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Abstract  

 
  

This study examines the influence of digital mindset on business 

performance among culinary MSMEs, with technology adoption as a 

mediating variable and Need for Stimulation (NST) as a moderating 

factor, highlighting psychological aspects in the digital transformation 

of the culinary sector. Employing a quantitative approach and an 

explanatory research design, data were collected from 125 culinary 

MSME actors in Kendari City through structured surveys and analyzed 

using Structural Equation Modeling. The findings reveal that a digital 

mindset positively affects technology adoption, but does not directly 

influence business performance; technology adoption serves as a 

significant mediator. NST was found to negatively moderate the 

relationship between technology adoption and business performance, 

indicating that excessive stimulation levels may hinder the 

effectiveness of technology implementation. This study extends the 

understanding of Optimal Stimulation Level Theory and emphasizes 

that while the digital mindset is a crucial prerequisite, it is not the sole 

determinant of improved business performance. The practical 

implication suggests the need for digital training programs that 

consider the psychological characteristics of business actors to 

enhance the effectiveness of digital transformation. However, the 

study is limited by its sample and cross-sectional design, and future 

research is recommended to adopt a longitudinal approach and explore 

alternative moderating variables. 
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INTRODUCTION  

Internet marketing media has become increasingly diverse due to advancements in information technology. 

Three primary platforms, such as instant messaging, social media, and online marketplaces, have emerged as 

popular tools among Small and Medium Enterprises (SMEs). Digital transformation offers vast opportunities to 
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expand market reach, deliver products and services beyond geographical boundaries, and build brands more 

effectively, including within the culinary business sector. The presence of technology is expected to bring positive 

changes in the efficiency of culinary businesses as it enables people to easily sell and purchase food and beverages 

through digital applications (Wafi Vydrio, 2021). The culinary industry holds significant market potential and 

contributes to the national economic structure. However, the utilization of technology in this sector remains 

considerably lagging as most industry players, primarily micro and small-scale enterprises, still operate manually 

across the entire value chain (Theodora, 2021). Research by Tria Wahyuningtihas et al. (2021) indicates that 

culinary SMEs possess substantial potential for growth through the adoption of information technology, yet its 

implementation remains low. Although information technology can enhance efficiency, market reach, and 

revenue, many SMEs remain hesitant to embrace digitalization due to the low educational background of their 

workforce and limited technological knowledge. A study by Bank Indonesia involving 10,142 UMSEs (Ultra 

Micro and Small Enterprises) across 34 provinces reveals that digital adoption varies significantly by region, with 

many business actors still failing to utilize technology optimally. Key barriers include the perceived high cost of 

technology adoption, low digital literacy, limited managerial and human resource support, system complexity, 

and concerns over data security (Affandi et al., 2024). Other studies have found that while technologies such as 

e-commerce and digital marketing can increase productivity by up to 30 percent and profitability by up to 35 

percent, infrastructure challenges and organizational culture remain major obstacles (Faiz, 2023; Hardiyanto et 

al., 2022). 

The low level of technology adoption in the culinary sector indicates that digital transformation is not solely 

supported by the availability of digital platforms, but also requires a digital mindset. According to Soltanifar & 

Smailhodžić (2021), a digital mindset reflects the readiness of individuals or organizations to understand and 

utilize technology to achieve business goals, enhance efficiency, and improve market competitiveness. It is a 

critical element for successful digital transformation, as proper understanding and management of this mindset 

help organizations overcome challenges and seize opportunities in the digital era (Demirel, 2024; Dingee, 2020). 

An adaptive digital mindset, combined with the drive for stimulation (Need for Stimulation), accelerates 

technology adoption. Without these two aspects, digital transformation risks being hindered, even when 

technology is readily available (Srinivasan et al., 2002). Emerging technologies have significant potential to 

increase individuals’ Need for Stimulation, particularly through innovations in social media and interactive 

applications that offer novel and engaging experiences. Companies that can identify and respond to these 

stimulation needs tend to be more successful in adopting new technologies (Steenkamp et al., 1996).  

Understanding NST can help businesses design more effective marketing strategies. Products and advertisements 

that generate high arousal are more appealing to consumers with high NST, encouraging them to make purchases 

(Helm & Landschulze, 2009). 

The synergy between a digital mindset and Need for Stimulation enables organizations to be not only 

technically resilient but also psychologically driven to explore new technologies. This combination accelerates 

digital transformation and directly contributes to improved business performance through greater efficiency, 

innovation, and customer satisfaction (Samsuden et al., 2024; Helm & Landschulze, 2009; Chebon et al., 2019). 

