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Abstract: This study presents an empirical view of E-commerce adoption in 
Bangladesh. It comprises an integrated buyer’s and seller’s view of the factors that 
impact E-commerce adoption in Bangladesh. This study is built upon theoretical 
frameworks like TAM, TRA, PEER, POER, CAT, etc. and past studies on technology 
and E-commerce adoption in developing countries. To identify factors related to 
organization’s and consumer’s perspective, two separate frameworks have been 
developed in this study: one considering organizational factors and the other one 
comprising consumer factors which were tested statistically by collecting data from 
two separate surveys. The sample size was determined based on reviewed similar 
studies of past. Thus, for the organization’s perspective, 50 companies were 
surveyed while for consumer’s perspective 156 responses were collected. Both the 
data sets were tested through reliability, correlation, descriptive and multiple 
regression analysis. The findings show, out of eight hypotheses in organizational 
framework, business resources, technological resources, financial security and 
delivery system are the predictor of E-commerce adoption in firms in Bangladesh. 
For consumer’s framework, out of eight variables, four factors namely information 
quality, delivery system, internet diffusion and social media presence were found to 
have significant relationship with E-commerce adoption among consumers. The 
findings of this study can be used as a theoretical base for further research in 
exploring the factors impacting E-commerce in Bangladesh. For managerial 
implications, this study suggests emphasizing mostly on the identified significant 
factors for E-commerce adoption in Bangladesh and conduct further research 
before investing on other identified insignificant factors. Thus, this study will 
contribute to the better understanding and decision-making process of managers of 
different firms about E-commerce adoption and its improvement. 
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1. Introduction 

E-commerce has been revolutionizing the way people shop all over the world for few 
years now. Since twentieth century, it has been started to revamp the way of traditional 
selling. With the concept of connecting worldwide sellers and buyers just through 
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internet, E-commerce initiated a new technology-based economy and a journey towards 
disintermediation from marketing channels. However, with passage of time, 
disintermediation transformed to reintermediation through emergence of companies like 
eBay, Amazon.com, etc. With the pure-play dot-coms, many bricks and mortar retailers 
also started to adopt this new online channel and with the slow adoption of it through-out 
the world it took a form of evolution than revolution. But both B2B and B2C markets 
have seen recently E-commerce to become a profound force in shaping the marketing 
channel and strategy (Al Ghamdi et al., 2011). 

However, while people in developed countries have been progressive in E-commerce 
adoption and enjoying the advantages of e-commerce, developing countries are yet to 
offer its consumers all the benefits of it. The e-commerce adoption varies across national 
boundaries due to heterogeneity in consumer preference, business innovation, 
information structure and national policies. In the emerging economies, sociological, 
cultural, technological, legal and political factors are seen to be the major barriers in E-
commerce adoption (Zhu et al., 2014). Lack of internet education, poor credit card 
processing infrastructure, language barrier, security and privacy concern are reported to 
be the primary sociological and cultural impediments of E-commerce adoption time and 
again here Besides, technological inhibitors like weak PC and internet penetration in 
many developing countries along with unreliable postal services make E-commerce 
adoption slower and tougher (Vitak et al., 2018). A survey conducted by UK government 
also reported that lack of perceived trust, benefits, security, skills and huge cost are the 
main barriers of E-commerce adoption in various countries. So, combination of all these 
factors and the development stage a country is in either facilitate or inhibit e-commerce 
adoption (Ahmad et al., 2015; Weerakkody et al., 2013). Moreover, the strong presence 
of retail channels in developing countries work as an impediment in e-commerce 
adoption. But adopting e- commerce in these companies can turn out to be profitable for 
both consumers and businesses with options like “click and mortar” strategy. This will 
allow them to combine their physical and virtual resources like “7dream.com” of Seven-
Eleven in Japan (Gibbs et al., 2003). 

In recent time, emerging economies are highly attractive for e-marketers due to rapidly 
growing middle-class people and subsequently increasing demand for wider range of 
products and services. Such a country is Bangladesh which is considered as an emerging 
economy in South Asia with a total population of approximately 163 million and with a 
promising GDP growth rate of 7% every year (Vitak et al., 2018). According to 2016’S 
United Nations Conference on Trade and Development (UNCTAD), Bangladesh secured 
121th position in international business to commerce index. This index clearly indicates 
Bangladesh has a long way to go for successfully engaging in e-commerce as it measures 
the readiness of countries to adopt and implement e-commerce (Hossain-Moazzem, 
2016). In recent years, increased aid from Asian Development Bank and World Bank 
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along with huge foreign investments from China, Japan, Russia and India have been seen 
in Bangladesh (Anon, 2016). Renowned international online payment service providers 
like Payza and PayPal have already announced their launches in Bangladesh market, 
indicating growth of online shopping. 

Furthermore, the current government’s vision of digital Bangladesh by 2020 has also 
given rise to huge developmental works in the ICT sector and there has been a rapid 
growth in internet penetration and usage rate in the country. In fact, recently, Dhaka, the 
capital city of Bangladesh, has been reported as the city of second largest Facebook 
subscribers worldwide in the newspaper (Rahman, 2017). It is quite evident that in 
Bangladesh, the rising avid shoppers and internet users are increasing day by day, 
creating market opportunity for e-commerce channels (Amit, 2017). Specially, among the 
residents of the two major cities of the country, Dhaka and Chittagong, e-commerce is 
gaining popularity slowly these days. The Bangladeshi diaspora also shows a promising 
demand of online shopping of traditional product of Bangladesh for people inside and 
outside of the country (Hossain-Moazzem, 2016). However, despite of clear demand, 
foreign and governmental investments, rising economy and positive trend of internet and 
social media usage, e-commerce in Bangladesh is not meeting the expected growth. And 
this inevitably brings the doubt of Bangladesh market’s e-readiness, organization’s 
capacity and Bangladeshi consumer’s perception about e-commerce channels. 

Now several researches have been done on e-commerce adoption and its related 
inhibitors and facilitators in both developed and developing countries. Studies that have 
focused on developed countries have predominantly identified organizational and 
environmental perspectives. In these studies, macro factors like physical, technological, 
institutional and socio-economical have been identified as prime impediments of e-
commerce adoption along with some focus on micro factors that arise from within the 
organization. But, these factors’ effects on e-commerce adoption vary massively 
depending on the development stage of the country. It also lacks the thorough analysis of 
the challenges the businesses of developing countries like Bangladesh face. Furthermore, 
most of the researchers have analysed market readiness for e-commerce from either 
consumer’s perspective or the business perspective alone. But, to gauze the entire 
scenario, a comprehensive view from both sellers and buyers’ perspective would be more 
practical in this regard. More importantly, even though few studies on e-commerce 
adoption scenario have been done in developing countries like Sri-Lanka and Saudi 
Arabia, in Bangladesh a robust research still is unavailable that covers the major 
impediments of e-commerce adoption specifically for the country. 

This study aims to identify comprehensively from both organizational and consumer’s 
perspective the most influencing factors that affect e- commerce adoption in Bangladesh. 
This study thus addresses the following research questions: 
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 What Organizational factors affect the adoption of e-commerce in Bangladesh? 

 Which factors influence consumer’s perception of adopting e-commerce in 
Bangladesh? 

 What are the future theoretical and managerial implications for e-commerce in 
Bangladesh? 

2. Literature Review 

This section discusses the major theoretical frameworks that have been used to fulfil this 
study’s objectives. Previous researches conducted on E-commerce adoption were also 
reviewed for a wider view of the organizational and consumer’s factors. Researches 
conducted in developing countries were majorly reviewed due to similarities with 
Bangladesh market. 

E-commerce simply can be defined as the process of purchasing and selling products or 
services using electronic data transmission via the internet and the World Wide Web 
(www) (Grandona and Pearson, 2004). However, it has many more aspects and various 
definitions of E-commerce have been presented over time. For instance, in 1997, 
Kalakota and Whinston had opined that E-commerce can be defined from 
communication, business process, service and online perspective. While the 
communication perspective and online perspective basically implies the exchange of 
information, products, services or payments as E-commerce, business perspective states it 
to be usage of technology to automate and smooth the business process. Service 
perspective on the other hand focuses on cost efficiency, quality and productivity of E-
commerce implementation. For this study, communication perspective of E- commerce 
has been considered exclusively (Chaffey, 2009). So, any organizations in Bangladesh 
that exchange information, product and service and have transactional capacity online is 
playing in the E-commerce industry of the country. The reason behind choosing this 
definition is that web presence does not require much cost implications, but in order to 
have transaction facility as well in online and to have integrated services, firms require 
substantial amount of investment and hence become an obstacle for many firms. Some 
authors also argue that the adoption process is a longitudinal process that initiates from 
awareness till the full integration of the business process with it and the system to get 
routinized. Hence, the diffusion varies from organizations to organizations due to 
numerous reasons (Rahayu et al., 2017). 

