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Abstract

In today's fast business world, e-commerce has become a game-changer for small and medium-sized
enterprises (SMEs) in Bangladesh. Small businesses can use digital platforms to explore new markets,
overcome limitations and reach more customers. Embracing e-commerce not only enhances their
visibility but also it creates opportunities for innovation and heightened technological efficiency. The
purpose of this study are: (1) Key factors affecting e-commerce adoption in SMEs' innovation and
technological operations; (2) Challenges and barriers encountered by SMEs in Bangladesh during the
adoption of e-commerce for their innovation and technological processes; and (3) The impact of e-
commerce adoption on innovation and technological efficiency within Bangladeshi SMEs. This qualitative
research looks at how small businesses in Bangladesh are using e-commerce to become more innovative
and use technology better. The study aims to pinpoint the key factors influencing SMEs' decisions to
adopt e-commerce in their operations, exploring what makes technology and innovation efficiency
get better. Ultimately, the study's findings aim to help Bangladeshi SMEs with the knowledge, ideas and

inspiration to use technology, innovation, and e-commerce more effectively.

Keywords: E-commerce, innovation, technological efficiency, small and medium-sized enterprises

(SMEs).
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1 Introduction

Over time, e-commerce has evolved, extending its reach beyond traditional buying and selling to
include online logistics operations and various organizational management tasks (Jahanshahi et al.,
2013). Small and Medium Enterprises (SMEs) play a crucial and multi-faceted role in the economic
development of Bangladesh. They are the backbone of the country's industrial sector, employing a
significant portion of the workforce and contributing substantially to the overall GDP (Hossain, 2016).
According to data from the Bangladesh Bank, SMEs are responsible for employing the majority of
industrial workers, showcasing their pivotal role in job creation and livelihood opportunities (Begum

et al., 2022).

These SMEs operate across diverse industries, including manufacturing, services, and agriculture,
making them integral to the growth and expansion of the national economy. In the manufacturing
sector, SMEs contribute to the production of various goods, ranging from textiles and garments to
electronics and handicrafts (Thong & Yap, 1995). In the services sector, they provide a wide range of
services such as retail, hospitality, transportation, and information technology, catering to the needs
of both domestic and international markets. Additionally, SMEs in the agriculture sector play a vital
role in food production, processing, and distribution, ensuring food security and supporting rural

livelihoods (Thong & Yap, 1995).

SMEs also play a vital role in driving employment, technological advancements, and competitive
advantages in both developed and developing countries (Jahanshahi et al., 2013). In today's business
world, small and medium-sized enterprises (SMEs) are increasingly turning to e-commerce to
enhance performance, gain sustainable competitive advantages, and secure long-term success
(Ghobakhloo et al., 2011). Recognizing the significance of SMEs, many governments have implemented
supportive policies and incentives to encourage the adoption of e-commerce among SMEs (Thong &
Yap, 1995). The research shows that small and medium businesses are really important for
Bangladesh's economy. It also points out how ecommerce business are becoming more and more
important for new ideas and technology in the country. However, even though the e-commerce
industry is growing fast in the country, the adoption of e-commerce within SMEs' innovation and
technological operations is still in its early stages (Meng et al., 2021). This study seeks to fill this gap
by investigating the factors affect e-commerce adoption among SMEs in Bangladesh. By

understanding the challenges and barriers faced by SMEs in adopting e-commerce and analyzing the



impact of e-commerce adoption on innovation and technological efficiency, these valuable insights can
be gained to promote the effective integration of e-commerce in SMEs' innovation and technological
operations. This study adds to the existing literature on the adoption of e-commerce in innovation
and technological operations, with a particular focus on developing nations like Bangladesh. It offers
valuable insights that benefit SMEs, policymakers, and researchers alike. The research also
emphasizes the importance of conducting a thorough evaluation of the innovative technology
associated with e-commerce adoption. By enhancing innovation and technological efficiency through
the integration of e-commerce, SMEs in Bangladesh can gain a competitive edge, achieve cost
reduction, and experience increased profitability. The findings of this study can contribute to a deeper
understanding of the potential advantages and considerations related to e-commerce adoption in the

context of innovation and technological operations within the SMEs sector.

1.1 Motivation of the Research

E-commerce has experienced significant global growth and is now an essential part of modern
business operations. The Bangladesh government aims to create a digitalized country and achieve
the vision of a ‘Digital Bangladesh’. While there has been considerable progress over the years, the
full potential of the e-commerce industry in the country remains undeveloped (Hossain, 2016). With
a large and youthful population, the nation has entered the era of population dividend, and their
potential should not be underestimated, as seen through their active involvement in various
movements in recent times. However, the adoption and implementation of e-commerce practices
vary across different countries and regions due to diverse cultural, economic, and infrastructural
factors. Bangladesh, being a developing country with a burgeoning economy, is no exception to this
trend (Hossain, 2016). The motivation behind this research is to explore how e-commerce is being
adopted in Bangladesh, especially among Small and Medium Enterprises (SMEs), which play a significant

role in the country's business scene.

These papers cover various aspects of e-commerce in Bangladesh and also create motivation for this
research, including the effects of buying culture and e-infrastructure on the implementation of
Business-to-Consumer (B2C) e-commerce (Azam, 2007), the influence of organizational characteristics on
e-commerce adoption by SMEs (Azam & Quaddus, 2009), as well as the opportunities and challenges

faced by e-commerce businesses in Bangladesh (Bappy & Azim, 2018).



Additionally, the role of innovation (Hryshkevich, 2022) and technology (Bhagat, 2021) in fostering e-
commerce growth has been highlighted in the context of global trends. Specific frameworks for
implementing e-commerce in developing countries and SMEs, including Bangladesh, have also been
proposed (Karim et al., 2018). Furthermore, the studies discuss the importance of ICT adoption in the
context of SMEs in the service sector (Mirza et al., 2016) and analyze the overall development of
SMEs in Bangladesh, addressing the problems and prospects (Zaman & Islam, 2011). In Bangladesh,
the implementation of e-commerce is confronted with significant challenges and barriers that cannot
be ignored. One of the major hurdles is the need to bolster technological capabilities and encourage
innovation to facilitate seamless e-commerce adoption. The challenges and potential obstacles are
the primary motivation for researching this topic. By studying the role of technology and innovation

in this context, | aim to contribute to the success of e-commerce in the country.

1.2 Problem Statement

The implementation of e-commerce in Bangladesh faces significant challenges and barriers, including
technological limitations and the need for innovation. These obstacles hinder the seamless adoption
of e-commerce practices in the country. Understanding and addressing these challenges are crucial
for fostering the growth and success of e-commerce in Bangladesh. The main problem statement is
to explore the dynamics of e-commerce adoption in the context of Bangladesh and identify strategies
to overcome the identified barriers, with a particular focus on enhancing technology and innovation

to facilitate the integration of e-commerce into the local business landscape.

1.3 Research Aims and Objectives
Aim:
The aim of this research is to investigate the impact of innovation and technology on e-commerce adoption
in Bangladesh and to identify strategies to leverage these aspects for successful implementation.
Objectives:
e To assess the current state of e-commerce adoption in Bangladesh, focusing on the level of
technological readiness and innovation in the business landscape.
e To identify the technological challenges and limitations that hinder the widespread adoption
of e-commerce practices in the country.
e Tounderstand the role of innovation in driving e-commerce growth and it’s potential to address

specific challenges faced by businesses in Bangladesh.



e To investigate consumer behavior and preferences related to technology adoption and e-
commerce, and how these factors influence the market demand.
e To provide guidelines and recommendations for businesses, particularly SMEs, on adopting

and integrating innovative technologies to improve their e-commerce capabilities.

1.4 Research Questions

RQ1. How the key factors influence the adoption of e-commerce in the innovation and technological
operations of SMEs in Bangladesh?

RQ2. How do SMEs in Bangladesh specifically face challenges and barriers when adopting e-commerce
for their innovation and technological operations?

RQ3. How does the adoption of e-commerce impact innovation and technological efficiency in SMEs

in Bangladesh?

1.5 Significance of Study

By focusing on the role of innovation and technology in e-commerce adoption, the research address
key challenges and barriers faced by businesses in the country. First, it can help the economy grow
by opening up new business opportunities, reaching more customers, and making business operations
more efficient. Second, it enables small businesses to use e-commerce, which increases productivity,
creates jobs, and strengthens the overall economy. Third, this study can provide valuable insights for
policymakers to develop targeted initiatives and policies that support the growth of e-commerce and
technological innovation. Additionally, it contributes to advancing knowledge in the field, also helps
researchers and people in business. Furthermore, understanding consumer behavior and technology
preferences promotes digital inclusivity, ensuring the benefits of e-commerce reach all segments of
society. Lastly, insights from successful best practices can facilitate international collaboration,
encouraging global partnerships in e-commerce development. In short, this research carries the potential

to create a successful and transformative e-commerce environment in Bangladesh.

10



1.6 Thesis Structure

In this thesis, the content is structured into six distinct sections, with each section dedicated to
exploring a different aspect of the study.

Section 1: Introduction - This section encompasses the research's motivation, the problem statement, the
study's aims, and objectives, along with the research questions introduced in this chapter. It further
highlights the significance of the study and outlines the organization of this thesis.

Section 2: Background - This section provides background context for the research topic and conducts
a comprehensive review of related literature by other researchers. The aim is to identify the research
gap that this study seeks to address. This analysis is vital for establishing the research's significance
and guiding the subsequent investigation.

Section 3: Methodology - This section outlines the research design employed in the study, detailing
the research strategy and methodology used for data collection and explains the data analysis techniques
employed.

Section 4: Results - In this section, the main findings and outcomes of the study will be presented.
Section 5: Discussion - This part goes into more detail about the findings and their relation to the
theoretical background. Additionally, the limitations of the study are discussed to provide a comprehensive
understanding of the research outcomes and future research.

Section 6: Conclusion - In this section, the main supporting ideas discussed throughout the work are

summarized.
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2 Background

This section will describe the related theoretical background of e-commerce has evolved considerably,

with a focus on applications, innovation, and technological efficiency.

2.1 Fundamental of E-commerce

Because of advancing technology and changing customer preferences, e-commerce is currently the
fastest-growing business sector. Since the advent of the Internet, easy to use websites, reliable online
payment methods, high-speed broadband, smartphones, and tablets, there has been an increase in
e-commerce and digital presence globally (Ayyagari, 2007). From a retailer's perspective, the fundamental
market principles of supply and demand also extend to e-commerce. While "e-business" is a broader
term, in this context, we'll use "e-commerce" since every business engages in the buying or selling of

products and services (Jahanshahi, 2013).

2.1.1 E-commerce

Chaffey, D. (2009) defines “e-Commerce was the exchange of information across electronic networks,
at any stage in the supply chain, whether within an organization, between businesses, between
businesses and consumers, or between the public and private sector, whether paid or unpaid”. E-
commerce and transaction cost is relate to each other. Transaction cost is a theoretical framework
that e-commerce organizations can use to examine costs and make decisions (Schneider, 2015). It
can be applied to assess make-or-buy decisions, platform choices, supply chain relationships, and
contract design, enhancing the efficiency and effectiveness of e-commerce operations (Schneider,
2015). Initially, there was a conceptual debate about whether the traditional way of doing business
could be transformed into a new approach through the internet (Hossain et al., 2013). Consequently,
e-commerce became popular as a business tool for information sharing and search. It is related to e-
commerce. Over the time, this eventually led to a change in viewpoint, and e-commerce being

defined as the process of purchasing and selling goods and services online (Hossain et al., 2013).

Since the beginning in the 1970s, e-commerce has come to be broadly defined. It has made a late
entry in Bangladesh compare to the rest of the world. It has start in the late 90s with an initial
emphasis on sending and receiving gifts from overseas (Hossain et al., 2013). Hossain et al., (2019)
describe it as any business based on the internet, leveraging communication and information

technology to share information among stakeholders. It is characterized by being technology-driven,
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involving business model innovation, and facilitating quick scale expansion. E-commerce has brought
significant shifts in business paradigms worldwide, impacting marketers and customers alike through
data analytics and transactions. With the help of new technology and social commerce, companies
can now engage with various stakeholders through different online channels (Ayyagari et al., 2007).
Different organizations may view e-commerce from various angles. Some focus on consumers from a
marketing perspective, serving various utilities through a static online presence (Batra and Arora,

2020). However, this definition might be debatable.

E-commerce brings significant advantages to companies across different dimensions. Firstly, it
elevates the customer experience by providing exceptional services, a diverse product range, and the
flexibility of round-the-clock purchasing. Secondly, it streamlines company operations by reducing
market entry barriers, cutting distribution costs, and improving marketing and distribution efficiency
(Kapurubandara & Lawson, 2008). Furthermore, e-commerce enhances communication efficiency
among various stakeholders, both internal and external to the company. These positive transformations
in business practices benefit all parties involved, making e-commerce a game-changer in the business
world. In this study, e-commerce will be considered as digitalization of business and its process which
means a comprehensive usages of technology and innovation not only within organization but also

with the all involved business partners in the context of Bangladesh.

2.1.2 E-commerce Applications

E-commerce applications, as a practical implementation, closely relate to e-commerce business
theories. They manifest core concepts like market entry strategies, transaction cost analysis, platform
governance, and customer behavior theories (Ngai and Gunasekaran, 2007; Schneider, 2015). The
theories guide the development and optimization of e-commerce applications, ensuring alignment
with business goals, efficiency, and profitability (Ngai and Gunasekaran, 2007). The internet has
profoundly transformed numerous facets of society, spanning domains such as commerce, leisure,
culture, communication, technology, shopping, and travel. The classical application of e-commerce
involves transforming key business processes through the use of the internet (Schneider, 2015). This
emergent mode of communication has ushered in innovative avenues for conducting business,
harnessing the power of technological progress (Hossain, 2016). E-commerce applications serve as
instrumental gateways to the online realm, facilitating the acquisition of goods and services. These
applications perpetually evolve in response to the rapid pace of technological advancement (Ngai

and Gunasekaran, 2007; Schneider, 2015). This encompasses various types of e-commerce, such as
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business to business (B2B) and business to customers (B2C), spanning different functional areas of
business. Previous research on e-commerce applications in SMEs has reviewed areas like electronic
advertising, electronic marketing, customer support service, order and delivery, and online payment

(Ghobakhloo et al., 2015).

In B2B simply defined as e-commerce between companies (Ghobakhloo et al., 2015) and B2C is normally
selling partner is a business organization but not a must (Azam, 2007). However, despite the potential
benefits, many SMEs have not fully embraced e-commerce applications. Studies show that e-
commerce adoption by SMEs in developing countries is low and primarily limited to basic applications
like email or web presence (Hasan et al., 2020). Even in South East Asian countries, only a small
percentage of SMEs have reached an advanced level of e-commerce adoption (ERIA cited in OECD,
2019). Bangladesh's SMEs also face similar challenges. Studies highlight that many SMEs in Bangladesh
have not implemented advanced e-commerce applications like integration or enterprise solutions,
with most websites serving primarily as advertising and marketing tools (Billal et al., 2019). The limited
adoption of advanced e-commerce is attributed to financial constraints, as these applications often
require substantial investments. In this study, we will discuss the B2B and B2C organization as it part

of the companies that we interviewed. It will support this study purpose in the context of Bangladesh.

=53 = ‘
ol g2 B ‘

Business to Business Business to Consumer

Consumer to Consumer Consumer to Business

Figure 1: Types of E-commerce (Ghobakhloo et al., 2015; Azam, 2007)
2.2 Innovation in E-commerce

The term "Innovation" in e-commerce describes the development and execution of creative ideas, tools,
procedures, or business frameworks with the goal of improving online sales and customer satisfaction,
enhancing productivity, and creating a competitive edge in the digital marketplace (Pease et al. 2007). In e-
commerce, innovation adoption theory encompasses awareness, interest, and assessment. (Pease et
al. 2007). Technological adaptation and innovative endeavors play a pivotal role in driving the growth

of small and medium enterprises (SMEs) through enabling diversification in production and
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processes. Additionally, open innovation practices, particularly among SMEs, are influenced by distinct
attributes of various firms, leading to diverse impacts accordingly (Meng et al., 2021). A major factor
in success and expansion in the dynamic world of e-commerce is innovation. Adopting new
techniques and embracing technological improvements can have a big impact on the customer
experience and overall performance of the business. (Meng et al., 2021). Implementing e-commerce
in the context of Bangladesh SMEs can foster innovation in several ways. For example, the use of e-
commerce requires SMEs to embrace technology, such as digital marketing tools, online payment
systems, and other management software. Using these technological developments enhance and
encourages innovation within the company and the search for new ways to improve customer
satisfaction and operational efficiency. SME's can broaden their market presence, enhance productivity,
and maintain their competitiveness in the quickly changing business environment by utilizing these

digital technologies (Meng et al., 2021).

The integration of technology enables SMEs to cater to changing customer demands, optimize
processes, and establish a strong online presence, leading to sustainable growth and success in the
e-commerce realm (Hossain, 2016; Arumugam et al., 2020). E-commerce platforms play a vital role
in fostering collaboration among businesses, encouraging SMEs in Bangladesh to form strategic
partnerships with complementary industries. These collaborations lead to innovative solutions through
shared resources and ideas, enabling SMEs to leverage strengths, expand offerings, and access new
markets for mutual growth and competitive advantage (Islam, 2018). The collaborative ecosystem
nurtured by e-commerce platforms empowers SMEs to collectively innovate, adapt, and thrive in the
dynamic business landscape, bolstering their position in the evolving e-commerce market (Islam,
2018). E-commerce platforms generate important customer data by providing insights into purchase

trends, preferences, and behavior (St-Aubin, 2022).