The digital transformation of culinary SMEs reveals disparities in technology adoption that are influenced 

not only by structural factors but also by psychological ones. Several studies indicate that SME actors, including 

those in Kendari City, Southeast Sulawesi Province, have not yet been able to effectively integrate technology 

into their operational activities (Halim Asy’ary & Asraf, 2024; Verren Elyviana Supriadi, Aris Soelistyo, 2016). 

This phenomenon indicates that the success of digital transformation is not solely dependent on the 

availability of technology but also on the mental and psychological readiness of business actors, particularly in 

cultivating a digital mindset that is adaptive and responsive to change. This is further reinforced by the study of 

Mutiara Hapiz et al.(2025), which found that many entrepreneurs, especially in the micro and culinary sectors, 

still lack an adaptive digital mindset. Technology is often perceived as an operational burden rather than a strategic 

opportunity to enhance e.-business efficiency and competitiveness.  Rifai (2025) also explains that the National 

Research and Innovation Agency (BRIN) attributes the low rate of digital technology adoption among Indonesian 

SMEs to weak digital infrastructure, limited access to capital, and low human resource competencies. 

This study addresses gaps in previous research that have not quantitatively examined the role of 

psychological factors in the digital transformation of SMEs. Manafe (2024) highlights the importance of mental 

readiness among business actors, yet lacks structural modeling, while Muis (2025) focuses more on structural 

aspects and does not explore psychological dimensions in depth. This research offers a novel contribution by 

modeling the influence of digital mindset on business performance through technology adoption, and by testing 

the moderating role of Need for Stimulation (NST) within an SEM-PLS framework. 

This study offers a novel contribution by integrating psychological constructs such as digital mindset and 

Need for Stimulation into a comprehensive structural model to examine their influence on the business 

performance of culinary SMEs in Kendari City. Unlike previous research that primarily emphasized structural or 

technical factors, this study simultaneously applies mediation and moderation approaches within the SEM PLS 

framework. It reveals that technology adoption mediates the relationship between digital mindset and business 
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performance, while Need for Stimulation negatively moderates the impact of technology adoption. By applying 

the Optimal Stimulation Level theory in the SMEs context, this research provides fresh insights into how 

psychological readiness and stimulation preferences shape digital transformation outcomes, thereby enriching 

both theoretical understanding and practical strategies for SMEs empowerment. 

 

LITERATURE REVIEW  

Digital Mindset and Technological Adoption  

Digital mindset refers to an open attitude toward technological innovation, reflecting an individual's 

readiness to learn and utilize digital solutions. This mindset supports SMEs in adopting technology, enhancing 

operational efficiency, and competitiveness in the digital era. Individuals or business actors with a strong digital 

mindset are more likely to adopt digital platforms, characterized by a willingness to learn and adapt, confidence 

in using digital tools, and a solution-oriented approach (Yannick Hildebrandt, 2024). According to Widyaningsih 

et al. (2023), a digital mindset is influenced by digital aptitude and digital literacy. A study by May Amy et 

al.(2020) found that a digital mindset encourages individuals to be open to innovation, curious about technology, 

and more flexible in responding to digital change, thereby contributing positively to technology adoption. 

Cunningham et al.(2023) argue that strengthening the entrepreneurial mindset, particularly the ability to identify 

opportunities, is a key strategy for accelerating digital transformation in the SME sector. In relation to technology 

adoption, success is not solely determined by the availability of digital infrastructure, but also by the psychological 

readiness and strategic capabilities of business actors in responding to market opportunities in an adaptive and 

visionary manner (Vrontis et al., 2022; Töytäri et al., 2018). 

H1: Digital mindset significantly drives the increase in technology adoption among culinary SMEs in Kendari 

City. 

 

Digital Mindset and Business Performance  

A digital entrepreneurial mindset encourages companies to adopt innovative, agile, and data-driven ways of 

thinking in responding to digital challenges. When consistently applied, this mindset enables firms to better 

explore technological opportunities, accelerate decision-making, and create added value that directly contributes 

to improved business performance (Astra et al., 2023). Digital business strategies and growth mindsets have a 

significant impact on the performance of MSMEs. These strategies enhance adaptability and operational 

efficiency, fostering continuous innovation amid dynamic market conditions. A digital business strategy equips 

MSMEs with the ability to respond to change and improve operational effectiveness (Soltanifar & Smailhodžić, 

2021). The success of digital transformation in business depends on the digital mindset, which reflects the 

perspectives of leaders and employees toward change and collaboration. An open mindset promotes innovation, 

while a rigid one hinders progress (Demirel, 2024). 

A digital mindset can enhance business performance in today’s digital era, as it reflects the courage to take 

risks and identify technology-based opportunities. In the context of business performance, a digital mindset serves 

as a mental foundation that enables SME actors to view technology not as a threat but as an opportunity. It supports 

the implementation of digital marketing innovations with a spirit of learning and adaptation, and facilitates 

collaboration and networking through digital platforms  (Abdullah et al.,2024); Hildebrandt & Beimborn, 2021); 

Pradana et al., 2022). 