The benefits of E-commerce are manifold and various researchers agree on the multiple 
benefits this channel can bring for companies (Gefen et al., 2003). They argue that not 
only large organizations, but also small medium enterprises (SMEs) can hugely benefit 
from e-commerce adoption in developing countries. Adopting E-commerce channel offer 
these companies numerous competitive advantages in the form of cost saving, timely 
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market response and improved relationship management with customers (Wen et al., 
2001). However, it has been seen that not too many small medium enterprises are using 
E- commerce channel despite its multiple benefits (Ho et al., 2010). This can be termed 
as lack of E-commerce adoption which means IT adoption and using it in a setting where 
marketing is integrated with technology (Pavlou and Fygenson, 2006). 

2.1 Theoretical Framework 

Various theories like TAM (technology acceptance model), POER (perceived 
organizational eReadiness), PEER (perceived external eReadiness) can be applied to 
analyse the current e-commerce adoption scenario of Bangladesh. While some of these 
theories discusses about IT adoption at personal level, some focuses on IT adoption at 
organizational level (Oliveira and Martins, 2011). For instance, while POER focuses on 
the key organizational resources, manager’s attitude and company’s objective, PEER 
incorporates external factors like technology, delivery, financial system, etc. from 
organization’s perspective (Molla and Licker, 2005). Furthermore, TAM shows that 
consumers are more likely to adopt a new technology by analysing them based on 
perceived usefulness and perceived ease of use. Trust is also strongly related here, as it 
drives the purchasing decision in the end (Fisher, 2001). Some studies done based on 
TAM also indicates the role of gender (Venkaesh and F.D., 2000) age and education in 
technology adoption and thus it can be also predicted that these factors have significant 
influence on E-commerce adoption as well. For instance, significant differences have 
been found towards attitude of perceived usefulness and ease of use among male and 
female, male emphasizing perceived usefulness to be more important in their decision-
making process whereas for women it was perceived ease of use (Yang, 2005). Diffusion 
of Innovation theory can also be used to explain the adoption readiness of organizations 
or consumers in this regard. This theory suggests that adoption decisions are usually 
made based on evaluation of the innovation’s features like relative advantage, 
compatibility, complexity, etc. Here compatibility is a strong determinant and it is 
defined as the degree to which an innovation is in alignment with the need, experience 
and current values (Yang, 2005). This means firm’s resources; its perceived benefits and 
perceived ease of use can influence E-commerce adoption for organizations. Likewise, 
consumer’s perception about the benefits and easiness of using the channel, affects 
Ecommerce adoption (Satunonpaiboon and Pearson, 2006). 

Another theory, TRA (theory of reasoned action) explains from the consumer’s 
perspective the underlying factors that might influence consumer’s online shopping 
intention. The theory suggest that the decisions made by humans are based on the 
information available to them and the intention is the best determinant of adoption of a 
behaviour (McKnight, et al., 2002). Hence the availability, credibility and transparency of 
information in the e-commerce websites strongly influences consumer’s positive attitude 
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towards its adoptions, according to this theory. This eventually also leads to final 
purchase intention and consumer retention in the site. 

Some researchers have also identified categories among consumers regarding adoption of 
new technologies. These categories demonstrate the plausible relation between certain 
consumer’s related factors like income and attitude with adoption of new technology. 
Based on three determinants namely a person’s optimistic or pessimistic attitude towards 
technology, their income and primary motivation to go online they observed that “early 
adopters” are technologically optimistic people with high income level while laggards are 
technologically pessimistic people with lower income. Another theory, Consumer’s 
acceptance of Technology (CAT), determines market potential of online shoppers based 
on perceived benefit of consumers from the technology usage, impact of technology on 
consumer’s image and potential reaction of society towards new technology. Various 
companies use these technographic segment or consumer acceptance of technology 
(CAT) theory to identify their potential target group’s online adoption and behaviour 
(2001). In countries like Bangladesh, companies adopting E-commerce might benefit 
from such segmentation to practically gauze the market potential for their target 
consumers. Hence, analysing this theory in the context of Bangladesh will be interesting 
to observe. 

Other researchers have identified directly the factors that affect adoption of new 
technology like E-commerce. For instance, some researchers have reported perceived 
benefits, organizational readiness and external pressure to be the driving force of new 
technology adoption. In this research they have measured perceived benefits in terms of 
both direct and indirect benefits, organizational readiness by technological and financial 
resources and external pressure by competition’s and stakeholder’s pressure in the 
market. The result suggests perceived benefits and organizational resources to have 
moderate influence on adoption. Other findings from various studies also shows that 
organizational readiness in terms of technical knowledge and economical cost majorly 
influence E- commerce adoption in companies (Pearson and Grandon, 2005). 
Furthermore, perceived usefulness was also reported to have positive relation with E- 
commerce adoption whereas perceived ease of use did not show any significant relation 
in the research done by Pearson and Grandon (2005). Conversely, in a study done by 
O’Cass and Fenench, the ultimate attitude of consumers towards using E-commerce was 
seen to be shaped by their perceived usefulness and ease of use (O’cass and T, 2003). 
Another study done by Mirchandini and Motwani (2001) on identifying factors that 
differentiate E- commerce adopters and non-adopters states that interest of top 
management, compatibility of firm’s work with E-commerce and the knowledge of 
employees about computer usage impacts E-commerce adoption in companies Even 
though in this research cost for implementing E-commerce was not seen to play a role, 
another study suggest that cost is an important consideration in E-commerce adoption. 
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Perception is also considered to be a strong determinant of E-commerce adoption as 
perceptions lead behaviour and it has been argued that due to differences in perceptions, 
behaviours varies across organizations (Pearson and Grandon, 2005). Moreover, a firm’s 
size has also been found out to influence E-commerce adoption as they lack adequate 
technological and financial resources (Zhu et al., 2014). In 2003, another study on 
Singapore shows that companies were slow in adopting E-commerce due to manager’s 
perception of it being unnecessary. Hence, managerial attitude can also be considered to 
play a role in the adoption process (Wong, 2003). 

Various other researches focused on consumers related factors and have identified several 
significant predictors of E-commerce adoption in other countries. Security concern is one 
them as consumers are seen to be reserved to share personal information online. In a 
research done by Hoffman, Novak and Peralta it was found out that 94% of internet users 
have refused to provide information at a website and another 40% have given fake 
information (Vitak et al., 2018). Another crucial factor for ensuring consumer satisfaction 
in online shopping is delivery time which is highly dependent on the available 
transportation facility of the country (Schaupp and Belanger, 2005). Number of people 
using personal computer and internet connection also has a direct influence on online 
shopping as per previous studies. In fact, research shows that in developing countries low 
internet diffusion has contributed to poor IT related businesses (Gibbs et al., 2003). 

Based on above findings, this study proposes a conceptual framework for E- commerce 
adoption in Bangladesh considering both organization’s and consumer’s perspective. The 
major studies that have contributed in developing this framework have been shortlisted 
and summarized in appendix 1. 

3.0 Conceptual Framework 

E-commerce adoption in various countries are hindered or facilitated by varied factors. 
Several researches have been done to identify these driving forces and as per research, 
drivers propel e-commerce growth whereas enablers facilitate growth. Barriers again 
prevent growth whereas inhibitors slow growth. To identify these factors, TAM, POER, 
PEER and other theories have been used in the literature review to develop the 
conceptual framework. As such here, these different kinds of factors have originated from 
a long panel of past research and based on the findings two frameworks of figure 1 and 
figure 2 have been developed for understanding organization’s and consumer’s 
perspective respectively. The combined framework is also presented in figure 3, 
integrating all the constructs of the study. 

3.1 Organizational Perspective 

For exploring underlying factors impacting E-commerce adoption in organizations of 
developing countries, two types of studies have been majorly done in the past. One group 
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of researchers mainly focused on SMEs and other on large organizations and more on 
macro factors in general. From organizational point of view, firms adopt e-commerce due 
to varied factors like gaining competitive advantage, reaching new market, adopting a 
cost- efficient channel, etc. Studies focusing on SMEs opine that due to limited resources 
like time, money and skilled personnel, these firms lag in E-commerce adoption (Fleet, 
2012). 

