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Part 1
[bookmark: _Toc227515315]Critical Exploration of the Purpose, Content and Format of a Critical Literature Review for Doctoral Research
[bookmark: _Toc227515316]1.1 Introduction
A Critical Literature Review (CLR) is a fundamental aspect of a doctoral study. At the doctoral level, ideas, the comparison of explanations, as well as the detection of contradictions and justification of a new study, must be based on the review (Garrod, 2023). It is the intellectual basis based on which the researcher will identify the problem, situate the study under the existing knowledge and demonstrate how the study will further enhance scholarship and practice. This is particularly relevant to the DBA research, since the doctorate is generally expected to produce academic relevance (Phillips and Barker, 2021).
The literature review made by a doctoral researcher should also go beyond finding a mere gap. A field can have several studies and yet be illuminated due to fragmenting its ideas, repeating its theories, being limited in its methods, or failing to understand its usefulness (Gheondea, 2015). A rigorous CLR would thus inquire not just what lacks but what is under-theorised or has limited connections. It enables the researcher to switch to problematisation as well as to information gathering, toward a conceptual positioning (Garrod, 2023).
[bookmark: _Toc227515317]1.2 Purpose of a Critical Literature Review in Doctoral Research
The initial aim of a CLR is to place the research within existing knowledge. To demonstrate the relevance of the proposed research project, a doctoral scholar needs to demonstrate which questions the proposed research addresses, which arguments it has to do with, and how it compares with earlier studies (Garrod, 2023). This involves arriving at a judgment regarding what is well explained by the field, where there is uncertainty and the assumptions that persist in shaping the literature. The review thus maps the field and assists in narrowing the research problem (Phillips and Barker, 2021).
The second reason is to create a significant gap in research. At the doctoral level, a gap is not to be handled as a simple lack of studies. It can rather be conceptual vagueness, ineffective theoretical assimilation, methodological habits, inconsistent empirical performance or restricted practical merit (Teece, 2018). A critical review thus looks at the quality of the exposition in the field and not just the number of publications. The originality of doctoral research can be seen in demonstrating the incompleteness or insufficiency of existing explanations (Gheondea, 2015).
The third reason is to critically evaluate the theory. Doctoral research must not employ theory monotonically and believe that a widely-known framework is necessarily appropriate. The CLR ought to look at assumptions, constraints, and theories applied in the scientific discipline (Amit and Zott, 2017). It must pose the question of whether a single perspective is sufficient to the research problem or whether the research requires theoretical comparison or integration. This is particularly crucial in DBA research, as business issues may frequently involve multi-level analysis of multiple levels (Merhi, 2022; Teece, 2018).
The fourth reason is to inform the research design. The review can look at the emergence of knowledge, focusing on the methods, data sources, units of analysis, and the trends of evidence. Methodological review aids the researcher to know what is known, but how knowledge was acquired and what gaps of knowledge are still available. Cross-sectional surveys can be useful in showing perceptions and associations, but remains little to tell us about process, context or time changes (McDonagh et al., 2013).
One last objective is to specify the contribution. The contribution in a DBA should be scholarly and practical. The literature review should thus reflect why the current knowledge is lacking in explaining something, why it is important to managerial or policy practices, and how the proposed study can help in responding to it (Garrod, 2023).
[bookmark: _Toc227515318]1.3 Content of Critical Literature Review
A doctoral CLR should be selective, analytical and must be closely related to the research problem. It will not need to be a comprehensive source in the field. Rather, it ought to figure out pertinent, rigorous literature and structure it with respect to the primary conceptual, theoretical, empirical, and methodological controversies (Garrod, 2023). A major limitation with literature reviews is that they end up being descriptive lists of literature. This should not be done in a doctoral review as the sources have to be synthesised comparatively and used to construct a lasting argument (Gheondea, 2015).
Conceptual clarification is one of the important aspects of content. An effective review must present important ideas concisely and demonstrate how such ideas have been employed by other writers in varied manners (Dodgson, 2021). The word can have multiple meanings in numerous areas. In case the ambiguity is overlooked, the research will be weakly based. Having conceptual clarity is thus a necessary aspect of doctoral work since it establishes precision and avoids confusion later in analysis (Phillips and Barker, 2021).
The second aspect is theoretical analysis. The CLR ought to assess the key theories in the field and analyse the strengths and weaknesses of each one (Teece, 2018). There are those which are behaviour-based, others resource-based, others are organisational, institutional or market-based. These theories should not be stated by a doctoral review. It is expected to compare them and decide whether either of the theories will be adequate or the research issue necessitates a wider theoretical discourse (Merhi, 2022).
Empirical synthesis is a third element. The CLR ought to discover the regularities, inconsistencies, and gaps in the literature. It must enquire why there are differences in findings and whether these differences are due to context, method, theory, measurement, or timing (Clark, 2016). This enables the researcher to transform scattered evidence into a robust analytical narrative. It can be superficial of the field to appear impoverished of studies and still have a deficiency of cumulative knowledge because the results lack critical synthesis (Hendricks and Mwapwele, 2023).
Fourth is methodological review. In the literature review, the prevailing approaches within the sphere, as well as the implications of the approaches in the production of knowledge, should be commented on. When one design is overused in a given field, then the researcher ought to indicate the same. When certain approaches have provided a better understanding than others should likewise be appreciated (McDonagh et al., 2013).
The quality of sources is another factor that is vital. Peer-reviewed journal articles, books and rigorous review papers should be the primary sources of a DBA-level review. Weak journals, references reoccurring, blogging commentary, and evidence-free suggestions should not comprise the greater part of the main research (Dodgson, 2021). Finally, the content of a doctoral CLR must lead to a sound statement of the contribution of the study.
A doctoral CLR must have content that results in a sound statement of the contribution of the study. The review is supposed to show what is still underdeveloped in theory, what is still largely unknown in empirical terms, what its methodological shortcomings still constrain the field, and why such problems have practical importance (Clark, 2016).
