less than 3,0 the 
hypotheses are rejected. 
 
The majority of the respondents are men, corresponding to 79% (Appendix 21), which 
is a valid number since the professions where work wear is used are highly dominated 
by men (Statistiska Centralbyrån, 2015). The represented age distribution is between 
20-84 years old, but most of the respondents are 40-60 years old (Appendix 19). To 
provide for an explanation of the categories in Figure 4.3, 30 refers to ages 20-30, 40 
refers to 31-40, 50 refers to 41-50, 60 refers to 51-60 and 70 refers to 61-84.  
 
When asked about which sector the respondent operates in, 42% answered “building 
and construction”, 14% replied “property and service” and 5% answered “warehouse 
and staffing”. The respondent was also able to chose “other”, which corresponded to 
40% of the participants (Appendix 22). Recurrent sectors represented in this category 
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were taxi drivers, auto repair shops and laborers within the marine. Furthermore, most 
of the respondents are company owners, 59%, thereafter comes 33% in a management 
position, and lastly 23% employees (Appendix 20). As stated, the purpose is to examine 
the technology acceptance among employees, which can provide for a questioning of 
the respondents working position. However, 85% of the respondents, independent of 
working position, have replied that they are personally responsible for the purchase of 
their own work wear and make their purchases in a physical store (Appendix 23). 
Hence, the respondents still fall within the sample of the survey. The company size of 
the respondents does further allow for the fact that the majority of respondents hold a 
management position. As demonstrated in Appendix 18, 88% of the respondents work 
at a company with 1-50 employees, and 56% are 1-10 employees. This probably means 
that irrespective of a management position, one is highly involved in every part of the 
company, e.g. the purchase of work wear.  

4.1.1 Perceived usefulness and Perceived ease of use 

The mean is calculated through an average of the antecedents of Perceived Usefulness, 
further referred to as PU. This incorporates the PU mean to be an average of Subjective 
norm/Opinion leaders, Job relevance/Compatibility, Output quality and Result 
demonstrability/Observability and equals 2,642 (Figure 4.1). Subsequently, the 
Perceived Ease of Use (PEOU) mean is an average of Trialability and Computer 
anxiety. However, as the questions regarding Computer anxiety are negatively 
formulated the PEOU mean do not give a fair picture and is therefore not used for 
comparison.  

 
Figure 4.1: Overall mean 

4.1.2 Experience 

The questions regarding experience serve to answer the first research question in this 
thesis and thereby enlighten the current acceptance towards technology and e-
commerce. The findings show that the respondents use Internet based services more 
frequently within their private life, than in their profession. Further, the purchase of 
supplies within the profession is even less common.   
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While 24,7% of the respondents use Internet based services in their private life “very 
often”, merely 19,0% shows the same user frequency within their profession. Regarding 
the purchase of supplies within the profession it enlightens a continuous decrease to 
11,0%. However, when looking at the frequency “I often use”, the decrease is not as 
substantial. 29,7% of the respondents use Internet based services in their private life, 
27,7% within their profession and 22,0% to purchase supplies (Appendix 8). What else 
can be discovered is that most of the respondents currently use Internet based services, 
as only 2,7% responded that they “never use” Internet based services in their private 
life.    
 
Concerning experience compared to different age groups, experience decreases as age 
increases. Overall the most experienced are age group 30 with a mean of 3,556 and the 
least experienced are age group 70 with a mean of 3,046 (Figure 4.3). Hence, a 
decreasing trend in experience relating to higher ages is noticed.  
 
The empirical findings also show a difference dependent on gender. Women display a 
mean of 3,663 while men show a mean corresponding to 3,264 (Figure 4.2).  
 
In order to draw further conclusions upon the difference in experience between the 
respondents, two sub-groups are made: experienced and inexperienced. The line is 
drawn at 3,50 at the range of 1-5.  Hence, respondents that answered 1-3 are perceived 
as inexperienced, while respondents that answered 4-5 are perceived as experienced. 
The correlations between experienced and inexperienced against the antecendents are 
enlightened in following sections.  
 

 
Figure 4.2: Difference in mean depending on gender 
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4.1.3 Subjective norm/Opinion leaders 

The empirical findings show a low score for the importance of Subjective norm/Opinion 
leaders towards perceived usefulness. The three statements did all receive an overall 
mean below 3, which displays that the respondents generally state that they “disagree” 
or “strongly disagree”. The overall mean for the factor Subjective norm/Opinion leaders 
received a value of 2,216 and a standard deviation of 0,932 (Figure 4.1). Since the PU 
mean is 2,642 this factor does not have a significant impact of an enhanced PU mean, 
instead it has a slight negative influence. 
 
The findings show a slight difference in Subjective norm/Opinion leaders depending on 
age and further a decrease of the mean as age increases. While age group 30 expresses a 
mean of 2,284, age group 70 shows a mean of 1,882, a difference of 0,402. However, 
age group 60 differs from the decreasing pattern with a mean at 2,246, compared to age 
group 50 with a lower mean at 2,184 (Figure 4.3). Though, the total difference of 0,062 
is insignificant enough to retain the statement that “the distribution of Subjective 
norm/Opinion leaders is the same across categories of age” (Appendix 5). 
 
A variance in responses depending on gender can be established, where women 
perceive Subjective norm/Opinion leaders as more important than men, with a mean of 
2,567 compared to 2,119 (Figure 4.2). This is further supported by Appendix 6, which 
shows that “distribution of Subjective norm/Opinion leaders is the same across gender” 
is rejected.  
 