 
Figure 1: E-commerce adoption from organization’s perspective  

(Sutanonpaiboon and Pearson, 2006; Pearson and Grandon, 2005)  

In another study, the adoption of ICT was attributed to eleven internal factors like risk 
aversion, attitude of management, management’s decision-making process, limited 
business resources, etc. and eight external factors like lack of supplier’s and customer’s 
interest of these SMEs (MacGregor and Kartiwi, 2010). Based on these findings, the 
following organizational framework has been developed. The table (appendix 2) 
explains the constructs, their definition, previous researches and implications for this 
study. 

3.1.1 Business Resources 

Firm size is playing a significant role in e-commerce diffusion among organizations 
according to researches. Studies show that relatively bigger sized organizations are better 
in e-commerce adoptions due to more IT resources (technology, financial and human). In 
SMEs on the contrary, due to lack of financial and human resources for IT, e-commerce 
adoptions face a lot of inhibitors, even though have greater advantages in terms of 
flexibility and innovations. Also developing and maintaining E-commerce system is 
expensive and thus many firms are reluctant to adopt it due to uncertainty of return on 
investment (Vatanasakdakul et al., 2004; Alam et al., 2011). This study hypothesizes: 

H1: Small firms with flexible structure are more likely to adopt e-commerce. 
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3.1.2 Corporate Strategy 

The overall firm’s strategy and outlook towards innovation determines the adoption and 
implementation of E-commerce. Studies show that E-commerce adoption is closely 
related to governance style of a firm as it represents corporate objectives, resources 
allocation and implementation decision of E-commerce (Molla and Licker, 2005). Based 
on these reasoning, it is claimed that firms having expansion strategy, favouring 
innovation and allowing risk-taking and failures are more likely to adopt E-commerce. 
Even though previous researches have termed this factor as governance, here it is 
corporate strategy as it overall represents the firm’s objective. Thus, the next hypotheses: 

H2: Firms taking innovation strategy are more likely to adopt e-commerce. 

3.1.3 Managerial Commitment 

For organization’s adopting e-commerce, manager’s attitude towards it hugely shapes the 
decisions (Alam et al., 2011). It has been seen that manager’s lack of awareness, sceptical 
view about the risks associated with e-commerce adoption and the perceived benefits that 
this channel can bring have been hindering companies to adopt online shopping. Previous 
studies also reveal that manager’s characteristics like reluctance to change, education 
level, prior experience, etc. play a predominant role in accepting and implementing E-
commerce. As they are the primary decision makers, they drive the adoption as well 
(Mirchandini and Motwani, 2001). So, this brings the next hypotheses: 

H3: SMEs with managers having more positive attitude towards e-commerce adoption 
are more likely to adopt E-commerce. 

3.1.4 Technological Resources 

An organizational readiness can be attributed to its available technological resources. It 
not only comprises technological devices but also skilled human resources to implement 
and use the new process. Research suggests this to be a predictor of success in IT 
adoption in many companies (Grandson and Pearson, 2003; Thatcher and Foster, 2002). 
Again, availability of required equipment to adopt new technology drives its adoption 
(Graham-Rowe et al., 2012). Hence overall, poor employee computer literacy, existing 
technology usage level, additional investment costs, etc. contributes to reluctance in e-
commerce adoption in various companies, especially SMEs (Kapurubandra and Lawson, 
2006). Hence, it is hypothesized: 

H4: Firms with adequate technological resources (personal computer/internet 
connection/computer literate employees) are more likely to adopt e-commerce. 

3.2 Consumers’ Perspective 

When it comes to consumer behaviour in online, it differs immensely from traditional 
shopping settings and thus affects their attitude towards it (Pavlou and Fygenson, 2006). 
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Various factors have been seen to play a huge role in forming positive or negative 
attitude of consumers towards E-commerce. This in turn also impacts its adoption, 
creating a roadblock for its full implementation in the country. A lot of researches have 
been done in this area and various factors have been identified by different authors that 
they found to be playing a role in E-commerce adoption. Such a factor is consumer’s 
perceived notion that the E-commerce site might be opportunistic. This notion originates 
from the unfamiliarity and differences of this channel with brick and mortar one (Ba and 
Pavlou, 2002). The concern about private and financial data manipulation is another 
roadblock of adopting this channel. These factors are closely related to another driving 
force, called trust, which predominantly has been seen to influence consumer’s adoption 
decision (Koufaris, 2002). As previous studies suggest, one of the biggest challenges for 
e-commerce according to previous studies is consumer loyalty. Given the double 
expenditure of a new consumer acquisition than maintain an existing one, there’s no 
disagreement about the dire importance of creating loyal consumers. Studies also support 
that loyal consumers visit their preferred website double than non-loyal consumers, 
increasing more propensity of online shopping (Eid, 2011). Several other factors have 
been proved by various researchers from time to time to shape consumer’s behaviour 
online and thus impacting E-commerce adoption in developing countries. For 
Bangladesh, where E-commerce is still booming, and consumer’s acceptance are lacking, 
these factors can plan a predominant role in creating favourable attitude towards E-
commerce. These finding lead to the next framework of the study in figure 2, explaining 
the factors that affect E-commerce adoption among consumers. 

 

Figure 2: E-commerce adoption from consumer’s perspective 

Also, the table (appendix 3) shows the list of constructs affecting consumer’s perception 
about E-commerce adoption with their sources and findings to lay out the proposed 
variables of this study framework. Based on the findings of previous studies, the 
following hypotheses have been formulated for the context of Bangladesh E-commerce 
market: 
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3.2.1 Information Quality 

For online shopping, website is the primary contact point with consumers and thus its 
quality hugely impacts E-commerce adoption. Research shows that based on website 
quality, consumers form a perception about the site’s image and how trustworthy it is 
(Corbitt et al., 2003). Hence, accurate and updated information, visually attractive 
product and its information, etc. can affect consumer’s attitude positively towards E-
commerce adoption. So, it is hypothesized: 

H5: Perceived information quality of the site is positively related to E-commerce 
adoption for consumers. 

3.2.2 Perceived Usefulness 

Among the various advantages of E-commerce, convenience, flexibility and efficiency 
are mostly favoured by consumers according to previous empirical research (AlGhamdi 
et al., 2011). These eventually enhances the perceived usefulness among consumers mind 
though customized offer as per their interest, less time consumption while shopping, 
varied options and wider information to decide, etc. This result to positively impact e-
commerce adoption among them. 

H6: Perceived usefulness positively influence consumer attitude towards using E-
commerce. 

3.2.3 Perceived ease of use 

Starting right from ease of connecting to the internet till the easy use of website, its 
navigation, information search, etc. determines consumer’s perceived ease of use of an E- 
commerce channel (Chaffey, 2009). Technology that consumers find easy to use will 
have better acceptance according to researches (Tan and Teo, 2000). The TAM model 
also supports this notion by its factor named ease of use showing strong association with 
adoption (Wu and Chen, 2017). Based on all these the hypothesis is: 

H7: Perceived ease of use positively influence attitude towards using E-commerce. 

3.2.4 Trust 

Absence of trust has been reported to be one of the main causes of consumers not 
shopping online (Lee and Turban, 2001). Trust has been reported to be quite complex in 
interpreting as it encompasses not only trust between consumer and merchants but also 
between the consumer and the computer system. Over the year’s researchers have defined 
trust from different theoretical backgrounds like personality theory, sociology, economic 
etc. and to understand the full impact of trust, all these aspects are crucial to be 
considered. Consumers in developing countries like Bangladesh are more reluctant to 
online shopping due to more preference of in-store shopping and inspection of products 
by themselves and less trust on financial security. Trust here predominantly plays a huge 
role as risk and uncertainties are associated with internet shopping. Several attributes are 
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considered by consumers to consider online shopping trustworthy like firm’s reputation, 
benevolence, good intention about consumers (Peiris et al., 2015). 

H8: The consumer’s level of trust will have a positive impact on the adoption of e-
commerce. 

3.2.5 Control 

Research shows consumers of all ages are online shoppers. However, people in the age 
range of 25-54 have been statistically seen to be more E-commerce channel adopters. 
Hence age predominantly plays a role in e-commerce adoption. Previous research also 
suggests that there is a positive correlation between online shoppers and their education 
level. More than 54% of online shoppers have been reported to have degrees above 
college education. In terms of occupation, managerial or professional category of 
consumers have been found to be more favourable for online shopping adoption, also 
resonating with their higher education level (AlGhamdi et al., 2011; Strauss and Frost, 
2011). To, see the impact of supporting industry from both organization’s and 
consumer’s perspective, following constructs and hypotheses have been identified 
impacting E- commerce adoption in Bangladesh. 

