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Current Status of E-Commerce Adoption by SMEs in 

Bangladesh: An Empirical Study    
 

Abstract 

 
This empirical study aims to understand the current status of e-commerce 

adoption by SMEs in Bangladesh. The survey method is used to collect the 

data.  The sample size for this study is 326 SMEs. The descriptive statistics 
and crosstabs are used in this study for data analysis. The statistical software 

Minitab 16 is used to analyze the data.  The descriptive statistics indicates 

that the ICT adoption by SMEs in Bangladesh in general is progressing.  In 

terms of overall ICT adoption, more than two third of SMEs in the country 
have adopted PC or laptop and internet. The e-commerce adoption 

(measured by website adoption) by SMEs in the country is in a moderate 

state. More than half of sampled SMEs have adopted e-commerce (web sites 
ownership). However, further data analysis indicates like other developing 

countries, among the adopters group majority of them use their web sites 

only for promotion and marketing purposes and in some extents provide the 
customer support & services and options for online order processing. Usage 

of advanced e-commerce applications are almost absent. We suggest, with 

relevant support, SMEs with low capital, can capitalize the “new normal” 

business environment during Covid-19 pandemic and likely to adopt more 
e-commerce. Without any doubt we believe the sharp rise in growth of 

SMEs if they can integrate adopt advanced e-commerce tools with their 

business activities during this unpredictable future of Covid-19 pandemic. 
The empirical findings of this study will fill up the existing gap in the 

theoretical knowledge and will help researchers, practitioners, and policy 

makers to better understand the current trend of e-commerce usage among 

the SMEs in the country and act accordingly.  Policy implications of this 
research and direction for the future research are also discussed.  

 

 
Keywords: E-Commerce Adoption, Web Site, SMEs, Bangladesh 
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1. Introduction and Background of the Study 
 

Bangladesh is a densely populated country situated in the South East Asia. 
This study empirically investigates the current status of e-commerce 

adoption by small and medium enterprises (SMEs) in Bangladesh. Like 

many countries around the world, SMEs in Bangladesh play a very 
important role in the economic development in the country. According to 

Rashid (2012), SMEs are the single largest industrial sector of the 

Bangladesh economy. “SMEs are renowned for vehicles of economic 

growth, labor intensive, poverty alleviation, enhancing the standard of life” 
(Rashid, 2012). In terms of statistics, the country's SME sector contributes 

about 25 percent to the country's total GDP (Rashid, 2012). Further, it is 

estimated that 95 percent of the total establishments in the country is SMEs 
(Radhid, 2012). In different statistics, SMEs including micro enterprises 

(MSMEs) comprise over 99 per cent of   all   industrial units in the country 

(Zaman & Islam, 2011).   
 

On the other hand, e-commerce created an opportunity for SMEs to compete 

with large organizations as well as access in the global market. The 
importance of ICT for SMEs in Bangladesh also has recognized by “Digital 

Bangladesh Vision 2021” slogan. According to Karim, (2010), one of the 

top most priorities of “Digital Bangladesh Vision 2021” strategy is “using 
ICTs to promote access to markets by the disadvantaged producers and 

SMEs”. Further, SMEs among others are considered important users for the 

“ICT Roadmap of the Government of Bangladesh” (Ministry of Science and 

ICT, 2008). SMEs can use e-commerce as a business tool to compete in the 
global market and ultimately bring economic benefits to the country. For 

instance, “the  SMEs  could  improve  the  trade  balance  with  the  increase  
of  exports  and decrease of imports” (Huy et al., 2012) in Bangladesh.  

