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ABSTRACT

Technology acquisition is important for the small and medium enterprises in India
because technology is the future. During COVID pandemic many small and medium
organizations have realized the importance of technology acquisition. In Developed countries,
the technology acquisition is at advanced stage and more structured in comparison to India.
There are several factors which affect technology acquisition. In this research paper, the
researchers will do an analysis of various theories for the purpose of technology acquisition in
Indian environment. The results analyzed in developed countries can't be generalized in Indian
environment. The researchers will do a literature analysis of various theories responsible for
technology acquisition and try to analyze the factors responsible for the technology acquisition.
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INTRODUCTION

The consumers demand is changing constantly, and competition is also growing from
multinational national organizations. Not only big multinational but also small SMEs need to
maintain the changing pace to survive in disruption phase of technology. There are many theories
which discussed about technology acquisition and adoption. In this paper, the researcher will
focus on review of few of such theories.

LITERATURE REVIEW

At present, the most discussed model for technology adoption and acquisition is UTAUT
model. UTAUT model was proposal by Vankatesh, Davis and Morris. This model is based on
four major key constructs. All the SMEs want to improve their performance over a period and
the first construct of UTAUT model relates to the performance of the SMEs. Performance
expectancy reflects how acquisition of technology will enhance the performance of small firms.
The second construct of technology is effort expectancy. The beauty of UTAUT theory lies in its
capability to study the adoption of technology at individual level. Effort expectancy analyze how
easy is to use technology at individual level to discuss the ease associated with it. Venkatesh et
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al. (2003) discussed about ease of use while using technology. The use of technology is
mandatory for small and medium firms now-a-days. The third construct of UTAUT theory
focuses on peer pressure or social pressure related to the acquisition of technology in SMEs.
Social Influence is the third construct which discusses about societal influence. The acquisition
and adoption of technology also depends upon the type of infrastructure available in the firms
and will that infrastructure sufficient for the firms. The fourth construct of the model is named as
facilitating conditions. It judges the technological infrastructure of the company and its usage in
technology adoption. All these four constructs are independent factors and behavioral intention is
the dependent factor. Behavioral intention talks about the individual readiness to perform a
specific type of behavior. How much the individual is ready? The individual factors which are
part of UTAUT model are age, gender, experience and voluntarily use of the technology. These
factors are moderating the constructs. The researchers are using this model to study about
adoption of various types of technology 2.0, technology 3.0 and technology 4.0 components. An
extension of UTAUT model is UTAUT 2 theory. The UTAUT2 theory talks about the additional
constructs of UTAUT model (Venkatesh, et al., 2012). One of such extension was hedonic
motivation, in which the authors were discussing how much technology usage is enjoyable by
the individual users. One also needs to understand the price value in UTAUT2 model. The price
value talks about the benefits of using technology and what is the cost associated with usage of
technology. Habit is also an additional component of UTAUT theory which talks about since
how long individuals were using the technology.
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UTAUT MODEL

Source: (Venkatesh, et al., 2003).

Khazaei (2020) argued about the adoption of block chain technology using UTAUT
model. The authors discussed adoption from the perspective of Malaysian SMEs. Misra et al.
(2022) also argued about the adoption of e-commerce for both buyers as well as sellers. They
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have studied the e-commerce adoption in tier II/III cities of India by implementing the UTAUT
model. They also tried to find out the challenges in adoption of technology. Dutta & Shivani
(2020) discussed about e-commerce revolution. The authors discussed about e-commerce
adoption in Indian SMEs considering the perspective of women entrepreneurs. They have studied
the UTAUT2 model for adoption and acquisition of e-commerce. Chatterjee & Kar (2020) also
tried to identify the reasons behind social media tools adoption in SMEs and how those social
media tools are beneficial for small and medium organization. The authors have studied the
adoption with the usage of UTAUT model/ theory. Kumar and Ayedee (2021) has also discussed
about technology adoption in SMEs during COVID-19 phase. Basically, during COVID-19
phase, the SMEs owners showed more urgency towards technology adoption because there was
not other way to come out of the challenges Figure 1.
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Source: (Chooprayoon, et al., 2007).

A series of theories and models have discussed about technology acquisition and
adoption. TECTAM theory/model has been seen as a combination of Theory of Reasoned Action,
Technology Acceptance Model, Theory of Planned Behavior and UTAUT theory. Chooprayoon
et al. (2007) discussed about technology adoption through TECTAM model. The components of
TECTAM model includes. The two important components of TECTAM model are perceived use
and perceived ease of use. The researchers have segregated perceived use into perceived use of
public sector, private sector and individual customers, similarly perceived ease of use of public
sector, private sector, and individual customers. The model also includes external variables
which consist of personal factors; social factors and information consist of behavioral,
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conceptual, and factual knowledge. The main things which carry the base of the model are
attitude of the users towards adoption, whether they are positive towards usage of technology or
not, secondly the intent to use the technology and the actual usage of technology Figure 2.

Another model which discussed about technology acquisition and adoption in SMEs is
task technology fit. This model has discussed the perspective of the individual while doing
technology acquisition. Goodhue and Thompson (1995) argued that the technology adoption
depends upon the individual task. How much is the task appropriate and what leads to
technology utilization? TTF model helps in knowing the degree to which technology can assist
an individual in performing his/her task. Prior, TAM model was also talking about technology
adoption at individual level but TTF model is also overcoming the weaknesses of TAM model.
An individual is performing various tasks in the firms and those tasks also require the usage of
technology. The components of TTF model are helpful in knowing what are the tasks performed
by the individual and how technology is assisting in completion of those tasks. The application
of technology needs to be understood at much higher and deeper level.

Findings and Discussions

The overview and analysis of all the above discussed theories summarized that adoption
at individual level is must. Technology acquisition is not new and it is not a matter of choice for
the organization. There are several challenges also in usage of technology but those challenges
need to be overcome. An observation on several models suggests that most of the models were
studying the technology adoption at individual level i.e., TAM, TTF, UTAUT, UTAUT2 etc.
There is strong need to develop more models which can talk about technology adoption at firm
level. Currently, TOE theory is talking about technology adoption at firm/organization level. The
individual perspective evolving out in the models is good but it is not giving collective
information at firm level. In India scenario is different, the adoption is missing at firm level. The
small firms in India are not even matured to understand the technology acquisition of different
components of technology 2.0. Today, we are discussing about technology 4.0 or technology 5.0
but firm level adoption is missing. India follows a collective culture and till the time all the
employees at upper level, middle level and lower level will adopt the technology, the acquisition
will not give favorable results. The review of various models also suggested that it is important
to identify the actual intent of individual behind using the technology. The attitude of an
individual takes him towards the technology usage but till how long he/she will be connected
towards the usage of technology. The intent can only go stronger if the challenges are overcome.

CONCLUSION

The paper can be concluded in the positive manner that technology acquisition can help
and lead Indian SMEs towards more advancement and it can bring sustainability in their outputs.
If the technology acquisition operationalized in the right manner, it can bring down the overall
cost in the firms. Indian SMEs are not very rich; technology can provide them a way out in
performing the daily operations and saving money as well. Indian users have a positive attitude
towards acquisition of technology, but that attitude is not sustaining for longer terms, it needs to
be sustained than only it can give positive results.
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