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E-commerce adoption by local cooperatives in Morocco based on 

Technology Acceptance Model 
 

Abstract: 

E-commerce has become an increasingly popular form of consumption, with many factors influencing consumer 

acceptance. The paper is a systematic literature review to explore the adoption of e-commerce by local 

cooperatives in Morocco and to identify the factors that influence this adoption process based on the technology 

acceptance model (TAM) which is often used to study e-commerce adoption, focusing on his two key factors: 

Recognized technology usefulness, Ease of use of perceived technology. Research also shows that external 

factors such as social pressure and resource availability can influence e-commerce adoption. We conducted 

extensive searches in electronic databases such as Scopus, Web of Science, and Google Scholar using a 

predefined set of keywords. We included qualitative and quantitative studies published between 2015 and 2022. 

The findings of this review indicate that the adoption of e-commerce by local cooperatives in Morocco is 
influenced by several factors, including perceived usefulness, perceived ease of use, perceived trust, perceived 

risk, and social influence. Moreover, the results suggest that the majority of local cooperatives in Morocco are 

still in the early stages of e-commerce adoption, and face significant challenges related to infrastructure, internet 

connectivity, and lack of technical skills. The practical implications of this study are significant, as it provides 

valuable insights for local cooperatives in Morocco to develop and implement effective e-commerce strategies. 

Specifically, our findings suggest that local cooperatives need to invest in improving their technological 

infrastructure, enhancing trust and security measures, and providing training and support to their members to 

increase their technical skills and knowledge. 

 

Keywords: E-commerce, Local cooperatives, local Product, Technology Acceptance Model 

JEL Classification: M31 
Paper type: Theoretical Research   

 

Résumé : 

Le commerce électronique est devenu une forme de consommation de plus en plus populaire, avec de nombreux 

facteurs influençant l'acceptation par les consommateurs. Ce document est une revue systématique de la 

littérature visant à explorer l'adoption du commerce électronique par les coopératives locales au Maroc et à 
identifier les facteurs qui influencent ce processus d'adoption en se basant sur le modèle d'acceptation de la 

technologie (TAM) qui est souvent utilisé pour étudier l'adoption du commerce électronique, en se concentrant 

sur ses deux facteurs clés : L'utilité reconnue de la technologie, la facilité d'utilisation de la technologie perçue. 

La recherche montre également que des facteurs externes tels que la pression sociale et la disponibilité des 

ressources peuvent influencer l'adoption du commerce électronique. Nous avons effectué des recherches 

approfondies dans des bases de données électroniques telles que Scopus, Web of Science et Google Scholar en 

utilisant un ensemble prédéfini de mots clés. Nous avons inclus des études qualitatives et quantitatives publiées 

entre 2015 et 2022. Les résultats de cette revue indiquent que l'adoption du commerce électronique par les 

coopératives locales au Maroc est influencée par plusieurs facteurs, notamment l'utilité perçue, la facilité 

d'utilisation perçue, la confiance perçue, le risque perçu et l'influence sociale. En outre, les résultats suggèrent 

que la majorité des coopératives locales au Maroc en sont encore aux premiers stades de l'adoption du commerce 
électronique et qu'elles sont confrontées à des défis importants liés à l'infrastructure, à la connectivité Internet et 

au manque de compétences techniques. Les implications pratiques de cette étude sont significatives, car elle 

fournit des informations précieuses aux coopératives locales au Maroc pour développer et mettre en œuvre des 

stratégies de commerce électronique efficaces. Plus précisément, nos résultats suggèrent que les coopératives 

locales doivent investir dans l'amélioration de leur infrastructure technologique, dans le renforcement de la 

confiance et des mesures de sécurité, et dans la formation et le soutien de leurs membres afin d'accroître leurs 

compétences et leurs connaissances techniques. 