H2: Digital mindset enhances the business performance of culinary SMEs in Kendari City. 

 

Technological Adoption and Business Performance   
Studies by Badghish & Soomro (2024) and Umar Rofi’i (2025) demonstrate that technological, 

organizational, and environmental factors play a significant role in driving technology adoption, which is not 

merely a technical tool but a strategic approach to operational efficiency and SME performance in facing market 

disruption and sustainability demands. Research conducted in countries such as China, Pakistan, and Indonesia 

shows that digital adoption promotes value co-creation and can enhance innovation performance among SMEs. 

However, not all SMEs benefit directly from digitalization due to critical factors such as digital literacy, financial 

capital, and managerial orientation, which strongly determine the effectiveness of technology adoption (Sudarnice 

et al., 2024; Kurniasari et al., 2023). Digital technology adoption improves SME performance across five key 

dimensions: operational efficiency and productivity, increased revenue and profitability, broader market access 

and crisis resilience, product and service innovation, and strengthened customer relationships and loyalty through 

digital marketing (Lucian Dimoso & Utonga, 2024; Lukiyanto & Wijayaningtyas, 2020; Piller, 2024) 

According to Endrődi-Kovács et al. (2024), technology adoption by SMEs has a significant impact on 

business performance, particularly in market-related aspects such as operational efficiency, competitive 

advantage, and adaptability to industry dynamics. However, the extent of this impact largely depends on the level 

of innovation readiness and strategic capabilities possessed by the firm, as well as the regional environment in 

which the SMEs operate. 
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H3: Technology adoption has a positive and significant impact on improving the business performance of culinary 

SMEs in Kendari City. 

 

Technology Adoption as a Mediator Between Digital Mindset and Business Performance 

Technology adoption serves as a strategic linking element that transforms the influence of a digital mindset 

into tangible business performance outcomes. Without the implementation of technology, the strategic potential 

of a digital mindset remains latent and fails to produce a measurable impact (Qalati et al., 2021). Meanwhile, 

(Voola et al., 2012) explain that a digital mindset, reflected in an organization’s ability to understand the market 

and respond proactively to technological opportunities, contributes significantly to improved business 

performanceparticularly when these capabilities are mediated by technology adoption strategies. A digital mindset 

manifested through digital capabilities drives innovation in technology-based business models, which in turn 

mediates its impact on enhanced business performance (Wang et al., 2023). 

H4: Technology adoption acts as a mediating variable between digital mindset and the business performance of 

culinary SMEs in Kendari City 

 

Need for Stimulation as a Moderator of the Relationship Between Technology Adoption and 

Business Performance 

The Optimal Stimulation Level (OSL) Theory, developed by Zuckerman (1979), explains that each 

individual has an ideal level of stimulation. Need for Stimulation (NFS) refers to the drive to seek challenging 

and complex experiences. Individuals with high NFS tend to become easily bored and are drawn to ideas or 

technologies that offer stimulation, making NFS a potential moderator in the relationship between psychological 

factors and adoption intentions (Roberti, 2004). . Those with high NFS exhibit a preference for complex and 

intense stimuli, both in experimental settings and daily social activities, affirming NFS as a valid psychological 

construct. NFS is not merely a preference but a genuine social motive, reflecting an internal need to reach an 

optimal level of stimulation (Sales, 1972). 

Recent studies indicate that technologies such as artificial intelligence and blockchain can enhance business 

performance, influenced by entrepreneurial spirit, absorptive capacity, leadership support, and IT alignment. 

However, the role of Need for Stimulation (NFS) as a moderating variable remains underexplored, despite its 

potential as a critical psychological factor in the relationship between technology adoption and business 

performance (Badghish & Soomro, 2024; Chatterjee et al., 2024; Kumar & Yadav, 2021). 

H5: Need for Stimulation moderates the relationship between technology adoption and the business performance 

of culinary SMEs in Kendari City. 

 

METHOD 

Research Design 

The research adopts a quantitative methodology and explanatory design to explore the interrelationships 

among digital mindset, technology adoption, need for stimulation, and business performance.                                                                            

 
Figure 1. Conceptual Research Model 

 

Data Collection 

The population in this study consists of all culinary SMEs in Kendari City, Southeast Sulawesi Province, 

totaling 943 businesses. The sample size was determined using Slovin’s formula with a margin of error of 5%, 

resulting in a minimum required sample of 281 respondents. 