[bookmark: _Toc227515319]1.4 Format and Structure of a Critical Literature Review
The structure of CLR is important as even the most powerful thinking can be undermined by the incompetence of the method. A doctoral literature review must be comprehensible, clearly structured and related to the research problem (Phillips and Barker, 2021). It needs to be analytical throughout. The thematic structure is the most effective since it enables the researcher to cluster literature into large issues, make comparisons with evidence in various issues and come up with a cumulative argument. This tends to be more powerful than a chronological structure that might turn descriptive (Garrod, 2023).
An effective review tends to start with the general context and proceed to a particular issue. It can start with a general introduction to the field, followed by a discussion of concepts and theories, followed by a discussion of debates, and then the identification of gaps and contributions (Phillips and Barker, 2021). Each section must be linked to the next in such a manner that the review appears as a single argument as opposed to a series of unrelated summaries.
Transparency is also required in rigour. The researcher ought to describe the methods used to search literature, the inclusion criteria, exclusion criteria and the development of themes. A systematic procedure is not sufficient, though. High CLR thus integrates a transparent approach with critical thinking and reflexivity (McDonagh et al., 2013; Gheondea, 2015).
[bookmark: _Toc227515320]1.5 Conclusion
A Critical Literature Review is a preparatory phase of doctoral research since it forms the intellectual foundation of the entire research. It grounds the research, problematises the field, conceptualises concepts, evaluates theory, evaluates methods and defines contribution. These functions are particularly critical in DBA research since the review should help to prove both scientific originality and usefulness. A quality CLR must be critical, coherent, selective and contribution-oriented. It is supposed to state, where the current knowledge falls short, what it can achieve, and how a new study can react to it with conceptual rigour and practical importance.
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[bookmark: _Toc227515322]Part 2
[bookmark: _Toc227515323]Annotated Bibliography
The annotated bibliography serves the research paper being discussed under the name of Exploring How E-Commerce Creates and Constrains Value in Bangladesh’s Retail Sector: A DBA Study of SMEs, Consumer Trust, and Institutional Conditions. It is structured as a DBA working paper, as opposed to an unrelated table of assorted articles and notes. The sources are divided into mini-synthesis units which indicate the key discussions influencing the research: value creation, adoption and its boundaries, SME competency, transformation of the retail sector, consumer trust, institutional factors and the Bangladesh-related realities. Such a format is better fitting to doctoral research as it can compare, synthesise, and criticise across groups of research and does not address each article individually.
[bookmark: _Toc227515324]1. Theoretical Foundations of E-Commerce Adoption
A single model should not be considered as the theoretical basis of this research. According to the literature, it is not possible to consider e-commerce in developing-country retail by using the basic acceptance theories only. A framework at the DBA-level must thus be theoretically integrated. The most helpful framework is to consider adoption theories as a layer, after which to relate it with firm-level, strategic and institutional explanations.
TAM and UTAUT can be useful in explaining the behavioural intention and the perceived usefulness, particularly on the consumer side. Venkatesh and Thong (2016), Williams et al. (2015), Marikyan and Papagiannidis (2021), and Wang et al. (2021) can demonstrate the impact of these theories on digital adoption research. Bangladesh-oriented literature like Azam et al. (2021), Islam, Islam and Zannat (2023), Afrin and Sarker (2025), and Islam, Hoque and Sorwar (2016) attest that these models continue to elucidate significant aspects of online use. Nonetheless, they are limited as they elucidate the adoption far more than value creation.
TOE provides a more robust bridge between personal acceptance and the setting. Abed (2020), Bening et al. (2023), Nguyen, Le and Vu (2022), Setiyani and Rostiani (2021) and Emon et al. (2025) can be used in the given case since they demonstrate that the use of technology is contingent on the combination of technological, organisational, and environmental factors. This renders TOE a better adoption lens to be used by SMEs as opposed to TAM.
RBV and dynamic capabilities are required to address the issue of why certain firms may reap higher benefits through e-commerce than others. Yang, Xun and He (2015), Yang, Xun and Chong (2022), Teece (2018), and Yao et al. (2024) are particularly helpful as they make a shift to the concept of complementary resources, learning, adaptation and strategic reconfiguration. These theories play the key role in explaining the value of firms, the upgrading of capabilities as well as resilience.
The concept of business model innovation is the one that will be required to describe how digital retail develops and capture value. Amit and Zott (2012, 2017), Foss and Saebi (2017), Wirtz et al. (2016), Wang et al. (2018), and Zott and Amit (2017) contribute to the understanding of why e-commerce is not only a channel, but a reconfiguration of how firms conduct their transactions, coordinate, and compete. This is the key to the transformation of retail.
An institutional theory is required since the title literally contains institutional conditions. Ahi, Sinkovics and Sinkovics (2023), Cumming et al. (2023), Merhi (2022), Effah (2013), Fauzi and Sheng (2022), Özbek et al. (2024) and Molla, Taylor and Licker (2006) all concur that regulation, reliability of law, Bangladesh is not a setting just that. It is a context theory relevant to the investigation of the guidance of institutional constraints as influencing digital retail value.
[bookmark: _Toc227515325]2. Conceptualising E-Commerce Value
This block demonstrates that the value of e-commerce cannot be considered to be a single outcome. The sources suggest that value should be contemplated in layers: the firm value, the consumer value, and the broader ecosystem value. This matters as it gets the literature in line with a more doctoral and analytically accurate comprehension of value.
Amit and Zott (2012) investigated the innovation of business models as one of the sources of value creation. It is an authoritative source since it assists in situating e-commerce as an issue that is strategic and not a technology issue.
Amit and Zott (2017) studied e-commerce business model value and drivers. The given source will come in very handy when discussing the issue of value creation and value capture in digital retail.
