GOING GLOBAL — REMAINING LOCAL: STUDY OF
THE IMPACT OF E-COMMERCE ON SMALL
RETAIL FIRMS IN NORTHERN INDIA

by

Saurabh Kalra, B.E., M.B.A.

DISSERTATION
Presented to the Swiss School of Business and Management, Geneva
In Partial Fulfillment
Of the Requirements

For the Degree

DOCTOR OF BUSINESS ADMINISTRATION

SWISS SCHOOL OF BUSINESS AND MANAGEMENT GENEVA

August, 2025



GOING GLOBAL — REMAINING LOCAL: STUDY OF
THE IMPACT OF E-COMMERCE ON SMALL
RETAIL FIRMS IN NORTHERN INDIA

by

Saurabh Kalra
Supervised by

Dr. Josip Burusic

APPROVED BY-

Vassiliki Grougiou , Chair

RECEIVED/APPROVED BY:
7y %ﬁm Oainee

Admissions Director




Acknowledgements

I am extremely grateful to Dr. Josip Burusic for his help and encouragement during
my studies. This work would not have been achieved if he had not guided me throughout
and provided continual support.

I am also very grateful to the faculty and staff at the Swiss School of Business and
Management in Geneva. They provided an excellent and supportive environment, which
greatly aided my research.

I am very grateful to all the small retailers and entrepreneurs who provided time
and effort for this study. The way businesses responded to the shift to e-commerce was the
primary focus of this research. I greatly appreciate all the input they gave me.

I am also grateful to my family and friends for their support and encouragement
throughout this process. My solid belief in myself has always been due to how much you
believe in me.

I am dedicating this manuscript to everyone who works hard in the world of small
businesses. [ was inspired to start studying them because of how much they have shifted

and changed with today’s technology.

il



ABSTRACT
GOING GLOBAL — REMAINING LOCAL: STUDY OF
THE IMPACT OF E-COMMERCE ON SMALL
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Saurabh Kalra
2025

Dissertation Chair: <Chair’s Name>
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The rise of online shopping is bringing significant changes to small stores and
businesses in Northern India. This shift offers them new possibilities but also creates some
considerable difficulties. This study closely examines what helps or hinders these smaller
businesses as they attempt to utilise more digital tools and sell online. It examines new
online business methods—such as using smartphones for shopping, artificial intelligence,
and online payments—impact. At the same time, it acknowledges the serious problems
these businesses face, such as poor internet or delivery services, and tough competition
from more prominent online companies.

The research employed surveys, detailed interviews with business owners, and
existing information to gain a comprehensive understanding of this. These findings were
analysed using well-known ideas: the Technology Acceptance Model (TAM) and the

Diffusion of Innovations (DOI) theory. This study proposes new approaches to considering

v



these theories, particularly for countries like India. The study found that for small
businesses to succeed with e-commerce, they need to focus on a few key areas. This
includes identifying their niche market segment, providing personalised service to
customers, and leveraging government programs such as Digital India and ONDC.
Ultimately, this research achieves two primary objectives. First, it provides
practical advice and straightforward steps that can help small retailers grow their
businesses in a lasting manner, while also contributing to the improvement of government
policies for India's rapidly evolving digital landscape. Second, it introduces new ideas to
the academic understanding of how businesses in developing countries adopt new

technologies.
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CHAPTER I:
INTRODUCTION

1.1 The Evolving Retail Landscape: E-commerce and Its Broader Context

The global retail sector is currently navigating a period of profound transformation,
primarily driven by the pervasive expansion of electronic commerce. E-commerce, which
encompasses the online transaction of goods and services, has fundamentally altered
consumer behaviour and business operations worldwide. Projections indicate that by 2025,
over 22% of global retail sales will be conducted via online channels (UNCTAD, 2021).
This paradigm shift undoubtedly presents novel avenues for business expansion and market
reach; however, it concurrently introduces a complex array of challenges, particularly for
the small retail firms that form the backbone of many economies. (Majumdar, Sarma and
Majumdar, 2020). For these smaller enterprises, while e-commerce can unlock access to
broader customer bases and potentially reduce certain operational overheads, the transition
from traditional retail models to digitally-centric operations is often fraught with significant

impediments.

1.2 The Indian Scenario and the Focus on Northern India

India, as one of the fastest-growing e-commerce markets globally, mirrors these
transformative trends, with its digital commerce sector projected for substantial expansion.
This growth is fueled by increasing internet penetration, rising smartphone adoption, and
supportive government initiatives, such as the Digital India program. The Northern Indian
region, with its diverse economic tapestry encompassing major commercial hubs and
developing semi-urban and rural markets, provides a particularly insightful context for
examining the nuances of this digital shift. (Sekhar, 2023). Traditionally, small retailers in

these locales have depended on community-centric business models. However, evolving



consumer preferences and the digital wave are exerting considerable pressure on them to
integrate digital sales channels. The COVID-19 pandemic further accelerated this shift,
underscoring the vulnerabilities of businesses that rely solely on physical operations and
highlighting disparities in digital readiness, particularly concerning infrastructure and

logistics in non-metropolitan areas (Nagar, 2017; Prameswari, Suhar)

1.3 Statement of the Problem

Despite the growth of e-commerce, a significant segment of small retail firms in
Northern India faces acute challenges in effectively adopting and leveraging digital
platforms. These businesses are often constrained by limited digital literacy, which hinders
their ability to effectively utilise e-commerce technologies, manage online payments, and
implement digital marketing strategies. They encounter intense competitive pressure from
large, established e-commerce platforms that possess superior resources, economies of
scale, and sophisticated logistical networks.

Furthermore, infrastructural deficits, including unreliable internet connectivity and
underdeveloped last-mile delivery systems, particularly in semi-urban and rural areas,
impose substantial barriers to their participation in the digital economy (Akter and Wamba,
2016; L. Li et al., 2021; Sekhar, 2023). Coupled with the complexities of navigating
regulatory frameworks and financial constraints associated with technology investment
and digital operations, many small retailers struggle to transition sustainably to online
business models. (Chawla and Kumar, 2021). This situation poses a critical problem: small
retailers risk being marginalised in an increasingly digital marketplace, thereby
undermining their economic viability, their contribution to local employment, and the
inclusive growth of India's digital economy. Existing research has predominantly focused

on larger enterprises or general e-commerce trends, leaving a significant gap in



understanding the specific barriers, adaptation strategies, and support needs of small

retailers within regionally diverse contexts, such as Northern India.

1.4 Rationale and Importance of the Study

The imperative to study this problem is multi-faceted. Small retail enterprises are
crucial to India's economic fabric, contributing significantly to employment and local
community welfare. Their successful integration into the e-commerce ecosystem is vital
for equitable economic development. Understanding their specific challenges goes beyond
academic inquiry; it is fundamental to formulating effective business strategies and
supportive public policies. This study addresses the identified research gap by focusing on
these underrepresented firms, aiming to provide insights that are both academically
valuable and practically applicable. By examining the interplay of technological,
economic, socio-cultural, and regulatory factors that affect small retailers in Northern
India, this research aims to contribute to a more inclusive and sustainable digital
transformation. Such an understanding is vital not only for the sustainability of individual
small businesses but also for ensuring that the benefits of digital economic growth are

broadly distributed.

1.5 Research Aim and Objectives

The overarching aim of this dissertation is to investigate the impact of e-commerce
on small retail firms in Northern India, analyse their digital adoption journey, identify
critical success factors and impediments, and propose robust, practical strategies that can

support their sustained success in the digital marketplace.



To achieve this aim, the following specific research objectives have been

formulated:

01

02

03

04

05

To analyse the patterns of e-commerce adoption and the impact of digital
transformation on the operational performance and market reach of small retail
firms in Northern urban India.

To examine the role and effectiveness of government policies and initiatives, such
as the Open Network for Digital Commerce (ONDC) and Digital India, in
facilitating or hindering the adoption of e-commerce among these small retailers.
To investigate how consumer behaviour, trust, and preferences in the digital age,
particularly within the Northern Indian context, influence the e-commerce
strategies and adoption decisions of small retail firms.

To identify the key technological, financial, logistical, and skill-related barriers
faced by small retailers in Northern India in adopting and scaling e-commerce
operations.

To develop and propose strategic frameworks and actionable recommendations that
can enhance e-commerce adoption, competitiveness, and sustainable growth for

small retail firms in this region.

1.6 Research Questions

Congruent with the research objectives, this study seeks to answer the following

principal questions:

RQ1

How do small retail firms in Northern urban India navigate the complexities of
e-commerce adoption, and what are the primary drivers and challenges

influencing their digital transformation journey?



RQ2

RQ3

RQ4

RQ5

To what extent do current government policies and digital infrastructure
effectively support or constrain the e-commerce participation and growth of these
small retail businesses?

How do evolving consumer trust dynamics, online purchasing behaviours, and
regional preferences in Northern India impact the e-commerce strategies and
success of small retail firms?

What are the most significant barriers (technological, financial, infrastructural,
skill-based) that limit small retailers in Northern India from fully leveraging e-
commerce opportunities?

What strategic frameworks, incorporating technological, operational, and
marketing considerations, can be developed to effectively enhance e-commerce
adoption and ensure the sustainable growth of small retail firms in this specific

regional context?

1.7 Hypotheses

Based on the literature review and the identified research gaps, the following

hypotheses were formulated for this study:

H1

H2

Small retailers in Northern India encounter significantly greater barriers (including
financial, technological, and logistical) to e-commerce adoption compared to larger
retail enterprises operating in the same region.

Disparities in regional digital infrastructure and logistics network efficiency within
Northern India significantly impact the ability of small retailers in semi-urban and
rural areas to effectively engage in and benefit from e-commerce, more so than

their urban counterparts.



H3 The level of digital literacy among small retailers and their capacity for
technological adoption are critical constraining factors that significantly influence
the pace and success of their transition to e-commerce-based business models.

H4 Consumer trust in small, independent online retailers in Northern India is
demonstrably lower than their trust in established large e-commerce platforms,
significantly affecting their online purchase decisions from these smaller entities.

HS5 Financial constraints, encompassing technology investment costs, digital
marketing expenses, and competitive pricing pressures from larger platforms,
critically limit the ability of small retailers in Northern India to sustain a viable and

profitable online business presence.

1.8 Scope and Delimitations of the Study

This research focuses specifically on small retail firms operating within selected
urban and semi-urban areas of Northern India. For this study, "small retail firms" are
primarily defined as those employing fewer than 50 employees and operating in sectors
such as apparel, electronics, groceries, and health & wellness, which have seen significant
e-commerce engagement. The geographical scope is concentrated on Northern India to
allow for an in-depth analysis of regional specificities; however, this means that the
findings may not be directly generalizable to other parts of India with different socio-
economic or infrastructural characteristics.

The study examines the adoption and impact of e-commerce from the perspective
of these small retailers, including their strategies, challenges, and the influence of external
factors such as government policies and consumer behaviour. While it explores
technological advancements, it does not delve into highly technical aspects of software

development or intricate cybersecurity mechanics beyond their impact on adoption and



trust. The primary data collection was conducted within a specific timeframe, representing

a snapshot of a rapidly evolving digital landscape.

1.9 Anticipated Contributions of the Study

This dissertation is anticipated to make several significant contributions to
academia, business practice, and policymaking:

Theoretical Contributions: This research aims to contribute to the existing body
of knowledge by providing empirical evidence on the adoption of e-commerce by small
firms in an emerging economy context. It specifically seeks to refine and extend established
theoretical frameworks, such as the Technology Acceptance Model (TAM) and Diffusion
of Innovations (DOI) theory, by incorporating contextual variables like affordability,
cultural sensitivity, and regional infrastructural disparities, thereby enhancing their
applicability to similar socio-economic environments.

Practical Contributions for Small Retailers: The study will offer actionable
insights and strategic frameworks tailored to the needs and constraints of small retailers in
Northern India. These recommendations will focus on leveraging cost-effective digital
tools, developing effective online marketing strategies, navigating logistical challenges,
and enhancing customer engagement to improve competitiveness and achieve sustainable
growth in the digital marketplace.

Policy Implications: The findings are expected to inform policymakers by
highlighting the specific support mechanisms, regulatory adjustments, and infrastructural
developments needed to foster a more inclusive e-commerce ecosystem. This includes
recommendations for targeted digital literacy programs, simplified compliance processes,
and financial incentives that can better address the challenges faced by small retailers,

particularly those in underserved regions.



1.10 Methodological Approach Overview

To rigorously address the research objectives and test the hypotheses, this
dissertation employs a mixed-methods research design. This approach was selected for its
capacity to provide a comprehensive understanding by triangulating quantitative data with
rich qualitative insights, thereby offering a more holistic perspective on the complex
phenomenon of e-commerce adoption.

The study commenced with an extensive review of existing academic literature,
industry reports, and policy documents to establish a thorough theoretical and contextual
foundation. Subsequently, primary data was gathered directly from small retail enterprises
operating in Northern India. This involved two main components:

Quantitative Surveys: Standardised questionnaires were administered to a sample
of approximately 275 small business owners and managers. These surveys aimed to collect
data on their e-commerce adoption levels, digital technology utilisation, perceived
challenges, and strategic orientations.

Qualitative Interviews: Semi-structured, in-depth interviews were conducted with
a purposefully selected subgroup of 20 participants, including business owners and
industry experts. These interviews were designed to explore nuanced experiences,
decision-making processes, specific success stories, and the underlying reasons for
particular adoption behaviours.

The data collected was analysed systematically. Theoretical guidance for the
analysis was drawn primarily from the Technology Acceptance Model (TAM) and the
Diffusion of Innovations (DOI) Theory, which facilitate an understanding of user adoption
of new technologies and how innovations spread. The integration of these methodological

components aims to ensure the robustness and validity of the research findings.



1.11 Structure of the Dissertation

This dissertation is organised into six distinct chapters, each contributing to the
overall development of the research narrative and argument:

Chapter I: Introduction. The current chapter provides the essential background
to the study, articulates the research problem and its significance, states the research aim,
objectives, questions and hypotheses, outlines the scope and anticipated contributions, and
offers a brief overview of the methodology employed.

Chapter I1: Review of Literature. This chapter presents a comprehensive review
of scholarly literature relevant to e-commerce, its impact on small retail businesses, the
theoretical frameworks of TAM and DOI, and the specific context of e-commerce trends
and challenges in India.

Chapter III: Methodology. This chapter offers a detailed exposition of the
research design, including the rationale for the mixed-methods approach, participant
selection criteria, data collection instruments and procedures, and the analytical techniques
utilised.

Chapter IV: Results. This chapter presents the empirical findings systematically,
derived from the analysis of survey data and qualitative interviews, addressing each of the
research questions and hypotheses.

Chapter V: Discussion. This chapter provides an in-depth interpretation and
discussion of the research findings, contextualising them within the existing literature and
the theoretical frameworks adopted. It explores the implications of the results and
synthesises key insights.

Chapter VI: Summary, Implications, and Recommendations. The concluding
chapter summarises the entire research endeavour, reiterates the principal findings, and

discusses their theoretical implications. It also elaborates on the practical implications for



small retail businesses and policymakers, providing actionable recommendations alongside
suggestions for future research.

This structure is designed to guide the reader logically through the research process,
from foundational concepts to empirical investigation and culminating in actionable

conclusions.
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CHAPTER II:
REVIEW OF LITERATURE

2.1 Introduction: Setting the Scholarly Context

This chapter undertakes a comprehens ive and critical review of the existing
scholarly literature pertinent to the impact of electronic commerce (e-commerce) on small
retail firms. The primary objective is to establish a robust theoretical and empirical
foundation that contextualises the present research, identifies prevailing knowledge, and
delineates the specific gaps this dissertation aims to address. The review will navigate
through several key thematic areas, commencing with an overview of the transformative
effects of e-commerce on the global and Indian retail landscapes. It will then narrow its
focus to the unique opportunities and significant challenges that small and medium-sized
enterprises (SMEs) encounter in this digital era.

Subsequently, the chapter will critically examine the multifaceted factors reported
in the literature that influence the adoption, implementation, and sustained success of e-
commerce strategies by these smaller enterprises. This examination will be followed by a
detailed exposition and critical assessment of the primary theoretical frameworks—
principally the Technology Acceptance Model (TAM) and the Diffusion of Innovations
(DOI) theory—that inform our understanding of technology adoption dynamics, while also
acknowledging their contextual applicability.

Ultimately, this literature review is not merely a survey of existing work but an
argumentative synthesis. It aims to construct a clear rationale for the current study by
systematically identifying under-researched dimensions, particularly concerning the
experiences of small retailers within the specific socio-economic and infrastructural

context of Northern India. By doing so, this chapter will directly inform the research
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questions and hypotheses guiding this dissertation and will serve as a critical benchmark

against which the study's findings will be discussed and interpreted in later chapters.

2.2 The Transformative Wave of E-commerce: Global and Indian Perspectives

The rise and rapid growth of electronic commerce have profoundly transformed the
way retail is conducted worldwide. E-commerce is primarily understood as an electronic
business conducted over the internet (Choshin et al., 2017; Tang et al., 2020), and it has
evolved from a small channel to a major player in the global market. Due to constant
technological progress and shifting consumer habits, businesses have had to adapt their
models and value chains (Abbade, 2010). The retail industry worldwide has undergone a
significant transformation, as online sales continue to grow and now account for a larger
share of total retail revenue, particularly due to the COVID-19 pandemic. Important trends
in e-commerce are the rise of m-commerce, the use of Al and ML to provide personalised
experiences, and the wide use of social media for both promoting products and making
sales (Mast and S, 2019)

In the global e-commerce scene, India is now recognised as a fast-growing and
lively market. The growth of the Indian e-commerce sector is remarkable, thanks to the
increasing use of the internet, smartphones, and affordable data plans, as well as a young,
tech-savvy population (Chawla and Kumar, 2021). The government’s ‘Digital India’
program has helped boost this growth by working to increase digital knowledge, improve
internet access, and encourage digital payments (L. Li et al, 2021). As a result, e-
commerce in India has experienced rapid growth, and experts predict that it will continue
to expand (Pallivalappil and N., 2021). Even so, the Indian market is not uniform; it still
depends on cash-on-delivery in some areas, despite the quick rise of digital payments
(Chaithralaxmi.T and Shruthi. N, 2016). Moreover, the impressive rise of e-commerce in

Tier 2 and Tier 3 cities, which is said to be even faster than in metropolitan regions, is an
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indication of the expansion of the digital consumer base, yet also suggests the existence of
diverse infrastructural and logistical realities (Bansal and Garg, 2022)

This digital transformation, though promising vast opportunities, is laden with
complexities. The literature is rich in the description of such challenges as logistical
barriers to last-mile delivery, the ongoing digital divide in access and literacy, the growing
cybersecurity issues, and the high competitive pressure of leading e-commerce platforms
(Nagar, 2017; Prameswari, Suharto and Afatara, 2017; Anuj et al., 2018). These issues are
not evenly distributed, and they are especially exacerbated in the case of small and medium
enterprises (SMEs), which tend to have much fewer resources and capabilities than their

larger peers, a theme that is critical to this review and will now be discussed.

2.3 E-commerce and Small & Medium Enterprises (SMEs): Opportunities and
Impediments Dichotomy

Small and Medium Enterprises (SMEs) are recognised as key drivers of economic
growth, employment, and innovation, particularly in developing economies like India. The
spread of e-commerce poses a serious dilemma for these companies: it opens up massive
opportunities for growth and market penetration, but also creates insurmountable obstacles
that may hinder their successful entry and sustainability in the digital economy (Chen et
al., 2015).
2.3.1 The Promise of E-commerce for SMEs: Unlocking Potential

The literature is replete with evidence of the transformative potential of e-
commerce for SMEs. The first benefit is the tremendous increase in market coverage.
Through the use of digital platforms, SMEs can overcome traditional geographical
limitations and reach customer segments at both national and international levels, which
were previously inaccessible (Santarelli et al., 2003; Turban et al., 2018). This is a

necessary capacity for SMEs that want to expand their operations and diversify their
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revenue streams. E-commerce also holds the promise of increased efficiency and lower
operational costs. Online presence can significantly reduce the overheads incurred in
running physical retail stores. Moreover, customer relationship management and digital
marketing tools can be more cost-effective and more focused than traditional promotional
tools (Sutanonpaiboon et al., 2006; Turban ef al., 2018).

Another significant opportunity lies in the area of customer engagement and service
differentiation. E-commerce channels enable direct and real-time communication with
customers, facilitating personalised experiences and the gathering of valuable market
intelligence. These insights can lead to product innovation and customer loyalty (Sin et al.,
2016). This feedback enables many SMEs to respond agilely to changing consumer needs
due to their inherent flexibility and adaptability. More importantly, e-commerce is a
leveller in terms of competition, particularly for SMEs that operate in niche markets or deal
with specialised products and services. It enables smaller companies to circumvent
conventional barriers to entry and compete more effectively with larger and established

companies (Elbeltagi et al., 2016).

2.3.2 Navigating the Labyrinth: Impediments to SME E-commerce Adoption

Despite the numerous benefits associated with e-commerce, SMEs often encounter
complex and interrelated obstacles in their efforts to adopt e-commerce. Financial
constraints are one of the most common primary barriers to achieving this goal. The
financial investments required to build and sustain e-commerce infrastructure, including
developing a website, integrating a payment gateway, running digital marketing
campaigns, and maintaining stable logistics operations, are usually beyond the budgets and
cash flow levels of small and medium-sized enterprises (Yang et al., 2016).

An overall deficiency in technical skills and digital literacy among SMEs also

hinders adoption. Most owner-managers and their staff members may have general insights
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into handling online platforms, implementing e-marketing plans, interpreting web analytics
information, or addressing cybersecurity demands (Ching et al., 2004; Nagar, 2017). Such
a shortage usually results in poor e-business performance or an expensive reliance on
outside consultants.

Another possible critical barrier is the issue of security and trust. Many SMEs are
often concerned about the risk of fraudulent transactions and the potential loss of
confidential customer information on the internet. At the same time, the achievement of
credibility and trust with online consumers and the critical importance of this issue for
newer or less established SME brand names cannot be overstated in an online world where
consumers are becoming increasingly wary (Sukendro et al., 2020).

The level of rivalry with already established e-commerce leaders and with smaller
or larger, but already digitally mature companies, cannot be overstated. These are leaders
that utilise features such as considerable brand equity, extensive marketing tools, and the
most efficient supply chains, making it difficult for SMEs to compete in the market based
on price or speed of delivery (Federico and Falk, 2017).

Lastly, the constraints on infrastructure, especially in developing countries and non-
urban areas, are tangible sources of impediments to operation. These challenges, including
poor or cost-prohibitive internet connectivity, the inadequate transportation system, which
translates into high shipping fees, as well as the lack of an efficient last-mile delivery
service, significantly impair the capability of an SME to deliver an acceptable online
customer experience (Prameswari et al., 2017). Although the benefits of e-commerce have
been identified, the perceived difficulty in using these interrelated issues often leads to the
pessimistic or sluggish adoption of e-commerce by SMEs (Lewis et al., 2002).

This multifaceted interaction of great opportunities and significant setbacks

requires a nuanced outlook to produce effective strategies and foster adaptive interventions.
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In the following discussion, we examine the factors that the literature has identified as

crucial in influencing SME decisions and their effects within the e-commerce industry.

2.4 Significant Dimensions on E-commerce Implementation in SME:
Multidimensional Analysis

The successful adoption and sustained implementation of e-commerce by SMEs
depend on the coexistence between internal and external factors. The literature
demonstrates that the simple identification of possible benefits is not enough; instead, the
various interrelationships of strategic, technological, organisational, and environmental
aspects define the direction of their digital metamorphosis. This section critically analyses
these dimensions, drawing on existing research to provide a comprehensive understanding
of the individual and collective impact of these dimensions.
2.4.1 Strategic Orientation and Planning imperative: Magnetic stone of Digital
Success

The literature has continuously emphasised the need for a well-articulated strategic
orientation and careful planning as key antecedents of the successful implementation of e-
commerce by SMEs. An ad-hoc reaction to a perceived immediate need, a reactive strategy,
is regularly singled out as a factor that can lead to underperformance or outright failure in
digital commerce ventures of smaller firms (Willis and R, 2004). The e-commerce planning
should, therefore, extend beyond a technical implementation, but it involves a thorough
formulation of how the digital channel aligns with the overall business goals and the
competitive strategy (Americo ef al., 2018). The first strategic decision, as (Ibbotson et al.,
2004) propose, should answer some of the most basic questions, like what particular items
or services are going to by sold on the Internet and online market (“what to sell””), how to
reach the target market, and will there be an Internet market niche at all to sell the planned

offers. This necessitates serious consideration of whether the e-commerce project
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represents a new business opportunity or an extension of an existing physical facility
(Choshin et al., 2017). It is recommended that company directors understand this planning,
but they should not leave it to the IT departments (Choshin et al., 2017).