 

Mots clés :  E-commerce, coopératives locales, produits de terroir, théorie d’acceptation de la technologie 

Classification JEL : M31 

Type de papier : Recherche théorique 
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Introduction 

E-commerce has revolutionized the way businesses operate in the modern world. With the rise of the 

internet and advancements in technology, businesses can now reach customers from all corners of the 
world without geographical barriers. In recent years, the adoption of e-commerce has increased 

significantly, especially in developed countries. However, in developing countries, particularly in 

Africa, the adoption of e-commerce remains a challenge. Morocco, as one of the countries in North 
Africa, is not an exception. 
Local cooperatives in Morocco have been an important source of local products for centuries. 

These cooperatives play a vital role in the economy of Morocco, especially in rural areas 

where agriculture is the primary source of income. The cooperatives produce various products 

such as argan oil, textiles, and pottery. These products are unique and have significant cultural 

and historical value. However, the market for these products is limited, primarily due to the 

lack of access to wider markets. 

E-commerce provides an opportunity for local cooperatives to reach a wider market beyond 

their immediate locality. The use of e-commerce platforms can increase sales, improve 

product visibility, and create employment opportunities in rural areas. E-commerce adoption 

can also lead to the growth of the local economy and the empowerment of local communities. 

To understand and explain the technology’s adoption, the most used theoretical framework is 

Technology Acceptance Model (TAM) because it focused on two necessar constructs : PU or 

perceived usefulness, which refers to the extent to which a user believes that using a particular 

technology will improve their performance and PEOU Perceived ease of use that refers to the 

extent which a user believes that the technology is easy to use, the TAM model has been 

generally used in research to understand the adoption of e-commerce and the factors that 

influence it. 

This systematic literature review aims to provide a comprehensive analysis of the literature on 

e-commerce adoption by local cooperatives in Morocco, based on the TAM model. The 

review will identify the factors that influence the adoption of e-commerce by local 

cooperatives in Morocco, the challenges they face, and the potential benefits of e-commerce 

adoption for local communities. The findings of this review will provide valuable insights for 

policymakers, practitioners, and researchers interested in promoting e-commerce adoption by 

local cooperatives in Morocco. 

This study used a systematic literature review approach to analyze the current state of e-

commerce adoption by local cooperatives in Morocco, based on the Technology Acceptance 

Model (TAM). The review included studies published between 2016 and 2022. The selection 

criteria for the articles were respected the following inclusion criteria: articles published in 

English or French, articles that focused on e-commerce adoption by local cooperatives in 

Morocco, articles that used the TAM model, and articles that were published in peer-reviewed 

journals. 

The findings of this study will provide insights into the factors that influence e-commerce 

adoption by local cooperatives in Morocco, the challenges they face, and the potential 

benefits of e-commerce adoption for local communities. The results will be useful for 

policymakers, practitioners, and researchers interested in promoting e-commerce adoption by 

local cooperatives in Morocco. 

Our paper as mentioned present a theoretical study and it will be presented in the first term as 

definitions of cooperative and local products and then in the second point we will appreciate 

the emergence of the notion of e-commerce, and we will try to figure out the relation between 

the e-commerce adoption and the Technology Acceptance Model, and after that a section will 

be located to present the methodology, another section of the results and discussion. 
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1. Cooperative and local products : Definitions 

E-commerce has become an increasingly important part of the global economy, allowing 

businesses to reach customers beyond their traditional geographic boundaries. In Morocco, 

local cooperatives have started to adopt e-commerce as a means to increase their reach and 

promote their local products. 

1.1. Cooperatives 

Local products can be defined as goods or services manufactured and sold in a specific 

geographical area. These products are often unique to the region and are usually made from 

locally sourced materials and resources. By supporting local producers, consumers can foster 

sustainable economic growth and protect local culture and traditions. 

One of the main advantages of local products is that they tend to be of higher quality than 

traditional products. This is because local producers own the majority of their produce and 

often invest more to ensure they meet their high standards. In addition, local products are 

often greener as they are made with fewer resources and generate less waste than goods that 

are transported long distances. 

Overall, the growing interest in local products reflects a growing consumer desire to support 

local businesses and communities, promote sustainability and celebrate local uniqueness 

gain.  