The research was a review of 15 years of business model innovation by Foss and Saebi (2017). This aids in the construction of the value creation that has been researched, and the areas where concepts appear to have gaps.
Wirtz et al. (2016) examined the evolution of business model research. This can help lay a broader conceptual foundation of digital business value.
Zott and Amit (2017) studied the role of business model innovation in the value creation in the digital economy. This applies directly to the theme of this study on value creation and constraints.
Teece (2018) associated business models with dynamic capabilities. This is particularly relevant in elucidating the reasons why the value outcomes vary at different firms.
Wang et al. (2018) researched the business model innovation, which is based on the supply chain in the context of e-commerce across the border. This assists in bridging the gap between the discussion of business model and logistics and operational value.
Olah et al. (2018) conducted a study about sustainable e-commerce on an economic, social, and environmental level. This expands the concept of value to the basic financial results.
In the previous decade, the study by Rosario and Raimundo (2021) reviewed the consumer marketing strategy and e-commerce. This can be handy to demonstrate the way in which the field has grown, but it is more general.
Taher (2021) wrote about the benefits and demerits of e-commerce. This is a simple source, albeit handy to put into context broad benefit-constraint arguments in introductory sources.
[bookmark: _Toc227515326]3. Adoption Literature and Its Limits
This literature clarifies the reasons why adoption is taking place, but lacks an adequate explanation of why adoption becomes sustainable value. Cross-sectional surveys, self-reported perceptions and intention-based variables are mostly dominant in the field. Urban consumers, particularly in Dhaka, also feature in the list of studies on Bangladesh, which poses sample and context constraints. This contributes to the argument in favour of abandoning the weight-laden adoption explanation.
Venkatesh and Thong (2016) synthesised UTAUT and the future directions. It is an adopted background and aid, but less assistance with explained realised value.
Williams et al. (2015) reviewed UTAUT applications. This assists in demonstrating that acceptance models have prevailed in the digital research.
Marikyan and Papagiannidis (2021) gave a brief description of UTAUT. This can be used as clarification of theory.
Wang et al. (2021) provided bibliometric review of research UTAUT. It comes in handy to indicate the levels and orientation of adoption-based work.
Molla and Licker (2005) investigated the e-readiness in the context of e-commerce adoption. This continues to be a significant classic source towards developing-country preparedness.
Molla, Taylor and Licker (2006) investigated how institutions affect a diffusion of e-commerce. This comes in handy as it shifts the analysis of adoption towards one of contextual explanation.
A systematic review of the literature on e-commerce adoption during developing countries was done by Hendricks and Mwapwele (2023). It is an extremely robust background source to the developing-country adoption literature.
Abed (2020) conducted a study of the adoption of social commerce founded on TOE among Saudi SMEs. This comes in handy since TOE is more adaptable to be given to organisations compared with TAM alone.
Bening et al. (2023) implemented DTOE to the SMEs in Indonesia. This reinforces organisational adoption aspect of the review.
Nguyen, Le and Vu (2022) scaled TOE to online shopping in digitalization. This would be of great help in connecting TOE with retail use.
Setiyani and Rostiani (2021) analysed SME adoption through TOE in Indonesia. This is not highly essential source, but supports the organisational adoption block.
Emon and Nahid (2023) studied the adoption of sustainable e-commerce by Bangladeshi SMEs. This is practical since it provides first-hand evidence of Bangladesh SMEs, but the procedure seems to be survey-based.
Emon et al. (2025) used TOE to investigate the sustainable adoption of e-commerce among Bangladeshi SMEs. This comes in handy at the recent Bangladesh SME discussion, but is nonetheless adoption-oriented.
Hossain et al. (2025) assessed technological drivers that enhance the adoption of e-commerce among SME. This facilitates the adoption block but not helpful to realise value.
Ghobakhloo, Arias-Aranda and Benitez-Amado (2011) researched acceptance of e-commerce applications in SMEs. It is a resourceful older background source.
Nasco, Toledo and Mykytyn (2008) streamlined the adoption of e-commerce amid Chilean SMEs. This is less current, but still useful as comparative evidence in the developing countries.
Poorangi et al. (2013) revisited Rogers’ model for Malaysian SMEs. This can be used as supplementary diffusion-based evidence.
Abou-Shouk, Megicks and Lim (2013) studied EM travel agent perceived benefits and adoption in Egypt. This can be used to comparatively adopt logic of developing countries.
Ainur Rofiq, Mula and Scott (2011) implemented TPB in Indonesia. This is more tangential to your ultimate framework, but helpful as testament to previous behavioural-model dependence.
Junaid-ur-Rehman (2022) tested in low e-commerce adoption the reasoned-action theories. This assists in demonstrating that simple behavioural theories alone might not be enough.
Hassen, Abd Rahim and Shah (2019) analysed adoption models in developing countries. This can be used as a comparative overview but not a primary source.
Barkat (2018) researched the adoption of m-commerce in fashion in Bangladesh. It is a weaker source as well but also gives local contextual evidences.
The article by Azam et al. (2021) is about the e-commerce adoption among Bangladeshi individuals. This is among a stronger source of Bangladesh consumer-adoption.
Islam, Hoque and Sorwar (2016) studied the intention of Bangladeshi customers to utilize e-commerce using TAM. This will come in handy since a previous adoption study in Bangladesh.
Islam, Islam and Zannat (2023) tested the behavioural intention to online shopping in Bangladesh through TAM. It is a newer source of consumer-adoption in Bangladesh.
TAM has been generalized by Afrin and Sarker (2025) using trust and usability in Dhaka. This is helpful as it introduces credibility to a crudite acceptance model.
Hossain, Hussain and Akther (2023) explored behavioural intentions in the developing economies using TAM. It can aid as a comparative adoption study, but not a reference source.