However, literature review shows that though numerous studies have been 

undertaken and carried out on this issue from other countries perspective. 
Research on e-commerce related issues in Bangladesh is very imminent and 

fragmented. A very few attempts have been undertaken to carry out e-

commerce related research in the country. According to the literature review 

and to the best of my knowledge, no extensive or remarkable attempts have 
been made in studying the current status of e-commerce adoption by SMEs 

from Bangladesh perspective. There are few studies (e.g. Jamil & Ahmad, 

2009, Bhoumik et al., 2012, Hossain et al., 2013, Harun and Choyti, 2019) 
have been undertaken to understand the current status of e-commerce in 
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Bangladesh in general. However, most of them are conceptual in nature and 
studied from customers point of view. They did not produce any statistics in 

relation to e-commerce adoption. Hence, there is a lack of knowledge about 

the usage of e-commerce in the context of SMEs in Bangladesh from which 

the SMEs of Bangladesh can learn. Therefore, this study aims to understand 
the current status of e-commerce adoption by SMEs in Bangladesh. This 

study will contribute to fill up the knowledge gap in the domain and add the 

value to the literature. It could provide insights regarding the current 
situation of e-commerce usage among SMEs in the country.  

2. Literature Review 

 
2.1 E-Commerce 

 

Conceptually, at the very beginning, people were thinking whether the 

traditional way of doing business can be transformed into a new way of 

doing business through internet. Hence, at the beginning people started to 
use e-commerce as a business tool for information search and sharing. 

Consequently, people started to think about e-commerce as a process of 

buying and selling goods and services over the internet. However, literature 
review shows that different scholars defined e-commerce in different way. 

Some definitions are narrower (e.g. Huy et al., 2012) than others (e.g. 

Pratima, 2011). Further, scholars defined e-commerce in terms of business 
functions or its activities and ICT devices they use for business functions or 

activities. These business activities include, online customer service, 

collaboration within the functional areas of organization and co-ordination 

& transaction with business partners over the private networks. Furthermore, 
from developing countries perspective, a more widely and issue specific 

definition of e-commerce is provided by Pratima (2011). To study the e-

commerce adoption in 37 developing countries, Pratima (2011) defined e-
commerce as  

“Online product and information transfers and transactions 

facilitated by the internet or any value-added electronic 
network to include participation by businesses, consumers 

and/or the government. E-commerce services to include 

online search, online/e-procurement, online auctions and 

bidding, online government and non-governmental activities, 
online health information, online education, online product 

sales, online services such as social networks, file sharing, 
instant messaging, downloads and browsing”. 
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In addition, scholars (e.g. Pratima, 2011) defined e-commerce regardless of 
devices, connectivity and purpose: PCs, laptops, mobile handheld devices, 

personal digital assistance (PDA), cell phones, smart phones, palm-pads, 

wired or wireless, narrowband or broadband or many similar devices are 

used for business or pleasures. This means, e-commerce covers wider range 
of activities whether commercial or personal regardless of users, purposes 

and tools.  Though, all of these definitions differ in some way, they each 
seem to share ultimately the same view.  

Historically, the internet began in 1969 as a Department of Defense 

experiment of USA that involved networking for computers to facilitate 
communications in the event of a nuclear war (Azam, 2007, Kenneth et al., 

2012). However, Internet has been commercialized in 1993 (Azam, 2007). 
 

2.2 Business Applications of E-Commerce 

The classical application of e-commerce is the “transformation of key 

business processes through the use of internet” (Schineder, 2004). This 
includes business to business (B2B) and business to customers (B2C) e-

commerce and different functional areas of business. A comprehensive 

review of business applications of e-commerce in SMEs related literature 

shows that after the second wave of e-commerce scholars (e.g. Sulaiman, 
2000, Jahanshahi et al., 2011, 2012, Zaied, 2012) have reviewed different 

business functions or activities of e-commerce. These can be grouped as (1) 

electronic advertising (2) electronic marketing (3) customer support service 
(4) order & delivery and (5) online payment. However, according to 

literature review most SMEs have not fully adopted e-commerce 

applications. Studies of e-commerce in relation to SMEs have reported that 
e-commerce adoption by SMEs in developing countries is very low and 

limited to the basic e-commerce applications particularly of e-mail or web 

presence only. For examples, very low level and limited to basic 

applications of e-commerce were found in Sri Lankan SMEs (Gunawardana, 
2018), Tourism Industry in Nepal (Aishan, 2020) Malaysian SMEs (Hashim 

