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Mohammad A S Alkhanaini (Kuwait), Zurina Mohaidin (Malaysia),
Rosly Othman (Malaysia)

THE INFLUENCE

OF TECHNOLOGICAL,
ORGANIZATIONAL,
AND ENVIRONMENTAL FACTORS
ON MARKETING PERFORMANCE
THROUGH TALABAT ADOPTION

Abstract

Profitability is a key indicator of marketing performance and is essential for the success
of small and medium-sized enterprises (SMEs), particularly in the food and beverage
sector. With the growing adoption of mobile applications like Talabat, understanding
how these platforms affect profitability is critical. This study explores the impact of tech-
nological, organizational, and environmental factors on profitability through Talabat
adoption in Kuwaiti SMEs. A survey of 330 SME owners and managers, primarily from
restaurants, cafes, and catering services, was conducted. The analysis showed that rela-
tive advantage (P = 0.186, t = 2.386, p = 0.017), top management support ( = 0.272, t
=3.272, p = 0.001), competitive pressure ($ = 0.224, t= 3.533, p < 0.001), mobile pay-
ment gateways ( = 0.195, t = 2.915, p = 0.004), and information intensity ( = 0.298, t
=4.873, p < 0.001) all had significant positive effects on Talabat adoption. In contrast,
compatibility (B = 0.043, t = 0.662, p = 0.508) and complexity (B = -0.029, t = 0.850,
p = 0.395) showed no significant effects. Furthermore, Talabat adoption had a strong
positive impact on profitability (B = 0.516, t = 7.208, p < 0.001), demonstrating its sig-
nificant role in enhancing profitability. Moreover, the mediation analysis revealed that
Talabat adoption mediated the relationships between relative advantage, top manage-
ment support, competitive pressure, mobile payment gateways, and profitability. The
findings provide valuable insights for SME managers and policymakers.

Keywords TOE, mobile adoption, Talabat, SMEs, food & beverage,
profitability, Kuwait, mediation
JEL Classification L81, 033, M21, M31

INTRODUCTION

Talabat is a business model used for advertising and marketing food and
beverages by adopting technology in business activities. This applica-
tion was developed to replace traditional marketing methods and sup-
port manufacturers and sellers in the food and beverage industry (Devi
& Chandrasekar, 2023; ALosaimi et al., 2020). Talabat has become the
largest marketing platform in the Middle East, showcasing products
from manufacturers, wholesalers, restaurants, and cuisines across the
region, including Kuwait. Safieddine and Nakhoul (2018) found that
the Talabat application provides significant business development op-
portunities, significantly enhancing SMEs’ sales growth and marketing
efforts. The platform also supports SMEs by saving time, costs, and re-
sources, enabling businesses to focus on improving service delivery.

The adoption of mobile applications like Talabat has become increas-

ingly relevant in the food and beverage industry in the Middle East,
particularly for SMEs in Kuwait. Talabat is one of the largest online
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food delivery platforms, helping businesses engage directly with customers and expand their market
reach. However, despite its success, SMEs face several challenges in adopting the platform, including
concerns over platform fees, technological infrastructure requirements, and operational complexities,
all of which can impact profitability and operational efficiency (Sudra, 2023).

Despite the widespread use of mobile applications like Talabat, there is limited research on how SMEs in
Kuwait and the broader Middle East region adopt these technologies and how adoption influences mar-
keting performance. The Technology-Organization-Environment (TOE) framework offers a useful per-
spective for understanding the factors influencing the adoption of technological innovations, yet SMEs
in the region are at varying stages of implementing this framework to ensure the success of their digital
marketing efforts (Qashou & Saleh, 2018). Internal factors such as technology readiness and external
factors like competitive pressure are critical for adoption (Alkhateri et al., 2021; Marzi et al., 2023), but
the role of mobile application adoption in mediating the relationship between these factors and business

performance remains underexplored.

1. LITERATURE REVIEW

The adoption of mobile applications in busi-
ness, particularly in sectors like food and bever-
age delivery, has witnessed rapid growth across
the globe. Among the notable applications in the
Middle East is Talabat, which has revolutionized
food delivery services in Kuwait and neighbour-
ing Arab countries. The growing influence of digi-
tal platforms in facilitating food delivery services
can be attributed to technological advancements,
organizational readiness, and environmental fac-
tors that shape their adoption and effectiveness.
However, the adoption of mobile applications in
the food delivery sector has been less explored, es-
pecially in the context of SMEs in Kuwait, which
makes this study particularly timely and valuable.
To further understand this phenomenon, the TOE
framework, which examines technological, orga-
nizational, and environmental factors, is particu-
larly relevant to explaining the adoption of such
platforms. The framework provides a clear struc-
ture to explore how these three factors interact
and shape the decision-making process regarding
the adoption of mobile apps in business contexts,
particularly in SMEs.

Kuwait’s food and beverage market is character-
ized by high consumer spending, cultural diver-
sity, and a heavy reliance on imports due to lim-
ited local agriculture. With a population of ap-
proximately 4.4 million (including 3.2 million
expatriates), Kuwait boasts a vibrant food culture
that blends Middle Eastern, Asian, and Western
influences. The foodservice sector is vital to the
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economy, employing over 65,000 people and op-
erating more than 3,400 outlets. Kuwait’s high per
capitaincome (KD 10,800 in 2024) supports signif-
icant discretionary spending on food, with 17% of
household income allocated to food and beverages,
one of the highest rates in the GCC. The restau-
rant food delivery is expected to reach $519 mil-
lion by 2024 with an annual growth rate of 26.3%
(EsferaSoft, 2022). For SMEs in the food and
beverage sector, adopting digital platforms like
Talabat is essential to tap into this affluent and di-
verse customer base, providing a competitive edge
in a fast-growing market (Market Growth Reports,
2024). Such rapid growth highlights the increas-
ing reliance on mobile applications like Talabat for
both consumers and businesses. As these technol-
ogies continue to gain traction, understanding the
factors that drive their adoption becomes critical
for business success, particularly in terms of prof-
itability, which is a key concern for SMEs. This
is particularly true for the food delivery sector,
where adoption of mobile apps like Talabat is not
just a technological shift but a significant transfor-
mation in how businesses interact with customers.

The TOE framework provides a comprehensive
lens for exploring the adoption of mobile applica-
tions like Talabat. The model identifies three key
factors that influence technology adoption: tech-
nological, organizational, and environmental con-
texts. Numerous studies have demonstrated the
relevance of the TOE framework in explaining the
adoption of technological innovations across dif-
ferent industries and regions. For example, Bany
Mohammad et al. (2022) found that all three
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TOE contexts significantly influence technology
adoption among employees in Jordanian orga-
nizations. Similarly, Nguyen et al. (2022), study-
ing Vietnamese firms, reported significant effects
from TOE factors such as relative advantage, com-
patibility, top management support, and govern-
ment support. These studies confirm that the TOE
framework is relevant across various cultural and
industrial contexts, including those similar to the
Kuwaiti food and beverage sector.

