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Abstract

Purpose — The study aims to verify the impact of institutional pressures on
the perception of obstacles and benefits of the adoption and maintenance of
e-commerce in Brazil’s micro and small companies.

Theoretical framework — The study was conducted based on the precepts of
Institutional Theory, focused on the institutional pressures approach. It verified
the orientation and adaptation of actions taken by MSEs towards the use of
e-commerce as an organizational practice.

Design/methodology/approach — The research was conducted based on a
survey involving 120 managers of companies that use e-commerce. The survey
was composed of 28 questions concerning institutional pressures, benefits, and
obstacles perceived by managers, in addition to aspects related to the adoption
and maintenance of e-commerce. Structural equation modeling was used for the
data analysis.

Practical & social implications of research — The outcome of this study
demonstrated that institutional mimetic and normative pressures provide the
perception of benefits and help overcome obstacles concerning e-commerce, which
compels companies to adopt and improve this business modality. On the other
hand, coercive pressures showed no association with the perception of benefits,
but mitigated the perception of obstacles, which suggests that coercive pressures
are motivated according to the local context they form part of.

Originality/value — There is increased discussion of Institutional Theory, in
which it is possible to verify that institutional pressures influence MSEs to
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adopt and maintain new forms of online business. Thus, the results orientate

the development of strategies by management using digital technologies as tools

that allow competition.

Keywords: E-commerce, MSEs, adoption and maintenance, institutional pressures,

obstacles and benefits.

1 Introduction

The use of e-commerce is modifying the way
business models are executed in companies, especially in
those considered as traditional (Choshin & Ghaffari, 2017).
The growth of this commerce model has redirected business
strategies to meet customers’ expectations (Jai etal., 2013)
and improve relations with suppliers. According to the
literature, some consequent benefits of using e-commerce
are: an increase in market expansion potential, adaptation
to the external environment, an increase in reliability,
uncertainty minimization, cost reductions, a visibility
boost, and reduced need for physical space (Cheng & Yu,
2008; Felipa, 2017; Nohara et al., 2008; Yu et al., 2018).
However, companies face obstacles regarding technological
adapration to innovations, wide asset use in information
systems, lack of qualified employees, absence of data
security, process modifications, and limited financial
assets (Yu et al., 2018).

According to data from Ebit Nielsen’s (2019)
survey, in Brazil, e-commerce grew by 12% in the first
semester of 2019. In the second, this growth represented
R$26.4 billion in revenue. The first half of 2019 saw 20%
growth regarding the volume of orders in e-commerce,
representing R$65.2 million. Sales through mobile-
commerce (m-commerce) were more prominent in non-
durable goods, with emphasis on products for immediate
consumption, such as food and beverages (Nielsen, 2019).
By expanding their reach and consequently their sales,
e-commerce can be a strategic option for micro and
small enterprises (MSEs) seeking survival in the market.
According to the Brazilian Micro and Small Business
Support Service (SEBRAE), there are 6.4 million business
establishments in the country, of which 99% of them
are micro and small enterprises that account for 52% of
formal jobs in the private sector (Servigo Brasileiro de
Apoio as Micro e Pequenas Empresas, 2020). In addition,
the participation of MSEs represents 27% of the gross
domestic product (GDP).

However, the use of e-commerce is not always a
strategy issue. Companies seek to address the pressures
of diverse customer profiles and analyze the behavior of
other organizational field agents. In order to address the
pressures of the business environment and the demands
of their customers, companies have shown increasing
concerns when adopting pre-established practices that
will make them more appreciated and recognized in the
market where they operate. This leads companies from
the same environment to become similar to each other,
building a scenario known as institutional isomorphism
(DiMaggio & Powell, 1983; Meyer & Rowan, 1977).
Furthermore, external institutions become the rulers
through mimetic, coercive, and normative pressures
(DiMaggio & Powell, 1983; Scott, 2008).

Mimetic isomorphism occurs due to the perception
of successful actions taken by other companies from
the same institutional field. It can be achieved by the
incorporation of technological elements, innovations, or
reactions to crisis situations, such as the Covid-19 pandemic,
which directly impacts small entrepreneurs’ commerce
strategies (Cheng & Yu, 2008, Lin, Luo & Luo, 2019).
Coercive isomorphism occurs through the relationship of
dependence of one company on others, while normative
isomorphism occurs due to professionalization (Cheng &
Yu, 2008; DiMaggio & Powell, 1983; Lin et al., 2019).

MSEs and large companies have different aspects
when it comes to perceiving benefits and obstacles related
to technological innovations and the distinctive pressure
they suffer from the environment since there is a time
gap between their adoption of technologies due to social,
economic, technological, and political conditions. However,
with the introduction of the internet and the rapid change
in customer requirements, institutional pressures have
intensified (Rahayu & Day, 2015). For MSEs, keeping
track of new technologies, market demands, and changes
in customer behavior is essential to their survival due
to their limited financial and technological resources,
as well as physical capacity (Baggio et al., 2019). The

knowledge and use of e-commerce help these businesses
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to access different marketplaces by applying economies
of scale and achieving network effects, which facilitates
their development and makes them competitive and
sustainable (Kabanda & Brown, 2017; Lestari, 2019).