Rahi et al. (2018) used UTAUT in online banking. This is a lower priority to retail e-commerce, though again, good as evidence to cross domain adoption.
The partially fitting of Aslam et al. (2020) can also sit in this aspect since trust and loyalty are leviers of continuance use.
The (extended) TPB was used by Nourin et al. (2025) in addressing AI-driven e-commerce adoption in Bangladesh. This can be applied in emerging technology discourse, but is more peripheral.
Ismail et al. (2024) contrasted TAM, TTF, and UTAUT with digital transformation theory. This is not central and helpful in discussing the theories.
Sari and Dirgahayu (2017) correlated the TPB with culture in the use of e-commerce. This is an addition to social-cultural factors.
[bookmark: _Toc227515327]4. SME Capability, Resources, and Retail Transformation
This block indicates that firm value is based on the internal capability, strategic flexibility, complementary resources and external preparedness. It endorses the RBV and dynamic capabilities to a far greater degree than the TAM-like adoption models. It also helps in establishing the focus of the teacher on SMEs and retail transformation as opposed to the overall commentary in the market.
Abebe (2014) attributed the adoption of e-commerce, entrepreneurial orientation and performance of SMEs. This can be helpful in assimilating adoption and organisational outcomes.
Alzahrani (2019) investigated how the integration of e-commerce affected the business strategy of Saudi SMEs. This comes in handy since it starts to switch towards adoption into the strategic implications.
Ainin et al. (2015) examined the social media applications by SMEs and performance results. This can be applicable since digital competence is no longer restricted to formal platforms but to online engagement competence.
Alshamaila, Papagiannidis and Li (2013) explored the use of cloud computing among SMEs based on a multi-perspective framework. This is not yet e-commerce per se, but it assists in supporting the digital preparedness of organisations.
Fang (2023) researched the effects of e-commerce on the Chinese retail corporations. It is a helpful relative performance analysis of retail performance.
Yang, Xun and He (2015) studied the role of e-commerce investments and firm performance in the context of RBV. This is among the most powerful sources of capabilities.
Yang, Xun and Chong (2022) examined the combination of resources and SME performance. This goes hand in hand with the claim that value hinges on more than being digital.
Kabanda and Brown (2017) evaluated the adoption of SME e-commerce in Tanzania with the structuration theory. This can be helpful to demonstrate the significance of context and organisational process.
Hånell et al. (2020) researched e-commerce among retail SMEs in internationalisation. This would help to connect retail transformation and strategic change.
Karim and Qi (2020) analysed the motivation of Bangladeshi manufacturers and retailers to turn towards virtual stores. It is also one of the most topical sources of Bangladesh's retail transformation.
Khan et al. (2025) posed the question: Is SME e-commerce adoption in digitalisation required? This applies to new SMEs debates on digitalisation.
Susanty et al. (2025) observed the use of digital technology and its effectiveness in textile and garment SMEs. This can be used as comparative evidence on the performance implications of SMEs.
Yao et al. (2024) analysed cross-border e-commerce SMEs, transformative digitalisation, and volatility in managerial abilities through a mixed-methods study. This will be particularly practical since it introduces dynamic capabilities to the SME discourse.
A dissertation and not a core journal source, ADAMS (2022) on strategies for small retail businesses can nevertheless prove useful with regard to practical retail strategy thinking.
The B2B e-commerce adoption study of Bangladesh garment SMEs by AL-AMIN (2020) will be suitable as evidence of the sector-specific practice in Bangladesh, but it is also a dissertation.
Hossain et al. (2024) on the readiness of the e-commerce market in Bangladesh has been of application as background information, but it is conference-based.
[bookmark: _Toc227515328]5. Consumer Trust, Service Quality, and Consumer Value
The trust-related literature is robust in demonstrating the significance of service quality, efficiency in delivering services, risk perception, and online reputation. Nevertheless, a great number of such studies continue to be based on urban samples, consumer surveys, and intention measures. This implies that they provide a better explanation of consumer attitudes as compared to the interplay of trust, institutional weakness, and the ability of a firm.
Qalati et al. (2021) linked service quality, quality of the website, reputation, trust and perceived risk. This forms a very well-founded leverage of consumer trust.
Saha, Zhuang and Li (2020) investigated the readiness to pay higher efficiency of delivery in Bangladesh. This is a very topical source of Bangladesh that relates the trust to logistics performance.
Sayem et al. (2025) researched the factors of satisfaction among e-commerce customers. This contributes towards empowering the customer value aspect of the framework.
Aslam et al. (2020) examined the motivators of trust and loyalty in e-commerce. This can be applied in associating continuance outcomes with trust.
Enam, Azad and Afrin (2024) studied the behaviour of online shopping in Dhaka. This is handy recent Bangladesh evidence, but urban based.
Datta and Acharjee (2018) examined the attitudes of young consumers towards online shopping in Dhaka. It is not as powerful as the more powerful sources on Bangladesh, but can be useful as supporting evidence.
Hossain, Uddin and Islam (2021) discussed online buying behaviour of drivers in Bangladesh. This would be a handy background to consumer-side trust and behaviour.
Hajli (2015) studied the constructs of social commerce and purchasing intention. This reinforces trust, social influence and interaction online.
Veloutsou and Morgan-Thomas (2015) examined online brand community engagement. This can be used in the context of relational value and loyalty.
ElRaba’a and ElChamie (2024) focused on the role of e-commerce as a consumer trust mediator in the context of retail SMEs in Lebanon. This comes in handy as it relates trust to SME retail environment.
Jahan et al. (2025) studied consumer satisfaction in a Bangladesh agri-digital market system. This is industry-specific, although, is applicable to the consumer satisfaction block.
Nourin et al. (2025) have a role to play here since AI-based adoption also has an impact on consumer trust and attitudes in Bangladesh.