& Noor, 2014), Indian SMEs (Jahanshahi et al., 2012, FICCI, 2013), 

Indonesian SMEs (Hasan et al., 2020) and SMEs in Vietnam (Huy et al., 
2012). Further, according to ERIA (2018) (cited in OECD, 2019), 56 

percent of SMEs in  South East Asian (SEA) countries have adopted “basic 

level of ICT adoption”. This includes emails, PC etc. According to the same 

report, only 34 percent of SMEs of SEA have adopted an “intermediate 
level” which includes website adoption. On the otherhand, only 10 percent 
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SMEs of SE countries are at an “advanced level” such as CRM, automation, 
central server etc. Bangladesh is not exceptional. To study the “Critical 

Success Factors (CSF) on e-Commerce Adoption in Bangladesh SMEs”, 

Billal et al., (2019) noted that “the SMEs role in the adoption process of e-

commerce still limited”.  According to these studies, most of the SMEs have 
not implemented advanced e-commerce applications such as integration or 

enterprise solutions. A large number of SMEs use their websites as 

additional tool for advertising and marketing activities. Basically, these 
websites provide information about the firms, products & services they offer 

or for information sharing and customer support services to some extent. 

Advanced business activities such as online payment processing and 
collaboration with business partners are very limited.  This could be due to 

the fact that SMEs suffer from financial resources as advanced applications 
of e-commerce require huge investment.   

2.3 E-Commerce Research Literature from Bangladesh Perspective 

As mentioned earlier, literature reveals that no extensive or remarkable e-
commerce research works have been done from Bangladesh standpoints. 

Little efforts have been given on this regard. Generally, research on e-

commerce in the context of Bangladesh can be grouped as (i) Internet 
adoption (e.g. Azam, 2007) (ii) E-Banking adoption (e.g. Khan et al., 2021, 

Baten,  2010, Hasan et. al., 2010, Nupur, 2010, Khanam et. al., 2005, Ali, 

2010) (iii)  E-Learning (e.g. Mahmud, 2010) (iv) Present status of E-

Commerce (e.g. Jamil & Ahmad, 2009, Bhoumik et al., 2012, Hossain et al., 
2013) (vi)  E-Commerce Framework (e.g. Laisuzzaman et al., 2010, Rajan 

et al., 2011, Karim et al., 2018) and (vi) Online shopping (e.g. Howlader et 

al., 2012, Islam  2018)  and (vii) E-Commerce/ICT adoption by SMEs 
(Billal et al., 2019, Karim et al., 2018, Haque et al., 2015, Mirza & Habib 

2016, Harun & Choyti, 2019, Azam & Quddus, 2009, Hoque et al., 2015). 

However, these papers did not produce any statistical data in relation to e-
commerce usage by SMEs in the country. Present status of e-commerce 

adoption related papers is mainly conceptual in nature and mostly focuses 
on consumers behavior.    

3. Methods and Materials 

The definition of small and medium enterprises (SMEs) for this study has 

been obtained based on the number of employees. These are (i) small 

service and trading enterprise is a firm that employs less than 25 persons and 

small manufacturing enterprise is a firm that employs less than 100 persons 
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(including micro enterprises) and (ii) medium service and trading enterprise 
is a firm that employs less than 100 persons and manufacturing firm is an 

enterprise that employs less than 250 persons defined by the central bank of 
the country (Bangladesh Bank, 2011). 

We have measured e-commerce adoption in terms of use of web site or not 

use of web site for any business activities. This includes both B2B and B2C 

activities conducted via World Wide Web. An enterprise can be using e-
commerce currently or planning to use it in the future (Huy et al., 2012). 

Based on the actual use and the intention to use (use in the future or not use 

in the future) e-commerce, first, we classify SMEs in our samples into two 
binary categories namely adopters and non-adopters (1=if adopted, 

0=otherwise) (Huy et al, 2012). Adopters are those firms which are currently 

using at least a web site for any business activity (Iddris, 2012 & McCole & 

Ramsey, 2005).  Further, to better understand the level of e-commerce 
adoption, as studied by Liew (2009), Zaied (2012) and Jahanshahi et al., 

(2011, 2012) the adopter groups further categorized in terms of e-commerce 

applications. These are as follows:  Promotion  & Marketing - Statistic web 
site is used only for promotion and marketing purposes, i.e. firms provide 

the basic information of the products and services through their web sites. 