One of the main advantages of cooperatives is that they offer a viable alternative to traditional 

business models, especially in communities with limited economic opportunities. By pooling 

resources and sharing risks, co-operative members can achieve economies of scale and gain 

access to markets that would otherwise remain closed. In addition, cooperatives can help 

build stronger and resilient communities by fostering social cohesion and providing a 

platform for collective action.  

Tableau 1: Definitions of cooperative 

Authors Definitions 

The International 

Co-operative 

Alliance (ICA) 

"A cooperative is an autonomous association of persons united 

voluntarily to meet their common economic, social, and cultural 

needs and aspirations through a jointly owned and 

democratically controlled enterprise" 

United States 

Department of 

Agriculture 

(USDA)  

"A cooperative is avuser-owned, user-controlled business that 

distributes benefits on the basis of use. This definition captures 

what are generally considered the three primary cooperative 

principles: user ownership, user control, and proportional 

distribution of benefits" 

(Ferguson, 2018) 

"Cooperatives are a form of organization that are owned and 

controlled by their members, who also use the services or 

products offered by the cooperative." 

(Birchall, 2014) 

"A cooperative is a social enterprise that is owned and 

democratically controlled by its members, who contribute to and 

democratically control the capital and undertake the risks of the 

enterprise."  

(Matarazzo et al., 

2020) 

"A cooperative is a business model based on mutual aid and 

common ownership, where members pool resources to create a 

common good or service." 

(Garrido-Morgado 

et al., 2019) 

"Cooperatives are a type of social enterprise that operates 

according to the principles of democratic ownership and control, 
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member economic participation, autonomy and independence, 

education and training, cooperation among cooperatives, and 

concern for the community." 

 

(Prévost, 2001) 

"The cooperative is a hybrid organization between the 

association, which is composed of members sharing ownership 

and results, and the enterprise combining resources and 

technology to produce goods and services. This organization has 

defined values that constitute the cooperative ideology." 

Source : authors by nvivo 12 

1.2. Local products 

Local products can be defined as goods produced and sold in a specific geographical area. 

These products are often unique to the region and are usually made from locally sourced 

materials and resources. By supporting local producers, consumers can foster sustainable 

economic growth and protect local culture and traditions. 

One of the main advantages of local products is that they tend to be of higher quality than 

traditional products. This is because local producers own the majority of their produce and 

often invest more to ensure they meet their high standards. In addition, local products are 

often greener as they are made with fewer resources and generate less waste than goods that 

are transported long distances. 

Overall, the growing interest in local products reflects a growing consumer desire to support 

local businesses and communities, promote sustainability and celebrate local uniqueness 

gain.  

Tableau 2: Definitions of local products 

Authors Definitions 

Vandecandelaere E. et 

al. (2009)  

"Local products are differentiated or differentiable products on the 

basis of their local identity or typicality. They are deemed to be of 

better quality, less industrial, more artisanal, more authentic and 

more natural, a local product is above all a heritage that has 

historical and geographical origins and is anchored in a territory 

through a heritage and cultural identity, which has a positive 

impact on the quality and authenticity of the product itself" 

Fort et Fort, 2006 

"It is a product that can satisfy one, two or three parameters at a 

time. These parameters are : 

- the origin of the raw material; 

- the regional or local origin of the recipe or know-how ; 

- the history of the company and of the company manager having 

acquired know-how and a reputation as a "local figure" for several 

years" 

Ricard, 1994  

"They are characterized by a real originality linked to the local 

environment including the physical characteristics of the terroir 

and significant manufacturing constraints. The product is specific 

to the geographical area from which it originates and it appears 

impossible for stakeholders from other regions to manufacture 

exactly the same product" 

Lagrange et al., 1997  

"Local products include any food product, processed or not, 

bearing a quality sign or not, having a tangible link with the local 

area or not, declining a geographical identity or not, being recent 
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or old, which benefit consumers, by its denomination and the 

communication which supports its marketing, of a local image" 