For SMEs, this data is a treasure trove of opportunities. Through the use of consumer insights, SMEs
can innovate product development, marketing strategies, and customer service. Personalization
becomes feasible, tailoring offerings to individual preferences landscape (Karim et al., 2018). Data-
driven decision-making empowers SMEs to optimize operations, enhance customer experiences, and
stay ahead of the competition. This data-driven strategy is essential for success in the dynamic world
of e-commerce (Karim et al., 2018). E-commerce enables SMEs in Bangladesh to access niche markets
that may not be easily reachable through traditional setups. SMEs can develop creative product

differentiations and increase consumer loyalty by serving untapped niches. The global reach of e-
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commerce enables small and medium enterprises (SMEs) to connect with niche audiences
worldwide, fostering business growth and establishing a strong brand presence. (Hossain et al.,
2013). This study will cover the e-commerce innovation in products and processes, trust building in the
businesses and organizations; how innovation can motivate the e-commerce adoption process in the

context of Bangladesh.

2.3 Technological Efficiency in E-commerce

The ability of a technology, system, or process to produce the best possible results with the least amount
of input or resources is referred to as technological efficiency (Dimelis et al., 2011). The theory of
technological efficiency is based on the concept that innovations and technological advancements
can result in more efficient production, use of resources, and overall economic performance. This
includes innovation with ongoing development, cost reduction, productivity improvement, and
resource optimization (Dimelis et al., 2011; Ray, 2011). Technological efficiency plays a crucial role in
the successful implementation of e-commerce for SMEs in Bangladesh. Efficient e-commerce
technology allows SMEs to establish a strong digital presence. SMEs can stay competitive in the dynamic
e-commerce world by leveraging data-driven insights and streamlined processes to facilitate innovation
and informed decision making. Smooth transactions further increase client satisfaction, which drives

expansion and success (Bhagat, 2021).

Technology-driven innovation is associated with technological efficiency in e-commerce. This
includes innovations and creative thinking that take place in line with the creation of innovative
technological capacities (Islam, 2018). Numerous corporate operations, including order processing,
customer service, and inventory management, can be made more efficient by technology. SMEs can
save operating expenses and more effectively use resources by automating certain operations,
freeing up funds for expansion and innovation (Islam, 2018). Technologies related to e-commerce
provide insightful data about consumer behavior, preferences, and market trends. SMEs in Bangladesh
can use this data to find areas for innovation and improvement, create focused marketing campaigns,
and make data-driven decisions. By utilizing such information, SMEs may improve client experiences,
streamline their e-commerce operations, and maintain their competitive edge in the market (Mirza

et al., 2016).

Additionally e-commerce technology allows easier payment solutions to the customers. By implementing

secure and efficient payment gateways, Bangladeshi SMEs can provide customers with a wide range
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of payment options, enhancing transaction convenience and bolstering customer trust (Azam &
Quaddus, 2009). This assures easy and trouble-free online shopping, which makes clients happy and
promotes recurring business. Trust in safe payment options increases SMEs credibility in the e-commerce
sector, resulting in more devoted clients and long-term success (Hryshkevich, 2022). E-commerce
technology enables SMEs to explore and implement innovative marketing strategies. To effectively
reach and engage their target audience, they can make use of digital techniques such as influencer
marketing, content marketing, and social media (Azam, 2007). Embracing technological efficiency,
SMEs in Bangladesh can stay competitive in the dynamic e-commerce landscape, driving growth and
establishing a strong presence in the evolving market (Mirza et al., 2016). Theoretical background of this
thesis is rely on fundamental of e-commerce, innovation and technological efficiency in e-commerce.
Following figure will give a clear idea about these terms and core concept that will build up with the

interviews of this study and support the research topic.

Institutions

4r .
Technology
p? Technology as an
l PR == =%  QOperant Resource
/ ow-e A T
/ Practices £ ) Innovation Process

\

Figure 2: Technological Efficiency and Innovation Core Concept

(Orlikowski, 1992, Akaka & Vargo, 2014)

This study will contribute to know how tech interaction can improve e-commerce businesses as
technological efficiency is a major factor in e-commerce that we are considering it here. Also how

innovation with technology is necessary for e-commerce business in the context of Bangladesh.
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3 Methodology

In this chapter, the research design, data collection process, and participant selection for the
qualitative study focused on exploring the impact of e-commerce adoption on small and medium-
sized enterprises (SMEs) are outlined. The study involved conducting interviews with representatives

from selected companies in chosen industries.

3.1 Research Design

Generally, research methods can be categorized into two primary types: qualitative and quantitative
(Cropley, 2023). When qualitative and quantitative research combines together it called mixed
method. Qualitative research aims to learn about how people view and understand the real-world
experiences and social trends (Cropley, 2023). According to Daniel (2014), qualitative research is a
way of studying social phenomena by understanding different methods and approaches. This type of
research collects information, provide results that are not pre-decided, and has broader implications
beyond the scope of the study (Hancock et al., 2001). This research study utilized a qualitative
research design to investigate the adoption of e-commerce in innovation and technological operations
among SMEs. This research objectives indicate a comprehensive exploration of the factors influencing
e-commerce adoption in SMEs in Bangladesh and its impact on innovation and technological
efficiency. Therefore, it aligns with the exploratory nature of research, where the goal is to seek new

insights and generate ideas for future investigation (Cropley, 2023).

The research employed semi-structured interviews as the primary data collection method, engaging
SME owners/managers/staff who have already adopted e-commerce for their innovation and
technological operations. These interviews allowed for in-depth exploration of their experiences,
challenges, and strategies related to e-commerce adoption. Additionally, to provide a comprehensive
context and background information, the study incorporated secondary data sources. These
secondary sources included government reports and academic literature from many websites,
including Science Direct, |IEEE Explore, Google Scholar, and others. These sources were chosen
because they were relevant to e-commerce adoption in the SME sector and its impact on innovation
and technological operations. These sources provided valuable insights into the broader landscape,
enabling a better understanding of the factors influencing e-commerce adoption, the challenges

faced by SMEs, and the potential benefits and limitations associated with this technological

18



integration. The three phases of data gathering, initial coding, and analysis are combined throughout

the study.

‘ Start '

Define
Scope and
Objectives

Data Collection Date. Discussion
Analysis

Figure 3: Main Steps of Research Plan

By combining primary qualitative data from the interviews with SME owners/managers/staff and relevant
secondary data sources, this research aimed to offer a comprehensive analysis of the adoption of e-

commerce in innovation and technological operations among SMEs in Bangladesh.

3.2 Sampling

The study employs purposive sampling techniques to select SMEs that are adopting e-commerce for
their innovation and technological operations within the Dhaka division. Purposive sampling allows
for the targeted selection of SMEs with relevant experiences and insights related to e-commerce
adoption, ensuring that the sample represents SMEs actively involved in this technological integration
(Palinkas et al., 2013). Purposive sampling also allows to focus the data collection on individuals or
cases that are most likely to provide valuable information related to the research questions. It is
particularly useful in qualitative research exploratory nature, where depth of understanding is a
priority, as it allows to gather rich and relevant data (Palinkas et al., 2013). In this study, individuals
or businesses are chosen based on specific criteria like their experience with e-commerce or the
challenges they face. Depending on the research goals, participant has been selected for this research
(Palinkas et al., 2013). The determination of the sample size is based on the principle of data
saturation, where the sample size is determined by reaching a point where new information or
themes are no longer emerging from the collected data (Palys, 2008). This approach ensures that an
adequate number of SMEs are included in the study to capture a comprehensive range of
perspectives, experiences, and challenges related to e-commerce adoption in the context of

innovation and technological operations.
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3.2.1 Company Profiles

After employed purposive sampling to select the companies that offered a range of perspectives on
e-commerce adoption. Three company was selected after purposive sampling for this research and
nine interviews were conducted. Seven interviews were conducted in person, while the remaining
two were conducted online. In accordance with the Digital Security Act of 2018 in Bangladesh and
GDPR policies, the identities of the participants, including the company names, were kept
anonymous. The details about this has discussed in the ethical concern section. However, within this
section, the company profiles, encompassing their operational scope and business particulars, have
been comprehensively discussed. First company is first online e-commerce SME in Bangladesh that
serves as a conduit between learners and an extensive array of high-quality online educational
content. By combining technology and education, the organization is changing how people learn and
helping them succeed in a changing world. Students use a dedicated learning app to go at their own
pace. Enriched by animations, interactive live sessions, and visualized learning, learners gain the
ability to self-assess alongside expert educators and performance analytics, anytime and anywhere,
all made possible by the company. The company's main operations include providing a modern
learning platform with a variety of educational content, like interactive courses and video lectures.
Collaborating with experts ensures the content is accurate and up-to-date. They integrate technology
into learning, making it accessible for everyone, and encourage collaboration among learners. The
company is dedicated to improving and evolving their services based on user feedback and emerging

trends.

Second company operates as a developer of a comprehensive B2B e-commerce platform, designed
specifically to small and medium-sized businesses. Their platform is strategically designed to address
the needs of local neighborhood shops, granting them access to an expansive array of products. This
unique approach allows these businesses to expand their product offerings, enhancing their
competitiveness within the market. A significant facet of the company's operations is their
commitment to supporting these businesses beyond just product accessibility. Alongside providing a
diverse range of products, the company offers logistics services, streamlining the distribution process
for their clients. This integrated service helps businesses manage their inventory effectively, ensuring
products reach customers in a timely manner. Furthermore, the company extends its services to
encompass financial credit solutions. Understanding the cyclical nature of business operations, they

offer clients access to credit facilities that align with their specific business cycles. This financial
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support empowers small and medium-sized businesses to manage their cash flows and sustain their
operations smoothly. Through their platform, businesses can conveniently access an online
marketplace, expanding their product offerings while also tapping into vital logistics and credit line
facilities. This holistic approach provides businesses with the tools necessary to navigate the

challenges of commerce effectively.

Third company is another e-commerce SME that operates a dynamic B2B marketplace that's
transforming the way retailers connect with suppliers and major brands. The company's app is
designed to empower retailers by establishing a direct link between them and suppliers, with a keen
focus on addressing the challenges of a fragmented supply chain through technology. In a bid to
bridge the gaps and streamline the supply chain, This Company has taken the initiative to bring
retailers, suppliers, and prominent brands together. The platform serves as the catalyst that
revolutionizes traditional business interactions, injecting efficiency and coherence into the process.
This company's main focus is empowerment. Using technology, the company gives retailers the
ability to easily connect with suppliers and well-known brands, empowering them in the process. The
innovative approach reduces previous communication and collaboration gaps, ensuring a smoother
flow of goods and services. The B2B marketplace app serves as a digital bridge, a platform where
retailers can discover a network of suppliers and big brands. This simplified connection makes
sourcing, buying, and distributing goods easier, getting rid of the usual supply chain challenges. This
company uses technology to improve transparency, minimize obstacles, and boost efficiency in the
B2B ecosystem. This company's dedication to innovation is reshaping the B2B landscape, encouraging

direct connections and meaningful collaborations.

Company 1 2 3
Sector E-commerce (Education) E-commerce (Logistics) E-commerce (Retail)
Primary business B2C B2B B2B
focuses
Number of years in 5 7 4
business
Number of 150 - 180 200 - 220 180 - 200
employees
Computer literate Almost all employees have computer knowledge
employees
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Products Educational courses Essential goods Essential goods

Table 1: Selected SMEs Profiles

3.2.2 Participant Profiles

The research aims to gather insights from different individual of nine Bangladeshi (BD) interviewee,
each with their own unique work experiences from their companies. One of them, the first
participant, is a Chief Information Officer. He's worked for four years at an e-commerce company in
Dhaka, Bangladesh. His job involves leading and making big decisions about how technology is used.
This experience lets him give us a high-level view of how e-commerce works, especially when it comes
to new ideas and technology. Next participant from same company is an IT Manager who has spent
three years in the e-commerce industry in Dhaka. He's the person in charge of making sure all the
technology works smoothly. His perspective helps us understand the challenges and good things that

happen when technology and e-commerce come together.

There's also a Project Manager from same company, who has worked in e-commerce for three years
too. This person knows how to manage projects and make sure things get done. Their insights show
how e-commerce and new ideas fit together when we try to make them happen. Another one is a
General Manager who's been in e-commerce for five years in another e-commerce SME. His job
involves looking at everything that happens in the company and making sure it's going well. This
participant's insights give us a broad look at how e-commerce works, from the top down including IT.
Another participant from same company is an IT Support Officer, who has been involved in e-
commerce for four years. This person deals with the technical problems that come up and helps the
company run smoothly every day. Their experiences give us a view from the ground level, showing
us how technology really fits into daily operations. Another participant from the same company
serves as a Business Analyst, bringing three years of expertise in the e-commerce sector. In this
capacity, they are responsible for conducting in-depth analyses and supporting the company's daily
operations. Their experiences offer valuable insights into how technology is intricately woven into
our daily business activities. Last three participant is from another e-commerce company. All three
participants’ position is Assistant Manager (IT), System Administrator and Data Analyst. While Assistant
Manager (IT) brings three years of working knowledge, while a System Administrator, with two years'

experience, shares their unique view of how the complex world of IT supports, innovation and
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technological views of e-commerce innovation in Dhaka. Last but not least, Data Analyst with three
years of expertise in the company gives data-driven insights and analysis which plays a pivotal role in
shaping the data strategy. Together, these different perspectives provide a rich understanding of

how e-commerce and new ideas come together, from many different angles.
Participants 1 2 3 4 5 6 7 8 9

Education Master’'s Master’s = Bachelor Master’'s Bachelo Master’s Master’s Bachelo Master’

’

s r's r's s
Employment Chief IT Project General IT Business Asst. System Data
positions Info Manager Manager Manager Support Analyst = Manager Admin. = Analyst
Officer Officer (IT)
Years of 4 3 3 5 4 3 3 2 3
experience
Employment = Fulltime = Fulltime | Full time = Full time Full Full time = Full time Full Full
Type time time time
Nationality BD BD BD BD BD BD BD BD BD

Table 2: Selected Participants Profiles
3.3 Data Collection Methods

The study is conducting 9 semi-structured interviews, each lasting between 50 to 60 minutes, with
SME owners/managers/staff to collect data on e-commerce adoption in innovation and technological
operations. Both in-person and online interviews has been conducted, taking into consideration the
participants' preferences and convenience. The physical and online mode of the interview is
providing flexibility and convenience for both the researchers and the participants, allowing for
seamless communication and data collection. During the interviews, audio recordings are not being
used. Instead, the interviews are being transcribed verbatim for further analysis. Transcribing the
interviews ensures accuracy in capturing the participants' responses, perspectives, and experiences.
The transcribed data is being treated with confidentiality and stored securely to maintain the privacy
and anonymity of the participants. It was carefully considered that doing the research with

thoroughness, attention, and honesty would ensure data authenticity and reliability (Robson, 2002).

3.3.1 Data Sources

The study uses primary data sources, including semi-structured interviews with SME owners,
managers, and staff, to collect data on factors influencing e-commerce adoption, challenges faced by

SMEs, and the impact of e-commerce adoption on innovation and technological efficiency. These
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interviews allow for an in-depth exploration of the participants' perspectives, experiences, and
insights regarding e-commerce adoption in the context of innovation and technological operations.
Alongside the primary data sources, the study also draws on secondary data sources, such as
government reports and academic literature, to provide essential context and background
information. These secondary sources offer valuable insights into the broader landscape of e-
commerce adoption, innovation, and technological operations in the context of SMEs. They provide
afoundation of knowledge, support the interpretation of primary data, and contribute to a comprehensive

analysis of the research topic.

3.4 Data Analysis

By its organized methodology, the interview guide employed in this study improved internal validity.
The Appendix A contains the interview guidance. Instead than imposing preconceived notions or
queries, qualitative research often draws from existing literature to guide the study process (Hancock
et al., 2001). When little is known about the subject or group being examined, this strategy can be
helpful since it enables researchers to learn new information by hearing the opinions of the participants.
Qualitative research is often exploratory in nature, driven by a desire to learn from the participants
and gain new insights into the issue being studied (Matsui et al., 2020). The study has obtain informed
consent from all participants, ensuring that they are fully aware of the study's purpose, procedures,
and potential risks or benefits involved. To protect the confidentiality and anonymity of the data,
appropriate measures has been taken. All collected data, including interview transcripts, has been
treated with strict confidentiality. Identifying information has been removed or anonymized to
ensure that participants cannot be identified directly or indirectly. Data has been stored securely and
only accessible to authorized researchers involved in the study. Interviews for this study were not
recorded but transcribed, and kept to a maximum of 50 to 60 minutes in order to maintain data

accuracy (Fernandez et al., 2021; see Appendix B).