This includes strategic choices regarding the online product/service offering, which
may involve a careful selection of current SME products or services/services or even the
creation of online-only products/services, possibly with a niche theme (Burt ez al., 2003).
It is also crucial to determine the appropriate identification and segmentation of the target
group for the e-commerce channel, which may require market research to effectively
understand the buying patterns and preferences of the target market online (Burt ef al.,
2003). Moreover, a practical environmental (sectoral) analysis, encompassing the
evaluation of the market and competitors, is necessary to understand the digital
environment, identify potential threats and opportunities, and carve out a market niche that
can be defended (Faloye and O, 2014). Another foundation of strategic planning is the
thoughtful allocation of usually limited resources, including financial, human, and
technological resources. Here, SMEs must be realistic about their possibilities and where
to invest resources (Zhu et al., 2002). In the case of SMEs where the literature remarks that
they may be traditionally more intuitive or emergent in their approach to strategic practice,
compared to those that have formulated written documents representing organisational
planning strategies (usually, an eminent rationale response, as opposed to anticipation)
(Ivanov and D, 2012), the deliberate, analytical, and strategic approach to e-commerce is
especially imperative. This comprises the tactical prerequisite of establishing a defensible
niche/distinctive worth offer (Burt et al., 2003), which may empower SMEs to match big,
more established online players in markets that are not price-based. In the absence of this

strategic direction and careful planning, e-commerce efforts may be turned into tactical
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projects, which are isolated and unconnected to fundamental business objectives, and
therefore, do not create a competitive advantage on a sustainable basis.

Digital pricing environments in the highly dynamic and transparent sphere require
calibration attention. It is not uncommon to describe the internet as a market that tends
towards perfect competition due to the transparency of prices and the ease with which
customers can compare offerings (Zhang et al., 2016). This can put pressure on prices;
however, SMEs must operate in this environment and still generate a profit. This
necessitates a comprehensive understanding of their entire costing profiles, including direct
product expenses, digital operations overheads, marketing costs, and, most importantly, the
cost of shipping and logistics, as the total online price must include both factory and freight
costs (Laudon and Traver, 2022). Literature indicates that SMEs can cope with direct price
wars by establishing a substantial brand value, creating customer loyalty based on the
differentiation of service offerings, individual customer experiences, or by highlighting the
peculiar features of products to appeal to a particular customer segment (Matthews et al.,
2001; Mustaffa and Beaumont, 2004). Some consumers may still choose a high-profile
retailer even if it does not offer the lowest price (Mustaffa et al., 2004). The quality of the
perceived value it provides, not just the price value, becomes one of the key competitive
drivers.

Another critical strategy choice involves selecting a suitable e-commerce platform
and related sales tools, as this decision has a long-term impact on scalability, operational
efficiency, customer experience, and overall cost. A range of possibilities is offered to
SMEs:

The creation of tailor-made, standalone systems requires the acquisition of

hardware and software, either through purchase or lease. This approach is more costly,
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labour-intensive, and presents technical challenges, but it offers the most customised and
controllable upgrade to past versions (Siikavirta et al., 2002; Falk et al., 2015).

Infrastructure outsourcing may involve the use of virtual hosting systems, which
commonly provide security and payment processing, usually on licensable platforms at
monthly rates, with the advantages of a quick implementation time frame and reduced
immediate initial expenditure at potential cost of customization and reliance on the
provider (Beck et al., 2005; Anuj et al., 2018).

Utilising simplified marketplace platforms or so-called simplified e-commerce sites
(e.g., Mercado Livre, ELO7) enables SMEs to promote and sell on third-party platforms
that handle hosting and payment systems, which usually implies paying a fee per sale
(Banerjee et al., 2012). The decision should be made prudently depending on the present
operational size of the SME, the technical expertise within the company, the budget at hand
and above all, the willingness that the SME has for growth in future and needs because the
platform can form a deciding criterion in future growth (Bharadwaj et al., 2007). (Morganti
et al.,2014; Eduardsen and J, 2018) Emphasise, however, that no matter the platform used,
there are qualities that cannot be negotiated: solid security (most importantly, preserving
the confidentiality of connection data), a clean and visually attractive front-end (the so-
called digital storefront), a well-designed shopping cart, and stable and wide-ranging
payment system integration. Registration and creation of a distinct web domain within a
particular web identity are also crucial to establishing an online identity (Tan et al., 2004).
The customer experience and sales direction can also be increased using strategic sales
tools (i.e., Amazon one-click purchase, gift lists, coupons and proper keyword search
functionality (Ramos et al., 2011). However, SMEs should consider whether to apply these
tools, as their application depends on their appropriateness in the context. Customer

Relationship Management is also becoming crucial in terms of multi-channel work, i.e.,
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the integration of multiple channels through which customers can be reached (phone,
email, online chat) as part of an Omnichannel concept, guaranteeing a unified experience
across platforms (Turchi, 2018).

In addition to selecting the platform, efficient digital propaganda and marketing
mechanisms are essential, as they are necessary to establish an online presence and
subsequently enable potential customers to locate the business (Turchi, 2018). This
involves the tactical formulation and implementation of a digital marketing strategy that
can comprise a combination of search engine optimisation (SEO), content marketing, social
media interaction, email, and possibly paid advertising (PPC) based on factors such as its
appeal, message information, and suitable protocols (Turban et al., 2018). The particular
combination and strength should be adjusted to target the defined audience and the
available budget for the SME. According to (Turchi, 2018), the change is that customers
do much searching online, and businesses should be easily found. One of the key factors
regarding SMEs is the proper analysis of these marketing activities using web analytics
systems, such as Google Analytics, which tracks unique visitors, Visits, and page views
(Ramos et al., 2011). This type of analysis can provide valuable insights into the
behavioural patterns of consumers and the success of a campaign, as evidenced by the
following statistics: CPC, CTR, CPA, and ROI. (Turchi, 2018), Furthermore, ROI can help
small and medium-sized businesses continually improve their strategy and better utilise

their marketing budget (Ramos et al., 2011).

2.4.2 Infrastructure and operation efficiency: Supporting the digital backbone
The intellectual capacity of any SME to operate an e-commerce business is directly
connected to the soundness and suitability of the technological infrastructure through

which it engages in this venture, as well as the effectiveness of its operations with it. These
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aspects form the digital infrastructure of online retailing, and failures can have a
devastating impact on customer experience and profitability.

One of the pillars of this infrastructure is the meticulous selection of digital payment
methods and their seamless integration. According to Goldmanis et al. (2010), e-commerce
purchases cannot be made successfully unless financial transactions are easy, universal,
safe, and inexpensive. SMEs need to provide a payment option portfolio that is both
operationally feasible and affordable to the business, whilst satisfying customer
preferences, often including credit cards still the most used, as per Ebit research (Hanell et
al., 2019) bank slips which were used more frequently on lower value items, according to
WebShopers survey, (Love et al., 2001), debit card, bank transfer and even mobile wallets.
The decision grid for managing such payments is complicated. SMEs can also negotiate
based on individual card acquirers, just like physical outlets. However, multiple systems
will pose an issue because they may be integrated, even at a cost (Cloete et al., 2002).

They can also utilise payment gateways, which facilitate the flow of information
between e-commerce websites and financial institutions (such as banks or credit card
acquirers), effectively serving as an online card machine and authenticating card validity
and funds availability in real-time (Lewis et al., 2002; Park et al., 2021). The benefits
would be that lower interest rates can be charged compared to intermediaries, and payments
can be received directly without a contract with any of the acquirers. An alternative third
option is payment intermediaries, such as Authorize.net (Americo et al., 2018), which
bundle several payment schemes and frequently accept a higher risk of fraud. This is
convenient and secure, particularly as SMEs establish confidence through transactions
using credit cards, bank slips, or mobile payments, and receiving the money early enough
(Bakos et al., 2005). This, however, may result in a greater per-transaction cost and delay

in transaction approval, or the customer may have to re-enter details, which can be
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disadvantageous (Willis and R, 2004). Both methods have trade-offs in terms of costs,
control, integration complexity, and risk management, which SMEs should carefully
consider.

The most important technological consideration is information security and data
privacy. Technology is constantly evolving, and the methods to bypass systems are also
changing, making data protection a continuous challenge (Choshin ef al., 2017). The
privacy of their data and the security of their financial transactions are the primary concerns
of customers, which can significantly hinder trust and discourage online purchases.
Therefore, SMEs should prioritise the deployment of effective security systems to
safeguard sensitive information and ensure the integrity of online transactions. The goal of
information security is to reduce the risks of fraud and data theft (Ramos et al., 2011).

This includes following the basic security principles of confidentiality (avoiding
unauthorised access), authenticity (verifying the identity of the user), integrity (protecting
data against unauthorised modification), availability (ensuring systems are accessible when
required), and non-repudiation (preventing denial of transactions) (Ramos et al., 2011).
Outsourcing these essential security functions or utilising the security capabilities of well-
known platforms and payment intermediaries, which frequently handle tasks such as credit
analysis (Turchi, 2018), may be a practical solution for many SMEs that lack a dedicated
IT security team.

For SMEs with existing physical operations or complex product lines, successfully
integrating e-commerce platforms with their existing Enterprise Resource Planning (ERP)
systems or dedicated inventory management systems is a significant operational
requirement. ERP software enables the integration of various company departments into a
single system, making administration more efficient and streamlined. Such integration

(Ramos et al., 2011) is crucial for unifying the management of various business functions,
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including finance, inventory, sales, and others, to ensure a seamless flow of data and
consistency between online and offline channels, thereby making management more
accessible and structured. The inability to do so may result in serious operational
inefficiencies, including stock discrepancies (which are critical to online availability
information), order fulfilment errors, and inaccurate financial reporting, ultimately
affecting customer satisfaction and profitability. The problem is that the compatibility of
existing legacy systems with modern e-commerce solutions is often a challenge, and it may
require expensive system upgrades or modifications if the existing software does not
support such integration.

Another important area of operation in e-commerce is order fulfilment,
wfulfilmently impacts customimpacts According to (Turban et al., 2018), logistics refers
to the process of planning, implementing and controlling the efficient and effective flow
and storage of goods, services and related information between the point of origin and the
point of consumption in order to adapt to customer requirements. In the case of e-
commerce, this is a complicated process that includes demand forecasting, inventory
management (making sure that the stock levels on the web site are accurate and reflect the
actual availability of the product to prevent customer frustration when orders are
cancelled), order processing (timely and accurate), packaging (appropriate and protective),
shipping (reliable and cost effective), and returns and exchanges (efficient).

These logistical functions are often challenging and expensive to SMEs, especially
last-mile delivery in various geographical terrains and reverse logistics to handle returns.
Returns are also regulated by consumer protection laws (e.g., a seven-day right to withdraw
from the contract in the case of a purchase made outside a physical store), which may
require free shipping for returns. This can increase costs but foster customer loyalty

(Ramos et al., 2011). The trustworthiness of selected carriers (e.g., postal services, private

23



couriers) and the clarity of shipping prices and delivery times are key factors that define
the online customer experience.

Lastly, the general quality and appropriateness of the information systems
implemented in e-commerce, €.g. the e-commerce platform itself, CRM tools, and analytics
software, directly affect the efficiency of internal operations and customer satisfaction.
According to Delone et al. (2004), the quality of the system has a positive impact on
productivity because the higher the system's quality, the more satisfied users are, and the
more they use it. System reliability reducing downtime and errors, since system errors in
e-commerce can stop business and lose customers, unlike in physical stores where manual
work can be a backup, and as pointed out by (Percin and S, 2008), flexibility -the ability to
adapt to changing business needs and integrate with other systems, since hardware and
software must be compatible (Turban et al, 2018), comprehensive functionality
(supporting all the necessary e-commerce processes such as search, order, payment, and
delivery verification), and usability (the ease of use by both employees and customers,
which is a key The system provider is also important, particularly to SMEs that may rent
systems. Aspects such as reputation, track record, financial stability (to prevent loss of
support in the event of bankruptcy), quality of support and service (including maintenance
and training of complex systems), and their ability to integrate seamlessly are important

factors to consider (Turban et al., 2018).

2.4.3 Organisational Capabilities and Internal Readiness: Cultivating Digital
Competence

In addition to strategic planning and technological infrastructure, the internal
nature, capabilities, and general preparedness of an SME play a crucial role in its success
in e-commerce. The human and structural factors in a firm greatly moderate the reaction

of the firm to technological innovations, as (Mishra, 2021) suggests in his argument that
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organisations are stable systems in which individuals strive towards hierarchically
achieving the same objectives. The rapid pace of e-commerce development necessitates
the development of new organisational strategies that prioritise flexibility and accessibility
(Turban et al., 2018).

The firm size is also a commonly cited factor in the literature that affects e-
commerce adoption, primarily due to its relationship with resource availability (financial,
human, and technological) (Rahayu and Day, 2015). Bigger SMEs can have more financial
resources to invest in advanced e-commerce technologies and marketing, as well as allocate
more human resources to digital activities. Nevertheless, size does not necessarily give a
clear indication, as smaller, more nimble companies may be able to respond more rapidly
to new digital opportunities under other empowering conditions.

More importantly, the support of management and the commitment of leadership
have consistently been regarded as key factors influencing the successful adoption and
integration of e-commerce (Rai et al., 1996). It requires proactive leadership that supports
the digital vision, recognises its strategic value, commits the necessary resources (financial,
human, and time), and fosters a culture that embraces change and learning. In the absence
of such top-level buy-in, e-commerce projects can fail due to a lack of direction, resources,
or internal resistance. SMEs usually have the decision-making process concentrated in the
hands of the manager or owner (Ching et al., 2004).

The current IT knowledge, digital skills, and general digital literacy in the SME are
also crucial. Although some of the more technical aspects of e-commerce (which are
comprised of a variety of IT elements such as networks, software, and hardware) can be
outsourced (Choshin et al., 2017), a basic level of internal digital competence is required
to enable SME owners and employees to make informed choices about the selection of

technology, to manage daily online operations, to manage digital marketing processes, and
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to communicate with external service providers. A large number of SMEs, especially micro
and small enterprises, may not have dedicated IT personnel; therefore, the digital skills of
the owner-manager and current employees are even more important. IT-skilled SMEs can
access information to acquire e-commerce more easily, and even when outsourcing, some
basic knowledge is required to select the appropriate supplier and oversee the platform
(Choshin et al., 2017). The lack of these skills may result in the inefficient utilisation of
adopted technologies, the inability to use data to inform decisions, increased exposure to
cybersecurity risks, or overdependence on expensive external consultants. According to
(Ghobakhloo, Aranda and Benitez-Amado, 2011), when the manager of an SME feels that
there is enough internal support (organisational and technical) for an e-commerce initiative,
the likelihood of him or her being willing to introduce and successfully use the new
technology in his or her operations will be high. Therefore, lifelong learning and digital

upskilling are crucial organisational priorities.

2.4.4 The External Ecosystem: Navigating Market Pressures and Environmental
Influences

SMEs do not exist in a vacuum; their choices on whether to adopt and implement
e-commerce are significantly influenced by the dynamics of their external operating
environment and the ecosystem (Scupola, 2009). These external factors, which include
pressures from competitors, suppliers, and customers, have a significant impact on the
adoption of e-commerce. They may be both drivers and inhibitors.

Competitive pressure is one of the most frequently mentioned factors driving the
adoption of e-commerce (Rahayu and Day, 2015). When other players in the industry or
direct competitors utilise digital channels to enhance their market presence, better serve
customers, or offer more competitive prices, other SMEs tend to have a strong urge to

follow suit in their e-commerce practices to ensure they do not lose market share and get
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outsmarted. The success of competitors is evident, which can decrease perceived risks and
highlight the practical advantages of digitalisation.

Likewise, the demands and expectations of important customers and suppliers can
have a significant impact. Customers, who are becoming increasingly accustomed to the
convenience and choice offered by online channels, may also expect their favourite SMEs
to provide online purchasing, information, and support. Suppliers, too, can be shifting to
digital ordering, invoicing, and communication, and pushing, or even demanding, their
SME partners to follow suit (Rahayu and Day, 2015). SMEs, as (Duan et al., 2012) observe,
may be especially vulnerable to such pressures to use certain technologies or to participate
in e-commerce because of their possible financial reliance on larger customers or suppliers.

In addition to these direct relational pressures, there are also more general market
forces, new technological developments, and changing socio-cultural expectations of
online buying behaviour that collectively contribute to the perceived need and potential
advantages of e-commerce participation by SMEs. The high rate of technological change
implies that e-commerce solutions are constantly evolving, introducing opportunities and
the challenge of staying current. The changes in consumer preferences, including the
growing popularity of mobile-first experiences, personalised interactions, and ethically
sourced products sold online, also require SMEs to adapt strategically. Moreover, the
policies of the government, regulatory systems, and the presence of the state or privately
funded support programs (including training, financial, or infrastructural development) are
also an essential part of this external ecosystem, which has a significant impact on the
opportunities that SMEs have and the limitations they encounter in their e-commerce
activities.

To gain a comprehensive understanding of e-commerce adoption among SMEs, it

is essential to have a critical appreciation of the complex interplay between their internal
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strategic decisions and capabilities and the diverse set of pressures and opportunities
generated by their external environment. All these determine the route and eventual success

of their digital transformation initiatives.

2.5 Theoretical Lenses for Understanding E-commerce Adoption: TAM and DOI in
Context

To analyse and interpret the complex processes through which SMEs adopt and
integrate e-commerce technologies systematically, this dissertation draws on well-
established theoretical frameworks from the information systems and innovation diffusion
literature. These theories provide systematic views of analysing the factors that determine
the acceptance of technology and the trends of innovation diffusion. The Technology
Acceptance Model (TAM) and the Diffusion of Innovations (DOI) theory are the primary
models that will guide this research due to their strong explanatory capabilities in the
context of technology adoption and their typical application in SME digitalisation research.
These theories need to be critically applied in a contextualised manner to the realities of

SMEs in emerging economies to have a nuanced understanding of the subject.

2.5.1 The Technology Acceptance Model (TAM): Perceptions as Precursors to
Action

The Technology Acceptance Model (TAM) developed by (Davis, 1989) has been
a cornerstone in the study of user acceptance of information systems, and its applicability
to organisational adoption by SMEs, which is often influenced by the perceptions of key
decision-makers such as owner-managers. TAM assumes that the behavioural intention of
an individual to use a particular technology is primarily influenced by two fundamental
cognitive constructs, namely Perceived Usefulness (PU) and Perceived Ease of Use

(PEOU).
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Perceived Usefulness (PU) is defined as the extent to which an individual feels that
the use of a specific system would improve his or her job performance (Davis, 1989). In
the SME e-commerce setting, PU refers to the belief of owner-managers that utilising
digital platforms, online marketing tools, or electronic payment systems will yield practical
business benefits. These advantages may include enhanced operational efficiency (e.g.,
streamlined order processing and better inventory management), market penetration
(accessing new customer segments or geographies), higher sales volumes, improved
customer relationships (via personalised communication or enhanced service), or a more
competitive overall position. The literature is highly indicative that a strong perception of
usefulness, along with a clear understanding of how e-commerce can address current issues
or open new opportunities, is a strong driver of adoption among SMEs (Agarwal and Wu,
2020).

The Perceived Ease of Use (PEOU) is described as the extent to which an individual
believes that using a specific system would not be laborious (Davis, 1989). PEOU is also
a significant factor for SMEs, particularly those with limited technical expertise or
resources for conducting large-scale training. It involves the perceived ease or difficulty of
learning, implementing, integrating, and operating e-commerce technologies. When such
technologies are perceived as being easy to use, easy to integrate with existing business
processes, and requiring no specialised knowledge or ongoing maintenance, the likelihood
of their adoption increases, regardless of the perceived usefulness being moderate
(Venkatesh and Bala, 2008).

On the other hand, a high level of perceived complexity may be a significant
deterrent. TAM also suggests that PU is directly affected by PEOU; a system that is less
difficult to use is usually, but not necessarily, perceived as more useful, as it will take less

effort to attain the desired results. Although it is a fundamental theory, TAM has been
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expanded by other studies (e.g., TAM2, TAM3, UTAUT) to include various external
factors that may indirectly influence PU and PEOU. Among the critical external variables
that may be critical to SMEs, one may mention the availability and quality of technical
support provided by vendors or consultants, the cost-effectiveness of the technology (the
initial investment and the costs of running the system), the sufficiency of training
opportunities, the effect of social networks and peer opinions, the perceived security and
reliability of e-commerce systems and online transaction environments. Nevertheless, one
of the limitations of the original TAM has been its preoccupation with individual cognitive
factors, which may at times overshadow the larger organizational (e.g., firm culture,
existing infrastructure) and environmental constraints (e.g., market competition, regulatory
landscape) that are especially relevant in SMEs, particularly those operating in the dynamic

and frequently resource-constrained environments of developing economies.

2.5.2 The Diffusion of Innovations (DOI) Theory: Understanding the Spread of New
Ideas and Practices

A complementary, macro-level view is provided by the Diffusion of Innovations
(DOIJ) theory by Everett Rogers (1962), with significant updates in subsequent editions,
including (Rogers, Singhal and Quinlan, 2019). It attempts to describe the process of
diffusion of new ideas, practices, or technologies (innovations) within a social system (such
as an industry, a community of SMEs, or a geographical region) over time, including how,
why, and at what rate. DOI has found five main perceived attributes of an innovation that
have a significant impact on the rate and pattern of adoption of an innovation by potential
adopters:

Relative Advantage: This is the degree to which an innovation is seen to be better
than the current practice or idea that it replaces. For SMEs contemplating e-commerce, the

relative advantage should be evident and strong compared to conventional business
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practices, possibly in the form of increased profitability, operational efficiency, market
reach, or customer satisfaction (Gunasekaran et al., 2008). The higher the perceived
relative advantage, the faster the adoption.

Compatibility: This refers to the extent to which an innovation aligns with the
existing values of potential adopters, their previous experiences, established operational
procedures, and, most importantly, their current and future needs. E-commerce solutions
that best fit the current business model of an SME, the expectations of its target customers,
its organisational culture, and even local socio-cultural norms have a higher chance of
being adopted and successfully integrated (Ahmad et al., 2014). Incompatibility may be
high, resulting in significant resistance.

Complexity: This is the extent to which an innovation is seen to be hard to
comprehend, learn and operate. Simpler e-commerce tools and platforms tend to be
adopted more quickly and broadly by SMEs, especially those with limited technical
capacity or resources to train employees extensively. The complexity is a significant
obstacle.

Trialability: This refers to the degree to which an innovation can be tested on a
small scale before a large-scale commitment is necessary. When SMEs can pilot e-
commerce solutions, such as offering free trials of software, adopting functionalities in
modules, or launching with a small online presence on a marketplace, the perceived risk
and uncertainty are reduced, which can speed up the adoption decision.

Observability: This is the extent to which the outcomes and the gains of an
innovation can be seen and shared with other members of the social system. Social proof,
vicarious learning, and uncertainty reduction can significantly influence the adoption of e-

commerce by SMEs when they observe their peers, competitors, or industry leaders using
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e-commerce and experiencing positive results (e.g., higher sales, broader brand
recognition) (Rahayu and Day, 2015).

The DOI theory is also well-known for dividing potential adopters into groups
based on their relative innovativeness and the time of adoption (innovators, early adopters,
early majority, late majority, and laggards). This classification offers a practical way of
thinking about the different rates of e-commerce adoption that are commonly found among
the SME population, which may be determined by a range of factors such as firm
characteristics (size, age, sector), the entrepreneurial orientation and risk propensity of the
owner-manager, and the exposure of the firm to information channels and external
networks (Seyal et al., 2017). Although strong in explaining the diffusion of innovations,
DOI theory may be criticised in some cases for underestimating the active role of adopters
in the innovation development process and failing to fully consider the particular internal
decision-making processes and resource constraints that are especially acute for individual

SMEs.

2.5.3 Synergistic Application of TAM and DOI for a Holistic Understanding of SME
E-commerce Adoption

The use of TAM and DOI in a complementary, rather than mutually exclusive,
manner provides a more comprehensive and nuanced picture of SME e-commerce
adoption. TAM offers important information about the individual-level cognitive
mechanisms and perceptual motivators (PU and PEOU) that encourage an SME owner or
manager to think and plan to utilise e-commerce technologies. It helps answer the question
of why in an internal, user-oriented manner. DOI, however, extends the analytical scope to
encompass the intrinsic nature of the e-commerce innovations themselves (relative

advantage, compatibility, complexity, etc.) and the role of the broader social, competitive,
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and communication environment in shaping the diffusion and adoption process within a
population of SMEs.

As an example, an SME owner may find a specific e-commerce platform to be very
useful in terms of market reach (PU in TAM). However, its adoption may be much faster
if it also provides a clear relative advantage over current sales methods, can be integrated
with existing operations (DOI attributes), and its advantages can be easily seen in the
success of other firms in the market (another DOI attribute). On the other hand, although
an e-commerce solution may be viewed as potentially beneficial, high complexity (a DOI
attribute) may adversely affect the perceived ease of use (a TAM construct), which will
impede adoption. This dissertation capitalises on this synergy potential, applying both
frameworks to deconstruct the complex drivers and inhibitors that define the e-commerce
adoption environment of small retailers in Northern India, thereby reconciling micro-level

decision-making with macro-level diffusion patterns.

