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[bookmark: _Toc225546745]ABSTRACT
This paper examines role and extent of e-commerce value in the Bangladesh retail sector and aims at gaining an insight into determining the main drivers, obstacles and the general effect of e-commerce adoption within the context of a developing state. A qualitative research methodology was used, and data were collected using semi-structured online interviews of ten respondents, which consisted of consumers and people working in the retail sector. The research was done as a pilot study to check the viability of the research design and provide preliminary insights.
The results indicate that convenience, cost benefits, and market expansion are the primary influencing factors in the adoption of e-commerce. Nevertheless, there are serious issues such as trust, delivery inefficiencies, and a low level of digital literacy. The trend is shifting towards online consumer behaviour, but the issues of product quality and the safety of payments still affect purchasing habits. Another finding of the study is the limited government support, and the necessity to eliminate weaker forms of regulations in favour of stricter forms of regulations to ensure sustainable growth. It finds that e-commerce is potentially very high to enhance economic and social value in Bangladesh but has a limitation in terms of structural and institutional barriers. The findings are applicable to the literature as well as can provide viable information to the business world, policymakers and future research in the developing world.
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[bookmark: _Toc225546747]1. Introduction
1.1 [bookmark: _Toc225546748]Background
The world has become globalised due to technologies and changes in consumer behaviour, which have transformed retail industries into e-commerce (Nagarjuna and Izhar, 2024). The use of e-commerce poses a challenge and opportunity in developing countries, as is the case with Bangladesh. Bangladesh has a population of over 160 million and is experiencing a rapid increase in internet penetration, mobile penetration, and digital payment systems in recent years (Akter, 2023). Nonetheless, the e-commerce retail industry in Bangladesh faces several challenges to exploiting the prospects of the e-commerce platforms to grow and become profitable (Rahman, 2023).
This paper examines the application and penetration of e-commerce in the retail industry of Bangladesh, the aspects that have affected its adoption, impediments to its success and the overall economic effects of e-commerce. With the growing number of businesses and consumers relying on digital solutions, the dynamics of e-commerce adoption are an important topic of discussion in academic research and application in the retail sector (Sharma, Srivastva and Fatima, 2023). The paper will make a valuable contribution to the research on the ways of integrating e-commerce in a more effective way, and how it could be used to stimulate economic growth and customer satisfaction in Bangladesh.
1.2 [bookmark: _Toc225546749]Research Problem
Even though the adoption of e-commerce has been well researched in developed countries, little is known about developing countries, but more particularly the South Asian countries (Albashrawi, 2021). The case of Bangladesh, being a developing economy, is a peculiar one because of the intricate socio-economic factors and infrastructure issues. The research problem is related to recognising determinants and obstacles of e-commerce adoption in the Bangladesh retail sector and to comprehending the effects of e-commerce on business activities and consumer behaviour.
Although the adoption of e-commerce has a potential advantage of reaching a broader market, reducing costs, and making it convenient for customers, there are still numerous challenges (Taher, 2021). Among them, there are poor infrastructure, poor digital literacy, distrust towards internet payments, and poor regulation. The issue that needs to be addressed primarily is how the full potential of e-commerce can be put to the retail sector in Bangladesh, and what can be done to break the prevailing barriers to realise sustainable growth (Islam, Islam and Sawda,  2022).
The following key research question will be used in the study: What are the main determinants affecting the adoption of e-commerce in the retail sector in Bangladesh, and how can these be managed to enhance business growth and performance?
1.3 [bookmark: _Toc225546750]Research Objective
The primary objective of this research is to investigate the factors that influence the adoption of e-commerce in the retail sector of Bangladesh. The paper will be based on exploring how business strategies, consumer behaviour and economic development in the retail sector are influenced by the adoption of e-commerce.
The specific objectives of this research are:
· To identify the principal factors that affect the adoption of e-commerce in the Bangladesh retail market.
· To analyse the changes in business models due to e-commerce, such as supply chain control, customer service, and marketing plans.
· To explore how government policies and regulatory frameworks in Bangladesh promote or limit the development of e-commerce.
· To offer recommendations to businesses, consumers, and policymakers on actions to be taken to maximise the benefits of e-commerce adoption.
1.4 [bookmark: _Toc225546751]Purpose and Research Questions
This paper aims to gather understanding of e-commerce use in Bangladesh, particularly in the retail sector and identify the steps to be employed to mitigate the issues that are currently affecting the adoption. Exploring the key factors influencing the e-commerce adoption will contribute to the overall discussion of the digital transformation in the developing economies by underlining the role of consumer empowerment and economic growth.
The research questions in this research study are the following:
RQ1: What are the significant determinants behind the use of e-commerce in Bangladeshi retail sector?
RQ2: What do you consider are the key impediments to e-commerce adoption in the Bangladeshi retail market and what can be done to reduce them?
RQ3: How do consumers in Bangladesh perceive e-commerce and how the variables influence their online shopping behaviours in the retail sector?
RQ4: How do government policies and regulatory frameworks contribute to the adoption of e-commerce in the retail sector of Bangladesh?
The qualitative research design of the study will be guided by the questions, which will be the basis of data collection by use of online interviews where key players in the retail industry will be interviewed.
1.5 [bookmark: _Toc225546752]Scope and Limitations
This study is an investigation into the retail industry of Bangladesh with particular emphasis on those factors that affect the adoption of e-commerce and the overall economic impacts. The research will be based on both business standpoints, especially the business owners, managers and e-commerce experts, and the consumer viewpoints regarding online shopping tendencies.
This study is also limited to Bangladesh, and although the conclusions might provide useful insights to the rest of South Asian nations with comparable socio-economic features, they might not necessarily apply to other areas. Moreover, the study is largely based on qualitative data that was obtained using online interviews, as it, although rich in content, might not be effective at obtaining the quantitative data that might be beneficial in an in-depth investigation of e-commerce adoption. In addition, the narrow geographical scope will limit the study's ability to explore e-commerce development in rural territories, instead focusing on urban and peri-urban retail markets.
[bookmark: _Toc225546753]2. Theoretical Considerations
The section examines the theoretical underpinnings on which e-commerce adoption in the retail sector in Bangladesh is studied. General Systems Theory (GST), Technology Acceptance Model (TAM) and Diffusion of Innovations Theory are the theories that this study is based on. These frameworks not only describe the behaviour of individuals and organisations, but they also give an understanding of the socio-economic and technological predicaments of the developing nations such as Bangladesh.