For analysis in this study, a manual data handling approach has been employed. Whether the analysis
is carried out manually or using computer tools, the procedure of thematic content analysis is
fundamentally the same (Humble et al., 2022). In contrast to deductive approaches that utilize pre-
existing theories or frameworks, the inductive approach has used to draw the analysis structure
directly from the collected data (Humble et al., 2022). The inductive analysis method, specifically the

theme content analysis, has been utilized in this study. This method may take time but will ensure a
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thorough exploration of the data. Theme content analysis is a frequently used technique in qualitative
research, allowing for the identification and interpretation of patterns, themes, and categories within
the data (Humble et al., 2022). Inductive analysis is the most generally utilized strategy for interpreting
qualitative data as it offers flexibility and facilitates an iterative process of data exploration,
interpretation, and theory development (Humble et al., 2022). Although this methodology has its roots in
grounded theory, it can also be applied to phenomenology and ethnography, two other qualitative
research methodologies. In qualitative research, the analysis process starts at or soon after data
collection and is continuously improved throughout the project. The research is described in detail in
the interview transcripts, field notes, and observations, but no explanations are offered. (Gill et al.,
2008). This study aligns with thematic analysis by employing a qualitative research method that aims
to identify, analyze, and report on patterns and themes within the collected data (Cruzes and Dyba,
2011). Through open coding, categorization, and interpretation of data, the study seeks to extract
meaningful themes related to the adoption of e-commerce in SMEs in Bangladesh. By addressing
research questions and examining key factors, challenges, and impacts, the study uses thematic
analysis as a framework to uncover common threads and trends in the data, ultimately contributing

to a deeper understanding of the research topic.

This data analysis has been break into three steps. Analysis step one, two and three. In step one, we
will apply the focused open coding. It is employed when researchers seek to gain a deeper
understanding of specific concepts or patterns within a larger dataset, without the constraints of
concepts (Mohajan et al., 2022). By carefully selecting and analyzing key sections of interviews or
text, researchers can uncover latent patterns, refine research questions, and contribute to a deeper
understanding of the studied phenomena (Mohajan et al., 2022). As we have large dataset interview,
we will open code selectively whatever is suitable and stand out. Finding themes and classifications
that emerge from the data is the goal. In order to do this, it is necessary to carefully review the
interview transcripts to find themes, validate and refine those themes by looking at the data, and
then repeat the process to find new themes and categories (Humble et al., 2022). It is known as open
coding or initial coding when the researcher examines each transcript after it has been verbatim
transcribed and makes notes in the margins, summarizing the information with words, ideas, or brief
sentences (Humble et al., 2022). Each topic discussed in the transcript should have a summary
sentences or word. This approach acknowledges the dynamic nature of qualitative data and allows
for the emergence of new insights, making it a valuable tool for inductive research (as shown in

Appendix C). This is the example of data analysis steps one, two and three.

25



Initial Coding

Analysis Step One: (Appendix C)

Code materials

Breakdown of text in small
L

Code each discrete pieces of data Axial Coding
(Table 3)

Analysis Step Two:

N

Find code connections and relationships 4 Category &

8 Sub-category]|

Summarize and group codes

4

Analysis Step Three: Developed
One Category

Bring under one category

N

Interpret Patterns
Developed Conceptual

Framework

Figure 4: Example of Data Analysis Steps
In the second step, the researcher compiles all the words and phrases from the interviews into a
refined set of papers. Any duplicated content is then eliminated, leading to a considerable decrease
in the number of categories. Table 3 displays the resulting list of categories, which are derived from
an initial coding framework in a prior study. The researcher then identifies overlapping or related
categories and further narrows down the list by grouping them according to the research's analytical
and theoretical concepts. This second step of coding is called axial coding. Axial coding serves as a
method to establish connections between data in qualitative research (Jones & Alony, 2011). In axial
coding, researchers systematically analyze the contextual, consequential, interactional, and causal
relationships present within the data (Jones & Alony, 2011). This iterative process results in a final list
of categories, which can be seen in the reduced list presented in Table 3 (Gill P et al., 2008).
Table 3 - Axial coding framework after reducing of the categories in the initial coding framework
Category Sub category Initial coding framework

Transformed SME

Broadened market

Market expansion

Cost savings

Improved management

Tech trends

Wider customer reach

Boosted innovation

e Enhancing products and services
e Building a community

1. Driversand . Business Advancements
Motivations for E-
commerce Adoption
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Challenges and
Barriers in E-
commerce Adoption

Impact on Innovation
and Technological
Efficiency

Customer-Centric
Benefits

Operational Challenges

Strategic
Considerations

Technological
Advancements

Business Process
Enhancements

Give customer preferences
Data insights

Better products

Enhanced brand commitment
Enhanced customer interaction
Enhance customer relationship

Competition

Uncertainty among team members
Training and support

Security

Ensuring online security

Safety of customer data

Simplify the online business
registration

Payment

Management challenge

Proper support for tech adaptation
Balance growth with other aspects

Targeting the right customer
Embrace uncertainty

Digital tools

User-friendly nature
Advantages over traditional
methods

Online learning demand
New learning platform
Transformation of learning
approach

Adopt new tech fast
Streamlined course management
Faster task completion
Prioritized security
Simplified online payment
Quick transaction

Improved competitiveness
Continuous learning and
improvement

Increased customer satisfaction
Enhanced customer
communication

Quick decision-making
Continuous betterment and
advancement

Improved business operations
Faster order processing and
payment

Overall smoother operations
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Digital Presence and
Engagement

4. Market Expansion and
Connectivity

Il. Business Growth and
Innovation

Extended reach beyond physical
limits

Website traffic

Conversion rates

Online visibility

Direct customer connection
Improved customer service
Quick online interactions
Stimulus for innovation within the
SME

Doing new things

Doing things better

Less mistakes

Sparking innovation

Using things wisely

Positive growth

Positive ROI

Innovation and business growth
E-commerce as a central role

In step three, following the completion of axial coding, four main category and eight sub-category was

identified and specific codes selected, leading to the development of the selective coding theme theory

"E-commerce adoption dynamics" from these categories. This selective coding theme synthesizes the

axial coding elements into a cohesive framework that can guide the research study's analysis and

discussions regarding e-commerce adoption.

3.5 Ethical Considerations

Mirza et al. (2023) emphasized the importance of researchers being conscious of ethical considerations

when conducting qualitative research. Their thesis thoroughly addresses various ethical factors.

e All participants are fully informed about the research objectives, procedures, potential risks,

and benefits.

e The privacy and confidentiality of participants are protected by ensuring anonymity, ensuring

data cannot be traced back to individuals, and securely storing and handling sensitive data.

e Research participants rights was respected as outlined in GDPR and Digital security act (2018),

including the right to access, anonymous company name, rectify, or erase their personal data.

e Participation in the research is voluntary and not coerced or influenced by external factors.

e Transparency was maintained about the research process, including the methodology, data

collection methods, and analysis techniques used.
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e The study's information has been accurately presented within the report, allowing readers

the opportunity to assess the study's ethical integrity on their own.

3.6 Threats to Validity

In qualitative studies, the aspect of ultimate significance is their validity. This is commonly examined
in terms of three main threats to validity in qualitative research: researcher bias, reactivity, and
respondent bias (Lincoln and Guba, 1985). Researcher bias pertains to systematic errors from
impartial research outcomes caused by the researcher's personal beliefs, values, or expectations
(Rubin, 2000). This form of bias can impact various aspects of the research process, such as study
design, data collection, result interpretation, and the conclusions drawn from the research. Reactivity
in research arises when individuals alter their behavior, responses, or attitudes because they are
conscious of being observed or studied, effectively reacting to the research process itself. This can
lead to a distortion of natural behavior, complicating the acquisition of authentic and unbiased data
(Rubin, 2000). Respondent bias, on the other hand, occurs when participants or respondents in a
study introduce a form of bias. Basically, it describes circumstances in which participants fail to give
honest answers for a variety of reasons, such as seeing a certain subject as dangerous or feeling
pressured to satisfy the researcher by providing answers they find acceptable (Zohrabi, 2013). There
are three other threats to validity in qualitative research (Runeson & Host, 2009), which are construct
validity, internal validity, and external validity. In qualitative research, construct validity involves ensuring
that the chosen methods, data collection tools, and analytical techniques accurately capture and
represent the intended constructs or concepts, internal validity focuses on establishing casual
relationships and ensuring that observed connections between variables are not influenced by other
factors and external validity involves addressing whether the findings can be generalized beyond the
specific study context and participants (Runeson & Host, 2009). In this section, how these threats has
been minimized will be discussed. However, qualitative research's validity is difficult to evaluate
(Golafshani, 2003). We questioned our conclusions and used the results in a triangulation process to
help reduce this problem. Triangulation can reduced the threats of the researcher bias, reactivity,
respondent bias, construct validity, internal validity, and external validity (Zohrabi, 2013; Rubin, 2000;
Runeson & Host, 2009). To mitigate potential interviewer influence on the responses of our
interviewees (Hildum & Brown, 1956), necessary steps taken to reduce the impact of social
desirability bias (Donaldson & Grant-Vallone, 2002) by assuring participants that their responses would

remain anonymous.
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4 Results

In this section, a comprehensive overview of the key findings and outcomes derived from the study
has presented. To facilitate the presentation of results, the "Conceptual E-commerce Adoption Dynamics
Model” has been developed which shown as Figure 5. This provides a seamless transition from the
introduction to the visual representation of research outcomes. Here is the conceptual e-commerce

adoption dynamics model:
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4 |, Drivers and Motivations for
(4 A " E-commerce Adoption
oy | —> Customer-Centric Benefits ——
X
)
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5 \y Challenges and Barriers in
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Innovaion Process
Figure 5: Conceptual E-commerce Adoption Dynamics Model

The "Conceptual E-commerce Adoption Dynamics Model" is a visual representation of the theoretical
framework developed in this study based on the insights gathered from nine semi-structured interviews
with representatives from e-commerce SMEs in Dhaka, Bangladesh. This extended conceptual model
from Figure 2 is designed to explain how e-commerce adoption dynamics occur in a society and
encompasses three main components: e-commerce organizations, practices, and technology. The e-
commerce organizations component relates to the regulatory aspects governing e-commerce
adoption, while the technology component focuses on technology as knowledge and skills rather
than physical items. The practices component encompasses the behaviors and practices that
facilitate e-commerce adoption. Dashed arrows within the diagram signify dynamic and reciprocal
relationships. Other related components include benefits, values, assess, technological efficiency,
and innovation process, all of which collectively lead to dynamic e-commerce adoption. This comprehensive
framework offers valuable insights into the interplay between technology, e-commerce organizations,

and behaviors, and their impact on innovation and technological operations among SMEs in Bangladesh.
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4.1 RQ1.

How the key factors influence the adoption of e-commerce in the innovation and technological operations of

SMEs in Bangladesh?

4.1.1 Business Advancements

From the interviews conducted, it was clearly understood that the adoption of e-commerce significantly
influences the innovation and technological operations of SMEs in Bangladesh by fostering notable
business advancements. From Figure 5 it was obvious that technology is an important factor that
influences e-commerce adoption and this in turn, translates into business advancements. Businesses
recognize that technology can enhance operational efficiency and cost-effectiveness, thus driving
their adoption of e-commerce. From the interviewee 3, it said:

“The impact of using e-commerce on the innovation and technological advancement of our
SMEs is truly impressive. It makes us think of new and creative ideas helping us adopt new
technology faster. This change has made us more competitive and helped us stay ahead in
the world of new technology.”

Also interviewee 5 said:

“It has bring up a culture of innovation, driving us to become more creative and adept at
employing advanced tools. This transformation has significantly boosted our competitiveness
in the market. Moreover, it has introduce in us a readiness to embrace new technologies
continuously, keeping us at the forefront of innovation within our industry. In short, e-
commerce has become the motivation for ongoing innovation and technological progress
within our organization.”

By analyzing other interviewees, we come to know that technology is an important factor that can
influence the e-commerce operations. Figure 5 shows that how e-commerce adoption, advanced
technology, and innovation culture are all connected in small businesses and technology plays a
central role in making operations smoother and encouraging creative solutions. The use of advanced
technology makes running a business much easier. It helps in getting tasks done more quickly and
efficiently. This, in turn, encourages businesses to come up with new and better ways of doing things.
So, technology not only simplifies how they work but also inspires them to be more creative and
innovative. In this context, interviewee 3 said:

“E-commerce has enhanced our SME operations. We now communicate with customers
faster, manage products and orders more efficiently, and use data for make decisions.
Online payments are become easy, and our teams collaborate effectively, ultimately
increasing our efficiency in our industry.”
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Also interviewee 7 said:

“E-commerce has given us new ideas and made us use technology in better ways. We now
use smart tools to make our clients happy, work more efficiently; and understand data. This
has made our work smoother, improved communication with clients; and made us more
focused on digital excellence. E-commerce has encouraged us to be more creative and tech-
savvy; making us better every day.”

Interviewee 8 said:

“Bringing e-commerce into our small business has caused a big change; in how we come up
with new ideas and use technology. Now, we are always thinking of new ways to do things
and quickly adopting the latest technology. This has made us better at competing with
others; and using the newest tech trends to be creative. Our business has transformed
because of e-commerce and now we're all about using the latest tools and being innovative.”

4.1.2 Customer-Centric Benefits

The interviews also indicated that the adoption of e-commerce in SMEs in Bangladesh is driven by a
desire to provide customer-centric benefits. E-commerce allows businesses to collect and analyze
data about customer preferences and behavior, which leads to enhanced customer satisfaction and
loyalty. In Figure 5, the "Benefits" component represents the value proposition and promise of value
to customers, which can be influenced by the technology used to deliver or enhance the service
offering. This customer-centric approach drives innovation and improves the overall customer experience.
In this context interviewee 2 said:

“Yes, I've definitely seen changes in how customers connect with us since we started using e-
commerce. Their commitment to our brand has grown, leading to better customer retention.
Customers seem more satisfied with their online experiences too. E-commerce has
improved the connection and interaction we have with them. This shift has actually boosted
innovation within our SME. By listening to customers more closely, we've come up with new
ideas that really help them. Their feedback drives us to develop innovative solutions, making
our products and services even better.”

Interviewee 4 said:

“Absolutely, e-commerce really changed how we interact with clients. Being online means
we can connect faster; and make them happier with quick responses. This change also
pushed us to come up with new ideas. We listen to what clients say, and make things better;
which helps us move forward. E-commerce is driving our SME to be better and more
advanced.”
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Interviewee 7 said:

“Definitely, e-commerce transformed how we engage with customers. Quick online interactions
improved connections. This change sparked innovation. Feedback from clients shaped improvements
and inspired new ideas that push our SME forward.”

“During our adoption process, we addressed competition by creating a unique value proposition.
We streamlined order fulfillment processes, enhanced customer experiences with user-
friendly interfaces, and focused on generating quality website traffic and visitor conversion.
Improving visibility involved leveraging social media and SEO strategies. Innovation and a
customer-centric approach were key to our successful transition into e-commerce.”

The interviews clearly show that using advanced technology, as seen in Figure 5, makes businesses
run better and come up with new ideas. Also, when businesses focus on their customers, it's a big
part of e-commerce success. They use data to make customers happier and think of new things. From
these information it was obvious that technology and customer-centric benefits is a major factor that

influence the e-commerce adoption in Bangladesh.

4.2 RQ2.

How do SMEs in Bangladesh specifically face challenges and barriers when adopting e-commerce for their

innovation and technological operations?

4.2.1 Operational Challenges

From the interviews it was noticeable that SMEs in Bangladesh faces many challenges and barriers
adopting e-commerce. Operational and strategic challenges are the main barriers according to the
interviews. SMEs in Bangladesh face operational challenges when adopting e-commerce. These
challenges include strong online competition, uncertainty among team members, and the need for
proper training and support. Additionally, security concerns related to online security and safeguarding
customer data present significant hurdles. Figure 5 clearly shows that technology is directly related
to operational challenges and technological proficiency is necessary to overcoming operational
hurdles during e-commerce adoption. In this context interviewee 1 said:

“At first, some of our team members felt unsure, but we helped them by providing training
and support. Dealing with payment systems was tricky, so we got experts to help us. We
made sure to focus on security to protect our data. Staying current online needed careful
planning and fast decision-making. Challenges were part of the journey, but we found solutions
to keep going.”
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Interviewee 2 said:

“We faced similar challenges like staffs training, security of the site, payment and some
management challenges. Adapting online needed careful attention and quick thinking. We
took careful consideration to those challenges and create solutions according to that.
Experts helps us to overcome from that.”

Interviewee 4 said:

“As we started using e-commerce, our team faced a challenge because we didn't know much
about the technical stuff. But we fixed this by getting training and going to workshops. Align
different online business in one platform was challenging. We made sure things were safe
online with strong rules. And to keep up with changes online, we made our workplace more
flexible and open to new ideas.”

4.2.2 Strategic Considerations

Also there are also strategic considerations that plays a role in the challenges and barriers SMEs face
when adopting e-commerce. Challenges include simplifying the online business registration process,
targeting the right customers effectively, addressing payment-related issues, managing effectively,
and providing adequate tech support. From Figure 5, it’s evident that the regulatory aspects governing
e-commerce organizations, which may include security and data protection, are interconnected with
technology and practice. Striking a balance between growth and other aspects of the business and
embracing uncertainty in the fast-paced digital world compound these challenges.

Interviewee 3 said:

“We focused on being consistent and reliable. We worked with experts to meet our tech needs.
Customer retention was important, and data security was a major concern. We made sure
theirinformation was safe online. Finding the right customers was hard, but we tried different
things and it worked.”

Interviewee 8 said:

“As our e-commerce site grew, we faced a few challenges. We worried about keeping payments
safe when we added new ways to pay. We worked with trusted partners and used strong
safety methods. Also; making sure our site looked good on all devices (phones, computers)
was hard. We used special designs and checked how things worked everywhere.”