Considering companies’ perspectives and the
growth of e-commerce, the purpose of this study is to verify
the impact of institutional pressures on the perception
of obstacles and benefits in the use and maintenance of
e-commerce by Brazilian MSEs. After consulting managers
of MSEs and collecting data through a survey, structural
equation modeling was used to analyze and highlight
the connection between institutional pressures and the
perception of obstacles and benefits by MSEs that led to
the adoption and maintenance of e-commerce.

The institutional approach in MSEs has been
explored from different perspectives in Social Science
research. Kurnia et al. (2015) examined the influence
of organizational, industry and national readiness and
environmental pressure on the adoption of distinct
e-commerce technologies by MSEs in the retail sector in
developing countries, based on the Malaysian supermarket
sector. Williams and Spielmann (2019) analyzed how
external institutional pressures influence the international
market orientation in MSEs. Ramaswamy et al. (2017)
examined Indian business groups and their diversification
strategies at the time of pro-market institutional reforms,
highlighting the diversification choices at the group
level, and the consequences of these choices for their
performance during a period of institutional change. In
Brazil, institutional studies on MSEs have been conducted
emphasizing internationalization and the adoption of
accounting standards. Garcia et al. (2019) analyzed
the mechanisms of institutionalization of the Brazilian
Accounting Pronouncements Committee (CPC) for small
and medium enterprises (SMEs). Silva et al. (2014) studied
the institutional factors and the isomorphic mechanisms
shown in the internationalization process, as well as the
mimetic mechanisms in the approach of managers from
different organizations. In this regard, studies that seek
to verify how MSEs adapt to institutional dynamics and
changes due to the implementation of e-commerce in
their organizational field have become more relevant, aside
from analyzing aspects that have not yet been addressed
in Brazilian studies.

The effects of Covid-19 on e-commerce are
remarkable and it is possible that the impact of coercive
pressures has been intensified in terms of buyers, sellers,
and regulations (Agus etal., 2021; Machovd et al., 2021).

368

Due to the expansion of the field, mimetic pressures related

to new business have also been intensified (Wang, 2021).

2 Institutional pressures and the
perception of obstacles and benefits
in the adoption of e-commerce

Institutions are systems that can structure social
interactions with long-standing rules and social conventions
that are already established and embedded. Language,
money, law, systems of weights and measures, table
manners, and businesses, among others, are examples of
institutions (Scott, 2008). Institutions are fundamental to
social interactions as they can shape and change individuals’
willingness and aspirations, as well as exert pressures on
organizations’ behavior. These pressures are an outcome
of the environment, such as regulatory forces and social
forces, which transact with the organizations, and direct
control relationships (DiMaggio & Powell, 1983; Guarido
& Costa, 2012; Scott, 1994, 2008).

From the institutional perspective, the interaction
between organizations and external institutions guides
and shapes the actions that must be taken regarding new
organizational practices (DiMaggio & Powell, 1983;
Guarido & Costa, 2012; Williams & Spielmann, 2019).
Changes in organizational behavior and adherence to new
technologies occur within the institutional field, mediated
by formal and informal pressures (DiMaggio & Powell,
1983; Oliver, 1991).

According to Fonseca (2003), Institutional
Theory is based on three pillars - cognitive, regulatory,
and normative - that can form the background of the
relationship between institutions and organizations.
Mimetic pressures are related to the cognitive pillar,
coercive pressures to the regulatory pillar, and normative
pressures to the normative pillar. Isomorphism occurs
through institutional pressures and, although it is related
to the empirical context, it is presented in three different
features: mimetic, coercive, and normative (DiMaggio &
Powell, 1983; Lai et al., 2006), as it can be seen in Chart 1.

Mimetic pressures are reinforced in environments
with a high level of uncertainties and when members do
not have clear goals, besides arising from the disadvantages
perceived compared to competitors (Alsaad & Taamneh,
2019; DiMaggio & Powell, 1983; Oyadomari etal., 2008).
Thus, companies seek to replicate other organizations’
valid and successful actions. According to DiMaggio and

Powell (1983), it is not uncommon for organizations to
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Chart 1

Institutional pressures

Institutional Isomorphism

Authors

It comes from one company’s perception of the actions and models of success used
by another enterprise located in the same institutional field. The changes in the Alsaad and Taamneh (2019),
Mimetic way of working, in the market, and in the technological resources, among others, DiMaggio and Powell
isomorphism bring instability and create uncertainties in the organizational system. In response | (1983), Alsaad and Taamneh
to these uncertainties, companies choose to replicate models from other similar (2019)
companies which they consider legitimate and occupy a good place in the market.
Coercive isomorphism is established by formal and informal pressures exerted
Coercive by other organizations (such as political or social ones) that also interact in the DiMaggio and Powell
isomorphism same environment, affecting the organizations’ orientation and their form of (1983), Lai et al. (2006)
management. This includes customers, legislation, and associations, among others.
Normative isomorphism is mainly derived from professionalization, based on the
search for members of a certain class that can validate ideals. However, this class
. . . . . - Meyer and Rowan (1977),
must be able to associate other categories of influencers with their aspirations, such . .
. . . L DiMaggio and Powell
Normative as customers and professionals from different areas. Professionalization introduces (1983), Peci (2006), Lai et al
. . . . . . . eci ai et al.
isomorphism two important elements for isomorphism: formal education and the rise of ) o
. L 1. . (2006), Guarido and Costa
professional networks between organizations, validating work models. This includes (2012), Lin et al. (2019)
. - in et al.
staff turnover, transfer of employees, changes of consulting firms, class associations, ’
and any distribution of people working in different organizations in a balanced way.