 

𝑛 =
N

1 + 𝑁 (𝑒)2
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𝑛 =
943

1 + 943 (0,05)2
 

 

𝑛 = 281 
The sampling technique in this study was carried out in two stages as follows: 

1. Initial selection stage: A total of 281 culinary SMEs were selected using simple random sampling from the 

overall population of culinary SMEs in Kendari City. 

2. Screening stage: From the 281 selected SMEs, a screening process was conducted based on specific criteria, 

namely, culinary business owners who actively use digital technology for marketing, promotion, or delivery 

platforms. As a result, 125 SMEs met the criteria and agreed to participate as respondents. 

 

Table 1. Operational Definition 

Variables Definition Indicators 

Digital Mindset  

(Da Costa et al., 

2024) 

An individual's open, adaptive, and 

proactive attitude toward digital 

technology is demonstrated through a 

willingness to experiment, learn, and 

integrate digital solutions into the work 

environment and social interactions. 

Open mind, transformer, and entrepreneur  

Technological 

Adoption (Viswanath 

Venkatesh, Michael 

G. Morris, 2003) 

The process by which individuals or 

organizations begin to use and integrate 

new technologies into their business 

activities. 

Performance Expectancy, Effort 

Expectancy, Social Influence, and 

Facilitating Conditions.  

 

Business 

Performance (van de 

Ven et al., 2023) 

 

A measure of an organization's 

operational effectiveness and efficiency 

in achieving its strategic business 

objectives. 

Value proposition, customer relationships, 

customer segment, channels  

Need for Stimulation  

(Helm & 

Landschulze, 2009) 

A psychological construct that describes 

an individual's drive to seek novelty, 

complexity, and intensity of experience. 

Change Seeker Indeks and state Sensation 

Seeking Scale. 

 

 

Data Analysis Techniques 

The data analysis technique used in this study is Structural Equation Modeling based on Partial Least Squares 

(SEM-PLS). This modeling approach enables the exploration of complex relationships as well as the testing of 

mediation and reciprocal effects among variables (Sarstedt & Cheah, 2019 ; Henseler et al., 2009). The method 

was selected for its reliability in handling non-normal data and moderate sample sizes, as well as its flexibility in 

assessing newly adapted psychological constructs. 

 

RESULT 

Respondent Characteristics 

To gain a more comprehensive understanding of the respondent profile, a classification was conducted based 

on several demographic and digital behavior variables relevant to the context of the study. The demographic 

characteristics include gender, age group, highest level of education, and business duration. Meanwhile, the digital 

behavior characteristics encompass ownership of technological devices and how digital technology is utilized in 

daily business operations. 

 

Table 2. Respondent Characteristics 

Description Category Frekuensi (n) Persentase (%) 

Gender Male 43 34,4 

Female 82 65,6 

Age Group  < 25 years  27 21,6 

26-35 years 40 32,0 

> 35 years 58 46,4 

Education Level  High School 62 49,6 

Diploma 21 16,8 

Bachelor’s Degree 42 33,6 

Business Duration < 2 years  29 23,2 

2-5 years 62 49,6 
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Description Category Frekuensi (n) Persentase (%) 

> 5 years 34 27,2 

Types of Digital 

Devices 

Smartphone  125 100,0 

Desktop Computer / Personal Computer (PC) 0 0,0 

Aspects of Digital 

Technology Usage 

Use of Technology for Promotion 25 20,0 

Use of Technology for Marketing 15 12,0 

Use of Delivery Platforms 85 68,0 

 

This study involved 125 culinary business owners who are actively engaged in digital practices. The majority 

of respondents were female (65.6%), aged between 26 and 35 years (46.4%), and held a Bachelor's degree 

(49.6%). Most had operated their businesses for 2 to 5 years (41.6%). All respondents used smartphones, while 

none reported using desktop computers. In terms of digital activity, the dominant form of engagement was through 

delivery platforms (68.0%), whereas the use of technology for promotion (20.0%) and marketing (12.0%) 

remained relatively limited. 

 

Measurement Model (Outer Model)  
In the reflective model of SEM PLS, the assessment of validity and reliability includes factor loadings (LF) 

greater than 0.70, composite reliability (CR) greater than 0.70, and average variance extracted (AVE) greater than 

0.50. Discriminant validity is also evaluated to ensure that each construct is empirically distinct from the others 

(Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, 2017) 

 

Table 3. Loading Factor 

Construct Question DM TA BP NFS x BP 

Digital mindset 

(DM) 

I enjoy exploring new technologies that can improve the 

efficiency of my business. 0,784    

I use digital technology to transform the way I complete 

my work. 0,875    

I take the initiative to integrate digital solutions into my 

work processes. 0,858    

I believe that digital transformation is an opportunity to 

create value, not a threat. 0,899    

I actively seek ways to leverage technology to enhance 

both the efficiency and impact of my work. 0,901    

I believe that the courage to take digital risks is essential 

for fostering innovation 0,916    

I see digital challenges as opportunities to learn and create. 0,859    

Technological 

Adoption (TA) 