2.6 Synthesis of Literature, Identification of Research Gaps, and Justification for
the Present Study

The extensive literature review of the available literature demonstrates that
electronic commerce presents a paradigm-altering set of opportunities for Small and
Medium Enterprises, including increased market access, operational efficiencies, and
enhanced customer engagement (K. Y. Sin et al., 2016; Turban et al., 2018). Nevertheless,
this potential is often hampered by a combination of significant obstacles, including the
lack of financial resources, digital literacy and technical skills, issues of online security and
trust, intense competition with larger digital actors, and infrastructural shortcomings,
especially in developing environments (Nagar, 2017; Prameswari, Suharto and Afatara,
2017). The choice of SMEs to use and implement e-commerce is also influenced by a

complicated interrelation of strategic factors (Willis and R, 2004; Americo et al., 2018),
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technological factors (Goldmanis et al., 2010; Ramos et al., 2011), organizational
preparedness (Rai et al., 1996; Ghobakhloo, Aranda and Benitez-Amado, 2011), and
external environmental pressures (Rahayu and Day, 2015); Scup Theoretical frameworks,
which are mainly the Technology Acceptance Model (TAM) and the Diffusion of
Innovations (DOI) theory, offer functional constructs, including perceived usefulness, ease
of use, relative advantage, and compatibility, to examine these adoption dynamics (Davis,
1989; Rogers, Singhal and Quinlan, 2019). Despite this large body of research, a critical
review of the literature reveals several gaps, particularly in light of the specific operational
realities and contextual specifics of small retail firms in a regionally diverse and developing
economy, such as India, and more specifically, Northern India. The following gaps are the
primary rationale behind the current dissertation:

Absence of Granular, Context-Specific Insights on Northern Indian Small
Retailers: Although there are general models of SME e-commerce adoption, there is a
notable gap in the empirical studies that attempt to understand the specific forms and
dynamics of adoption drivers and barriers to small retail firms in the Northern Indian socio-
economic, cultural, and infrastructural context. More exhaustive research usually cannot
grasp the localized issues like regional infrastructure differences (e.g., different internet
quality outside of cities), specific consumer behavior patterns depending on local trust
systems and payment habits, the real on-the-ground effectiveness of state-level versus
national policy interventions, and the role of local business networks that can be both an
accelerator and a bottleneck of innovation (Aithal et al., 2022). In this paper, I aim to
address this gap by providing a highly contextualised analysis that extends beyond
generalised results.

Knowledge on the Adoption and Effect of the New Technologies in E-

commerce by the Resource-Constrained SMEs: Much of the literature focuses on the
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basic e-commerce tools (basic websites, marketplaces). Less is, however, known about
how small retailers, particularly in resource-constrained settings such as Northern India,
interact with, reap the benefits of, or fail to embrace more recent developments in e-
commerce. These are Al-based personalisation and customer service, as hinted at by (Mast
and S, 2019) in a broad sense, advanced data analytics to manage customer relationships
and predictive inventory, integrated mobile-first commerce platforms that exploit the high
smartphone penetration in India, and the challenges of operating in platform-based
ecosystems beyond basic listing. A subtle insight into their adoption trends, the perceived
value (or perceived complexity and cost) of these newer technologies, and the real cost
benefit of these smaller players is lacking today.

Critical Analysis of Policy Effectiveness and Supporting Systems at the
Regional Level: The Digital India and the Open Network of Digital Commerce (ONDC)
are often mentioned as the drivers of digital transformation at the national level (Li, L, ef
al., 2021; Singh et al., 2022). Nevertheless, research is urgently needed to critically assess
the empirical effectiveness, availability, and appropriateness of these policies and related
support systems (e.g., training programs, financial aid, technical assistance) for the diverse
group of small retailers at a sub-national or regional level, such as Northern India. The
reality of access to these programs, their compatibility with the daily needs of different
small businesses in this particular situation (not just awareness), and what defines effective
use of such support is a little-researched field. Exploring the Approach to E-commerce

Adoption and Growth that are Sustainable and Scalable: Although a significant
amount of research has been conducted on the decision to adopt e-commerce, little research
has been conducted on what makes e-commerce adoption and growth sustainable and
scalable in the long run, especially in highly competitive and resource-constrained

environments, such as among small retailers. This involves knowing how these companies
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are developing their digital strategies over time, how they address long term operational
issues (e.g. how to deal with increasing costs of digital marketing, how to provide
consistent customer experience across channels), how they develop digital resilience, and
what particular capabilities are most important to remain competitive and to grow
profitably in a fast changing digital environment, not just online presence. The necessity to
fill these gaps in the current body of knowledge is the direct motivation of this dissertation.
This study aims to contribute to the literature by conducting an empirical investigation
based on the lived experiences and work realities of small retail firms in Northern India. It
will not only provide a contextually rich insight into their e-commerce adoption process,
explaining the exact drivers, key barriers, and successful adaptation strategies that they can
apply to this particular cohort, but also contribute to the improvement of theoretical views
on technology adoption in emerging economies. In addition, the study aims to provide
practical and actionable knowledge that can inform small retailers, support organisations,
and policymakers to create a more inclusive, competitive, and sustainable digital retail
environment. The research questions and hypotheses outlined in Chapter 1 are specifically
designed to explore these under-researched dimensions. It is only through this extensive
literature review that the much-needed scholarly basis and unambiguous rationale for the

empirical study that follows are provided.
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CHAPTER III:
METHODOLOGY

3.1 Introduction

This chapter outlines the research methodology employed to investigate the impact
of e-commerce on small retail businesses in Northern India. It describes the research
design, the method to be used in selecting participants and sampling, the methods and tools
to be used for data collection, and the methods to be used for data analysis. This chapter
also discusses the steps taken to ensure the research is ethical, the quality of the findings,
and the limitations of the adopted methodology. The primary objective is to provide a
comprehensive and detailed description of the research process followed to address the

objectives and questions outlined in Chapter 1.

3.2 Research Design and Justification

The Study adopted a mixed-methods research design with both quantitative and
qualitative methods. This type of design was considered most suitable for developing in-
depth and sophisticated knowledge of the intricate phenomenon of e-commerce adoption
and its effects on small retail companies in Northern India. The quantitative aspect,
primarily based on surveys, aimed to identify patterns and trends, as well as the prevalence
of specific practices and perceptions, among a larger group of small retailers. This enables
one to have a wider picture of the landscape. The qualitative element, with the help of in-
depth interviewing, was intended to capture the nuanced, contextual details of the retailers'
experience with challenges and gain more insight into the reasons behind the trends that
were quantitatively described.

The combination of the two methods enables triangulation, allowing for the cross-

validation of the findings extracted from both data sources related to the research, thereby
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improving the overall validity and reliability of the research results (Carter et al., 2014).
The design will enable the researcher not only to quantify the levels of e-commerce
adoption and perceived effects but also to capture lived experiences, strategic decision-
making processes, and socio-cultural nuances that affect small retailers, which a purely
quantitative or qualitative study would not have been able to capture. Specifically, a
convergent parallel design was implicitly employed, whereby both quantitative and
qualitative data were gathered and analysed separately, but in a parallel manner.

Afterwards, the results were combined, interpreted, and compared globally.

3.3 Population and Sample

The study's focus group comprised small retail companies in the selected urban and
semi-urban regions of Northern India. In line with the general descriptions and the subject
of the study, the definition of the small retail firms has mostly been limited to those with
fewer than 50 employees and those that work in a variety of areas that are common in the
region, including apparel and accessories, electronics and appliances, groceries and health
and wellness, which have shown a significant interest in e-commerce. The geographical
scope of the study identified key urban centres, including Delhi, Chandigarh, Lucknow,
and Jaipur, which were chosen due to their representation of both established and emerging
digital commerce environments in Northern India.

A total of 275 complete and usable responses were received through the
quantitative survey. A sample size of this magnitude, reached through the outlined outreach
procedures, was deemed sufficient to yield a substantial amount of data for descriptive
statistical analysis and to determine general trends among the surveyed small retailers, as
well as to enable valuable exploratory comparisons between key segments (e.g., by sector
or business duration). The goal would be to gain a wide range of experience across various

fields and business operations within a specific population.
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In the qualitative part, 20 participants were interviewed in-depth. This sample size
was also calculated to achieve thematic saturation, meaning that additional interviews
would likely yield fewer and less valuable new insights applicable to the research
questions. Survey respondents who expressed a desire to be contacted again were recruited
as interviewees, as were those directly contacted based on their level of e-commerce

activity and sector.

3.4 Participant Selection

The sampling method for both the survey and interview stages of the research was
based on purposive and snowball sampling techniques, where participants were selected to
ensure that information-rich cases were included in the research and to meet its objectives.

Purposive sampling was the primary plan. To conduct the survey, a list of potential
small retail businesses was first identified in local business directories, internet directories,
and industry association memberships in the chosen urban centres of Northern India. The
selection criteria included only those firms that were actively involved in e-commerce or
were seriously considering it. In the case of the interviews, the sample was purposively
chosen among the survey respondents to cover a range of sectors, phases of e-commerce
adoption (between the nascent and more mature stages), and business sizes (within the
meaning of SMEs). Additionally, several industry experts (e.g., e-commerce consultants
and representatives of local trade organisations familiar with SMEs' challenges) have been
purposively identified to provide a broader contextual perspective.

Snowball Sampling: This methodology served as an additional one. The first
respondents to the survey and interviewees were asked to suggest other business owners or
managers of small retail businesses in Northern India who met the study criteria and might
be interested in participating. This assisted in extending coverage and access to businesses

that could not have been easily found using public listings alone.
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The synthesised method was intended to yield a sample that would be relevant to
the research questions and diverse enough to represent a variety of experiences within the

specified population.

3.5 Data Collection Methods and Instruments
The two primary tools used in collecting primary data for this study were a

structured survey questionnaire and a semi-structured interview guide.

3.5.1 Survey

A well-planned questionnaire was developed to collect quantitative information on
various aspects of e-commerce adoption and its impact on small retail companies. The
questionnaire was developed based on information gathered from the literature review, the
study's research objectives, and key constructs of the Technology Acceptance Model
(TAM) and the Diffusion of Innovations (DOI) theory, including Technology Acceptance
and Perceived Innovativeness.

Content: The survey tool (see Appendix C for the complete questionnaire) was
logically designed into several key sections to gather a comprehensive set of data. These
were sections:

- Business Overview: Getting some broad details about the retailing company, including its
main field of work (e.g. apparel, electronics), how long it has been in business, its ownership,
how many people are employed there and how much revenue it generates a year.

- Digital Marketing Practices: Researching the number of digital marketing practices used
(e.g., social media marketing, email marketing, partnership with influencers), how often they
take place, their perceived efficacy and what percentage of the marketing budget is spent on

digital marketing channels.
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- E-Commerce and Technology Adoption: Evaluation of the application of particular e-
commerce platforms (e.g., Shopify, WooCommerce), inventory management software,
Customer Relationship Management (CRM) software, and online payment gateways. This
part also measured the perceived effects of e-commerce on the sales performance and general
satisfaction with the integration of technology.
- Regulatory Frameworks: Measuring the awareness of participants regarding the e-
commerce laws and regulations that apply to their business, the perceived effect of these
laws and regulations on business operation, and the readiness for changes in these laws and
regulations.
-Socio-Economic and Cultural Factors: Investigating how local socio-economic situation
(e.g. the level of income, education) and cultural factors (e.g. local festivals, language) can
affect business strategy and consumer interaction.
- E-Commerce Performance and Issue: How well the firms adopted e-commerce, how
effective it was perceived, and what are the main areas that need to be improved (e.g.
customer experience, order fulfilment, etc).
-Customer Loyalty and Sustainability: The analysis of the perceived changes in customer
loyalty after the implementation of new digital strategies and the concerns of sustainability
in business processes. The questions were mostly closed-ended (with multiple options being
possible, Likert-scale answers to measure attitude and perception (e.g., to measure
effectiveness and satisfaction), and a dichotomous (Yes/No) answer, with some open-ended
fields when the respondent wanted to specify something or elaborate on the answer briefly.
Administration: The survey was done online with Microsoft Forms. The possible
subjects were reached by email and through business network referrals, and a link to the

online questionnaire was sent. The survey data collection time was between October 2023
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and January 2024. The survey cover letter (Appendix A) guaranteed anonymity and
confidentiality.

Pilot Testing: The survey instrument was pilot-tested before its full launch on a
small sample of five retail owners who were not part of the final sample. The results of this
pilot test played a key role in enhancing the clarity of questions, clarifying the wording of
any potentially ambiguous questions, and ensuring that the questionnaire is sensible and
understandable. This feedback was used to make minor adjustments to the instrument,

enhancing its effectiveness in the main study.

3.5.2 Interviews

This was to capture rich and in-depth qualitative data, and the type of interview
used was semi-structured, enabling the discussion of retailers' experiences, perceptions,
challenges, and strategies related to the adoption of e-commerce.

Interview Guide: The interview guide was semi-structured (see Appendix D) to
ensure uniformity in the fundamentals discussed in interviews, while allowing for the
freedom to follow up on intriguing areas and surfacing themes in light of the responses
given by each participant. The themes addressed in the guide were how specific digital
marketing methods can be effective, the practical implications of e-commerce on sales and
operations, the experience of adoption and integration of business management
technologies, difficulties faced in regulatory compliance, how the local customer behaviour
and socio-cultural aspects affect business decisions, and the perceived shift in customer
loyalty.

Procedure: Face-to-face interviews were conducted with the 20 participants
selected for the study. The interviews took an average of 30 minutes. No audio recording
of the interviews was made, but the researcher took careful, contemporaneous notes during

the interviews. These notes were then extended and fleshed out immediately after every
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session, so that as much specificity, subtlety, and context of the conversation as possible
was recorded as accurately as possible.

Setting: Most of the interviews were conducted in the participants' respective
places of business, which provided a familiar setting and comfort. It was estimated that
approximately five interviews were conducted in neutral locations, i.e., local coffee shops,

based on the participants' convenience and preference.

3.6 Operationalisation of Constructs

The most important theoretical constructs on which this research was based,
primarily derived from TAM and DOI, as well as concepts associated with digital
marketing, operational efficiency, the impact of regulations, and socio-economic factors,
were operationalised into the survey questions and interview probes.

Digital Marketing Adoption: Reflecting the adoption of Digital Marketing
strategies: measured in the survey by questions gauging the nature of the digital marketing
activities e.g., social media, email, influencer (Appendix C, Q6), the frequency of those
activities (Appendix C, Q7), the budgetary allocation (Appendix C, Q10), and the
perceived effectiveness of the same (Likert scale; Appendix C, Q8). Interviews were also
used to understand the motives behind certain strategy decisions and how they were
perceived as being worth the investment.

Technological Adoption & Operational Efficiency: Survey questions evaluated
the adoption of e-commerce platforms e.g., Shopify, WooCommerce (Appendix C, Q11),
inventory management systems (Appendix C, Q12), CRM systems, and payment gateways
(Appendix C, Q15), as well as satisfaction levels (Appendix C, Q14) and perceived effects
on sales (Appendix C, Q13). The interviews examined the decision-making process of
technology adoption, focusing on the tools adopted and the challenges encountered in

integrating and enhancing operational efficiency.
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Perceived Usefulness (TAM): was investigated through survey questions
regarding the effect e-commerce has on sales (Appendix C, Q13), efficiency, and customer
reach, as well as interview questions about the advantages gained through the use of
specific digital tools.

Perceived Ease of Use (TAM): Measured through survey questions on whether
they are satisfied with the integration of e-commerce (Appendix C, Q14) and issues of
difficulty in adopting the technology, and probes in the interviews on whether the
technologies that were adopted were easy or difficult to use.

DOI Constructs (Relative Advantage, Compatibility, Complexity, etc.): These
were mainly investigated qualitatively using interview questions of why, how well, and
how satisfactory some of the aspects of e-commerce were implemented, rather than others
e.g., related to socio-economic factors and festivals (Appendix C, Q19-Q21), what
challenges were faced and the impact of learning by observing others.

Regulatory Impact: The survey questions measured familiarity with regulations
(Appendix C, Q16), perceived impact (positive, neutral, negative; Appendix C, Q17), and
preparedness for changes (Appendix C, Q18). Specific experiences and challenges related
to compliance were investigated through interviews.

Socio-Economic and Cultural Influences: Measured by survey questions
regarding the perceived impact of population income and education (Appendix C, Q19)
and the impact of local festivals (Appendix C, Q21) on strategy. Interviews provided
additional insights into how these aspects impact business decision-making and customer
relations. This strategy ensured that theoretical abstract notions were brought into reality
through measurable, quantifiable, or reportable indicators pertinent to the lives of small

retailers.

44



3.7 Data Analysis Plan

The quantitative and qualitative data obtained were analysed using a systematic method.

* Quantitative Data Analysis: The 275 surveys that were filled in were cleaned
and coded before analysing the data collected using Microsoft Forms. Since the primary
tool of analysis was Microsoft Excel, the quantitative analysis was mainly based on:

Descriptive statistics, including frequencies, percentages, means, and standard
deviations, were used to summarise the demographic characteristics of the sample, the
prevalence of various e-commerce practices, levels of technology adoption, perceived
effectiveness of strategies, and responses to Likert-scale questions. This gave a summary
of significant trends.

Cross-Tabulations: Basic cross-tabulations were performed in Excel to investigate the
relationships between key categorical variables (e.g., business sector and digital marketing
channels used; business size and level of technology adoption). No complex inferential
statistical tests, including regressions or ANOVAs, were conducted due to the software's
analytical features. It was all about descriptive knowledge and exploratory comparisons.

* Qualitative Data Analysis: Thematic analysis was used to analyse the data
obtained in the 20 semi-structured interviews (based on expanded notes). This was a
repetitive process:

Familiarisation: Reading repeatedly the detailed notes of the interview to become
familiar with the content and context.

Initial Coding: Determining interesting features, repeated ideas, and important
statements in the data and giving initial descriptive codes to these sections of text. It was
essentially an inductive process, in which the codes could be generated directly from the

participants' narratives.
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Themes Search: Compiling related codes into possible broader themes based on patterns
of meaning and relationships within the dataset.

Reviewing Themes: The themes were reviewed to determine whether they provided a
fair and complete reflection of the data, as compared to coded extracts and the entire
dataset. During this step, themes were consolidated, combined, or abandoned as required.

Defining and Naming Themes: Creating a precise definition, a brief name, and a
descriptive example of each of the overarching themes that best describe their nature and
meaning.

Writing the Report: Choosing interesting examples of extracts in the interview notes and
writing an analytic account, referring to the analysis of the research questions and the
literature available. No special qualitative data analysis software (QDAS) was used, such
as NVivo; instead, the researcher manually carried out the thematic analysis.

Mixed-Methods Integration (Triangulation): The results of the quantitative
(survey) and qualitative (interview) analyses were combined at the level of interpretation.
This was mainly achieved through convergent triangulation, which involved comparing
and contrasting the results of the two methods to determine convergence (where the results
were consistent across the datasets) and divergence (where the qualitative data provided a
more detailed context, explanation, or even a contradictory point of view to the quantitative
patterns). For example, survey data may indicate overall satisfaction with a specific
technology, whereas interview data may provide more detailed insights into the nature of
this satisfaction, such as specific advantages, disadvantages, or workarounds that retailers
employ. The purpose of this integration was to give a more solid, holistic, and context-

sensitive picture of the research problem.
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3.8 Ethical Considerations

The ethical behaviour of this research was of utmost importance to the study. The
following was done:

Although a formal Institutional Review Board (IRB) approval was not required for
this type of DBA research project, according to the institutional guidelines in effect at the
time of study initiation, the research was conducted in accordance with established ethical
principles for research involving human subjects. The dissertation supervisor was
consulted to ensure ethical propriety.

Informed Consent: All participants were informed about the purpose of the
research, the nature of their participation, how the data would be utilised, their freedom to
withdraw at any time without penalty, and the guarantees of confidentiality. In the online
survey, these details were mentioned in the introductory note on the Microsoft Form, and
the act of clicking, filling, and submitting the form was considered to be implied informed
consent (Appendix A). These details were repeated verbally to the interview participants,
and informed consent was obtained before the interview (Appendix B).

Confidentiality and Anonymity: To safeguard the identity of the participants and
their businesses, the data gathered was anonymised. Data analysis and reporting eliminated
or replaced the names of individuals and specific business identifiers with codes. The
survey data obtained through Microsoft Forms was stored securely in the researcher's
password-protected Office 365 account, and only the researcher had access to it.
Anonymisation of interview notes was also done and kept securely.

Data Storage and Protection: All digital data, including anonymised survey
answers and extended interview notes, will be stored on the researcher's Office 365 servers,
which will use the researcher's login credentials with two-factor authentication enabled.

Such data will be stored for up to five years after the completion of the dissertation, which
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is a typical academic practice regarding the retention of research data, and then it will be
safely deleted.

Free and Informed Consent: The survey and interview were conducted
voluntarily, and no harm was caused to the participants. It was ensured that the questions
were not too intrusive and that the research process did not cause any stress or harm to the
participants. They were assured that their answers would be used solely for academic

research and would not have any negative impact on them or their businesses.

3.9 Ensuring Rigour: Reliability, Validity, and Trustworthiness

To enhance the quality and credibility of the research findings, several measures
were taken:

In the case of the Quantitative Component (Survey):

Content Validity: The survey instrument was constructed through a thorough
literature review and carefully matched to the research objectives and primary theoretical
constructs (TAM and DOI). Moreover, the questionnaire was reviewed by academic peers
and the dissertation supervisor for clarity, relevance, comprehensiveness, and suitability of
the question wording, which ensured a high level of content validity.

Pilot Testing: The survey was pilot-tested as explained in Section 3.5.1 with five
small retail owners. This process was followed by feedback that was used to clarify the
instrument, making it less prone to misinterpretation and thus enhancing the reliability of
the gathered data.

Ease of Instructions: The instructions provided on how to complete each part of
the survey were clear and concise, reducing ambiguity and ensuring that respondents
understood the instructions in the same way.

For the Qualitative Component (Interviews), the following measures were taken:
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Credibility: was achieved by ensuring that the questions used in the interviews
were open-ended yet focused, allowing participants to express their experiences in their
own words. The richness of these accounts was sought to be captured through the use of
detailed note-taking, which was expanded immediately after each interview. The reporting
of findings is done using direct (anonymised) quotes and descriptions by the participants
to reflect their views accurately.

Transferability: Although the qualitative results are inherently contextual, the
research includes a detailed description of the participants' demographics, their business
nature, and the socio-economic environment of Northern India. This detailed description
enables the reader to make an informed judgment about the potential transferability of the
results to other similar settings or populations.

Dependability: Ensured through the use of a semi-structured interview guide,
which ensured that key topics pertinent to the research questions were covered in all
interviews, but also allowed flexibility to pursue emergent themes. Dependability is also
achieved through the systematic process of thematic analysis applied to the interview notes.

Confirmability: Confirmability was assured by basing interpretations on the data
obtained during the interviews. The dissertation supervisor was consulted during the
analytical process, which involved developing themes and providing a form of peer
debriefing and external validation of the researcher's interpretations. The researcher
employed a reflexive approach to data collection and analysis, recognising and accounting
for potential biases or effects on the research process.

Triangulation: As stated in the research design (Section 3.2) and data analysis plan
(Section 3.7), the combination of quantitative survey data and qualitative interview data
was a key triangulation strategy employed to validate the findings. The comparison and

contrast of findings from these various methods helped validate, supplement, and expand
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the results, thereby increasing the overall reliability and soundness of the conclusions

drawn.

3.10 Methodological Limitations

Although this research was intended to be as rigorous as possible, some limitations
of the selected methodology have to be admitted:

Sectoral and Urban Focus: The research primarily focused on small retail
companies in select urban and semi-urban regions of Northern India. As a result, the results
cannot be entirely applicable to small businesses in predominantly rural areas or those
operating in other industries not represented in the sample, where the dynamics of e-
commerce adoption may vary due to differences in infrastructure, consumer behaviour, and
business practices.

Sampling Bias: Purposive and snowball sampling are suitable for reaching the
relevant participants, but they can create a selection bias. For example, more digitally
oriented or networked businesses may have been more likely to participate, potentially
underrepresenting firms that struggle considerably with digital adoption or are less
connected to digital networks.

Self-Reported Data: Survey and interview data are both self-reported and are thus
subject to either recall bias or social desirability bias (participants giving answers that they
believe are desirable). Although steps were taken to ensure confidentiality and promote
truthful answers, this remains a potential area of concern.

Cross-Sectional Design: The primary data was gathered at one time (or during a
specific period). This cross-sectional methodology provides a snapshot of e-commerce
adoption but is unable to capture the longitudinal changes or the evolution of strategies and

challenges over time.
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Quantitative Analysis Limitations: The quantitative analysis was restricted to the
use of Microsoft Excel, which restricted the statistical testing to mostly descriptive
statistics and simple cross-tabulations. Further inferential statistical modelling was not
done.

Researcher Influence (Qualitative): The researcher is a tool in qualitative
research. Although a reflexive approach was employed, the researcher's interpretations are
likely to influence the analysis of interview data. There are no audio recordings, so the
analysis is based solely on the notes made by the researcher at the time, which, although
detailed, do not fully capture all the nuances of the original discussion.

The recognition of these limitations enables one to put the study's results into

perspective and define the directions for further research.