[image: ]
Figure: Theoretical Framework
Source: (Wang and Li, 2018; Rogers, Singhal and Quinlan, 2019)
[bookmark: _Toc225546754]2.1 General Systems Theory (GST)
The interconnectedness between different components in a system is highlighted by General Systems Theory, which was first formulated by Ludwig von Bertalanffy in the 1940s (Wang and Li, 2018). GST is especially pertinent to investigate the adoption of e-commerce in Bangladesh because it can offer a comprehensive approach to the analysis of the interaction between different aspects of this issue, including technological infrastructure, consumer behaviour, and government policies (Haryanti and Pribadi, 2020). 
In the case of Bangladesh, GST is applicable because the capability of the retail sector to adopt e-commerce is affected not just by the nature of business, but also by the external factors, including the government policies, the digital payment system, and the trustworthiness of consumers in online purchases. As Akter (2023) explains, the absence of effective infrastructural developments and regulation systems is a major obstacle to the growth of e-commerce. With the use of GST, the adoption of e-commerce can be considered as a complex process that has to be harmonised in the area of technological infrastructure, readiness of the society and the business approaches. 
[bookmark: _Toc225546755]2.2 Technology Acceptance Model (TAM)
One of the most popular frameworks that has been used to understand the concept of technology adoption is the Technology Acceptance Model (TAM), which was suggested by Davis in 1989 (Lala, 2014). TAM does hypothesise that the most significant factors that drive technology adoption are Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) (Bakı, Bırgoren and Aktepe, 2018). TAM insights into the adoption of online shopping platforms by consumers and businesses may or may not be adopted in the case of e-commerce in Bangladesh (Islam, Hoque and Sorwar, 2016).
Perceived Usefulness is connected to the situation when consumers perceive e-commerce as a convenient and time-saving option to shopping. Within the context of an example, online shopping can be seen by consumers as the means to find a greater range of goods at competitive rates (Fernandes and Tharakan, 2021). Perceived Ease of Use, on the other hand, is about how easily consumers would move around the e-commerce sites, make payments and get the products. Because Bangladesh is yet to resolve such problems as digital illiteracy and distrust in online transactions, these variables have a powerful impact on the adoption of e-commerce (Wilson, Alvita and Wibisono, 2021). Nevertheless, the use of TAM in a developing country such as Bangladesh is usually constrained by other factors other than PU and PEOU, including infrastructure and social factors.
[bookmark: _Toc225546756]2.3 Diffusion of Innovations Theory
Another theory that can be used to examine the way in which new technologies, including e-commerce, are diffused in a society is the Diffusion of innovations Theory authored by Everett Rogers (1962) (Rogers, Singhal and Quinlan, 2019). According to Rogers, there are five categories of adopters, namely, innovators, early adopters, early majority, late majority, and laggards. This model assists in comprehending the distribution of e-commerce adoption in the retail industry and the rest of the society in Bangladesh (Sääksjärvi and Hellén, 2019).
E-commerce is likely to be adopted first by innovators and early adopters, who are usually located in the city. Nonetheless, a large percentage of the population, mostly the rural population, is classified as either the early majority, late majority or laggard, with the level of resistance to change being higher (Rahayu and Day, 2015). The absence of internet facilities, the belief in the security of online protection, and non-European resistance to online shopping are some of the factors that inhibit the adoption of e-commerce, especially in rural Bangladesh (Huria, 2019).
Although the Diffusion of Innovations Theory provides useful information on the probable diffusion of e-commerce among different consumer groups in Bangladesh, it may be constrained in its use in fast-changing technological environments (Rogers, Singhal and Quinlan, 2019). 
[bookmark: _Toc225546757]2.4 Strategy for E-Commerce Adoption in Developing Countries
With reference to the developing nations such as Bangladesh, the e-commerce adoption strategy is not only about learning the barriers and drivers found in the theories above. Retailers need to align their business approaches with technological advances, attentive customer engagement, market development, and cost savings (Moleka, 2024). The integration of digital platforms and traditional stores and logistical networks should be included in the businesses to offer a smooth shopping experience, as per Karim and Qi (2020).
The multi-channel retailing approach that includes online and offline distribution is especially efficient in developing countries. Such an approach is not only able to satisfy a broad range of consumers but also to overcome the digital divide between urban and rural communities (Hübner, Wollenburg and Holzapfel, 2016). Nevertheless, another issue that should be taken into account by businesses planning to implement e-commerce in Bangladesh is the lack of internet connectivity and digital literacy (Salam et al., 2025). Here, the General Systems Theory could be useful because it provides the necessity of a suitable approach that should consider both the internal and external factors.
[bookmark: _Toc225546758]3. Literature Review
[bookmark: _Toc225546759]3.1 E-commerce Adoption in Developing Countries
Several socio-economic and technological factors determine the adoption of e-commerce in developing countries. In a systematic review, Hendricks and Mwapwele (2023) provide the factors such as the availability of the internet, digital payment systems, and consumer trust as essential factors in e-commerce acceptance in developing nations. They do not, however, ignore that these countries also have major barriers, including poor digital literacy, insufficient infrastructure, and regulations that are slowing down the process.
Bashar et al. (2024) argue that the absence of digital payment systems and the distrust toward the Internet is frequently one of the barriers to the adoption of e-commerce in low- and middle-income countries, such as Bangladesh. In their analysis, they identify the use of credit and debit cards, which are not used extensively, and the risk of fraud as major hindrances to consumers and businesses. This is supported by Akter (2023), who argues that although mobile internet is rapidly developing in Bangladesh, customer trust in the e-commerce sites is still low, as they worry about the security and privacy of these sites.
According to Chowdhury (2025), the regulatory environment in Bangladesh is also a key factor that influences the adoption of e-commerce. Deficiency of legal frameworks to fully protect consumer rights and electronic transactions also contributes to the lack of trust in consumers. As Chowdhury states, taxation, data privacy and consumer protection laws are key issues to e-commerce businesses, making it more difficult to operate. In this regard, therefore, a holistic policy intervention is required to provide a favourable e-commerce environment in Bangladesh.
[bookmark: _Toc225546760]3.2 Consumer Behaviour in E-commerce
One of the major causes of the integration of e-commerce is consumer behaviour, particularly in such an emerging economy where the traditional shopping culture is very rooted. According to Shahriar (2025), the attitude of consumers to online shopping in Bangladesh depends on convenience, product variety, and competitive prices, among other factors. However, many customers in Bangladesh still visit brick-and-mortar stores due to concerns regarding product quality of goods, inability to touch and feel items, and the lack of an established policy to repurchase the goods bought online (Saha et al., 2020).