Customer Support Service - The firms use interactive web site for providing 
the customer support services such as online queries, feedback, FAQ, form 

entry by users etc. Order & Delivery - The firms use interactive web site for 

product selection, online order & delivery processing etc. and Enterprise 

Solution - This include e-SCM, e-CRM, automation etc., i.e. web sites are 
linked with suppliers, customers, distributions, financial institutions and 

back office systems. On the other hand, to understand the e-commerce 

adoption plan, the non-adopters category is further broken down as follows: 
 

1. SMEs planning to engage in e-commerce within one year (Huy et al., 

2012); 
2. SMEs have a plan to use e-commerce but cannot make a decision when 

it is and 

3. SMEs that do not plan to use e-commerce at all (Huy et al., 2012). 

 
The population for this study is all SMEs in Bangladesh. The survey method 

has been employed to collect the primary data. The surveyed sample of this 

study is SMEs in Bangladesh. Our sample size is 326. This sample size is 
appropriate as sample size larger than 30 and less than 500 are appropriate 

for most research (Sekaran & Bougie, 2011). Statistical software Minitab 16 
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has been used to analyze the data. The target respondents for this study are 
top management (e.g. CEO/owner) of the firms. To assess the current status 

of e-commerce applications among the SMEs in Bangladesh, descriptive 

statistics and crosstabs have been used to describe the basic ICT usages, 

evaluate the e-commerce adoption and the plan of adoption. Finally, 
findings are discussed in the light of similar previous studies.  

  

4. Data Analysis and Findings 

The sample profiles such as the SMEs and respondents’ profiles are 
presented in the first section. The current status of e-commerce adoptions is 

discussed in the last section. This includes PC & internet adoption, web sites 

adoption, the level of e-commerce applications and future plan for e-

commerce adoption.   
 

4.1 Profiles of SMEs 

 
Total 18 categories of SMEs are identified (table 1). Respondents are from 

all areas of enterprises. Collectively, three sectors (i. manufacturing ii. 

wholesale, retail trade, repair of motor vehicles & motorcycles and iii. 
information & communication) have been accounted for more than fifty 

percent (51.23 percent) of the surveyed sample. The largest proportion is 

24.23 percent by manufacturing sector. The wholesale, retail trade, repair of 

motor vehicles & motorcycles represent 17.49 percent. Mining and 
quarrying have not participated in this study. Further, 50 percent of the 

surveyed SMEs are enterprises with 25 employees. While only 11.96 

percent of the SMEs are enterprises with 151 to 250 employees. Among the 
sampled SMEs, 40.80 percent reported that they are doing business with 

both customers and business (B2C & B2B), followed by 32.82 percent with 

customers (B2C), while 26.38 percent are making business with other 
businesses (B2B). The table also shows that the majority (59.2 percent) of 

SMEs are in the business for more than five years. Furthermore, more than 

one third of SMEs (35.89 percent) reported that they are doing business for 

more than 10 years. The data reveals that the largest proportion (39.57 
percent) of the SMEs  have sales turnover of 50 lac taka or more and only 

about 23.01 percent of SMEs have less than 10 lac taka per year. About 5.52 

percent (18 SMEs) of SMEs were reluctant to disclose their annual sales 
turnover. The same table shows that about 16.26 percent of firms have no 

computer literate employees. On the otherhand, 39.57 (129 SMEs) percent 

firms have 1 to 5 computer literate employees. While, 19.25 percent SMEs 
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employed more than 20 computer literate employees. This indicates that a 
substantial number of SMEs have employed computer literate people in 

their firms. This could be the indication that a good number of firms might 

be using at least computer (PC or laptop) in their business activities. 