3.11 Chapter Summary

This chapter has described the methodology that will be used in this dissertation.
The study began by explaining the rationale for choosing a mixed-methods research design,
which would utilise both quantitative surveys and qualitative interviews to develop an in-
depth understanding of the adoption of e-commerce by small retail firms in Northern India.
The chapter explained the target population, sampling strategies, and the specific
procedures for selecting participants. The process of developing data collection
instruments and their content was described, and the method of operationalising key
theoretical constructs was explained. The data analysis plan, which included descriptive
statistics and cross-tabulations of quantitative data, thematic analysis of qualitative data,
and a plan for integrating these findings, was presented. More importantly, the chapter
explained the ethical considerations of the research and the steps taken to ensure the rigour
(reliability, validity, and trustworthiness) of the study. Lastly, the possible methodological

limitations were recognised. The research methodology presented in this chapter was
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designed to systematically address the research questions and hypotheses of this study,

thereby providing the findings presented and discussed in the following chapters.
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CHAPTER 1V:
RESULTS

4.1 Introduction

The chapter presents the empirical results of the quantitative surveys and qualitative
interviews conducted as part of this research on the effects of e-commerce on small retail
companies in Northern India. The findings are presented thematically to answer the
research questions and hypotheses presented in Chapter 1. The findings will begin by
describing the demographic features of the businesses involved, then proceed to analyse
their digital marketing strategies, trends in technological adoption, the role of socio-
economic and cultural factors, and finally, the role of regulatory and external factors in
their e-commerce activities. Quantitative data collected in the surveys and illustrative
qualitative information collected in the interviews are combined in each thematic section

to give a detailed description of the research findings

4.2 Business Demographics

This section outlines the demographic profile of the small retail businesses that
were involved in the study. These characteristics provide a background context for
interpreting the following findings on e-commerce adoption and digital strategies. Both the

quantitative survey and the qualitative interviews are presented in the form of data.

4.2.1 Survey Findings: Profile of Participating Retail Firms

The survey received responses from small retailers in a wide variety of industries.
According to Table 1 (Distribution of Retail Stores), the largest category of respondents
was the automotive parts and accessories (16.4%), followed by health and wellness
(13.8%), and toys and games (13.5%). Other sectors represented were grocery (12.0%),
hybrid businesses (12.0%), pet supplies (11.6%), apparel (10.9%), and electronics (9.8%).
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This sectoral diversity (as shown in Figure 1) indicates the wide applicability of e-

commerce to various types of small retailing activities in Northern India.

Table 1:
Distribution of Retail Stores Electronics Automotive
10%
16%
Retail Type Responses Apparel
Automotive 45 1%

Health & l
38 Pet
Wellness Supplies
12%
Toys & Games 37

14%

Health &
Wellness

Grocery 33 o gc;\r/;i
HYbrid 33 12% Grocery 13%
Pet Supplies 32 12%

Apparel 30

Electronics 27 Figure 1:

Distribution of Retail Stores

Regarding the history of operation of the surveyed businesses (Table 2: Years of
Operation), the sample consisted of both relatively new businesses and well-established
ones. Approximately 24% of the businesses were less than 5 years old, and 26.5% of the
businesses had been in operation for between 5 and 10 years. An equal percentage (23.6)
had operated between 10-15 years, and 25.5% were well-established companies with more
than 15 years of operation. This distribution will ensure that the findings accurately reflect
the experiences of businesses at various stages of their lifecycle.

The ownership structure of the firms involved also differed (Table 3: Ownership
Structure). The most prevalent forms were sole proprietorships and franchises, with
approximately 24% of the respondents in each category. The sample consisted of 20%
partnerships, and the remaining 32% fell under the 'Other' category, indicating a variety of

business formation strategies.
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Table 2: Table 3:
Years of Operation Ownership Structure
Years of Responses | %age Ownership Responses | %age
Operation Type
Less than 5 years | 67 24% Proprietorship 66 24%
5-10 years 73 27% Franchise 66 24%
10-15 years 65 24% Partnership 55 20%
Above 15 years | 70 25% Other 88 32%
Table 4.
Revenue Distribution
Annual Revenue Responses %age
Less than $50,000 75 27%
$50,000-$100,000 68 25%
$100,000-$500,000 63 23%
Above §500,000 69 25%

Regarding the size of the workforce, which is a significant feature of small

businesses, the survey results (Appendix C, Q4) showed that 22 percent of the respondents

had 1-5 employees, 27 percent had 6-10 employees, 25 percent had 11-20 employees, and

26 percent had 21 or more employees (within the SME limit). This highlights the small

size of most of the participating companies.

The sample was further characterised by the average annual revenue distribution

(Table 4: Revenue Distribution). About 27.3% of the businesses had an average annual

revenue of less than 50,000 dollars. Approximately 24.7% earned between 50,000 and

100,000, and 22.9% were in the 100,000 - 500,000 range. Lastly, 25.1% of the surveyed
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companies had revenues exceeding $500,000, indicating a combination of micro, small,

and slightly larger small businesses.

4.2.2 Interview Findings: Characteristics of Interviewed Businesses

The qualitative part of the research consisted of interviews with 20 owners or
managers of small retail businesses, who were selected to provide more detailed
information about their experiences in e-commerce. The interviewees were well
represented across various sectors (as shown in Figure 2: Sector Distribution of
Participants), with 20 per cent of the interview sample coming from apparel and accessories
businesses, and 15 per cent from the electronics and grocery sectors. There were also health
& wellness, toys & games, pet supplies, automotive parts, and hybrid businesses, each
comprising 10% of the interview sample. This variety enabled the investigation of sector-
specific peculiarities of e-commerce adoption.

In terms of business maturity (Figure 3: Age of Businesses Interviewed), a large
percentage of the businesses interviewed (75%) were less than 10 years old, 40% were less
than 5 years old, and 35% were between 5 and 10 years old. This implies a high presence
of companies that have either begun or significantly expanded during the recent e-
commerce boom. The other 25% were more mature businesses that had been in existence
for more than 10 years.

The interview respondents were mostly in leadership roles, with 60% of them being
founders or owners of their respective businesses. The interviewees consisted of 25%
marketing managers and the remaining 75% product designers/managers. This made sure
that the qualitative data reflected strategic, operational, and product-oriented views of e-

commerce.

54



Apparel &

Toys & Games A .
15% ccessories
. 15%
Pet Supplies
10% More than 10 years Less than 5 years
Automotive 25% 0%

Parts

10% —

Hybrid
Business
5%

Electronics

15%
Health & Wellness Grocery 5 to 10 years
15% 15% 35%
Figure 2: Figure 3
Sector Distribution of Participants Age of Businesses Interviewed

4.2.3 Summary of Key Demographic Insights

The demographic characteristics of the small retail firms that participated in the
survey, along with the interview data, indicate that the sample is heterogeneous. The main
features are:

Broad Sectoral Representation: The research encompassed a diverse range of retail
sectors, including automotive and electronics, apparel, and grocery, indicating that the
adoption of e-commerce is a relevant concern for various types of small businesses in
Northern India.

Diversity of Business Maturity: The participants included businesses at various
stages, ranging from those in their early stages (less than 5 years) to those that were well-
established (more than 15 years), allowing the study to understand how different phases of
the business lifecycle impact digital transformation strategies.

Domination of Small-Scale Operations: In line with the definition of SMEs, the
majority of businesses had a relatively small number of employees and a broad range of

annual revenues, indicating the resource limitations that many businesses of this type faced.
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Various Ownership Structures: Various ownership structures were identified,
including sole proprietorships, partnerships, franchises, and other forms of ownership,
which indicate different decision-making and resource allocation processes for e-
commerce initiatives.

Strategic Perspectives of Interviewees: The qualitative data was complemented by
the views of founders, owners, and managers who were directly engaged in strategic and
operational issues of their businesses. These demographic features give a critical
background to the following results concerning digital marketing strategies, technology

adoption, and the impact of external factors on these small retail firms.

4.3 Digital Marketing Strategies

This section examines the digital marketing strategies employed by small retail
businesses in Northern India. It outlines the channels employed, the frequency of marketing
activities, perceived effectiveness, and budgetary allocations to digital strategies,

combining the results of the survey and interviews.

4.3.1 Survey Findings: Adoption and Effectiveness of Digital Marketing

The survey results indicated that small retailers were extensively using different
digital marketing channels. Table 5 (Digital Marketing Channels Used) and Figure 4 show
that Social Media Marketing was used by all 275 respondents, with 100% of them reporting
its use. This highlights the core nature of online marketing for these companies. The next
most popular channel was Email Marketing, with 64.7% of respondents using it, and
Influencer Marketing, with 60%. Nearly 50.9% of the surveyed firms utilised marketing
automation tools. Less popular, but still important, were Website Optimisation (38.9%),

Website Analytics (36.4%), Video Marketing (33.5%), and Chatbots (28.4%).
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Table 5:

Digital Marketing Channels Used - Chatbots D 78
= i ing D 92
Channel Responses | Y%age 3 Video Marketing
Social Media | 275 100% g websiteanalytics M 100
Email 178 65% s Website Optimization B 107
Marketing '% Marketing Automation D 140
Il\l;llﬂlfl’i'cer 165 60% § Influencer Marketing (D 165
arketing = _ :
Marketing 140 51% & Email Marketing D 178
Automation O Social Media Marketing R 275
Website 107 39% 0 100 200 300
Optimization B No. of Responses
Video 92 33%
Marketing Figure 4.
Digital Marketing Channels Used
Table 6: Table 7:
Frequency of Digital Marketing Efforts Effectiveness of Digital Marketing
Frequency | Responses | %age Effectiveness Responses | %age
. S Level
Daily 55 20% Very Effective | 82 30%
Weekly 110 40% Effective 110 40%
Neutral 55 20%
Monthly | 82 30% Ineffective 28 10%
Rarely 28 10%

In terms of the frequency of digital marketing activities (Table 6: Frequency of
Digital Marketing Efforts), the most popular frequency was weekly, as 40% of businesses
conduct their marketing activities on this basis. Nearly 20% of the respondents reported
engaging in daily marketing activities, 30% reported monthly activities, and a smaller
percentage (10%) reported infrequent marketing activities.

A large majority of respondents indicated positive results when questioned about
the perceived effectiveness of their digital marketing strategies (Table 7: Effectiveness of

Digital Marketing). 40% of the respondents gave their digital marketing a score of
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"Effective", and another 29.8% gave it a score of "Very Effective." 20% of them felt that
their efforts were Neutral in their effectiveness, and only 10.2% felt that they were
Ineffective.

The survey also asked about the implementation of new digital strategies (Appendix
C, Q9). The answers were nearly divided, with 50.9% of the businesses reporting that they
had implemented new digital strategies within the last year, and 49.1% had not.

This indicates a hybrid environment that combines innovation with established
practices. Regarding the marketing budget spent on digital strategies (Appendix C, Q10),
the highest number of respondents (40%) allocated between 25% and 50% of their overall
marketing budget to digital. 30% gave a greater share, ranging from 51% to 75%. 20%
spent less than 25%, and a smaller 10% spent more than 75% of their marketing budget on

digital channels.

4.3.2 Interview Findings: Experiences with Digital Marketing

The qualitative interviews provided a richer context for the digital marketing
practices of small retailers, highlighting key themes, successes, and challenges.

Social Media Pre-eminence: The interviewees were unanimous in their emphasis
on the importance of social media platforms, particularly Instagram and Facebook, in terms
of brand recognition, customer interaction, and traffic. Companies in the visual industries,
such as those focused on clothing and accessories, as well as those catering to younger
audiences, like electronics, cannot do without such platforms. For example, a retailer of
apparel commented, "Our customers are on Instagram; high-quality visuals on this platform
correspond to interest and sales directly."

The Power and Problems of Influencer Marketing: Partnerships with
influencers were also noted as particularly effective in the apparel and lifestyle industries

for reaching a broader audience and establishing trust. Nevertheless, several interviewees
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also mentioned the increased expense of influencer collaborations and the difficulty in
finding genuine influencers whose following was genuinely relevant to their brand.
According to one of the electronics business owners, they had a successful campaign with
a local tech influencer that resulted in a 25 per cent sales increase, but the difficulty of
finding the right match at an affordable price is increasing.

SEO and Content-Driven Strategies: Multiple companies, particularly in the
health & wellness and grocery industries, have emphasised the significance of content-
driven strategies (informational blog posts, educational posts) and Search Engine
Optimisation (SEO) in establishing authority, educating their consumers, and driving
organic traffic. An owner of a grocery store told me that our blog postings about organic
food, along with our local sourcing efforts, have attracted customers who came in
specifically because of what we promote. SEO assists us to be ranked in those niche terms."

Expenses of advertising: The one challenge that was mentioned several times in
most sectors was the rising cost of paid advertisements on platforms such as Google Ads
and social media. This was a significant issue for businesses with limited marketing
budgets, making it difficult for them to compete with larger advertisers. An automotive
parts retailer said, "Our important keywords' cost-per-click has increased nearly twofold in
the last 12 months."

Weak Use of Advanced Tools: Basic digital marketing was widely used, but more
advanced tools, such as marketing using advanced CRM integrations, complex marketing
automation processes, or analytics based on Al, were not utilised. Some of the reasons the
interviewees gave for not using these advanced solutions included cost, a lack of technical
expertise, and uncertainty about the payoff. One of the hybrid business owners said, "We

understand that automation would be beneficial, but setting it up and obtaining the
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subscription is out of our budget at the moment, and we lack employees to take care of it
properly."

Sector-Specific Approaches: The data derived from the interviews supported the
view that there was a significant difference in strategies between sectors, as shown in
Figure 5 (Digital Marketing Strategies across Sectors). Clothing and gadgets are heavily
concentrated on the visual aspects of social media and influencer marketing. Grocery and
health & wellness focused on email marketing for retention and educational content on
trust-building. Pet supplies, toys, and games tended to capitalise on community interaction

and user-created content.

B social Media Marketing | Email Marketing

I Influencer Marketing [l Website Optimization

B video Marketing

Apparel 39% 33%

Electronics 39% 33%

Grocery
Health & Wellness
Figure 5:
General/All Digital Marketing

Strategies across
sectors

60



4.3.3 Summary of Key Digital Marketing Insights

The results of the research on digital marketing approaches that small retail
companies in Northern India use demonstrate several important trends:

Universal Dependence on Social Media: Social media marketing, particularly on
Facebook and Instagram, is a crucial and ubiquitous aspect of digital outreach for most
small retailers.

Influencer Marketing and Strategic Email Use: Email marketing is a common
technique for retaining customers, and influencer marketing is also a significant approach,
particularly in visual industries; however, it can be expensive.

Differing Frequency and Budget Distribution: Companies invest in digital
marketing to varying degrees, ranging from daily to very infrequently, and allocate
different percentages of their budgets, often depending on their industry, resources, and
perceived ROL.

Positive Perceived Effectiveness: Most small retailers view their digital marketing
activities as practical or very effective in meeting their business goals.

Costs and Complexity of Tools: The increasing costs and complexity of advanced
marketing automation and analytics tools pose a significant challenge, limiting more
sophisticated digital marketing to a select few.

Strategy Adaptation to the Sector: The selection and focus of digital marketing
channels and strategies are adjusted to sectoral requirements and consumer behaviour, with
visual content prevailing in one industry and informational or community-based
approaches in another.

These observations highlight that although small retailers are actively pursuing

digital marketing, their strategies tend to be resource-driven, as they use available
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platforms and are conservative in adopting more sophisticated and expensive advanced

solutions.

4.4 Technological Adoption

This section describes the implementation of various e-commerce and business
management technologies by the participating small retail companies. It examines the types
of tools and platforms being used, the perceived impact of e-commerce on sales and
operational satisfaction, and the primary obstacles that limit the broader adoption of more

sophisticated technologies.

4.4.1 Survey Findings: E-commerce Platforms, Tools, and Perceived Impact

The survey examined the particular e-commerce sites of small retailers. According
to Appendix C (Q11), Shopify and WooCommerce were the most popular platforms, with
approximately 29% of respondents using them. Magento was adopted by 22%, and
BigCommerce by 20%, indicating a preference for well-known and user-friendly solutions.
In other business management tools, Table 8 (Technological Tools Adopted) in the original
thesis text (which appears to be a summary and not direct survey output of these specific
percentages) showed that 75% of businesses had adopted Payment Gateways, 60% had
adopted E-commerce Platforms (not specific brands), 50% had adopted Inventory
Management Systems, and 45 percent had adopted CRM Systems.

This implies a basic adoption of fundamental e-commerce functionalities. The
survey question on Other Business Management Tools Used (Appendix C, Q15) also
indicated that of those who used other tools, 31% of this subgroup used Accounting
Software, 28% Payment Gateways (probably specific gateway solutions rather than basic
platform integration), 23% CRM Systems, and 12% Marketing Automation. The direct

survey question regarding the use of Inventory Management Systems (Appendix C, Q12)
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revealed that 60 per cent of all respondents confirmed using Inventory Management
Systems, whereas 40 per cent do not. The perceived effect of e-commerce on sales was
mainly positive (Appendix C, Q13). Approximately 40% of the respondents reported that
e-commerce had increased their sales by a moderate level, while 30% stated that it had
increased their sales significantly. 20% of them experienced “No change”, and only 10%

experienced a decrease. This brings out an overall recognition of e-commerce as a sales

booster.

Table 8.

Technological Tools Adopted
Tool Responses Percentage
Payment Gateways 206 75%
E-commerce Platforms 165 60%
Inventory Management 138 50%
CRM Systems 123 45%

Overcoming E-commerce Adoption Barriers

High Costs
Financial constraints limit

technology investment

@ Lack of Expertise
)

Insufficient technical knowledge
hinders adoption

EF] Integration Challenges

Difficulties in aligning new tools
with existing processes

Figure 6:
Key Challenges in Technology Adoption

63



Likewise, the level of satisfaction with e-commerce integration was generally high
(Appendix C, Q14). Approximately 40% of retailers reported being "Satisfied" with their
e-commerce integration, and 30% were "Very Satisfied." 20% were "Neutral", and only
10% were "Dissatisfied."

Along with these positive perceptions, the survey also revealed significant
obstacles to the adoption of e-commerce technology. High Costs were mentioned as the
main obstacle by 60% of businesses, as shown in Figure 6. This was then followed by a
Lack of Expertise (50%) and Integration Challenges with existing systems or processes
(30%). These are some of the factors that limit the capacity of small retailers to adopt or

upgrade their technological tools.

4.4.2 Interview Findings: Experiences with Technology Adoption and Integration

The qualitative interviews provided more detailed insights into the real-life
experiences of small retailers regarding the adoption of technology, supporting the survey
results.

User-Friendly and Scalable Platforms: Interviewees often cited their preference
for platforms such as Shopify and WooCommerce because they are easy to set up, have
user-friendly interfaces and can scale. According to a grocery retailer that uses
WooCommerce, the reason they started with WooCommerce was that it was cheap and
easy to get their products online within a short period. We have expanded as we have grown
to have more features." Likewise, an owner of an apparel business on Shopify pointed out
the existence of integrated tools: "Shopify has made it easy to manage inventory, payments
and even simple marketing all in one place."

Effect of Core E-commerce Tools: Respondents who had successfully deployed
e-commerce platforms, payment gateways (such as Razorpay, which multiple interviewees

cited), and inventory management systems cited real advantages. These included increased
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online sales, reduced stockouts, efficient order processing, and enhanced customer data
management. As an example, one of the electronics stores said, "Ever since we have
implemented an appropriate inventory system in our e-store, we have seen a tremendous
increase in the accuracy of our stocks, and we have fewer disgruntled customers."

High Cost Limits to More Sophisticated Systems: The cost of more sophisticated
technologies, including advanced Enterprise Resource Planning (ERP) systems, enhanced
CRM capabilities beyond basic contact management, and comprehensive marketing
automation software, was a recurring theme. A lot of them wanted to employ these tools
but could not afford them. A hybrid business owner lamented, "An ERP system would be
a game changer to us, but the licensing and implementation costs are simply too high at
our current scale."

The Training and Technical Support Requirement: A shortage of in-house
technical expertise existed. Some of the interviewees pointed out that it was not only hard
to select the appropriate technology but also to implement, integrate and maintain it. The
necessity of affordable and accessible training programs, as well as stable technical
support, was often emphasised. As one pet supplies retailer told us, "We always have
problems when a new software update is released, and it is not always easy to contact quick
and understandable support."

Integration Challenges: The problem of integrating new e-commerce tools with
legacy systems, or ensuring that various new digital tools work smoothly with each other
(e.g., an e-commerce platform with a separate accounting software or CRM), was
widespread. Such integration problems frequently resulted in manual workarounds, data
silos, and operational inefficiencies. A business owner of an automotive parts business
explained his experience: "The main problem was that we could not get our online orders

to match our in-store inventory and accounting system, and it was a nightmare at first."
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Quantifiable gains of techmnology: Despite difficulties, companies that had
successfully implemented appropriate technologies noted certain gains. As an example,
according to what you have in your original Appendix E (Table A4), an apparel company
experienced a 30% growth in online sales and a 20% decrease in stockouts using Shopify
and TradeGecko. A company that deals in electronics and utilises Magento and Cin7 has
increased its conversion rate by 25%. These illustrations depict the potential advantages

that could result from a successful adoption.

4.4.3 Summary of Key Technological Adoption Insights

The qualitative interviews provided additional information on the practical
experiences of small retailers regarding technology adoption, supporting and expanding
the survey results.

User-Friendly and Scalable Platforms: The interviewees often cited their
preference for platforms such as Shopify and WooCommerce due to their ease of setup,
intuitive user interfaces, and scalability. One grocery retailer who uses WooCommerce
said, "We began with WooCommerce as it was cheap and easy to get our products online
fast. We have expanded as we have grown and have more features." On the same note, an
owner of an apparel business that uses Shopify mentioned its built-in tools: "Shopify
allowed me to manage inventory, payments, and even simple marketing all in one place."

Effect of Core E-commerce Tools: The interviewees who had successfully
introduced e-commerce platforms, payment gateways (such as Razorpay, which multiple
interviewees cited), and inventory management systems noted the practical advantages.
These were more online sales, fewer stockout problems, simplified order processing, and
better customer data. As an example, one of the retailers in the electronics business said,
"Ever since we have incorporated a proper inventory system with our e-store, our stock

accuracy has increased tremendously, and we have fewer dissatisfied customers."
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High Cost Limitations on Advanced Systems: The cost of more advanced
technologies, including sophisticated Enterprise Resource Planning (ERP) systems,
enhanced CRM capabilities beyond basic contact management, and comprehensive
marketing automation software, was a recurring theme. Most of them wanted to apply such
tools, but could not afford them. A hybrid business owner complained, "An ERP system
would transform us, but the cost of licensing and implementation is simply too expensive
at our present size."

Training and Technical Support: A shortage of in-house technical expertise
existed. Some of the interviewees highlighted the challenges of not only selecting the
appropriate technology but also implementing, integrating, and maintaining it. The
necessity of free and affordable training programs, as well as stable technical support, was
often highlighted. A pet supplies retailer told us, "We can have a problem when a new
software update goes wrong, and we can not always get quick and easy-to-understand
support."

Integration Challenges: The problems of integrating new e-commerce tools with
legacy systems, as well as ensuring that various new digital tools operate smoothly with
each other (e.g., an e-commerce platform with a separate accounting software or CRM),
were a frequent issue. Such integration issues frequently resulted in manual workarounds,
data silos, and operational inefficiencies. A business owner of an automotive parts business
explained their predicament: "It was a huge pain in the neck at first to get our online orders
to match with our in-store inventory and accounting."

Quantifiable Benefits of Technology: Despite the difficulties, companies that had
effectively incorporated relevant technologies recorded certain gains. For example,
according to your original Appendix E (Table A4), an apparel company experienced a 30%

growth in online sales and a 20% decrease in stockouts using Shopify and TradeGecko.
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One electronics company, utilising Magento and Cin7, achieved a 25% conversion rate.

These cases highlight the potential advantages of successful adoption.

4.5 Socio-Economic and Cultural Factors

This section examines how various socio-economic and cultural forces in Northern
India influence the e-commerce strategies and customer relations of the participating small
retail businesses. The results of the survey data and qualitative interviews are given to

demonstrate these influences.

4.5.1 Survey Findings: Perceived Influence of Local Context

The survey aimed to determine the perception of small retailers regarding the
influence of local socio-economic and cultural factors on their business strategies. The
income of the Population was found by 100% of the respondents to be a socio-economic
factor that influences their strategy, followed by the Education Level of the population
(97.5%). Other variables, such as the ease of doing business (41.1%) and the occupation of
the local people (30.5%), were also deemed important by a smaller but substantial number
of businesses. This means that retailers are highly conscious of the fact that local economic
capability and consumer sophistication directly influence their market strategy.

In terms of cultural factors (Appendix C, Q20), Language was by far the most
frequently mentioned factor (96.7%) influencing strategy, which highlights the
significance of local language communication in marketing and customer service.
Although 27.3% of the respondents mentioned the word 'Religion', no respondent chose
the word 'Ethnic Composition' in this specific question format, which suggests that
language may be a more direct or consciously considered cultural variable in their e-

commerce strategies.
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The significance of local festivals and holidays in the development of e-commerce
strategy was firmly confirmed (Appendix C, Q21). Four out of ten (40%) respondents
ranked these as "Extremely important," and 30% of the respondents ranked them as
"Important." Twenty (20)% rated them as "Somewhat important" and 10% as "Not
important." This highlights the importance of seasonal and cultural events in influencing
consumer demand and, in turn, the promotional efforts of retailers. A conceptual summary
of these factors is shown in Figure 7: Socio-Economic and Cultural Factors in E-

Commerce.