Further validation of the TOE framework is pro-
vided by Li (2020), who demonstrated its ap-
plicability in Hong Kong’s SMEs, showing that
technical advantages, management support, and
stakeholder influence positively affected technol-
ogy adoption. Likewise, Hadi Putra and Santoso
(2020) identified the importance of technological
and organizational contexts in Indonesia, with
adoption linked to managerial and operational
improvements. These studies reinforce the notion
that the TOE framework is a powerful tool for un-
derstanding technology adoption in diverse re-
gions, including the Middle East.

Despite its broad application, however, there is
limited research that focuses specifically on the
food delivery sector and the adoption of mobile
applications like Talabat. This gap is particular-
ly noticeable in the context of SMEs in Kuwait’s
rapidly growing food delivery industry. Su et al.
(2023) argue that SMEs must align internal re-
sources and strategic goals to ensure the successful
integration of digital tools, such as mobile applica-
tions. Strategic alignment is crucial in ensuring
that applications like Talabat are effectively incor-
porated into business operations. This alignment
is especially important for SMEs in Kuwait, where
smaller businesses face resource limitations but
also have significant potential for growth through
technology adoption.

Moreover, Qalati et al. (2021) identified several
key technological drivers of adoption, including
relative advantage, cost-effectiveness, compatibil-
ity, and interactivity, alongside organizational and
environmental factors such as entrepreneurial ori-
entation and customer engagement. These drivers
are highly relevant in the context of Kuwait’s fast-
growing food delivery sector, where the competi-
tion is intense, and consumer demand is rapidly
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evolving. The effective alignment of SMEs’ inter-
nal resources with external market pressures is
crucial for facilitating smoother adoption of tech-
nologies like Talabat, which in turn can enhance
marketing outcomes and profitability.

Several studies have highlighted the direct impact
of technology adoption on business outcomes,
particularly in marketing performance. Eze et al.
(2019) and Justino et al. (2022) emphasized the
growing importance of the TOE framework in un-
derstanding how technological innovations, such
as mobile applications, impact marketing out-
comes. These studies underscore how the adop-
tion of technology can significantly improve busi-
ness operations, customer satisfaction, and mar-
keting strategies. Gakii and Maina (2019), Picoto
et al. (2014), Alkhateri et al. (2021), and Sheikh
et al. (2018) have similarly emphasized that the
adoption of mobile applications improves SMEs’
marketing strategies, customer engagement, and
overall performance.

For example, mobile applications like Talabat pro-
vide SMEs with tools to enhance customer satis-
faction, streamline delivery processes, and track
consumer behavior, leading to improved market-
ing outcomes. Specifically, Talabat enables SMEs
to adapt more quickly to market demands and
consumer preferences, thus boosting profitability.
This ability to respond more efficiently to consum-
er needs and preferences is particularly crucial in
the fast-paced food delivery industry, where cus-
tomer expectations are high.

Although studies have shown the positive effects of
mobile app adoption on marketing performance,
research specific to the food delivery sector and
mobile apps like Talabat remains underexplored.
The integration of mobile apps into business op-
erations offers a competitive edge, enabling SMEs
to improve efficiency and respond more effectively
to changing customer demands. Thus, exploring
how the adoption of Talabat influences market-
ing performance and profitability in Kuwait’s food
and beverage sector is the key focus of this study.

In conclusion, while existing research confirms
the applicability of the TOE framework in under-
standing technology adoption across different in-
dustries and regions, there remains a significant
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Figure 1. Study framework

gap in examining how mobile applications like
Talabat influence marketing performance in the
food delivery sector, especially within the context
of SMEs in Kuwait.

This study aims to examine the mediating role
of Talabat adoption in the relationship between
the TOE framework and marketing performance,
with profitability as the primary indicator of mar-
keting success among SMEs in Kuwait’s food and
beverage sector.

Given the growing significance of mobile plat-
forms in the foodservice sector, particularly in
Kuwait, the increasing adoption of digital tools
like Talabat presents both opportunities and chal-
lenges for SMEs in the region. As noted, Kuwait’s
food and beverage market is driven by high con-
sumer spending and cultural diversity, which cre-
ates a unique environment for technological adop-
tion in the food service industry (Market Growth
Reports, 2024). However, the extent to which mo-
bile platforms influence profitability for small and
medium-sized enterprises remains an important
area of investigation.

Therefore, this study seeks to examine the impact
of Talabat adoption on the profitability of SMEs
in the Kuwaiti food and beverage sector by focus-
ing on various factors that may influence adoption
decisions and outcomes. Based on the theoretical
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framework of the TOE model and prior literature,
the following hypotheses are proposed:

HI: Technological factors (e.g, relative advan-
tage (Hla), compatibility (HIb), complexity
(HIc) significantly influence the adoption of
Talabat by SMEs.

H2: Organizational factors (e.g, top manage-
ment support (H2a), organizational readi-
ness (H2b) significantly influence the adop-
tion of Talabat by SMEs.

H3: Environmental factors (e.g, competitive
pressure (H3a), , mobile payment gateway
availability (H3b), , and information inten-
sity (H3c)) significantly influence the adop-
tion of Talabat by SMEs.

NOTE: competitive pressure, mobile payment gate-
way availability, and information intensity
are considered environmental factors in the
TOE framework. They are external elements
that influence the adoption of Talabat by
SMEs, shaping decisions based on market
conditions, technological infrastructure, and
data needs.

H4: The adoption of the Talabat application has

a significant positive effect on the profitabil-

ity of the SMEs.

http://dx.doi.org/10.21511/im.22(1).2026.07



H5: Talabat adoption mediates the relation-
ship between TOE framework factors (rela-
tive advantage (H5a), compatibility (H5b), ,
complexity (H5c), top management support
(H5d), organizational readiness (H5e), com-
petitive pressure (H5f), mobile payment gate-
way (H5g), information intensity (H5h) and
profitability.

2. METHODOLOGY

This study is descriptive in nature and aims to ex-
plore how mobile application adoption influences
the relationship between the TOE (Technology-
Organization-Environment) framework and mar-
keting performance, with a focus on profitability
as the dependent variable. The research specifically
targets SMEs in Kuwait’s food and beverage sector,
including businesses such as restaurants, cafes, and
catering services. The study is particularly focused
on SMEs defined by their capital (not exceeding
500,000 Kuwaiti Dinars, as per the Kuwait National
Fund Law of 2013) to ensure a diverse range of busi-
nesses is represented in the sample.