National Culinary 

Arts Council, 1995 

"All products marketed regardless of their marketing method, the 

traditional manufacture of which is linked to the transmission of 

know-how from generation to generation, which are attached to a 

geographical area regardless of the scale or type of area (urban, 

rural), which enjoy a certain notoriety, which are stable in their 

denominations and manufacturing techniques and which are 

characterized by a particular know-how on at least one of the links 

of the manufacturing chain" 

Source: authors by nvivo 12 

 

2. The emergence of the concept of e-commerce 

The emergence of the concept of e-commerce can be traced back to the early 1990s, when the 

first online shopping platforms were launched. Since then, e-commerce has grown rapidly and 

become a popular way for consumers to purchase goods and services. Research on e-

commerce has also increased over the years, with scholars exploring various aspects of this 

phenomenon. 

One of the early studies on e-commerce was conducted by Kalakota and Whinston (1997), 

who defined e-commerce as "the buying and selling of goods and services over public and 

private computer networks." They identified four main categories of e-commerce: business-

to-consumer (B2C), business-to-business (B2B), consumer-to-consumer (C2C), and intra-

business e-commerce. 

Another influential study was conducted by Turban et al. (2002), who proposed a 

comprehensive framework for understanding e-commerce. They identified three main 

components of e-commerce: technology infrastructure, business strategy, and public policy 

and legal issues. Within each component, they identified various sub-components and 

discussed their importance for successful e-commerce implementation. 

More recent research has focused on specific aspects of e-commerce, such as the factors that 

influence consumers' online purchase behavior. For example, Zhang and Mao (2008) 

conducted a study of Chinese consumers and found that perceived risk, trust, and convenience 

were important factors that influenced their intention to purchase online. Similarly, Al-

Maghrabi et al. (2011) studied the factors that influenced consumers' trust in online shopping 

in Saudi Arabia, and found that website design, security, and privacy policies were important 

factors. 

Overall, research on e-commerce has evolved over the years to encompass a wide range of 

topics, including technology infrastructure, business strategy, consumer behavior, and public 

policy. These studies have contributed to our understanding of the emergence and evolution 

of e-commerce as a concept and as a phenomenon with significant economic and social 

implications. 

Table 3: Principal authors who have dealt with the concept of e-commerce 

Authors Definitions 

Turban et al, 1999 

"Electronic commerce (EC) is an emerging concept that refers to the 

process of buying, selling and exchanging products and services as 

well as the provision of information via a telecommunications 

network including the Internet" 

Zhu et Kraemer 

(2002) et Chatterjee, 

"Electronic commerce will be defined as the use of a website to 

provide information about the company and its products, collect 
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Grewal et 

Sambamurthy (2002) 

data about customers, test products, receive orders, obtain payment 

and offer a support service to the customer during his purchasing 

process" 

(Rayport et 

Jaworski, 2003) 

"E-commerce is engaging in commercial activities through 

networked communications. Previously practiced exclusively 

through closed networks, such as electronic data interchange (EDI), 

electronic commerce is experiencing exponential growth under the 

impetus of the Internet. The open structure of the Internet allows 

businesses of all sizes to exchange information quickly and at low 

cost by breaking down the barriers of time and distance. The results 

are fundamentally changing the way businesses operate, not only in 

the high tech and telecommunications sector, but in other sectors of 

the economy as a whole" 

(Lee & Turban, 

2001) 

"The use of electronic communications and digital information 

processing technology in business transactions to create, transform, 

and redefine relationships for value creation between or among 

organizations and individuals" 

(Liu, Fei, & Chen, 

2011) 

"The transfer of goods, services, and information over the Internet, 

specifically from business-to-business, business-to-consumer, 

consumer-to-consumer, or consumer-to-business" 

(Pappas, 2016) 

"The exchange of goods and services, as well as the transfer of 

money and data, via digital networks, such as the Internet and other 

computer networks" 

(Gibbs & Kraemer, 

2004) 

"The process of buying and selling goods, services, and information 

through computer networks such as the Internet" 

(OECD, 1998) 

"The conduct of business transactions by means of electronic data 

transmission, including the use of the Internet, other computer 

networks, and electronic data interchange" 