 
Table 1: Surveyed SMEs Profile 

Sectors  No. of 

firms 

Percent  

Agriculture  12 3.681 

Mining & quarrying  0 0 

Manufacturing  79 24.233 

Electricity, gas, steam & air-conditioning supply 8 2.454 

Water supply, sewerage, waste management & 
remediation activities  

4 1.227 

Construction  19 5.828 

Wholesale, retail trade, repair of motor vehicles &  

motorcycles  

57 17.485 

Transportation & storage  11 3.374 

Accommodation & food services activities (hotel, 

restaurant, cafes) 

12 3.681 

Information & communication  31 9.509 

Financial & insurance activities  21 6.442 

Real estate activities  19 5.828 

Professional, scientific & technical  8 2.454 

Administrative & support activities  4 1.227 

Public administration & defense, compulsory social 
security 

3 0.920 

Education  15 4.601 

Human health & social work  17 5.215 

Arts, entertainment & recreation  6 1.840 

Total  326 100.00 

Employee size   

≤25 163 50.00 

26-50 47 14.42 

51-100 56 17.18 

101-150 21 6.44 

151-250 39 11.96 

Total  326 100.00 

Primary business focuses   
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Business to Business (B2B) 
Business to Customers (B2C) 

Both B2B & B2C 

86  
107  

133  

26.38 
32.82 

40.80 

Total  326  100.00 

Number of years in business   

<2  
  2-5 

>5-10 

>10-15 
  15+ 

35 
98 

76 

47 
70 

10.74 
30.06 

23.31 

14.42 
21.47 

Total  326  100.00 

Annual sales   

≤10 
>10-20 

>20-30 

>30-40 

>40-50 
  50+ 

Missing 

75 
42 

23 

17 

22 
129 

18 

23.01 
12.88 

7.06 

5.21 

6.75 
39.57 

5.52 

Total 326 94.48 

Number of computer literate employees No. of 
firms 

percent 

None 

1-5 
 6-10 

11-15 

16-20 

20+ 

53 

129 
42 

25 

15 

62 

16.26 

39.57 
12.88 

7.67 

4.60 

19.02 

Total  326 100.00 

 

4.2 Respondents Profile 

 
Among the respondents, 86.81 percent of are male and 13.19 percent are 

female (table 2). The age distribution shows that the majority of the 

respondents (81.59 percent) are found to be between 20 to 40 years old. A 
small proportion (4.30 percent) of the decision makers is over 50 years of 

age. In terms of education as shown in the table 44.48 percent of the 

respondents hold bachelor degrees and about 41.41 percent of the 
respondents hold master degrees. This means, more than 85 percent of the 
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respondents are at least graduates. The gender, age and education 
distributions of the respondents indicate that like other neighboring 

countries (e.g. India, Sri Lanka, Vietnam, Malaysia, Singapore), there is a 

male dominance in Bangladesh who are fairly young in age and most of 

sampled entrepreneurs are at least graduates. Further, according to this table, 
almost 68.40 percent of the respondents are owners and 31.60 percent are 

managers. This finding indicates that “most SMEs are run by a manager 

who is usually a decision maker and at the same time the owner of the firm” 
(Demirbasetal, 2011). We could remark that the majority of the respondents 

(66.87 percent) have been in the current business for less than 5 years. Only 

about 15 percent of the respondents have been in the current business for 
more than 10 years.  

 

Table 2: Respondents Profile 

Gender No. of firms Percent  

Male  

Female 

283  

43  

86.81 

13.19 

Total  326 100.00 

Age of the respondents   

<20 

  20-30 

>30-40 

>40-50 
Over 50 

Missing 

9  

64  

202  

36  
14 

1  

2.76 

19.63 

61.96 

11.04 
4.30 

0.31 

Total  326 100 

Education level of respondents   

Below SSC 

SSC 

HSC  
Bachelor 

Master  

PhD 

Missing 

1 

14 

29  
145  

135  

1  

1 

0.31 

4.29 

8.89 
44.48 

41.41 

0.31 

0.31 

Total  326 100 

Employment positions   

Owner/CEO  

Manager 

223  

103  

68.40 

31.60 

Total  326  100.00 
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Number of years in current  positions   

<5 years 
  5-10  

>10-15 

Over 15  
Missing 

218  
  58  

  24  

  24  
2 

66.87 
17.79 

  7.36 

  7.36 
0.62 

Total  326 100 

   