A questionnaire was designed to collect the neces-
sary data to test and validate the proposed frame-
work. To ensure accuracy and cultural relevance, the
questionnaire was translated into Arabic and then
back-translated into English using a reverse trans-
lation technique. Experts from national universities
in Kuwait and the Kuwaiti Ministry of Trading and
Business were consulted to confirm the question-
naire’s appropriateness for SMEs in the food and
beverage sector. For transparency and reproducibil-
ity, the full questionnaire is available in the appendix
and can be downloaded from a public repository.

The target population for this study consists of man-
agers and decision-makers from SMEs in Kuwait’s
food and beverage sector who are actively involved in
the adoption of mobile applications, such as Talabat.
These participants were chosen based on their role in
technology adoption and marketing strategies with-
in their organizations.

2.1. Data collection and sample
An online questionnaire was distributed to 402

SMEs in Kuwait’s food and beverage sector via
Google Forms. The survey was shared through di-
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rect outreach and professional networks to ensure
that it reached the relevant respondents. The ques-
tionnaire included a Likert-type scale (1 = strongly
disagree to 5 = strongly agree) to assess the adop-
tion of mobile applications, TOE factors, and their
relationship to profitability.

Snowball sampling was employed to increase the
reach of the survey, whereby respondents were en-
couraged to share the survey link with their pro-
fessional networks, enhancing the response rate.
This method is suitable for gathering data in a spe-
cific industry and population, ensuring the inclu-
sion of key decision-makers. Of the 402 SMEs sur-
veyed, 330 valid responses were collected, result-
ing in a high response rate of 82%.

2.2. Demographic and organizational
profile of respondents

Table 1 summarizes the demographic and organi-
zational profile of respondents. In terms of gender
distribution, the study shows that a higher pro-
portion of male participants (74.24%) compared
to female participants (25.76%) were involved. The
gender imbalance, with a significantly higher per-
centage of male respondents, could reflect gender-
based differences in leadership roles within SMEs
in the food and beverage sector in Kuwait.

In terms of age, the highest percentage of par-
ticipation involved those aged 36-45 years, with
55.76%, followed by 25-35 years, and others. This
age distribution may suggest that those with more
work experience are more likely to adopt mobile
applications, such as Talabat, as they typically hold
more decision-making authority and are more ac-
customed to digital transformations.

Regarding educational background, the major-
ity of participants are holders of a Diploma/un-
dergraduate degree with a percentage of 43.64%,
followed by high school (31.52%), postgraduate
(15.15%), and less than high school (9.7%). This
distribution suggests that individuals with higher
educational qualifications are often more adapt-
able to new technologies, which may facilitate mo-
bile application adoption.

In terms of the position, the majority of partici-
pants were employees with a percentage of 46.67%,
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followed by managers (31.52%), and owners
(21.82%). However, the presence of managers and
owners (31.52% and 21.82%, respectively) indi-
cates that key decision-makers were also involved
in the survey.

In terms of the years of work experience, the high-
est percentage is those with 11-15 years (31.21%),
followed by more than 15 years (27.88%), 5-10
years (22.73%), and less than five years (18.18%).
Respondents with more extensive work experience
likely have a nuanced perspective on how techno-
logical changes (e.g., mobile application adoption)
impact business profitability and operations.

Regarding the age of SMEs, the majority of SMEs
are those aged 10-14 years, with a percentage
of 39.70%, followed by those with more than 15
years (25.15%), and 5-9 years (21.52%). This sug-
gests that the majority of SMEs in the food and
beverage sector are well-established business-
es, likely capable of engaging in technological
transformations.

The number of employees of SMEs, the majority of
which are those with 6-49 employees (44.24%), fol-
lowed by 50-100 employees (39.09%), and 101-150
employees (16.67%). The fact that most businesses
have 6-49 employees indicates that the study’s re-
spondents come from small to medium-sized en-
terprises (SMEs). This group is likely to face specif-
ic challenges when adopting digital technologies,
such as limited resources for training or technol-
ogy infrastructure.

Table 1. Demographic and organizational profile
of respondents

Characteristics

N

=330

© Percentage (%)

Work experience (years)

Less than 5 years i 66 20.00%
""""""""""" 84 25.45% L
92 27.88%
More than 15 years o 88 H : 2667%
Size of SME (employees)
6-49 ' 162 f 49.09%
50100 2 3667% .
101-150 ; 47 H 14.24%
Age of SMEs (years)
I o 35 : 1667% ...
10-14 157 47.58%
I\/Iore than1s i 118 35.76%

Characteristics N=330 : Percentage (%)
Age (years)
2535 EEE 320%
365 e 166 5030%
46-55 28 8.48%
ses o 13 ; 394%
Educational level
High school or below ' 53 : 16.06%
T oo
70 21.21%
Less than high school 88 ; 2667%
Position in the organization
Employee ' 188 ' 57.58%
Wensger o maw
Owner 32 9.70%

2.3. Data analysis

Data were analyzed using IBM SPSS and SmartPLS
(version 4.0) software. To evaluate the measure-
ment model’s reliability and validity, internal con-
sistency reliability was assessed using Cronbach’s
Alpha and Composite Reliability. Indicator re-
liability, convergent validity, and discriminant
validity were also tested as per Hair et al. (2017).
Structural Equation Modeling (SEM) in SmartPLS
was employed for path analysis to examine the re-
lationships between TOE factors, mobile applica-
tion adoption, and profitability.

3. RESULTS

3.1. Measurement model evaluation

The measurement model was assessed for a num-
ber of statistical measures that establish the reli-
ability and validity of the constructs measured in
the study. These included tests of indicator reli-
ability, internal consistency reliability, convergent
validity, and discriminant validity. Table 3 pres-
ents the results for all latent constructs, includ-
ing factor loadings, Cronbach’s Alpha, rho_A,
composite reliability, and AVE. All indicator
loadings exceeded the 0.70 threshold, indicating
strong indicator reliability and suggesting that
the observed variables contribute significantly
to their respective latent constructs (Hair et al,,
2019). Cronbach’s Alpha values for all constructs
ranged from 0.835 to 0.981, surpassing the accept-
able minimum of 0.70. Additionally, Composite
Reliability (CR) values were all above 0.90, con-
firming strong internal consistency among the
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Construct Loadin Cronbach’s tho a Composite Average Variance
& Alpha - Reliability Extracted (AVE)

Compatibility 0.947 0.952 0.962 0.863
Competitive pressure 0.972 0.973 0.979 0.922
Complexity 0.858 1.166 0.900 0.753
Information intensity 0.872 0.906 0.920 0.792
Mobile payment gateway 0.941 0.941 0.962 0.894
Organizational readiness 0.958 0.958 0.973 0.922
Profitability 0.943 0.947 0.956 0.813
Relative advantage 0.981 0.981 0.985 0.930
Talabat application 0.835 0.974 0.760 0.766
Top management support 0.915 0.943 0.848

items. Convergent validity was assessed using the
Average Variance Extracted (AVE). All constructs
demonstrated AVE values greater than 0.50, with
the majority of constructs showing AVEs signifi-
cantly higher than the minimum threshold.