(Molla & Licker, 

2001) 

"The use of technology to support commercial transactions between 

organizations or individuals, including electronic buying and selling 

of goods and services, as well as electronic payments and supply 

chain management" 

(Rayport & 

Jaworski, 2004) 

"A business model that enables organizations and individuals to 

conduct transactions that were traditionally conducted face-to-face, 

by mail, or by telephone, using the Internet or other computer 

networks" 

(Kleindl, 2002) 

"The conduct of transactions involving the exchange of goods, 

services, and information by means of electronic communication, 

typically using the Internet" 

(Chaffey, Mayer, 

Johnston, & Ellis-

Chadwick, 2009) 

"The use of digital technologies to engage in commercial 

transactions, including the buying and selling of goods and services, 

the exchange of money, and the management of supply chains" 

(Laudon & Laudon, 

2016) 

"A method of conducting business transactions through electronic 

communication networks, such as the Internet, intranets, and 

extranets" 

Source : authors by nvivo 12 

The concept of e-commerce has emerged as a result of the widespread adoption of digital 

technologies in a lot of businesses. It has revolutionized the way businesses interact with 

customers and has created new opportunities for organizations to expand their reach and 
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increase their profitability. E-commerce has brought about significant changes in the way 

goods and services are bought and sold, and it continues to evolve as technology advances. As 

a result, it is crucial for businesses to keep up with the latest developments in e-commerce and 

utilize them to their advantage to stay competitive in the modern marketplace. 
 

3. Methodology  

Our article relied on a systematic literature review to foster research and development in the 

field of e-commerce implementation and facilitate the writing of the theoretical part. As 

Webster pointed out, systematic literature facilitates the development of theory and opens up 

new areas of research (Webster & Watson, 2002). We chose a systematic literature review 

because we believe it is a more efficient way of analyzing and synthesizing existing literature 

reviews. The purpose of our article is to identify publications on the introduction of e-

commerce and relate it to the most popular theories, especially his TAM theory. First, he 

relied on the GOOGLE SCHOLAR database, one of his most trusted databases (Fortunato et 

al., 2018; Q. Wang and Waltman, 2016). 

The first step of searching is based on keywords such as e-commerce, e-commerce adoption, 

TAM, technology adoption model, and local products. Only papers published in peer-

reviewed journals were selected. Podsakov et al. (2005) argues that an exclusive selection of 

journal articles implies validated knowledge, for the publication dates selected are between 

2015 and 2023.  

To simplify the initial data abstraction process when examining systematic reviews, Cho and 

Egan (2009) propose the use of classification tables by authors. 

This methodology was implemented in two software programs, Nvivo (version 12) and 

Zotero (version 6.0.26),  

The aim the table of results, we established it based on subheadings on various criteria, 

including the author's name, publication year, keywords, research objectives and 

methodology, theoretical background and critics 
 

4. E-commerce Adoption and Technology Acceptance Model 

4.1. Analysis of tha chosen articles  

Based on the 38 articles, we used Nvivo 12 to analys the words frequency to detect the most 

used in the articles and we got as results:  

Figure 1: Most frequent word clouds 

 
Source: authors by nvivo 12 
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To better understand this distribution and the relationship between the most frequent words 

that make up the core of our work, we can use the surface menu as above 

Figure 2:Word frequency query displayed on Nvivo 12 surface menu 

Source : authors by nvivo 12 

4.2. Analysis and results of principal theories 

In This section, we aim to provide a comprehensive understanding of the main theories that 

have guided our research and contribute to the ongoing debate in this field. By critically 

evaluating these, we will provide a theoretical analysis between the most revelant authors and 

theories that already treated the e-commerce adoption to see exactly the position of the 

technology acceptance model in the theoretical framework to identify the e-commerce 

adoption’s factors 
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Table 4: Theoretical approach to e-commerce adoption 

Title Authors 
Publication 

year 
Key words 

Objects 

 

Research 

methodology 
Theoretical background 

Critics 

 