Furthermore, experience has an impact on Subjective norm/Opinion leaders, were 
experienced respondents show a mean of 2,511 and inexperienced displays a mean of 
2,004 (Figure 4.4), showing a rather significant difference depending on experience. 
Further, this difference is supported by the rejection of the statement that “the 
distribution of Subjective norm/Opinion leaders is the same across categories of 
experience” (Appendix 7). 
 
What else can be discovered is that employees regard Subjective norm/Opinion leaders 
as more important than owners and management do. The employees display a mean of 
2,517, whereas owners score a mean of 2,083 (Appendix 11).   
 
As the mean is less than 3,0 in all the categories of age, gender and experience, H1 is 
rejected. 
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Figure 4.3: Difference in mean depending on age 

 

 
Figure 4.4: Difference in mean depending on experience 

 

4.1.4 Job relevance/Compatibility 

The respondents demonstrate neither a positive nor negative attitude towards Job 
relevance/Compatibility when purchasing work wear. The overall mean for this factor 
has a value of 2,604 with a standard deviation of 1,171 (Figure 4.1), which shows that 
purchasing work wear through an e-commerce does not have a significant positive 
compatibility with the respondents’ profession. As the PU mean is 2,642 (Figure 4.1), 
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this factor does not have a significant impact of an enhanced PU mean, instead it has a 
slight negative influence.  
 
The result of the questionnaire differs dependent on age of the respondents and 
establishes a mean that declines with age, from 3,059 among age group 30 down to 
2,032 among age group 70. Exception is age group 60 that has a slightly higher value of 
2,533, than age group 50 with 2,517 (Figure 4.3). Due to the different means among age 
groups, the statement “the distribution of Job relevance/Compatibility is the same across 
categories of age” is rejected (Appendix 5). 
 
When the answers are compared dependent on gender the result shows that women 
perceive this factor to be more important resulting in an overall mean of 2,973, 
compared to a mean of 2,489 for men (Figure 4.2). This is also supported by Appendix 
6, which shows that the “distribution of Job relevance/Compatibility is the same across 
gender” is rejected.  
 
Further, the findings suggest differences in the result regarding the level of experience. 
Respondents with an experience of 3,5 or higher conclude a mean of 3,102 while the 
mean for inexperienced is 2,263 (Figure 4.4). Appendix 7 furthermore supports this 
difference, which shows that “the distribution of Job relevance/Compatibility is the 
same across experience” is rejected.  
 
As the mean is above 3,0 in the categories of age group 30 and experience >=3,5, H2 is 
accepted. 

4.1.5 Output quality 

Output quality has received a slightly higher mean than the previous two factors. The 
overall mean corresponds to 2,693 with a standard deviation of 1,246 (Figure 4.1), 
where the respondents especially believe that the statement “purchasing work wear 
online would make my work more effective” is important (Appendix 12). This 
statement received a mean of 2,721. The overall mean of Output quality exceeds the PU 
mean of 2,642 (Figure 4.1). Hence this factor has a positive impact of an enhanced PU 
mean, as it has a slightly higher value. 
 
The result of the questionnaire differs dependent on age of the respondents similar to 
both Subjective norm/Opinion leaders and Job relevance/Compatibility. The mean 
declines with age, from 3,108 among age group 30 down to 2,012 among age group 70. 
Exception is once again age group 60 that has a higher value of 2,657 than age group 50 
with 2,608 (Figure 4.3). As demonstrated in Appendix 5, the difference is further 
supported by the rejection of the statement “the distribution of Output quality is the 
same across categories of age”. 
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When the answers are compared reliant on gender the result shows that women perceive 
this factor to be more of relevance resulting in an overall mean of 2,988 compared to a 
mean of 2,594 of the opposite sex (Figure 4.2). This is also sustained by Appendix 6, 
which confirms “the distribution of Job relevance/Compatibility is the same across 
gender” is rejected.  
 
Concerning the level of experience, the findings suggest differences in the result as 
well. The experienced establishes a mean of 3,204 while the inexperienced demonstrate 
a mean of 2,347 (Figure 4.4). The difference is subsequently supported by Appendix 7, 
which shows that “the distribution of Output quality is the same across experience” is 
rejected. 
 
As the mean is above 3,0 in the categories of age group 30 and experience >=3,5, H3 is 
accepted. 

4.1.6 Result demonstrability/Observability 

The empirical findings demonstrate that this factor is the most important behind the 
perceived usefulness of an e-commerce. The overall mean is 3,077 with a standard 
deviation of 1,166 (Figure 4.1) and all three statements received a score over 3 
(Appendix 12). The highest score is reported for the question “If I can see the clear 
benefits of purchasing work wear online, I would see this as a useful solution”. As the 
PU mean is 2,642, this factor has a significant impact of an enhanced PU mean, which 
shows that the respondents perceive Result demonstrability/Observability as a factor 
positively influencing whether to purchase work wear online. 
 
If considering the relation between Result demonstrability/Observability and ages of the 
respondents, the empirical findings show that this factor is most important for age group 
30. Their overall mean corresponds to 3,294, which decreases continuously as the age 
increases of the respondents. The lowest mean, for the age group 70, corresponds to 
2,387 (Figure 4.3). This is the only group where the mean for Result 
demonstrability/Observability is lower than the PU mean, which shows that this group 
does not perceive this factor to have a positive influence on the PU mean. These results 
provide for the ability to reject the statement “the distribution of Result 
demonstrability/Observability is the same across categories of age” (Appendix 5). 
 