In addition, the question of credibility and familiarity is a significant problem that defines the willingness of consumers to refer to internet shopping. Shahriar (2025) finds that the pioneers of e-commerce in Bangladesh can be characterised fairly by young people, technological orientation, and urban centre residents. The late majority and the laggards, on the other hand, are are less likely to adopt to e-commerce due to their non-digital literacy, mistrust in the security of their payments, and shopping experience in the physical world. Saha, Zhuang, and Li (2020) also claim that one of the keys to increasing consumer engagement in the digital retail ecosystem could be increasing consumer trust in the e- commerce platform by including such features as secure payment portals and consumer feedback.
[bookmark: _Toc225546761]3.3 E-commerce and Business Strategy
The use of e-commerce in the scenario of the businesses in the retail sector of Bangladesh is not merely a change of channel of sales but a complete shift of the business model, supply chain and customer relationship management. Karim and Qi (2021) suggest that businesses in Bangladesh should use the multi-channel retailing business model, meaning that a business incorporates both physical and online channels, to effectively communicate with diverse customers. This strategy will allow the retailers to serve diverse groups of consumers, particularly the online shoppers in the urban setting and offline shoppers in the rural setting, who are more familiar with traditional retail (Melis, 2015).  
According to Bashar et al. (2024), the adoption of e-commerce is being linked with several issues among small and medium-sized enterprises (SMEs) in Bangladesh due to the absence of resources, the deficit of technical skills, and the inability to bring changes in the current business model with the help of digital tools. They go further to note, however, that organisations that successfully adopt e-commerce of e-commerce usage have been found to enjoy superior operational efficiency, market penetration and cost savings. Akter (2023) notes that retailers who utilise e-commerce get the opportunity to expand their market and promote better interactions with customers that may translate into greater sales and customer retention levels.
[bookmark: _Toc225546762]3.4 Government Policies and Infrastructure
Government input in promoting the adoption of e-commerce is essential in developing economies, particularly in infrastructural development, regulatory policies, consumer protection legislation, and so on. Chowdhury (2025) notes that reforms in the policies in Bangladesh, including creating clear e-commerce regulations and improving digital literacy programs for consumers, are essential. Such measures would assist in breaking the current hurdles to e-commerce adoption and enhance a more secure and inclusive online shopping setting.
The Bangladeshi government has been making some efforts in this direction by introducing the Digital Bangladesh Vision 2021 that seeks to increase internet access, e-government services, and a digital economy (Hossain, 2022). There has, however, been slow development in infrastructure, especially in the countryside. Hossain (2022) states that the mobile internet and internet penetration in rural areas in Bangladesh are still inadequate, which reduces the success of e-commerce programs in the non-urban context.
Besides, the lack of a single digital payment ecosystem is an urgent problem. The increase of mobile money services such as bKash has been on the right trend, but e-commerce requires wider financial inclusion to fulfil its potential (Hossain and Khan, 2025). According to Hossain (2022) and Akter (2023), regulators should make sure that digital payments are safe and convenient and that consumers and businesses trust them.
The literature review indicates that the adoption of e-commerce in Bangladesh is a complex environment with major challenges being infrastructural barriers, consumer lack of trust and the gaps in the regulatory environment. Notwithstanding these obstacles, e-commerce is relatively promising to the Bangladeshi retail industry and presents business opportunities, job creation, and consumer choice. 
[bookmark: _Toc225546763]4. Economic and Social Empowerment
[bookmark: _Toc225546764]4.1 Economic Empowerment
The economic empowerment that comes with the adoption of e-commerce is complex. With the emergence of e-commerce profiles in Bangladesh, both businesses and consumers have had avenues open to them, and this has led to the overall growth of the country's economy. Mustafa et al. (2022) state that e-commerce allows small and medium-sized enterprises (SMEs) to access the global market, breaking geographical barriers and accessing international markets. Through lowering the cost of conducting business using digital platforms, the SMEs are able to expand their market base, lower the cost of running their businesses and improve customer interaction (Nayak, Nayak and Joshi, 2025). This is a huge growth potential in Bangladesh, where the SMEs constitute most of the business environment.
Moreover, e-commerce adoption triggers the economic functions of digital payment, logistic services, and customer support, which are associated with the creation of jobs. Bashar et al. (2024) state that the necessity to use more delivery services and logistics infrastructure has resulted in new jobs in the cities and in the peri-urban zones. On the same note, e-commerce presents an opportunity to the IT professionals, digital marketers, and graphic designers with a diversified labor force. The trends are in line with the claim by Akter (2023) who argues that as a result of the development of e-commerce, productivity increases, more people get jobs, and the digital economy of the country is improved.
Nonetheless, the digital divide is still a problem in Bangladesh. Although e-commerce has served to enhance the economic outlook of the urban areas, the rural areas continue to experience a huge challenge of accessing the digital platform as a result of insufficient internet connectivity and digital literacy (Mridha et al., 2025). It will be important to overcome these barriers to make economic benefits of e-commerce more evenly distributed.
[bookmark: _Toc225546765]4.2 Social Empowerment
E-commerce has considerable potential to serve the social empowerment in Bangladesh, especially by giving women entrepreneurs the opportunities to establish and develop businesses (Hossain, 2018). Online platforms have low entry barriers, which allow women and more so those in rural or less-developed areas, to venture into businesses which were not available before. Salam et al. (2025) argue that the women entrepreneurs of e-commerce in Bangladesh have been enabled to access more customers, become financially independent, and break the common traditional limitations of the society that may restrict their involvement in the real-world economy. Through digital retailing, women will be able to work at home or in any convenient location, hence balancing between family and business.
Nevertheless, as Hossain (2022) notes, e-commerce has given power to many people at the expense of introducing social stratification. Consumers who have access to the internet and digital devices can avail themselves of e-commerce, and the rest cannot. In this regard, e-commerce may contribute to social inequality, unless e-commerce policies can be enacted to facilitate digital literacy and access to technology in underserved populations (Ahi, Sinkovics and Sinkovics, 2023).
[bookmark: _Toc225546766]4.3 Relationship Between Social and Economic Empowerment
Economic and social empowerment by e-commerce is closely connected. Businesses are able to bring stability to the wider economy and social life as they develop to provide employment (Steiner and Atterton, 2014). Economic empowerment is directly affected by social empowerment through e-commerce, especially for women and marginalised groups. When women and other historically marginalised groups are empowered economically, they will have the ability to help their households and communities be more financially stable, which will result in extended social benefits (Hossain, 2018; Salam et al., 2025).