I feel that technology is easy to learn and helps support my 

business.  0,854   

The digital technology I use has features that are easy to 

access and understand."  0,857   

The use of technology does not require complex technical 

skills.  0,901   

I am motivated to use technology because many other 

business owners are adopting it.  0,901   

My customers expect me to use digital technology to 

simplify and improve service delivery.  0,886   

My community encourages the use of digital technology.  0,870   

I have adequate access to technological devices such as a 

smartphone and a laptop.  0,862   

I have sufficient internet connectivity to support the use of 

technology in my business.  0,802   

My business environment supports the use of digital 

technology.  0,793   

Business 

Performance 

(BP) 

The product I offer carries a unique value compared to 

competitors.   0,898  

I am able to clearly articulate the unique advantages of my 

product to customers.   0,928  

The value offered contributes directly to customer loyalty.   0,917  

Need for Simulation (NFS) X TA    1,000 
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Table 4. Reliability and Validity 

Variabels Items 
Cronbach's 

alpha 
Rho_A 

Composite 

reliability 
AVE 

Digital Mind  

Technological Adoption  

Business Performance  

Need For Stimulation  

7 

9 

3 

6 

0,947 

0,955 

0,903 

0,885 

0,951 

0,956 

0,912 

0,893 

0,957 

0,962 

0,939 

0,911 

0,759 

0,738 

0,836 

0,631 

 

The data presented in Tables 3 and 4 confirm that the measurement model and SEM-PLS analysis meet the 

required criteria, and the constructs used demonstrate high reliability. Meanwhile, discriminant validity within the 

model has been assessed using two approaches: HTMT and the Fornell-Larcker criterion. The HTMT values, all 

below 0.90, indicate that the constructs are empirically distinct. The Fornell-Larcker analysis further reveals that 

the square root of the AVE for each construct exceeds its correlations with other constructs. Collectively, these 

findings support that each construct in the model possesses adequate discriminant validity and does not exhibit 

conceptual overlap. For further details, refer to Table 5. 

 

Table 5. Discriminant Validity 

 Digital 

Mind 

Technological 

Adoption 

Business 

Performance 

Need For 

Stimulation 

HTMT (Heterotrait Monotrait Ratio) 

Digital Mind                                                         

Technological Adoption 

Business Performance 

Need For Stimulation 

Need For Stimulation x technological adoption  

 

 

0,321 

 

 

0,274 

 

 

 

 

 

0,446 

 

0,180 

0,823 

 

0,413 

0,480 

 

0,322 

0,510 

 

 

0,347 

Forner Larcker  

Digital Mind  

Technological Adoption 

Business Performance 

Need For Stimulation 

 

0,819 

0,311 

 

 

0,859 

 

0,819 

0,722 

0,915 

0,378 

 

0,294 

0,472 

 

0,799 

 

The analysis in Table 5 indicates that the constructs within the model exhibit strong discriminant validity, as 

evidenced by HTMT values below 0.90 and the square root of AVE exceeding the inter-construct correlations. 

These findings suggest that each construct captures a distinct aspect of the data and does not conceptually overlap 

with others. 

 

Structural Model Fit 
In SEM-PLS analysis, several indicators are used to evaluate model fit, including SRMR, R², f², Q², d_ULS, 

and d_G. The Standardized Root Mean Square Residual (SRMR) measures the average discrepancy between the 

observed correlations and those predicted by the model, with SRMR values below 0.08 considered indicative of 

a good fit (Cho et al., 2020). The Coefficient of Determination (R²) reflects the extent to which independent 

variables explain the variance in dependent variables, where R² values ≥ 0.25 indicate a moderate effect and values 

≥ 0.50 indicate a strong effect. The Effect Size (f²) assesses the strength of the influence of exogenous constructs 

on endogenous constructs, with thresholds of f² ≥ 0.02 for small effects, ≥ 0.15 for medium effects, and ≥ 0.35 for 

large effects (Hair et al., 2021) 

 

Table 6. Structural Model Fit 

 DM TA BP 
Model Fit 

Indicated 
Data Interpretation 

R2  0,097 0,622  The results indicate that Digital Mindset (DM) accounts 

for 9.7% of the variance in technology adoption (TA) 

among culinary SMEs. This suggests that the R² value 

of 0.097 does not diminish the role of DM. DM likely 

serves as a foundational factor in the initial stages of 

technology adoption, yet it is not the sole driver and may 

not be sufficient on its own to fully encourage adoption 

among culinary SMEs. 