Interviewee 9 said:

“During adoption process, we faced some specific challenges like cyber-security threats and
attract right client to our products. We had to make sure that our clients’ information and
our business data were safe from cyber threats, so we used regular security checks and to
attract clients’ social media marketing and ads helps us to overcome them.”
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From these answers and observation from Figure 5, it was clear that small business in Bangladesh faces
notable challenges and barriers while adopting e-commerce for their innovation and technological

operations.

4.3 RQ3.

How does the adoption of e-commerce impact innovation and technological efficiency in SMEs in

Bangladesh?

4.3.1 Technological Advancements

From the interviews it is visible that, the adoption of e-commerce significantly impacts innovation
and technological efficiency in SMEs in Bangladesh through technological advancements. E-commerce
necessitates quick tech adaptation, which not only improves competitiveness but also streamlines
course management, accelerates task completion, and promotes continuous learning and improvement.
These technological advancements lead to innovation and increased technological efficiency.
“Technology" component in Figure 5, which focuses on technology as knowledge and skills rather
than physical items. E-commerce adoption drives SMEs to acquire new technological knowledge and
skills rapidly. In his context, interviewee 1 said:

“Absolutely, shift to e-commerce has brought noticeable changes in customer engagement
and relationships. Online platforms enable faster, personalized interactions, deepening our
understanding of customer needs. This drives continuous innovation powered by customer
feedback, driving the growth and efficiency of our SME.”

Interviewee 8 said:

“Bringing e-commerce into our small business has caused a big change; in how we come up
with new ideas and use technology. Now, we are always thinking of new ways to do things
and quickly adopting the latest technology. This has made us better at competing with
others; and using the newest tech trends to be creative. Our business has transformed
because of e-commerce and now we're all about using the latest tools and being innovative.”

4.3.2 Business Process Enhancements

The insights obtained from these interviews suggested that using e-commerce makes business
processes better, which means they work more smoothly and efficiently. Businesses see happier
customers because they can communicate better and keep things secure. Quick decision-making and
easy online payments are now possible, making transactions faster and encouraging continuous

improvement. These improvements make the business run better overall, with faster orders and
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payments, which also helps with innovation and efficiency. Figure 5 indicates that, technology and
practices with innovation added values to the business to come up with new and better ways of doing

things, ultimately enhancing the business process. In this context, Interviewee 8 said:

“E-commerce integration made our small business work better. It helped us do things more
quickly and smoothly. For example, taking orders and processing payments became faster
and easier online. We also could keep track of inventory in real-time, so we know what's
available all the time. This helped us serve clients better and avoid running out of products.
Communication improved too; we could talk with clients online and answer their questions
faster. Overall, e-commerce made our business run smoother and made us better at serving
our clients.”

Interviewee 1 said:

“Of course, e-commerce adoption changed our small business. We reached more customers,
made our work smoother, and figured out what our customers like. Learning how to use
digital tools was important, saving us money and making our orders faster.”

4.3.3 Digital Presence and Engagement

From the interviews it’s apparent that the effect of using e-commerce is clear when businesses have
a stronger online presence and engage with customers more. They can connect with their target
audience and build direct relationships with customers, which makes their service better and inspires
new ideas. Online interactions are quick and help save resources, promoting both innovation and
better use of technology. These information aligns with the Figure 5, which encompasses the behaviors
and practices facilitating e-commerce adoption. From this perspective, Interviewee 5 said:

“Yes, I've seen changes in how customers connect with us after using e-commerce. They
seem happier, and we can make them even more delighted with special offers. Building a
community where they can share thoughts has been a great addition. Personalizing their
experience has brought us closer to them, impacting our innovation positively. Direct
feedback from clients has led us to create better things they want, and we've generated
new ideas by seeing what they like. E-commerce has improved customer relationships and
boosted innovation.”

Interviewee 9 said:

“We connect through our website, email, and social media, enhancing understanding and
quicker responses. This improved customer relationship fuels innovation by gathering feedback
and observing shopping habits for new product ideas. E-commerce's real-time adaptability
enables quick responses to market changes and customer preferences, strengthening our
bond with customers and fostering innovation to meet their needs.”
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4.3.4 Business Growth and Innovation

E-commerce adoption helps businesses grow and become more innovative. They not only do new
things but also improve the way they do existing tasks by using technology. This helps them grow and
make more money, leading to innovation and better technology use in different parts of their business.
It was also seen in Figure 5 that technology is important to grow business and fostering innovation.
Interviewee 1 said:

“People wanted online learning, so we started offering it. E-commerce helped us reach more
customers, which was important for our growth. It also made our work smoother and more
cost-effective, which matched our goals. Plus, we were excited about the data insights it
provided. It allowing us to create better products, offer personalized experiences to
customers, and make informed decisions.”

Interviewee 2 said:

“E-commerce made us more creative and willing to try new things. It also keeping us
updated on the latest technology trends. E-commerce has enabled direct customer
interaction, enhancing our understanding of their preferences and needs, leading to better
product and service offerings. Plus, we're now more open to using technology to improve
how we work and how we serve our customers. Ultimately making us more innovative and
tech-savvy, driving business growth.”

Considering Figure 5 and all these results it can clearly say that when small businesses in Bangladesh
start using e-commerce, they get better at what they do, make customers happier, and become more
innovative. Even though they face some challenges, like dealing with competition and making smart
decisions, the use of e-commerce helps them improve their business operation by using technology
and the way they operate. They grow and make more money, making their business operations more

efficient in various areas.
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5 Discussion

In this section, a deeper analysis of the findings is conducted. They are related to the theory explained
in Section 2, their practical significance is explored, and the study's limitations and potential future

directions are discussed.

5.1 Summary of Findings

Based on the insightful findings gathered from the interview transcripts, it is evident that e-commerce
plays an important role in transforming small and medium-sized enterprises (SMEs) in various ways
in Bangladesh. The interviews provide valuable insights into how innovation and technology efficiency
are perceived in e-commerce among SMEs in Bangladesh. After conducing all the interviews, the
impact of e-commerce can be categorized into four main categories: drivers and motivations for e-
commerce adoption, challenges and barriers in e-commerce adoption, the impact on innovation and
technological efficiency, and market expansion and connectivity. From the result, it was clear that all

those information gives a solid foundation in this study.
5.1.1 Factors Affecting E-commerce Adoption

5.1.1.1 Limited Technological Advancements

From Figure 5, it was demonstrated the importance of technological efficiency and innovation in e-
commerce adoption. The data analysis section analyzes the key factors in e-commerce's influence on
innovation and technological operations. From the data analysis, it was discovered that SMEs in
Bangladesh faced limited technological advancement and, because of that innovation and technological
operations hampered. It was found that use of advanced technology, as mentioned by several
interviewees, has significantly enhanced operational efficiency and cost-effectiveness. This has
motivated SMEs to adopt new technology faster, fostering innovation and competitiveness. The
previous background study had strengths, but there were opportunities to enhance clarity in certain
aspects. Bhagat (2021) describes technology is always crucial in e-commerce, no matter how far we
progress. This research demonstrates that small and medium-sized businesses in Bangladesh experience
substantial improvements in innovation and technology usage when they adopt e-commerce. The
adoption of e-commerce enabled SMEs to overcome these limitations by fostering notable business
advancements. The use of advanced technology, as mentioned by several interviewees, has significantly

enhanced operational efficiency and cost-effectiveness. This insight is crucial because it is based on
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real conversations with individuals working in these businesses. It shows that, e-commerce drives
them to become more competitive and creative, which, in turn, promotes innovation and technological

progress.

5.1.1.2 Lack of Customer-Centric Benefits

Another vulnerable aspect that resulted from data analysis was customer-centric benefits. Previously,
SMEs were struggle to provide the benefits to their customer properly. Which includes the customer
preferences and their behaviors. This was one of the significant factors that affecting e-commerce
adoption because customer-centric data can help to drive the innovation in the organization. It was
obvious in Figure 5 as well. The respondents seemed to agree that it was an important factor to adopt
e-commerce and drive innovation with technological efficiency. However, it was observed that e-
commerce in Bangladesh were actively working to overcome from these. Many respondents said that
collect and analyze customer data leads to enhanced customer satisfaction and loyalty. It also driving
innovation and improving overall customer experience. Not only that, direct feedback from customers
led to the development of innovative solutions and better products and services. In the digital age,
meeting customer expectations and ensuring e-commerce success depends on equipping the right
people with accurate data; without it, customer-centricity becomes a risky endeavor (St-Aubin,
2022). This highlights their determination to integrate e-commerce into their operations and become

more customer-focused.

5.1.2 Challenges and Barriers

The study identifies operational and strategic challenges faced by SMEs in Bangladesh as they adopt
e-commerce for innovation and technological operations. In Figure 5 it’s noticeable that, technology
has a direct connection with these challenges and barriers. It was found from most of the responders
that strong online competition, cost ineffectiveness, uncertainty among team member, the need for
proper training and support, and security concerns. Cybersecurity threats raise significant concerns
for online users engaged in e-commerce and online service providers (Sharma et al., 2009). According
to the interviews, strong online competition happened because of limited market reach. Also
mentioned, cost inefficiencies in their operations. By accelerating task completion, and encouraging
continuous learning and improvement has improved management and reduced operational costs.
Ray (2011) defines that by using e-commerce can help a business sell more and reduced cost, making

it more competitive. By providing training and support to team members, seeking expert assistance
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for dealing with payment systems and security, and improving decision-making processes they have
found solutions to other operational challenges. The strategic challenges, such as simplifying the
online business registration process, targeting the right customers, and managing effectively was
noticed from the interviews. They also addressed that by focusing on being consistent and reliable,
working with experts to meet their tech needs, and experimenting with different strategies to find
the right customers was the decision they took to overcome from these challenges. To encourage
repeat business from existing customers, it's crucial to include effective online customer service in

the company's online operations (Ray, 2011).

5.1.3 Impact of E-commerce on Technological Efficiency

The responders agreed that there is a positive impact of e-commerce adoption on innovation and
technological efficiency. There is a direct impact of e-commerce on technological efficiency. From
the interviews and insights from Figure 5, it was obvious that lacked technological efficiency and
innovation due to limited technological advancements and outdated business processes, SMEs in
Bangladesh faced problems and unable to run their business operations smoothly. Respondents said
that limited technological advancements refers to not having up-to-date developments in technology.
Which also connected with the business process. E-commerce drives technological advancements
and enhances efficiency in business processes. Technological advancements have driven significant
progress in e-commerce, enabling sustainable business growth at affordable prices, and e-commerce
businesses have brought tremendous change in the buying habits of customers today (Arumugam et
al., 2020). The personalization of interactions, customer feedback, and adaptability to market changes
all contribute to this efficiency. “A personalized e-commerce website promises benefits for both the
customer and the owner of an online business. Ideally, a personalized website can present content
and products that are more relevant to the individual customers’ needs and interests, thus reducing
the necessary navigation behavior and increasing customer satisfaction while facilitating product
sales" (Karat, et al., 2004). This insight provides practical knowledge for SMEs in Bangladesh aiming

to improve their processes in the digital age.

5.1.4 Economic Growth and Social Impact

Another area of concern identified through interviews was e-commerce adoption by small businesses
has lead to increased competitiveness, growth, and adaptation to the fast-changing technological

landscape. Respondents said e-commerce has increased brand commitment and customer interaction.
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Which is related to economic and social implications. It also fostered the brand loyalty and customer
relationship. Brand loyalty means customers liking a brand, and it's vital for retailers to have many
loyal customers (Erdumlu, 2017). Most of the respondents disclose that it has broader implications
for the economy of Bangladesh, where small businesses play a vital role. They also mentioned the
need for policies and programs to help these businesses use e-commerce and gain from digital
changes. An increasing amount of research suggests that e-commerce has a beneficial effect on
economic growth, which refers to the enhancement of the efficient production of goods and services

in an economy (Parishev et al., 2020).

5.1.5 Contributions and Implications

The findings of this research are important as they contribute to the existing body of knowledge by
providing empirical evidence of the impact of e-commerce on innovation and technological efficiency
in SMEs in Bangladesh. It is important to place our findings within the wider context of previous
research on e-commerce in this region as well as the field of e-commerce innovation when analyzing
the transformational impact of e-commerce on SMEs in Bangladesh. By comparing the findings with
prior research, we can see both similarities and differences that help us understand e-commerce
business in Bangladesh better. In alignment with previous studies on e-commerce adoption in
Bangladesh, this research shows that SMEs face ongoing challenges, especially when it comes to
using the latest technology. However, this study looks more closely at how these challenges affect
innovation and using technology. This detailed look helps us understand what's happening more

clearly, adding to what we already know about how technology is used in online business.

This research brings out unique points, like focusing on what benefits customers, and how challenges
are connected to using technology well. These details go beyond what we usually talk about and give
new insights into what helps online businesses succeed in Bangladesh. Methodologically, this study
introduces innovative approaches to understanding the challenges and opportunities faced by SMEs
in adopting e-commerce. By looking deeply into interviews and using information from Figure 5, that
provides a comprehensive understanding of the interconnected relationships between technology,
challenges, and innovation. Practically, the study findings have direct implications for businesses in
Bangladesh. By addressing the challenges identified in this study, businesses can enhance their
technological efficiency, foster innovation, and better position themselves in the competitive
landscape. This research underscore the positive correlation between e-commerce adoption and

technological efficiency. By answering research questions and fulfilling the objectives, we provide
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empirical evidence that sheds light on the specific challenges, drivers, and impacts experienced by
businesses in this unique context. This granularity refines insights from prior studies, contributing to
a deeper understanding of the e-commerce landscape in Bangladesh. In the wider context of e-commerce
innovation, this study offers valuable insights into how SMEs in Bangladesh adapt to technological

advancements and innovation.

5.2 Limitations

While this study was done properly, it still has some limitations. These limitations are because of the
research nature of this study. Firstly, the researcher chose a type of research called 'qualitative.' This
type of research is flexible but it can be quite time-consuming. While this approach has offered partial
insights into the studied companies, it does have limitations regarding the generalizability of the
findings. Secondly, although the study offers valuable insights into these specific companies and
asserts a high level of relevance to similar organizations, one must carefully consider the applicability
of these findings to other types of businesses. Thirdly, the limitation arises from the selection of a
specific number of interviewees for data collection. The interviews were exclusively conducted within
the specific companies, and the individuals involved were located in Dhaka, Bangladesh. Different
categories of companies and interviewees could potentially yield different outcomes. While the
researcher consciously focused on enhancing innovation and technological efficiency in Bangladesh SMEs
informants to achieve a strategically relevant and meaningful perspective on e-commerce adoption,
it's essential to acknowledge that this approach did not encompass all aspects of a company's perceptions.

Additionally, different stakeholders may perceive the phenomenon differently.

5.3 Future Directions

The outcomes of this study hold significance for both academia and the business community. The
currently available literature is investigated to perceive on enhancing innovation and technological
efficiency in Bangladesh SMEs. It have to understand that e-commerce adoption is a vast thing and it
can be vary place to place. The researcher didn’t find any specific studies that published the
enhancing the innovation and technological efficiency in the context of Bangladesh SMEs for e-
commerce adoption. The trends, limitation, and needs of current innovation and technological
efficiency shown in this paper. The results will give future researchers a solid idea about business
process and well-recognized scientific ideas. From the initial coding to final coding of the interviews

numerous scientific and useful data was discovered which can be helpful for future research and
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industry practitioners. As highlighted in the limitations section, data was collected through a limited
number of interviews, which might not fully represent the entire industry. The data collection process
involved a combination of research and interviews, followed by a detailed manual analysis, including
tasks like interview transcriptions and data coding. Nevertheless; the results are interesting and
encourage further research in Bangladesh's e-commerce sector with a larger data sample. These
findings provide a starting point for future research that combines detailed insights with data from
various sources. Organizations can apply this data and these findings within their company. The
research findings can benefit both researchers and organizations, offering insights not only into the
technical and innovative aspects of e-commerce but also its human dimension and its overall impact.
These findings not only contribute to the existing body of knowledge but also have practical
implications for businesses operating in Bangladesh; and similar emerging markets. SMEs in these
regions can leverage the insights gained from our study to make informed decisions regarding the
adoption of e-commerce strategies to drive innovation and boost technological efficiency. Future
researchers can enhance their studies by involving people from different countries, organizations,
educational backgrounds, skills, and life experiences, creating a broader and more diverse participant

pool.
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6 Conclusion

This study aimed to investigate methods for improving innovation and technological efficiency in e-
commerce among small and medium-sized enterprises (SMEs) in Bangladesh. The research problem
and objectives were set before conducting a detailed background analysis. Different sources were
referenced to explore strategies for enhancing the technological and innovation efficiency of SMEs
engaged in e-commerce in Bangladesh. Qualitative data analysis was carried out to analyze various
aspects of e-commerce operations within SMEs. In the last decade, e-commerce has experienced
significant growth in Bangladesh. People have become more aware of innovative and technical
advancements, although companies vary in their level of awareness. Some companies have not
invested enough or have shown insufficient attention to this evolving landscape. In developing
countries like Bangladesh, the adoption of e-commerce is sometimes approached with insufficient
consideration of factors like drivers, motivations, challenges, and barriers, as well as its impact on
innovation and technological efficiency. The theory and papers help us make sense of what we learn
in the interviews. The interviews show us how this theory works in real life, especially for small
businesses. This research provides valuable insights and offers guidance on how to address these
aspects, providing a clearer path to successful e-commerce integration. This research has shown that
when small businesses in Bangladesh use e-commerce, it can have a big and positive effect on how
they come up with new ideas and use technology effectively. Small businesses that use e-commerce
often become more innovative. They can adapt to changes in the market, find new opportunities,
and offer new solutions to customers. Using e-commerce technology also helps these businesses
work more efficiently and use their resources better. To sum up, our study highlights how e-
commerce can be a powerful force for positive change in small businesses in Bangladesh. It also cover
the way for further research in this exciting field. By using e-commerce effectively, small businesses
in Bangladesh and similar places can set themselves up for long-term growth and success in the digital

era.
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Appendix A: Interview Guide

e Gender

e Nationality

e |ocation

e Main business activities

e Respondent position

e Respondent prior working experience

Appendix B: Transcripts of Interviews

A Bangladeshi national man who working as Chief Information Officer in an e-commerce company in
Dhaka, Bangladesh for 4 years.

