
Copyright © Academic Inspired Network 
- All rights reserved 

 

This work is licensed under  

CC BY 4.0 

 
 

 

 

500 

 

Volume: 10 Issues: 69 Special Issue [January, 2025] pp. 500 - 505 

Journal of Islamic, Social, Economics and Development (JISED) 

eISSN: 0128-1755 

Journal website: www.academicinspired.com/jised 

DOI: 10.55573/JISED.106939 

 

TECHNOLOGY IN F&B SMEs: A CONCEPTUAL 

FRAMEWORK TO ENHANCE BUSINESS PERFORMANCE 

AMONG SME F&B 
 

Yusni Munirah Binti Yusuf1 

Siti Maziah Binti Ab Rahman2 

Hasnun Anip Bin Bustaman3 

 
1 Faculty Business and Management, Universiti Teknologi MARA, 15050 Kota Bharu, Kelantan, Malaysia 
2,3 Faculty Business and Management, Universiti Teknologi MARA, 18500 Machang, Kelantan, Malaysia 

*Email: maziah650@uitm.edu.my 
 

Article history     To cite this document:  

Received date :  18-11-2024  Yusuf, Y. M., Ab Rahman, S. M., & Bustaman, H. 

A. (2025). Technology in F&B SMEs: A conceptual 

framework to enhance business performance among 

SME F&B. Journal of Islamic, Social, Economics 

and Development (JISED),10 (69), 500 - 505. 

Revised date :  19-11-2024  

Accepted date :  25-12-2024  

Published date :  15-2-2025  

___________________________________________________________________________ 

 

Abstract: This paper represents a conceptual framework that explores the readiness and 

adoption of technology in food and beverages industry mainly among small and medium 

enterprise. In technology era nowadays, applying technology within a business has become an 

essential need for the business to survive in rapidly changing market environment. This study 

examines the relationship between technology readiness and technology adoption impact on 

business performance of food and beverages in small and medium enterprise, evolved around 

the technology acceptance model (TAM) and thus, serves as framework foundation for both 

academic research and practical implication for the future researcher. 
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Introduction 

In modern business nowadays, technology plays a vital role as a catalyst to helps business operate 

effectively and efficiently. Technology arises from creativity and knowledge of humans who 

indeed to solves problem and improve their lives. It was trusted that technology has the ability to 

ensure business agility in a dynamic market environment. A business which adopts technology 

usage within the organization can gain competitive edge and enhance promptness (Setiawati et 

al., 2022). Utilizing technology can helps business to respond quickly to any changes occur in 

the market and opportunity while maintaining effectiveness of the operation. This is because 

business agility needs business to respond quickly and being able to shift resources, priorities 

and resources as needed (Ancillai et al., 2023).  

 

Technology can empower companies by boosting their marketing skills and generate more sales. 

The usage of sales automation and AI powered selling for an example can helps business to reach 

more target customers (Ghobakhloo et al., 2022). AI sales assistant and chatbot can enable 

business to operate and be available all times without need human resources while entertaining 

customers through the sales funnel (Naatu et al., 2024). In a study on impact of AI usage on 

customer engagement proof that the benefits of technology enable sales teams to identify high 

potential leads and enhance customer interactions. Variety of AI technology such as machine 

learning, natural language processing and predictive analytics has the ability to automate 

repetitive tasks and forecast sales trends (Benjamin, 2025). 

 

Next, the usage of technology in business can stimulate the decision-making capability of the 

managers in an organization. This can be done through data-driven decision making (DDDM). 

DDDM is a process in business where an organization need to use collected data, do analysis and 

get insights to guide the strategic choices. DDDM is much better than the traditional decision-

making skills, because it is based on past facts and metrics rather than intuition or past 

experiences. For example, to helps business to understand consumer trends and preferences, their 

buying habits and also market trends, an organization can apply big data and analytics. AI 

powered insights provide business with forecasting tools to predict demand and suggest best time 

to engage with the customers. In a study on how effective the technology have on business 

showed that the organization utilize the usage of technology effectively show improvements in 

decision making and engage more customers precisely (Comfort Idongesit Michael et al., 2024). 

Technology also can help business to innovate better their products and services. In retaining the 

consumer, the innovation process must take place and able to fulfil current customer needs. 

Through innovation, with the helps of latest technology usage, the research and development on 

products and services will be more easier and convenience. Innovative products and services not 

only benefits organization in terms of sales but also in gaining market share in dynamic market 

(Dibie et al., 2019). This is because enhancing customer experience, can lead to higher customer 

satisfaction and brand loyalty. Therefore, the customer will likely to build emotional connection 

and potential to repeat purchasing increase, thus increased the revenue of the firms.  