Source: The authors.

face unknown demands and difficulties, making such
practices easy for these companies.

According to Haveman (1993), in the technological
field, mimicry becomes efficient when companies diversify
into a new market segment and start using new technological
tools. As these innovations are included as part of the
company, other social actors recognize and copy them,
minimizing uncertainty, decreasing costs, and increasing
benefits (Haveman, 1993; Cheng & Yu, 2008). In this
sense, MSEs may recognize benefits by copying other
companies that have previously adopted such practices.

In e-commerce, reducing uncertainties by studying
the way of working and the operationalization of similar
companies can lead to obstacles being overcome. This
allows a better technology collection and a greater focus
on other challenges, such as the need to become prominent
in the market (Cheng & Yu, 2008; Piris et al., 2004).
Therefore, the first research hypothesis was formulated:

H1a: Mimetic pressures are positively associated
with the benefits of e-commerce perceived by
MSEs.

H1b: Mimetic pressures are negatively associated
with the obstacles of e-commerce perceived by
MSEs.

Coercive pressures are expressed by dependency

within the business field, where companies” actions are

in accordance with dominant organizations (Hwang &
Choi, 2017). Companies depend on other organizations
that hold resources and regulations, and customers who
are the “rulers of the game,” since they became more
demanding with the opening of online markets, given the
great supply. As a result, competition has been intensified
and companies have started implementing measures to
ensure their market share (Hwang & Choi, 2017; Lin etal.,
2019). MSEs can also discern coercive pressures from
intermediary companies in their sales, such as marketplaces,
which operate as virtual shopping centers, offering online
platforms, security, numerous services, and means of
payment, among other conveniences, besides enhancing
the companies’ range (Serrentino, 2015). Furthermore,
regulatory agencies have a remarkable coercive pressure
on MSES’ e-commerce regulation.

Considering the coercive isomorphism perceived
in the organizational field, some organizations start acting
alike, adopting certain practices due to the coercion exercised
by regulatory agencies. Companies seek to comply with
what is imposed on them to take advantage of the benefits
or to avoid market penalties. By attending to coercive
pressures, MSEs minimize their perception of obstacles in
e-commerce. Thus, the more rewards coercive organizations
attribute, the greater the transformational force exerted
on the companies, attributing a positive perception of the
benefits of using e-commerce (Lin et al., 2019). Therefore,

the second research hypothesis is presented:
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H2a: Coercive pressures are positively associated

with the benefits of e-commerce perceived by
MSEs.

H2b: Coercive pressures are negatively associated
with the obstacles of e-commerce perceived by
MSE:s.

Several organizations and networks of employees
shape the ways a company operates, due to professionals
who have worked elsewhere and still use the same techniques
from other companies, making them resemble each
other (Tsamenyi et al., 2006). The use of e-commerce
by suppliers (Quaddus & Hofmeyer, 2007), customers
(Perini et al., 2020), and regulatory agencies raises the
need for companies to adopt this type of commerce as
well. Those involved in the organizational field spread
these norms through interaction channels and share the
acquired professional skills across organizations (Lin et al.,
2019; Zaguir, 2017) .

Compliance with norms through normative pressures
provides cultural identity to companies, contributing to
their credibility, and influence on professionalization
issues (Lin et al., 2019). As revealed by Lin et al. (2019),
MSE:s located where most organizations use e-commerce
are more likely to consider it a valid practice, which
is when normative pressures gain strength and effect
the embracement of such practices. For Quaddus and
Hofmeyer (2007) and Zaguir (2017), these validated
practices help organizations to improve their position
in the market, as well as maximizing their transactions.
These factors contribute to reducing the perception of
obstacles to the adoption and maintenance of e-commerce
by MSEs. The third research hypothesis was formulated

considering these aspects:

H3a: Normative pressures are positively associated

with the benefits of e-commerce perceived by
MSEs.

H3b: Normative pressures are negatively associated
with the obstacles of e-commerce perceived by
MSE:s.

Institutional pressures have the power to change
the entire organizational field. Thus, when they realize
that the pressures provide greater benefits than obstacles,
companies tend to transform and shape themselves according

to others due to isomorphism (DiMaggio & Powell,
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1983). Electronic business allows MSEs to participate in
a vast market and compete with larger companies, since
they use the same technological tools, achieving the same
efficiency (Nohara et al., 2008).