Interviewer: Can you tell me about your experience with e-commerce adoption in your SME's
innovation and technological operations?

Interviewee 1: Of course, I'd be happy to share my experience. E-commerce has made a big difference
for our small business. It helped us come up with new ideas and use technology better. We started
selling online, and that changed how we work. We reached more customers, made things run
smoother, and used our resources better. Talking to customers online helped us understand what
they want, so we improved our products. Plus, we learned how to use data to make smart choices
and make things customers like. This change meant our team had to learn new stuff and use digital
tools better. As a result, we saved money and got orders out faster.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 1: We decided to use e-commerce in our business because a few important things
showed us it's a smart move. First, lots of students wants to learn online, but there was no such
opportunity in Bangladesh in that time. So we had to keep up. Also, using e-commerce helped us
reach more people across different places, which was hard with just a physical learning. So, we saw
that e-commerce was the way to go for our business to grow and reach more customers. Moreover,
the idea of making our operations work well and spending money wisely was appealing. E-commerce
could help us manage our services in a simpler way, cut down on extra expenses, and use our
resources smarter. This goes perfectly with our goal of being efficient and staying competitive. The
chance to get information from data was also exciting. E-commerce can gather and study how people
behave, which can help us make our products better, give customers personal experiences, and make
smart choices for our business.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 1: We've taken careful steps to understand how adding ecommerce to SMEs can help us.
We start by looking at our current operations, what's going well and what needs improvement. This
allows us to understand that e-commerce can improve our management, attract more customers
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and provide us with real-time information. We also factor in the costs of creating a website, ensuring
online security, and training our team. Research has shown us what customers like and is popular in
our industry. We also think about data security, online competition and staying up to date with new
technology. By considering all these factors, we have a clear idea of the benefits and challenges of e-
commerce and how it can fit into our plans.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 1: Certainly, when you're trying something new, you can expect to face challenges, and
we did. At first, some of our team members felt unsure, but we helped them by providing training
and support. Dealing with payment systems was tricky, so we got experts to help us. We made sure
to focus on security to protect our data. Staying current online needed careful planning and fast
decision-making. Challenges were part of the journey, but we found solutions to keep going.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 1: E-commerce has create a significant impact in our SME in terms of using innovation
and technology. There is a new online learning platform where people can learn quality education in
online, it created a new way of leaning. It transformed the way we think about learning. It enhance
our creativity and motivated us to learn new technology quickly. We can compete better and it
helping us stay up-to-date with the latest tech trends and innovation.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within
your SME?

Interviewee 1: E-commerce made our SME much more efficient. Tasks like managing and fulfilling
courses became easier. People can easily enrolled in new courses with their choice. When everything
managed in online, it helped reducing mistakes and doing work faster. We could make better and
quicker choices with real-time data. Being online helped us reach more customers, making us work
better overall.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 1: Absolutely, shift to e-commerce has brought noticeable changes in customer
engagement and relationships. We now have more direct interactions with customers through online
platforms, which allows us to respond faster and provide personalized experiences. This increased
engagement has led to a better understanding of our customers' needs. It has encouraged a culture
of ongoing innovation as well. Customer feedback plays a central role in shaping our product
improvements and service enhancements. It's creating a mutually beneficial relationship where
customer insights drive innovation, ultimately boosting our SME's growth and efficiency.
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Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 1: Our e-commerce adoption's accomplishment is clear in both innovation and
technological efficiency. We measure innovation by how we improve our products based on what
customers want, showing we respond to their needs. And we measure tech efficiency by making
things work better inside our business, like fewer mistakes and using resources well. These two things
work together — when we're creative, our tech gets better and the other way around. This helps us
make customers happy, stay competitive, and grow our SME in the digital world.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 1 From my perspective, SMEs in Bangladesh can get significant benefit from increased
access to specialized training programs. Which can be focused on e-commerce strategy and the
integration of innovative technologies. Proper monitoring is necessary for these programs. This
would empower them to navigate the digital world more effectively.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 1: | think government policies and efforts can make a big difference in helping small
businesses in Bangladesh. Which can inspire more people to use of e-commerce and technology.
Policies like simplify the online business registration, ensure transparency, proper support for
technology adaptation can motivate SMEs to embrace e-commerce. These steps can really impact
how fast we adopt digital changes.

A Bangladeshi national man who working as IT Manager in an e-commerce company in Dhaka,
Bangladesh for 3 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 2: Since | joined this company | gathered different experience in many things including
the adaptation of e-commerce. Previously | also worked in another company where | also get
opportunity to gather knowledge about technological efficiency and innovation. In our journey of e-
commerce adoption within our SME, I've learned some important lessons. One of them is not to focus
only on efficiency and making things big. It's okay to think about other aspects too. Accepting
uncertainty is important. Sometimes we don't know what will work, but that's okay. | also found that
small changes matter. Making little improvements in what | do has added up over time. Moreover, |
realized that separating innovation and technology from our products and processes doesn't work
well. They should all work together. E-commerce has become a way for us to practice these
principles, leading to a more balanced and innovative growth path for our business.
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Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 2: We had several reasons for choosing e-commerce for our business. Firstly, we believed
it would improve our work and be user-friendly for our team. Secondly, it offered clear benefits over
our previous methods. We also prioritized building trust and ensuring customer safety, and e-
commerce aligned with these values. It enabled us to save money while providing a better customer
experience. Moreover, e-commerce extended our reach to distant customers. These compelling
reasons led us to embrace e-commerce to enhance our business.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 2: We evaluated the possible good things and problems that might come with adding e-
commerce to our business. First, we looked at how many people would come to our website and how
many of them would actually buy services. We were concern about the quality website traffic and
visitor conversion. We also thought about how visible our business would be online, and if we could
find the right people who would like what we sell. We were concerned about safety too, making sure
that our customers' information would be safe when they shop online. We also thought about how
big our business could become and if e-commerce would match what we wanted to do. This helped
us see that e-commerce could bring good things like more customers and sales, but we also had to
be careful about challenges like keeping things safe and finding the right people.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 2: Well, doing new things can be challenging. We faced similar challenges like staffs
training, security of the site, payment and some management challenges. Adapting online needed
careful attention and quick thinking. We took careful consideration to those challenges and create
solutions according to that. Experts helps us to overcome from that.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 2: Adding e-commerce into our SME has transformed our approach to innovation and
technology. It's made us more creative and willing to try new things. It also keeping us updated on
the latest technology trends. E-commerce has enabled direct customer interaction, enhancing our
understanding of their preferences and needs, leading to better product and service offerings. Plus,
we're now more open to using technology to improve how we work and how we serve our customers.
Ultimately making us more innovative and tech-savvy, driving business growth.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within
your SME?

Interviewee 2: E-commerce has significantly improved our SME's operations in various ways. Firstly,
our e-commerce website serves as our central hub, streamlining all activities. It's also great for getting
information about what our customers like and want. It enabling us to personalize their experiences.
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E-commerce has expanded our reach, reaching customers even at a distance. Additionally, we're able
to give customers more ways to talk to us if they need help. Overall, e-commerce has made our
business run smoother and made us better at serving our customers in many ways.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 2: Yes, I've definitely seen changes in how customers connect with us since we started
using e-commerce. Their commitment to our brand has grown, leading to better customer retention.
Customers seem more satisfied with their online experiences too. E-commerce has improved the
connection and interaction we have with them. This shift has actually boosted innovation within our
SME. By listening to customers more closely, we've come up with new ideas that really help them.
Their feedback drives us to develop innovative solutions, making our products and services even
better. So, e-commerce has not only improved customer relationships but also ignited innovation in
exciting ways.

Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 2: | think, e-commerce success means two things: doing new things and doing things
better. For new things, we see if customer ideas improve what we offer. For doing better, we check
if our work is smoother, with less mistakes and using things wisely. Both these things help us grow
and stay modern with technology.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 2: In my view, Offering customized mentorship and consulting services to SMEs in
Bangladesh could make a huge difference. Having experienced professionals help them improve their
e-commerce processes and adopt new technologies could result in remarkable growth. Creating
digital infrastructure and improving internet connectivity across the country would enable smoother
e-commerce operations as well.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 2: | believe that government policies and initiatives play a significant role in driving e-
commerce adoption and technological progress among SMEs in Bangladesh. They can provide a
framework that can speeds up the integration of digital innovations into the SME sector.

A Bangladeshi national man who working as Project Manager in an e-commerce company in Dhaka,
Bangladesh for 3 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 3: Bringing e-commerce into our SME has been a significant transformation. We did it to
enhance our ideas and technology. Going online allowed us to connect with a wider audience and
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discover innovative ways of conducting business. It made us learn new things and use computers
more. The results are clear - we offer better service, customers feel special, and we're growing our
business the way we want. However, we remain in a constant state of learning and adoption. When
there is a business in online there is always concern of privacy and security. Every day is like a new
challenge and we make things happens to grow our business by learning new things.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 3: We decided to use e-commerce because it made sense for a few important reasons.
First, a huge change in how people buy things was happening. People were interested in online a lot
more, so we wanted to be part of that online world. Also, we wanted to reach more customers. E-
commerce helped us get to new customers, even in different places, which fit with our plan to grow
our business. Making things run better was another big reason. E-commerce promised to help us
manage our products well, spend less money, and get orders out faster. This was perfect for how we
wanted to be really good at running things. Getting helpful data was a big deal too. E-commerce let
us understand how customers behave, so we could make our products even better and make smarter
decisions. We also saw how well e-commerce worked for other businesses like ours. Seeing how
much it helped them grow and come up with new ideas motivated us to do the same.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 3: We carefully studied how e-commerce could help our SME, looking at both the
benefits and the challenges. We started by checking how we work inside to find where we could
make things better. We thought about how e-commerce could help us reach more customers, work
more smoothly, and use data to make smarter choices. But we also thought about the things we'd
need, like new technology and how to keep things safe from online problems. We looked at what
other similar businesses were doing and what's happening in the market right now. We even talked
to experts and learned from others who already use e-commerce. All of this helped us make a smart
choice that fits with our goal of being more innovative and using technology better.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 3: We came across some particular problems while adding e-commerce to our business,
but we found ways to fix them. One challenge was staying consistent — making sure things worked
well all the time. We also needed help with technology, so we partnered with experts who knew what
they were doing. Keeping our customers coming back was important, so we worked on that too.
Another big concern was safety. We wanted to make sure that our customers' information was
protected when they shopped online. Lastly, finding the right people who would be interested in our
products was tricky. But by trying different ways, we found ways to reach the right customers.
Overall, we faced challenges but learned from them, making our e-commerce journey better over
time.
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Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 3: E-commerce boosted our innovation and tech progress. The impact of using e-
commerce on the innovation and technological advancement of our SMEs is truly impressive. It
makes us think of new and creative ideas helping us adopt new technology faster. This change has
made us more competitive and helped us stay ahead in the world of new technology.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within
your SME?

Interviewee 3: E-commerce has enhanced our SME operations. We now communicate with
customers faster, manage products and orders more efficiently, and use data for make decisions.
Online payments are become easy, and our teams collaborate effectively, ultimately increasing our
efficiency in our industry.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 3: E-commerce has really changed how we connect with customers. It enables quick
communication and personalized experiences, making our customers happier. This has inspired us to
generate new ideas and continuous innovation cycle for our business. By listening to our customers
and delivering what they want, we keep improving, fostering overall growth and adaptability.

Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 3: | gauge the success of our e-commerce adoption by looking at innovation and how
well technology works. We check the speed of our website and how many people visit it. If the search
function is easy to use and people can find what they want quickly, that's a good sign. A user-friendly
shopping cart is also important. We also see how interactive our website is — if customers can engage
easily. All these things together show us how well we're using technology and if our ideas are bringing
in more customers. If we see improvements in site speed, more traffic, efficient search, smooth
purchase, and high interactivity, we know our e-commerce adoption is successful in terms of
innovation and technological efficiency.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 3: | believe establishing collaborative platforms where SMEs can share insights and best
practices would be invaluable. This communal approach to knowledge-sharing could foster a culture
of innovation and collectively elevate e-commerce capabilities.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 3: | believe that government rules and actions play a big role in how small businesses in
Bangladesh use e-commerce and new technology. Policies like doing business in more easier way,
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giving more privacy can motivate people more. They decide the rules and resources that affect
everything, like what we can do and how we can get what we need.

A Bangladeshi national man who working as General Manager in an e-commerce company in Dhaka,
Bangladesh for 5 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 4: Using e-commerce has helped our small business come up with new ideas and use
better technology. It has been a really good experience for me. It was a smart decision that changed
how we work. Online, we learn about behavior and preferences of our clients and use that
information to make our products and support better. We have learned new things and how to use
online tools, and we have solved problems. The good things are clear we do things better, use our
resources smarter, and we are better at competing. However, it has also been a bit of a journey with
things like online safety and new ways of doing things. These things made us learn and get better
with technology. Using e-commerce isn't just something we did — it's like a big adventure that
changed how we do business.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 4: Our journey into e-commerce was set in motion by several key factors. Firstly, the
changing preferences of clients pushed us towards this transformation. The increase in online
shopping made it clear that we needed to adapt to new buying trends. Expanding our market was
also a major motivator. E-commerce gave us the opportunity to reach wider people, breaking down
barriers and paving the way for growth. Boosting efficiency was another driving force. E-commerce's
ability to streamline operations, manage inventory better, and cut costs was a big advantage for how
we manage our resources. The idea of using data to make better decisions was exciting as well. E-
commerce provided us with valuable insights, helping us customize our products, services, and
strategies to match what our clients want. Moreover, seeing how other businesses like ours
succeeded with e-commerce inspired us. Seeing real results in terms of innovation and growth inspired
us to our own ambitions.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 4: We carefully looked into integrating e-commerce into our SME's operations. We
started by examining how we work now, and finding ways to make it better with e-commerce. We
thought about expanding our network of clients and using data to make choices; but also the tough
parts like keeping things safe online and teaching our team. We also checked how much it might cost
and what we might get back. We even looked at what other small businesses did with e-commerce.
By doing all this, we made sure we understood how e-commerce could help us be more innovative
and better with technology.
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Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 4: As we started using e-commerce, our team faced a challenge because we didn't know
much about the technical stuff. But we fixed this by getting training and going to workshops. Align
different online business in one platform was challenging. We made sure things were safe online with
strong rules. And to keep up with changes online, we made our workplace more flexible and open to
new ideas.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 4: E-commerce coming in has really changed how we come up with new ideas and use
cool technology in our SME. It's like a spark that made us learn, and use new tech faster. We're not
afraid to use new platforms, features, resources; or strategies. This has turned our SME into a place
where we're always curious, working as a team, and being creative.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within
your SME?

Interviewee 4: E-commerce integration has really improved how we do things in our SME. As our
business is B2B, our clients can get their products online, making transactions quicker. It helps us
manage our services better so we don't run out of things. Orders are processed automatically; which
means less mistakes. We also get data on what companies like, so we can offer them what they want.
Being online means we can reach a wider network of collaborators and provide more facilities. Our
e-commerce site is open all the time, so our clients can start getting benefits whenever they want.
Plus, a lot of our work; like connecting right people with right business is done online, which saves us
time. E-commerce has made things easier and more efficient for us.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 4: Absolutely, e-commerce really changed how we interact with clients. Being online
means we can connect faster; and make them happier with quick responses. This change also pushed
us to come up with new ideas. We listen to what clients say, and make things better; which helps us
move forward. E-commerce is driving our SME to be better and more advanced.

Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 4: | assess e-commerce success using measures such as website visits, how many visitors
turn into clients, using new tech, and how easy checkout is. Also if clients are happy, giving personal
suggestions, using data to make decisions, keeping things safe, growing without problems, being
responsible and if it is worth the investment. These show how well we come up with new ideas, make
clients happy, do well in selling things; and getting clients involved.
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Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 4: Based on what | have seen; it is really important for small businesses in Bangladesh to
have tools, and software for e-commerce that are easy to use and don't cost too much. If we make
these resources available it can help SMEs use technology in a good way and improve their
businesses.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 4: | strongly believe that, government rules and actions are really important for helping small
businesses in Bangladesh use e-commerce and technology better. The Bangladesh government's decision
to exempt digital platforms from taxes has excited and motivated people to get more involved in digital
work; reflecting a positive response to the incentives provided.