Regarding discriminant validity, Henseler et
al. (2015) suggested that discriminant valid-
ity can be evaluated by means of the Heterotrait-
Monotrait Ratio (HTMT). An HTMT value below

http://dx.doi.org/10.21511/im.22(1).2026.07

0.90 shows that constructs are distinct. In this
study, all HTMT values were below the threshold
(Table 3), which means that the constructs are dis-
tinct enough from each other and, therefore, valid
for the measurement of the variables. The SRMR
value for the model was 0.080, which is within the
acceptable range of < 0.08 (Hussain et al., 2018).
Additionally, the Chi-square value was 7,342.539,
and the Normed Fit Index (NFI) was 0.712, indi-
cating that the model fits the data well.
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Table 3. Heterotrait-Monotrait Ratio (HTMT) for constructs of the study
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Information 0.662 0867 | 0057 | - - - - - - -
Jntensity i o o : O S
Mobile payment 1 goq 0.862 | 0.069 0.900 - - - - i - -
gateway I
Organizational =) g5 0.751 0.083 0.685 0715 | - - - - -
_readiness ¢ .
Pofitability 0523 0615 : 0037 : 0605 : 0572 ' 0633 = - e .
Relative . 0746 0832 | 0061 0758 | 0779  0.881 0622 : - i - i -
advantage - A
Talabat © 0,606 0638 | 0027 0632 | 0564 | 0634 0563 : 0647 : - i -
_application ¢
Top manageme 0830 | 0779 | 0048 = 0698 = 0726 | 0811 | 0621 . 0864 . 0665 = -

support

3.2. Hypotheses testing

The next step involved testing the hypotheses out-
lined in the study using PLS-SEM. The hypothe-
ses tested the relationships between various TOE
framework factors, the mediating role of Talabat
application adoption, and profitability in SMEs.
Table 4 presents the results of the structural model
path analysis, which includes both unstandard-
ized and standardized regression coefficients (),
along with the corresponding standard errors (SE)
and p-values, all computed using SmartPLS.

Hypothesis Hla, which hypothesized a positive
relationship between relative advantage and the
Talabat application, is supported by the results (
=0.186, t = 2.386, p = 0.017). This suggests that the
perceived advantages of using the application sig-
nificantly encourage its adoption.

Hypothesis HIb, which predicted a positive rela-
tionship between compatibility and the Talabat
application, was not supported. The analysis
shows a non-significant relationship (f = 0.043, t
= 0.662, p = 0.508), indicating that compatibility
does not significantly influence the adoption of
the application.

Hypothesis Hlc, which posited that complexity
would negatively impact the Talabat application,

88

was also not supported. The results show a non-
significant negative effect (p = -0.029, t = 0.850,
p = 0.395), suggesting that perceived complexity
does not hinder adoption.

In contrast, top management support, as hypothe-
sized in Hypothesis H2a, shows a significant posi-
tive effect on the Talabat application (f = 0.272, t
= 3.272, p = 0.001), indicating that strong leader-
ship and organizational support are crucial for the
adoption of the application.

Hypothesis H2b, which examined the role of or-
ganizational readiness, found a marginally signifi-
cant positive relationship with the Talabat applica-
tion (P = 0.131, t = 1.872, p = 0.061). Although the
effect is less pronounced, it suggests that organi-
zational readiness plays a role in encouraging the
adoption of the application.

Hypothesis H3a, which suggested that competi-
tive pressure would positively affect the Talabat
application, is supported by the results (B =
0.224, t = 3.533, p < 0.001). This indicates that in-
creased competitive pressure drives the use of the
application.

Hypothesis H3b, which predicted a positive effect

of the mobile payment gateway on the Talabat ap-
plication, is confirmed by the data (B = 0.195, t =

http://dx.doi.org/10.21511/im.22(1).2026.07



Table 4. Path analysis
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Relationships I

Hlo: Relative advantage - Talabat application

. Hlb.: Compatibility - Talabat application
Hlc: Complexity -> Talabat application . 0.0
.H2a: Top management support - Talabat application 0.272
H2b: Organizational readiness - Talabat application 0.131
Haa: Competitu pressure > Tbat applcation 0224
_H3b: Mobile payment gateway -> Talabat application  0.195
H3c: Information intensity — Talabat application 0.298
_H4: Talabat application > Profitability 0516

‘ Standard deviation (STDEV) | t-statistics @ p-values
N 0078 : 2386 : 0.017
0.065 0.662 0.508
003 0850 0395
""" 0.083 3."272 .Q'.‘001
0.070 1.872 0.061
0064 3533 0000
""" 0.067 2."915 o .Q'.‘004
0.061 4.873 0.000
""" 0072 7.208 0,000

2.915, p = 0.004). This shows that the availability of
mobile payment options significantly influences
the adoption of the application.

Hypothesis H3c, which proposed that informa-
tion intensity would have a positive effect on the
Talabat application, is strongly supported (p =
0.298, t = 4.873, p < 0.001). This result highlights
the importance of information richness in driving
the use of the application.

Lastly, Hypothesis H4, which hypothesized that
the Talabat application would positively affect
profitability, is also supported (f = 0.516, t = 7.208,
p < 0.001). This finding indicates that the adoption
and use of the application directly contribute to
increased profitability.

Overall, these results provide strong support for
several of the proposed hypotheses, particularly
those related to top management support, com-
petitive pressure, information intensity, and the
mobile payment gateway. However, the lack of
support for compatibility and complexity suggests
that these factors may not be as influential in the
context of the Talabat application.

3.3. Mediation analysis

In mediation analysis, the significance of the in-
direct effect is crucial for supporting the mediat-
ing hypotheses of a study. In the present study, the
Talabat application exhibited a significant mediat-
ing effect in several relationships, demonstrating
its role as a mediator between various independent
factors and profitability.

Hypothesis H5a examined the mediation of rela-

tive advantage > Talabat application - profitability.
The results showed a significant indirect effect (3 =

http://dx.doi.org/10.21511/im.22(1).2026.07

0.096, t =2.213, p = 0.027). The confidence interval
([0.015, 0.184]) does not include zero, confirming
that the Talabat application mediates the relation-
ship between relative advantage and profitability.
These results indicated that the perceived advan-
tages of using the application significantly medi-
ate its impact on profitability.

Hypothesis H5b explored the mediation of com-
patibility - Talabat application > profitability.
However, this relationship was not significant (8
= 0.022, t = 0.642, p = 0.521), with the confidence
interval ([-0.043, 0.093]) crossing zero, suggest-
ing that compatibility does not significantly me-
diate the relationship between compatibility and
profitability.

Hypothesis H5c tested the mediation of complex-
ity > Talabat application > profitability, and the
results revealed no significant indirect effect (8 =
-0.015, t = 0.840, p = 0.401) with the confidence in-
terval ([-0.048, 0.020]) containing zero, indicating
no significant mediation effect.