Joining a digital marketplace brings numerous
benefits in terms of cost and performance, such as a greater
number of virtual transactions, business acceleration, a
reduction of administrative tasks as a result of a smaller
staff, an increase in the company’s visibility due to the
greater amount of sales, and an increase in the range
of customers and suppliers by breaking geographic
limitations. Other benefits that can be perceived by
MSEs are: operating in international markets, specialized
partnerships, a reduction of physical space, optimization
of infrastructure, a reduction of equipment costs, work
time flexibility, and constant access by customers (Felipa,
2017; Nohara et al., 2008; Piris et al., 2004).

Despite the numerous benefits of this business
model, certain obstacles may hinder MSEs" adoption
of e-commerce, such as struggles to link investments
with returns, to understand the electronic environment
of business, to operate on a global scale, to work with
partners and intermediators, and financial constraints,
among others (Felipa, 2017; Nohara et al., 2008).

Bouwman et al. (2007) and Rana et al. (2019)
point out the cost as one of the main obstacles to the
adoption of e-commerce, due to the entrepreneur’s
concern about the final cost of implementing the new
technology, and the expected period of return on the
investment made. For Rana et al. (2019), network threats
can also create more obstacles, such as financial and data
privacy risks. Other emphasized obstacles include lack
of technological knowledge, changes in the company’s
strategies and processes, the customers’ lack of knowledge
about e-commerce, and obliviousness regarding the future
benefits of such implementations. Thus, the fourth research

hypothesis was formulated:

H4a: Perceived benefits are positively associated
with the adoption and maintenance of e-commerce

by MSEs.

H4b: Perceived obstacles are negatively associated
with the adoption and maintenance of e-commerce

by MSEs.

Based on the hypotheses, Figure 1 shows the

theoretical model proposed in this research.
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Mimetic
Pressures

Coercive

Pressures

Normative
Pressures

Perceived
Benefits

Perceived
Obstacles

Adoption and
Maintenance of
E-Commerce

Figure 1. Theoretical model and research hypotheses

Source: The authors.

The literature suggests that mimetic, coercive and
normative pressures influence Brazilian MSEs’ perception
of benefits and obstacles for the adoption and maintenance

of e-commerce (Figure 1).

3 Methodological procedures

This research was based on a survey with 40
multiple choice questions divided into two sections. The
first section consisted of 28 questions about institutional
pressures on e-commerce and the perceived benefits of
and obstacles to its adoption. The second one was about
company and participant demographic information, as
well as management issues, such as the types of resources
used for e-commerce, and number of employees, according
to SEBRAFE’s classification (Servigo Brasileiro de Apoio
as Micro e Pequenas Empresas, 2020).

For each question, the participants indicated their
perception according to the organization’s practices on a
five-point Likert scale, where (1) corresponded to “totally
disagree” and (5) to “totally agree.” To validate the survey
and reduce difficulties in comprehension or ambiguities,
a pre-test was conducted with three doctoral students.
‘The questions were formulated based on the instruments
used in previous studies and on the theoretical framework
according to Appendix A.

The study population comprised managers of
Brazilian MSEs that use e-commerce. This choice is
justified by their strategic position in defining business

plans, dealing with opportunities and threats of the

environment, and, therefore, meeting the requirements
to fulfill the purpose of this study.

The sample was estimated using the
G*PowerWin3.1.9.2 software (Faul et al., 2009). To
assess the variables, a 0.95 test power, significance level
of .= 0.05, and median effect size of f2 = 0.15 were used
(Cohen, 2013). Considering that the number of predictors
for “perceived obstacles” and “perceived benefits” is equal
to three (Figure 2), and that the minimum sample to be
used in the partial least squares path modeling (PLS-PM)
is determined by the software, the minimum number of
necessary cases to be analyzed for this study is equal to
119. Of the 130 received responses, 10 were excluded:
seven due to participant inadequacy regarding previous
requirements, and three due to invalid answers. The final
sample consisted of 120 managers who were adequate
for testing the hypotheses. The survey was available on
Google Forms and sought to cover different business
models. At first, the survey was sent to companies that
were previously contacted via the email provided by
their corporate websites. Due to low adherence, forms
were also sent to companies that have professional ads
on online platforms, such as OLX, iFood (Brazilian
marketplaces), Instagram, and Facebook (social media).
The data collection occurred between March the 2nd
and 24th of 2020.

Before analyzing the theoretical model, the
common method bias was investigated using Harman’s
single factor method. The factor analysis did not show

any elements, nor did any factor remove most of the
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Mimetic Pressures

Coersive Pressures

EJ,

0.753 0.810 0.715 0.829 9 772

Obs
0.837 5908 0.653

Normative Pressures / ‘ \

Figure 2. Proposed model with R* values
Source: Survey data

variance from the set of variables (Harman, 1976). In
addition, a partial correlation method was used, in which
an additional independent variable that removes the
greatest variations from the factor analysis was inserted.
This variable did not cause any considerable change in
the variance between the dependent variables. Therefore,
the tests suggest a low level of common method bias in
this research.