E-commerce also opens new ways of financial inclusion. E-commerce empowers consumers and businesses which were not initially reached by the banking system by allowing them to make and accept digital payments as well as access formal financial services. Akter (2023) notes that mobile financial services like bKash in Bangladesh have been able to incorporate the use of e-commerce platforms in combination with mobile money systems that allow consumers and businesses to conduct financial transactions without having to use traditional banking systems.
[bookmark: _Toc225546767]5. Methodology
[bookmark: _Toc225546768]5.1 Research Philosophy 
The research philosophy used in the study is the interpretivist because it aims at gaining insight into the perceptions, experiences, and meanings people have towards e-commerce in Bangladesh. The comparison of interpretivism with qualitative research is that it suits qualitative research since the researcher is able to investigate the real-life aspects and understand the intricate social and business situations in more detail (Trangbæk and Cecchini, 2023).
[bookmark: _Toc225546769]5.2 Research Approach
This study is an inductive one, as the ideas and trends are derived from the gathered data as opposed to testing the existing hypotheses. The research establishes some emerging themes that are associated with e-commerce adoption through interviews. This is an appropriate methodology to be used in exploratory research and to create a more in-depth insight into the real-life scenarios (Azungah, 2018).
[bookmark: _Toc225546770]5.3 Research Design
The research design is qualitative and is done to examine deeper results about the adoption of e-business in Bangladesh. Qualitative methodology is appropriate since it enables the researcher to learn experiences, perceptions and behaviours of the participants in detail. As has been noted in qualitative research methodology, this is an appropriate method to consider when investigating more complicated social and business problems in which numerical data are insufficient (Malmqvist et al., 2019).
The research is carried out as a pilot study, which aids in the research design, refining interview questions and finding out its feasibility before carrying out a larger study. Owing to its pilot nature, this study is flexible and can have an enhancement in the collection and analysis of data (Aziz and Khan, 2020).
[bookmark: _Toc225546771]5.4 Data Collection
Semi-structured online interviews were used to gather data to be used in the study. This approach offers a balance between rigidity and flexibility, where the participants can share their opinions freely but at the same time answer the important research questions (Adeoye‐Olatunde and Olenik, 2021).
The pilot study was chosen with a sample size of 10 participants (Tajik, Golzar and Noor, 2025). The sample consists of people relevant in terms of knowledge and experience in the retail and e-commerce industry in Bangladesh, including business owners, employees and consumers. The interviews were conducted online through platforms like Zoom and audio calls, as these are efficient and accessible.
The semi-structured format also enabled the researchers to make follow-up queries and delve into new ideas, which is significant in qualitative research to obtain rich and meaningful information (Aziz and Khan, 2020).
[bookmark: _Toc225546772]5.5 Sampling Strategy
Purposive sampling was employed in the study, in which respondents were selected based on their relevance to the study problem. This will ensure the data collected is relevant and closely connected to e-commerce adoption in the retail industry (Tajik, Golzar and Noor, 2025). The sample size of 10 is suitable in the pilot study, given that depth of understanding is required and not generalisation.
[bookmark: _Toc225546773]5.6 Data Analysis
Thematic analysis was used to analyse the data collected. Recordings of the interviews were transcribed and coded to detect important patterns and themes. The coding was done in a systematic manner using NVivo, with similar responses clustering into the category and eventually giving rise to the themes (Dhakal, 2022). This will allow sorting huge volumes of qualitative data and enable the researcher to make meaningful interpretations of information in reference to the research questions.
[bookmark: _Toc225546774]6. Findings
This chapter presents the results of the semi-structured interviews that were conducted with 10 participants who were participating in the e-commerce and retail industry in Bangladesh. Thematic analysis was used to analyse the data, and major themes were identified about adoption drivers, barriers, perception and role of the government and value creation.
[bookmark: _Toc225546775]6.1 Drivers of E-commerce Adoption
The results indicate that the primary factors that drive adoption of e-commerce are convenience, cost advantage, and access to the market.
The convenience is among the key factors mentioned by most participants. In fact, as an example, Participant 3 expressed that, “online shopping is very convenient as I can order anytime without visiting a physical shop.” On the same note, Participant 7 said that, “it helps save time, particularly for busy people.”
[bookmark: _Toc225546776]It is also important from a cost perspective. Participant 2 reported that “online stores were better in terms of the discounts they offered as compared to physical stores.” This indicates that price competitiveness is among the aspects that will attract consumers to e-commerce.
As far as business is concerned, there is better market access. Participant 5, who is a small business owner, remarked, “I have access to all customers in Bangladesh via Facebook and the internet.” This means that e-commerce broadens the business boundaries beyond physical limitations.
6.2 Barriers and Challenges
Despite the benefits, there are some difficulties encountered, and they include the issue of trust, delivery and insufficient digital literacy.
The issue of reliability is still major. According to participant 1, “sometimes the quality of the products is not the same as it is on the site and therefore, I do not fully trust it.” This mistrust affects repeat purchases.
Constant delivery problems were also mentioned. Participant 6 explained that “product delivery is delayed, and at times, the products are damaged.” This brings out logistical inefficiencies in the system.
Another issue is digital literacy, which is not prevalent in rural places. Participant 9 claimed, “There are still a lot of people who do not know how to use the e-commerce apps correctly.” This restricts the broader application among the various groups of people in the population.
[bookmark: _Toc225546777]6.3 Consumer Perception and Behaviour
There is a change in the perception of consumers on e-commerce, and there are still some concerns.
A change in preference was exhibited by many participants. Participant 4 replied that “now I like online shopping as it is easier and quicker”. Nevertheless, the perception of risk also has an impact on the behaviour.
Participant 8 added, “I am still concerned with the issue of the security of payments and counterfeit products.” In the same direction, Participant 10 responded, “I would like to read the reviews before purchasing any item online.”
These reactions suggest that although the adoption is growing, consumer trust and perceived risk remain as a factor that influences how people make purchases.
[bookmark: _Toc225546778]6.4 Role of Government and Policy
The respondents seemed to concur that there is little government aid that should be enhanced.
According to participant 2, “the online buyers do not have enough strict regulations to protect them.” On the same note, Participant 7 said, “the government should implement stricter regulations and keep an eye on the online businesses.”
Infrastructure was another issue. Participant 5 expressed that “e-commerce requires better internet and delivery systems to expand.”
Such results indicate that the gaps in policies and regulations are some of the most important obstacles to developing sustainable e-commerce in Bangladesh.
[bookmark: _Toc225546779]6.5 Value Creation of E-commerce
E-commerce has generated a lot of value for businesses and consumers.