4.5.2 Interview Findings: Navigating Socio-Cultural Nuances

The qualitative interviews provided detailed accounts of how small retailers are
proactive in negotiating and adapting to the socio-economic and cultural peculiarities of
their locations in Northern India.

Income Levels and Price Sensitivity: The interviewees repeatedly emphasised
that local income levels directly affected their pricing policies, product mix, and
promotions. A retailer of apparel in a Tier-2 city said, "We need to be very price-conscious.
Although we sell high-quality products, we also provide a variety of low-priced products
and launch specific discount campaigns to align with the local buying capacity." One more
owner of an electronics store said that he provided refurbished or low-cost options to meet
the needs of price-sensitive clients.

Digital Literacy and Customer Trust: The target audience's digital literacy was
a significant consideration. In less digitally familiar regions, retailers reported difficulties
with online payment adoption, and customers often preferred Cash on Delivery (COD) or
required assistance to make online payments. The most important thing was to build trust.

An owner of a grocery delivery service said, "Most of our first-time online customers,
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particularly the older ones, are not comfortable with online payments. We accept COD and
take time to explain the security of our platform to generate that trust."

Cultural Practices and Festive Demand: The Influence of Cultural Events and
Festivals on Sales and Marketing was a significant topic. Retailers in various industries,
including apparel, electronics, grocery, and toys, explained how they customise their
products, marketing messages, and promotions to match major festivals such as Diwali,
Holi, Eid, and local festivals. These are the periods when the sales usually increase
significantly, as indicated in Table 9. One of the interviewees in a hybrid business said,
"We make special product bundles during Diwali, in all categories, clothing, home goods,
gifts, and our marketing is very festive-centred. It is the busiest time online." One
representative from the toys and games industry said, "We have certain toys and games
that sell well in holiday seasons such as Christmas or Children's Day, and we have online
promotions accordingly."

Language and Localised Communication: Several interviewees noted that they
use local languages or a combination of English and vernacular languages in their online
communications, particularly on social media and during customer service interactions, to
reach their target audience better. An apparel retailer said, "Although our website may be
in English, we may use Hindi or Hinglish in our social media interaction so that it is more
familiar to our local customers."

Community Networks and Local Trust: Community networks and local trust
played a significant role in the initial adoption of e-commerce in semi-urban areas. The
retailers that were already established and trusted in the physical communities had it easier
to transfer their existing customers to the online world. Nevertheless, attracting new
customers in these regions via digital channels alone was still a challenging task in terms

of building trust.
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Table 9:
Impact of Cultural Events on Online Sales

Event % Increase in Sales Preferred Marketing Strategy
Diwali 80% Discounts, promotions, free shipping
Holi 65% Colour-themed campaigns, bundling offers
Regional Events | 50% Localised content and regional language ads
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Figure 7:
Socio-Economic and Cultural Factors Affecting E-Commerce Adoption
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4.5.3 Summary of Key Socio-Economic and Cultural Insights

The results indicate the enormous impact of the local socio-economic and cultural
environment on e-commerce strategies and activities of small retail companies in the North
region of India: The Main Factors are

Economic: Prices, product assortments, and promotions are primarily based on
local income levels and purchasing power. Consumer digital literacy and online shopping
adoption also depend on the education level.

Cultural Events determine Seasonal Strategies: consumption and sales increase
in line with local festivals and holidays. Even small retailers make active efforts to tailor
their marketing campaigns and product offerings to match these cultural events.

Localisation and Localised Communication: Localising the language or
culturally relatable messaging to the target audience in digital communications is
considered an essential part of engaging with the target audience.

Digital Literacy and Trust are the most important aspects in E-commerce
adoption. The digital literacy of both retailers and consumers, as well as the creation of
confidence in online transactions and systems, are particularly crucial in regions with less
established e-commerce.

Community and Traditional Ties Affect Online Transition: In some cases,
existing community relationships may facilitate the initial step towards online channels,
but general online outreach involves specific trust-building measures.

Such observations highlight the need for small retailers to design highly localised
e-commerce approaches that are sensitive to the local socio-economic circumstances and

the cultural context of the target markets across Northern India.
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4.6 Regulatory and External Influences
This section presents findings on how e-commerce regulations and other external
market influences impact the operations and strategies of small retail businesses in

Northern India.

4.6.1 Survey Findings: Awareness and Impact of Regulations

The survey assessed the familiarity of small retailers with the regulatory
frameworks governing e-commerce. As indicated in Appendix C (Q16), 60% of
respondents reported being "Yes, familiar" with these regulations, while 40% stated "No,"
indicating a significant portion of businesses may be operating with limited regulatory

knowledge. Figure 8 visually represents this distribution.
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Regarding the perceived impact of these regulations on their business
(Appendix C, Q17), half of the respondents (50.2%) felt the impact was "Neutral."

Approximately 30% (29.8%) perceived a "Positive" impact, suggesting that for some,
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regulations might provide structure or legitimacy. However, 20% of businesses reported a
"Negative" impact, highlighting that regulatory compliance can also be seen as a burden.
Figure 9 illustrates these perceptions.

When asked about their preparedness for regulatory changes (Appendix C, Q18),
40% of respondents felt "Somewhat prepared,” and 30% felt "Very prepared." A notable
20% felt "Neutral," while 10% reported being "Unprepared," indicating varying levels of

agility and foresight in adapting to evolving legal landscapes.

4.6.2 Interview Findings: Navigating Regulations and Market Pressures

Qualitative interviews provided more information on the nature of regulatory issues
and external market forces that small retailers faced.

GST Compliance and Complexity: One of the most commonly cited regulatory
issues was the Goods and Services Tax (GST). Although it was known that the system
aimed to simplify taxation, the compliance requirements (e.g., frequent filings, knowledge
of different tax slabs on various products) were cumbersome, time-consuming, and even
expensive in some cases, particularly when outside accountants had to be employed. One
electronics retailer said that GST is a good idea on paper, but as a small business, we have
to deal with the monthly returns and all the regulations on the various parts; it is a continual
hassle.

Uncertainty over E-commerce Specific Laws: Several interviewees were
uncertain about specific e-commerce laws, especially concerning data privacy (such as
GDPR implications, not directly applicable in India, but the principles were a concern to
those with a broader market focus), consumer rights in online sales (such as return policies,
warranty information) and online advertising regulations. "We attempt to be reasonable
with returns, but the specifics of online sales seem to be a bit grey at times," one of the

owners of an apparel business explained.
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Effect of Competition with Big E-commerce Players: One of the key external
factors mentioned was the stiff competition with big e-commerce players, such as Amazon
and Flipkart. These platforms employed deep discounting, and small retailers struggled to
keep pace with their prices. Moreover, the wide range of products, advanced logistics, and
substantial marketing budgets of these giants did not allow small businesses to become
visible and retain their customers. The prices on Amazon are hard to beat, and their delivery
is speedy. A toys and games retailer told us, We need to concentrate on exclusive products
and personal service in order to be different."

Knowledge and Use of Government Support Programs: Some interviewees
were aware of government programs, such as Digital India or MSME support programs,
but the actual use or perceived direct benefits were mixed. Others considered these
programs to be too general or inaccessible to tiny businesses. One of the hybrid business
owners said, "We are told about Digital India, but it is not always obvious how a small
consultancy like ours can directly benefit from the schemes provided."

Sector-Specific Regulatory Concerns: Some sectors had sector-specific
regulatory concerns. For example, grocery retailers involved in the sale of perishable
products were required to operate within the legal framework of food safety (FSSAI) online
and through delivery. Apparel companies considering exports cited issues of different

quality certifications and import/export tariffs.

4.6.3 Summary of Key Regulatory and External Influence Insights

The results of regulatory and external factors indicate some important points to
small retailers in Northern India:
Mixed Regulatory Awareness and Preparedness: Although most of the surveyed
businesses indicated familiarity with e-commerce regulations, a significant proportion was

not, and not all businesses were prepared to face the changes.
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GST Compliance as a Significant Challenge: GST compliance was frequently cited as a
particular regulatory burden and administrative challenge for small businesses.
Confusion over E-commerce Specific Laws: There is confusion over laws governing data
privacy, online consumer rights, and digital advertising, which creates operational
uncertainties for some retailers.

High Competition with Big Platforms: The market share, pricing, and logistical
capabilities of major e-commerce players pose a significant competitive threat to small
retailers.

Diversity in Government Support: The knowledge and proper use of government support
programs to digitalise seem to be uneven among small businesses.

Sector-Specific Regulations Add Complexity: Retailers in specific sectors (e.g., food,
export-oriented apparel) must contend with an additional layer of industry-specific
regulatory compliance. These observations suggest that although regulations are meant to
organise the e-commerce environment, they may be cumbersome for small retailers, who

are also facing significant competition from larger market players.

4.7 Conclusion

This chapter has presented a detailed account of the findings from the quantitative
surveys and qualitative interviews conducted with small retail firms in Northern India. The
results offer a multifaceted view of their engagement with e-commerce, encompassing their
demographic profiles, the digital marketing strategies they employ, their patterns of
technological adoption, the significant influence of local socio-economic and cultural
factors, and the impact of the prevailing regulatory and competitive environment.

Key overarching findings indicate that while small retailers in Northern India are
actively participating in the e-commerce landscape, their journey is characterised by a

blend of opportunities and significant challenges. Social media has emerged as a
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universally adopted marketing tool, and foundational e-commerce technologies are
standard. However, the adoption of more advanced digital marketing and business
management tools is often constrained by high costs, a lack of technical expertise, and
integration difficulties. Businesses demonstrate a strong awareness of and responsiveness
to local socio-economic conditions and cultural events, tailoring their strategies
accordingly. Nevertheless, they navigate a complex regulatory environment, with GST
compliance and clarity on e-commerce-specific laws being notable concerns, all while
facing intense competition from larger online platforms.

The data presented herein provides the empirical basis for the subsequent
discussion in Chapter 5, where these findings will be interpreted in greater depth, analysed
in the context of the theoretical frameworks (TAM and DOI), and compared with existing

literature to draw out key implications and formulate actionable recommendations.
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CHAPTER V:
DISCUSSION

5.1 Introduction: Interpreting the Findings and Their Broader Significance

The chapter serves as a transition between the exposition of empirical results in
Chapter IV and a detailed explanation of their significance, implications, and connection
to the current body of knowledge. The primary objective of this chapter is to present the
research findings on the impact of e-commerce on small retail companies in Northern India
and critically assess how these findings address the research questions and objectives
initially formulated in Chapter 1. It attempts to go beyond a simple summary of findings
to their underlying meaning.

To begin, the main results for each of the research questions will be interpreted,
with a high priority given to contextualising these results within the literature reviewed in
Chapter 2, as well as providing a brief connection to the theoretical frameworks of the
study. This will entail reviewing areas of convergence, divergence or extension of past
scholarship. This will be followed by a more detailed and integrated discussion of how the
overall findings interact with, inform, support or propose refinements to the Technology
Acceptance Model (TAM) and the Diffusion of Innovations (DOI) theory in the context of
small and medium enterprises (SMEs) in an emerging economy with tabular summaries
used to demonstrate these relationships.

The practical, managerial, and policy implications of the research will then be
clarified, providing actionable recommendations to small retailers, industry stakeholders,
and policymakers seeking to create a more inclusive and supportive e-commerce
environment in Northern India. The chapter will also re-examine the limitations of this
study, how they can moderate the interpretations, and suggest specific well-founded

directions for future research that can be based on the insights obtained.
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Finally, the chapter will be dedicated to synthesising the research findings into a
coherent narrative that highlights the contribution of the research to both academic
knowledge and practical applications in the dynamic sphere of e-commerce and small

business development.

5.2 Discussion of Findings with Research Questions, Literature, and Theoretical
Insights

This section systematically addresses each research question outlined in Chapter 1.
For each question, the key findings from Chapter 4 are summarised and then critically
discussed, with a particular focus on how they align with, extend, or diverge from the
existing literature reviewed in Chapter 2, and how they initially connect with the study's
theoretical underpinnings.
5.2.1 Research Question 1: Digital Marketing and Online Tool Usage by Small
Retailers in Northern India

Research Question 1: How are small retail businesses in Northern India using
digital marketing and other online tools, and what challenges do they face in doing so?

The empirical evidence presented in Chapter 4 (Section 4.3) suggests a picture of
practical, yet limited, digital marketing activity among small retail companies in Northern
India. Another notable finding is that social media marketing is nearly universal (almost
100% of the survey participants). This highlights its perceived low barrier to entry,
extensive coverage of the Indian digital population, and its ability to directly interact with
customers and gain brand awareness, which is consistent with the general literature that
recognizes social media as a key, and in many cases first, digital point of contact with
businesses of any size (Turchi, 2018). These platforms are interactive, enabling SMEs to

foster a sense of community and receive instant customer feedback, which is invaluable to
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resource-constrained businesses. In addition, the research revealed a high level of interest
in email marketing (64.7%) for customer retention and database development, as well as
strong adoption of influencer marketing (60%), particularly in image-based industries such
as apparel and lifestyle products. The tactical application of these instruments reflects the
arguments in the literature about the possibility of digital channels to enable better and
more focused customer interaction and service differentiation, enabling SMEs to build
loyalty beyond transactional relationships (Sin et al., 2016).

For example, email marketing can be used to communicate with existing customers
in a personalised manner at a low cost, whereas influencer marketing, when done well, can
provide credibility and facilitate quick growth to reach specific target demographics. To
exemplify this, one of the apparel retailers in Jaipur said in an interview, "We partnered
with a mid-level local fashion influencer in our new festive collection. One well-timed
Instagram post and two stories of hers led to a visible increase in our web traffic, nearly
40% that week, and a dramatic increase in direct requests and pre-orders of those particular
designs." This type of anecdotal evidence illustrates the practical impact that such
strategies can have when properly applied.

Nonetheless, such a wide implementation of basic tools is in sharp contrast to the
low use of more sophisticated and, possibly, more effective digital marketing tools. The
results show that advanced marketing automation systems (which 50.9% may have, but
may also have straightforward automation), Al-based predictive customer behaviour
analytics, or full-service Customer Relationship Management (CRM) systems with
sophisticated marketing capabilities are not widely combined. This is a critical dichotomy
that is echoed in the extensive literature on the various barriers to SMEs worldwide, as well

as in India.
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The most notable of these are the ongoing financial limitations (Yang et al., 2016;
Khan and Mahapatra, 2021), which restrict the ability of small retailers to invest in
advanced software subscriptions, specialised tools, or dedicated digital marketing staff.
This was strongly supported by interview data, in which retailers indicated that they would
like to have such tools, but the cost is prohibitive. This is further compounded by the often-
cited inadequacy of technical knowledge and expertise in specific digital marketing skills
(Ching et al., 2004; Nagar, 2017; Sahu and Singh, 2023). The ability to manage, integrate,
and leverage complex data generated by advanced analytics or automation workflows is a
set of skills that most small retailers, whose core business is focused on core operations,
often lack in-house and cannot afford to outsource.

This was further supported by the qualitative results, where retailers cited the
increasing price of online advertising on the leading platforms and the perceived
complexity of sophisticated digital tools as major deterrents. This validates the issues raised
by (Ramos et al., 2011; Turban et al., 2018) about the necessity not only to allocate budgets
strategically to digital marketing, but also to be able to analyze and optimize campaigns to
produce a positive return on investment, which is complicated by the lack of knowledge of
key performance indicators (Turchi, 2018).

The observation in the study that the adaptations in the digital marketing strategies
are sector-specific, such as the heavy reliance on visual platforms, such as Instagram and
influencer partnerships in the apparel and electronics industries, and content-based SEO
and informational blogs in the health & wellness or grocery businesses (Chapter 4, Figure
5) confirms the idea in the literature that effective digital promotion is not a universal
solution, but a highly contextual one (Ramos et al., 2011; Turchi, 2018). This adaptive
behaviour underscores the creativity of SMEs in matching their scarce resources to

channels and messages that they believe are most effective for their particular target
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audience and product features. Nevertheless, the fact that the answers were nearly equal in
terms of whether new digital strategies were adopted in the last year (50.9% yes, 49.1%
no; Appendix C, Q9) warrants further attention. This diverse terrain of innovation may not
only imply varying degrees of managerial proactiveness (Ivanov and D, 2012) or resource
availability (Zhu et al., 2002). It may also be a plateauing effect of some SMEs who have
already learned the basics of tools but are unable to overcome the insurmountable obstacles
to the next level of digital marketing sophistication. It may also reflect a wait-and-see
strategy in a fast-evolving digital world where the ROI of newer, untested strategies is
unknown to small actors.

Thus, although small retailers in Northern India are aggressively entering the digital
marketing arena, their experience is marked by a practical adoption of readily available,
basic tools. Their capacity to adopt more advanced, data-driven, and potentially
transformational digital marketing strategies is severely hindered by long-term issues,
including a financial capital shortage, a widespread digital skills gap, and the perceived
complexity of more advanced solutions. This scenario is a powerful indicator of the
fundamental principles of the Technology Acceptance Model (TAM). The Perceived Ease
of Use (PEOU) and the instantaneous Perceived Usefulness (PU) of such tools as social
media are the primary factors contributing to their popularity. On the other hand,
sophisticated tools, even though they may have a high PU theoretically, have low PEOU
(because of complexity and skill level), and their actual PU is reduced by high costs, which
is a critical external factor. According to the Diffusion of Innovations (DOI) approach, the
simple digital marketing tools have high trialability (they are easy to begin with low
commitment) and observability (the benefits can be easily observed in the activities of
competitors or peers), which makes them spread quickly. By contrast, innovative

marketing technologies are not always easily trialable by SMEs; their advantages are not
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always immediately noticeable without complex tracking, and their increased complexity
and cost become a serious obstacle, thereby delaying their adoption among this particular
group of businesses. This gap highlights one of the key areas where specific interventions
can make a significant difference in the digital marketing capacity and competitiveness of
small retailers, namely by focusing on affordable and user-friendly advanced tools, as well
as on accessible skill development programs.
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5.2.2 Research Question 2: Technological Advancements Utilised by Small Retail
Firms

Research Question 2: Which technological advancements are most utilised by small
retail firms, and how do these technologies help them run their operations better?

The study of technological adoption among small retailers in Northern India
(Chapter 4, Section 4.4) reveals that the environment is characterised by practical decision-
making, with basic e-commerce technology being widely adopted, whereas more advanced
systems remain largely a dream. The evidence suggests that the technological foundations
of many of these enterprises are platforms like Shopify and WooCommerce (both of which
are used by around 29% of platform users, according to Appendix C, Q11), and basic tools
like digital payment gateways (75% adoption, Table 8), and with specific solutions like
Razorpay mentioned in interviews frequently) and simple inventory management systems
(with a 60 per cent adoption rate, Appendix C, Q12).

This tendency of implementing tools that provide direct, concrete operational
advantages and are comparatively easy to integrate is highly consistent with the literature
on SME technology adoption, which proposes that there is a strong inclination towards
solutions with low barriers to entry, obvious utility, and controllable complexity (Molla et
al.,2001; Shackel and B, 2009). The overall positive effect on sales 70% reported moderate
or significant increases, (Appendix C, Q13) and the high overall satisfaction with e-
commerce integration 70% satisfied or very satisfied, (Appendix C, Q14) that most survey
respondents reported is a direct indicator of the Perceived Usefulness (PU) construct of
TAM (Davis, 1989). This means that these fundamental tools are not only adopted but also
perceived as genuinely helpful in improving business performance.

The qualitative data and specific data presented in Appendix E (Table A4) provide

strong evidence for how these technologies can help retailers operate their businesses more
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efficiently. For example, a clothing company that used Shopify and TradeGecko
experienced a 30% increase in online sales and a significant 20% decrease in stockouts. On
the same note, an electronics company using Magento and Cin7 experienced a 25% rise in
conversion rates and a 10% decrease in delivery delays. Such measurable benefits are a
direct demonstration of the Relative Advantage, a DOI construct (Rogers, Singhal, and
Quinlan, 2019), which suggests that integrated e-commerce and inventory management
solutions may provide greater benefits compared to wholly traditional or disjointed
approaches to operations.

The interviewees repeatedly associated the implementation of these basic tools with
the simplification of the order processing procedure, the increased accuracy of inventory
monitoring (therefore, the reduction of lost sales as a consequence of stockouts or
overstocking), better management of customer data (which helped them follow up on
customers and communicate with them more effectively), and the general increase in their
capability to manage online sales channels successfully. As one electronics retailer stated
in an interview, "Ever since we have implemented a proper inventory system with our e-
store, our inventory accuracy has gone through the roof, and we have fewer disappointed
customers because of items not being in stock after an order is placed." This is a direct
reference to the operational efficiencies that form the perception of usefulness.

Nevertheless, one of the most critical findings of this research is the drastically low
adoption of more advanced business management technologies. More advanced Enterprise
Resource Planning (ERP) systems, complete Customer Relationship Management (CRM)
functionality beyond simple contact management, and more sophisticated marketing
automation software were discovered to be in use by a significantly smaller percentage of
the surveyed companies. These main obstacles found in this study high costs (60% of

respondents mention it as one of the key challenges in the adoption of technologies, Figure
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6 in original thesis), the overall lack of technical expertise (50%) and the ongoing
difficulties with system integration (30%) are widely supported in the general SME
literature (Ching et al., 2004; Yang et al., 2016). The qualitative data provided a clear
picture of retailers' desires to employ such advanced systems, which are often hindered by
significant financial constraints or the perceived complexity of implementation,
customisation, and maintenance. A hybrid business owner complained, "An ERP system
would be a game-changer to us, to bring all our operations together, but the licensing and
implementation costs, never mind the specialist staff to run it, are just too high at our
current size." This implies that although the potential Relative Advantage of such
sophisticated tools may be intellectually grasped or even desired, their high Complexity
(one of the primary DOI constructs) and the significant financial and human resources
needed to implement them effectively serve as potent, and in many cases, insurmountable
barriers to many SMEs.

The fact that user-friendly and scalable platforms such as Shopify and
WooCommerce were mentioned as a preferred choice in the interviews further
demonstrates the importance of Perceived Ease of Use (PEOU) of TAM (Davis, 1989) and
low Complexity of DOI (Klingelhofer, 2019; Rogers, Singhal and Quinlan, 2019) in the
calculus of technology selection by these small businesses. Retailers are keen on solutions
that do not require a high learning curve or extensive technical intervention in their daily
operations. The fact that the barrier of Integration Challenges was found to be a significant
barrier also indicates a problem with Compatibility (DOI) between new digital tools and
legacy systems or other software solutions that are different and often older, resulting in
silos of operations and inefficiencies instead of the smooth integration that is desired.

Therefore, the technological environment of Northern Indian small retailers can be

described as one where the adoption of necessary and available e-commerce tools is
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pragmatic and frequently necessity-driven, and where the operational advantages of these
tools are clear and immediate. These underlying technologies are seen as beneficial and
comparatively straightforward to maintain, and therefore are more accepted. Nevertheless,
the spread of more revolutionary, high-tech technologies, which might provide them with
even more strategic benefits, is much more gradual and discriminating. This is mainly
attributed to the constant limitations in terms of financial capabilities, expertise, and the
challenges of integration; i.e., such high-tech solutions can only be a dream, not a reality,
for most small retailers in this regard. This implies that although the initial acceptance
(TAM) of simple tools is relatively high due to positive PU and PEOU, the overall diffusion
(DOI) of more complex and expensive innovations is significantly hindered by contextual

and resource-based conditions.
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5.2.3 Research Question 3: Impact of Regulatory Frameworks on E-commerce
Activities

Research Question 3: How do consumers' trust and preferences impact small retail
firms’ e-commerce strategies?

The empirical evidence in this study (Chapter 4, Section 4.5) demonstrates that
consumer trust and local preferences, which are deeply ingrained, are not merely secondary
factors but central driving forces in the development and implementation of e-commerce
strategies by small retail companies in Northern India. The conscious focus of the retailers
on the communication in local languages reported by 96.7% of survey respondents to
influence strategy; (Appendix C, Q20), the strategic integration of promotions with local
cultural festivals rated as "Extremely Important" or "Important" by 70% of survey
respondents; (Appendix C, Q21), and the fine-tuning of pricing and product offering to
local income levels 100 percent of survey respondents identified income as influencing
strategy; (Appendix C, Q19) all indicate a sophisticated, though often intuit.

This high correlation with local specifics is a direct confirmation of the literature,
which emphasises that in the impersonal world of e-commerce, where traditional face-to-
face communication is not available, trust becomes a key, essential currency (Chu and Guo,
2019). The problem with small retailers, as keenly highlighted by Sukumar & Edgar, is
that developing digital trust is an uphill battle, particularly when competing with
established e-commerce giants that have high brand equity and marketing clout.

One of the most interesting findings was the role of consumer confidence in online
payment systems, particularly in regions where retailers believe their target market is less
digitally familiar. In all interviews, it was consistently found that the absence of confidence

in the security of digital payments was a significant barrier, and the consumer preference
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towards Cash on Delivery (COD) was very high and persistent. This empirical finding is
strongly echoed in larger studies of the Indian e-commerce market, which have reported
the popularity of COD despite efforts to promote digital payments (Chaithralaxmi.T and
Shruthi. N, 2016). It also highlights the security issues, which are widespread and may
hinder the adoption of digital transactions, which is well-documented in the literature on
e-commerce around the world (Choshin ef al., 2017).