To test the hypotheses, the structural equation
modeling technique was used through the SmartPLS v.
3.2.9 software. Assuming the combination of theoretical
elements, modeling using partial least squares (PLS) is
appropriate for building complex relationships with multiple
dependencies and independences between latent variables
(Brei & Liberali, 2006; Nascimento & Macedo, 2016;
Neves, 2018). In addition, PLS can estimate complex
models using few observations and without establishing
assumptions on the statistical distribution of the dataset
(Hair et al., 2014).

After evaluating the measurement model, the two-step
analytical procedure and the structural relationships were

tested to evaluate the theoretical model. The main purpose

of the measurement model analysis is to verify whether
the operational items used to measure the constructs are
significant and whether they actually fulfill their function
(Brei & Liberali, 2006; Hair et al., 2014). The structural
model was estimated by the path coefficients using linear
regressions between constructs (structural models) (Brei
& Liberali, 2006; Hair et al., 2014).

4 Data analysis

This section presents the characteristics of the
sample, the evaluation of the measurement model, the
evaluation of the structural model, and the hypothesis
testing. At the end, the hypotheses are discussed.

4.1 Sample characteristics

According to Table 1, concerning the profile of
the participants, there is a homogeneous distribution
regarding gender, where male participants accounted for
51.67% and 48.33% were female. The age group from
21 to 35 years was predominant, representing 64.17% of

the sample. This result shows that the companies surveyed
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are managed by “Generation Y,” known as the children
of technology (Zomer et al., 2018).

A total of 70.83% of the participants have a
higher education degree and 22.50% are post-graduates.
About 63.09% of the graduation courses are in the
business area, such as Administration, Accounting, and
Economics, including courses focused on management,
which suggests that the participants have a certain level of
knowledge about business models and strategic planning.
The majority of the participants are enterprise owner
partners (69.17%). The companies’ characteristics, the
resources used for e-commerce, and the time period since
its adoption are presented (Table 2) as follows.

According to the data (Table 2), 35% of the
sample corresponds to companies in the food and beverage
industry, and 20% are companies in the clothing and
footwear industry. According to SEBRAE’s definition of
company size, which is based on the number of employees

in the commerce and services fields, companies with less

than nine employees are classified as microenterprises
(ME), which represent 71.67% of the sample. On the
other hand, companies with 10 to 49 employees are
classified as small companies (SC), representing 23.33%
of the sample.

The most used technological resources in e-commerce
are, respectively, WhatsApp© (85.33%), social media
(83.33%), websites of their own (53.33%), marketplaces
(52.5%), and email (51.67%). Regarding the period of
time working with e-commerce, approximately 80.83%
of the sample joined digital platforms less than five years
ago, which shows that, unlike large companies, MSEs are

still in the initial phase of its use in Brazil.

4.2 Evaluation of the measurement
model

The measurement model was evaluated through

an analysis of the cross-loading matrix. In this analysis,

Table 1
Profile of the Respondents
Gender Frequency % Educational Level Frequency %
Female 58 48.33 Secondary School 35 29.17
Male 62 51.67 Undergraduation 58 48.33
Specialization degree 27 22.50
Age Group Frequency % Role in the company Frequency %
20 years old or less 2 1.67 Owner partner 83 69.17
21 to 35 years old 77 64.17 Manager 21 17.5
36 to 55 years old 40 33.33 Supervisor 5 4.17
Over 56 years old 1 0.83 Others 11 9.17
Source: Survey data.
Table 2
Characteristics of enterprises
Sphere of activity Frequency % Resources used Frequency %
Food and beverages 42 35% E-mail 62 51.67%
Clothing and footwear 24 20% WhatsApp© 103 85.83%
Informatics 8 6.67% Website 64 53.33%
Sales and marketing 10 8.33% Marketplace 63 52.5%
Personal services 6 5% Social media 100 83.33%
Specialized services 4 3.33%
Health 3 2.50%
Others 23 19.17% Time in o
e-commerce Frequency o
Company size Frequency % Less than 1 year 30 25%
Up to 9 employees 86 71.67% From 1 to 3 years 45 37.5%
From 10 to 49 employees 28 23.33% From 3 to 5 years 22 18.33%
From 50 to 99 employees 6 5% More than 5 years 23 19.17%

Source: Survey data.
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of the 28 questions, eight presented cross-loadings with
a value of less than 0.50 (AVE < 0.50), meaning that
these questions did not explain the constructs related
to them in a satisfactory matter (Ringle, Silva, & Bido,
2014); therefore, according to the literature, they
should be withdrawn. Seven questions, adapted from
the research instrument proposed by Lin et al. (2019),
were removed. Among them, the constructs “Mimetic
Pressure,” “Coercive Pressure” and “E-commerce
Adoption and Maintenance” had one question removed
from each, and the constructs “Normative Pressure”
and “Perceived Obstacles” had two questions removed
from each. However, in the construct “Coercive
Pressure,” one question with a loading of less than
0.50 was maintained, due to the importance of the
construct in the theoretical model. The adjustments
to the questions were made to enable the continuity of
the analysis regarding the measurement model.
Moreover, the suitability indices of the adjusted
model were analyzed to verify convergent validity (average
variance extracted - AVE), composite reliability and internal
consistency (Cronbach’s alpha), as shown in Table 3.
The Cronbach’s alpha coefficients and the
composite reliability were calculated to assess internal
consistency. The Cronbach’s alpha of the constructs
ranges from 0 to 1. There is no minimum value defined
for this coeflicient according to the literature (Hair etal.,
2014), however, in surveys in general, the lower limit
remains around 0.70. For this study, in which the
constructs “Coercive Pressures,” “Normative Pressures”
and “Mimetic Pressures” remained with three questions,
the lower limit of the Cronbach’s alpha was considered
to be 0.657. Constructs should have values equal to or
greater than 0.70 for the composite reliability index to
be considered valid (Hair et al., 2014). All constructs