On the business side, Participant 5 stated, “I made more sales when I went online”. Participant 6 also said that “online platforms saved on costs and enhanced efficiency.”
On the part of a customer, Participant 3 claimed, “I have more options and better offers on the web.”
These results show that e-commerce leads to business expansion, consumer satisfaction, and efficiency in the retail industry.
[bookmark: _Toc225546780]6.6 Future Outlook
Participants also had positive expectations of the future of e-commerce in Bangladesh.
Participant 1 articulated, “There is more growth of e-commerce in the future since individuals are more digital.” Similarly, Participant 9 said, “Online shopping will be used by more people with the help of improved systems and trust.”
Nevertheless, respondents pointed out that requires further development in terms of trust, infrastructure, and policy to make the fullest use of this potential.
The results emphasise the fact that even though e-commerce in Bangladesh is providing a solid value and growth prospects, the phenomenon is still experiencing major threats in the form of trust, infrastructure, and regulation. These are the key matters which should be addressed to improve adoption and increase the benefits of e-commerce in the retail sector.
[bookmark: _Toc225546781]7. Discussion
This chapter critically analyses the results of the research within the realms of literature and theory. It will seek to explain the implications of the findings for the description of the role and the scope of e-commerce value in the Bangladesh retail industry.
[bookmark: _Toc225546782]7.1 Drivers of E-commerce Adoption
The results indicate that convenience, cost-benefit, and market access are the major determinants of adopting e-commerce. Such findings are very consistent with the current literature. Indicatively, Hendricks and Mwapwele (2023) have determined that accessibility and convenience are key factors affecting adoption in developing nations. In the same manner, Bashar et al. (2024) noted cost efficiency and the wider market coverage as one of the reasons inviting consumers and businesses.
This paper, however, extends existing literature by demonstrating that these drivers are not just functional but also strategic in nature. An example is when small retailers in Bangladesh are applying e-commerce not only to retailing, but also to increasing their number of customers across physical limits. This confirms the Diffusion of Innovations Theory, whereby first movers (urban businesses) are high users of technology to gain a competitive edge.
Meanwhile, the results also indicate some aspects of the Technology Acceptance Model (TAM), as the perceived usefulness (e.g., saved time and augmented efficiency) is a significant factor in the adoption decisions. Thus, the findings support the fact that individual perception and business strategy play a pivotal role in contributing to the adoption of e-commerce.
[bookmark: _Toc225546783]7.2 Barriers and Structural Challenges
In spite of the advantages, the study found out that there were major barriers such as trust, inefficiencies in delivery and low digital literacy. This is in line with the findings of Akter (2023) and Chowdhury (2025), who suggest that mistrust and poor regulation systems are key
obstacles in the e-commerce industry in Bangladesh.
But this study offers more understanding of the problem since it demonstrates that these obstacles are institutional and not single-case problems. As an example, delivery issues are not only operational problems but also associated with infrastructure issues. On the same note, weak regulation also affects the problem of trust, as well as inadequate service quality.
This is in favour of General Systems Theory, which opines that all the various parts of a system (technology, policy, and behaviour) are linked. The results indicate that it is insufficient to enhance a single area, e.g., the digital payments, without reinforcing other aspects, e.g., regulation and logistics.
In addition, although earlier researches emphasise on these obstacles, this study demonstrates that they persist even with the advancement in technology. This points to a disconnect between technological progress and institutional growth, and this is a major problem with the developing economies.
[bookmark: _Toc225546784]7.3 Consumer Perception and Behaviour
The results suggest that consumer behaviour has changed and more and more people are willing to shop online. This is congruent with Shahriar (2025), who discovered that convenience and product variety determine consumer attitude towards e-commerce in Bangladesh.
The study also indicates that risk perception is a key influencing factor of behaviour. Consumers continue to be concerned with the quality of products, payment safety and dependability. This assists Saha et al. (2020), who underlined that trust and satisfaction are paramount factors of online purchasing behaviour.
Theoretically, it is indicative of TAM shortcomings. Although TAM describes the adoption based on the usefulness and ease of use, it fails to exhaust emotional and cultural aspects of adoption, like trust and risk. Thus, the results indicate that the consumer behaviour in Bangladesh is rational and psychological.
Moreover, the results also suggest that not all groups adopt innovations equally, and this is in line with the Diffusion of innovations Theory. Early adopters are the urban and younger users, and others are still hesitant. This draws out the role of socio-economic context in the adoption of e-commerce.
[bookmark: _Toc225546785]7.4 Role of Government and Policy
The research established that the level of government support of e-commerce in Bangladesh is low and needs enhancement. This is in line with Chowdhury (2025), who reported regulatory loopholes and a lack of consumer protection as one of the key problems.
Nevertheless, this study provides a critical angle in the sense that the challenges related to policies are not only those to do with the lack of regulations, but also implementation and enforcement. The participants highlighted the necessity of more aggressive monitoring and development of the infrastructure.
This observation supports the General Systems Theory in that it emphasises the presence of external systems, including government institutions, that determine the adoption of e-commerce. The development of e-commerce is not balanced and is unpredictable without proper support of the policy.
[bookmark: _Toc225546786]7.5 Value Creation and Economic Impact
The results indicate that e-commerce generates value in terms of business development, cost-effectiveness and enhanced customer satisfaction. This is in conformity with Akter (2023) and Hossain (2022), who assert that e-commerce engages in economic growth and productivity.
Nonetheless, this study sheds more light by associating the value creation with real results, which are more sales and more customers. This is an indication that e-commerce is not just a technological tool but a business transformation tool.
Meanwhile, the positive aspects are not equally distributed. The results imply that urban enterprises and the digitally competent people gain more, and the rest are restricted. This shows that there is a big gap in the literature because most studies are centred on the benefits but not on inequality in access and outcomes.
[bookmark: _Toc225546787]7.6 Future Projections and Implications
The future of e-commerce in Bangladesh was reported to be positive according to the participants, and this is in line with recent findings that indicate a booming future in the industry (Rahman, 2015). Nevertheless, this study indicates that the future development will be hinged on the ability to resolve the main issues, which are trust, infrastructure, and regulation.
Theoretically, this is an indication of the dynamism of innovation adoption. As the Diffusion of Innovations Theory argues, adoption should be gradual; the results show that external forces, e.g., technology and policy, can either speed up or slow down the adoption.