 

In conclusion, this paper explores how technology usage give impact on business performance 

of small and medium enterprise particularly in food and beverages industry. This study examines 

the relationship of technology readiness (TR) and technology adoption (TA) on business 

performance and revolve around the theory of Technology Acceptance Model (TAM). 
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Literature Review 

 

Technology Acceptance Model (TAM) 

Technology acceptance model (TAM) was developed by Fred Davis in 1986. This theory is based 

on Azjen and Fishbein’s Theory of Reasoned Action (TRA). TAM is used to understand the 

framework of how and why people adopt and use new technologies in various industries such as 

e-commerce, education, mobile banking and others (Wang et al., 2023). The main components 

of TAM are perceived usefulness (PU), perceived ease of use (PEOU), attitude toward use 

(ATU), behavioural intention to use (BI) and actual system use (AU) (Ma et al., 2024). PU is 

where the degree to which a user believes that using a particular system can enhance their job 

performance and efficiency. Second component is perceived ease of use (PEOU) which means 

the degree to which a user believes that through the system, the effort will be more less. The 

attitude toward use (ATU) and behavioural intention to use (BI) is the user’s overall feeling about 

using the technology and the actual system use (AU) is the real adoption and usage of the 

technology (Mazita B. M. et al., 2022).  

 

TAM can predict that user’s perceptions of a technology usefulness and ease of use will influence 

their attitude. For small and medium enterprise, the managers can take advantage of using this 

theory in their strategic plan because it associates with powerful tools that can helps business to 

enablers of change understanding why people adopt and resist new technologies (Nurqamarani 

et al., 2021) . In enhancing the effectiveness of the organization, through TAM, SME can focus 

on user training and awareness by providing hands-on training to the employees and customers 

to increase familiarity and reduce resistance to new technology ( et al., 2023). For an example, 

McDonalds company has become the first world franchise who integrate the technology in their 

menu’s selection. This is because McDonalds believe consumers can benefits from a seamless 

and efficient ordering experience through digital innovation (Yaacob et al., 2021).  

 

To measure the business performance, small and medium enterprise can take advantage from 

TAM because it has the capability to predict the user’s behavioural intention. Aligning products 

and services with user expectations can helps business to gain market share and meet user needs 

without need to spend much cost on research and development. In the other side, predicting user’s 

behavioural intention can reduce marketing cost as it enhances targeted advertising by predicting 

user preferences (Toong et al., 2022). In conclusion, this strategy can encourage loyalty and long-

term engagement between the consumers and organization. 

 

Technology Readiness (TR) 

Technology readiness is a willingness of an organization to adopt and use new technology within 

their business. Usually, the readiness of an individual or organization been measured through 

technology readiness scale which consist of nine levels with the 9 being the highest. Small and 

medium enterprise can apply TRL within their business to assess and manage their technological 

innovations by identifying which project is suitable for funding and commercialization (Lavin et 

al., 2022). The key aspects for technology readiness included the readiness on infrastructure 

which means having the necessary hardware, software and network capabilities, readiness to 

possess skills and training among the employees to operate the new technologies, readiness to 

mindset or generate technology organizational culture and readiness to set specific budgets for 

technology investments and implementation.  

 

Small and medium enterprise in food and beverages industry can takes advantage from 

technology readiness (TR) by supporting the development of strategies among the different 
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readiness levels. TR also helps manager in decision making process by assists in resource 

allocation, ensuring investments are aligned with the right technologies (Uren & Edwards, 2023). 

Business can design user-friendly systems based on their TR levels by tailoring product and 

services right to the target market (Ming Ming et al., 2021). For example, in ordering and 

delivery, TR can be used to determine the online ordering and delivery platforms that can best 

suit their cost and capability. In inventory management, TR can get helps in preparing stock 

based on IoT-based inventory management.  

 

In conclusion, technology readiness (TR) has the capability to improve business performance of 

small and medium enterprise in food and beverages industry. The readiness of SME to use the 

new technology can ensure strategic decision making among the managers and helps to allocate 

resources efficiently. Optimizing investment various aspects of TR actually beneficial for the 

enterprise itself as it enhances operational efficiency and create technology driven culture. Thus, 

technology readiness can give positive impact on business performance of SME in food and 

beverages industry.  

 

Technology Adoption (TA) 

In food and beverages industry, the usage of technology can stimulate business growth and 

development. This can be done by adoption of digital technologies within the organization either 

by applying online ordering system, POS systems, food delivery apps, and AI driven analytics 

(Granić, 2022). The adoption of technology is believed able to improve efficiency, quality and 

customer experience (Sudirman et al., 2025). Adoption refers to process of not only accepting 

new things, but also integrate the acceptance and committed to use the new systems. Technology 

adoption means the commitment of an organization to accept and applied the latest technology 

within their business so that they can get along with the current trend and serve the best to their 

consumers. The technology adoption in a business can be applied mainly in the production 

department where innovation of product and service takes place, marketing department where 

the usage of technology in determining the market and how quickly the product and services been 

accepted by the consumers. The usage of technology in organizational adoption on the other side, 

helps business to implement new policies and strategies more efficiently and effectively.  

 

Conceptual Framework 

H1 Technology readiness positively influence business performance of SME F&B sector. 

H2: Technology adoption positively influence business performance of SME F&B sector. 

 

Conclusion 

Despite the cost need to incur by the small and medium enterprise in getting ready and adopt the 

technology within their business, the benefits of technology usage in boosting the marketing and 

generating revenue to the firms is far outweigh the expenses. The usage of technology in 

everyday life has become an essential tool for everyone. Therefore, small and medium enterprise 

in food and beverages industry must takes the opportunity to willingly ready to applied the 

technology in serving the customers and adopt technology rightly.  
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