A Bangladeshi national man who working as IT Support Officer in an e-commerce company in Dhaka,
Bangladesh for 4 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 5: Embracing e-commerce opened up a world of new opportunities for me. | had to learn
new digital skills to stay competitive, and this journey led to positive growth in my career. Interacting
with customers online became a key part of our work, which helped me understand their needs
better. As we adapted to e-commerce, we also improved our processes, making them more efficient.
Ensuring online security was a top priority to protect both my business and clients. The constant
change in the digital landscape pushed us to keep up with technological improvements, and it's been
an exciting journey of personal and professional development.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 5: Our decision to adopt e-commerce was shaped by several key factors. First, we noticed
shifts in client’s behavior, and we needed to adapt to these changes. E-commerce presented an
opportunity for market expansion, which aligned perfectly with our growth objectives. It also allowed
us to streamline our operations, manage inventory more efficiently, and reduce costs. The potential
for data-driven insights was another compelling factor. Seeing how e-commerce had simulated
innovation and growth in other businesses further motivated our decision.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 5: | assessed e-commerce integration's potential benefits and challenges systematically.
Analyzing our processes and market, we gauged how it could improve market reach and efficiency.
We got advice from experts about technical stuff. Employee feedback considered carefully. This
thorough evaluation ensured e-commerce aligned with our goals, fostering SME growth and
innovation.
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Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 5: We knew that managing multiple businesses and expanding our network at the same
time could be a significant challenge. To compete effectively in the online marketplace, we needed
to be technologically efficient and ensure secure data protection. To tackle these challenges, we
sought tech advice to help us navigate this journey. Experts simplified complex issues, and we
implemented robust cybersecurity measures. Adapting to the online landscape required us to stay
open to constant improvement and employ smart strategies.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 5: The integration of e-commerce has impacted our SME in several ways. It has bring up
a culture of innovation, driving us to become more creative and adept at employing advanced tools.
This transformation has significantly boosted our competitiveness in the market. Moreover, it has
introduce in us a readiness to embrace new technologies continuously, keeping us at the forefront
of innovation within our industry. In short, e-commerce has become the motivation for ongoing
innovation and technological progress within our organization.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within your
SME?

Interviewee 5: E-commerce has brought numerous improvements to our SME. Our order fulfillment
is faster; thanks to e-commerce tools. We have strengthened our collaboration with suppliers,
ensuring a smooth supply chain. Customer support has become more efficient; providing quick
assistance. Our online visibility has expanded, reaching a broader audience. These enhancements
have significantly improved our overall business operations.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 5: Yes, I've seen changes in how customers connect with us after using e-commerce.
Client seem happier, and we can make them even more delighted. By surprising them with special
offers and products, we keep them excited. We've also built a community where they can share
thoughts. Following a smart content plan helps us stay connected with them. Personalizing their
experience has made us even closer to them. This shift has impacted our innovation too. Getting
direct feedback from clients has led us to create better things they want. We've also come up with
new ideas by seeing what they like. So, e-commerce has not only improved our customer
relationships but also boosted our innovation in exciting ways.

Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 5: | measure e-commerce success by looking at how convenient it is for our clients to
shop, the choices they have, and if they can customize orders. Communication matters too. On the
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tech side, | check website speed, ease of use, and if it helps to serve customers better. If these
improve, e-commerce is successful for innovation and technology.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their e-
commerce capabilities and technological innovation?

Interviewee 5: Well; | think improving digital infrastructure; like making the internet better and having
safe and improved payment options; would really help small businesses. Having a strong online setup
is important for making e-commerce better and coming up with new ideas. When things online work
well, it's easier for small businesses to do more and grow.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 5: In my view, government actions play a big role in how e-commerce and technology grow
among small businesses in Bangladesh. They shape the environment by offering incentives and rules
that affect how businesses use technology and sell online. Giving tax free income to the people who
work online is the one of the biggest policies of Bangladesh government.

A Bangladeshi national man who working as Business Analyst in an e-commerce company in Dhaka,
Bangladesh for 3 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 6: Well, telling about my experience with e-commerce adaptation was quite interesting.
| embarked on this journey with the goal of modernizing our operations and staying competitive in a
digital-first world. In our organization, we began by conducting a thorough assessment of our existing
business processes. This involved examining how we interacted with customers, managed inventory,
and handled transactions. We identified areas where technology could bring about significant
improvements. We recognized the potential benefits of e-commerce, such as expanding our customer
reach, streamlining our operations, and gaining valuable insights from data. The financial aspect was
integral to our decision-making process. We carefully weighed the upfront investments required in
technology against the potential long-term gains. Additionally, we actively engaged with industry
dialogues and sought the experiences of other SMEs that had ventured into e-commerce before us.
These interactions provided valuable insights and practical knowledge that informed our decision-
making.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 6: There are several key factors that to take the decision to adopt the e-commerce in our
business. Firstly, e-commerce is an opportunity to connect with clients online. Secondly, when we
see if we have e-commerce platform we can able to perform our operations smoothly. From
inventory management to order processing, which could ultimately lead to cost savings and improved
customer experiences. Thirdly, the society is now become more online user. As more businesses are
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very much interested in online platform for their procurement needs, we want to take the advantage
of this.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 6: We carefully analyzed how our SME operates to understand the potential benefits and
challenges. Market research and financial aspect was integral to our assessment. Cost-benefit
analysis help us to find what is investment is necessary for technology and the potential long term
gains in terms of innovation efficiency improvement.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 6: There was some challenges we faced during the adoption process. Like data security
and cybersecurity was main challenge. Digital marketing strategy including SEO, social media
campaign and advertising was also challenging in this competitive online world. We faced these
challenges and to overcome from these challenges we take advice from technical experts and create
customer-centric approaches, and ongoing adaptation to industry developments.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 6: The adoption of e-commerce has been a game-changer for our SMEs ability to
innovate; and implement technological advancements. It helps us change what we do quickly and
lets us see what our clients like; and what's happening in the market. We use data from e-commerce
to understand our clients better as well. This helps us make things that our clients want. E-commerce
has helped us use more new and smart technology to become more creative and better in the future.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within your
SME?

Interviewee 6: E-commerce integration has improved the efficiency of our business processes
significantly. We help individuals who want to start their businesses, and connect them to suitable
opportunities. Clients can get what they need; and start getting benefits from it. E-commerce
integration made this possible. Overall; e-commerce has made our small business better, and allowed
us to do more with less effort.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 6: Sure; | have noticed that more people talk to us; and take services from us since we
started being online. This helps to understand that what clients want; and how they want. So we
know what type of new ideas can be helpful for our business that can increase customer interaction
and personalization.
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Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 6: | think when people visits website, and return back to the site both is a positive sign to
become successful e-commerce adoption. Because in terms of innovation and technological efficiency,
when website traffic is good and communication is safe it can turn customer as a part of the company.
It build trust and also return of investment (ROI) become positive.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 6: Well, Bangladesh is a developing country and still there is far to go to achieve the
ultimate goal. | think more effective training and education in a right manner will be helpful for
developing resources to enhance e-commerce capabilities and technological innovation. Also,
mentorship and networking is important to enhance e-commerce capabilities.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 6: From my perspective; consumer protection and data security is important when it
comes to the online business. Government can execute some special policies; that can ensure more
transparency in consumer rights and data protection. Moreover, rewards for coming up with new
ideas can encourage small businesses to try out; and use new technologies can make technology and
e-commerce sector even better.

A Bangladeshi national man who working as Assistant Manager (IT) in an e-commerce company in
Dhaka, Bangladesh for 3 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 7: Our move into e-commerce was a tech discovery with new ideas. Personally, it was an
interesting experience for me. Going online gave us a fresh start. E-commerce was like a treasure
hunt, finding smart things from talking to customers. We learned a lot — our team got better with
tech, we improved how we work, and used fast info. It helped us make things faster, react to markets
quicker, and connect better. But e-commerce has hard parts too; we keep data safe and watch tech
changes. It's not just buying and selling; it's a thing that helps us get better with ideas and tech.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 7: We chose e-commerce for a few important reasons. First, how people shopped was
changing, so we needed to change too. E-commerce also let us reach new clients and grow our
business. It made our work smoother, saved money, and helped us learn from customer data. Seeing
other businesses do well with e-commerce inspired us to give it a try.
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Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into
your SME's operations?

Interviewee 7: We looked at e-commerce closely. First, we checked our operations for places to
improve. We thought about good things like better engagement and data use, but also challenges
like cybersecurity. Money was important too. Reports and experts helped us to learn. This helped us
decide that e-commerce matched our innovation and efficiency goals.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 7: During our adoption process, we encountered several specific challenges that
demanded strategic solutions. Competition posed difficulties, requiring us to differentiate our
offerings and create a unique value proposition. Order fulfillment complexities were addressed
through process optimization and efficient inventory management. To enhance customer experience, we
invested in user-friendly interfaces and personalized services. Generating quality website traffic and
visitor conversion called for targeted marketing campaigns and engaging content. Visibility was
improved by leveraging social media platforms and search engine optimization strategies.
Overcoming these challenges involved a blend of innovation, streamlined processes, and a customer-
centric approach, ensuring our successful transition into the e-commerce landscape.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 7: E-commerce has brought a lot of changes to our small business. It has given us new
ideas and made us use technology in better ways. We now use smart tools to make our clients happy,
work more efficiently; and understand data. This has made our work smoother, improved
communication with clients; and made us more focused on digital excellence. E-commerce has
encouraged us to be more creative and tech-savvy; making us better every day.

Interviewer: In which way e-commerce integration facilitated more efficient business processes within your
SME?

Interviewee 7: Embracing e-commerce brought a wave of efficiency to our operations. E-commerce
integration made a big difference in how we manage orders, cutting down on mistakes and delays.
This upgrade boosted our overall efficiency; making our processes more flexible and responsive.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 7: Definitely, e-commerce transformed how we engage with customers. Quick online
interactions improved connections. This change sparked innovation. Feedback from clients shaped
improvements and inspired new ideas that push our SME forward.
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Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 7: Measuring e-commerce success in innovation and tech efficiency involves diverse
markers. | analyze website traffic, user engagement, technology integration, checkout smoothness,
client satisfaction; and the influence of personalized recommendations on sales. These insights guide
our dynamic e-commerce approach; prioritizing innovation and client satisfaction.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 7: SMEs in Bangladesh need better digital tools, user-friendly e-commerce platforms,
training, and support. Reliable internet and easy and secure payment systems are essential. Financial
help and partnerships with the government would be beneficial. Workshops and guidance can aid
SMEs in adapting to the digital world. These steps will help SMEs make the most of e-commerce and
enhance their technological capabilities, boosting growth and competitiveness.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 7: Bangladesh government is actively promoting, and supporting online, and digital work.
People are now getting the benefit of different government policies like tax free income from online
work. They are trying to establish an environment for fair competition. Which provides incentives;
and resources to encourage innovation.

A Bangladeshi national man who working as System Administrator in an e-commerce company in
Dhaka, Bangladesh for 2 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 8: Absolutely, my experience with e-commerce adoption has been truly transformative for
our small business. It's like embarking on an exciting new journey in the world of technology and
innovation. E-commerce has brought a fresh wave of creativity into our operations, pushing us to
explore new ways of doing things and integrating cutting-edge technologies. This change has not only
streamlined our processes but has also encouraged us to think beyond the ordinary and come up
with inventive solutions. We've witnessed significant improvements in our operations. Processes that
used to take a lot of time and effort are now much more streamlined and efficient. E-commerce has
allowed us to better understand our clients’ preferences and behaviors through data analysis, which
has informed our product development and service enhancements.

The integration of e-commerce has led the way for personalized customer experiences and real-time
interactions, strengthening our relationships with our customers. Moreover; it has given us valuable
insights into market trends and demands, allowing us to be more responsive and adaptable.
However, this journey has come with its own set of challenges. We had to ensure the security of our
online platform and clients’ data, and we had to adapt to the rapidly changing digital world.
Nonetheless, these challenges have motivated us to keep innovating and getting better.
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Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 8: Our decision to adopt e-commerce was driven by a mix of strategic factors. The
changing preferences of clients highlighted the need for digital engagement. The rise of online
shopping pushed us to adapt and connect better with our audience. The chance to gather insights
from clients’ data was too good to pass up. E-commerce gave us the tools to understand customer
behavior and adjust our strategies accordingly. Seeing other businesses succeed through e-
commerce inspired us too. Their achievements showed us the potential of e-commerce for growth
and innovation in our field.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into your
SME's operations?

Interviewee 8: Assessing the potential benefits and challenges of integrating e-commerce into our
SME's operations was a methodical process. Firstly, we recognized that e-commerce could
substantially increase our reach and revenue by tapping into a wider audience. Building an online
reputation through customer reviews emerged as a key advantage, fostering trust and credibility.
Conversely, we acknowledged the potential challenges of transitioning. Lower operational and labor
costs were anticipated, but we were mindful of the initial investments required to set up the online
platform. Client data and inventory tracking seemed promising, yet concerns about data security
prompted us to prioritize cybersecurity measures. We recognized that improved client communication
was feasible, but it also meant managing a swift response mechanism. Our assessment involved a
thorough consideration of each aspect's benefits and challenges, weighing the potential gains against
the required adjustments and safeguards for a successful e-commerce integration.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 8: As our e-commerce site grew, we faced a few challenges. We worried about keeping
payments safe when we added new ways to pay. We worked with trusted partners and used strong
safety methods. Also; making sure our site looked good on all devices (phones, computers) was hard.
We used special designs and checked how things worked everywhere.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 8: Bringing e-commerce into our small business has caused a big change; in how we come
up with new ideas and use technology. Now, we are always thinking of new ways to do things and
quickly adopting the latest technology. This has made us better at competing with others; and using
the newest tech trends to be creative. Our business has transformed because of e-commerce and
now we're all about using the latest tools and being innovative.
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Interviewer: In which way e-commerce integration facilitated more efficient business processes within
your SME?

Interviewee 8: E-commerce integration made our small business work better. It helped us do things
more quickly and smoothly. For example, taking orders and processing payments became faster and
easier online. We also could keep track of inventory in real-time, so we know what's available all the
time. This helped us serve clients better and avoid running out of products. Communication improved
too; we could talk with clients online and answer their questions faster. Overall, e-commerce made
our business run smoother and made us better at serving our clients.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 8: Absolutely, embracing e-commerce transformed how we connect with clients. Quick
online interactions strengthened our bonds with them. This change sparked our innovative drive. By
listening to customer feedback, we customized our products and services, fostering innovation that
powers our SME's growth.

Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 8: To figure out how well e-commerce is doing; especially when it comes to new ideas
and using technology smartly, | look at different numbers. | check how many people are visiting our
website; how much they are getting involved and whether we're using cool new technologies. | also
see how easy it is for people to buy things from us online; and what our clients are saying. It is
important to see if the suggestions we give to clients make them want to buy more.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 8: Getting small businesses (SMEs) to work together with big e-commerce companies
could be really helpful. They can share what they know; and learn from each other about using new
technology. Both sides can benefit; and this teamwork can help small businesses grow and come up
with new ideas.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 8: From my perspective, government policies have a significant impact on encouraging e-
commerce adoption and technological progress among SMEs in Bangladesh. Government support
can create a favorable environment that fosters growth in these areas. For instance, Bangladesh
government have policies that simplify online business registration, no taxes on online work, and
providing incentives for technology adoption which is motivating SMEs to venture into e-commerce.
Moreover; offering financial assistance for technology adoption, and creating digital infrastructure
can empower SMEs to embrace e-commerce and technological advancements. These efforts can
level the playing field, making it easier for smaller businesses to compete in the digital marketplace.
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A Bangladeshi national man who working as Data Analyst in an e-commerce company in Dhaka,
Bangladesh for 3 years.

Interviewer: Can you tell us about your experience with e-commerce adoption in your SME's innovation
and technological operations?

Interviewee 9: My journey with e-commerce has taught me a few important things. First, having a
fast; and smooth website is crucial for getting more people to buy from us. Second, talking directly
to the clients; and giving them what they want is really important for building good relationships.
Third, using technology well helps to work better and save time. So, we keep learning and using these
ideas to do better in e-commerce.

Interviewer: What were the key factors that influenced your decision to adopt e-commerce in your
business?

Interviewee 9: Our choice to use e-commerce was influenced by considering our products, clients
and how our business works. E-commerce allowed us to offer more things; and understand what
clients like. It also made our work easier and saved us time and money. So; using e-commerce was a
smart decision for our business and it made us better at what we do.

Interviewer: How did you assess the potential benefits and challenges of integrating e-commerce into your
SME's operations?

Interviewee 9: When we thought about using e-commerce in our small business; we looked at a few
important things. We saw that clients expect a lot online; so we wanted to make sure our website
was easy to use. We wanted to keep our brand the same online, so people know it's us. We knew we
had to keep clients’ information safe when they buy online. We made sure the online store we used
was secure. We thought about how to protect our business from online threats like hacking. We
wanted to make sure our online business was safe for us and our clients. So, we looked at all these
things before integrating e-commerce.

Interviewer: What specific challenges did you face during the e-commerce adoption process, and how
did you overcome them?

Interviewee 9: During adoption process, we faced some specific challenges like cyber-security threats
and attract right client to our products. We had to make sure that our clients” information and our
business data were safe from cyber threats, so we used regular security checks and to attract clients’
social media marketing and ads helps us to overcome them.

Interviewer: How has the adoption of e-commerce impacted your SME's ability to innovate and
implement technological advancements?

Interviewee 9: Using e-commerce has changed our SME in important ways. It made us faster and
more flexible to meet clients’ demands. We also became more efficient in managing our operations;
allowing us to allocate resources for innovation. Furthermore, the data we gathered from e-
commerce helped us understand our clients’ better and create products they like. In short, e-
commerce has brought speed, efficiency, and customer insights to our SME, driving innovation and
enhancing our customer focus.
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Interviewer: In which way e-commerce integration facilitated more efficient business processes within
your SME?