Table 3
Model suitability indices

presented coefficients higher than the minimum limit
(Table 3), therefore, the constructs of this research
present internal consistency.

The average variance extracted (AVE) indicates the
degree to which items should theoretically be correlated
(Hair etal., 2014). Convergent validity is achieved when
all values of the AVE are equal to or higher than 0.50
(Hair etal., 2014). The AVE coefficients for the proposed
model (Table 3) have higher indices than those reported
in the literature, implying that the items are indeed
interrelated.

The discriminant validity was analyzed, which
is determined as the “degree to which a construct is
distinguished from others by empirical standards”
(Hair etal.,, 2014, p. 104). The discriminant validity can
be obtained using the Fornell-Larcker criterion, comparing
the square root of the AVE with the correlation between
the latent variables or constructs. The square root of the
AVE of each construct must be greater than its highest
correlation with another construct to have discriminant
validity. In Table 4, the discriminant validity between
constructs is highlighted.

After evaluating the measurement model, it can
be concluded that the indicators can competently assess
institutional pressures, perceived obstacles, and perceived
benefits, as well as the adoption or maintenance of
e-commerce. Therefore, the measurement model allows
the estimation of the causal relationship of the structural

model.

4.3 Structural model evaluation and
hypothesis testing

The R? values were evaluated to validate
the structural model (Figure 2). These values

represent the percentage of variance of a latent

Variables

Cronbach’s Alpha

Composite Reliability Average Variance Extracted

(AVE)
Perceived Obstacles 0.724 0.846 0.651
Perceived Benefits 0.836 0.883 0.603
Coercive Pressures 0.660 0.789 0.583
Regulatory Pressures 0.657 0.786 0.564
Mimetic Pressures 0.697 0.824 0.609
E-commerce Adoption and Maintenance 0.820 0.881 0.650

Source: Survey data.
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variable explained by others (Hair et al., 2014),
where the values are provided only for endogenous
latent variables. This can be seen in “Perceived
Benefits,” “Perceived Obstacles” and “Adoption
and Maintenance of E-Commerce.”

The R? value for “Perceived Benefits” and “Perceived
Obstacles” is 23.7% and 11%, respectively. These values
confirm the explanatory power of institutional pressures
(mimetic, coercive and normative) over the obstacles
and benefits of e-commerce perceived by MSEs. The
explanatory power of the variables “Perceived Benefits”
and “Perceived Obstacles” regarding the latent variable
“Adoption and Maintenance of E-Commerce” is 27.9%.
A R? of less than 0.50 is acceptable in studies that verify
human perceptions, whereas it is not for studies about
physical processes. The hypothesis test results are presented
in Table 5.

The t-values were identified (t statistics, Table 5)
to test the hypotheses of each structural path model.
T-values above 2.576 for p <0.01 and above 1.96 for
p <0.05 are statistically significant (Seward & Doane,
2014, p. 347-348).

4.4 Hypotheses discussion

The institutional pressures have an impact on the
perception of obstacles and benefits of e-commerce, resulting
in its adoption and maintenance in MSEs. Hypothesis
H1la sought to verify whether mimetic pressures are
positively associated with the perception of e-commerce
benefits by Brazilian MSEs. When companies verify the
success of other companies through the benefits from
using new strategies, the first group seeks to emulate these
new strategies, as they also perceive potential benefits for
their business (Haveman, 1993; Cheng & Yu, 2008). The
results were significant (p<0.01, Table 5), meaning that
mimetic pressures are associated with the perception of
e-commerce benefits. Thus, it can be inferred for this sample
that the reduction of uncertainties and the increase in the
credibility conferred to the company are associated with
the change of its behavior regarding the organizational
behavior of other companies, which is consistent with
the results of Cheng and Yu (2008).