The adaptive approach that most small retailers in this study have adopted, which
involves the active provision of COD, sometimes as the default choice, and the investment
of effort in customer education regarding the safety of their online systems, demonstrates
a realistic response to these trust gaps. Theoretically, this is a vital facilitator of transaction
completion, as it enables adaptation to guarantee Compatibility (DOI) with the current level
of consumer comfort and established payment patterns. By providing COD, which may
add logistical complexity and costs to the SME, the service may improve the Perceived
Ease of Use (PEOU) (TAM) of a subset of consumers by lowering their perceived risk and
effort towards making online payments.

Another dominant theme was the profound impact of cultural events and festivals,
such as Diwali, Holi, and Eid, on sales patterns and marketing strategies. Retailers in
various industries (e.g., apparel and electronics, grocery and toys) vividly explained how
they carefully match their product assortments (e.g., festive hampers, seasonal collections,
as shown in Table 9) with marketing messages and promotional offers to these times of
increased consumer activity and particular cultural demand.

Such strategic alignment aligns with the literature, which states that socio-cultural
norms and related consumer behaviour patterns generally influence the perceived necessity
and potential advantages of particular e-commerce engagement strategies (Sinha et al.,

2021). The effectiveness of such festive campaigns, which in many cases lead to a
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considerable growth in sales (Table 9), illustrates how e-commerce can enhance the
commercial potential of such cultural moments in case strategies are correctly aligned. This
correspondence can be regarded as an addition to the Relative Advantage (DOI) of the e-
commerce product during these peak times, as it makes it more appealing and applicable
than regular, non-contextualised online retail.

Moreover, the fact that the importance of language as a cultural aspect influencing
strategy was overwhelming, with 96.7% of respondents agreeing (Appendix C, Q20),
highlights the importance of localised communication. Interviewees expounded on this by
saying that they use Hindi, Hinglish, or other regional linguistic subtleties in their social
media interactions, customer service interactions, and even product descriptions to create
a rapport, clarity, and a sense of connection with the target audience. This habit provides
direct confirmation of the claims made by Nantembelele & Gopal (2018) regarding the
significance of language in customer interaction and trust-building. These localisation
initiatives have direct benefits to the Perceived Usefulness (PU) (TAM) of the e-commerce
channel to both the retailer (through better effectiveness of communication) and the
consumer (through greater accessibility and relatability of the platform).

Lastly, the importance of existing community networks and local trust in helping
some retailers make the initial online move, especially those with an existing physical
presence, was a key qualitative finding. Already established and trusted retailers in their
respective local communities may sometimes find it easier to encourage their current
customers to use their new online outlets. This implies that existing social capital can be
leveraged to bridge the trust gap during the initial stages of digitalisation. Nevertheless, the
issue of establishing new trust solely online, particularly to appeal to customers outside
their local geographical area or network, was a significant concern. It means that, although

the general tendencies in e-commerce refer to such characteristics as a wide range of
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products, low prices, and fast delivery (Nagar, 2017; Majumdar, Sarma and Majumdar,
2020), to thrive and maintain their e-commerce businesses, small retailers in Northern India
would have to balance these with, and, in many cases, supplement them with strategies that
would actively build local trust, show cultural sensitivity, and appeal to local economic
tastes.

Their e-commerce strategies, in other words, are not only shown to be exercises in
technology adoption but also highly socio-technically integrated efforts, requiring a
sophisticated appreciation of and reaction to the subtle parameters of trust and the diverse
preferences of their target consumers. This highlights the importance of highly compatible
e-commerce strategies (DOI) with the local socio-cultural and economic fabric, which is

complex and nuanced.
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5.2.4 Research Question 4: Impact of Government Policies on SME E-commerce
Adoption

Research Question 4: How do government policies and initiatives influence the e-
commerce adoption of small retailers in Northern India?

The results related to the role of government policies and initiatives in the adoption
of e-commerce by small retailers in Northern India (Chapter 4, Section 4.6) are somewhat
complicated and contradictory. Although national-level initiatives such as Digital India are
broadly known (and most of the surveyed retailers (60%) said they were either familiar
(30%) or very familiar (30%) with e-commerce regulations (Appendix C, Q16; Figure 8),

the actual implementation of these policies in the form of real, positive and sustained
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effects on the ground with this SME segment seems to be mixed and, in some cases,
minimal. This finding is consistent with a substantial body of literature that consistently
highlights a persistent disconnect between policy goals and the realities of policy delivery,
accessibility, and perceived value to SMEs, particularly in the developing world (Gupta,
Jha, et al.).

The survey results, which indicate that the respondents' perception of the effect of
current regulations on their business is neutral (50.2%), with a significant proportion (20%)
reporting an adverse effect (Appendix C, Q17; Figure 9), are especially revealing. It
implies that the existing regulatory landscape does not appear to actively support or
facilitate the e-commerce activities of a significant number of small retailers; it can be
regarded as irrelevant or, even, as a burden. Specific and vivid examples of these challenges
were provided through the qualitative information obtained from interviews. One of the
regulatory barriers that was mentioned repeatedly was the Goods and Services Tax (GST).
Although the macroeconomic aim of GST was to streamline the indirect taxation system,
the compliance burden of GST, such as the need to file frequently and complex returns,
learn numerous tax slabs on a variety of products, and deal with e-way bills on online sales,
was administratively cumbersome and frequently expensive to many small retailers, unless
they had dedicated accounting resources or had to hire external consultants. One electronics
retailer complained that GST is good in theory, but as a small business, we have to cope
with monthly returns, all the rules about different components, and ensuring every
transaction on the internet is adequately documented. It is a continual burden and increases
our overheads. This sentiment is echoed by the concerns raised in the literature about the
potential excessive cost of compliance that broad-based tax reforms may impose on SMEs

(Guo and Chen, 2022; Sardjono, 2023).
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Moreover, the qualitative results showed that retailers had a certain level of
uncertainty and ambiguity in terms of particular e-commerce laws, especially those related
to data privacy (with some even having vague concerns about principles like GDPR, even
though they are not directly applicable, when it comes to dealing with customer data),
subtle details of online consumer rights (e.g., changing rules regarding return policies,
digital warranty information), and legislation on online advertising and digital content.
Such ambiguity may lead to operational reluctance, perceived risks associated with
expanding digital operations, and potentially delay the implementation of more advanced
e-commerce practices that require high levels of data processing or have international
implications. This indicates an urgent need for the more targeted dissemination of
regulatory information and the provision of simplified, easy-to-understand guidelines
designed explicitly for small e-commerce businesses.

In terms of government support schemes that could promote digitalisation,
including those within the Digital India framework or individual MSME support programs,
the study revealed that although some interviewees admitted to being generally aware of
such initiatives, their practical use and the perceived direct value were inconsistent. Some
respondents believed that these programs were too general, too difficult to access due to
cumbersome application procedures or strict eligibility requirements, or that the support
provided did not precisely meet the needs of tiny businesses facing day-to-day operational
problems. One hybrid business owner said, "We hear of Digital India and other MSME
schemes, but it is not always obvious how a small consultancy and retail hybrid like ours
can directly benefit from the schemes available, or the paperwork involved appears to be
too much to be worth the potential payback."

This observation indicates that although national programs such as Digital India are

designed to close the digital divide and support e-commerce (Li, L, et al., 2021)(L. Li et
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al., 2021), their adequate coverage and influence on the wide range of small retailers in
Northern India might need substantial improvement utilizing more localized delivery
channels, simplified access channels, and improved alignment with the needs of the
grassroots. The Open Network for Digital Commerce (ONDC), which was discussed in the
literature review as one of the transformative initiatives to democratise e-commerce and
create a level playing field (Singh et al., 2022; Zhao, 2023), did not exhibit a powerful
characteristic in the primary data of this study yet. This can probably be explained by the
fact that its massive implementation is relatively recent and the process of adoption by
smaller retailers is still in progress, which implies that its possible influence has not been
fully achieved or comprehended by this population yet.

The impact of these regulatory and governmental factors may be explained in terms
of the theoretical frameworks of TAM and DOI. Transparent, friendly, and user-friendly
regulatory systems, as well as truly accessible and applicable support measures, would
likely increase the Perceived Ease of Use (PEOU) of engaging more intensively in e-
commerce by reducing administrative costs and simplifying compliance. They might also
enhance Perceived Usefulness (PU) by making the environment more stable and
predictable, where the advantages of digital transformation can be achieved with more
certainty. On the other hand, complicated or ambiguous rules, in combination with
unavailable or poorly-matched support programs, are relevant environmental conditions
that raise the perceived Complexity (DOI) of e-commerce and lower its Compatibility
(DOI) with the practical realities and resource capabilities of small firms, thus hampering
the spread of more advanced e-commerce applications and possibly deterring broader
involvement. The results indicate that to become practical enablers of government policies,
they should be developed and applied with a profound awareness of the unique limitations

and working conditions of small retailers.
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Figure 13:
E-commerce and Government Policies

5.2.5 Research Question 5: Key Barriers Limiting E-commerce Leverage by Small
Retailers

Research Question 5: What are the most significant barriers (technological,
financial, infrastructural, skill-based) that limit small retailers in Northern India from fully
leveraging e-commerce opportunities?

The analysis of the strategic frameworks employed by small retailers in Northern
India in their e-commerce initiatives (Chapter 4, Appendix C, Q22-Q23, and qualitative
interview data) reveals a picture of a combination of formal recognition and informal,
flexible implementation. The first indication of strategic intentionality is the survey result

that a significant majority (59%) of respondents indicated that they used a Strategic
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Framework to E-Commerce Adoption, and that a combined 60% of respondents also felt
that their frameworks were either "Effective" (40%) or "Very Effective" (20%).

However, the qualitative data is important in providing a critical context, as to
many, these frameworks are not so much about formally documented, comprehensive,
long-term strategic plans, but rather about emergent, adaptive sets of guiding principles or
operational routines that have developed over time due to experience. This observation is
consistent with a large body of literature that argues that strategic planning in SMEs tends
to be more intuitive, flexible, and responsive to current market situations, as opposed to
being highly formalised or systematically structured (Beaver et al., 2005; Ivanov and D,
2012). One interviewee, an owner of a hybrid retail and service business, put it this way:
"We do not have a 50-page online strategy document, but we have certain principles,
customer first, fast response to what is selling, and keeping our online appearance
consistent with our shop. It serves us."

The qualitative interviews played a significant role in breaking down the
fundamental elements of these commonly informally implemented, yet thought to be
effective, strategic strategies. There were some common themes that the more successful
or more confident retailers found to be part of their so-called framework to sustainable e-
commerce growth:

Customer-Centricity and Niche Market Focus: Deep customer-centricity and a
focus on niche markets have become key elements of successful strategies. This meant
providing personalised services, creating unique product collections that larger platforms
would overlook, or building a strong community around their brand. This is echoed in the
literature, which supports differentiation and focus strategies as a possible competitive
route for SMEs (Matthews et al., 2001; Burt et al., 2003). As an example, a clothing retailer

that focuses on custom-fit ethnic wear to be worn on particular occasions, or a grocery store
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that promotes locally grown organic food with extensive provenance details has this
distinctive value proposition as a core part of its business, and it is based on this value
proposition that the platform selection, marketing messages, and customer service
procedures are developed. Such a customer-focused strategy enhances the Perceived
Usefulness (TAM) of their e-commerce initiatives by directly addressing specific,
frequently unmet market demands.

Operational Efficiency through Pragmatic and Scalable Technology: Retailers
that indicated successful strategic frameworks tended to emphasise the prudent,
gradual, and pragmatic choice and implementation of technology. They achieved this by
selecting e-commerce platforms that are easy to use and expand (such as Shopify or
WooCommerce, as mentioned in RQ2), trustworthy and easy-to-manage payment
gateways, and affordable and manageable inventory systems that are also scalable in the
future. This practical approach, which considered technology as a means to an efficient
operational backbone rather than an end in itself, was central to the strategy. This is a
pragmatic appreciation of the trade-off between Perceived Ease of Use (TAM) and
fundamental functionality, as well as the Relative Advantage (DOI) of an entirely manual
or fragmented system.

Deliberate Trust and Local Relevance Development: Since online transactions
were impersonal, it was common to involve conscious aspects of trust and local relevance
development. This involved maintaining clear communication regarding products and
policies, providing responsive and empathetic customer service, and proactively managing
online reviews. Additionally, as covered in RQ3, it involved leveraging existing local
community connections, particularly in cases where businesses have a high physical

presence. This strategic emphasis on local relevance and trust is further supported by the
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importance of local payment preferences (such as COD) and linguistic nuances, which fit
the Compatibility (DOI) construct.

Resourceful and Adaptive Digital Marketing: Retailers with effective digital
marketing strategies were adaptable, although most faced budgetary constraints. They kept
a close eye (even informally) on the performance of the various channels and concentrated
their scarce resources on those that produced the best perceived return on investment in
their particular sector and target audience. This typically involved focusing more on
organic reach through content creation, engaging with communities on social media, and
utilising email marketing to retain customers, rather than relying on paid advertising
channels, which are becoming increasingly costly. This cyclical process embodies practical
learning and adaptation.

Emergent Omnichannel Integration: An emergent, but not necessarily fully
formalised, strategic consideration of omnichannel integration was particularly evident in
the case of retailers with existing physical stores. This included efforts to make the
customer experience smoother between online and offline interactions, such as providing
click-and-collect services, maintaining consistent branding and messaging, and utilising
online channels to drive foot traffic to physical stores. This is consistent with (Turchi,
2018) arguing that the Omnichannel concept is increasingly becoming important in
contemporary retailing.

Along with these positive aspects of adaptive strategising, the results also clearly
show that the absence of formalised, detailed, and long-range strategic planning for e-
commerce was a significant challenge and potential weakness for many small retailers. The
41% of survey respondents who said they did not use any strategic framework, and the
significant 40% who rated their current frameworks as either "Neutral" or "Ineffective,"

indicate a significant opportunity to improve. The qualitative data tended to show that to
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many, strategy was more a set of day-to-day operational choices and ad hoc reactions to
short-term market developments or competitor moves, than a written, long-term plan to
grow digitally, innovate, position itself competitively, and manage risk. This widespread
absence of formal strategic planning is a well-documented attribute and problem of SMEs
(Willis and R, 2004; Beaver et al., 2005), and can be a significant impediment to achieving
sustainable, scalable, and truly transformative e-commerce success for SMEs. It can restrict
their ability to actively seek and invest in new opportunities, deploy resources efficiently
towards long-term digital capability development, or develop resilience against future
market shocks.

Thus, although much of the small retailers in Northern India are intuitively or
adaptively applying the aspects of good e-commerce strategy, often out of necessity and
practical experience, the overall adoption and successful application of comprehensive,
formalized, and dynamic strategic plans to sustainable digital expansion seems to be one
of the areas where there is much room to develop and assist. The results indicate that
although emergent strategies may produce some success, a more proactive, holistic, and
documented strategic planning process, which is nevertheless flexible and adaptive, would
offer a more coherent long-term direction and be much more likely to improve the long-
term e-commerce viability and competitiveness of these essential economic players. This
also has a bearing on the Perceived Usefulness (TAM) of formal strategic planning itself;
SMEs are unlikely to use it unless they see it as directly applicable or not too complex

(PEOU/Complexity).
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5.3 Detailed Engagement with Theoretical Frameworks

After having contextualized the empirical results against the background of each of
the research questions and the available literature, this section provides a more specific and
detailed analysis of how the results as a whole, fit, inform and may extend the two major
theoretical perspectives used in this study, the Technology Acceptance Model (TAM) and
the Diffusion of Innovations (DOI) theory. This analytical exercise aims to demonstrate
the usefulness and relevance of these models in interpreting the dynamics of e-commerce
adoption among small retail companies in the specific socio-economic and developmental
context of Northern India. Tabular summaries will be incorporated into the discussion to

explicitly project significant chapter findings 4 onto the primary constructs of each theory.
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5.3.1 Application of the Technology Acceptance Model (TAM) to E-commerce
Adoption by Small Retailers

The Technology Acceptance Model (Davis, 1989), with its emphasis on Perceived
Usefulness (PU) and Perceived Ease of Use (PEOU) as primary determinants of technology
adoption, provides a valuable framework for understanding the decision-making processes
of the small retailers in this study. The findings from Chapter 4 offer substantial empirical
support for the core tenets of TAM, while also highlighting the critical influence of external

variables pertinent to the SME context in Northern India.

5.3.1.1 Perceived Usefulness (PU) in the Context of Small Retailers

Perceived Usefulness (PU) is the extent to which a person feels that the use of a
particular technology will make his/her job performance better, or in this case, the
performance of the firm. The results of the study suggest that PU was a significant

motivator for the implementation of various e-commerce tools and practices among small

retailers.

Table 10:

TAM Construct: Perceived Usefulness
TAM Key Findings from Chapter 4 Sector-Specific Examples from
Construct | Supporting PU Findings (Illustrative)

Perceived | Most of the survey participants | The Apparel and Electronics
Usefulness | indicated that e-commerce had | industries claimed to have utilised e-
(PU) either "Moderately increased" or | commerce platforms, such as
"Significantly increased" their sales | Shopify, to conveniently operate
(Chapter 4, Section 4.4.1). online stores and expand their

operations (Interviews).

(PU There were high levels of | Health & Wellness retailers also

continued) | satisfaction ~ with  e-commerce | benefited directly from using CRM
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TAM

Construct

Key Findings from Chapter 4
Supporting PU

Sector-Specific Examples from

Findings (Illustrative)

integration,

benefits (Chapter 4, Section 4.4.1).

indicating perceived

tools to personalise engagement and

increase customer loyalty

(Interviews).

(PU

continued)

Interviewees  have  repeatedly
associated the application of basic e-
commerce tools (platforms,
payment gateways, and inventory
management) with specific
outcomes, such as increased sales
and operational efficiency (Chapter

4, Section 4.4.2).

Inventory management  systems
enable grocery retailers to track their
inventory in real-time, thereby
reducing stockouts and errors and
service

enhancing delivery

(Interviews).

(PU

continued)

Specific, measurable improvements,
such as a 30% increase in online
sales for an apparel business using
Shopify and TradeGecko,

noted (Appendix E, Table A4).

WwWEre

Electronics companies that
implemented Magento noted that they
had a better knowledge of customer
behaviour and a higher conversion

rate (Appendix E, Table A4).

(PU

continued)

The use of social media was
widespread, as it was perceived to
be beneficial for brand exposure and
customer interaction (Chapter 4,

Section 4.3.1).

Social media enabled pet supplies
retailers to reach pet owners who are
in the process of seeking specialised
products and have a high utility

(Interviews).

(PU

continued)

Customer retention was a significant
application of email marketing,
which means that it was perceived to
help sustain customer relationships

(Chapter 4, Section 4.3.1)

The Grocery and Health & Wellness
sectors have found email marketing to
be effective in promoting repeat
purchases and information sharing

(Interviews, Figure 5).
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The evidence suggests that small retailers recognised the utility of e-commerce
tools, whether in terms of direct sales improvement, enhanced customer relationship
management, or streamlined operations, and were therefore more likely to adopt and utilise
those tools. The capability of e-commerce to extend market coverage beyond local
boundaries was a significant factor in its perceived usefulness, as well as its contribution
to providing a platform for direct customer interaction and feedback. This robust evidence
of PU is consistent with the ample previous studies that have affirmed its focal position in

the acceptance of technology (Venkatesh and Bala, 2008).

5.3.1.2 Perceived Ease of Use (PEOU) and Its Impact

Perceived Ease of Use (PEOU) is associated with the extent to which a person is
convinced that the application of a specific technology would not be laborious. PEOU was
a significant factor in the adoption of technology among resource-constrained small

retailers in this study.

Table 11:
TAM Construct: Perceived Ease of Use
TAM Key Findings from Chapter 4 Sector-Specific Examples from
Construct | Supporting PEOU Findings (Illustrative)
Perceived | The preference for user-friendly and | Grocery retailers tended to use
Ease of scalable platforms, such as Shopify | WooCommerce because it was
Use and WooCommerce, was also | cheap and had simple functions,
(PEOU) frequently  cited  during  the | particularly those with fewer
interviews, as they are easy to set up | technical personnel (Interviews).
and have intuitive interfaces (Chapter
4, Section 4.4.2).
(PEOU The limited uptake of more advanced | Electronics  retailers  reported
continued) | or complex systems (e.g., difficulties in effectively utilising
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TAM Key Findings from Chapter 4 Sector-Specific Examples from
Construct | Supporting PEOU Findings (Illustrative)
sophisticated ERPs, advanced advanced analytics tools, citing
analytics) was partly attributed to their complexity and high learning
their perceived difficulty and the curve (Interviews).
effort required for implementation
and maintenance (Chapter 4, Section
4.4.2).
(PEOU The challenges mentioned, in terms of | One of the factors that made ease
continued) | the absence of technical expertise and | of integration a significant PEOU
integration issues (Chapter 4, Figure | was the fact that apparel
6), are directly related to concerns | businesses occasionally had
about PEOU. trouble synchronising their
physical stores with online sites
(Interviews).
(PEOU The perceived minimal effort needed | Basic posting on social media was
continued) | to initiate and sustain a basic not very complicated to handle in
presence in social media marketing is | most sectors, which is why it is so
one of the reasons why social media | widely used (General Interview
marketing has been universally Theme).
adopted (Chapter 4, Section 4.3.1).
(PEOU Challenges in integrating new digital | A low PEOU of non-integrated
continued) | tools with legacy systems were also a | systems was indicated by

frequent source of pain, which
reflects low PEOU of integrations
(Chapter 4, Section 4.4.2).

automotive parts businesses,
which characterised the
integration of online orders with
in-store inventory as a "major

headache" (Interviews).
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The results clearly show that technologies perceived as easy to learn, adopt, and
use had reduced barriers to adoption. The ease of use of platforms like Shopify and
WooCommerce, which did not require much technical expertise, was also a major
contributor to their popularity among the retailers interviewed and surveyed. On the other
hand, the perceived complexity of high-end analytical tools or full-featured ERP systems,
and the absence of in-house expertise to operate them, was a significant barrier, regardless
of the perceived potential utility of such tools. This confirms the TAM hypothesis that
PEOU is a direct predictor of the adoption intention and also affects Perceived Usefulness
(i.e., a tool that is difficult to use may eventually be perceived as less applicable since the

cost exceeds the benefits).

5.3.1.3 The Influence of External Variables on TAM Constructs

Although PU and PEOU are central to TAM, the model has been expanded to
recognise the contribution of external variables. The results of this study bring to light some
of these variables that greatly mediate the PU and PEOU of e-commerce technologies

among small retailers in Northern India.

Table 12:
TAM Construct: External Variables
External Specific Findings from Chapter | Impact on PU/PEOU
Variable 4 Influencing PU/PEOU
Category
Financial The most significant obstacle to | Directly diminishes the practical
Constraints implementing  advanced  e- | utility of costly tools (the benefits
(Cost) commerce technologies was the | may not justify the costs) and may
high costs (Chapter 4, Figure 6). | render even easy-to-use tools
There was also the issue of | inaccessible, thereby cancelling
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External
Variable
Category

Specific Findings from Chapter
4 Influencing PU/PEOU

Impact on PU/PEOU

increasing costs of online

advertising (Interviews, Chapter

4, Section 4.3.2).

the idea of PEOU for some

individuals.

Skills and
Support

The main barrier was a lack of
technical expertise (Chapter 4,
often

Figure 6). Interviews

highlighted the necessity of
training and technical support that
is accessible (Chapter 4, Section

442).

Low skills
PEOU. PEOU and, subsequently,

internal diminish
PU can be improved by the
availability of good
training/support that will facilitate

their use.

Socio-
Cultural

Factors

The socio-cultural factors that
affected the payment strategies of
retailers were consumer trust in
online payments (particularly in
with  less

regions digital

familiarity) and
preference for COD (Chapter 4,

Section 4.5.2).

consumer

It was essential to align with local
festivals. The PU of digital-only
payment systems can be low
among retailers due to the low
consumer confidence in digital
payments. Cultural conformity of

e-commerce festive

(e.g.,
promotions) increases the PU of

online channels.

Regulatory

Environment

There were issues related to the
uncertainty and complexity of
GST compliance, as well as e-
commerce-specific laws (Chapter

4, Section 4.6.2).

Regulatory
PEOU

complexity  may

reduce because it
introduces administrative
overheads. PU can be reduced due
to uncertainty regarding the
benefits resulting from ambiguous

regulations.
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External Specific Findings from Chapter | Impact on PU/PEOU
Variable 4 Influencing PU/PEOU
Category
Infrastructural | Such constraints as unstable | Inefficient infrastructure may
Limitations internet and difficult logistics (not | significantly restrict the practical
the primary focus of the survey, | utility (PU) and hinder e-
but mentioned in interviews) | commerce activity, particularly
affect the viability of operations | due to low perceived ease of use
(Chapter 4, discussion of RQ4). (PEOU), regardless of the
platform's intrinsic characteristics.
Competitive | A key external factor was the Can increase the PU of adopting e-
Pressures intense competition with large e- | commerce to be competitive, but
commerce platforms (Chapter 4, |also  points out  resource
Section 4.6.2). differences that make effective use
(and therefore realised PU/PEOU)
challenging.