On the whole, the discussion has shown that e-commerce in Bangladesh has great potential, but it depends on a set of technological, social and institutional factors. Although the results validate the known literature, they also go beyond it by showing the systemic character of the problems and inequity in the distribution of benefits. This offers a better insight into the adoption of e-commerce in developing nations.
[bookmark: _Toc225546788]8. Conclusion
This study aims to explore the importance and the effect of e-commerce in the Bangladeshi business world, and in this case, the retail business. The study employed a qualitative research design, through semi-structured interviews, to analyse the drivers of e-commerce adoption, barriers and consumer behaviour and the role of government in influencing e-commerce adoption. The results give valuable information on the demonstrates how e-commerce is reshaping the retailing environment in a developing country.
The research established that the convenience, cost benefits, and expanded market access are the key motivators for the adoption of e-commerce in Bangladesh. Online platforms are more favoured by consumers because of the time-saving advantage and access to a variety of products, whereas businesses are utilising e-commerce as a means of reaching more people and also enhancing efficiency in their operations. The results are aligned with the earlier research that accessibility and efficiency are important determinants of e-commerce uptake in developing nations (Hendricks and Mwapwele, 2023; Bashar et al., 2024).
Nevertheless, some serious challenges were also determined in the research. Low rates of digital literacy, trust concerns and inefficiencies in delivery are still major challenges to the development of e-commerce. Along with this, poor regulatory systems, coupled with the lack of government encouragement, also limit the maximum potential of the industry. Such results do not contradict Akter (2023) and Chowdhury (2025), who propose that the absence of consumer trust and regulatory loopholes are significant limitation to the e-commerce development in Bangladesh.
Another finding of the study was that consumer behaviour was also changing, with a slow turn towards online shopping as opposed to traditional retail. Even after this change, the issues of security, the quality of products, and their reliability continue to affect purchasing. This is in line with previous studies that indicate that trust and perceived risk are critical in influencing online consumer behaviour (Saha et al., 2020; Shahriar, 2025).
E-commerce plays a role in the economic and social empowerment through opening business opportunities, increasing employment and enhancing accessibility of products and services. It is also supported by previous research, which proves that e-commerce increases productivity in Bangladesh and boosts the economy (Hossain, 2022; Akter, 2023). The advantages are however, not equally shared with the urban population and digitally proficient population enjoying more advantages over the rest. This shows the digital divide that exists in developing economies.
[bookmark: _GoBack]Bangladesh E-commerce has a lot of potential and requires a balanced approach, which would take into account the opportunities and the challenges. Infrastructure must be improved, regulatory systems must be improved and consumer confidence must be improved to have sustainable development. The findings can inform policy formulation, business and researchers to make informed decisions in the development of e-commerce in Bangladesh to expand properly and in an inclusive manner.
[bookmark: _Toc225546789]9. Future Research
The current study offers sufficient information on the adoption of e-commerce in the Bangladesh retail sector; nonetheless, it also leaves a number of gaps that future researchers can take advantage of. Among the opportunities to be explored further is the use of bigger and more varied samples (including other parts of Bangladesh, in particular, rural). This would assist in better comprehending the digital divide and the variation in uptake of e-commerce in the socio-economic groups.
The mixed-method approach can also be applied in future research, involving a combination of qualitative and quantitative data. Although the present study offers a detailed analysis of the topic with the interviews, a quantitative analysis would contribute to the measurement of the level of e-commerce adoption and its impact and enable the generalisation of the results (Nanthagopan, 2021).
The other significant area that my future research can focus on is how newer technologies like artificial intelligence, mobile commerce and digital payment systems will influence the future of e-commerce in Bangladesh (Hossain and Biswas, 2024). Knowledge on the impact of these technologies on consumer trust, consumer behaviour and business performance would be a rich source of information to both academia and practice.
Future studies may also aim to conduct industry-specific research by considering specific sectors in the retail industry, e.g. fashion, electronics or grocery market, to determine the difference in e-commerce value among sectors (Gund and Daniel, 2024). It can also be done through longitudinal studies, which are carried out to determine how e-commerce is adopted over time.
Lastly, the study should be continued with more research conducted on the efficiency of government policies and regulatory frameworks, especially in enhancing consumer protection and trust. This would go towards coming up with more effective measures to facilitate sustainable and inclusive development of e-commerce in developing countries.
[bookmark: _Toc225546790]10. Ethical Considerations
[bookmark: _Toc225546791]10.1 Informed Consent
Before the interviews, all participants were told about the purpose of the research. They were made perfectly aware of the intended use of their data and that they could participate willingly (Heath et al., 2018). The participants gave their consent before joining the study and did not face any repercussions of dropping out.
[bookmark: _Toc225546792]10.2 Confidentiality
The research process was done with strict confidence. No data on personal information of the participants was documented or revealed (Mozersky et al., 2020). The participants were not named in real names, but were referred to as Participant 1, Participant 2, etc. This made sure that their names were not revealed and also safe.
[bookmark: _Toc225546793]10.3 Reduction of Harm
The research made sure that it did not cause any physical, psychological, or emotional harm to the participants. The interview questions were made to be neutral and non-sensitising (Biddle et al., 2013). The participants were not compelled to respond to any question that they felt out of their comfort zone, and could opt to skip any interview part.
[bookmark: _Toc225546794]10.4 Neutrality of Researcher
The researcher remained impartial during the study. Data collection and analysis were done without bias. The responses of the participants were documented and interpreted objectively to make sure that the results truly represent the opinions and experiences of the subjects (Lash and Ahern, 2012).
[bookmark: _Toc225546795]10.5 Non-maleficence and Beneficence
The non-maleficence principle was also observed by making sure that the research would not cause harm to the participants in any manner (DE LANGE, 2015). Concurrently, beneficence was upheld through the goal of producing useful knowledge which can be used in enhancing the e-commerce practices in Bangladesh. The research aims at benefiting firms, policy makers and customers.
[bookmark: _Toc225546796]10.6 Transparency
All the stages of the research were transparent. The study, such as data gathering, analysis and interpretation, was well recorded. The way their data would be used was made known to the participants, and no information was given that could have misled them at any point in the research (Aguinis, Li and Der Foo, 2024).
[bookmark: _Toc225546797]10.7 Observance of Institutional Guidelines
This paper has adhered to the ethical principles outlined by the University of Wales Trinity Saint David. All the processes were done as per the institutional requirements regarding research involving human subjects. Ethics with regard to consent, confidentiality, and data protection were well adhered to.