 4.3 Current Status of E-Commerce Adoption 
    
   4.3.1 PC and Internet Adoption 

In terms of overall ICT adoption (table 3.1) majority (83.74 percent) of the 

SMEs have adopted computer (PC or laptop) in their business, while 76.69 

percent SMEs have internet connection. This applies, 16.26 percent SMEs 
(i.e. 326-273=53 SMEs) are not connected with the computer (PC or laptop) 

while 7.05 percent SMEs (i.e. 273-250=23 SMEs) are connected with 

computer but not internet.  
Table 3.1: Overall ICT adoption 

 No. of firms 

Yes (%) No (%) Total (%) 

PC/Laptop Adoption 273 (83.74) 53 (16.26) 326 (100) 

Internet adoption 250 (76.69) 76 (23.31) 326 (100)   

This finding indicates that the ICT adoption in general is progressing. A 

number of SMEs have adopted at least a computer (PC or a laptop). This 
means a substantial number of sampled SMEs in the country understand the 

importance of ICT which could help them to operate their business more 
efficiently and effectively.   

Table 3:2: Company’s Internet Experience 

Internet experience (years) No. of 
firms 

Percent 

<2 years 

  2-4 

>4-6 
>6-8 

>8-10 

Over 10 years  

Not using 

61 

78 

51 
14 

17 

29 

76 

18.71 

23.94 

15.64 
4.29 

5.21 

8.90 

23.31 

Total  326 100.00 
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Furthermore, the majorities (58.29 percent) (table 3.2) of the SMEs have 
been adopted internet for less than 6 years while only 8.90 percent has been 

adopted it for more than 10 years. This means that the majority of 

respondents are relatively new with internet experience which is about five 

years. This is perhaps not surprising since e-commerce is still relatively new 
business practice in Bangladesh and firms intend to adopt a ‘‘wait-and-see’’ 
attitude before adopting new technologies (Teo & Ranganathan, 2004). 

4.3.2 Website Adoption 

 

Table 3.3 shows that more than half (51.53 percent) of the total enterprises 
have websites. This means that 25.15 percent of sampled SMEs (i.e. 250-

168=82 SMEs) (from table 3.1) are connected with internet but do not have 

any website.  

Table 3.3: E-Commerce adoption profile 

Profiles No. of firms Percentage 

Adopters (website ownership) 

Non-adopters   

168 

158 

51.53 

48.47 

Total  326      100.00 
 

To contextualize this finding, e-commerce adoption (measured by website 
adoption) by SMEs in Bangladesh is in a moderate state. Though this is a 

new study in the country, this finding can be justified by the conceptual 

study of Bhoumik et al., (2012). Without producing any statistical data and 
size or types of the firms, Bhoumik et al., (2012) argued that “traditional 

retailers and catalogue companies of Bangladesh have created websites”. 

This could be an indication of increasing interest in the use of e-commerce 
shown by commercial entities in the country. 

 

4.3.3 Sector wise E-Commerce Adoption 
 

E-Commerce adoption with respect to sectoral distribution is presented in 

the table 3.4. This table shows that among the e-commerce adopters firms, 
13.19 percent are manufacturing, 5.82 percent are wholesale, retail trade and 

repair of motor vehicles & motorcycles. Further, 7.36 percent are 

information & communications SMEs. This applies, out of 79 surveyed 

manufacturing SMEs, 43 (13.19 percent of total sample) of them have 
adopted websites, while out of 247 surveyed non-manufacturing SMEs, 125 

(38.35 of total sample) of them have adopted websites. That is within the 

manufacturing group, 54.43 (i.e. 100
79

43
x ) percent of them have adopted 
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websites, while, this value is 50.61 (i.e. 100
247

125
x )  percent within non-

manufacturing SMEs.   