These external variables indicate that the core TAM constructs of PU and PEOU

are not developed in a vacuum for small retailers in Northern India. The economic realities,

the skill environment, the socio-cultural context, the regulatory landscape, and the

available infrastructure have a profound influence on them. Although TAM offers a potent

perspective on individual-level acceptance, considering such ubiquitous external

moderators significantly enhances the application of this framework in this context. The

results indicate that in this particular group of people, external factors such as affordability

and the availability of a favourable ecosystem (including training and infrastructure) are

not only significant but may also serve as a key precondition or gateway to considering the

PU and PEOU of most e-commerce solutions.

107




5.3.2 Application of the Diffusion of Innovations (DOI) Theory to E-commerce
Adoption by Small Retailers

The Diffusion of Innovations (DOI) theory, as articulated by Rogers (1995),
provides a valuable macro-level perspective for understanding how e-commerce, as an
innovation, spreads through the social system of small retailers in Northern India. The
theory's core constructs—Relative Advantage, Compatibility, Complexity, Trialability,
and Observability—help to explain the varied patterns and paces of adoption observed in

this study.

5.3.2.1 Relative Advantage
Relative Advantage describes how much better an innovation appears to be than

the practice it replaces. If small store owners view selling online as more rewarding than

opening a shop on the corner, they are far more likely to move in that direction.

Table 13 :

DOI: Relative Advantage

DOI Key Findings from Chapter 4: | Sector-Specific Examples from

Construct | Supporting Relative Advantage Findings (Illustrative)

Relative Most survey participants reported | Apparel firms recorded sales

Advantage | that their internet sales rose | increases of approximately 30 per
moderately or significantly (Chapter | cent  through  Shopify  and
4, Section 4.4.1), indicating that a | TradeGecko, as shown in Appendix
financial gain was widely felt. E, Table A4.

(Relative Interviewees emphasised that an | City-based grocers with home

Advantage | online shop transcends regional | delivery apps now serve suburbs

cont.) borders, enabling them to sell | they never reached when orders
effectively beyond local foot traffic | came only from walk-in patrons
(Chapter 4, Section 4.4.2). (Interviews).
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DOI Key Findings from Chapter 4: | Sector-Specific Examples from
Construct | Supporting Relative Advantage Findings (Illustrative)
(Relative | Many retailers using targeted e- | Electronics outlets, for instance,
Advantage | commerce tools reported sharper | explained that linked inventory
cont.) operational efficiencies, including | software reduced stockouts and
tighter inventory oversight and | improved order accuracy, a notable
faster order processing (Chapter 4, | gain over the labour-intensive
Section 4.4.2). manual system (Interviews).
(Relative | The new capacity to speak with | Health and wellness firms leveraged
Advantage | customers in real-time and collect | online portals for live consultations
cont.) feedback through digital channels | and tailored follow-ups, thereby
was frequently framed as a | significantly enhancing the quality
significant upgrade over the |of  service they  delivered
constrained exchanges of traditional | (Interviews).
retail (Chapter 4, Section 4.3.2).

Overall, the evidence suggests that Relative Advantage continues to drive e-
commerce adoption. Small shops that saw obvious benefits from higher sales, broader
markets, modest cost savings, or better operational control were far more willing to launch
and stick with online selling. Side-by-side comparisons with slower, narrower traditional
practices made the advantages of e-commerce plain, mirroring Gunasekaran et al.'s ( focus

on perceived gains as a key adoption catalyst.

5.3.2.2 Compatibility
Compatibility refers to the extent to which a new idea, product, or practice aligns

with individuals' existing beliefs, experiences, and practical needs.

109



Table 14 :

DOI: Compatibility

DOI

Construct

Key Findings from Chapter 4:
Supporting Compatibility

Sector-Specific Examples

from Findings (Illustrative)

Compatibility

Compatibility: Retailers actively
tailored e-commerce strategies to
align with local cultural events and
festivals, such as Diwali and Holi,
indicating a drive for compatibility
with consumer behaviour (Chapter 4,

Section 4.5.2).

Apparel and hybrid businesses
created special product bundles
and marketing campaigns for
festivals, aligning their online
offerings with peak seasonal
purchasing patterns

(interviews).

(Compatibility

cont.)

The preference for cash-on-delivery
COD in areas with lower digital-
and retailers'

payment  trust

willingness to offer it shows
adaptation for compatibility with
consumer  payment

Chapter 4, Section 4.5.2.

preferences

Grocery-delivery services
often offer COD to build trust
and ensure compatibility with
the payment habits of new or
online

hesitant shoppers

(interviews).

(Compatibility

cont.)

The wuse of local languages or
Hinglish in digital communications
was seen as important for connecting
reflects

with customers, as it

compatibility with linguistic

preferences 4, Section

4.5.2).

(Chapter

Apparel retailers mentioned
using Hindi/Hinglish on social
media to be more relatable,
thereby enhancing

compatibility ~ with  local

communication styles

(interviews).

(Compatibility

cont.)

Challenges in integrating new digital
platforms with long-standing legacy
systems, thoroughly detailed in
Chapter 4, Section 4.4.2, still hinder

many firms, revealing lingering low

Automotive parts retailers, for
instance, repeatedly reported
trouble linking online orders to
clear

in-store  stock, a

indication that newer tools are
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DOI

Construct

Key Findings from Chapter 4:
Supporting Compatibility

Sector-Specific Examples

from Findings (Illustrative)

technological compatibility for select

users.

not yet compatible with older

processes (Interviews).

Taken as a whole, evidence shows that multiple compatibility layers-cultural,

operational, and technological-shape adoption in powerful ways. E-commerce initiatives

that mirrored local buying habits—festive peaks, favoured payment methods—and stayed

within retailers' day-to-day capabilities were welcomed sooner. In contrast, rigid or

incomplete technical linkages proved a serious setback, supporting Rogers's diffusion

theory: innovations that fit neatly into an adopter's environment travel farther and faster

(Ahmad et al., 2014).

5.3.2.3 Complexity

Complexity refers to how hard new technology seems to be to understand and use.

Table 15 :

DOI: Complexity

commerce tools, such as

sophisticated ~ ERPs,  advanced

analytics, and marketing automation,
was frequently attributed to their
perceived difficulty (Chapter 4,

Section 4.4.2).

DOI Key Findings from Chapter 4: Sector-Specific Examples from
Construct | Supporting Complexity as a Findings (Illustrative)

Barrier
Complexity | The limited uptake of advanced e- | Electronics  retailers  found

advanced analytics platforms to
be complex to integrate and
without

utilise effectively

specialised training. (Interviews).
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DOI

Construct

Key Findings from Chapter 4:
Supporting Complexity as a

Barrier

Sector-Specific Examples from

Findings (Illustrative)

(Complexity

cont.)

Lack of technical expertise was a
significant barrier to technology
adoption, as Chapter 4, Figure 6,
directly linked it to the perceived

complexity of managing digital tools.

Pet supplies retailers expressed

concerns  about  managing

software updates and
troubleshooting technical issues
due to a lack of in-house IT skills,
viewing some systems as too

complex (Interviews).

(Complexity

cont.)

A preference for

like

user-friendly

platforms Shopify  and
WooCommerce underscores a desire
to avoid complexity (Chapter 4,

Section 4.4.2).

Grocery businesses often choose
WooCommerce for its
straightforward interface,
perceiving it as less complex than
other, more feature-rich but
potentially more complicated

platforms (Interviews).

(Complexity

cont.)

Particularly in meeting Goods and
Services Tax requirements, it was
repeatedly cited by small retailers as
both burdensome and slow to clear

(Chapter 4, Section 4.6.2).

Store owners from diverse

sectors echoed that
understanding the GST rules
specific to online transactions
added yet another layer of day-to-

day hassle (Interviews).

Taken together, these observations suggest that complexity is one of the primary

reasons many small businesses in Northern India still hesitate to adopt digital selling tools

and practices fully. Retailers readily adopt innovations they perceive as straightforward;

they steer clear of anything that requires extensive learning, coding skills, or fine-tuned

management. This pattern mirrors Rogers, Singhal, and Quinlan's ( insight that simpler
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ideas spread faster in a social system. If e-commerce suppliers can reduce both the
perceived and actual difficulty of their solutions, Northern India's small retailers are likely

to adopt them on a much larger scale.

5.3.2.4 Trialability

Trialability refers to the extent to which an innovation can be tested on a small scale

before any significant investment is made.

Table 16 :
DOI: Trialability
DOI Key Findings from Chapter 4: | Sector-Specific Examples from
Construct | Suggesting Aspects of | Findings (Illustrative)
Trialability
Trialability | Some retailers began with a modest | Apparel retailers sometimes
social media profile or a free online | previewed product images on
listing, then transitioned to a full e- | Instagram, gauged interest, and only
commerce site, demonstrating a | then built a separate e-commerce
gradual test-and-learn mindset | shop, keeping financial exposure
(Interviews). low.
(Interviews).
(Trialability | Free or low-cost starter tiers on | Grocery retailers opened basic
cont.) platforms such as WooCommerce | WooCommerce stores at no charge,
or entry-level digital tool suites | then added premium plug-ins as
allow firms to experiment first, | sales increased and comfort grew,
attaching larger budgets only later. | embodying a steady trial-and-error
approach. (Interviews).
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4.3.1) might imply that some
retailers are experimenting with

newer tools while others await

DOI Key Findings from Chapter 4: | Sector-Specific Examples from

Construct | Suggesting Aspects of | Findings (Illustrative)
Trialability

(Trialability | The mixed adoption of new digital | Hybrid businesses sometimes

cont.) strategies (Chapter 4, Section piloted new digital marketing tools

with a small budget or for a limited
campaign to assess ROI before

wider adoption (Interviews).

more proven results.

Although the survey did not prioritise trialability as a significant theme, the open-
ended responses suggest it still matters for adoption. Retailers who experimented with e-
commerce on a small scale—whether by piloting a website tool, running a social media
pop-up, or simply limiting their spending—were noticeably more at ease moving forward
with a full rollout. That pattern echoes the diffusion literature, which argues that
innovations that grant a test drive lower the perceived risk surrounding them and, in turn,

attract faster uptake.

5.3.2.5 Observability

Observability refers to how readily other members of a social network can notice
the benefits and visible outcomes of a new idea or technology.

The research suggests that observability has a significant impact on the rate at
which small retailers adopt e-commerce. When a shop can see neighbouring businesses
gaining customers or profits online, the fear of missing out diminishes, the evidence

becomes social proof, and the urge to copy that success grows. This observation aligns
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with Rogers's (1995) insight that innovations with clear, shareable results circulate more

quickly through a community (Rahayu and Day, 2015).

Table 17

DOI: Observability

DOI

Construct

Key Findings from Chapter 4:
Supporting Observability

Sector-Specific Examples from

Findings (Illustrative)

Observability

Sector observations, as described
in Chapter 4, Section 4.6.2, show
that seeing competitors succeed
online generated external pressure

to adopt e-commerce.

An electronics retailer reported
that watching a nearby rival
prosper from an Internet shop
prompted it to launch its online

store (Interviews).

(Observability

cont.)

The striking success stories of
brands on social media have
pushed nearly every firm in the
sample to adopt that channel, as

shown in Chapter 4, Section 4.3.1.

Seeing influencers drive likes and
purchases for clothing lines made
follower-driven marketing both
visible and tempting for other
retailers in the

Same€ Space

(Interviews).

(Observability

cont.)

Although not explicitly named,
positive chatter about wins in
neighbourhood  forums, as
suggested in Chapter 4, Section
4.5.2, can still enhance a strategy's

outward visibility.

Mom-and-pop shops swap tales of
rising online orders, and those
conversations lift specific e-
commerce approaches into view
for everyone in the community

(General Interview Theme).

Summary of DOI Application: The Diffusion of Innovations theory offers a
valuable lens for examining how small retailers across Northern India have begun to adopt
e-commerce. Retailers often cite a clear Relative Advantage, mainly the promise of
reaching more customers and boosting sales, as the primary motivation. Nevertheless, the

Compeatibility of digital selling tools with local business practices and shopper habits firmly
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guides how each firm formulates its online strategy, and any perceived technological
mismatch still creates hesitation. Furthermore, the Complexity associated with
sophisticated software and regulatory compliance can overwhelm store owners who are
already pressed for time. Although trialability does not always appear front and centre,
gradual roll-outs of pilot sales demonstrate its quiet function in risk reduction.
Observability-the ability to watch neighbours succeed online-also steers some
entrepreneurs toward a digital leap. That said, chronic shortages of funds, expertise, and
dependable broadband suggest that these contextual shortcomings often overshadow the
standard DOI elements in Northern India's small business landscape.

5.3.3 Synthesis of TAM and DOI in Explaining Adoption by Small Retailers

The study's data indicate that combining the Technology Acceptance Model (TAM)
with the Diffusion of Innovations (DOI) framework yields a stronger, broader account of
why small retailers in Northern India turn to e-commerce than either theory alone can
provide. TAM sheds light on owner-managers' judgments—how they weigh a tool's
usefulness and ease of use—when deciding to adopt specific online options. These
cognitive processes emerged clearly in instances where basic digital tools were seen as
directly rewarding (high perceived usefulness) and straightforward to set up (high
perceived ease of use).

However, TAM concentrates heavily on personal beliefs and overlooks the broader
conditions and technical traits that the diffusion-of-innovations framework considers. DOI
therefore extends TAM by pointing out that the features of a new e-commerce tool—
relative advantage, compatibility, complexity, trialability, and observability—along with
social pressures and industry rivalries, guide how quickly small firms adopt the innovation.
Consider a small retailer who believes an online payment system will boost sales. That

attitude means little if the system requires expensive hardware or conflicts with local
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delivery practices. On the other hand, watching nearby shops profit from the same system
often makes the tool look easier to use and more valuable, thereby overriding earlier doubts
about its difficulty or suitability.

The evidence suggests that the influences of the two frameworks may work in a
partly step-by-step and partly feedback-driven manner. When a retailer first contemplates
going online, for example, by launching a simple storefront or creating a business page on
Instagram, the Technology Acceptance Model's concepts of perceived usefulness and
perceived ease of use typically prevail. Managers weigh the expected revenue against the
effort required for setup. Once that initial hurdle is crossed and people are learning the
ropes, or when the broader market continues to pressure every firm to go digital, the
Diffusion of Innovation variables start to take the lead. They scrutinise the clear advantage
that online sales seem to offer compared to bricks-and-mortar-only models, as well as how
well new tools align with changing shopper habits, and how easily rivals' growth spurts
can be observed and imitated.

The continuing barriers highlighted in this work-financial shortages, skill shortfalls,
and weak infrastructure-function as significant contextual moderators across both
theoretical models. Resource shortages and adverse environmental conditions can easily
eclipse favourable individual beliefs about usefulness or visible innovation gains whenever
basic assets or capabilities for adoption are lacking. An integrated explanatory framework
that combines cognitive evaluations from the Technology Acceptance Model (TAM),
innovation features and diffusion dynamics from Rogers' model (DOI), and the local
landscape of resources is necessary to clarify e-commerce uptake among Northern Indian
SMEs. Your revised conceptual map (see Figure 5.4: Extended TAM-DOI model
integrating affordability and cultural factors) was designed to visually portray this blend,

illustrating how affordability pressures and cultural fit influence the original TAM and DOI

117



factors. Meanwhile, the detailed summary tables in sections 5.3.1 and 5.3.2 trace each
finding back to TAM or DOI, and the triangulation matrix illustrates wider linkages, yet
the present synthesis reaffirms that their joint coverage is what truly drives explanatory

strength.
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Triangulation Matrix

Strategic Alignment 80% 75%
Training Needs 70% 65%
Infrastructure 40% 35%
Customer Engagement 55% 50%
Affordability 60% 55%
Socio-Cultural Factors 45% 50%
Regulatory Challenges 50% 45%
Technology Adoption 70% 65%
Digital Marketing 65% 60%

0% 20% 40% 60% 80% 100% 120% 140% 160%

B Survey Data Insights H Interview Data Insights

Figure 15:
Triangulation Matrix
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Table 18:

Triangulation Matrix

Dimension Survey Data Interview Data Literature TAM Linkages Observations
Insights Insights Evidence
Digital 65% of The majority rely (Chaffey and Links to Perceived Social media adoption
Marketing respondents use on Instagram and Smith, 2017) Social | Usefulness: The ease of thrives due to its
social media for Facebook. media is crucial for | reaching target audiences simplicity and
marketing. building a brand. supports the TAM's adoption | measurable ROI for
factors. small retailers.
Technology 70% of CRM increases (Kotler, Kartajaya | Connects with Perceived Ease | Retailers invest in tools
Adoption organisations customer retention. | and Setiawan, of Use: The usability of CRM | that simplify
have adopted 2019) CRM tools aligns with TAM, operations, enhancing
CRM tools, and enhances customer | driving business efficiency. perceived ease of
50% utilise experience. adoption.
inventory
management
systems.
Regulatory 50% cite Ambiguity in tax (Rahayu and Day, Indicates TAM's external Clearer compliance
Challenges compliance norms poses 2015) Regulation variable influence: Regulatory | frameworks are needed
burdens; 40% challenges. hinders SMEs' e- barriers shape adoption to reduce
lack clarity on e- commerce behaviour indirectly. psychological and
commerce rules. adoption. operational barriers to
e-commerce.
Socio- Festivals drive Cultural alignment | (Sinha et al., 2021) | Influences Perceived Retailers tailor their
Cultural 45% of seasonal | enhances customer | Cultural targeting Usefulness: Alignment with strategies to resonate
Factors sales. loyalty. boosts consumer cultural preferences amplifies | with local traditions

trust.

the perceived value of
adoption.

and festive demands.
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Dimension Survey Data Interview Data Literature TAM Linkages Observations
Insights Insights Evidence
Affordability | 60% prefer low- | High costs limit (Laudon and Impacts Perceived Affordability remains a
cost platforms advanced tool Traver, 2022) Cost- | Usefulness: Low-cost critical determinant for
like adoption. effective solutions | platforms make digital SMEs' technology
WooCommerce. encourage SME adoption viable for small adoption decisions.
participation. retailers.
Customer 55% report CRM tools improve | (Kotler, Kartajaya | Strengthens Perceived Ease CRM tools drive
Engagement | increased customer and Setiawan, of Use: Effective customer loyalty by
customer loyalty | relationships. 2019) personalisation tools simplify | enabling targeted
via personalised Personalisation customer interaction marketing and
emails. drives consumer management. fostering repeat
retention. business.
Infra- 40% cite Internet speed (Dewan et al., TAM's External Variables: Calls for regional
structure connectivity hinders growth in 2000): Digital Infrastructure shapes the investments in
issues affecting Tier-2 cities. divide affects SME | practical feasibility of digital broadband to address
rural outreach. scalability. adoption. connectivity barriers
affecting rural and
semi-urban areas.
Training 70% identify Entrepreneurs seek | (Venkatesh and Reflects Perceived Ease of Suggests upskilling
Needs digital skill gaps | structured training | Bala, 2008) Use: Skills training reduces initiatives to enhance
as a challenge. programs. Training enhances | complexity, encouraging confidence and
technology broader adoption. usability among small
adoption readiness. retailers.
Strategic 80% state the Hybrid models (Porter and E, Links to Perceived Retailers view
Alignment need for better emerge as the 2001) Integrated Usefulness: Business integrated digital
business-digital preferred approach. | strategies maximise | alignment enhances the strategies as critical for
strategy competitive perceived value of e- long-term
integration. advantage. commerce platforms. sustainability and

competitive advantage.
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Conceptual Framework Integrating TAM and DOI for E-Commerce Adoption
A Unified Model for Adoption Drivers Among Small Retail Firms

Synergies Between Internal
and External Drivers

TAM - Internal Drivers DOI - External Drivers

Where TAM and DOI overlap to drive adoption

Impact on efficiency and
customer satisfaction.

Clear benefits over
traditional methods.

T Alignment with cultural
|G AVEEN (el U} - - - User-friendly platforms align with workflows- -» Compatibility b k
and operational contexts.

Success stories observed
in peers

Perceived Usefulness (PU) Useful tools also offer clear advantages. = = -p Relative Advantage

User-friendly platforms like
WooCommerce drive adoption

Regulatory clarity, socio-

LA External Variables - -Peer success influences perceptions of usefulnessp Observability
economic influences.

Experimentation during
seasonal peaks.

Trialability

Initial Perceptions External Drivers Sustained Adoption

Perceived Usefulness and Ease of Use Trialability and Observability reinforce Combined internal and external

decisions. drivers ensure long-term adoption.

shape technology choice

Example: “Long-term CRM
use in Health & Wellness.”

Example: “Seasonal success

Example: “Shopify chosen for - .
reinforces CRM investment.”

intuitive interface.”

Unified E-Commerce Adoption Framework

A holistic approach combining internal and external factors for sustained adoption.

Figure 16:
Conceptual framework linking DOI constructs to findings.
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Affordability: Cultural Factors

External Variables E.g., cost-effective tools ke E.g., language localization,

WooCommerce. festival promotions.

________________ B e e T e e T R e e T T e = = =

Perceived Usefulness

(PU) Shared Constructs. Relative Advantage. Compatibility

Complexity (lower
Shared Construct complexity improves Observability
adoption)

Perceived Ease of Use

(PEOU)

L J h J
Behavioral Intention (Bl) |—— Actual Use (AU} () Adoption
4
TAM Elow Outcome: DOI Flow

Ecommerce Adoption

Figure 17:
Extended TAM-DOI model integrating affordability and cultural factors.
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5.3.4 Limitations and Extensions of TAM and DOI in the Context of Northern Indian
SMEs

Although the Technology Acceptance Model and the Diffusion of Innovations
theory offer well-tested lenses for explaining how people embrace e-commerce, the present
research, grounded in the everyday realities of small retailers in Northern India, reveals
some gaps in these models when they are moved into that particular setting and points
toward practical tweaks and fresh variables that local scholars could build on. This
observation aligns with the broader critique presented in Section 5.3.5.

The existing Technology Acceptance Model (TAM) and, to a lesser extent, the
Diffusion of Innovations (DOI) framework both assume that potential adopters operate
from a relatively high baseline of voluntary control and rational deliberation.
Observations from the participating small retailers show otherwise: decisions about new
digital tools are often steered, and at times wholly determined, by forces well beyond the
store owner’s discretion. Tight cash flow, uneven quality of regional internet and logistics
services, and a labyrinthine or shifting set of rules can leave a manager appreciating an
innovation's usefulness and usability, yet still unable to implement it. That gap highlights
a pressing need to front-load the concept of facilitating conditions, or what some scholars
refer to as environmental munificence, treating it not merely as a moderating add-on, as in
UTAUT variants, but as a gate-keeping baseline for resource-limited SMEs in developing
economies. Unless these structural pre-conditions are satisfied, even finely honed measures
of attitude or innovation features risk losing much of their explanatory bite.

The Central Role of 'Affordability': In extended Technology Acceptance Model
(TAM) and Diffusion of Innovations (DOI) research, 'cost' usually appears as an ancillary

variable that shapes perceived advantage. Nevertheless, the restrictive influence of
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affordability on small northern Indian retailers' initial buy-in and later scale-up activity
suggests that theorists should elevate it from the margins to core explanatory status.
Consistent field interviews indicate that for these firms, affordability is rarely weighed
alongside usability or utility; instead, it serves as the threshold that blocks any deeper
evaluation of a new option. Future studies in comparable environments might therefore
treat perceived affordability, tempered by start-up expenditures, routine overheads, and
slender cash-flow cycles, as an independent precursor of adoption intent for small and
medium-sized enterprises (SMEs).

Expanding the Concept of Compatibility for Diverse Cultural and Operational
Environments: The Diffusion of Innovations theory often associates compatibility with
how well a newcomer aligns with existing values, experiences, and current needs.
However, in ultra-diverse markets like India, this link requires a sharper focus on deeper
social and operational drivers. Evidence from this study shows that fluency in regional
languages, trust cues such as the dominance of Cash on Delivery, customary business
routines, and spikes tied to festivals and seasons proved decisive for a website's growth
(Chapter 4, Section 4.5). Framing these insights as distinct strands-cultural compatibility
and operational-process compatibility-would give DOI scholars and practitioners a richer
toolkit to gauge fit, moving analysis beyond a one-size-fits-all measure.

The Role of Informal Networks, Social Capital, and Collective Action:
Although the diffusion-of-innovation framework acknowledges that social systems,
communication pathways, and visible successes matter, it underestimates how informal
business circles, local relationships, and stored social capital either speed up or slow down
e-commerce take-up among small firms in densely interconnected regions such as northern
India. In practice, these community-based networks become the first source of news, trust,

mutual assistance, and even off-the-books training or resource lending, shaping technology
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adoption far more than merely watching a rival's website. Such behaviour suggests room
to marry the original model with ideas drawn from social-network theory or collective-
action scholarship.