A conceptual 

model of factors 
affecting e-

commerce 

adoption by SME 

owner managers 

in Jordan 

Alrousan, 
Mohammad 

Kasem, and 

Eleri Jones 

 

2016 

E-commerce; 
SMEs; 

adoption; 

technology 

acceptance 

model; TAM 

To know the 
followed theories 

in e-commerce 

adoption and their 

limitations 

Mail Questionnaire 

theory of reasoned action 

(TRA)  
Hofstede’s cultural 

dimension theory  

TAM 

TOE  

DoIs  

The TAM is poor to measure if 

the users accept the technology 

because this theory concerns 
only the PU and PEOU and 

needs to be more 

comprehensive and get to more 

variables in order to understand 

the real reasons of adoption of 

technology 

A model of e-

commerce 

adoption (MOCA) 

consumer’s 

perceptions and 

behaviors 

Guzzo, 

Tiziana, 

Fernando 

Ferri, and 

Patrizia 

Grifoni 

2016 

e-commerce 

adoption; 

social 

influence; 

user’s 

acceptance 

What are the 

factors that affect 

the e-commerce 

adoption and how 

are related 

Survey to Italian in 

person and in 

Facebook groups 

 

 

The most relevant theories 

used in this article are: 

TAM, TRA for examples 

Extend the study to more 

countries and reach more 

representative samples to get 

more detailed results 

Adoption of E-

Commerce Online 

to Offline with 

Technology 

Acceptance Model 

(TAM) Approach 

Riantini, 

Regina Eka 
2018 

Technology 

Acceptance 

Model, 

Perceived 

Risk,  

 E-Commerce 

Online to 
Offline 

To understand the 

characteristics o 

people who are 

doing shopping 

into online retail 

sites in Jakarta 

Qualitative research 

baed on items in the 

TAM theory  

Using TAM modified with 

the addition of Theory of 

Reasoned Action (TRA).  

The study was done only in 

Jakarta, we can soon do other 

studies by expanding our 

sample so that we can analyze 

in depth the behavior with 

respect to the TAM model. 

An Empirical 

Study of Factors 

Influencing E-

Commerce 

Adoption Non-

Adoption in 

Slovakian SMEs 

Walker, John 

H., Kojo 

Saffu, and 

Marica 

Mazurek 

2016 

E-commerce 

adoption; 

Slovakia; 

SMEs 

To understand 

factors relates 

adopters and non-

adopters of e-

commerce for 

Slovakian SMEs 

and their 

determinants 

Survey to 230 

Slovakian SMEs 

The technology adoption 

model (TAM) (Davis 1986, 

1989; Davis et al. 1989) 

The diffusion of innovation 

theory (DOI) (Rogers 

1995) 

The technology-

organization-environment 

(TOE) framework 

(Tornatzky and Fleischer 

1990)” 

Further research should 

compare more SMEs and large 

companies in terms of adoption 

and non-adoption of e-

commerce.  
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Factors affecting 

e-commerce 

adoption among 
SMEs in Ghana 

Awiagah, 

Raphael, 

Juyoung 
Kang, and 

Jay Ick Lim. 

2016 

e-commerce 

adoption, 

government 

support, 

enabling 
conditions, 

managerial 

support, 

Ghana 

Survey is given to 

organizations in 

Ghana especially 
SMEs to collect 

and analyse data  

Purposive sampling 

technique with survey  
 

Technology acceptance 

model (TAM) 

 

Theory of planned behavior 

(TPB) 

 
Resource-based theory 

(RBT) 

 

Diffusion of innovations 

(DOI) 

The causal relationships 

between constructs is not 
permitted and not interpretated 

Factors and 

Theories for E-

Commerce 

Adoption A 
Literature Review 

Haryanti, 

Tining, and 

Apol Pribadi 

Subriadi 

2020 

e-commerce, 

UTAUT, trust, 

technology 

dimension, 

user 
experience 

To understand the 

main factors of 

technology 

acceptance 

through a survey 

based on factors 

on UTAUT and to 

use the results for 
further e-

commerce 

adoption strategies 

for companies. 