[bookmark: _Toc227515329]6. Institutional Conditions, Policy, and Regulation
The block demonstrates that the issue of value creation could not be only a firm or consumer one. It is also influenced by policy, regulation, trust environment, payment reliability, and logistical systems. It is because institutional theory is needed in your research, and it is because Bangladesh is an important theory-relevant setting.
Ahi, Sinkovics and Sinkovics (2023) discussed e-commerce policy and inclusive development. This is a powerful fundamental source of the institutional block.
Cumming et al. (2023) studied international business and e-commerce policy. It aids in finding digital commerce in the context of larger governance and policy frameworks.
Merhi (2022) examined the use of technology, state, legislation, and society trust in e-commerce usage. This is especially helpful since it directly correlates institutional variables to digital outcomes.
Effah (2013) researched the impact of institutions on the entrepreneurship of e- payments. This comes in handy since the reliability of payments is the key to trust and value creation.
Molla, Taylor and Licker (2006) also come in handy here since they reveal the institutional basis of the diffusion.
In their research on MSME digitalisation, Fauzi and Sheng (2022) adopted the institutional theory approach. This is very applicable in associating SME capability to the institutional conditions.
Özbek et al. (2024) explored the concept of mimetic pressures and the adoption of e-commerce with the help of institutional theory. This is an especially handy new institutional source.
Mujtaba and Cavico (2023) touched on the issue of e-commerce and social media policies. This can play a role as an addition to policy discourse.
Islam, Islam and Sawda (2022) studied cyber vulnerabilities in Bangladesh e-commerce. This will be helpful in terms of risk and the legal trust aspect.
Islam and Zaman (2017) discussed the regulatory system of e-commerce. This is more primitive and weaker than the more powerful journal sources, but can be used as a background legal support.
Azad Chowdhury et al. (2022) discussed the e-commerce sector in Bangladesh was analysed and transition and recovery issues. This is helpful background information, albeit more descriptive.
Sagar, Macchion and Fornasiero (2026) investigated the idea of resilience and environmental sustainability within the Bangladeshi fashion supply chain. This assists to bridge the digital tools and resilience in Bangladesh conditions.
Mustafa et al. (2022) investigated the evolution of sustainable e-commerce in developing countries. It can be utilised to relate the conditions in institutions with policy and sustainability.
Asuku (2026) researched bridging the broadband gap, although it can still be useful to broaden the discussion on institutional infrastructure.
[bookmark: _Toc227515330]7. Bangladesh-Specific Retail and Market Context
The literature on Bangladesh is of value, although in a fragmented form. Much of it is city or consumer-based or issue-related. The manner in which e-commerce generates sustainable business value among various lines of retail industries, as well as the interaction between firm ability, trust, and institutional circumstances, is still poorly elucidated. 
Azam et al. (2021) explored the adoption of e-commerce in the context of Bangladesh.
Karim and Qi (2020) are central as they directly deal with the topic of physical to virtual transfer of Bangladeshi retailers.
As they demonstrate the role of trust and usability in defining Dhaka consumer behaviour, Afrin and Sarker (2025) are helpful.
The evidence of online shopping in Dhaka is updated by Enam et al. (2024).
According to Saha et al. (2020), there is specific evidence about Bangladesh in terms of delivery and willingness to pay.
Salam et al. (2025) would be beneficial due to their extension of the Bangladesh field to the entrepreneurship of females in e-commerce and capacity building.
Kundu et al. (2024) speak about offering personalised recommendations in Bangladesh. It is less central and more operational, but handy in digital service enhancement.
The article by Hossain et al. (2024) on Bangladesh market maturity contributes to giving up-to-date background information.
Azad Chowdhury et al. (2022) offer industry context, recovery-period.
Barkat (2018), Datta and Acharjee (2018), Hossain et al. (2021), Islam et al. (2016), and Jahan et al. (2025) all are supportive elements of local evidence regarding various consumer or sector perspectives.
AL-AMIN (2020) provides Bangladesh sector insight on SMEs in the garments sector.
Islam, Islam and Sawda (2022) introduce the perspective of cyber vulnerability.
Nourin et al. (2025) also introduce an AI perspective related to consumers in Bangladesh.
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[bookmark: _Toc227515334][bookmark: _Hlk227514375]3.1 Introduction
E-commerce has become a significant component of the retail change throughout the globe. It is linked with the broadening of the market, reduced transaction costs, convenience of the customers and the emergence of new digital business opportunities. It is also commonly associated with SME growth, inclusivity and modernisation in developing economies. A closer reading reveals that the field provides much explanation of adoption rather than providing value realisation. The literature is fairly robust about the reasons firms and consumers begin to utilise e-commerce, but far less robust as to how e-commerce generates sustainable value, why value is not evenly distributed and why certain firms are more successful than others.
This difference is important since adoption does not consist of value creation. A retailer can embrace e-commerce and still end up having bad logistics, bad delivery performance, low margins, or customer mistrust. Customers can go online, but, nevertheless, are dissatisfied with the quality of the service or the security of payments. The aspect of the digital presence could grow, but a sustainable competitive advantage could still be constrained. This implies that the central consideration in a DBA study is not whether e-commerce exists or whether it is employed. How e-commerce is capable of generating sustainable value to both the retail company and consumer, and how such value is curtailed by capability, trust, and institutional provisions, is more crucial. This review initially illustrates why adoption-based explanations are inadequate. It subsequently specifies the value in a narrower sense, contrasts the key theoretical lenses, discusses the literature on the topic of retail SMEs, consumer trust, and institutional conditions and concludes with a critical synthesis of the key gaps. This is what will give rise to a provisional conceptual framework and a list of enhanced research questions. The review is thus framed in the form of an argument, which is that the issue of overemphasised adoption is the necessity of a more integrated concept of the value of e-commerce in the Bangladeshi retail industry.