[bookmark: _Toc225546798]Part 2: Reflective Account
[bookmark: _Toc225546799]Introduction
This reflective narrative contains my elaboration of the procedure that I took when I was carrying out this study regarding the adoption of e-commerce in the retail industry of Bangladesh (Freda and Esposito, 2017). I consider the most important processes of my research, such as research design, data collection, and data analysis. I also describe the obstacles I encountered, what decisions I made, and what I have learnt in the process. This reflection is what allows me to look critically at my work and how my research has been used in the creation of knowledge as well as practice.
[bookmark: _Toc225546800]Research Design
When I started working on my research, one of the most crucial choices that I had to make was the one related to the selection of a proper research design. The qualitative research method was selected due to the desire to investigate the lived experiences, views, and real-life situations of people concerning e-commerce (Malmqvist et al., 2019). I thought that numerical data would not be sufficient to comprehend the complexity of this subject, more so in the situation of a developing nation such as Bangladesh.
It was also my decision to do a pilot study. I decided to do it this way because it would enable me to pilot my research design, improve on my interview questions and recognise problems that may be encountered before doing a larger study (Yang, 2013). This ensured that my research would be practical and manageable within the stipulated time.
Another key challenge that I encountered in this phase was that of aligning my research questions, theoretical framework and methodology. Initially, I could not distinctly relate these elements. Nevertheless, I was able to enhance this fit by following lecture materials and, to a greater extent, studying academic literature (Easterling and Johnson, 2015). This was useful in ensuring that I formulated a more rational and precise research design.
[bookmark: _Toc225546801]Data Collection
To collect the data, I applied semi-structured online interviews to ten participants. The reason I adopted this approach was that it would enable me to be able to ask direct questions, but on the other hand, leave the participants an opportunity to present their opinions in detail (Adeoye‐Olatunde and Olenik, 2021). This was a very effective approach in making deep and valuable insights.
I carried out the interviews through online digital platforms, and it was therefore less difficult to access the interviewees who were in various places. This also assisted me in spending my time in a more effective way.
Nevertheless, there were a number of obstacles that I encountered in this step. The identification of the appropriate participants with the relevant experience in e-commerce was one of the primary challenges (Yang, 2013). To address this, I employed purposive sampling and aimed at sampling individuals who were either consumers or participants in the retail industry.
Time management was also another problem. Interviews had to be carefully planned to schedule, conduct and record them. I managed this by making a structured schedule and preparing before every interview (Aziz and Khan, 2020).
Ethical factors were also observed closely by me. I informed the participants about the study by stating the aim of the study and secured their consent before carrying out the interviews (Travers, Morisano and Locke, 2015). I made it clear that their information should not be shared and also made sure that they felt at ease throughout the interviews.
[bookmark: _Toc225546802]Data Analysis
I used thematic analysis to analyse the data collected after collecting the data. This entailed transcription of the interviews, coupled with coding of the responses as well as determination of major themes. Initially, the process of data analysis was difficult as I felt that the data was not organised and complicated (Dhakal, 2022).
Nevertheless, in the course of coding the data, I began to notice patterns and relationships. I put related responses under what I called drivers, barriers, consumer perception and government role. This process assisted me in organising the data and making sense of the findings.
Objectivity was one of the most important issues in my analysis of data. I knew that my personal opinions might affect the interpretation of data (Easterling and Johnson, 2015). To address this, I used the systematic coding procedure and only paid attention to what the subjects said.
I had also developed coding tables and thematic structures to organise my analysis. This helped in making the presentation of my findings easy and logical. In the course of this process, I was able to understand the need to be patient and systematic when examining qualitative data.
[bookmark: _Toc225546803]Sampling Considerations
Purposive sampling was applied in this study since I aimed at getting the participants who possessed pertinent knowledge and experience in the field of e-commerce. This strategy enabled me to gather quality and targeted information (Tajik, Golzar and Noor, 2025).
But I know that there are limitations to this method. The sample was also small and not selected randomly, hence the results cannot be generalised to the whole population. This being a pilot study, my primary aim was to acquire depth of understanding, and not generalisation (Yang, 2013).
This practice taught me the need to choose the appropriate participants in qualitative research. It is not the quantity of the participants, but the quality and relevance of the data they give.
[bookmark: _Toc225546804]Researcher Neutrality
Neutrality was another key role that I needed to play in my study. I also actively tried not to manipulate the participants into giving their answers to the interview (Lash and Ahern, 2012). I made my questions quite neutral and did not make the participants go towards a particular answer.
I also paid attention to the objective interpretation of the data during the process of analysing data. I did not want to include my personal opinions, but used the facts presented by the participants (Travers, Morisano and Locke, 2015). It is something that made me realise the need to be a responsible and ethical researcher. It also enhanced the validity and legitimacy of my study.
[bookmark: _Toc225546805]Transparency and Conclusion
During my research, I attempted to be transparent so that I wrote down every process. I made sure that my research design, methods of data collection and analysis were discussed straightforwardly. This facilitates the ease with which other people comprehend and critique my work (Aguinis, Li and Der Foo, 2024).
Among the key lessons that I acquired during this research is the significance of reading literature. The review of the past studies enabled me to determine the research gaps, formulate my research questions and justify my findings (Easterling and Johnson, 2015). It has also made me realise the contribution of my research to the current body of knowledge.
I also realised the difficulties that are experienced by academic publishing researchers. The pressure is growing to come up with meaningful and original research work. It may be challenging to discover something new or do something unique at times (Yang, 2013). Nevertheless, I attempted to look at giving practical information which is applicable to the situation in Bangladesh.
One more significant insight is associated with academic integrity. I ensured that I used good referencing and came up with original work. This assisted me in upholding the research credibility.
In general, this study has been a learning experience for me. It has enhanced my research design, data collection, data analysis, and academic writing skills (Travers, Morisano and Locke, 2015). It has also assisted me in gaining an enhanced comprehension of the qualitative research methodologies.
To sum up, I have been able to complete this research and accomplish my objectives in the research. It has enabled me to become a stronger independent researcher, and I am now ready to work in the future both academically and in my profession.
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[bookmark: _Toc225546808]Appendix 1: Interview Questions
1. Can you describe your role and experience with e-commerce in the retail sector of Bangladesh?
2. What are the key factors that influence the adoption of e-commerce in your experience?
3. To what extent has e-commerce created value for you or your organization?
4. What are the main challenges that limit the effective use of e-commerce in Bangladesh?
5. Why do you think these challenges still exist despite the growth of digital technologies?
6. How do consumers perceive e-commerce compared to traditional retail in Bangladesh?
7. How do these perceptions influence purchasing decisions?
8. How would you evaluate the role of government policies in supporting e-commerce? 
9. To what extent do current regulations support or hinder e-commerce growth?
10. What changes are needed to improve the effectiveness and value of e-commerce in Bangladesh? 
11. In your opinion, what is the future potential of e-commerce in the retail sector?
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	Participant
	Role
	Experience Level
	Location