Hypothesis H1b sought to verify whether mimetic
pressures are negatively associated with perceived e-commerce
obstacles. The results are not significant (p<0.05), so they

Table 4
Discriminant validity
Variables Perceived Perceived Coercive Regulatory Mimetic Adoption and
Obstacles Benefits Pressures Pressures Pressures Maintenance
Perc. Obstacles 0.807
Perc. Benefits 0.628 0.777
Coercive Pres. -0.202 -0.155 0.763
Normative Pres. 0.208 0.360 0.026 0.751
Mimetic Pres. 0.233 0.401 -0.079 0.331 0.781
Adoption and Maint. 0.474 0.480 -0.060 0.233 0.317 0.806
Source: Survey data.
Table 5
PLS results - Path coefficients - Total Effects
Variables p-value t statistics Significance Hypotheses
Mimetic Pres. - > Perceived Benefits 0.001* 3.424 Significant Hla
Mimetic Pres. - > Perceived Obstacles 0.075 1.780 Not Significant Hib
Coercive Pres - > Perceived Benefits 0.099 1.651 Not significant H2a
Coercive Pres. - > Perceived Obstacles 0.045** 2.003 Significant H2b
Normative Pres. - > Perceived Benefits 0.001* 3.283 Significant H3a
Normative Pres. - > Perceived Obstacles 0.074 1.786 Not Significant H3b
Obstacles- > Adoption and maintenance 0.034** 2.120 Significant H4a
Benefits- > Adoption and maintenance 0.040** 2.049 Significant H4b

Note: *Significant at p<0.01; **Significant at p<0.05. Source: Survey data.
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do not confirm that mimetic pressures are negatively
associated with the perception of obstacles in the use
of e-commerce. However, it is possible to notice some
evidence of potential in that hypothesis, since it presented
a p-value 0f 0.075, indicating a thorough investigation is
needed regarding the influence of mimetic pressures on
perceived obstacles to e-commerce adoption. The tendency
of changing organizational behavior as a result of other
companies’ conduct does not diminish the perception of
technological or operational obstacles by Brazilian MSEs.
In light of the significance found, this data are similar to
the result of Piris et al. (2004).

Hypothesis H2a verified whether coercive
pressures are positively associated with the perception
of e-commerce benefits in MSEs. Lin et al. (2019) state
that the maximization of rewards conferred by coercive
organizations fortifies the organizations’ transformation,
which culminates in a positive perception of the benefits
of using e-commerce. However, that study was influenced
by the context of the country in which it was conducted
(China), where institutions such as the government
encourage e-commerce. Hypothesis H2b sought to verify
whether coercive pressures are negatively associated with
e-commerce obstacles perceived by MSEs. The results at
p<0.05 were significant, which implies that the coercive
pressures are not related to the perception of obstacles
in the use of e-commerce by MSEs (Serrentino, 2015).

Hypotheses H3a and H3b sought, respectively,
to verify whether regulatory pressures are positively
associated with the benefits and negatively associated
with the obstacles of e-commerce perceived by MSEs.
The results of H3a at p<0.01 indicate that regulatory
pressures are positively associated with the perception
of e-commerce benefits by MSEs. The results are in line
with the studies of Zaguir (2017) and Lin et al. (2019),
in which the use of e-commerce by institutions related to
the organization prompts the need for companies to adopt
e-commerce, as well as further dissemination of norms
and skills. Regulatory pressures, analyzed by hypothesis
H3b, are not negatively associated with the perception
of e-commerce obstacles by MSEs. Since the results at
p<0.05 were not significant, the hypothesis is rejected.

Hypotheses H4a and H4b sought to verify whether
the benefits and obstacles perceived are positively or
negatively associated with the adoption and maintenance
of e-commerce by MSEs. Regarding hypothesis H4a, the
results indicate that the perceived benefits have a positive
effect on the adoption and maintenance of e-commerce

376]

by MSEs; therefore, hypothesis H4a was not rejected. The
petceived obstacles have a negative effect on the adoption
and maintenance of e-commerce by MSEs, therefore,
hypothesis H4b was also not rejected, and there is evidence
to support this at the 5% significance level. These results
are in accordance with the study by DiMaggio and Powell
(1983), which affirms that institutional pressures provide
greater benefits than obstacles, resulting in difficulties on a
global scale being overcome when operating, for example,
with partners, intermediaries, or financial constraints,
among others (Nohara et al., 2008; Felipa, 2017). Thus, at
the 5% significance level, mimetic and normative pressures
positively influence the perception of e-commerce benefits
in MSEs, while obstacles are not influenced by mimetic

and normative institutional pressures.

5 Concluding remarks

The objective of the study was to verify the
impact of institutional pressures on the perception of
obstacles and benefits of the adoption and maintenance of
e-commerce by Brazilian MSEs. The descriptive research
was composed of a survey, which was answered by 120
managers of Brazilian companies from distinct sectors
that utilize e-commerce in their operations. Structural
equation modeling was used for the data analysis.