Furthermore, the findings demonstrate a connection between Result 
demonstrability/Observability and gender, which displays that women perceive this 
factor as more positively influencing the PU mean than men. Women have a mean of 
3,337 whereas men have a mean of 2,997 (Figure 4.2). However, as the PU mean is 
2,642, both men and women perceive this factor to have a positive influence on PU 
mean. Further “the distribution of Result demonstrability/Observability is the same 
across gender” is rejected as shown in Appendix 6.  
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Similar, the empirical findings demonstrate that Result demonstrability/Observability is 
perceived differently with regards to the level of experience. The experienced 
respondents have a mean corresponding to 3,445 whereas inexperienced respondents 
have a mean of 2,824 (Figure 4.4). This is a significant difference and the statement 
“the distribution of Result demonstrability/Observability is the same across categories 
of experience” is therefore rejected (Appendix 7). However, both means exceed the PU 
mean. Hence, independent of experience, Result demonstrability/Observability is 
perceived to have a positive influence on the PU mean. 
 
As the mean is above 3,0 in the categories of age group 30, experience >=3,5 and 
among women, H4 is accepted. 

4.1.7 Trialability 

For Trialability the standard deviation is 0,952 and the overall mean corresponds to 
2,250 (Figure 4.1), showing a rather low level of importance. The statement “If I were 
to get a demonstration of how to purchase work wear online, that would make me more 
prone to do so on future occasions” has received the highest score, but still only have a 
mean of 2,301 (Appendix 12). 
 
Furthermore, rialability does not show the same pattern depending on age as the other 
factors, where the mean decrease as age increase. The mean value of Trialability range 
between 1,839 and 2,500 (Figure 4.3). Thus, the total difference in mean displays a 
value of 0,661, which is insignificant enough in order to retain the statement “the 
distribution of Trialability is the same across categories of age” (Appendix 5). 
 
Regarding the impact of gender, the means compared between men and women are 
identical, where men and women both display a mean of 2,244 (Figure 4.2). This 
establishes the fact that it is no difference in how men and women perceive Trialability. 
This can also be sustained by Appendix 6, which confirms “the distribution of 
Trialability is the same across gender” is retained.  
 
Further, findings regarding Trialability display a slight variation in how respondents 
perceive Trialability depending on their experience. Experienced individuals regard 
Trialability to be of more importance than inexperienced individuals, where the mean of 
experienced corresponds to 2,369, while the inexperienced present a mean of 2,177 
(Figure 4.4). However, a difference of 0,192 can be perceived as almost non-existent, 
which is supported by the fact “the distribution of Trialability is the same across 
categories of experience” is retained (Appendix 7). Further, Trialability is the only 
factor to be retained when it comes to experience. 
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As the mean is less than 3,0 in all the categories of age, gender and experience, H5 is 
rejected. 

4.1.8 Computer anxiety 

Computer anxiety is the factor that the respondents scored the lowest, and received an 
overall mean of 1,945 and a standard deviation of 0,988 (Figure 4.1). The statement “It 
is (will be) difficult to learn how to shop online” got the lowest score of all statements, 
corresponding to 1,662 (Appendix 12). What differs in the mean of Computer anxiety 
with the other factors, is that a low score of Computer anxiety is positive. A low score 
means that the respondent has low Computer anxiety, i.e. the individual does not 
perceive e-commerce to be a difficult tool. Accordingly, a high mean implies that the 
respondents do have a high Computer anxiety, i.e. the individual feels insecure with 
using an e-commerce and perceive it as difficult.  
 
With regards to age, the mean for Computer anxiety is quite homogenous but increases 
slightly together with age. Age group 30 has a mean of 1,902, whereas age group 70 has 
a mean of 2,278. Age group 40 is an exception from the pattern, where the mean is 
lower than for age group 30, corresponding to 1,859 (Figure 4.3). Even though the 
means differ between ages, the difference only corresponds to 0,376, which is 
insignificant enough in order to retain the statement “the distribution of Computer 
anxiety is the same across categories of age” (Appendix 5). 
 
However, the empirical findings demonstrate a variation in Computer anxiety with 
regards to gender. Men have a mean of 2,025, whereas women have a mean of 1,682 
(Figure 4.2). Hence, men have a slightly higher level of Computer anxiety, but neither 
sex acknowledge the factor to be present. The difference between genders is confirmed 
by Appendix 6, which confirms “the distribution of Computer anxiety is the same 
across gender” is rejected.  
 
Further, with regards to Computer anxiety and experience, this is the only factor that 
has a negative relation with experience. This means that as experience increases, 
Computer anxiety decreases. Experienced respondents have a mean of 1,602, whereas 
inexperienced respondents have a mean of 2,178 (Figure 4.4). This demonstrates that 
the level of experience has an influence on Computer anxiety, as the mean for 
inexperienced respondents is higher than the PEOU mean. Hence, the statement “the 
distribution of Computer anxiety is the same across categories of experience” is rejected 
(Appendix 7). 
 
As the mean is less than 3,0 in all the categories of age, gender and experience, H6 is 
rejected. 
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4.1.9 Correlations between factors 

What are discovered in the findings are correlations between certain factors behind PU. 
Similar to earlier research concerning TAM, correlations between Job 
relevance/Compatibility, Output quality and Result demonstrability/Observability are 
identified (Venkatesh & Davis, 2000). The questions asked behind these factors have a 
distinct connection (Appendix 13).  
 