	Participant 1
	Consumer
	Regular user
	Dhaka

	Participant 2
	Business Owner
	Online seller
	Chittagong

	Participant 3
	Consumer
	Frequent user
	Dhaka

	Participant 4
	Retail Employee
	Moderate experience
	Khulna

	Participant 5
	Business Owner
	SME retailer
	Dhaka

	Participant 6
	E-commerce Employee
	Platform experience
	Dhaka

	Participant 7
	Consumer
	Occasional user
	Sylhet

	Participant 8
	Consumer
	Regular user
	Dhaka

	Participant 9
	Retail Staff
	Limited experience
	Rajshahi

	Participant 10
	Consumer
	Frequent user
	Dhaka
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Appendix 3: Sample Transcript
Participant 3
Q: What factors influence your use of e-commerce?
A: “The main factor is convenience. I can order products anytime without going outside, which saves a lot of time and effort, especially with my busy routine. Also, I find that online platforms offer more variety compared to local shops. Sometimes I cannot find specific products in nearby stores, but online I can easily access different options. Another important factor is price, because many online shops provide discounts and offers which are not available in physical stores.”
Q: What challenges do you face when using e-commerce?
A: “One major issue is trust. Sometimes the product I receive is not the same as what is shown in the pictures, which creates doubt about the reliability of sellers. There are also problems with delivery, such as delays or receiving damaged products. Another challenge is related to payment security. Even though digital payment is growing, I still feel a bit concerned about sharing financial information online. These issues make me think carefully before making a purchase.”
Q: How do you perceive online shopping compared to traditional shopping?
A: “Online shopping is more convenient and flexible, but traditional shopping still feels more reliable. In physical stores, I can check the product directly before buying, which gives me more confidence. However, for everyday or less risky purchases, I prefer online shopping because it is faster and easier. So, my choice depends on the type of product and the level of trust I have.
Q: How do these perceptions influence your purchasing decisions?
A: “My decisions are strongly influenced by trust and previous experience. Before buying anything online, I usually check customer reviews, ratings, and seller reputation. If the seller is well-known or has good feedback, I feel more comfortable purchasing. But if there are negative reviews, I avoid buying even if the price is low. So, perception of risk and trust plays a big role in my decision-making.”
Q: What is your opinion about government support for e-commerce in Bangladesh?
A: “I think government support is still limited. There should be stronger regulations to protect consumers from fraud and poor-quality products. If there were stricter rules and monitoring, people would trust e-commerce more. Also, improving digital infrastructure and delivery systems would help the sector grow faster.”

Q: How do you see the future of e-commerce in Bangladesh?
A: “I believe e-commerce will grow significantly in the future because more people are becoming familiar with technology and online shopping. However, for this growth to be sustainable, issues like trust, delivery reliability, and payment security need to be improved. If these problems are solved, more people will shift from traditional shopping to online platforms.”
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	Theme (Parent Node)
	Sub-theme (Child Node)
	Codes
	Evidence (Sample Quote)

	Drivers of Adoption
	Convenience
	Time-saving, ease of use
	“It saves time compared to physical shopping”

	
	Cost Advantage
	Discounts, lower price
	“Online prices are cheaper”

	
	Market Access
	Wider reach, availability
	“We can reach more customers online”

	Barriers and Challenges
	Trust Issues
	Fraud fear, product mismatch
	“I don’t fully trust online sellers”

	
	Delivery Problems
	Delay, damage
	“Delivery is often late”

	
	Digital Literacy
	Lack of skills
	“Many people don’t know how to use apps”

	Consumer Perception
	Risk Perception
	Security concern
	“I worry about payment safety”

	
	Behaviour Shift
	Online preference
	“I now prefer online shopping”

	Government and Policy
	Weak Regulation
	Lack of laws
	“No strong protection rules”

	
	Infrastructure Gap
	Internet, logistics
	“Systems are not developed”

	Value Creation
	Business Growth
	Sales increase
	“My sales increased online”

	
	Customer Satisfaction
	Better options
	“More choices available”

	Future Outlook
	Growth Potential
	Expansion
	“E-commerce will grow fast”
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	Category
	Theme

	Convenience, Cost, Market Access
	Drivers of Adoption

	Trust Issues, Delivery Problems, Digital Literacy
	Barriers and Challenges

	Risk Perception, Behaviour Shift
	Consumer Perception

	Weak Regulation, Infrastructure Gap
	Government Role

	Business Growth, Customer Satisfaction
	Value Creation

	Growth Expectations
	Future Outlook
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	Theme
	Assertion

	Drivers of Adoption
	E-commerce adoption is mainly driven by convenience, cost advantage, and accessibility

	Barriers and Challenges
	Trust issues and infrastructure limitations significantly restrict adoption

	Consumer Perception
	Consumer behaviour is improving but still influenced by perceived risk

	Government Role
	Weak regulation and policy gaps hinder sustainable e-commerce growth

	Value Creation
	E-commerce creates value through business expansion and customer satisfaction

	Future Outlook
	E-commerce has strong future potential if challenges are addressed
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