Exploring Mediation and Moderation in the Digital Transformation of Culinary SMEs 
by Nisrina Hamid, Conny 

 

168 

 

 DM TA BP 
Model Fit 

Indicated 
Data Interpretation 

f2 

DM 

TA 

BP 

NSF x TA 

- 

- 

- 

- 

 

 

0,107 

- 

- 

 

0,023 

0,937 

 

0,055 

 The direct effect of Digital Mindset (DM) on 

Technology Adoption (TA) is considered moderate, 

with an effect size of 0.107. Similarly, its direct effect 

on Business Performance (BP) is relatively weak, with 

an effect size of 0.023, indicating that DM does not 

directly drive business performance. In contrast, 

Technology Adoption exerts a strong and significant 

influence on Business Performance, suggesting that TA 

serves as the primary mediator in the relationship 

between digital mindset and the performance of culinary 

SMEs. The moderating effect of Need for Stimulation, 

with an effect size of 0.055, is small but meaningful, 

indicating that individual psychological characteristics 

contribute to the strength of the relationship between 

technology adoption and business performance. 

SRMR - - - 0,074 An SRMR value of 0.074 indicates that the model 

exhibits a good fit, as it falls below the threshold of 0.08. 

This suggests that the discrepancy between the observed 

data and the model’s predictions is relatively small. 

d_ULS 

d_G 

- 

- 

- 

- 

- 

- 

2,089 

1,276 

The d_ULS (2.089) and d_G (1.276) values are used to 

assess model fit in SEM-PLS. Lower values indicate 

better alignment between the model and the data. Both 

values fall within acceptable thresholds, suggesting that 

the model demonstrates an adequate level of fit with the 

observed data. 

NFI - - - 0,754 

 

 

A value of 0.754 indicates that the model demonstrates 

a reasonably good fit to the data, particularly when used 

as a Goodness-of-Fit (GoF) indicator. This value 

suggests that the model structure and the indicators 

employed are sufficiently representative and statistically 

valid. 

GoF - - - 0,516 A Goodness-of-Fit (GoF) value of 0.516 indicates that 

the model demonstrates a satisfactory level of fit. This 

suggests that the constructed model adequately 

represents the relationships among the constructs and 

possesses sufficient explanatory validity to be used in 

further analysis. 

 

Based on the analysis in Table 6, it can be concluded that Technology Adoption serves as a strong mediator 

between Digital Mindset and Business Performance, supported by a well-fitting model. Although the direct effect 

of Digital Mindset is weak, its indirect influence is significant. Furthermore, Need for Stimulation as a moderating 

variable provides a relevant psychological contribution, albeit small, indicating that individual traits play a role in 

shaping the strength of the relationship between technology adoption and business performance. 

 

Path Coefficients  

In SEM-PLS, the path coefficient indicates the direction and strength of the relationship between constructs. 

When the t-value exceeds 1.96 and the p-value is below 0.05, the relationship is considered statistically significant 

and supported by the data. Interpreting these coefficients is essential for evaluating the validity of the model and 

drawing practical conclusions. 

 

Table 7. Statistical Outcomes of Hypothesis Tests 

Hypotesis Relationship Coefficient 
t-

statistik 

p-

value 
Result 

Direct Effect  

H1 

H2 

H3 

 

digital mind -> technology Adoption 

digital mind -> Business performance 

technology Adoption -> Business 

performance  

0,311 

-0,100 

 

0,726 

2,594 

1,539 

 

12,400 

0,010 

0,125 

 

0,000 

Supported 

Rejected 

 

Supported 
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Hypotesis Relationship Coefficient 
t-

statistik 

p-

value 
Result 

Indirect Effect  

H4 

 

digital mind -> technology Adoption -> 

Business performance 

 

0,226 

 

2,512 

 

0,012 

 

Supported 

Moderation 

Effect  

Need for stimulation x technology 

Adoption -> Business performance -0,107 2,903 0,004 Supported 

 

 
Figure 2. Interaction graph of the moderating effect of  Need for Stimulation on the relationship between 

Technology Adoption and Business Performance. 

 

The hypothesis results presented in Table 7 indicate that Digital Mindset significantly promotes technology 

adoption among culinary entrepreneurs in Kendari City. Although Digital Mindset does not directly and 

significantly enhance Business Performance, the path analysis reveals that Technology Adoption serves as a 

mediating variable. These findings affirm that Digital Mindset does not automatically improve Business 

Performance but contributes substantially when facilitated by the level of technology adoption among culinary 

SMEs in Kendari. Meanwhile, Need for Stimulation acts as a moderating variable, but its relationship is negative, 

meaning that the higher the Need for Stimulation, the weaker the positive relationship between Technology 

Adoption and Business Performance. This pattern is categorized as pure moderation (Figure 2). 