What also can be identified when testing the correlations between the factors behind 
PU, are their difference in importance. The statement “the distribution of Subjective 
norm, Job relevance/Compatibility, Output quality and Result 
demonstrability/Observability are the same” (Appendix 14) is rejected, which supports 
the fact that the factors have different importance. However, the statement “the median 
of differences between Job relevance/Compatibility and Output quality equals 0” is 
retained (Appendix 15). Thus, Job relevance/Compatibility and Output quality has an 
almost identical importance. An alternative way to support this fact is by comparing 
their respective means, where Job relevance/Compatibility has a mean of 2,604 and 
Output Quality has a mean corresponding to 2,693 (Figure 4.1). However, when testing 
the statement “the distribution of Job relevance/Compatibility, Output quality and 
Result demonstrability/Observability are the same” the statement is rejected (Appendix 
16), which identifies a difference in importance among these three factors. Once again 
this statement can be supported by their respective means, where Result 
demonstrability/Observability has a substantial larger mean of 3,077 than the other 
statements, which enlightens a greater importance of this factor (Figure 4.1). The fact 
that Result demonstrability/Observability is more significant than Job 
relevance/Compatibility and Output quality can be supported by research conducted by 
Venkatesh and Davis (2000), hence increasing the reliability of the empirical data.  
 
Further, with the same technique, the statement “the distribution of Subjective norm, 
Job relevance/Compatibility and Output quality are the same” is rejected (Appendix 
17), which have support from their means, where Subjective norm has a rather 
significant lower mean of 2,216 (Figure 4.1). 
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5 Analysis 
This section will firstly enlighten and analyze important findings concerning each 
antecedent, followed by theorization and explanation about the identified correlations. 
Lastly a final proposed framework will be introduced, with an argumentation to why it 
is seen as relevant.  

5.1 Subjective norm/Opinion leaders  

As identified in the empirical findings, Subjective norm/Opinion leaders does not 
correlate with the other factors behind PU and has a substantial lower mean. A reason 
for the low score might be due to the fact that respondents do not want to admit that 
their colleagues influence them and that they behave according to the wish of opinion 
leaders. Also, individuals might resist social influences and instead follow their own 
preferences when making behavioral decisions (Pitesa & Thau, 2013). Another reason 
for the low score could be since 59% of the respondents are owners (Appendix 20). 
Since owners might not be as influenced by opinion leaders within the company, they 
might not regard Subjective norm/Opinion leaders to be of importance. Appendix 11 
supports this fact, stating that people under compliance, i.e. employees, regard 
Subjective norm/Opinion leaders to be of more importance than the voluntaries, i.e. 
owners and managers. From previous research, compliance affects Subjective norm 
when an individual feels that an opinion leader wishes this individual to behave in a 
certain manner and that this behavior is rewarded if complied (Venkatesh & Davis, 
2000). 
 
As seen in the previous chapter, men and women do not perceive Subjective 
norm/Opinion leaders equally important. Women display a relative higher level of 
importance, which might be since women are more prone to retain a harmonious 
functioning within a group and due to their concern regarding relationships in general 
(Skitka & Maslach, 1996). Also, women are more likely than men to comply with 
orders, to conform to majority opinions and even internalize subordination (Crawford, 
Chaffin & Fitton, 1995; Stockard, Van-deKragt & Dodge 1988). Hence, gender affects 
the level of importance of subjective norm behind PU.   
 
Furthermore, a connection between experience and Subjective norm/Opinion leaders is 
identified, showing that experienced people are more influenced by Subjective 
norm/Opinion leaders compared to people with less experience. This empirical finding 
suggests the complete opposite of TAM, where Venkatesh and Davis (2000) believe 
Subjective norm to decrease as experience increase. Before a technology 
implementation, individuals have to rely on the opinions of others, while after their 
knowledge has increased the normative influence subsides. Rogers (1983) also 
demonstrates this pattern in the Diffusion of Innovation Theory. Laggards are extremely 
risk averse and do to a high extent seek proof of the quality of a new innovation before 



 

 

43 

adoption. In this process, interpersonal communication plays an important role where 
the opinions of others are more convincing than other factors. Hence, Subjective 
norm/Opinion leaders should be more influencing for the inexperienced group rather 
than for the experienced as it is in this case. An explanation behind the pattern of the 
empirical findings could be the fact that laggards are skeptical and simply do not care 
about new innovations. Therefore, they do not pay attention to the opinions of others, 
which is also the main reason behind why they become laggards and not as accepting 
towards technology. As stated by Rogers (1983), laggards are more affected by the 
knowledge of improvement for other laggards than for adopters with a sooner adoption 
process, i.e. innovators (Appendix 1). This assumption is therefore supported by the 
findings of this research, which shows that the more experienced respondents perceive 
the influence of their colleagues as more important with regards to the adoption of an e-
commerce (Figure 4.4). 

5.2 Job relevance/Compatibility  

The empirical findings of this factor do not show a significant importance for the 
overall PU mean. However, the standard deviation is 1,171 (Figure 4.1), which shows 
that the range of responses is wide. So to claim that this factor is not of relevance do not 
show the entire truth. However, this study cannot solely support Venkatesh and Davis 
(2000) regarding Job relevance/Compatibility to be a factor with direct effect on PU, 
rather there are other factors that are of more importance. 
 
Regarding Compatibility an innovation must enhance adopters’ existing values and 
needs in order for the adoption of an innovation to be considered (Rogers, 1983). The 
result found from this study shows that adopting new technology does not enhance the 
adopters’ existing values and needs. However, both experience and age have an impact 
on the importance of Job relevance/Compatibility within the work wear sector. A 
pattern is identified that as age increase, experience decrease and so does the importance 
of Job relevance/Compatibility. Further, this confirms the existing literature behind the 
skepticism of laggards, which demonstrates that as experience decrease, skepticism 
increase (Rogers, 1983).   

5.3 Output quality  

Compared to Job relevance/Compatibility the empirical findings suggest this factor to 
have a more positive influence on PU. This finding is consequent with the findings of 
Venkatesh and Davis (2000), who state that this factor is more important than Job 
relevance/Compatibility. Hence, the fact that the respondents see the benefits of 
purchasing work wear online even though a low compatibility with their profession is 
perceived, is supported by previous research. However, Output quality is not perceived 
as significant with regards to PU. As stated by Rogers (1983), laggards need to see the 
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quality in order to adopt a new technology. It can be assumed that the business clients 
do not see the quality of an e-commerce and therefore this factor received a low mean.  
 