[bookmark: _Toc227515335]3.2 Why Adoption Is Not Enough: The Shift from Uptake to Uneven Value
A large part of the e-commerce literature focuses on adoption. The models applied by researchers to understand the reason behind the adoption of digital platforms include TAM, UTAUT, TPB, and TOE. These studies have been advantageous in that they have identified relevant drivers that include perceived usefulness, ease of utilisation, trust, organisational preparedness and environmental support (Williams, Rana and Dwivedi, 2015; Molla and Licker, 2005). The studies located in Bangladesh also indicated that trust, usability and online shopping attitudes are positively related to adoption behaviour (Azam et al., 2021; Islam, Islam and Zannat, 2023; Afrin and Sarker, 2025; Enam, Azad and Afrin, 2024).
Nevertheless, there is a major limitation of this literature. It tends to consider adoption as the primary deliverable, as though applying e-commerce inevitably results in success. This will not suffice in the case of a DBA study. The important thing is that the adoption translates to actual value like improved sales, improved efficiency, improved quality of service, customer loyalty and built-in stability (Nguyen, Le and Vu, 2022). Another weakness in the literature is that the value outcomes are presumed to be similar among the firms. Value is frequently unequal. Some retailers gain massively, whereas others have poor returns due to deficient logistics, lack of trust or poor ability (Venkatesh and Thong, 2016). This implies that the question of whether e-commerce is taken up or not is not as important anymore, but rather how and in which conditions it generates unequal value in the retail context.
[bookmark: _Toc227515336]3.3 Defining E-Commerce Value in Retail: Firm, Consumer and Ecosystem Perspectives
One of the most evident weaknesses of the literature is the general and even imprecise use of the word value. It is applied in certain studies to refer to profit, in others to refer to customer convenience, in others it refers to digital growth and others to broader developmental outcomes (Yang, Xun and He, 2015).  A more precise literature review is needed.
In the current research, firm value means the results of growth of sales, efficiency of operations, market coverage, expansion of channels, talent upgrading, and strategic strength. This is the closest business layer of value. It is important since the title highlights how e-commerce generates and limits value within retail companies, particularly SMEs (Teece, 2018). Sources associated with RBV, dynamic capabilities, and business model innovation are especially applicable in this case since they shift the discussion to the outcomes of firms other than mere digital use (Amit and Zott, 2012; Amit and Zott, 2017).
The convenience, trust, satisfaction, quality of service, reliability of delivery, and usefulness are the consumer values (Qalati et al., 2021). This layer is important as retail e-commerce cannot establish sustainable business value when there is weak consumer-side value. In case of poor delivery, low trust, and weak service to the customers, then the performance of the firm-level will be affected too. The service literature and consumer trust are central and not secondary (Saha, Zhuang and Li, 2020; Aslam et al., 2020).
The broader outputs, which are known as ecosystem value, include entrepreneurship, inclusion, formalisation of the digital economy, modernisation of retail and enhancing market connectivity (Ahi, Sinkovics and Sinkovics, 2023). This dimension matters as e-commerce can produce broader developmental impacts despite the uneven gains at the firm level. This layer can be addressed with the help of policy, inclusion, and institutional studies (Mustafa et al., 2022; Salam et al., 2025).
This stratified definition assists the review in two aspects. First, it avoids a situation where value is considered a single and supposed advantage.  Second, it allows interpreting biased findings more critically. Visibility and not effectiveness can be obtained by a small-scale retail company. It is easy to comfort but not to trust the consumers. The industry may be expanding on the online platform, but in a poorly formalised manner (Sayem et al., 2025). This implies that the value is to be analysed as multi-dimensional and conditional. As soon as the value is conceptualised in this manner, the literature review can shift to a more challenging question: what theories can best account in these various kinds of value?
[bookmark: _Toc227515337]3.4 Competing Explanations of Digital Value: Comparing Adoption, Capability, Business Model, and Institutional Theories
One of the weaknesses with the existing literature is the fact that theories are mostly applied in parallel and not in integration. There are studies on behavioural adoption, organisational readiness, strategy, and policy studies. A more robust DBA review must juxtapose these theories and provide the question of what each theory explains, what each theory lacks and how they can be used together.
Adoption theories: TAM, UTAUT and associated behavioural models
TAM and UTAUT are handy since they describe the influence of perceived usefulness, the ease of use, social influence, and facilitating conditions on digital uptake. They have been extensively applied in e-commerce research, such as Bangladesh-based ones (Venkatesh and Thong, 2016; Williams, Rana and Dwivedi, 2015; Islam, Hoque and Sorwar, 2016; Islam, Islam and Zannat, 2023). Their greatest virtue is in their clearness. They work well on intention and early use.
Their chief limitation, though, is that they are too limited to the current study. They are primarily individual level models. They fail to articulate properly the way in which firms develop competitive capability, the integration of digital channels into business models, and the influence of regulatory and infrastructural conditions on value. They are thus helpful, but not more than a level of explanation.
TOE and organisational adoption
TOE is more powerful than TAM or UTAUT to study the SME level, as it has technological, organisational, and environmental conditions. Abed (2020), Bening et al. (2023), Nguyen, Le and Vu (2022), Setiyani and Rostiani (2021), and Emon et al. (2025) studies reveal that user attitude is not the only factor of adoption. TOE can thus be useful in demonstrating that readiness, management and context all work jointly on SME uptake.
Nevertheless, TOE is primarily an adoption system. It assists in clarifying why firms adopt, and not getting a complete understanding of how adoption becomes a value. It is thus more robust than TAM in the SMEs, yet still lacking to complete a value-centred study.
RBV and dynamic capabilities
RBV would be better applied in explaining the reason why certain firms would be better off because of e-commerce than others. It dwells on the strategic position of internal resources and capabilities. Yang, Xun and He (2015) and Yang, Xun and Chong (2022) demonstrate that digital investments generate more returns in the case of complementary resources and readiness. Dynamic capabilities go further to describe how firms reorganise, change, and adjust to change. Teece (2018) and Yao et al. (2024) can be of particular use since they emphasise sensing, seizing, and transforming in dynamic online worlds.