Table  3.4: E-Commerce adoption: manufacturing SMEs vs. non-
manufacturing SMEs 

 
 No. of firms 

Sectors  Adopters 

(%) 

Non- Adopters               

(%) 

Total (%) 

Agriculture  5 (1.534) 7 (2.147) 12 (3.681) 

Manufacturing  43 

(13.190) 

36 (11.043) 79 

(24.233) 

Mining & quarrying  0  0 0 

Electricity, gas, steam & air-

conditioning supply 

4 (1.23) 4 (1.23) 8 (2.454) 

Water supply, sewerage, waste 

management & remediation 

activities  

3 (0.920) 1(0.307) 4(1.227) 

Construction  10 (3.067) 9 (2.761) 19 (5.828) 

Wholesale, retail trade, repair of 

motor vehicles & motorcycles  

19 (5.828) 38 (11.656) 57 

(17.485) 

Transportation & storage  3 (0.920) 8 (2.454) 11 (3.374) 

Accommodation & food services 
activities (hotel, restaurant, 

cafes) 

8 (2.454) 4 (1.227) 12 (3.681) 

Information & communication  24 (7.362) 7 (2.147) 31 (9.509) 

Financial & insurance activities  16 (4.908) 5 (1.534) 21 (6.442) 

Real estate activities  9 (2.761) 10 (3.067) 19 (5.828) 

Professional, scientific & 

technical  

6 (1.840) 2 (0.613) 8 (2.454) 

Administrative & support 

activities  

2 (0.613) 2 (0.613) 4 (1.227) 

Public administration & defense, 

compulsory social security 

0 3 (0.920) 3 (0.920) 

Education  7 (2.147) 8 (2.454) 15 (4.601) 

Human health & social work  6 (1.840) 11 (3.374) 17 (5.215) 

Arts, entertainment & recreation  3 (0.920) 3 (0.920) 6 (1.840) 

Total  168 

(51.534) 

158 (48.466) 326 (100) 
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4.3.4 E-Commerce Adoption and Primary Business Focuses 

 

Table 3.5 shows that among the e-commerce adopters group, 13.80  percent 

of them are involved with B2B; 15.03 percent are B2C and as many as 

22.70 percent of them are involved with both B2B & B2C.  
  

Table 3.5: E-Commerce Adoption: Primary business focuses 

 No. of firms 

Primary Focus   Adopters 

(%) 

Non adopters 

(%) 

Total  (%) 

Business to Business 

(B2B) 

Business to Customers 
(B2C) 

Both B2B & B2C 

45 (13.80) 

49 (15.03) 

74 (22.70) 

41 (12.58) 

       58 (17.79) 

59 (18.10) 

86 (26.38) 

107 

(32.82) 
133 

(40.80) 

Total  168 (51.53) 158 (48.47) 326 (100) 

  

4.3.5 Business Applications of E-Commerce 

 
The number of firms that belong to each category and their corresponding 

percentages along with non-adopters’ group are presented in the following 

table (table 3.6). 

Table 3.6:  Current status of e-commerce applications 

 No. of firms Percent  

Non-Adopters  158   48.47 

Promotion & Marketing 82   25.15 

Customer Support 

Service 

43   13.19 

Order & Delivery  42   12.88 

Enterprise Solution  1     0.31 

Total  326   100 

 

Table shows that majority sampled SMEs (82) which is 25.15 percent of 
total sampled SMEs (48.82 percent among adopters group) use their web 

sites only for promotion and marketing purposes. SMEs in this category 

provides the basic information regarding products and services for their 

current and potential customers. On the other hand, 43 sampled SMEs which 
is 13.19 percent of total sample (25.61 percent among adopters group)  have 

the provision for customer support and services and 42 SMEs which is 12.88 
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percent of total sample (25.00 percent among adopter group) use their web 
sites for placing online order and delivery options. Only one SMEs has a 

website and the firm has implemented some kind of enterprise solutions 

(e.g. coordinating procurement with suppliers).  

 
Though initial results of e-commerce adoption indicates that SMEs in 

Bangladesh are at a fairly moderate state but subsequent analysis show that 

the advanced level of e-commerce usage among the SMEs in Bangladesh is 
very low. This means, adoption of enterprise solution is not progressing. 