Overall, Output quality received a rather low mean of importance, which demonstrates 
that business clients within the work wear sector do not extensively realize the benefits 
of an e-commerce. However, as mentioned in the previous chapter, some respondent 
groups perceive Output quality as more influencing than others. The empirical findings 
show that age group 30 and experienced respondents perceive Output quality more 
positively. As also assumed with regards to the above antecedents, this increased 
positive attitude can be related to the fact that more experienced individuals more easily 
can see the benefits of an innovation and are less skeptical.  

5.4 Result demonstrability/Observability  

The empirical findings for Result demonstrability/Observability demonstrate that this 
factor is relevant with regards to the technology acceptance within the target group. As 
stated by Rogers (1983), it is crucial for laggards to be able to observe the increased 
value of a new technology and the actual results it brings, which is supported by the 
findings. As stated in the previous chapter, independent on age, gender or experience, 
Result demonstrability/Observability is perceived to be important and a factor positively 
influencing PU.  
 
Also identified in the empirical findings is that Result demonstrability/Observability is 
perceived as more important than Job relevance/Compatibility and Output quality 
(Figure 4.1), thus in line with previous research by Venkatesh and Davis (2000). They 
claim Result demonstrability to be superior to both Job relevance and Output quality, 
and therefore a factor of great importance. Hence, business clients within the work wear 
sector would find an e-commerce as relevant if the result clearly can be demonstrated. 
The importance of Result demonstrability/Observability can also be related to Diffusion 
of Innovation Theory and the characteristics of laggards (Rogers, 1983). 
 
Further, age group 70 is the only group found not to perceive this factor as positively 
influencing PU. Since the findings show that this group also is the group with the least 
experience, they can be seen as the ones with the least developed technology acceptance 
and positioned furthest to the right in the Diffusion of Innovation Model (Appendix 1). 
Distinctive for laggards are that they are highly skeptical (Rogers, 1983), which 
especially is seen in this example, where age group 70 does not see a positive influence 
of an e-commerce, even though the benefits are proved. Due to their level of 
traditionalism, they are prone to believe that purchasing work wear from a physical 
store is more beneficial for them, rather than making the purchases from an e-
commerce. Hence, the findings show a consistency with previous research with regards 
to the fact that laggards are skeptical. But, as earlier findings show that Result 
demonstrability/Observability is important for this adoption category, the result for this 
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specific age group is divergent. However, when comparing this factor with the other 
influencers as gender and experience, the results are still homogenous with previous 
research, which shows that this factor is positively influencing PU. 
 
What appears to be most interesting with the empirical findings with regards to Result 
demonstrability/Observability is the different means related to experience. As 
previously stated, experienced respondents rate this factor with a mean of 3,445, while 
the mean of inexperienced respondents correspond to 2,824. This can be seen as 
twofold. On one hand, previous research shows that with a lower level of adoption, this 
factor becomes more important in order to accept a new innovation (Rogers, 1983). The 
findings of this research show the opposite, where the more experienced respondents 
rate the importance of Result demonstrability/Observability higher than inexperienced. 
Hence, the findings differ from previous research. On the other hand, this shows that the 
inexperienced respondents are more doubtful than the experienced, which correlates 
with the skeptical characteristic of a laggard (Rogers, 1983). Therefore, it can be 
assumed that the less experience an individual has, the more proof and conviction is 
needed in order to consider an adoption.  

5.5 Trialability  

As mentioned, Trialability is the only factor where the empirical findings show a 
homogenous result with regards to age, gender and experience. The variances in the 
mean values when compared to the different categories are all insignificant, which 
demonstrates a general perception of this factor. The mean corresponds to 2,250 (Figure 
4.1), which means that most of the respondents disagree with the statements in the 
questionnaire. The main underlying reason can again be drawn to the fact that the target 
group are laggards with a skeptical mindset (Rogers, 1983), and does therefore have a 
difficulty in envisioning the benefits with Trialability. Worth to mention is that the 
experienced respondents perceive Trialability to be more important than inexperienced, 
which can be explained by the fact that due to their higher level of adoption, they have a 
slightly more positive attitude and ability to realize the advantages of trying out an e-
commerce in order to ease the adoption process.  

5.6 Computer anxiety  

Computer anxiety was believed by the authors to receive a considerably higher mean 
than it actually did. Due to the fact that the work wear sector is stated to be far behind 
other sectors with regards to the acceptance of e-commerce (Ekberg et al., 2014), the 
experience is assumed to be comparably low. According to TAM, Computer anxiety 
decreases as experience increases (Venkatesh, 2000), which is supported by the 
findings. Further, the findings show that the respondents are more experienced than 
predicted, which also means that the respondents have lower Computer anxiety than 
expected. As the overall mean corresponds to 1,995 (Figure 4.1) this means that the 
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majority of respondents have answered that they ”disagree” or ”strongly disagree” with 
having anxiety for using an e-commerce. Hence, this factor does not have a significant 
contribution to the reasons behind why this sector is laggards with regards to e-
commerce. As further demonstrated, the respondents have a rather high experience, 
which decreases their Computer anxiety in their professional life. In addition, the 
empirical findings show that Computer anxiety increases together with age, which is 
naturally explained as this correlates with a decreasing experience (Figure 4.3). 
 