Interviewee 9: E-commerce integration has made our SME more efficient in several ways. It sped up
the buying process for clients and reduced costs. Additionally, it provided flexibility for clients to shop
at their convenience and allowed us to respond rapidly to market demands. So overall it has
expedited the buying process, reduced costs, provided flexibility to clients, and enabled fast
responses to market dynamics; all contributing to our enhanced business performance.

Interviewer: Have you noticed any changes in customer engagement or relationships since adopting e-
commerce? If so, how has this affected innovation within your SME?

Interviewee 9: Certainly, we have seen noticeable changes in how we engage with customers and
how they interact with us since adopting e-commerce, and it's had a positive impact on innovation
in our SME. We now connect with people through our website, email, and social media; which has
allowed us to better understand what they like and respond to their questions faster. These improved
relationships with customers have made us better at innovating. We listen to their feedback and
watch how they shop; which helps us come up with new ideas for products and services they'll love.
Plus, we can adapt quickly to changes in the market or what customers want, thanks to the real-time
nature of e-commerce. In simple terms, e-commerce has strengthened our bond with customers and
made us more innovative in meeting their needs.

Interviewer: How do you measure the success of e-commerce adoption in terms of innovation and
technological efficiency?

Interviewee 9: | measure how well e-commerce is helping us come up with new ideas; and use
technology better in some simple ways. We look at things like how many new products we have
introduced since using e-commerce; and how fast clients start using them. | also see how quickly we
can bring new ideas to the market; and what our clients say about them. | also keep an eye on revenue
growth; client conversion rates and return visits to evaluate the impact of e-commerce on our
business.

Interviewer: What kind of support or resources do you think SMEs in Bangladesh need to enhance their
e-commerce capabilities and technological innovation?

Interviewee 9: SMEs in Bangladesh need help with training, affordable tech; and money to do better
with e-commerce and tech innovation. It also need guidance, and better internet. Moreover; they
should learn more how to protect data. These things will help SMEs in Bangladesh to grow online.

Interviewer: From your perspective, what role do government policies or initiatives play in promoting
e-commerce adoption and technological advancements among SMEs in Bangladesh?

Interviewee 9: Government policies in Bangladesh are like guidelines that can either help small
businesses with e-commerce and technology. Good policies make it easier for businesses to operate
online by setting clear rules; and providing financial help. Government can also invest in things like
internet and training. Plus, they can protect businesses, and customers by making sure data is safe,
and transactions are fair.
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Appendix C: Initial Coding Framework

Initial Coding Framework Table

Interview transcript

Interviewer: Can you tell me about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 1: Of course, e-commerce adoption changed our small
business. We reached more customers, made our work smoother,
and figured out what our customers like. Learning how to use digital
tools was important, saving us money and making our orders faster.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 1: People wanted online learning, so we started offering
it. E-commerce helped us reach more customers, which was important
for our growth. It also made our work smoother and more cost-
effective, which matched our goals. Plus, we were excited about the
datainsights it provided. It allowing us to create better products, offer
personalized experiences to customers, and make informed
decisions.

Interviewer: How did you assess the potential benefits and challenges of
integrating e-commerce into your SME's operations?

Interviewee 1: We looked at how we were currently doing things and
realized that e-commerce could help us manage things better and
reach more customers. We also looked at the cost and did some
research to make sure it was a good idea. We thought about security,
what other companies are doing, and what technologies are most
popular to understand how e-commerce can help us.

Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?

Interviewee 1: At first, some of our team members felt unsure, but we
helped them by providing training and support. Dealing with payment
systems was tricky, so we got experts to help us. We made sure to
focus on security to protect our data. Staying current online needed
careful planning and fast decision-making. Challenges were part of
the journey, but we found solutions to keep going.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Initial coding framework

Transformed SME
Broadened market
Streamlined operations
Give customer preferences
Digital tools

Cost savings

Fast order fulfillment

Online learning demand
Market expansion
Streamlined operations
Cost savings

Data insights

Better products

Give customer preferences

Analyzed current operations
Improved management
Customer reach

Cost and research

Security

Competition

Tech trends

Uncertainty among team
members

Training and support
Prioritized security

Stay up-to-date online
Quick decision-making

70



Interviewee 1: There is a new online learning platform where people
can learn quality education in online, it created a new way of leaning.
It transformed the way we think about learning. It enhance our
creativity and motivated us to learn new technology quickly. We can
compete better and it helping us stay up-to-date with the latest tech
trends and innovation.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 1: Tasks like managing and fulfilling courses became
easier. People can easily enrolled in new courses with their choice.
When everything managed in onlineg, it helped reducing mistakes and
doing work faster. We could make better and quicker choices with
real-time data. Being online helped us reach more customers, making
us work better overall.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this affected
innovation within your SME?

Interviewee 1: Absolutely, shift to e-commerce has brought noticeable
changes in customer engagement and relationships. Online platforms
enable faster, personalized interactions, deepening our understanding
of customer needs. This drives continuous innovation powered by
customer feedback, driving the growth and efficiency of our SME.

Interviewer: How do you measure the success of e-commerce adoption
in terms of innovation and technological efficiency?

Interviewee 1. We measure innovation by how we improve our
products based on what customers want, showing we respond to
their needs. And we measure tech efficiency by making things work
better inside our business, like fewer mistakes and using resources
well. These two things work together —when we're creative, our tech
gets better and the other way around.

Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and
technological innovation?

Interviewee 1: From my perspective, SMEs in Bangladesh can get
significant benefit from increased access to specialized training
programs. Which can be focused on e-commerce strategy and the
integration of innovative technologies. Proper monitoring is
necessary for these programs.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and
technological advancements among SMEs in Bangladesh?

New learning platform
Transformation of learning
approach

Adopt new tech fast
Improved competitiveness
Stay up-to-date online

Streamlined course
management

Easy enrollment
Reducing errors

Faster task competition
Wider customer reach

Faster customer
engagement
Personalized interactions
Fueling growth and
efficiency

Responsiveness to customer
needs

Making things work better
Less mistakes

Using resources well
Customer satisfaction
Stay competitive

Specialized training
programs
Proper monitoring
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Interviewee 1: | think government policies and efforts can make a big
difference in helping small businesses in Bangladesh. Which can
inspire more people to use of e-commerce and technology. Policies
like simplify the online business registration, ensure transparency,
proper support for technology adaptation can motivate SMEs to
embrace e-commerce.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 2: Since joining, I've gained varied experiences, including
e-commerce integration. My previous role also enriched my
understanding of tech efficiency and innovation. E-commerce
adoption taught me to balance growth with other aspects, embrace
uncertainty, and value small improvements. I've learned that
innovation, technology, and operations go hand in hand.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 2: Firstly, we believed it would improve our work and be
user-friendly for our team. Secondly, it offered clear benefits over our
previous methods. We also prioritized building trust and ensuring
customer safety, and e-commerce aligned with these values. It
enabled us to save money while providing a better customer
experience. Moreover, e-commerce extended our reach to distant
customers.

Interviewer: How did you assess the potential benefits and challenges of
integrating e-commerce into your SME's operations?

Interviewee 2: We considered website traffic, conversion rates, and
online visibility. Safety of customer data was a concern. We also
evaluated if e-commerce aligned with our goals and could attract the
right customers. This showed us the potential for more customers
and sales, but we stayed cautious about security and targeting.

Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?

Interviewee 2: We faced similar challenges like staffs training, security of
the site, payment and some management challenges. Adapting online
needed careful attention and quick thinking. We took careful
consideration to those challenges and create solutions according to
that. Experts helps us to overcome from that.

Interviewer: How has the adoption of e-commerce impacted your SME's
ability to innovate and implement technological advancements?

Simplify the online business
registration

Ensure transparency
Proper support for tech
adaptation

Balance growth with other
aspects

Embrace uncertainty
Value small improvements
Symbiotic relationship
between innovation,
technology, and operations

User-friendly nature
Advantages over traditional
methods

Trust and customer safety
Cost savings

Improve customer
experience

Extended reach beyond
physical limits

Website traffic
Conversion rates

Online visibility

Safety of customer data
Targeting right customer

Staffs training

Site security

Payment

Management challenge
Expert help
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Interviewee 2: E-commerce made us more creative and willing to try
new things. It also keeping us updated on the latest technology
trends. E-commerce has enabled direct customer interaction,
enhancing our understanding of their preferences and needs, leading
to better product and service offerings. Plus, we're now more open
to using technology to improve how we work and how we serve our
customers. Ultimately making us more innovative and tech-savvy,
driving business growth.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 2: Firstly, our e-commerce website serves as our central
hub, streamlining all activities. It's also great for getting information
about what our customers like and want. It enabling us to personalize
their experiences. E-commerce has expanded our reach, reaching
customers even at a distance. Additionally, we're able to give
customers more ways to talk to us if they need help. Overall, e-
commerce has made our business run smoother and made us better
at serving our customers in many ways.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 2: Yes, I've definitely seen changes in how customers
connect with us since we started using e-commerce. Their commitment
to our brand has grown, leading to better customer retention.
Customers seem more satisfied with their online experiences too. E-
commerce has improved the connection and interaction we have
with them. This shift has actually boosted innovation within our SME.
By listening to customers more closely, we've come up with new ideas
that really help them. Their feedback drives us to develop innovative
solutions, making our products and services even better.

Interviewer: How do you measure the success of e-commerce
adoption in terms of innovation and technological efficiency?

Interviewee 2: | think, e-commerce success means two things: doing
new things and doing things better. For new things, we see if
customer ideas improve what we offer. For doing better, we check if
our work is smoother, with less mistakes and using things wisely. Both
these things help us grow and stay modern with technology.

Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and
technological innovation?

Latest technology trends
Direct customer connection
Better products and services
More open to use
technology

Innovation and business
growth
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Interviewee 2: In my view, Offering customized mentorship and
consulting services to SMEs in Bangladesh could make a huge
difference. Having experienced professionals help them improve
their e-commerce processes and adopt new technologies could result
in remarkable growth. Creating digital infrastructure and improving
internet connectivity across the country would enable smoother e-
commerce operations as well.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 2: | believe that government policies and initiatives play
a significant role in driving e-commerce adoption and technological
progress among SMEs in Bangladesh. They can provide a framework
that can speeds up the integration of digital innovations into the SME
sector.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 3: Going online helped us connect with more people and
try new business methods. We had to change how we worked and
learn new computer skills. The good things are clear - our service got
better, customers are happier, and we're growing as we want. But
we're always learning and changing. Being online means worrying
about privacy and safety. Each day is a new challenge, but we learn
and make our business better.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 3: First, there was a big shift towards online shopping that
we wanted to be part of. Plus, we aimed to reach more customers, even
in different places, to grow our business. E-commerce also promised
improved efficiency by managing products, saving money, and
speeding up orders. That aligned perfectly with our goal of running
things well. Valuable data was another perk — e-commerce revealed
customer behaviors, guiding product improvements and smarter
decisions. We also saw success stories in similar businesses, motivating
us to embrace e-commerce for growth and innovation.

Interviewer: How did you assess the potential benefits and challenges of
integrating e-commerce into your SME's operations?

Interviewee 3: We carefully looked at how e-commerce could benefit
our small business, thinking about the benefits and the challenges.
We checked how it would change how we work inside our business,
reach new customers, make things smoother, use data to make
choices, and keep things safe. We also looked at other businesses like
ours, what's popular in the market, and what experts say. This helped
us decide, and it matched our goal of being more creative and using
technology better.
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Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?

Interviewee 3: We focused on being consistent and reliable. We
worked with experts to meet our tech needs. Customer retention was
important, and data security was a major concern. We made sure
their information was safe online. Finding the right customers was
hard, but we tried different things and it worked.

Interviewer: How has the adoption of e-commerce impacted your SME's
ability to innovate and implement technological advancements?

Interviewee 3: The impact of using e-commerce on the innovation and
technological advancement of our SMEs is truly impressive. It makes
us think of new and creative ideas helping us adopt new technology
faster. This change has made us more competitive and helped us stay
ahead in the world of new technology.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 3: E-commerce has enhanced our SME operations. We
now communicate with customers faster, manage products and
orders more efficiently, and use data for make decisions. Online
payments are become easy, and our teams collaborate effectively,
ultimately increasing our efficiency in our industry.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 3: E-commerce has really changed how we connect with
customers. It enables quick communication and personalized experiences,
making our customers happier. This has inspired us to generate new
ideas and continuous innovation cycle for our business. By listening
to our customers and delivering what they want, we keep improving,
fostering overall growth and adaptability.

Interviewer: How do you measure the success of e-commerce
adoption in terms of innovation and technological efficiency?

Interviewee 3: | gauge the success of our e-commerce adoption by
looking at innovation and how well technology works. We assess
website speed, visits, user-friendly search, and shopping cart. Easy
engagement matters too. These factors reflect how well we use tech
and attract customers. Improved speed, more traffic, efficient search,
seamless purchase, and high interaction show successful e-
commerce adoption for innovation and tech efficiency.

Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and
technological innovation?
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Interviewee 3: | believe establishing collaborative platforms where
SMEs can share insights and best practices would be invaluable. This
communal approach to knowledge-sharing could foster a culture of
innovation and collectively elevate e-commerce capabilities.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 3: | believe that government rules and actions play a big
role in how small businesses in Bangladesh use e-commerce and new
technology. Policies like doing business in more easier way, giving
more privacy can motivate people more. They decide the rules and
resources that affect everything, like what we can do and how we can
get what we need.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 4: E-commerce transformed our small business, driving
innovation and tech improvements. It was a smart choice that
reshaped our work. Online, we gather our clients’ insights to enhance
our products and support, learning new skills and solving challenges
along the way. We've become more efficient and competitive, but it's
been a journey with challenges like online safety. E-commerce wasn't
just a move; it was an adventure that transformed our business.

Interviewer: What were the key factors that influenced your decision to
adopt e-commerce in your business?

Interviewee 4: Online shopping's popularity and the chance to expand
our reach drove us. Expanding our market was also a major motivator.
E-commerce also streamlined our operations, cut costs, and provided
insights. Seeing other businesses succeed with e-commerce inspired
our own journey towards growth and innovation.

Interviewer: How did you assess the potential benefits and challenges
of integrating e-commerce into your SME's operations?

Interviewee 4: We started by examining how we work now and finding
ways to make it better with e-commerce. We thought about the good
things like expanding our network of clients and using data to make
choices; but also the tough parts like keeping things safe online and
teaching our team. We also checked how much it might cost and what
we might get back. We even looked at what other small businesses
did with e-commerce.

Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?
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Interviewee 4: As we started using e-commerce, our team faced a
challenge because we didn't know much about the technical stuff. But
we fixed this by getting training and going to workshops. Align
different online business in one platform was challenging. We made
sure things were safe online with strong rules. And to keep up with
changes online, we made our workplace more flexible and open to
new ideas.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Interviewee 4: E-commerce coming in has really changed how we
come up with new ideas and use cool technology in our SME. It's like
a spark that made us learn, and use new tech faster. We're not afraid
to use new platforms, features, resources; or strategies. This has
turned our SME into a place where we're always curious, working as
a team, and being creative.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 4: Our clients can get their products online, making
transactions quicker. It helps us manage our services better. Orders
are processed automatically, which means less mistakes. We also get
data on what collaborators like. Being online means we can reach a
wider network of collaborators and provide more facilities. Plus, a lot
of our work; like connecting right people with right business is done
online, which saves us time. E-commerce has made things easier and
more efficient for us.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 4: Absolutely, e-commerce really changed how we
interact with clients. Being online means we can connect faster; and
make them happier with quick responses. This change also pushed us
to come up with new ideas. We listen to what clients say, and make
things better; which helps us move forward. E-commerce is driving
our SME to be better and more advanced.

Interviewer: How do you measure the success of e-commerce adoption
in terms of innovation and technological efficiency?

Interviewee 4: | assess e-commerce success using measures such as
website visits, how many visitors turn into clients, using new tech, and
how easy checkout is. Also if clients are happy, giving personal
suggestions, using data to make decisions, keeping things safe,
growing without problems, being responsible and if it is worth the
investment. These show how well we come up with new ideas, make
customers happy, do well in selling things; and getting clients involved.
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Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and technological
innovation?

Interviewee 4: Based on what I've seen, it's really important for small
businesses in Bangladesh to have tools and software for e-commerce
that are easy to use and don't cost too much. If we make these
resources available, it can help SMEs use technology in a good way
and improve their businesses.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 4: | strongly believe that, government rules and actions are
really important for helping small businesses in Bangladesh use e-
commerce and technology better. The Bangladesh government's
decision to exempt digital platforms from taxes has excited and
motivated people to get more involved in digital work; reflecting a
positive response to the incentives provided.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 5: Embracing e-commerce opened up a world of new
opportunities for me. | had to learn new digital skills to stay competitive,
and this journey led to positive growth in my career. Interacting with
customers online became a key part of our work, which helped me
understand their needs better. As we adapted to e-commerce, we
also improved our processes, making them more efficient. Ensuring
online security was a top priority to protect both my business and
clients. The constant change in the digital landscape pushed us to
keep up with technological improvements.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 5: First, we noticed shifts in client’s behavior, and we
needed to adapt to these changes. E-commerce presented an
opportunity for market expansion, which aligned perfectly with our
growth objectives. It also allowed us to streamline our operations,
manage inventory more efficiently, and reduce costs. The potential
for data-driven insights was another compelling factor. Seeing how e-
commerce had simulated innovation and growth in other businesses
further motivated our decision.

Interviewer: How did you assess the potential benefits and challenges
of integrating e-commerce into your SME's operations?