Hypothesis H5d posited that top management sup-
port > Talabat application > profitability would
show a significant mediating effect. The results
supported this hypothesis (8 = 0.140, t = 3.261, p =
0.001), with the confidence interval ([0.059, 0.228])
not crossing zero. This suggests that top manage-
ment support significantly mediates the relation-
ship between management support and profitabil-
ity. These results highlighted the crucial role of top
management support in driving the adoption of
the Talabat Application and its subsequent impact
on profitability.

Hypothesis H5e examined organizational readi-

ness > Talabat application > profitability. The
results showed a marginally significant indirect
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effect (§ = 0.068, t = 1.827, p = 0.068) with the
confidence interval ([-0.005, 0.142]) approaching
zero, suggesting that while organizational readi-
ness may influence the Talabat application, its
mediating effect on profitability is weak and less
conclusive.

Hypothesis H5f tested the mediation of competi-
tive pressure - Talabat application > profitability.
The results showed a significant indirect effect (88
= 0.116, t = 3.119, p = 0.002), indicating that com-
petitive pressure positively influences the adop-
tion of the Talabat application, which in turn
enhances profitability. The confidence interval
([0.048, 0.192]) reported not containing zero, con-
firming that competitive pressure mediates the
relationship between environmental pressure and
profitability.

Hypothesis H5¢ explored the mediation of the
mobile payment gateway > Talabat application >
profitability. This relationship was also significant
(8 = 0.101, t = 2.750, p = 0.006), with the confi-
dence interval ([0.033, 0.176]) not crossing zero.
This shows that the presence of mobile payment
options significantly mediates the relationship be-
tween the Talabat application and profitability.

Hypothesis H5h investigated the mediation of in-
formation intensity - Talabat application - profit-
ability. The results revealed a strongly significant
indirect effect (3 = 0.154, t = 4.152, p < 0.001), with
the confidence interval ([0.087, 0.231]) excluding
zero. This indicates that the richness of informa-
tion available through the Talabat application
plays a substantial role in improving profitability.

In summary, the Talabat application served as a
significant mediator in the relationships between
several TOE factors and profitability, particularly

Table 5. Mediation analysis

for relative advantage, top management support,
competitive pressure, mobile payment gateway,
and information intensity. The results indicated
that compatibility, complexity, and organiza-
tional readiness did not show significant mediat-
ing effects, suggesting that these factors are less
influential in driving the application’s impact on
profitability.

4. DISCUSSION

A key finding of this study is the significant influ-
ence of relative advantage on Talabat adoption and
profitability. This aligns with the broader litera-
ture on the theory of innovation diffusion (Rogers,
2003) and technology adoption models (Oliveira
et al., 2014), which highlight that the perceived
benefit of a technology is a critical driver of its
adoption. Our findings confirm that SMEs were
likely to adopt the Talabat mobile platform when
perceived to be clearly advantageous, thus en-
hancing financial returns. This result echoes the
work of Naushad and Sulphey (2020), who found
that technology adoption by SMEs was primarily
built on the perceived relative advantage of such
technologies over traditional methods. Moreover,
the positive relationship between relative advan-
tage and profitability supports the notion that
adoption, driven by perceived benefits, contrib-
utes to improved business performance, as sug-
gested by Rogers (2003). This aligns with findings
by Mechman et al. (2021), who observed that e-
marketing positively impacted SME performance
in Iraq, further reinforcing the importance of the
perceived benefits of technology adoption.

However, our study found that complexity, of-
ten emphasized in the adoption literature
(Venkatesh et al., 2003), did not significantly af-

Hypothesis Path B SD T p —BI—
2.50% :97.50%
~_H5a  iRelative advantage - Talabat application - profitability 0.096 @ 0.043 : 2.213 : 0.027 : 0.015 0.184
~_H5b :Compatibility - Talabat application — profitability 0.022 : 0.035 : 0.642 : 0.521 :-0.043: 0.093
H5¢ Complexity = Talabat application - profitability -0.015{ 0.018 : 0.840 i 0.401 :-0.048 i 0.020
CHsd Top management support — Talabat application - profitability { 0.140 : 0.043 : 3.261 : 0.001 : 0.059 :
Organizational readiness - Talabat application - profitability 0.068 : 0.037 i 1.827 i 0.068 i -0.005 .
Competitive pressure - Talabat application - profitability 0.116 i 0.037 § 3.119 i 0.002 i 0.048
_H5g i Mobile payment gateway — Talabat application > profitability 0.101 : 0.037 : 2750 : 0.006 : 0.176 : 0.033
H5h i Information intensity - Talabat application - profitability ¢ 0.154 : 0.037 : 4.152 : 0.000 : 0.087 :
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fect the adoption of Talabat. This contrasts with
previous research, such as Oliveira et al. (2014),
which found that perceived ease of use was a ma-
jor predictor of adoption. Similarly, Marzi et al.
(2023) found that high perceived adoption costs
and adoption complexity levels negatively in-
fluence the adoption of two-sided platforms for
sourcing processes in SMEs. The lack of a sig-
nificant effect of complexity in our study could
be that SMEs in Kuwait, particularly those in
the food and beverage sector, might find mobile
applications relatively straightforward to imple-
ment, or the platforms might be designed to be
more user-friendly, reducing the impact of per-
ceived complexity. This suggests that in specif-
ic contexts, especially when platforms are de-
signed with simplicity in mind, the complexity
barrier may be less critical.

Another important factor is top management
support, which was found to have a signifi-
cant impact on both adoption and profitability.
This finding supports prior research, including
studies by Jayeola et al. (2022) and Soomro et
al. (2025), who identified that top management
support is a key enabler of successful technol-
ogy adoption. Our results suggest that when top
management supports technological initiatives,
SMEs are more likely to adopt digital tools like
Talabat, ultimately driving better financial per-
formance. This is consistent with the findings of
Fan et al. (2021), who found that top manage-
ment support, through the adoption of social
media applications, positively influenced SME
performance in Pakistan. Moreover, Hussain
et al. (2020) and Alkhateri et al. (2021) empha-
sized that top management plays a crucial role
in the successful adoption of e-marketing sys-
tems and their mediating role in improving
business outcomes.

In contrast, organizational readiness had only
a marginally significant effect on adoption and
profitability in our study. While previous re-
search has emphasized the importance of readi-
ness in technology adoption (Eze et al., 2019),
our findings suggest that readiness alone is not
sufficient to guarantee successful adoption. This
nuance adds to the literature by suggesting that
organizational readiness must be coupled with
strategic intent and leadership commitment to
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fully leverage technological adoption. This find-
ing is in line with Su et al. (2023), who empha-
size that organizational readiness is not just a
necessary condition but also a booster and en-
abler for the successful integration of new tech-
nologies and strategies. Our study further sug-
gests that readiness, although important, is less
influential without top management support to
guide and direct the adoption process.