Furthermore, as stated in previous research by Venkatesh (2000), Computer anxiety has 
a great impact on the PEOU of a new technology. However, the empirical findings in 
this paper show a rather different picture. As demonstrated, this factor received a 
significant low mean, which shows that the respondents do not feel insecure with 
regards to the usage of e-commerce. Nevertheless, the respondents show a quite 
negative attitude towards the other factors and towards e-commerce in general. Hence, it 
can be assumed that for business clients within the work wear sector, Computer anxiety 
does not influence their technology acceptance, contrary to the findings of Venkatesh 
(2000). This finding can be interesting when analyzing other sectors as well, and further 
when analyzing technology acceptance within other areas. Further, as all other factors 
display that the respondents have the characteristics of a laggard, yet it is quite 
interesting that Computer anxiety is low, and foremost the experience is high, while it 
was expected to be the opposite if coherent with the traits of a laggard (Rogers, 1983). 

5.7 Correlations between factors 

As stated in the empirical findings, Result demonstrability/Observability is more 
significant than both Job relevance/Compatibility and Output quality. Further, Output 
quality scores a higher mean than Job relevance/Compatibility, but due to the small 
difference they are perceived as almost equally important (Figure 4.1; Appendix 15; 
Appendix 16). This correlation can be connected to Venkatesh and Davis (2000) who 
theorize a correlation between these three factors where Output quality is more essential 
than Job relevance/Compatibility, and Result demonstrability/Observability is more 
significant than both Job relevance/Compatibility and Output quality. Hence, in the 
work wear sector business clients perceive it as relevant to use an e-commerce if 
obvious benefits can be seen. This is perceived as much more important than both the 
functions and performance of the e-commerce. Subsequently, if the e-commerce 
generates results that are relevant within the job and desired by the business clients, but 
implements this in an indistinct manner, the business clients will presumably not 
understand or see the usefulness of the e-commerce (Venkatesh & Davis, 2000).  
 
Another interesting fact to enlighten is that Job relevance/Compatibility, Output quality 
and Result demonstrability/Observability are previously theorized not to change as 
experience increases (Venkatesh & Davis, 2000). According to this questionnaire and 
further the business clients within this sector, all these antecedents score a higher value 
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by experienced than inexperienced individuals (Figure 4.4), which displays a difference 
from existing literature. A reason for this result can be that already experienced 
individuals more easily see the benefits behind these antecedents than inexperienced. 
Also, this can once again connect to Diffusion of Innovation Theory, where laggards are 
more skeptical (Rogers, 1983), and does not see the benefits as clearly as more 
experienced individuals who are placed further to the left in Diffusion of Innovation 
Model (Appendix 1).    

5.8 Final proposed framework 

After analyzing the findings it is obvious that age, gender and experience play a crucial 
role in how business clients perceive technology acceptance and further their behavioral 
intention towards using an e-commerce to purchase work wear. Regarding age, as an 
influencing factor, it is seen that younger individuals are more prone towards the usage 
of an e-commerce, than older individuals. All antecedents display higher means among 
the younger respondents and thereby a more positive attitude towards e-commerce 
among these individuals is evident. The only factor where the older age groups display a 
higher mean is within Computer anxiety, which establishes that older people have more 
Computer anxiety (Figure 4.3). Once again displaying a more optimistic approach 
among the younger individuals.   
 
The second influencing factor, gender, is also believed to have an impact. Generally, a 
more positive attitude can be seen amongst the female respondents (Figure 4.2). This 
can be due to several reasons, but foremost it can be established that women perceive it 
as more important to have a group dynamic and tend to care more about relationships, 
which can be connected to Subjective norm/Opinion leaders (Skitka & Maslach, 1996). 
Also, men show a higher score in Computer anxiety, which ones again confirms that 
women are more positive towards e-commerce than men (Figure 4.2). 
 
Further, experience establishes the fact that the more experience an individual has, the 
more positive the individual is towards e-commerce. The authors believed that some 
factors’ importance would decrease as experience increased, but instead they remained 
equally important, which might be since experienced individuals already see the 
benefits and therefore value them higher.  
 
Lastly, compliance is a factor influencing the results. However, this is foremost seen 
within Subjective norm/Opinion leaders, which shows a difference depending on 
whether an individual is employed or the owner of a firm. Since an extensive part of the 
respondents were owners (Appendix 20), the authors believe that Subjective 
norm/Opinion leaders would have displayed a higher importance if only asked among 
employees. Even though, it can be seen that under compliance an individual are more 
prone to execute a behavior, which are regarded as suitable (Venkatesh & Davis, 
2000).   
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Overall, a rather negative approach towards e-commerce within the work wear sector is 
found. The questionnaire has adverse results regarding the factors behind PU and 
PEOU. As the hypotheses Job relevance/Compatibility, Output quality and Result 
demonstrability/Observability are the only hypotheses accepted, these are the positive 
factors that influence the behavioral intention. Thus, an overall need among the business 
clients for an e-commerce is not present. Though, all factors studied, both in this study 
and in earlier research, influence PU and PEOU and should be considered to decrease 
the skepticism towards e-commerce (Venkatesh & Davis, 2000; Rogers, 1983). The 
factor with the lowest score is Computer anxiety, which demonstrate that Computer 
anxiety is almost non existent. As Computer anxiety is not present among the business 
clients, this factor is not included in the final framework (4.1). As mentioned above, the 
interesting findings in this study instead involve the differences in perceptions 
dependent on age, gender, level of experience and compliance. These influencing 
factors are therefore added into the final proposed framework.  
 