   

DISCUSSION 

Digital Mindset Significantly Drives the Increase in Technology Adoption 
The research findings indicate that Hypothesis 1 confirms digital mindset significantly drives the increase in 

technology adoption among culinary SMEs in Kendari City. This result suggests that a digital mindset serves as 

a psychological foundation that fosters entrepreneurs’ readiness to experiment, learn, and adapt to technological 

advancements. This is evidenced by the growing phenomenon among culinary SMEs in Kendari over the past few 

years, which demonstrates increased digital readiness, particularly in strengthening brand identity through digital 

platforms. Such behavior reflects a paradigm shift from conventional marketing approaches toward more adaptive 

and interactive technology-based business strategies. Culinary SME actors have shown a clear understanding that 

actively utilizing digital platforms such as Instagram, TikTok, and Facebook can expand market reach, visually 

showcase products, and build closer relationships with customers. These findings are further reinforced by 

Munawir Makmur et al. (2024), who assert that digital marketing strategies, including the use of social media, 

have positively impacted sales growth among SMEs in Kendari, particularly in the food sector. 

Field observations also indicate that although a digital mindset can encourage technology use, culinary SMEs 

in Kendari City still face financial constraints and low technological readiness. Most culinary SMEs utilize digital 

platforms such as social media in a tactical manner, without integrating them into long-term business strategies. 

These findings are reinforced by Muis (2025), who asserts that while a digital mindset significantly influences 

readiness and success in technology adoption, innovative leadership is a crucial internal factor. Culinary 

entrepreneurs must remain open to digital learning, as this openness tends to steer their businesses toward more 

integrated digital strategies. 
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Digital Mindset Enhances Business Performance 

Hypothesis 2 in this study was rejected, indicating that a digital mindset does not automatically lead to 

improved business performance among culinary SMEs in Kendari City. Field observations revealed that not all 

culinary SME actors in Kendari possess adequate digital literacy to effectively manage digital platforms, despite 

the relatively high level of internet access in the city. This is due to several constraints, such as the lack of technical 

skills, digital business strategies, and sufficient resources. This finding is reinforced by the study of Sharabati et 

al. (2024), which states that although digital marketing and digital transformation hold great potential for 

enhancing SME performance, their success largely depends on organizational readiness, technical skills, and the 

effectiveness of implementation strategies. A similar statement is also presented by Chen & Srinivasan (2024), 

who argue that while a digital mindset is essential for unlocking new opportunities, challenges such as limited 

resources, resistance to change, and low digital literacy remain major obstacles. Digital activities can enhance 

firm value, but their impact becomes significant only when supported by effective strategies and strong 

organizational capabilities. 

These findings align with Neeley & Leonardi (2022), who emphasize that a digital mindset is not merely 

about technical proficiency, but rather a set of attitudes and behaviors that enable individuals and organizations 

to recognize new opportunities through data, algorithms, and digital technologies. A digital mindset must be 

embedded within the organization to ensure that digital transformation is effective and contributes meaningfully 

to business performance. Furthermore, a study by Kallmuenzer et al. (2025) highlights that many SMEs struggle 

to integrate technology optimally due to limited resources and organizational cultures that have yet to fully 

embrace digitalization. In this context, a digital mindset serves as an internal catalyst that drives technology 

adoption, but it is not sufficient to enhance business performance without the support of appropriate systems and 

effective implementation. 

 

Technology Adoption Improves Business Performance 

The results of the SEM PLS analysis indicate that Hypothesis 3 is accepted. This confirms that technology 

adoption has a positive and significant impact on improving the business performance of culinary SMEs in 

Kendari City. Field observations reveal that culinary SME actors in Kendari have integrated technology into their 

business activities. These include the use of social media, food ordering applications such as Grab and Maxim 

Food, and digital payment systems like QRIS. Such integration has led to better business performance compared 

to SMEs that still rely on conventional methods. These findings reinforce previous research, which states that 

technology is not merely a supporting tool but a strategic enabler that drives innovation and sustainability in micro 

and small enterprises, as highlighted by Arifin et al. (2025). Based on this, a digital mindset can be categorized 

as a necessary but not sufficient condition for enhancing business performance. It must be supported by actual 

technology adoption to produce meaningful outcomes. 

This finding is also supported by Mishrif & Khan (2023), who state that technology adoption by SMEs is 

not merely reactive, but rather a strategic approach to building resilience and enhancing business performance. 

Technology has proven to be an effective survival strategy during times of crisis, contributing significantly to 

operational efficiency and customer satisfaction. Field data also indicate that digitalization has become a strategic 

necessity for culinary SMEs in Kendari City. Business owners who have adopted technology demonstrate more 

stable business performance compared to those who still rely on conventional methods. Teng et al. (2022) argue 

that well-planned digital transformation, supported by appropriate technology and competent human resources, 

can enhance operational efficiency, business stability, and long-term sustainability. 
 