3.3 Supporting Industry 

Table 4: Combined supporting industry’s constructs 

Construct Source Findings Implications 

Financial 
security 

(Molla and 
Licker, 2005) 

Lack of financial security 
hinders adoption of E-
commerce in developing 
countries. 

Since Bangladesh still lags 
in secured financial system 
and strong presence of 
credit card, financial 
security can negatively 
influence E- commerce 
adoption. The presence of 
cash on delivery and m-
commerce like Bkash also 
make the context different 
form developed countries 
and thus require robust 
examination. 

Transportation 
facility 

(Schaupp and 
Bélanger, 

2005)  
(Molla and 

Licker, 2005) 

Absence of fast and reliable 
transportation creates 
obstacles for E-commerce 
adoption. This impacts 
delivery system affects  
E- commerce adoption. 

Weak transportation and 
logistics facility negatively 
impact delivery service of 
E- commerce channels and 
thus believed to negative 
affect both organization’s 
and consumer’s E-
commerce adoption 
scenario. 
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Internet 
diffusion 

(Rao, et al., 
2003)  

(Elahi and 
Hassanzadeh, 

2009) 
(Kshetri, 

2007) 

E-commerce channel being 
solely operated in online has 
a positive relation with 
stronger internet penetration 
in a country. The 
affordability and availability 
play a huge role here for 
both organizations and 
consumers. 

In Bangladesh, internet 
diffusion is still slow and 
mostly prevalent in few 
major cities like Dhaka and 
Chittagong. The high cost 
and broadband issues also 
prevail, negatively 
impacting E-commerce 
adoption for both firms and 
consumers. 

Social  
Media 

(Shaheen and 
Lodhi, 2016) 

In developing country, 
social media has gained 
huge popularity among 
mass consumers and thus 
strong presence in social 
media positively influence 
E- commerce adoption. 

The internet users being 
more active in social media 
than distinct websites and 
blogs, arise the notion of 
strong role of social media 
in E-commerce adoption. 
Firms and consumers 
having strong social media 
presence are likely to 
support E-commerce 
adoption. 

3.3.1 Financial Security 

One of the major disadvantages of E-commerce has been reported to be security concern 
among consumers by Bert Rosenbloom (2004). He categorized security concern into two 
main sections: the first is the concern of dealing with unknown seller online and the 
second one is consumer’s negative attitude towards sharing credit card and personal 
information online. Thus, consumers are more likely to shop online from well-known 
brands Furthermore, unlike Western countries where credit or debit card is more popular 
form of transaction facilitating online commerce, in Asian countries like Bangladesh 
COD (cash on delivery) or ordering products online and then paying through convenience 
stores or mobile banking like BKash are more prevalent. Lack of consumer’s trust on 
secured online financial transaction promotes this behaviour in countries like Bangladesh. 
Countries like Bangladesh like China, Taiwan and Mexico also exhibited similar 
characteristics among consumers and thus having slower adoption of e-commerce (Gibbs 
et al., 2003). Hence in these countries, unavailability of credit card uses, and 
underdeveloped financial systems are hindering the progress of e-commerce adoption 
(Kshetri, 2007). This also impacts firm’s adoption decision undoubtedly. Time and again, 
various researches have proved this and there is no alternative to ensure safety in the 
consumer’s mind to promote E-commerce (Alam et al., 2004; Alam et al., 2011). This 
brings the next hypotheses: 

H9: Perceived secured financial system of the country favours firm’s e-commerce 
adoption. 
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H10: The perceived effectiveness of public key security infrastructure (security 
effectiveness) is positively associated with consumer’s adoption decision. 

3.3.2 Delivery System 

Kshetri (2007) identifies the strong network and service of delivery system in USA and 
other developing countries has enabled e-commerce to be so successful while in most 
developing countries due to underdeveloped logistic system, online shopping is hugely 
suffering. Delivery time has been attributed as online shopping factor and is key for 
enhancing consumer satisfaction. Three criteria have been also noted in research for 
ensuring favourable delivery time for consumers namely, minimum time spent for 
delivery, informing consumers about potential delay with details and allowing consumers 
to track the delivery of their product. The findings of previous studies suggest that 
consumers want prompt delivery with tracking facility (Schaupp and Bélanger, 2005). So, 
consumers highly value this features of E-commerce as this reduces the uncertainty and 
risk factor of online shopping. This brings the next two hypotheses: 

H11: Developed transportation facility of the country favours e-commerce adoption for 
the firms. 

H12: Developed transportation facility of the country favours e-commerce adoption for 
the consumers due to prompt delivery. 

3.3.3 Internet Diffusion 

For successful implementation of E-commerce, the availability and affordability of 
information system structure is mandatory. For both buyers and sellers, adequate 
participation is required for enjoying the manifold benefits of E-commerce channel. 
Hence, internet diffusion rate and usage of internet for online shopping is a strong 
determinant of E-commerce success as per previous researches (Rao, et al., 2003; Elahi 
and Hassanzabedh, 2009). In Bangladesh a huge inhibitor of e-commerce is low 
availability and affordability of internet. Ironically even though in emerging economies 
labour of cost is quite low, technology and other business costs are relatively quite high. 
Expensive internet connection cost, poor connection speed of internet and wireless 
internet add up to the slow adoption of e-commerce for both organizations and consumers 
(Strauss and Frost, 2012). Computer literacy level among general people also impacts the 
adoption rate of e- commerce here. Most of the computer software and websites being in 
English also hinders the usage of these online channels because of poor command over 
English of mass people of developing countries (Kshetri, 2007). This brings the next two 
hypotheses: 

H13: Sufficient IT infrastructure and supporting industries favour firms’ adoption of e- 
commerce. 
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H14: Affordable and available IT system in the country favours consumer’s adoption of 
E- commerce. 

3.3.4 Social Media 

Studies shows that social media presence has an impact in consumer’s decision-making 
process. For instance, reviews in social media sites form favourable or unfavourable 
attitude of consumers towards shopping decision. In a lot of developing countries social 
media is hugely popular. In Pakistan, most of internet users have been reported to be 
active in social media (Shaheen and Lodhi, 2016). Similarly, Bangladeshis have strong 
presence in social media, and this can be used beneficially for E-commerce adoption 
among both organizations and consumers. So, the following hypotheses are proposed: 

H15: Strong presence in social media especially Facebook favours firm’s e-commerce 
adoption. 

H16: Strong presence in social media especially Facebook favours consumers e-
commerce adoption. 

 

 

 

 

 

Hence to sum up, combining all these factors the following integrated framework (figure 
3) provides the overview of all factors affecting E-commerce adoption among 
Bangladeshi firms and consumers: 

 

 

Figure 3: Integrated framework with factors impacting E-commerce adoption 

4. Methodology 

4.1 Nature of the Research Design 

A mix of exploratory and descriptive research design was used in this study. As 
exploratory research is conducted to explore the problem situation and gather insights 
from it, it is most suitable to identify the various factors affecting E-commerce adoption 
for this study (Malhotra, 2012). For the initial phase, exploratory research was thus used 
to develop the constructs and the survey instruments from previous researches. In the 
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survey questionnaire, descriptive measure was used by providing respondents with set of 
multiple options to choose from for each construct, to identify their most appropriate 
opinion. These options were also based on previous research work and thus offered 
respondents a wide range of statements to choose from, which already have been seen to 
be significant for E-commerce adoption in other developing countries. The purpose of 
choosing this mixed design of exploratory and descriptive method was to identify and 
assess the most important factors based on previous robust research work (Malhotra, 
2012). It provided a wider scope to explore as it has been considered various author’s 
views and thus are free of preconceived biases and narrow outlook. 

4.2 Secondary Data Strategy  

To make this study thorough and substantial, secondary research has been done with 

detailed attention. Primarily for choosing the topic, previous well-accepted journals have 

been researched to identify the lacking and scope of them. Studies done on E- commerce 

in developing countries were mainly reviewed to make it more suitable to Bangladesh. 

Next, in literature review, several journals have been reviewed and analysed. Different 

author’s research work provided varied scope of research for the study. The most 

relatable ones were then shortlisted and based on them the framework, hypotheses and 

survey questionnaire were prepared. Thus, it initiated data collection process before 

primary research to explore past works already done on the topic (Malhotra, 2012). The 

primary sources of secondary research were books on E-commerce topic, journals and 

reports. Few newspaper articles were also reviewed to assess the current scenario of E-

commerce sector in Bangladesh. 