Hence, the following framework is established by the authors as the final proposed 
framework of this thesis: 
 
 

 
Figure 5.1: Final Proposed Framework adapted by Bjursten, Classon & Steen (2016) 

from Venkatesh & Davis (2000) and Rogers (1983) 
 

5.8.1 Strengths and weaknesses of the final proposed framework  

The authors believe the final proposed framework to have several strengths, but also 
certain weaknesses. Firstly, due to the large number of respondents, the answers the 
authors rely on when developing the final proposed framework can be regarded as 
reliable. Hence, a realistic framework can be assumed. Also, the new influences 
discovered, age and gender, has not been included in previous research, which makes 
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this framework a new contribution that can be of interest to consider during the 
development of future extensions of Technology Acceptance Model. 
 
A weakness discovered is that since questions about PU and PEOU were not asked, the 
findings cannot show their respective relevance on Behavioral intention, which has been 
investigated in previous research. Venkatesh and Davis (2000), as introduced in the 
frame of reference, namely claimed PU to be of more importance than PEOU on 
Behavioral intention. In turn, PEOU is assumed to have an impact on PU, which cannot 
be claimed in this research. The logic and reasoning behind these weaknesses, is partly 
due to time constraints, but also because the authors do not have sufficient knowledge to 
master IBM SPSS. Thus, compromises had to be made in order to achieve a reliable 
result.  
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6 Conclusion  
This section will include a summary of the empirical data gathering together with the 
analysis. It will provide answers to the research questions and simultaneously reveal 
how well the authors have fulfilled the aim explained in the purpose.  
 
The purpose of this thesis was to study business clients’ technology acceptance of e-
commerce within business-to-business in the work wear sector. In specific, develop and 
test a framework in order to analyze the antecedents of perceived usefulness and 
perceived ease of use behind business clients’ behavioral intention to the usage of e-
commerce. Two research questions were formulated and a proposed framework was 
developed in order to guide the focus of the research and to be able to analyze the 
empirical findings. 
 
Answering the first research question, “What does the technology acceptance and the 
use of e-commerce look like within the work wear sector?”, the business clients within 
the work wear sector are far more experienced of e-commerce than expected. The result 
demonstrated that the respondents more frequently use Internet based services in their 
private life than in their profession. However, 46,7% of the respondents answered that 
they “frequently”, or “very frequently” use Internet based services in their profession, 
while only 4,7% answered “never” on the same question (Appendix 8). The empirical 
findings further showed that the technology acceptance differs with regards to age and 
gender, which is highly related to the level of experience. As age increases, the level of 
experience decreases and so does the technology acceptance towards e-commerce. In 
addition, women revealed to have more experience than men, and also a generally 
higher technology acceptance. However, the technology acceptance among the target 
group was found to be very low in general and the respondents have a negative attitude 
towards e-commerce. 
 
Answering research question number two, “In a proposed framework, which 
antecedents are considered important among business clients’ regarding their 
perception of technology acceptance and further their behavioral intention to use e-
commerce in the work wear sector?” the empirical findings showed that instead of six 
proposed antecedents, five antecedents seem to affect the technology acceptance within 
this sector. Hence, a final proposed framework was established where Subjective 
norm/Opinion leaders, Job relevance/Compatibility, Output quality, Result 
demonstrability/Observability and Trialability are the important antecedents of the 
behavioral intention to use e-commerce. Thus, Computer anxiety was removed from the 
final framework. Furthermore, age, gender, experience and compliance were 
demonstrated to have a significant impact of the technology acceptance and were 
therefore included as influencers in the final proposed framework. 
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The authors have made a further reflection with regards to the findings of the research, 
which possibly can provide an explanation of the results. Due to the fact that the work 
wear sector deals with products such as clothes and shoes, the general negative attitude 
about purchasing work wear online can be related to the nature of the products. When 
purchasing clothes and shoes it is often preferred to a higher extent to be able to try the 
product before making the purchase, compared to other products where size and fit do 
not matter (Eliasson, Holkko-Lafourcade & Smajovic, 2009). Hence, this is assumed to 
partly be a suitable explanation for the reason of the negative attitudes towards e-
commerce.   
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7 Discussion  
This section will provide a further discussion regarding thoughts that has not, at this 
point, been fully analyzed, but which still are significant. The authors will elaborate 
about limitations and future possible research, while enlightening strengths and 
practical implications of the thesis.  

7.1 Limitations and future research  
During the process of this study the authors have recognized limitations that need to be 
discussed.  The first limitation to acknowledge is the factors chosen to include in the 
proposed framework (Figure 2.5). In the process, factors behind PU and PEOU were 
chosen based on previous research by Venkatesh and Davis (2000) and Rogers (1983), 
and through the authors’ own perception of what is believed to be of importance. As 
these choices were made, other factors were left out and therefore the final proposed 
framework (Figure 5.1) could have turned out differently, subsequently leading to an 
alternative result.  
 
Another limitation is that questions regarding PU and PEOU were not asked, only 
questions related to the antecedents. The choice not to ask questions about PU and 
PEOU was made due to the authors’ belief that too many and similar questions would 
have been asked, leading to a high drop out rate or unreliable answers. However, if 
questions related to PU and PEOU were asked, a more in depth analysis could have 
been carried out, where PU and PEOU could have been compared.    
 
Also acknowledged is the lack of statistical knowledge of hypothesis testing. As the 
authors do not feel confident with the calculations of these tests, the hypotheses are 
instead accepted if the mean value is above 3,0. Hence, regarding the acceptance of 
hypotheses, the tests could have yielded different results. 
 
Lastly, 59% of the respondents are owners (Appendix 20), which might have affected 
the result.  Subjective norm/Opinion leaders is a factor that differs among the 
respondents dependent on working position, and this factor might have received another 
mean if the percentages of working positions would have been more equal. 
 