Interviewee 5: | assessed e-commerce integration's potential benefits
and challenges systematically. Analyzing our processes and market,
we gauged how it could improve market reach and efficiency. We got
advice from experts about technical stuff. Employee feedback considered
carefully.
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Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?

Interviewee 5: We recognized the challenges of managing multiple
businesses and expanding our network simultaneously. To compete
effectively in the online marketplace, we needed to be technologically
efficient and ensure secure data protection. To tackle these
challenges we were seeking tech advice, we simplified complexities
and strengthened cybersecurity.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Interviewee 5: It has bring up a culture of innovation, driving us to
become more creative and adept at employing advanced tools. This
transformation has significantly boosted our competitiveness in the
market. Moreover, it has introduce in us a readiness to embrace new
technologies continuously, keeping us at the forefront of innovation
within our industry. In short, e-commerce has become the motivation
for ongoing innovation and technological progress within our organization.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 5: Our order fulfillment is faster; thanks to e-commerce
tools. We have strengthened our collaboration with suppliers,
ensuring a smooth supply chain. Customer support has become more
efficient; providing quick assistance. Our online visibility has
expanded, reaching a broader audience. These enhancements have
significantly improved our overall business operations.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 5: Yes, |'ve seen changes in how customers connect with
us after using e-commerce. They seem happier, and we can make
them even more delighted with special offers. Building a community
where they can share thoughts has been a great addition. Personalizing
their experience has brought us closer to them, impacting our
innovation positively. Direct feedback from clients has led us to create
better things they want, and we've generated new ideas by seeing
what they like. E-commerce has improved customer relationships and
boosted innovation.

Interviewer: How do you measure the success of e-commerce adoption
in terms of innovation and technological efficiency?

Interviewee 5: | measure e-commerce success by looking at how
convenient it is for our clients to shop, the choices they have, and if
they can customize orders. Communication matters too. On the tech
side, | check website speed, ease of use, and if it helps to serve
customers better. If these improve, e-commerce is successful for
innovation and technology.
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Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and technological
innovation?

Interviewee 5: Well; | think improving digital infrastructure; like making
the internet better and having safe and improved payment options;
would really help small businesses. Having a strong online setup is
important for making e-commerce better and coming up with new
ideas. When things online work well, it's easier for small businesses
to do more and grow.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 5: In my view, government actions play a big role in how
e-commerce and technology grow among small businesses in
Bangladesh. They shape the environment by offering incentives and
rules that affect how businesses use technology and sell online. Giving
tax free income to the people who work online is the one of the
biggest policies of Bangladesh government.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 6: We wanted to modernize our business and stay
competitive in the digital world. First, we looked at how we did things
and found where technology could help. We saw that e-commerce
could reach more customers, make things smoother, and give us
useful data. Money was a big part of our decision; so we thought
about the costs; and what we could gain. We also talked to other
businesses that had done e-commerce to learn from their
experiences.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 6: Firstly, e-commerce is an opportunity to connect with
clients online. Secondly, when we see if we have e-commerce platform
we can able to perform our operations smoothly. From inventory
management to order processing, which could ultimately lead to cost
savings and improved customer experiences. Thirdly, the society is now
become more online user.

Interviewer: How did you assess the potential benefits and challenges of
integrating e-commerce into your SME's operations?

Interviewee 6: Market research and financial aspect was integral to
our assessment. Cost-benefit analysis help us to find what is investment
is necessary for technology and the potential long term gains in terms
of innovation efficiency improvement.

Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?
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Interviewee 6: Like data security and cybersecurity was main challenge.
Digital marketing strategy including SEO, social media campaign and
advertising was also challenging in this competitive online world. We
faced these challenges and to overcome from these challenges we
take advice from technical experts and create customer-centric
approaches, and ongoing adaptation to industry developments.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Interviewee 6: The adoption of e-commerce has been a game-changer
for our SMEs ability to innovate; and implement technological
advancements. It helps us change what we do quickly and lets us see
what our clients like; and what's happening in the market. We use
data from e-commerce to understand our clients better as well. This
helps us make things that our clients want. E-commerce has helped
us use more new and smart technology to become more creative and
better in the future.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 6: E-commerce integration has improved the efficiency of
our business processes significantly. We help individuals who want to
start their businesses, and connect them to suitable opportunities.
Clients can get what they need; and start getting benefits from it. E-
commerce integration made this possible. Overall; e-commerce has
made our small business better, and allowed us to do more with less
effort.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 6: Sure; | have noticed that more people talk to us; and
take services from us since we started being online. This helps to
understand that what customer want; and how they want. So we
know what type of new ideas can be helpful for our business that can
increase customer interaction and personalization.

Interviewer: How do you measure the success of e-commerce adoption
in terms of innovation and technological efficiency?

Interviewee 6: | think when people visits website, and return back to
the site both is a positive sign to become successful e-commerce
adoption. Because in terms of innovation and technological efficiency,
when website traffic is good and communication is safe it can turn
customer as a part of the company. It build trust and also return of
investment (ROI) become positive.
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Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and technological
innovation?

Interviewee 6: Well, Bangladesh is a developing country and still there
is far to go to achieve the ultimate goal. | think more effective training
and education in a right manner will be helpful for developing
resources to enhance e-commerce capabilities and technological
innovation. Also, mentorship and networking is important to enhance
e-commerce capabilities.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 6: From my perspective; consumer protection and data
security is important when it comes to the online business.
Government can execute some special policies; that can ensure more
transparency in consumer rights and data protection. Moreover,
rewards for coming up with new ideas can encourage small
businesses to try out; and use new technologies can make technology
and e-commerce sector even better.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 7: Going online gave us a fresh start. E-commerce was like
a treasure hunt, finding smart things from talking to customers. We
learned a lot — our team got better with tech, we improved how we
work, and used fast info. It helped us make things faster, react to
markets quicker, and connect better. But e-commerce has hard parts
too; we keep data safe and watch tech changes. It's not just buying
and selling; it's a thing that helps us get better with ideas and tech.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 7: We chose e-commerce for a few important reasons.
First, how people shopped was changing, so we needed to change
too. E-commerce also let us reach new clients and grow our business.
It made our work smoother, saved money, and helped us learn from
customer data. Seeing other businesses do well with e-commerce
inspired us to give it a try.

Interviewer: How did you assess the potential benefits and challenges of
integrating e-commerce into your SME's operations?

Interviewee 7: First, we checked our operations for places to improve.
We thought about good things like better engagement and data use,
but also challenges like cybersecurity. Money was important too.
Reports and experts helped us to learn. This helped us decide that e-
commerce matched our innovation and efficiency goals.
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Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?

Interviewee 7: During our adoption process, we addressed competition
by creating a unique value proposition. We streamlined order
fulfillment processes, enhanced customer experiences with user-
friendly interfaces, and focused on generating quality website traffic
and visitor conversion. Improving visibility involved leveraging social
media and SEO strategies. Innovation and a customer-centric
approach were key to our successful transition into e-commerce.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Interviewee 7: E-commerce has given us new ideas and made us use
technology in better ways. We now use smart tools to make our
clients happy, work more efficiently; and understand data. This has
made our work smoother, improved communication with clients; and
made us more focused on digital excellence. E-commerce has
encouraged us to be more creative and tech-savvy; making us better
every day.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 7: Embracing e-commerce brought a wave of efficiency
to our operations. E-commerce integration made a big difference in
how we manage orders, cutting down on mistakes and delays. This
upgrade boosted our overall efficiency; making our processes more
flexible and responsive.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 7: Definitely, e-commerce transformed how we engage
with customers. Quick online interactions improved connections. This
change sparked innovation. Feedback from clients shaped improvements
and inspired new ideas that push our SME forward.

Interviewer: How do you measure the success of e-commerce
adoption in terms of innovation and technological efficiency?
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Interviewee 7: Measuring e-commerce success in innovation and tech
efficiency involves diverse markers. | analyze website traffic, user
engagement, technology integration, checkout smoothness, client
satisfaction, and the influence of personalized recommendations on sales.
These insights guide our dynamic e-commerce approach, prioritizing
innovation and client satisfaction.

Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and technological
innovation?

Interviewee 7: SMEs in Bangladesh need better digital tools, user-
friendly e-commerce platforms, training, and support. Reliable internet
and easy and secure payment systems are essential. Financial help
and partnerships with the government would be beneficial. Workshops
and guidance can aid SMEs in adapting to the digital world.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 7: Bangladesh government is actively promoting, and
supporting online, and digital work. People are now getting the
benefit of different government policies like tax free income from
online work. They are trying to establish an environment for fair
competition. Which provides incentives; and resources to encourage
innovation.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 8: E-commerce brought creativity, inspiring inventive
solutions and tech integration. Our operations streamlined, saving
time and effort. Now, we understand what clients like from data,
making our products and services better. We personalize
experiences, making clients happier. We adapt faster; market insights
boosted adaptability. Challenges, like staying safe and adapting, made us
even more innovative.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 8: Our decision to adopt e-commerce was driven by a mix
of strategic factors. The changing preferences of clients highlighted
the need for digital engagement. The rise of online shopping pushed
us to adapt and connect better with our audience. The chance to
gather insights from clients’ data was too good to pass up. E-
commerce gave us the tools to understand customer behavior and
adjust our strategies accordingly. Seeing other businesses succeed
through e-commerce inspired us too.

Interviewer: How did you assess the potential benefits and challenges of
integrating e-commerce into your SME's operations?
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Interviewee 8: Assessing e-commerce for our SME was systematic.
We saw its potential to expand reach and revenue through a wider
audience and online credibility. However, we acknowledged
challenges like initial setup costs and data security. Improved client
communication was noted, yet swift response management was
essential.

Interviewer: What specific challenges did you face during the e-commerce
adoption process, and how did you overcome them?

Interviewee 8: As our e-commerce site grew, we faced a few
challenges. We worried about keeping payments safe when we added
new ways to pay. We worked with trusted partners and used strong
safety methods. Also; making sure our site looked good on all devices
(phones, computers) was hard. We used special designs and checked
how things worked everywhere.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Interviewee 8: Bringing e-commerce into our small business has
caused a big change; in how we come up with new ideas and use
technology. Now, we are always thinking of new ways to do things
and quickly adopting the latest technology. This has made us better
at competing with others; and using the newest tech trends to be
creative. Our business has transformed because of e-commerce and
now we're all about using the latest tools and being innovative.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 8: E-commerce integration made our small business work
better. It helped us do things more quickly and smoothly. For
example, taking orders and processing payments became faster and
easier online. We also could keep track of inventory in real-time, so
we know what's available all the time. This helped us serve clients
better and avoid running out of products. Communication improved
too; we could talk with clients online and answer their questions
faster. Overall, e-commerce made our business run smoother and
made us better at serving our clients.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this
affected innovation within your SME?

Interviewee 8: Absolutely, embracing e-commerce transformed how
we connect with clients. Quick online interactions strengthened our
bonds with them. This change sparked our innovative drive. By
listening to customer feedback, we customized our products and
services, fostering innovation that powers our SME's growth.

Interviewer: How do you measure the success of e-commerce adoption
in terms of innovation and technological efficiency?

Expand reach and revenue
Initial setup cost

Data security

Improved client
communication

Swift response management

Payment security
Responsive design across
devices

Special design and testing

Continuous innovation and
tech adoption

Enhanced competitive edge
Business transformation

Improved business
operations

Faster order processing and
payment

Enhanced client service
Overall smoother operations

Improved customer
engagement
Foster growth
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Interviewee 8: To figure out how well e-commerce is doing; especially
when it comes to new ideas and using technology smartly, | look at
different numbers. | check how many people are visiting our website;
how much they are getting involved and whether we're using cool
new technologies. | also see how easy it is for people to buy things
from us online; and what our clients are saying. It is important to see
if the suggestions we give to clients make them want to buy more.

Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and
technological innovation?

Interviewee 8: Getting small businesses (SMEs) to work together with
big e-commerce companies could be really helpful. They can share
what they know; and learn from each other about using new
technology. Both sides can benefit; and this teamwork can help small
businesses grow and come up with new ideas.

Interviewer: From your perspective, what role do government policies or
initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 8: For instance, Bangladesh government have policies
that simplify online business registration, no taxes on online work,
and providing incentives for technology adoption which is motivating
SMEs to venture into e-commerce. Moreover; offering financial
assistance for technology adoption, and creating digital infrastructure
can empower SMEs to embrace e-commerce and technological
advancements.

Interviewer: Can you tell us about your experience with e-commerce
adoption in your SME's innovation and technological operations?

Interviewee 9: My journey with e-commerce has taught me a few
important things. First, having a fast; and smooth website is crucial
for getting more people to buy from us. Second, talking directly to the
clients; and giving them what they want is really important for
building good relationships. Third, using technology well helps to
work better and save time. So, we keep learning and using these ideas
to do better in e-commerce.

Interviewer: What were the key factors that influenced your decision
to adopt e-commerce in your business?

Interviewee 9: Our choice to use e-commerce was influenced by
considering our products, clients and how our business works. E-
commerce allowed us to offer more things; and understand what
clients like. It also made our work easier and saved us time and
money. So; using e-commerce was a smart decision for our business
and it made us better at what we do.

Interviewer: How did you assess the potential benefits and challenges
of integrating e-commerce into your SME's operations?

Website performance
metrics evaluation
Website interaction and
engagement

Client experience and
feedback

Client satisfaction

Collaboration between SMEs
Knowledge exchange and
learning

Simplify online business
registration

Providing tax incentives for
online work

Incentives for technology
adoption

Financial assistance
Creating digital
infrastructure

Website performance
Customer-centric approach
Technology utilization
Continuous learning and
improvement

Product strategy
Customer-centric approach
Operational efficiency
Business improvement
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Interviewee 9: We saw that clients expect a lot online; so we wanted
to make sure our website was easy to use. We wanted to keep our
brand the same online, so people know it's us. We knew we had to
keep clients” information safe when they buy online. We made sure
the online store we used was secure. We thought about how to
protect our business from online threats like hacking. We wanted to
make sure our online business was safe for us and our clients.

Interviewer: What specific challenges did you face during the e-
commerce adoption process, and how did you overcome them?

Interviewee 9: During adoption process, we faced some specific
challenges like cyber-security threats and attract right client to our
products. We had to make sure that our clients” information and our
business data were safe from cyber threats, so we used regular
security checks and to attract clients’ social media marketing and ads
helps us to overcome them.

Interviewer: How has the adoption of e-commerce impacted your
SME's ability to innovate and implement technological advancements?

Interviewee 9: E-commerce made us faster and more flexible to meet
clients” demands. We also became more efficient in managing our
operations; allowing us to allocate resources for innovation.
Furthermore, the data we gathered from e-commerce helped us
understand our clients’ better and create products they like. In short,
e-commerce has brought speed, efficiency, and customer insights to
our SME, driving innovation and enhancing our customer focus.

Interviewer: In which way e-commerce integration facilitated more
efficient business processes within your SME?

Interviewee 9: E-commerce integration has sped up the buying process
for clients and reduced costs. Additionally, it provided flexibility for
clients to shop at their convenience and allowed us to respond rapidly
to market demands. So overall it has expedited the buying process,
reduced costs, provided flexibility to clients, and enabled fast
responses to market dynamics; all contributing to our enhanced business
performance.

Interviewer: Have you noticed any changes in customer engagement
or relationships since adopting e-commerce? If so, how has this affected
innovation within your SME?

Interviewee 9: We connect through our website, email, and social
media, enhancing understanding and quicker responses. This improved
customer relationship fuels innovation by gathering feedback and
observing shopping habits for new product ideas. E-commerce's real-
time adaptability enables quick responses to market changes and
customer preferences, strengthening our bond with customers and
fostering innovation to meet their needs.

Interviewer: How do you measure the success of e-commerce adoption
in terms of innovation and technological efficiency?

Clients expectations
Brand consistency
Data security
Business protection

Cybersecurity challenges
Attracting the right client
Data safety

Faster and more flexible
Operational efficiency
Customer insights
E-commerce-driven
innovation

Accelerated buying process
Cost reduction

Clients flexibility

Rapid response to market
Overall business
enhancement

Improved interaction
Quicker responses
Stronger customer
relationships
Fostering innovation
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Interviewee 9: | measure how well e-commerce is helping us come up
with new ideas; and use technology better in some simple ways. We
look at things like how many new products we have introduced since
using e-commerce; and how fast clients start using them. | also see
how quickly we can bring new ideas to the market; and what our
clients say about them. | also keep an eye on revenue growth; client
conversion rates and return visits to evaluate the impact of e-
commerce on our business.

Interviewer: What kind of support or resources do you think SMEs in
Bangladesh need to enhance their e-commerce capabilities and technological
innovation?

Interviewee 9: SMEs in Bangladesh need help with training, affordable
tech; and money to do better with e-commerce and tech innovation.
It also need guidance, and better internet. Moreover; they should
learn more how to protect data. These things will help SMEs in
Bangladesh to grow online.

Interviewer: From your perspective, what role do government policies
or initiatives play in promoting e-commerce adoption and technological
advancements among SMEs in Bangladesh?

Interviewee 9: Good policies make it easier for businesses to operate
online by setting clear rules; and providing financial help.
Government can also invest in things like internet and training. Plus,
they can protect businesses, and customers by making sure data is
safe, and transactions are fair.

Product innovation
Quickly bring new ideas to
the market

Measuring customer
adoption

Revenue growth

Client conversion rates

Training and skill
development

Access to affordable
technology

Financial support
Guidance and mentorship
Better internet

Data protection

Setting clear rules
Financial support
Internet and training
Data safety

Fair transactions
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