The model was appropriately developed for the
objective of this research. When testing the hypotheses,
H1awas confirmed in the first set (H1aand H1b), a result
that is consistent with Haveman’s study (1993). In that
study, the benefit is perceived by minimizing uncertainty,
lowering costs, and promoting good visibility. Although
hypothesis H1b, concerning the negative association with
the perception of obstacles, was not confirmed, there
are indications that other factors could help explain this
phenomenon. This leads to the belief among organizations
that taking identical actions to other companies leads to
a decrease in the obstacles for e-commerce. This derives
from the fact that certain problems were previously
overcome by the model companies. Regarding the second
set of hypotheses (H2a and H2b), only hypothesis H2b
was confirmed, which indicates that coercive pressures
help minimize the perception of e-commerce obstacles,
but do not stimulate the perception of benefits. This is
inconsistent with the studies of Lin et al. (2019), who state
that coercive pressures confer benefits capable of inducing

transformations in companies that use e-commerce.
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Regarding the third set of hypotheses (H3a and
H3b), only H3a was confirmed, which shows that normative
pressures influence the perception of benefits. Therefore,
the network of professionals and the adoption of certain
knowledge in the field contribute to this perception. It is
noteworthy that the legal context in which companies are
embedded has a fundamental impact on coercive pressures.
Hypothesis H3b, on the other hand, was not confirmed
ata 5% significance level. However, it has an instructive
potential for the mitigation of e-commerce obstacles.

The results confirmed that the institutional
pressures performed by the three types of isomorphism
have a significant effect on the adoption and maintenance
of e-commerce after the perception of benefits and the
overcoming of perceived obstacles in micro and small
businesses (H4a and H4b). Thus, the results fill a gap on
the factors that motivate companies to adopt and enhance
new technological strategies.

The literature reinforces the significance of the
debate involving isomorphism and institutional pressures
in the most recent changes in organizations and their
relationships with the environment, taking into account
the technological potential and the cultural change of the
participants. Along these lines, both pressure players and
MSEs can identify how transformations in the scenario
correlate between themselves, which enables better
management of strategies within the organizational field.

The study demonstrated that the adoption of
e-commerce is still very recent for most MSEs, which
widens the horizon for further research. This is especially
accentuated given the current crisis, a consequence of
the Covid-19 pandemic, which directly affects small
entrepreneurs, who are being forced to focus their strategies
towards e-commerce. The study suggests conducting
comparison research with companies that do not utilize
e-commerce to understand the perception of obstacles
that lead to the non-adoption of the electronic modality.
The sampling for this research was conducted according
to participant availability. However, future studies could

fOCLlS ona SPCCiﬁC sector.
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Appendix A. Study variables

Variable Item Assertions Author and year Original scale
Mimetic Pressure Q1  Our main competitors benefit from the use of Adapted from the study of  5-Point Likert Scale
(PM) e-commerce. Lin etal. (2019)
Q2 Our main competitors that use e-commerce are
perceived positively by other similar companies.
Q3 Our main competitors that use e-commerce are
perceived positively by their suppliers.
Q4  Our main competitors that use e-commerce are
perceived positively by their customers.
Coercive Pressure Q5  Our company uses e-commerce because of the Adapted from the study of  5-Point Likert Scale
(CP) influence of government requirements. Lin et al. (2019)
Q6 Our company uses e-commerce because of the
competitive conditions.
Q7  Our company uses e-commerce considering the
requirements of trade unions or organizations with
which the company is affiliated.
Q8  Our company uses e-commerce to meet the In accordance with the -
requirements of intermediary companies (sales, literature
advertising, marketplaces).
Normative Pressure Q9 The fact that our suppliers carry out transactions Adapted from the study of  5-Point Likert Scale
(NP) on electronic platforms influences our company to Lin etal. (2019)
use e-commerce.
Q10  The technologies used by our company’s customers
have an influence that leads us to use e-commerce.
Q11 ‘The governmental support and encouragement for
the use of information technology influence our
company to use e-commerce.
Q12 The workers in our company influence us to use In accordance with the -
e-commerce. literature
Q13 'The use of technologies by the sector to which our
company belongs influences us to use e-commerce.
Perceived Benefit (PB) Q14 Our company is aware of the opportunities created ~ Adapted from the study of ~ 5-Point Likert Scale
by e-commerce. Lin et al. (2019)
Q15 Our company understands the potential benefits of
e-commerce for our business.
Q16 Our company recognizes that e-commerce is In accordance with the --
compatible with our organization’s culture, values, literature
needs, and working practices.
Q17 Our company understands the benefits of a wider
market coverage provided by e-commerce.
Q18 Our company understands the expansion of sales
volume provided by the use of e-commerce.
Perceived Obstacle Q19  E-commerce is a costly investment for our Adapted from the study of  5-Point Likert Scale
(PO) company. Lin et al.(2019)
Q20 Our team is not familiar with e-commerce.
Q21 Our team does not possess the technical skills to
use e-commerce.
Q22 We are not sure if / how e-commerce can help our
company.
Q23 'The costs of e-commerce outweigh the potential

benefits for our company.
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Variable Item Assertions Author and year Original scale

E-commerce adoption Q24 We ought to advance in e-commerce and update ~ Adapted from Oliveira etal.  5-Point Likert Scale
and maintenance ourselves with innovative positioning methods in (2014)
the digital market.

Q25 We intend to continue using e-commerce. Adapted from the study of
Q26 'There is a plan to continue using e-commerce. Lin eral. (2019), Yu et al.
(2018)
Q27 We believe that e-commerce is a component of the In accordance with the -
organization’s strategy. literature

Q28 E-commerce is fundamental to business
performance.
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