Competitive pressure emerged as a significant
driver of profitability through Talabat adoption,
aligning with prior studies that show external
pressures can drive SMEs to adopt digital tech-
nologies. For example, Zaini and Poernamawati
(2020) found that competitive pressures often
drive SMEs to adopt technology to maintain
their competitive edge. Similarly, Gao et al.
(2023) observed that e-commerce adoption pos-
itively influenced the performance of Chinese
SMEs in competitive markets. Our findings fur-
ther reinforce these results by showing that both
competitive pressure and the need for informa-
tion in the marketplace motivate SMEs to adopt
platforms like Talabat, which ultimately leads to
better financial performance.

Moreover, the availability of a mobile payment
gateway was found to significantly mediate the
relationship between Talabat adoption and prof-
itability. This result aligns with Lansita et al.
(2024), who identified the importance of inte-
grated payment systems in the digital transfor-
mation of businesses. The ability to offer secure
and efficient payment systems is a critical en-
abler of the success of mobile applications in
business operations, further underscoring the
importance of technological infrastructure in
supporting profitability.

Finally, information intensity was found to
significantly influence profitability through
Talabat adoption. This finding is consistent
with previous studies by Rehman et al. (2022)
and Alkhateri et al. (2021), who found that
businesses operating in information-intensive
environments are more likely to adopt digital
technologies to enhance performance. In the
context of SMEs in Kuwait’s food and beverage
sector, the demand for real-time customer data,
market trends, and insights into consumer be-
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haviour plays a crucial role in driving the adop-
tion of Talabat and, in turn, improving business
outcomes.

In summary, this study contributes to the growing
body of literature on the mediating role of tech-
nology adoption in linking TOE factors to busi-
ness outcomes, particularly profitability. Our find-
ings reinforce the idea that the adoption of mobile
applications like Talabat serves as a critical inter-
mediary in the relationship between technological,

organizational, and environmental factors and
marketing performance. This research extends
the work of Alkhateri et al. (2021) and Sheikh et al.
(2018), who identified similar mediating roles for
electronic marketing systems in other contexts, by
highlighting the specific impact of mobile applica-
tions in the food and beverage industry in Kuwait.
This study provides valuable insights into how
SMEs can strategically use mobile applications to
navigate the complexities of the digital landscape
and improve profitability.

CONCLUSION

This study aimed to explore the relationship between TOE factors and marketing performance, specifi-
cally profitability, through the mediating role of Talabat adoption among SMEs in Kuwait’s food and
beverage sector.

The findings indicate that Talabat adoption significantly mediates the influence of central TOE factors,
such as relative advantage, top management support, competitive pressure, information intensity, and
the availability of a mobile payment gateway, on profitability outcomes. Notably, the study found that
internal factors related to the complexity of adoption were less influential than market-driven factors,
suggesting that external forces like market competition and the demand for real-time information play
a more prominent role in driving adoption decisions.

The results underline that SMEs in Kuwait are more likely to benefit from mobile application adop-
tion when they perceive clear advantages, such as operational efficiency and secure payment sys-
tems, and when top management provides strong support. These findings suggest that SME owners
and managers should focus on leveraging external drivers like competitive pressure and technolog-
ical infrastructure (e.g., mobile payment systems) to enhance adoption and maximize profitability.
Additionally, policymakers should focus on initiatives that increase digital readiness and facilitate
mobile application adoption, helping SMEs stay competitive in an increasingly digital marketplace.

In conclusion, the adoption of mobile platforms like Talabat presents a significant opportunity for
Kuwaiti SMEs to improve their profitability, operational efficiency, and competitiveness. Future re-
search should examine the long-term impacts of mobile application adoption on SME performance
across various industries and regions, and qualitative studies could further explore the perceptions
of SME owners and managers regarding the adoption process and its strategic implications.

AUTHOR CONTRIBUTIONS

Conceptualization: Mohammad A S Alkhanaini, Zurina Mohaidin, Rosly Othman.

Data duration: Mohammad A S Alkhanaini.

Formal analysis: Mohammad A S Alkhanaini.

Investigation: Mohammad A S Alkhanaini, Zurina Mohaidin, Rosly Othman.
Methodology: Mohammad A S Alkhanaini, Zurina Mohaidin, Rosly Othman.

Supervision: Zurina Mohaidin, Rosly Othman.

Writing - original draft: Mohammad A S Alkhanaini.

Writing - review & editing: Mohammad A S Alkhanaini, Zurina Mohaidin, Rosly Othman.

92

http://dx.doi.org/10.21511/im.22(1).2026.07



REFERENCES

Innovative Marketing, Volume 22, Issue 1, 2026

1. Alkhateri, N., Ahmad, S., & Ali
Husseini, S. (2021). Conceptual
Framework of the Social Media
Adoption and Its Impact on Small
and Medium-Sized Enterprises
(SMEs) Service Performance
in the UAE. Journal of Positive
School Psychology, 6(3), 4737-4746.
Retrieved from https://journalppw.
com/index.php/jpsp/article/
view/2674

2. ALlosaimi, N. H,, Elzein, N. M.,
& Tukka, A. M. (2020, March).
Mobile application for produc-
tive families business. In 2020 3rd
International Conference on Com-
puter Applications & Information
Security (ICCAIS) (pp. 1-4). IEEE.

3.  Bany Mohammad, A., Al-Okaily,
M., Al-Majali, M., & Masadeh,
R. (2022). Business Intelligence
and Analytics (BIA) Usage in the
Banking Industry Sector: An Ap-
plication of the TOE Framework.
Journal of Open Innovation: Tech-
nology, Market, and Complexity,
8(4), 189. https://doi.org/10.3390/
joitmc8040189

4. Devi, J. A., & Chandrasekar, K. S.
(2023). Digital Marketing in the
Food Service Industry in India:
A Review. i-Manager’s Journal
on Economics & Commerce, 3(1),
29. https://doi.org/10.26634/
jecom.3.1.19844.

5.  Esferasoft Solutions (EsferaSoft).
(2022). Talabat Food Delivery App:
Business Model, Development Cost
& Features Explained. Retrieved
from https://www.esferasoft.com/
blog/talabat-food-delivery-app-
business-model-development-
cost-features-explained/

6. Eze, S. C., Chinedu-Eze, V. C, Bel-
lo, A. O., Inegbedion, H., Nwanji,
T., & Asamu, F. (2019). Mobile
marketing technology adoption in
service SMEs: a multi-perspective
framework. Journal of Science
and Technology Policy Manage-
ment, 10(3), 569-596. https://doi.
org/10.1108/JSTPM-11-2018-0105

7. Fan, M,, Qalati, S. A., Khan, M. A.
S., Shah, S. M. M., Ramzan, M., &
Khan, R. S. (2021). Effects of en-
trepreneurial orientation on social
media adoption and SME perfor-

http://dx.doi.org/10.21511/im.22(1).2026.07

10.