4.3 Primary Research Strategy 

4.3.1 Research Method: For primary research quantitative survey was chosen to identify 

the important factors affecting E-commerce adoption from both organization’s and 

consumer’s perspective. These questionnaire instruments were prepared based on 

previous journals and previously discussed theoretical framework. This ensured an all-

inclusive view of the factors that impend or favour E-commerce adoption. 

4.3.2 Sample Design: Random convenience sampling was done by taking appropriate 
representatives from total population. The survey was essentially done focusing on the 
capital city, Dhaka of Bangladesh. The survey was done with 156 consumers and 50 
representative respondents from organizational employees. Previous researches done in 
other countries with similar topic also had similar number of responses and so this can be 
considered a reliable sample size for this study. The organizations had a balanced mix of 
large multinational organizations and small medium enterprises to identify the plausible 
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differences that exist between these organizations. Most of the respondents in the 
multinational organizations were in managerial positions and CEOs for the Small 
medium enterprises. For consumer’s responses there was a mix of respondents from 
student, employed and self-employed occupation. The age thus ranged from 20-45 mostly 
among the respondents with most of them having above college qualification. Both male 
and female respondents were approached for the survey as well. 

4.3.3 Questionnaire Design and Testing: 

4.3.3.1 Operationalization of the variables: Each construct of the questionnaire was 
extracted from previous literatures done on E- commerce adoption and factors affecting it 
in developing countries. Two types of studies were seen separately covering 
organizational factors and consumer’s factors to collect the most important construct 
from each perspective. This also helped to identify the most robust ways to measure and 
analyse these constructs and find the most appropriate items for each of them.  

4.3.3.2 Questionnaire Design: Based on researches of similar studies, after finalizing the 
constructs and items, the process of measuring these items were identified. 5-point Likert 
scale was used for this study. It ensured the respondent’s biases are avoided, allowing 
them to respond in a degree of agreement (Jullie, 2005). Special attention was given to 
the language of each question to avoid loaded and leading questions. The whole 
questionnaire was divided into four sections, starting with basic screening questions and 
then in the second part consumer’s and organization’s degree of agreement was collected 
on various factors through Likert scale. In the third section, for both organizations and 
consumers, the role of supporting industry was measured and in final section, personal 
information about the respondent was collected. For making the questionnaire bias and 
error free, pilot study was conducted with 5 respondents and corrective measures were 
taken based on their feedbacks.  

4.3.4 Fieldwork Plan: After the pilot study, the survey was circulated online by 
contacting potential and suitable respondents through private message in social media 
platforms. The responses were collected for a period of 22 days and was wrapped up with 
50 organizational responses and 156 consumer’s responses. To reach the most suitable 
respondents a list of SMESs, MNCs and large local organizations were listed down. From 
a list of 60 people, responses were collected from 50 of them. For consumers, besides 
collecting one to one survey responses, the link was shared in online pages of university 
groups like “Institute of Business Administration” and popular Facebook groups like 
“Desperately seeking Dhaka” of Bangladesh to reach most and best representative of the 
population. 

4.3.5 Analytical Consideration: After coding the responses in SPSS, firstly reliability 
and validity tests were done to measure the collected data’s strength and weakness. Then 
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descriptive analysis was conducted to find out the mean and standard deviation followed 
by correlation analysis to see the linear relationship of all the variables and the strength of 
their relationship. To find out the relation between several independent variables under 
each construct with dependent variable multiple regression was also conducted for 
analysis and the results are presented in the discussion chapter (Alam, et al., 2011). 

5. Result and Data Analysis 

5.1 Respondent Profile 

People from different professions and age groups were reached for data collection for 
assessing Bangladeshi organization’s and consumer’s perception about E-commerce 
adoption. For assessing organizational factors, companies operating in both 
manufacturing and service industry were reached with private, government and self-
employed employees participating in the survey. The key demographical factors for both 
the consumers and organizational perspective are presented below: 

5.1.1 Organization 

 

 

 

In total 51 organizations were surveyed in Bangladesh, combining a mixture of both male 
and female respondents. The respondents in these organizations were either the CEOs or 
mid-level managers, as it has been seen in previous studies that they play an important 
role in decision making process such as technology adoption (Mirchandani and Motwani, 
2001). Majority of the companies surveyed were service providers (63.5%) followed by 
manufacturing companies (36.5%). The demographics also indicate that majority of the 
respondents (73.1%) were working in various private organizations, while 15.4% were 
entrepreneurs and 11.5% were government employees. Most of the firm’s size of the 
companies was mentioned to be in the category of “50-500” (46.2%), closely followed by 
“500 and above” category (40.4%). 
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5.1.2 Consumers 

 

 

 

 

 

 

As the above figure shows, there was good representation of both male (60.3%) and 
female (39.8%) respondents from four different age groups of total sample size of 156 
consumers. 129 respondents representing 82.7% were from age group of 18-35, as they 
are primary internet users in Bangladesh. Also, among the respondents, 93 respondents 
had graduate level education corresponding to 59.6% followed by 30 respondents with 
post-graduate degree representing 25% of the total sample. Student (47.4%) and private 
jobholders (37.2) were the two-major respondent group among these people as well. As 
discussed earlier in literature review, mostly the young generation are avid users of 
internet in different countries, this respondent group thus cover the primary plausible 
adopters of E- commerce (Strauss and Frost, 2011). 
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Construct Chronbach Alpha score Number of items 

Information quality .890 5 

Perceived usefulness .771 4 

Perceived ease of use .915 5 

Trust .865 4 

Financial Security .905 5 

Delivery and 
transportation Facility 

.791 3 

 

Social media .741 3 

E-commerce adoption .859 3 

 

5.2 Reliability Analysis 

Reliability analysis helps to ensure consistency of the variables’ measurement (Zhang, et 
al., 2000). To analyse reliability through measuring internal consistency of scale and 
survey instrument, Cronbach alpha value is seen for each construct (Alam, et al., 2011). 
Here, the Cronbach alpha of all independent variables ranges from 0.712 to 0.837 for the 
organizational framework and .741 to .915 for the consumers framework. It indicates that 
each construct has strong internal consistency as Cronbach alpha scoring more than .7 is 
acceptable. This also means the scale and measurement used is highly reliable. 
Furthermore, since the constructs of this study have been developed based on past 
research of similar topic and context, the content of the instrument is also valid 
(Nunnally, 1978). The Cronbach alpha score for each construct of both the framework is 
given below: 

5.2.1 Organizations 

 

5.2.2 Consumers 

 

 

 

 

 

 

 

 

 

 

Table 6: Result of reliability test of consumers factors 
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5.3 Results 

5.3.1 Descriptive Data Analysis 

Descriptive analysis for continuous variable is done to find out the summary statistics of 
all variables of this study. Here N represents the total sample size, mean represent the 
average of all responses for each constructs and standard deviation shows how spread out 
the data are about the mean. 

Table 7: Descriptive statistics of Organizational framework 

Construct N Mean Standard deviation 

Business Resources 50 3.528 0.671 

Corporate Strategy 50 3.407 0.760 

Managerial Attitude 50 3.395 0.710 

Technological Resources 50 3.475 0.781 

Financial Security 50 3.100 0.814 

Delivery 50 3.080 0.778 

Internet diffusion 50 3.300 0.603 

Social media 50 3.600 0.857 

Table 8: Descriptive statistics of Consumers framework 

Construct N Mean Standard deviation 

Information quality 156 4.087 0.836 

Perceived usefulness 156 2.096 0.693 

Perceived ease of use 156 3.980 0.913 

Trust 156 3.982 0.894 

Financial Security 156 1.613 0.763 

Delivery 156 1.979 0.793 

Internet diffusion 156 2.071 1.036 

Social media 156 2.361 0.881 

As the above table shows, for organizational framework, social media, business resources 
and technological resources have the highest mean and moderately high standard 
deviation. This means the responses varied quite highly among the organization’s 
respondents and these three variables relatively had higher importance in E-commerce 
adoption. In the consumer’s framework, the average score for information quality and 
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trust is quite high while their standard deviation shows greater spread in the data. Also, 
financial security and delivery of the product shows in average stronger mean (as 1 was 
taken as strongly agree and 5 as strongly disagree) which means people put significant 
emphasis on these two variables while deciding on E-commerce adoption. Their standard 
deviation also shows wider spread of the responses. The detailed table with mean and 
standard deviation of each construct has been presented in the appendix 4. 