Again, we cannot compare the results due to lack of relevant studies in the 

country. However, these findings can be justified with some e-commerce 
related research in other areas from Bangladesh perspective (e.g. Bhoumik 

et al., 2012, Howlader et al., 2012, Laisuzzaman et al., 2010). These 

researchers  without producing any statistical data, types and size of the 

firms, argued the following in general: in Bangladesh (a) ”web sites mainly 
provide information about the organization and its products and services”  

and “there are very few web sites where financial transactions can be 

completed” (Bhowmik, 2012) (b) ”Bangladesh  is  far away  to  adapt  with 
the  main stream  of  e-commerce  application” (Laisuzzaman et al., 2010) 

and (c) “commercial  use  of  internet  is  still  limited  in  Bangladesh” 

(Howlader et al., 2012). (d) “the SMEs role in the adoption process of e-
Commerce still limited” in Bangladesh (Billal et al., 2019). Hence, we can 

contextualize that most SMEs have not implemented advanced e-commerce 

applications such as enterprise solutions. A large number of SMEs are using 

websites mainly for additional marketing tools. Basically, these websites 
provide information about the firms and the products & services they offer 

or for information sharing and customer support services to some extent.   

  
4.3.6. E-Commerce Adoption Plan:  

 

Table 3.7 shows that, about 33.44 percent of the SMEs have a plan to 

implement e-commerce in the future, while about 15 percent of the SMEs 
have no plan at all. 
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Table 3.7: E-Commerce adoption plan 

Plan No. of firms Percentage  

Currently using (website adopters) * 168 51.53 

Have a plan within one year 74 22.70 

Have a plan but cannot make decision 

when it is  

35 10.74 

No plan at all  49 15.03 

Total 326 100.00 

*  From table 3.3 

5. Concluding Remarks and Recommendations 

This empirical research indicates that e-commerce adoption by SMEs in 
Bangladesh is at least at moderate state. Little more than half of the SMEs in 

the country have adopted at least a website for their basic business 

functions. They use their websites for advertising, marketing and customer 
support services to some extent. Full functionality applications of e-

commerce such as integration with business partners (e.g. suppliers) is 

almost absent. However, in other side of the coin, one of the most important 
advantages of SMEs in Bangladesh is that majority of the decision makers 

are young in age and at least graduates. We argue that at least graduates of 

these young entrepreneurs have better understanding of the e-commerce 

benefits can bring and have better exposure to the information society. The 
full functionality applications of e-commerce will help SMEs to cost 

reduction, operational efficiency, better customer services, better inventory 

management and market expansion. To compete with large firms in 
domestic market as well as in international market, institutional support is 

necessary for SMEs to speed up the use of e-commerce in the country. This 

support should include developing strategic planning, motivation & training 
and finance. “Since small  and  medium  enterprises  are  the  strength point  

of  a  dynamic  economy or resources, increasing development of ICT has 

provided suitable ground for the improvement of the organizations 

performance” (Jahanshahi et al., 2012). Further, we already witness the 
contribution of SMEs in the country economy in terms GDP contribution 

and industrial employment generation. Hence, we believe providing relevant 

support on the priority basis to SMEs in the context of advanced e-
commerce applications will not only improve the performance of the firms 

but also economic sustainability of the country.  
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We believe, SMEs have been struggling to survive due to covid-19 
pandemic. However, this pandemic can open a great opportunity for SMEs. 

With relevant support, SMEs with low capital, can capitalize the “new 

normal” business environment during Covid-19 pandemic and likely to 

adopt more e-commerce. We believe integration of advanced functional 
business activities through e-commerce (e.g. e-CRM, e-SCM etc.) is the 

most important priorities demand in the current business environment under 

the unpredictable future of Covid-19 pandemic. Without any doubt we can 
imagine the sharp rise in growth of SMEs if they can adopt advanced e-

commerce tools with their business activities during this pandemic. The 

empirical findings of this study will close the knowledge gap and help 
researchers, practitioners and policy makers to better understand the current 

trend of e-commerce usage among SMEs in the country and act accordingly.  

For further research, focuses on the following areas can be given: (1) 

benefits of e-commerce (2) inhibitors and influential factors of e-commerce 
adoption (3) impact of Covid-19 pandemic on e-commerce applications. 

Further, comparative study between manufacturing SMEs and non-
manufacturing SMEs can be undertaken.  
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