11.

12.

13.

14.

mance: The moderating role of
innovation capabilities. PLoS ONE,
16(4). https://doi.org/10.1371/
journal.pone.0247320

Gakii, A., & Maina, S. (2019).
Nexus between Online Marketing
Strategies and Market Perfor-
mance: A Critical Review of the
Literature and Research Agenda.
European Journal of Business and
Management, 11(15), 99-112.
https://doi.org/10.7176/ejbm/11-
15-12

Gao, J., Siddik, A. B., Khawar
Abbas, S., Hamayun, M., Masukuj-
jaman, M., & Alam, S. S. (2023).
Impact of E-Commerce and
Digital Marketing Adoption on
the Financial and Sustainability
Performance of MSMEs during
the COVID-19 Pandemic: An Em-
pirical Study. Sustainability, 15(2),
1594. https://doi.org/10.3390/
sul5021594

Hadi Putra, P. O., & Santoso, H.
B. (2020). Contextual factors and
performance impact of e-business
use in Indonesian small and me-
dium enterprises (SMEs). Heliyon,
6(3). https://doi.org/10.1016/j.
heliyon.2020.e03568

Hair, J. E, Risher, J. J., Sarstedt, M.,
& Ringle, C. M. (2019). When to
use and how to report the results
of PLS-SEM. In European Business
Review, 31(1), 2-24. https://doi.
org/10.1108/EBR-11-2018-0203

Hair, J., Sarstedt, M., Ringle, C., &
Gudergan, S. (2017). Advanced
issues in partial least squares struc-
tural equation modeling. SAGE
Publications.

Helgesen, @., Sandanger, H. M., &
Sandbekk, J. (2018). Do customer
profitability analyses pay? A sur-
vey of large norwegian companies.
International Journal of Manage-
rial and Financial Accounting,
10(4). https://doi.org/10.1504/
IJMFA.2018.095970

Henseler, ., Ringle, C. M., &
Sarstedt, M. (2015). A new crite-
rion for assessing discriminant va-
lidity in variance-based structural
equation modeling. Journal of the
Academy of Marketing Science, 43,

15.

16.

17.

18.

19.

20.

115-135. https://doi.org/10.1007/
s11747-014-0403-8

Hussain, A., Shahzad, A., & Has-
san, R. (2020). Organizational
and environmental factors with
the mediating role of e-commerce
and SME performance. Journal of
Open Innovation: Technology, Mar-
ket, and Complexity, 6(4). https://
doi.org/10.3390/joitmc6040196

Hussain, S., Fangwei, Z., Sid-

diqi, A. E, Ali, Z., & Shabbir, M. S.
(2018). Structural Equation Model
for evaluating factors affecting

the quality of social infrastruc-
ture projects. Sustainability
(Switzerland), 10(5). https://doi.
org/10.3390/su10051415

Jayeola, O., Sidek, S., Abdul-Sa-
mad, Z., Hasbullah, N. N., Anwar,
S., An, N. B,, Nga, V. T., Al-Kasas-
beh, O., & Ray, S. (2022). The
Mediating and Moderating Effects
of Top Management Support on
the Cloud ERP Implementation-
Financial Performance Relation-
ship. Sustainability (Switzerland),
14(9). https://doi.org/10.3390/
sul4095688

Justino, M. V., Tengeh, R. K., &
Twum-Darko, M. (2022). A
Revised Technology-Organisa-
tion-Environment Framework

for Brick-and-Mortar Retailers
Adopting M-Commerce. Journal
of Risk and Financial Management,
15(7). https://doi.org/10.3390/
jrfm15070289

Lansita, L., Khusnah, H., Putra,
R.S., Abdullah, S. S. B., & Ula, E
F. (2024). The effect of payment
gateway mediation on the influ-
ence of human capital on financial
performance of micro, small, and
medium enterprises. Revista de
Gestao Social e Ambiental [Journal
of Social and Environmental
Management], 18(5). https://doi.
org/10.24857/rgsa.v18n5-070

Li, J. C. E (2020). Roles of
individual perception in technol-
ogy adoption at organization
level: Behavioral model versus
toe framework. Journal of Sys-
tem and Management Sciences,
10(3). https://doi.org/10.33168/
JSMS.2020.0308.

93



Innovative Marketing, Volume 22, Issue 1, 2026

21. Market Growth Reports. (2024).
Kuwait food and drink market
[Report]. Retrieved from https://
www.marketgrowthreports.com/
market-reports/kuwait-foodand-
drink-market-113368

22. Marzi, G., Marrucci, A., Vianelli,
D., & Ciappei, C. (2023). B2B
digital platform adoption by
SMEs and large firms: Pathways
and pitfalls. Industrial Market-
ing Management, 114, 80-93.
https://doi.org/10.1016/j.indmar-
man.2023.08.002

23. Mechman, A., Sarah Omar, S.,
Hamawandy, N. M., Abdullah, A.
S., & Qader, A. N. (2021). The
Effect of Digital Marketing And
E-Commence on SMES’ perfor-
mance of Baghdad. In Journal of
Positive School Psychology, 6(3),
4197-4212. Retrieved from https://
www.studocu.vn/vn/document/
university-of-economics-hcme-
international-school-of-busi-
ness/digital-marketing/alil-
alil/122356068

24. Naushad, M., & Sulphey, M. M.
(2020). Prioritizing technology
adoption dynamics among SMEs.
TEM Journal, 9(3), 983-991.
https://doi.org/10.18421/TEM93-
21

25. Nguyen, T. H,, Le, X. C,, & Vu,
T. H. L. (2022). An Extended
Technology-Organization-Envi-
ronment (TOE) Framework for
Online Retailing Utilization in
Digital Transformation: Empirical
Evidence from Vietnam. Journal of
Open Innovation: Technology, Mar-
ket, and Complexity, 8(4). https://
doi.org/10.3390/joitmc8040200

26. Oliveira, T., Faria, M., Thomas,
M. A., & Popovi¢, A. (2014).
Extending the understanding of
mobile banking adoption: When
UTAUT meets TTF and ITM.
International Journal of Informa-
tion Management, 34(5), 689-703.
https://doi.org/10.1016/j.ijin-
fomgt.2014.06.004

27. Picoto, W. N., Bélanger, E, &
Palma-Dos-Reis, A. (2014). An
organizational perspective on
m-business: Usage factors and
value determination. European
Journal of Information Systems,
23(5). https://doi.org/10.1057/
€jis.2014.15

94

28.

29.

31.

32.

33.

34.

35.