RBV and dynamic capabilities are far more powerful than the adoption models in explaining the value of firms and uneven results. Their flaw lies in the fact that they may be overly firm-centred in case the broader institutional context is disregarded.
Business model innovation
Another gap is filled by business model innovation. It outlines the process of value creation and capture with the help of digital retail design. Amit and Zott (2012, 2017), Foss and Saebi (2017), Wirtz et al. (2016), Wang et al. (2018), and Zott and Amit (2017) show that value does not come only from using digital tools. It also relies on the manner in which companies’ re-architect transactions, channels, customer interface and revenue logic.
Business model innovation is more architecture-based in comparison to RBV. It is particularly applicable to retail transformation since retail e-commerce alters the manner in which companies structure selling, delivery, and customer interaction.
Institutional theory
The institutional theory is required as the title explicitly contains institutional conditions. Ahi, Sinkovics and Sinkovics (2023), Cumming et al. (2023), Merhi (2022), Effah (2013), Fauzi and Sheng (2022), and Özbek et al. (2024) all imply that it is not only a matter of firm and consumer action when it comes to digital retail outcomes. Legal trust, regulation, payment infrastructure, mimetic pressures, and broader systems of governance are important. The institutional theory thus outsmarts the adoption models in explaining why similar strategies in digital use can give rise to different results in different environments.
It has a weakness in that it can understate agency firms when applied in isolation. This is why it should be supplemented with the capability and business model viewpoints.
Integrated position
The best theoretical stance of this study is, however, not a single theory but a composite one.
· TAM/UTAUT/TOE describes the logic of adoption.
· RBV and dynamic capabilities describe firm capabilities, adaptation and disproportionate performance.
· Value creation and value capture are explained by business model innovation.
· The institutional theory describes the impact of trust, regulation, logistics, and payment terms on the results.
This combined method is more adherent to the feedback as it directly compares the theories and then integrates them into a single explanatory logic. It also enables the review to shift to the analytical integration as opposed to description.
[bookmark: _Toc227515338]3.5 Retail SMEs and the Uneven Realisation of E-Commerce Value
Retail SMEs are also particularly significant to this review as they stand at the point of digital change, interaction of the consumer, and restriction of operations. E-commerce is not only a technology choice in the retail industry. It influences channel arrangement, delivery systems, communication patterns, customer experience, and strategic positioning.
As Karim and Qi (2020) demonstrate, the shift to multi-channel retailing is made by retail chains and manufacturers in Bangladesh as the digital opportunity and competitive pressure increase. Similar results are demonstrated by Hånell et al. (2020), who indicate that e-commerce alters strategic opportunities of retail SMEs. Abebe (2014) connects adoption to entrepreneurial orientation and performance, whereas Yang, Xun and He (2015) demonstrate the impact of internal resources and complementary readiness on value outcomes.
These studies allude to the fact that the e-commerce value does not come on a silver platter to the SMEs. It relies on digital proficiency, educational and ancillary materials, and strategic modification. This is consistent with a shift to a non-adoptive logic and a capability-based insight into value realisation (Yang, Xun and Chong, 2022). Meanwhile, there are significant weaknesses in the literature. Numerous SME research studies are adoption-intensive or cross-sectional. The extent to which retail SMEs in Bangladesh practice economic, operational, strategic and relational value in the long run remains little explained. This is one of the reasons why the current study is still needed (Emon et al., 2025).
A consumer-side value becomes the next major concern once retail SME capability has been realised as central. Retail value is not comprehensible without considering trust and service experience.
[bookmark: _Toc227515339]3.6 Consumer Trust as a Condition of Retail Value Creation
E-commerce hinges on consumer trust since online shopping places a divide between buying and physical touch. The customers are dependent on the details of the platform, the reputation of the sellers, system of payments, and delivery guarantees. This renders trust among the most critical terms of consumer value.
Aslam et al. (2020), Qalati et al. (2021), and Hajli (2015) indicate that trust is the factor that depends on the service quality, reputation, perceived risk, and social influence. This is supported by evidence in Bangladesh. Saha, Zhuang and Li (2020) demonstrate that willingness to pay is also dependent on the efficiency of delivery. Enam, Azad and Afrin (2024), Hossain, Uddin and Islam (2021) and Afrin and Sarker (2025) insinuate that trust, usability and online behaviour continue to be significant to digital retail experience. According to Sayem et al. (2025) and Jahan et al. (2025), customer satisfaction relies on quality, both in terms of technology and services.
Nevertheless, there is a weakness in this literature, as well. A significant part of it is based on a survey sample depending on the city, particularly in Dhaka. It is thus a better explanation of the attitude of consumers as compared to the role of trust in interactions with SME capability, logistics performance, and institutional weakness. It makes a distance between the consumer literature and the overall issue of value realisation. People ought therefore not to look at trust as an individual variable of consumers, but a bigger system connected with service quality, the business capability and institutional support.
The review obtains a bigger picture when the category of institutional conditions is considered.
[bookmark: _Toc227515340]3.7 Institutional Conditions, Market Constraints, and the Bangladesh Context
As evidenced by the institutional literature, the digital retail results do not merely rely on the decision of the firm and the consumer. The systems of payment, laws, the logistics, the environments of trust, and the policy structures all influence what the e-commerce can realistically produce.
As Effah (2013) shows, digital payment entrepreneurship is institutionalised. According to Merhi (2022), there are influences on digital adoption that are related to technology, law, and government, as well as social trust. The research by Ahi, Sinkovics and Sinkovics (2023) and Cumming et al. (2023) supports the relevance of policy and governance structures in influencing the development of e-commerce. Fauzi and Sheng (2022) and Özbek et al. (2024) also demonstrate that it is institutional pressures and conditions that influence the processes of organisational digitalisation.