For future research the authors enlighten several areas where additional research can be 
interesting to study. In the findings, a decreasing trend is noticed in means as age 
increases. However, the respondents in age group 60 are more positive than age group 
50 regarding most antecedents. The reason why this age group is more accepting 
towards e-commerce is one suggestion for future research. Furthermore, to study how 
the findings of this thesis can be used to analyze new ways of adapting e-commerce 
when an overall negative attitude is present, can be an interesting extension. Finally, the 
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reasons behind the negative attitude towards e-commerce, and what could possibly 
change this attitude can be investigated.  

7.2 Strengths and practical implications 

Even though limitations and future research are identified, the authors still believe the 
thesis to have several strengths and practical implications. Firstly, the number of 
respondents that the authors managed to reach is a strength behind the result of the 
thesis, both due to the large number and the geographical reach. Simultaneously, the 
respondents were gathered from several sectors, contributing to a more realistic and 
valid result. 
 
As previously written, the aim of the thesis is to study business clients’ technology 
acceptance of e-commerce and develop and test a framework in order to analyze the 
antecedents behind PU and PEOU. Even though it is difficult to exactly identify each 
antecedent’s importance, a valid proposed framework is established that can be of use 
for future research. 
 
Lastly, the planning and conduction of both the theoretical and the empirical part, which 
made it possible for the authors to answer the research questions, can be seen as a 
strength.  
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Appendix 
 
1  Diffusion of Innovation Model 

 
 (Rogers, 1983) 
 
 
2 Diffusion of Innovation’s Adoption Process 
 

 
 
(Rogers, 1983) 
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3 Mercus – survey  
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4 Hypothesis PU and PEOU 

 
 
5 Hypothesis test summary - Age  
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6 Hypothesis test summary – Gender 
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7 Hypothesis test summary – Experience 
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8 Previous Internet Experience 
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9 KMO and Bartlett’s Test for PEOU and PU 
 

 
KMO - PEOU 

 
KMO - PU 
 
 
10 Cronbach Alpha 
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11 Working Positions 
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12 Mean of Survey Questions 
 

 Factor  Antecedents  Mean of 
importance 
(1-5) 

Overall 
mean 

 Subjective norm/ 
Opinion leaders 

If it were common among my colleagues 
to purchase work wear online, I would 
do it too.  

2,04  

  If people in my environment think I 
should purchase work wear online, I 
would do it too. 

2,00 2,2162 

  If my colleagues think positively about 
purchasing work wear online, I would 
also consider it positive. 

2,62  

 Job relevance/ 
Compatibility 

To purchase work wear online is (would 
be) suitable in my profession. 

2,61  

  To purchase work wear online is (would 
be) suitable for my purchasing 
requirements. 

2,55 2,6038 

Perceived 
Usefulness  

 I would appreciate to be able to purchase 
work wear online in my profession. 

2,64  

 Output quality To purchase work wear online would 
simplify my work.  

2,66  

  To purchase work wear online would 
make my work more effective. 

2,72 2,6929 

  To purchase work wear online would 
save me the effort to make my purchases 
from a physical store. 

2,69  

 Result 
demonstrability/ 
Observability 

If it were proved that purchasing work 
wear online would improve the 
efficiency of my work, I would see this 
as a useful solution.  

3,02  

  If I can see the clear benefits of 
purchasing work wear online, I would 
see this as a useful solution.  

3,22 3,0766 

  If I can see that purchasing work wear 
online would save me the effort to make 
my purchases from a physical store, I 
would see this as a useful solution. 

3,03  

 Trialability If I were to get a demonstration of how 
to purchase work wear online, that 
would make me more prone to do so on 
future occasions.  

2,30  

  If I get to see how others purchase work 
wear online, I would find it easy to do it 
myself.  

2,20 2,2502 

Perceived 
Ease of Use  

 There are colleagues that can teach me 
how to purchase work wear online. 

2,28  

     

 Computer I feel uncomfortable purchasing online. 2,18  

 anxiety  It is (will be) difficult to learn how to 
purchase online. 

1,66  

     1,9446 

  To purchase online is (will be) 
frustrating. 

2,02  
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13 PU Correlation Matrix 
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14 Hypothesis test summary - Subjective Norm/Opinion 
leaders, Job relevance/Compatibility, Output quality and Result 
demonstrability/Observability 
 

 
 
15 Hypothesis test summary – Job 
relevance/Compatibility and Output quality 
 

 
 
16 Hypothesis test summary – Job 
relevance/Compatibility, Output quality and Result 
demonstrabilitiy/Observability 
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17 Hypothesis test summary – Subjective norm/Opinion 
leaders, Job relevance/Compatibility and Output quality 
 

 
 
18 Diagram Number of Employees 
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19 Histogram Age Distribution 
 

 
 
20 Distribution of Working Positions 
 

 
1. Anställd = Employed, 2. Chefsposition = Management position, 3. Ägare = Owner 
 
21 Gender Distribution 
 

 
1. Man = Man, 2. Kvinna = Woman 
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22 Sector Distribution 
 

 
1. Bygg & anläggning = Building and construction, 2. Fastighet & service = Property & 
services, 3. Lager & bemanning = Warehouse & staffing, 4. Annan = Other 
 
23 Current Purchase Method 
 

 
1. Butik = Physical store, 2. Via e-handel = E-commerce, 3. Order via mail = Mail 
order, 4. Order via telefon = Phone order, 5. Utesäljare tar order vid företagsbesök = 
Salesman collect order when visiting, 6. Företaget har en inköpare av arbetskläder = 
The business has a buyer for work wear, 7. Annat = Other, 8. Jag handlar inte 
arbetskläder = I do not purchase work wear 
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24 Questionnaire   
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