Qalati, S. A., Yuan, L. W,, Khan,
M. A.S., & Anwar, E (2021). A
mediated model on the adop-
tion of social media and SMEs’
performance in developing
countries. Technology in Society,
64. https://doi.org/10.1016/j.tech-
50¢.2020.101513

Qashou, A., & Saleh, Y. (2018).
E-marketing implementation in
small and medium-sized restau-
rants in Palestine. Arab Economic
and Business Journal, 13(2), 93-
110. https://doi.org/10.1016/j.
aebj.2018.07.001

Rehman, S., Gulzar, R., & Aslam,
W. (2022). Developing the Inte-
grated Marketing Communica-
tion (IMC) through Social Media
(SM): The Modern Marketing
Communication Approach.
SAGE Open, 12(2). https://doi.
0rg/10.1177/21582440221099936

Rogers, E. M. (2003). The diffusion
of innovations (5th ed.). New York:
The Free Press.

Safieddine, E, & Nakhoul, I.
(2018). Generic Business Process
Model for SMEs in M-Commerce
Based on Talabat’s Case Study.

In Challenges and Opportunities 39.

in the Digital Era. Lecture Notes
in Computer Science (pp. 264-
278). Springer, Cham. https://doi.
org/10.1007/978-3-030-02131-
324

Sheikh, A. A., Rana, N. A,, Inam,
A., Shahzad, A., & Awan, H. M.
(2018). Is e-marketing a source of
sustainable business performance?
Predicting the role of top manage-
ment support with various interac-
tion factors. Cogent Business and
Management, 5(1). https://doi.org/
10.1080/23311975.2018.1516487

Soomro, R. B, Al-Rahmi, W.

M., Dahri, N. A., Almugren, L.,
Al-Mogren, A. S., & Aldaijy, A.
(2025). A SEM-ANN analysis to
examine impact of artificial intelli-
gence technologies on sustainable
performance of SMEs. Scientific
Reports, 15(1), 5438. https://doi.
0rg/10.1038/s41598-025-86464-3.

Su,J., Zhang, Y., & Wu, X.
(2023). How market pressures
and organizational readiness
drive digital marketing adoption
strategies’ evolution in small and

37.

38.

medium enterprises. Technological
Forecasting and Social Change, 193,
122655. https://doi.org/10.1016/j.
techfore.2023.122655

Sudra, A. (2023). Talabat Busi-
ness Model and Revenue Model:
How Talabat Makes Money?
ICoderz Solution Private Limited.
Retrieved from https://www.
veuzconcepts.com/blog-single/
talabat-business-model-and-rev-
enue-model-how-talabat-makes-
money

Venkatesh, V., Morris, M. G.,
Davis, G. B., & Davis, E D. (2003).
User acceptance of information
technology: Toward a unified view.
MIS Quarterly, 27(3), 425-478.
Retrieved from https://papers.ssrn.
com/sol3/papers.cfm?abstract_
id=3375136

Wang, Y. S, Li, H. T,, Li, C. R,
& Zhang, D. Z. (2016). Fac-
tors affecting hotels” adoption
of mobile reservation systems:
A technology-organization-
environment framework. Tour-
ism Management, 53, 163-172.
https://doi.org/10.1016/j.tout-
man.2015.09.021

Zaini, A., & Poernamawati, D. E.
(2020). The Effect of Information
Technology on Marketing Per-
formance in Small and Medium
Enterprises (SMEs) that Export
through Intermediaries. Interna-
tional Journal of Science and Re-
search, 10(9), 1487-1494. https://
doi.org/10.21275/SR21928121801

http://dx.doi.org/10.21511/im.22(1).2026.07



Innovative Marketing, Volume 22, Issue 1, 2026

APPENDIX A

Table Al. Variables of study and their corresponding

Variable Items Reference
Our top management is likely to invest funds in the applications of e-marketing
Top Management : Our top management is willing to take risks of involved in the implementation of e-marketing Wang et al.
Support Our top management is interested in using applications of e-marketing to gain competitive (2016)
advantages
We have sufficient financial resources in our organization to adopt and implementing e-marketing
Organizational ; ) o . Justino et al.
i We have the tech | skills and for e-marketi I tati
Readiness e have the technical skills and resources necessary for e-marketing implementation (2022)
Our organization has good, qualified and skilled marketing staff
Using e-marketing would help increase our market share
felative Using e-marketing would ultimately help reduce our overall operating costs Wang et al.
Advantage Using e-e-marketing would help to serve our customers better (2016), Picoto et
The adoption of e-marketing would help speed up the sales process al. (2014)
Using e-marketing would increase the value of our brand
E-marketing is compatible with our organization’s selling and procurement processes
o E-marketing is compatible with existing distribution channels Picoto et al.
Compatibility e : - e s e (2014), Wang et
E-marketing is compatible with our organization’s existing information infrastructure al. (2016)
E-marketing is consistent with our organization’s existing practice
| believe that using e-marketing applications/tools is complex to implement
Picoto et al.
) I believe that using an e-marketing application for conducting my business is difficult
Complexity & 2P emy (2014), Wang et
Dealing with e-marketing tools (Internet, email, smart mobile phones,...) requires me mental al. (2016)
effort
Our organization faced competitive pressure to implement e-marketing
. . ) . . o Wang et al.
Competitive Our competitors who implemented e-marketing early enough have gained a competitive (2016) gPicoto ot
p E
ressure advantage al. (2014)
The ICT influences the competition in organization food industry
The availability of a secure digital payment system for wireless financial transactions and privacy Justino et al.
is essential for our marketing business (2022)
Mobile Payment : The availability of secure digital payment options (credit cards, smart cards, debit cards, and
Gateway electronic cash) is essential for our marketing business Wang et al.
The availability of organizations operating as payment gateways for providers of online payment (2016)
methods is essential for our marketing business
Customers require a lot of information before purchasing products and services in the food/
Information beverage industry Wang et al.
Intensity Products and services in our business industry are complex and hard to understand (2016)
The booking process in the food/beverage industry is generally complex
Our organization adopts Talabat to communicate with our customers
Our organization adopts Talabat to support the organization’s traditional commercial activities
(pricing and customer services)
Our organization adopts Talabat to speed up the commercial transactions (selling products and
accepting payment)
Talabat Our organization has a computerized customer database to update the customers with new Sheikh et al.
Adoption products and services (2018)
Our organization integrated Talabat with all marketing processes
Our organization integrated the marketing plans of Talabat into the overall business plan
Our organization adopted Talabat to enhance interactions with third parties
Our organization possesses good experience in adopting Talabat, which enhances the marketing
performance
There is an increase in our organization’s profitability Budiono and
My organization, in the past five years, has shown higher profitability than its competitors Efrata (2019),
Profitability My organization’s profitability is associated with potential plans Perenyiand
Yukhanaev
My organization’s profitability has increased in the past and future (2016), Helgesen
Customers’ purchases improved the organization’s profitability in the past five years etal. (2018)
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