These issues are manifested in Bangladesh-specific work. The industry has transition and recovery issues, which Azad Chowdhury et al. (2022) mention. Islam, Islam and Sawda (2022) identify cyber vulnerabilities. Salam et al. (2025) provide evidence of the relevance of entrepreneurial capability and inclusion to the locality. Sagar, Macchion and Fornasiero (2026) also report that the stability of supply chains in Bangladesh relates to the use of digital technology.
In combination, this literature is an indication that Bangladesh cannot be simply viewed as a field where international theories are implemented. It is a situation in which digital development exists alongside institutional instability. It is theoretically significant, as it relates to constraint value realisation. It also logically relates to the overall thesis of the review, which includes the value of e-commerce in retail in Bangladesh, depending upon the interplay of capability, trust, and institutional conditions, rather than adoption.
[bookmark: _Toc227515341]3.8 Critical Synthesis of the Literature: A Gap Typology
A gap typology can now be used to synthesise the literature.
Theoretical gap
There is a lack of maturity of the use of the literature in integrating the behavioural adoption theories and the general theories of capability, business model change and institutional constraint. Use can be easily explained using adoption theories, but value creation, value capture, and unequal outcomes cannot be effectively explained using them.
Empirical gap
There are numerous consumer adoption studies and numerous general digital uptake studies in the field, but comparatively few studies that explore how retail firms are realizing such economic, operational, strategic, relational, and ecosystem value of e-commerce.
Contextual gap
There are Bangladesh-oriented studies; however, much of the literature is urban, issue-based or descriptive. Integrated study of the retail sector in Bangladesh as a situation where value realisation can be influenced through a capability gap, lack of trust and a limited institutional framework structure.
Methodological gap
Cross-sectional survey designs, self-reports, and one-level analysis are largely dependent on the field. Minimal multi-level/mixed-method designs, which bridge firms, consumers, and institutions, are used.
Practical gap
Retail SMEs and policy actors continue to be offered little advice in the literature on how digital adoption may be transformed into sustainable value under harsh institutional conditions. This is of particular relevance to the DBA research as the role of managers is paramount.
[bookmark: _Toc227515342]3.9 Gap Matrix
	Gap Type
	Main Weakness in Existing Literature
	Why It Matters for This Study

	Theoretical
	Weak integration between adoption, capability, business model, and institutional theories
	Limits explanation of value creation and value capture

	Empirical
	Too much adoption and consumer evidence, too little retail value evidence
	Firm-level value remains underexplained

	Contextual
	Bangladesh literature is fragmented and often urban or descriptive
	Weak explanation of uneven value across retail settings

	Methodological
	Over-reliance on cross-sectional surveys and single-level designs
	Restricts process and multi-level understanding

	Practical
	Limited guidance for SMEs and policy actors
	Weakens DBA-level managerial relevance



[bookmark: _Toc227515343]3.10 Conceptual Framework
[image: ]
Figure: Conceptual Framework
Source: (Abed, 2020; Setiyani and Rostiani, 2021; Zott and Amit, 2017; Sinkovics and Sinkovics, 2023)
The conceptual framework describes the way the e-commerce value among the retail SMEs in Bangladesh is created and the interaction of various factors, but not just the adoption. It indicates that the influence of antecedents on mediating mechanisms, including quality of adoption, quality of services offered, business model adaptation, and channel integration depends on the digital capability, logistics reliability, payment security, regulatory clarity and consumer trust. The end results of these processes are value outcomes that are at three levels: firm value, consumer value, and ecosystem value. The framework also acknowledges that such relationships are influenced by the moderating conditions like size of firms, location, retail segment, level of digital maturity and institutional support and these cumulatively infer unequal value realisation.
[bookmark: _Toc227515344]3.11 Draft Research Questions
These are more robust, less descriptive and more in line with the feedback:
· What is the meaning of e-commerce value, and how are retail firms in Bangladesh experiencing the e-commerce value? 
· What are the types of value that retailers expect to gain through e-commerce, e.g. economic, operational, strategic, relational and ecosystem value? 
· What is the relationship between the digital capability, consumer trust, logistics reliability, and regulatory conditions and the value realisation of e-commerce in the retail sector of Bangladesh? 
· How far can adoption models like TAM, UTAUT, and TOE in place describe value creation, as opposed to adoption intention? 
· How can a context-sensitive model of e-commerce value realisation in retailing settings of developing countries be constructed based on the case of Bangladesh?
[bookmark: _Toc227515345]3.12 Conclusion
This CLR indicates that the literature on e-commerce remains conceptually uneven, albeit general. Studies done so far give a reasonable explanation of adoption using TAM, UTAUT, and TOE, but a much less effective explanation of value realisation. Specifically, the literature lacks adequate explanations on how e-commerce generates sustainable value in retail SMEs, explaining the disparity in value creation between firms and segments, and how consumer trust and values, logistics, regulation, and digital capability determine such results in Bangladesh.
The review consequently takes a framework-based role as opposed to a description. It suggests that adoption logic and RBV, dynamic capabilities, business model innovation, and institutional theory should be combined to understand how the value of e-commerce can be created, restricted and distributed. This provides a better reasoning point to analyse the value of firms, consumers, and the ecosystem simultaneously.
The contribution of the study is likely to be theoretical, contextual, and practical. In theory, it bridges the mainline gap between past isolated explanations of digital retail outcomes. As a context, it addresses Bangladesh as a theory-relevant, as opposed to an empirical, case. In practice, it can assist retailers and policy actors to realise that the adoption of digital is not sufficient to bring sustainable value. The ability to do so, a sense of trust, quality of service, and support in institutions are necessary.
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