 5.3.2 Correlation Analysis 

To determine the linear interrelationship’s direction and its strength between two 
variables, correlation analysis is done. It is measured by the value of Pearson correlation 
coefficient which can be of any value from -1 to +1 (Malhotra, 2012). Negative value 
means the variables are negatively related while positive values signify positive 
relationship between them. In this study, simple bivariate correlation was used and the 
result shows that variables and data set are free of multicollinearity effect. For 
organizational framework, the highest Pearson correlation coefficient value were of 
0.865, implying closer relationship between managerial attitude and corporate strategy. 
The weakest relationship was found between financial security and delivery system with 
a score of 0.277, indicating no association between them. On the other hand, in the 
consumer’s framework, the strongest relationship was found between information quality 
and ease of use with Pearson correlation coefficient value of +0.845. This means that 
better the information quality, better the perceived ease of use among the respondents. On 
the contrary, the lowest Pearson correlation coefficient was -0.1 representing negative 
correlation between social media usage (Facebook) and ease of use. As these two 
variables are not at all related, the value being negative is normal signifying negative 
relationship between them. 
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 5.3.3 Hypotheses Testing 

All the hypotheses have been tested by using multiple regression analysis. This helped to 
identify and assess the impact of all the independent variables on the dependent variable 
of the frameworks (Mendental and Sincich, 1993). It also demonstrates the ability of each 
independent variable on the dependent one. Since in this study, the primary purpose is to 
find out the relationship between independent variables with E-commerce adoption from 
both the organizational and consumer’s perspective, multiple regression was best suited 
as an appropriate analytical technique (Alam, et al., 2011). 

The first table presents the factors of organizational framework followed by consumer’s 
framework. The whole model depicts 60.5% of variance of E-commerce adoption among 
organizations and 40.6% for consumers. Both the model also appeared fit with the 
independent variables, showing significant F change value of 0.000. For organizational 
model, F=10.370 and for consumers it was found out to be F=14.247. 

In organizational model, four factors namely business resources, technological resources, 
financial security and delivery system were identified as significant factors for E- 
commerce adoption. Among these factors, technological resources appeared to be the 
strongest predictor of E-commerce adoption (Beta=0.436) followed by business resources 
of the firm (Beta=0.276). On the other hand, in the consumer framework from the eight 
factors, information quality was found to be significant at P<01 and delivery system and 
internet diffusion at P<0.01. Social media presence was also identified to be significant at 
α < 0.05 level for E-commerce adoption from the Bangladeshi consumer’s perspective. 
Among these factors, social media presence and information quality were found out to be 
the strongest predictor of E- commerce adoption representing Beta estimates of 0.281 and 
0.264 respectively. The detail table is presented in the appendix 5. 

6. Conclusion and Implications 

This study aimed to identify and measure the impact of factors that affect E-commerce 
adoption from a comprehensive view of buyer’s and seller’s perspective. The base of this 
research lies on highly acclaimed and established major theories like TAM, PEER, 
POER, TRA, CAT, etc and thus provides a robust and integrated instrument for 
measuring the E- commerce adoption. By surveying 156 respondents and 50 
organizations in Bangladesh, different factors impacting its adoption among the 
organizations and consumers have been found respectively. Few factors from both the 
framework were seen to not impact the adoption in Bangladesh, even though they had 
impacts in other developing countries. The details of these findings and reasoning behind 
them are presented below: 
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6.1 Organizational Factors 

6.1.1 Business Resources: As found in previous literatures, (Vatanasakdakul et al., 2004; 
Alam, et al., 2011), business resources have been seen to strongly impact E-commerce 
adoption in Bangladesh. Here, for business resources beta is 0.276 and p value is 0.064. 
This implies that organizations consider their previous experience, relationship with 
stakeholders, financial and human resources to be key consideration for E-commerce 
adoption and altogether business resources have a positive and significant relationship 
with its adoption. Hence firms lacking these resources will be non or slow adopters. 

6.1.2 Corporate Strategy: Corporate strategy was found to be insignificant in impacting 
E-commerce adoption with beta value of -0.231 and p value of 0.267. This contradicts 
with previous study’s literature where the firm’s outlook and strategies were found to be 
significant in E-commerce adoption in other developing countries (Molla and Licker, 
2005). The underlying reason behind this might be the unquestionable perceived benefits 
of using E-commerce in the organization’s employees mind and thus having favourable 
outlook towards it. But due to other constraints, these firms could not adopt E-commerce 
yet. 

6.1.3 Managerial Attitude: Managerial attitude towards adoption of new technology 
was seen to impact E-commerce adoption before in previous studies (Mirchandani and 
Motwani, 2001). However, this study finds out an insignificant relationship of this factor 
with E-commerce adoption (Beta=0.032 and P=0.088). The logical reason behind this 
might be again the positive outlook towards the E-commerce’s benefits in general in all 
small and large firms and thus firms not having E-commerce are still positively 
responding to managerial attitude questions. So, in the context of Bangladesh, other 
factors are seen to be predominantly driving E-commerce adoption. 

6.1.4 Technological Resources: This factor showed a strong relationship with E-
commerce adoption among firms in congruence to other previous study’s results (Pearson 
and Grandson, 2005; Iacovou et al., 1995). The ability of employees for operating such 
channel along with company’s technological resources thus were seen to strongly 
determine E-commerce adoption in Bangladesh. The beta value was found to be 0.436 
and p to be 0.020, signifying the positive relation between them. 

6.1.5 Financial Security: With a beta value of 0.241 and p value of 0.029, financial 
security appeared to be a strong predictor of E-commerce adoption among the 
Bangladeshi firms. As discussed previously, the payment system of most online shopping 
in Bangladesh happens through cash on delivery or by M-commerce due to unestablished 
and unsecured electronic payment system. Thus, firms consider this to be a very critical 
factor in deciding E-commerce adoption for their firms. This finding has also been 
supported by other literatures of developing countries (Alam et al., 2011). 
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6.1.6 Delivery system: Like other developing countries’ studies (Schaupp and Belanger, 
2005), absence of reliable delivery system was found to be a predictor of E-commerce 
adoption in this study. The beta value was 0.270 and p value was 0.047, demonstrating 
significant relationship with E-commerce adoption. 

6.1.7 Internet Diffusion: At firm’s level, no significant relationship was found between 
internet diffusion in the country and E-commerce adoption. Previous studies found in 
developing countries found lack of internet diffusion hampering E-commerce adoption 
(Strauss and Frost, 2012; Gibbs et al., 2003). But in Bangladesh with beta value of -0.082 
and p value of 0.637, it was found to be an insignificant factor impacting E-commerce 
adoption. 

6.1.8 Social Media: Similarly, from organization’s perspective, social media presence 
was not seen to be a strong determinant of E-commerce adoption (Beta=0.124, P= 0.356). 
This clearly demonstrates even though most of their respondents are active in social 
media, organizations do not consider it to influence adoption decision. 

6.2 Consumer Factors 

6.2.1 Information quality: Information quality was found to be a strong predictor of E-
commerce adoption among Bangladeshi consumers (Beta=0.264, P=0.050). This finding 
is like previous researches done in other developing countries where it was seen that 
consumers put high importance on visual attractiveness, update and detail information in 
the website and thus it positively impacts E-commerce adoption among them (Corbitt, et 
al., 2003). 

6.2.2 Perceived usefulness: The perceived benefits of using E-commerce site among 
consumers mind does not impact E-commerce adoption as per this study’s findings. Even 
though in previous studies (AlGhamdi et al., 2011) the findings showed it play role in 
adoption, for Bangladesh this factor did not appear to be a strong predictor of E-
commerce adoption. Here the beta value was found to be 0.107 and p value 0.254, 
signifying no association of the factor with adoption. 

6.2.3 Perceived ease of use: With a beta value of -0.313 and p value of 0.017, perceived 
ease of use was seen to have inverse relationship with E-commerce adoption. Previous 
researches found it to be a strong determinant of adoption (Chaffey, 2009), but in 
Bangladesh the consumers surveyed did not found perceived ease of use to have positive 
relationship with their adoption decision. 

6.2.4 Trust: Trust was found to have insignificant relation with E-commerce adoption 
among Bangladesh consumers with a beta value of -0.033 and p value of 0.782. Even 
though in other developing countries, trust was predominantly found to be a major 
impediment in E- commerce adoption (Peiris, et al., 2015), for Bangladesh this did not 
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prove to hold true. This means Bangladeshi consumers do not consider trust as well to be 
a strong predictor of adoption decision. 