This research uses 

qualitative search 
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5. Discussion  

The main theories cited in the selected articles are as follows: Technology Acceptance Model 

(TAM), Theory of Planned Behavior (TPB), Theory of Reasoned Action (TRA) , these 

theories are likely to analyze the most complex subject for agricultural cooperatives of terroir, 

that of the adoption of e-commerce to sell their products and make the commercial offer more 

and more attractive, the most appropriate theory according to the results mentioned in Table 4 

is the TAM or Technology acceptance model developed by Davies which identifies two main 

variables: perceived usefulness and perceived ease. 

TAM, or the Technology Acceptance Model, emphasizes the importance of perceived 

usefulness and perceived ease of use as drivers of technology adoption. When it comes to 

local cooperatives in Morocco, adopting e-commerce can offer numerous benefits such as 

reaching a wider audience, increasing revenue, and streamlining operations. However, these 

cooperatives may encounter challenges related to the perceived complexity of e-commerce 

platforms. To overcome these challenges, education and training can play a crucial role in 

familiarizing cooperatives with e-commerce and addressing any perceived difficulties. 

In our case, the perceived usefulness can be increasing profits, digging more market shares 

and more clients, keeping the relationship or the CRM with the clients all while winning new 

sustainable clients, and the end perceived ease of use will be the major barrier for the 

cooperatives because the use of new technology especially when the manager of the 

cooperative and also the cooperators are illiterate and they are suffering from two points, the 

lack of knowledge and they are afraid to learn because they are not brave enough to do 

something new as adopting such a new technology and using the e-commerce. 

Overcoming these challenges requires a focused approach to education and training. 

Cooperative members need support and guidance to overcome their fear of technology and 

build the necessary skills to effectively utilize e-commerce platforms. By addressing the 

specific needs of illiterate managers and cooperators, tailored training programs can alleviate 

concerns about complexity and empower them to embrace e-commerce as a valuable tool for 

their business. 

 

6. Conclusion 

In conclusion, this article has explored the adoption of e-commerce by local cooperatives, 

utilizing the framework of the Technology Acceptance Model (TAM).The article began by 

defining the concept of cooperatives and local products. Understanding the unique 

characteristics and importance of these entities in the local economy lays the foundation for 

examining their adoption of e-commerce and the we treated the emergence of the concept of 

e-commerce : The article explored the evolution and significance of e-commerce in the 

business landscape. It highlighted how e-commerce has transformed the way organizations 

operate and connect with customers, presenting new opportunities for local cooperatives to 

reach a wider audience and enhance their commercial offerings, as a methodology: A 

systematic literature review was conducted using the PRISMA model to gather relevant 

research on e-commerce adoption. This approach ensured a comprehensive analysis of 

existing knowledge and insights on the topic.The Technology Acceptance Model (TAM) was 

employed to analyze the factors influencing the adoption of e-commerce by local 

cooperatives. The model's focus on perceived usefulness and perceived ease of use provided 

valuable insights into the motivations and challenges associated with e-commerce adoption. 

By considering the TAM framework, it becomes evident that local cooperatives can benefit 

from embracing e-commerce, as it offers opportunities to expand market reach, increase 

revenue, and streamline operations. However, challenges related to the perceived complexity 
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of e-commerce platforms can be addressed through education and training initiatives tailored 

to the specific needs of illiterate managers and cooperators. 

We can recognize that several works have been done to understand the adoption of e-

commerce by SMEs but not to the local cooperatives, because there is a huge difference 

between the two forms, the SMEs in all times adopts the e-commerce easily to sell the 

products, but the cooperatives in many times are managed but analphabet people, they can’t 

handle new technologies and they are not in the position to hire external experts to manage it 

because of lack of resources, the real challenge here is how to bring new technologies to the 

local cooperatives so they can explore new profitable markets.  

Even all previous studies were concerned with the types of businesses that may have been 

affected and ready for adoption of e-commerce. Our research may be more interesting to 

understand other types of social enterprises developed within a social system and whose 

directors are multiple illiterates which is local cooperatives. 
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