Technology Adoption Acts as a Mediating Variable Between Digital Mindset and Business 

Performance 

Technology adoption, as a mediating variable stated in Hypothesis 4, demonstrates that it acts as a bridge 

between the digital mindset and the business performance of culinary SMEs in Kendari City. The mediating role 

of technology adoption is crucial, as it connects psychological readiness with measurable operational outcomes. 

The practical implication of this finding is the need for training and digital mentoring approaches that go beyond 

technical aspects, emphasizing the strengthening of mindset and the strategic implementation of technology 

tailored to the business context. This aligns with the study by Wang et al. (2023), which highlights digital 

capability as the link between psychological strategies and business outcomes. Therefore, a digital mindset must 

be supported by a structured process of technology implementation to generate a meaningful impact on business 

performance and enterprise resilience. 

Technology adoption serves as a mediating variable that bridges the digital mindset, defined as psychological 

readiness, with the business performance of SMEs. To generate meaningful impact, this mindset must be 

translated into a structured and contextually relevant process of technology implementation. Training, mentoring, 

and well-aligned digital strategies play a critical role in reinforcing this relationship, ensuring that digital readiness 

evolves into tangible improvements in operational efficiency, competitiveness, and enterprise resilience (Hutama, 

2023; Al-Omush et al., 2023).  
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Need for Stimulation as a Moderator of the Relationship Between Technology Adoption and 

Business Performance 

An interesting aspect of this study is reflected in Hypothesis 5. It states that Need for Stimulation (NST) 

moderates the relationship between technology adoption and business performance, but with a negative effect. 

This indicates that culinary SMEs with excessively high levels of stimulation may face obstacles in focusing on 

effective technology implementation. This condition aligns with the Optimal Stimulation Theory proposed by 

Zuckerman in 1979. The theory suggests that at high levels, NST can trigger overstimulation. This leads to 

distraction and impulsive decision-making, making technology adoption less targeted and inconsistent. A recent 

study by R. A. Mittelstaedt, S. L. Grossbart (2024) supports this view. It shows that high levels of stimulation can 

influence the decision-making process in technology adoption. This is especially relevant in small businesses that 

face resource limitations and high operational pressure. The study found that individuals with high NST are more 

likely to adopt technology through experimentation rather than strategic evaluation. This tendency may reduce 

the effectiveness of technology implementation. 

According to Yee (2024), the success of technology adoption does not solely depend on digital readiness but 

also on an organization’s ability to manage psychological and motivational dynamics throughout the 

transformation process. In the context of SMEs, unstructured exploratory drives may hinder consistency and focus 

in technology implementation, which can negatively affect business performance. Based on this, a high level of 

Need for Stimulation (NST) may act as a barrier to converting technology adoption into improved business 

outcomes. 

The practical implication of this finding is the need for digital mentoring approaches that consider not only 

technical and psychological aspects but also manage exploratory motivation to remain within optimal boundaries 

that support effective digital transformation. It highlights the importance of training and mentoring programs that 

go beyond technical instruction and focus on strengthening the mindset and psychological traits of business actors. 

For individuals with high levels of NST, technology adoption strategies should be designed in a more structured 

and outcome-oriented manner, rather than merely exploring new features. 

 

CONCLUSION 
This study explores the impact of technology adoption on the business performance of SMEs, taking into 

account the moderating role of Need for Stimulation (NST). The results show that technology adoption has a 

positive and significant effect on improving business performance. However, NST moderates this relationship 

negatively; entrepreneurs with high levels of NST tend to experience reduced effectiveness in technology 

implementation. Although NST is often associated with exploratory drive and innovation-seeking behavior, 

excessive stimulation may disrupt consistency and strategic use of technology, particularly in sectors that require 

operational stability. 

These findings reinforce the relevance of the Optimal Stimulation Level Theory, which highlights the risk 

of overstimulation among entrepreneurs with high NST. The practical implication of this study is the need for 

digital training approaches that consider not only technical aspects but also the psychological characteristics of 

business actors, along with strategies to manage exploratory motivation so that it remains productive and focused. 

The limitations of this study lie in the use of psychological constructs that are still relatively new in SMEs 

research, which calls for further validation. Additionally, the cross-sectional approach used in this study does not 

capture the long-term dynamics of digital transformation. Future research is recommended to explore other 

moderating variables, such as locus of control, risk tolerance, or digital fatigue, and to apply longitudinal designs 

to better understand the evolution of the digital mindset and its sustained impact on business performance. 
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