6.2.5 Financial Security: Among the consumers, financial security was not found to be a 
concerning factor as it has beta value of -0.121and p value of 0.199. This is opposite to 
result of previous studies in other countries where consumers gave significant importance 
to financial security of the country while deciding on E-commerce adoption (AlGhamdi 
et al., 2011). One of the underlying reasons for this can be the presence of most prevalent 
payment on delivery system, where consumers pay only after they have received the 
product. 

6.2.6 Delivery system: Delivery system showed significant relationship with E-
commerce adoption among these consumers (Beta=0.217, P=0.037). This means this 
factor is a crucial one and is a strong determinant of their adoption decision. This also is 
supported by previous study’s results where consumers put emphasis on delivery system 
for E-commerce adoption decision in other countries (Kshetri, 2007; Schaupp and 
Belanger, 2005). 

6.2.7 Internet diffusion: With a beta value of 0.245 and p value of 0.003, internet 
diffusion proved to be a strong predictor of E-commerce adoption. Past research also 
supports similar finding as in developing countries internet diffusion is a major 
impediment in online shopping adoption (Gibbs, et al., 2003). 

6.2.8 Social media: As social media especially, Facebook is popular in Bangladesh 
according to research, it was also found out to have strong relationship with E-commerce 
adoption. The result showed a positive relationship between these two as previous 
researches suggested (Shaheen and Lodhi, 2016) as well with a beta value of 0.281 and p 
value of 0.000. This means strong social media presence is extremely crucial for 
successful E-commerce adoption. 

6.3 Implications 

a. Financial security and delivery system are crucial from both the perspectives and 
special steps should be taken by firms to ensure smooth and informed delivery system. 
This will increase consumer’s recruitment and retention in the long run for E-commerce 
channels. 

b. While considering reaching target consumers and assessing whether they will adopt it 
or not, companies as suggested in literature review might categorize consumers as early 
and slow adopters. Also, while implementing E-commerce channel or upgrading it, 
organizations should emphasize on ensuring perceived ease of use, superior delivery 
system and strong social media presence. 
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c. Firms should emphasize on quality of information in the website as it was seen to be a 
strong determinant of E-commerce adoption among consumers. Regularly update, detail 
and visually attractive information will boost E-commerce adoption and so should be 
given more emphasis. 

d. Firms should invest in social media management for recruiting and engaging 
consumers by regularly updating information and replying to their queries. This will 
ensure an effective reach to a broader mass. 

6.4 Limitation and Future Direction 

This study thoroughly researched previous studies done on this topic in similar context 
and thus creates a strong theoretical base for assessing factors impacting E-commerce 
adoption in Bangladesh. However, due to time and budget constraint, the sample size 
could not be taken any bigger and so future studies on E-commerce in Bangladesh should 
consider that scope. Moreover, since the responses were collected online, it created a 
barrier for the researcher and the respondent to communicate and the responses could not 
be monitored personally. Hence few of the responses might lack actual pulse of the 
market. Hence for future research, the unsupported factors should be more thoroughly 
analysed by investing considerable amount of time to collect substantial amount of data. 

Nonetheless, since a robust study measuring the factors impacting E-commerce adoption 
in Bangladesh was majorly absent, this study provides better understanding of 
organization’s and consumer’s perception towards it. So, firms planning to adopt E- 
commerce in Bangladesh may find this research helpful to take decisions about adoption 
and designing the channel based on consumer’s perception. 
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Appendices 

Appendix 1:  

 
Author Key learning construct Antecedent construct studied Outcome construct 

Molla and 
Licker 
(2005) 

Perceived 
organizational e-
readiness and perceived 
environmental e-
readiness 

Organizational awareness, 
Human resources, business 
resources, technology 
resources, commitment, 
governance, government e- 
readiness, market force e-
readiness and support industry 
e-readiness 

E-commerce 
adoption and 
institutionalization 

Yang 
(2005) 

Technology acceptance 
model 

Perceived usefulness, consumer 
innovativeness, past adoption 
behaviour, age and gender 

Factors affecting 
decision making 
process  

Pearson 
and 

Grandshon  
(2005) 

Internal organizational 
factors and external 
pressure on 
organizations. 

Organizational readiness, 
compatibility, external 
pressure, perceived ease of use, 
perceived usefulness, 
organizational support, 
managerial productivity and 
strategic decision aid 

Variables that 
differentiate 
between adopter 
and non-adopters of 
E- commerce 
among the SMEs 

Peixin and 
Wei 

(2012) 

Environment, firm’s and 
technology perspective  

Managerial attitude, corporate 
strategies, external pressure and 
firm’s technology strength 

Firm’s adoption of  
E-commerce 

Eid (2011) User interface quality, 
information quality, 
perceived security risk, 
perceived privacy, 
consumer trust, 
customer satisfaction 
and customer loyalty 

User interface quality, 
information quality, customer 
loyalty, perceived security and 
perceived privacy 

E-customer loyalty 
based on E- 
customer 
satisfaction and E- 
customer trust 

Kim, et al. 
(2007) 

Perceived risk, 
consumer trust, 
perceived benefit and 
intention of purchase. 

Consumer trust and perceived 
benefit 

Intention of 
purchase and actual 
purchase in E-
commerce channel. 

Schaup 
and 

Bélanger 
(2005) 

Technology, shopping 
and product factors 

Security, usability, site design, 
convenience, trust and 
trustworthiness, delivery, 
merchandising, product value 
and product customization. 

Online customer 
satisfaction 

Alam, 
et al.  

(2011) 

Roger’s and David’s 
diffusion model of 
innovation along with 
cost, external pressure 
and manager’s features. 

Relative advantage, 
compatibility, perceived ease of 
use, organizational readiness, 
security, perceived cost, 
manager’s characteristics. 

E-commerce 
adoption in small 
and medium sized 
enterprises 
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Table 1: Literature Map 

Appendix 2: Organizational constructs  

 
Construct Source Findings Implications 

 

Business 
Resource 

 

(Molla and 
Licker, 2005) 

 

Human, business 
and organizational 
resources strongly 
influence E- 
commerce adoption 
in organizations. 

 

Small firms lacking adequate 
business resources are slow adopters 
of E-commerce and larger 
organizations are fast adopters. This 
can be tested in the context of 
Bangladesh. 

 

Corporate 
strategy 

 

(Peixin and 
Wei, 2012) 

 

Corporate strategy 
has strong relation 
with 

E- commerce 
adoption. 

Firms favouring innovation and new 
initiatives are more likely to adopt 
E- commerce and as such 
Bangladeshi organization’s view 
can be observed to see the validity 
of such notion. 

 

Managerial 
commitment 

 

(Peixin and 

Wei, 2012) 

(Alam, et al., 
2011) 

 

Managerial 
commitment 
impacts firm’s E- 
commerce adoption. 

Managers being the decision makers 
play a huge role in E- commerce 
adoption decision and this can be 
tested from manager’s point of view 
and            E- commerce adoption 
stage of the company in 
Bangladesh. 

 

Technological 
resources 

 

(Peixin and 
Wei, 2012) 

 

E-commerce 
adoption is strongly 
affected by 
available 
technological 
resources of firms. 

One of the major impediments in      

E-commerce adoption is insufficient 
technological resources. Responses 
from large and small medium 
enterprises should thus vary and can 
be tested to see its validity in 
Bangladesh. 

 

 

Financial  

security 

 

(Kapurubandra 
and Lawson, 

2006) 

(Alam, et al., 
2011) 

 

Concern about 
financial security 
hinders E- 
commerce adoption 
among 
organizations. 

Lack of secured transaction system, 
limited usage of credit card and 
privacy concern in Bangladesh can 
be a prime reason for slow adoption 
of E- commerce as other developing 
countries and this can be tested from 
organization’s view. 

 

 



196 Journal of Business Studies, Vol. XL, No. 3, December 2019 

Table 2: Organizational constructs 

Appendix 3: Consumer’s constructs  

 

Construct Source Findings Implications 

 

Information 

Quality 

 (Eid, 

2011)  

(Kim, et 

al., 2007) 

(Corbitt, et 

al., 2003) 

 

Information quality of E-

commerce service is a 

strong determinant of e-

commerce adoption in 

developing countries 

Given the significance of 

information quality in other 

researches, the role of information 

quality in forming consumer’s 

positive attitude towards E-

commerce can influence 

Bangladeshi consumer’s adoption. 

 

Perceived 

usefulness 

 

(Kim, et 

al., 2007) 

Consumer’s perception 

about the benefits of using 

a new technology strongly 

influence its adoption. 

Consumer’s perceived belief about 

the utility of using E-commerce 

channel can contribute to its 

adoption and thus will be tested in 

this paper. 

 

 

Ease of use 

 

(Chaffey, 

2009)  

 

(Tan and 

Teo, 2000) 

The effortless usage of a 

new technology encourage 

faster adoption among 

people and this E-

commerce adoption is 

positively associated with 

ease of use of E-commerce 

channels. 

Consumer’s perception about how 

easy using an E-commerce channel 

is positively influence its adoption 

and usage. As Bangladeshi people 

are slow adopters, the importance 

of easy website navigation is 

significant for more adoption. 

 

 

Trust 

 

(Corbitt, et 

al., 2003)  

(Gefen, et 

al., 2003)  

(Peiris, et 

al., 2015) 

Trust shapes consumers 

adoption and usage of E- 

commerce channel. 

Multiple factors contribute 

to ensuring trust towards E-

commerce channels and is 

seen to have a positive 

relationship with its 

adoption. 

Unlike traditional shopping, online 

shopping is new to consumers and 

thus due to risk and uncertainty 

factors consumers are reluctant to 

adopt E- commerce. So, trust 

influences E- commerce adoption. 
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Table 3: Consumer’s constructs  

Appendix 4: Descriptive Analysis  

Organizational framework 

 N Minimum Maximum Mean Std. Deviation

sufficient business 

resources 

50 2.0 5.0 3.540 .9733 

good understanding 50 1.0 5.0 3.760 1.0012 

technical, managerial and 

other skills 

 

50 

 

1.0 

 

5.0 

 

3.500 

 

.8864 

strong relationships 50 1.0 5.0 3.420 .8827 

sufficient experience 50 2.0 5.0 3.420 .8352 

recognizes the opportunities 

and threats 

 

50 

 

1.0 

 

5.0 

 

3.520 

 

.9739 

policy encouraging 

Ecommerce 

 

50 

 

2.0 

 

5.0 

 

3.360 

 

.8981 

sufficiently invest 50 1.0 5.0 3.340 .8715 

gain outweighs cost 50 1.0 5.0 3.480 1.0544 

experimenting new 

technologies 

 

50 

 

2.0 

 

5.0 

 

3.400 

 

.7825 

Failure tolerance 50 2.0 5.0 3.380 .8545 

flexible with changes 50 1.0 5.0 3.320 .8437 

employees computer literate 50 1.0 5.0 3.720 1.0698 
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unrestricted computer 

access 

50 2.0 5.0 3.540 .7060 

unrestricted Internet access 50 1.0 5.0 3.300 .9091 

defined Ecommerce career 

paths 

 

50 

 

1.0 

 

5.0 

 

3.340 

 

1.0806 

Availability and affordability of 

secure electronic 

Transaction 

 

50 

 

1.0 

 

5.0 

 

3.100 

 

.8144 

Reliable courier and logistic 

Industry 

 

50 

 

1.0 

 

5.0 

 

3.080 

 

.7783 

efficient and affordable IT 

support 

 

50 

 

1.0 

 

5.0 

 

3.160 

 

.7103 

reliable and efficient 

telecommunication infrastructure 

 

50 

 

2.0 

 

5.0 

 

3.240 

 

.7709 

Avid internet users 50 2.0 5.0 3.500 .7890 

strong social media 

presence 

 

50 

 

2.0 

 

5.0 

 

3.600 

 

.8571 

current business status 50 1.0 5.0 3.840 .9765 

BR 50 2.00 4.60 3.5280 .67098 

CS 50 1.67 5.00 3.4067 .75979 

MA 50 1.75 5.00 3.3950 .71087 

TR 50 1.50 5.00 3.4750 .78124 

IT 50 1.67 4.67 3.3000 .60328 

Valid N (listwise) 50     
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Consumer’s framework 

 N Minimum Maximum Mean Std. Deviation 

sufficient information 156 1.0 5.0 4.295 .9982 

correct information 156 1.0 5.0 4.423 .9506 

updated information 156 1.0 5.0 4.038 1.0588 

visually attractive. 156 1.0 5.0 3.308 1.0325 

relevant information 156 1.0 5.0 4.372 .9720 

easy to navigate 156 1.0 5.0 3.942 1.0301 

easy to search 156 1.0 5.0 4.071 .9975 

easy to place order 156 1.0 5.0 4.064 1.0391 

easy to understand 

language 

 

156 

 

1.0 

 

5.0 

 

3.904 

 

1.0823 

device friendly 156 1.0 5.0 3.917 1.1300 

good reputation 156 1.0 5.0 3.731 1.1033 

online transaction 156 1.0 5.0 4.032 1.0437 

keeps promises and 

commitments 

 

156 

 

1.0 

 

5.0 

 

4.128 

 

.9949 

best interests 156 1.0 5.0 4.038 1.0948 

easy usage 156 1.0 5.0 1.577 .7791 

comparing and contrasting 156 1.0 5.0 2.090 .8299 

enhanced productivity 156 1.0 5.0 2.224 .8986 

quicker shopping 156 1.0 5.0 1.974 .9294 

data privacy 156 1.0 5.0 1.635 .9442 

unmodified data 156 1.0 5.0 1.615 .9330 

unchanged original content 156 1.0 5.0 1.654 .8398 

free of financial risk 156 1.0 5.0 1.615 .8833 

safe electronic payment 156 1.0 5.0 1.545 .8751 
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Prompt delivery time 156 1.0 5.0 1.910 .8971 

Communication about 

plausible delays 

 

156 

 

1.0 

 

5.0 

 

1.994 

 

.9605 

track ordered product 156 1.0 5.0 2.032 .9733 

users of internet 156 1.0 5.0 2.071 1.0356 

Facebook 156 1.0 5.0 2.686 1.1957 

promotional offers in fb 156 1.0 5.0 2.071 1.0293 

interaction in fb 156 1.0 5.0 2.327 1.0234 

likely to purchase 156 1.0 5.0 2.340 .9804 

likely to decrease 

sharply/increase sharply 

156 1.0 5.0 2.256 .9495 

recommend ecommerce 156 1.0 5.0 2.173 .9028 

Gender 156 1.0 2.0 1.397 .4909 

age group 156 1.0 4.0 2.135 .4831 

literacy level 156 2.0 5.0 3.154 .6638 

current working status 156 1.0 5.0 2.154 1.1922 

Info 156 1.00 5.00 4.0872 .83602 

PEOU 156 1.00 5.00 3.9795 .91304 

TRUST 156 1.00 5.00 3.9824 .89448 

FS 156 1.00 5.00 1.6128 .76291 

PU 156 1.00 5.00 2.0962 .69304 

DS 156 1.00 5.00 1.9786 .79305 

EA 156 1.00 5.00 2.2564 .83460 

Fb 156 1.00 5.00 2.3611 .88148 

Valid N (listwise) 156     
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Appendix 5: Hypotheses Testing Table 

Hypotheses testing for organizational factors 

 

 
 

Model 

 

Unstandardized Coefficients

Standardized 
Coefficients 

 

t 

 

Sig. 

B Std. Error Beta 

(Constant) -.620 .539  -1.151 .256 

Availability and 
affordability of secure 
electronic transaction 

 

.289 

 

.127 

 

.241 

 

2.264 

 

.029 

Reliable courier and logistic 

industry 

 

.339 

 

.166 

 

.270 

 

2.048 

 

.047 

strong social media presence 
 

.141 

 

.151 

 

.124 

 

.933 

 

.356 

BR .402 .211 .276 1.906 .064 

CS -.296 .264 -.231 -1.124 .267 

MA .043 .308 .032 .141 .888 

TR .544 .225 .436 2.421 .020 

IT -.132 .278 -.082 -.476 .637 

  Dependent Variable: current business status 
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Hypotheses testing for consumer’s factors 

 

 

 

Model 

Unstandardized 

Coefficients 

Standardized Coefficients  

t 

 

Sig. 

B Std. Error Beta 

(Constant) .893 .335  2.667 .009 

users of internet .197 .066 .245 2.999 .003 

Info .264 .133 .264 1.980 .050 

PEOU -.286 .119 -.313 -2.411 .017 

TRUST -.031 .111 -.033 -.278 .782 

FS -.133 .103 -.121 -1.290 .199 

PU .129 .113 .107 1.145 .254 

DS .229 .109 .217 2.100 .037 

Fb .266 .070 .281 3.798 .000 

Dependent Variable: EA 