Incorporating Dynamic, Adaptive Learning and Bricolage: Classic technology-
adoption models often frame the decision to go online as a tidy, step-by-step process.
Nevertheless, interviews with the small shop owners in this study paint a different picture,
more like a loop of trial-and-error where learning, tweaking, and 'bricolage'-patching
together whatever tools, skills, and bits of cash are on hand-happen at the same time. That
ongoing tinkering makes sense when formal market studies, big budgets, and dedicated
labs are simply out of reach. By melding insights from organisational learning theory with
the concept of entrepreneurial bricolage, scholars and advisers can update older models
and provide a more accurate understanding of how cash-strapped SMEs integrate e-
commerce into their daily operations.

Taken together, the Technology Acceptance Model (TAM) and the Diffusion of
Innovations (DOI) still provide solid starting points for understanding why small retailers
in Northern India move toward e-commerce; however, their usefulness increases when
scholars read them against the grain and embed local realities. The evidence gathered in
this project therefore, urges researchers and practitioners to tilt more of the theoretical
spotlight toward persistent resource limits-especially what entrepreneurs can afford-toward
rich, locally grounded cultural fit, toward the broader ecosystem that either pushes adoption
forward or pulls it back, and toward the flexible, sometimes reactive way small firms in
emerging markets make everyday choices. Your revised Figure 5.4, now labelled the
Extended TAM-DOI Model, sketches this integrated picture, showing with one glance how
affordability, culture, and the familiar TAM-DOI drivers might coexist rather than remain

sidelined.
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5.4 Implications of the Study

The findings of this dissertation, interpreted through the lenses of TAM and DOI
and contextualised within the existing literature, offer several important implications for
theory, practice, and policy related to e-commerce adoption by small retail firms,
particularly in emerging economies such as India. These implications extend from refining

academic understanding to providing actionable guidance for stakeholders.

5.4.1 Theoretical Implications

This research speaks to the ongoing academic conversation about how small and
medium-sized enterprises (SMEs) adopt technology and why these firms grow, and it does
so in at least four distinct ways, extending the analysis offered in Section 5.3.4 on theory
limits and future directions.

Contextualising and Enhancing Established Adoption Models (TAM and
DOI): First, the study demonstrates, through field data, that the Technology Acceptance
Model (TAM) and Diffusion of Innovations (DOI) continue to help explain whether small
shops in Northern India's emerging market choose to adopt e-commerce. More importantly,
it argues that scholars must adapt those models to local reality. Results indicate that issues
usually labelled as external or moderating-cost, such as basic digital skills, power uptime,
and widespread cultural fit, hit firms so hard that they act as gatekeepers rather than
optional boosters. Theory, therefore, needs a tweak: these elements should move from the
margins of TAM and DOI to the centre stage as enabling conditions or stand-alone drivers
whenever researchers study resource-limited settings.

By combining the Technology Acceptance Model (TAM) and the Diffusion of
Innovations (DOI) framework, the study demonstrates how personal beliefs about
usefulness and ease of use interact with broader aspects of a new idea, including relative

advantage, cultural fit, visibility to others, and technical difficulty. Evidence suggests that
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small firms initially focus on the TAM beliefs when selecting a basic tool, but later, signals
about rivals' success or tighter connections to industry standards prompt them to invest in
more advanced or long-term online activities. Such a pattern suggests an adoption story
that unfolds in stages, prompting researchers to code the interaction between micro-
cognitive drivers and macro-social cues as a formal component of future models.

Emphasizing the Role of Adaptive Learning and Bricolage in SME Technology
Adoption: Qualitative data reveal that small-and-medium-enterprise (SME) technology
uptake rarely follows the tidy, step-by-step path imagined by classic rational-choice
models; instead, it unfolds as a messy, improvised process where owners experiment, learn
from failures, and piece solutions together with whatever resources are at hand. This
finding suggests blending insights from organisational learning theory and effectuation
with still-dominant adoption frameworks, allowing researchers and advisers to more
accurately explain and support the rapid, resource-light digital shifts that many SMEs must
pursue in volatile markets.

Underscoring the Centrality of 'Trust' in Digital Transformation for SMEs:
Although trust is tucked into most technology-adoption models-quietly helping to make
systems seem worthwhile by lowering risk or hovering around security features-the
evidence gathered here on shopper confidence in online payments, the worth of local bonds
for small sellers, and worries over data leaks suggests scholars should pull trust out of the
shadows and map it in richer, more transparent layers. These layers illustrate how users
assess technological trust in platforms and terminals, how shoppers and merchants
establish interpersonal trust daily, and how systemic trust in laws and agencies influences
the overall landscape. Treating trust in this multifaceted way and showcasing it as a key

driver, an intermediate bridge, and a final reward in SMEs' e-commerce journeys,
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especially where users are still learning and formal rules are still in their infancy, stands
out as a significant theoretical contribution from the study.

This research sheds light on the internal digital divide among small and medium-
sized enterprises (SMEs) by examining regional factors, including e-urban versus semi-
urban and rural resources, as well as varying levels of digital literacy. Because these
differences shape how and when firms adopt new technologies, theory must evolve to
explain and even anticipate such inconsistent patterns across the SME landscape.

5.4.2 Practical and Managerial Implications for Small Retailers

The study provides practical guidance for small retail owners in northern India and
similar regions, who are starting or weighing a move into online sales:

Move Slowly and Choose Simple Tools: Instead of trying to install costly,
complex systems all at once, retailers should roll out new technology in stages. Begin with
easy, low-cost options, such as Shopify or WooCommerce for selling, social media for ads,
and dependable payment gateways, that solve pressing problems and are helpful. Once the
team gains comfort with these basics, the firm can explore more advanced tools as sales
increase and budgets permit.

Two Key Strategies for Small Retailers: Building Trust and Finding a Niche.
Small online shops must earn shopper confidence before anything else. To achieve this,
they should offer secure checkouts, provide honest and detailed product descriptions,
clearly outline fair return policies, display positive customer reviews, and respond to
questions promptly and courteously. Adding a local touch, language ads, festival specials,
and visible community ties-also deepens trust and makes the shop memorable (Ch. 4, Sec.
4.5).

Going head-to-head with big sites on low prices and endless stock usually drains

an SME's budget. A more innovative approach is to target a niche audience, sell hard-to-
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find items, or excel with friendly service and local expertise in ways that standard giants
cannot replicate (Matthews et al. 2001; Burt et al. 2003).

Invest Incrementally in Digital Skills Development: Owner-managers and their
staff should commit to steady, small-scale improvements in digital literacy and e-
commerce management. Progress can come from free online tutorials, budget-friendly
community workshops, short government-sponsored courses (when available), or even
self-organised study groups with neighbouring businesses.

Leverage Social Media Strategically and Cost-Effectively: Since almost
everyone uses social platforms and the initial cost is low, social media must sit at the centre
of any digital marketing plan. The emphasis should be on real audience interaction, helpful
content, and budget-friendly tactics, such as organic posts, local influencer partnerships, or
community activities, rather than chasing ever pricier paid ads.

Embrace an Adaptive and Iterative Mindset: The online marketplace is
constantly evolving. Small retailers, therefore, need to monitor their web metrics, listen to
customer feedback, and be willing to adjust website features, product lines, and tools as
trends, tastes, or new technologies shift.

Explore Collaborative Opportunities. Whenever practical, small retailers can
team up with nearby firms to pool resources; shared local delivery systems, joint
advertising campaigns, and collectively purchased tech tools all spread costs and mitigate

the typical power and expense gaps these businesses confront.

5.4.3 Policy Implications
The findings of this dissertation also present several important implications for
policymakers, government agencies, and industry support organisations aiming to foster a

more inclusive and supportive e-commerce ecosystem for small retail firms in India:
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Enhance Targeted Digital Literacy and E-commerce Skill Development
Programs. There is a clear and pressing need for accessible, practical, and regionally
contextualised digital literacy and e-commerce skill development programs. These should
be specifically designed for the needs of small retail business owners and their employees,
going beyond basic IT skills to cover e-commerce platform management, effective digital
marketing (including low-cost strategies), online payment security, digital customer
service, basic data analytics, and understanding e-commerce regulations. Offering these
programs in local languages and through readily accessible channels (including mobile-
friendly formats) is crucial.

Improve Access to Affordable and Appropriate E-Commerce Technologies
and Support: Governments and industry groups should collaborate to alleviate the upfront
costs and technical learning curves that deter many small firms from going online. Practical
steps include offering targeted grants or matching subsidies that cover the purchase of basic
website, inventory, and payment tools. This approach also encourages software vendors to
bundle user-friendly, pay-as-you-grow packages. Additionally, backing shared-service
hubs for pooled shipping, secure payment, or order tracking that multiple businesses can
share is also beneficial. In parallel, establishing community-based help desks, online
troubleshooting hotlines, and peer mentorship schemes can guide firms through setup,
troubleshoot daily problems, and keep systems running smoothly long after launch.

Strengthen Digital Infrastructure, Especially in Non-Metropolitan and Rural
Areas: Robust, affordable connectivity is non-negotiable for every online venture;
therefore, governments must accelerate the rollout of high-speed fibre and 4 G or better in
Tier 2 and Tier 3 cities and surrounding rural zones. Delivery bottlenecks will persist until
logistics networks improve, so equal attention must be given to building low-cost, reliable

last-mile couriers, village drop hubs, and routes that accommodate seasonal floods or poor
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road conditions, ensuring that every small retailer can promise quick and affordable
shipping, regardless of the buyer's location.

Streamline Compliance and Offer Practical Guidance for E-Commerce:
Authorities should strive to make regulations more accessible for small online retailers,
particularly those navigating GST registration, data privacy, and consumer protection. By
publishing concise, plain-language guides in several local languages, establishing
dedicated phone lines for SME e-commerce inquiries, and developing user-friendly digital
tools for filing and reporting, officials can alleviate the paperwork burden and simplify
compliance for these businesses.

Build a Supportive Environment for Trust and Security Online: Nationwide
education campaigns that teach both shoppers and sellers how to stay safe online, paired
with stronger, easier-to-reach channels for reporting cyber fraud, settling payment
conflicts, and handling e-consumer complaints, can raise confidence across the digital
marketplace. When buyers feel more secure, they are more willing to buy from smaller
merchants, and that larger spending circle helps small retailers grow.

Promoting Awareness, Accessibility, and Suitability of Government Support
Schemes: Agencies responsible for MSDM and related portfolios must launch a sustained
information campaign to raise grassroots awareness of digitalisation incentives under the
Digital India, Startup India, MSME, and ONDC frameworks. At the same time, application
flows should eliminate lengthy paperwork, incorporate clear eligibility checklists, and
publicly publish turnaround timelines, allowing SMEs to track their progress easily.
Periodic stakeholder reviews, chartered with diverse representatives from rural, urban, and
vernacular markets, must then assess whether funding quotas, technology benchmarks, and
geographic allocations align with the evolving needs of small retailers, from knitwear to

kirana.
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Targeted and timely reforms in these three dimensions will enable Northern India's
retail microenterprises to utilise e-commerce tools confidently, explore new sales channels,
safeguard jobs during disruptions, and effectively integrate local economies into the larger

digital marketplace envisioned in national policy.

5.5 Limitations of the Study

Although this dissertation contributes novel evidence about e-commerce uptake
among small retailers in Northern India, scholars should exercise caution before applying
its conclusions too broadly. Identifying these limits simultaneously points to promising
directions for subsequent work, echoing the agenda outlined in Section 5.5 and the methods
critique in Chapter 3.

Geographical and Sectoral Specificity: By concentrating on a handful of urban
and semi-urban centres in Northern India, the analysis yields valuable regional insights yet
may fail to represent small merchants situated in deep rural locales, in other Indian states—
South, West, and East—that exhibit distinct economies, roads, cultures, and technology
levels, or in overlooked retail segments such as handicrafts or farm-gate sales. Each
untapped context could generate different adoption motivations and barriers not captured
in the current sample.

Sampling Methodology and Generalizability of Quantitative Findings:
Although purposive and snowball sampling are effective for reaching knowledgeable small
retailers, using these methods limits the extent to which the survey results can be
extrapolated across all small shops in Northern India. Because the approach draws in cases
through personal referrals, firms with strong online visibility or active digital initiatives are
likely to be overrepresented, while quieter or less-connected businesses that struggle with

technology may be underrepresented. Consequently, the challenges and perspectives of
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less digitally engaged retailers receive less visibility in the data, raising caution when using
the numbers to paint a complete nationwide picture.

Reliance on Self-Reported Data: The information gathered from both surveys and
interviews primarily relies on what respondents report about themselves, relying on their
memory, judgment, and willingness to share honest details. Because human recollection is
fallible, such accounts can be influenced by social desires, leading people to report answers
that sound more appealing or contemporary, and by recall gaps, causing them to forget
precise dates, numbers, or the actual impact of past choices. Even after reassuring
participants that their replies would remain anonymous, the tendency to shade responses in
a favourable light remains a fundamental limitation for any study that relies heavily on
self-reported data.

Cross-Sectional Study Design: The study used a cross-sectional framework,
gathering all primary data in a single wave or over a brief, fixed interval. This approach
yields a clear, time-stamped picture of e-commerce uptake among SMEs and the factors
shaping it at that moment. The drawback, however, is that the approach cannot track how
attitudes, practices, or obstacles might have shifted before or after the survey. Only a
longitudinal design, spanning months or years, could reveal the stepwise journey of e-
commerce integration within the sector.

Depth of Quantitative Analysis: As explained in Chapter 3, most quantitative
evidence was summarised in simple tables and plots, with Microsoft Excel serving as the
primary toolkit. Because of this, richer inferential tests, such as multiple regression to score
variable strength and significance or structural equation models to probe complete causal
chains, could not be carried out. Additional modelling would have generated deeper
statistical insights into why some SMEs adopt e-commerce earlier or succeed more

robustly once they do.
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Qualitative Data Collection Method (Note-Taking): Rather than relying on
audio recordings followed by verbatim transcriptions, the research team took detailed, real-
time notes during each interview and then expanded those notes while memories were still
fresh and vivid. Although every effort was made to capture accuracy and detail, this
approach can overlook very subtle phrasing and some non-verbal cues that a word-for-
word record would preserve, which may affect how deeply or broadly particular themes
are understood.

Dynamic and Rapidly Evolving E-commerce Landscape: The e-commerce
sector, along with the technologies that power it, shifting online habits and the rulebooks
that govern them, is in a state of almost constant flux. Because of this, some conclusions
tied to specific sites, tools, or regulatory snapshots will inevitably lose part of their impact
the moment a new feature launches or a law is rewritten.

Recognising these limits is essential if readers are to assess the strength and reach
of the findings accurately. The caveats do not weaken the insights, however; they locate
the results in time and space and, equally important, point future inquiries in directions that

keep the overall picture fresh and valuable.

5.6 Directions for Future Research

Building on the insights gained so far and mindful of the limitations noted earlier,
several forward-looking research avenues can be identified that may deepen our
understanding of how small retail firms in emerging economies adopt e-commerce and
what effect that adoption has on their operations and performance.

Longitudinal Studies on E-commerce Evolution in SMEs: Researchers are
therefore encouraged to adopt a longitudinal design that follows a defined group of small
retailers over multiple years, allowing them to document the step-by-step unfolding of e-

commerce use, record how strategic choices, obstacles, and market openings shift over
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time, and assess in sustained fashion whether and how digital tools enhance revenue,
longevity, and resilience amid a fast-moving policy and technology landscape.

Broader Comparative Studies (Regional and Cross-National): In addition,
wider comparative work that maps Northern, Southern, Eastern, and Western state
experiences within India-and that places those patterns alongside evidence from SMEs in
fast-growing regions of Southeast Asia, Sub-Saharan Africa, or Latin America-would shed
light on how differing economic structures, cultural norms, regulatory incentives, and
levels of digital infrastructure together shape the motives, risks, and eventual outcomes of
online trading activities.

In-depth Exploration of Specific Emerging Technologies and Platform
Dynamics: Future studies could focus on how small and medium-sized enterprises adopt,
benefit from, and encounter challenges with specific cutting-edge tools now entering the
mainstream. Researchers might examine Al systems that help small firms answer customer
queries, personalize offers, or predict demand; look at how SMEs are using big-data
dashboards to turn raw numbers into everyday decisions; explore Internet of Things sensors
that fine-tune stock levels and track shipments; and track the early effects of platforms such
as Indias Open Network for Digital Commerce on the online selling landscape for smaller
retailers.

Focus on Digital Skill Development, Training Efficacy, and Organisational
Learning: It remains crucial to determine which program designs, teaching methods, and
delivery channels truly drive results for small retailers learning e-commerce, given their
limited time and resources. Studies could compare outcomes from informal peer sessions,
public-sector workshops, and training sold by tech vendors, linking each directly to rates

of platform adoption, skills growth, and measurable sales gains.
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The Role of Informal Economies, Social Networks, and Local Ecosystems:
Ethnographic and qualitative investigations explicitly examining how informal trade
circles, local trust networks, residual social capital, and community-centred partnerships
help or hinder e-commerce uptake among SMEs in semi-urban and rural settings could
offer insights richer than those produced by formal, linear adoption models.

Impact of E-commerce on Specific Business Performance Metrics and
Innovation: Larger datasets and advanced statistical techniques could test how distinct e-
commerce strategies, shared via websites, marketplaces, or social media-feed changed
profit margins, market-share acceleration, new jobs, export rates, or both product and
process innovations within small and medium enterprises and attribute performance
distance to each adoption level.

Consumer-Side Perspectives about Small Online Retailers: Although this study
stared at sellers, future work should turn to buyers across the same Northern Indian zones,
measuring trust levers, shopping habits, repeat loyalty, and price-perceived fairness so
scholars gain a joined-up picture of the community-led e-commerce circuit and policy
makers see where support triggers will count most.

Sustainability, Ethical Dimensions, and Social Impact of SME E-Commerce:
scholars now need to look closely at whether small online retailers adopt greener practices,
such as eco-friendly packaging, waste reduction, and sustainable sourcing, and at the wider
ethical issues-honest labour in their digital supply chains, careful data use, and responsible
ads-and what social results follow.

Exploring these questions, along with others raised here, would deepen and broaden
our understanding of how e-commerce influences growth, competitiveness, and
sustainability for small shops in India and similar economies, building on the groundwork

this study has laid.
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5.7 Chapter Conclusion

The chapter examines how e-commerce has impacted small retail businesses in
Northern India, synthesising diverse data into a unified, coherent narrative. Each research
question has been addressed, and the key results have been compared to similar studies,
highlighting where they align, diverge, and provide new insights. These empirical
observations have then been tested against the Technology Acceptance Model and the
Diffusion of Innovations theory, reinforcing their relevance while revealing that costs,
cultural fit, skill shortages, and the broader policy landscape in emerging economies still
require close, local attention.

This research takes a key theoretical step by arguing that existing adoption models
should be adapted to the context of small and medium-sized enterprises (SMEs) in
developing countries. It also highlights how adaptive learning, informal networks, and
multidimensional trust shape the adoption process. On the practical side, small retailers are
encouraged to adopt technology gradually, focus their strategies on local customer needs,
invest in ongoing skill development, and deliberately cultivate trust through online
channels. At the policy level, the findings support targeted digital literacy programs, wider
access to affordable devices, stronger network infrastructure, simpler e-commerce
regulations, and an overall ecosystem that is safer and more supportive of inclusive digital
growth.

Although the study has clear boundaries and those boundaries hint at fresh research
questions, this chapter synthesises the main findings from the collected data. It shows that
small retailers adopt e-commerce in a complex and layered manner: the same process can
open new sales channels while also exposing firms to complex problems with finances,
expertise, internet connectivity, and competitors. The analysis presented here aims to

enrich the broader conversation about digital trade and guide collaborative work, enabling
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Northern India's small shops—and others in similar markets—to compete online in a fairer,
stronger digital economy. The concluding chapter will gather all the threads of the

dissertation, restate the key takeaways, and lay out high-level steps that policymakers and

business trainers can take.
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CHAPTER VI:
SUMMARY, IMPLICATIONS, AND RECOMMENDATIONS

6.1 Introduction: Synthesising the Research Journey and Charting a Path Forward

In this concluding chapter, the study consolidates the findings from the research on
the impact of online shopping on small retailers across Northern India. After presenting the
data in Chapter IV and exploring its meaning, theoretical links, and potential future
scenarios in Chapter V, the time has come to crystallise the key findings, spotlight fresh
insights, and propose practical steps that store owners and policy-makers can take to
respond.

This section has three modest yet important aims, and it strives to present the
research in plain, direct language. The primary aim is to recap the key results, highlighting
what the evidence reveals about the questions that prompted the study in the first place.
The second aim places the findings alongside existing theories, demonstrating how they
refine the Technology Acceptance Model and the Diffusion of Innovations when these
ideas are tested in small and medium-sized firms from a rapidly growing market. The third,
and perhaps the most hands-on piece for a Doctor of Business Administration dissertation,
provides a step-by-step list of actions that shop owners, tool vendors, and regulators can
take immediately. If the players take these steps, Northern India and other similar regions
may establish a friendlier, fairer, and greener foundation for online selling to thrive, settle,
and grow.

The closing subsection concludes the chapter by explaining the study's true
significance, highlighting the novel business insights it provides, and outlining practical

paths that future scholars and executives can follow as the field continues to evolve.
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6.2 Recapitulation of Key Empirical Findings: A Narrative Overview

Chapter IV presents a detailed examination of small retail shops in Northern India
and their forays into e-commerce, revealing a series of important empirical findings. By
combining survey data with in-depth interviews, the research maps the online profile of
these retailers, documents the strategies they adopt, catalogues the routine obstacles they
face, and analyses how regional culture and the local economy influence every choice. The
summary that follows distils these insights into a straightforward account, setting the stage
for the practical recommendations and theoretical implications discussed in the subsequent
sections.

Digital Marketing Engagement - A Tale of Two Tiers: Research from Northern
India reveals that local shopkeepers have adopted online marketing fundamentals and are
applying them across nearly every channel. Social media sits at the front of the line; its low
cost and familiar interface make it the first tool many entrepreneurs reach for, offering an
immediate line of conversation with nearby customers. Email remains a trusted follow-up,
helping owners remind returning shoppers about new arrivals and special offers. In faster-
moving sectors such as fashion or food, sponsored posts by micro-influencers generate
extra hype. Taken together, these moves show that many merchants now view the Internet
as a genuine marketplace rather than a temporary fad.

Nevertheless, a deeper tier of digital tools—remotely powered automation suites,
Al-driven sales forecasts, and integrated CRMs—is still on the shelf in most shops. High
entry costs and a shortfall of in-house talent to install, tune, and sustain such systems keep
them at bay. Though owners label their current online push more than satisfactory, anxiety
over rising ad spend amplifies the perceived risk of upgrading. In short, small retailers
across Northern India find themselves divided by uneven access to advanced gear and a

twin deficit of skill and budget.
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Pragmatic Tech Adoption with Clear Boundaries: Small retailers have
approached online tools in a practical, yet cautious, manner. Most shop owners began
with basic e-commerce building blocks, such as easy-to-use website platforms that enable
them to sell immediately; Shopify and WooCommerce remain the front-runners in this
category. They also added must-have payment gateways and simple stock trackers. Store
owners speak highly of these setups, saying that sales have climbed and day-to-day tasks
have felt smoother. That praise shows they get what these basic tools bring to the table.

Once the conversation shifts to comprehensive solutions, such as an enterprise
resource planning suite or an extensive customer relations management platform,
enthusiasm tends to wane noticeably. The familiar hurdles resurface consistently: steep
initial costs, a staff unfamiliar with coding, and the logistical puzzle of ensuring that fresh
applications communicate smoothly with legacy registers and back-office systems. As a
result, aspirations for more intelligent, integrated technology are frequently shelved due to
limited budgets and skill shortages.

How Local Life Shapes E-Commerce in Northern India - Recent fieldwork
reveals that small online shopkeepers in Northern India do not simply adopt a universal
manual; they rewrite the rules day by day to fit their immediate surroundings. Vendors
routinely monitor their neighbours' earnings, educational backgrounds, and that local
intelligence quietly steers pricing, product mix, and even the tone—warm or formal—of
the websites' chat box. Festivals, dialects, and other routine customs govern when a
promotion kicks off, how a banner is worded, and which item claims the virtual shelf front,
since sellers prefer to sound like the language people hear on the street. Scepticism toward
digital payments, still widespread, keeps Cash on Delivery in business practice rooted in

comfort with screens and the family stories that circulate at evening tea. In sum, success
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for a small venture online in this region depends less on gadgets than on attuning to the
pulse of the neighbourhood.

Navigating Rules and the Online Market: What Small Retailers Face: Recent
online surveys reveal that small e-commerce businesses respond to regulatory demands in
two distinct ways. While most owners grasp the core legal dos and don'ts, a surprising
percentage still ignore changes and are ill-prepared for sudden updates. In addition to that
gap, many cited Goods and Services Tax paperwork as their worst monthly headache.
Beneath these regular chores, small shops labour in the shadow of huge marketplace chains
whose low prices, slick delivery, and deep pockets swallow web traffic overnight. When
retailers finally catch wind of local grants or training that promise an online boost, the
details are often patchy, the sign-up forms are fiddly, and the results are so-so, showing
that the gap between policy talk and shop-floor reality is still vast.

The Growing and Flexible Face of E-Commerce Strategy: Almost every retailer
we spoke with said they have some strategy guiding their online sales, and many insist that
it is delivering good results. Nevertheless, the anecdotes and remarks we gathered tell a
more mixed story. In reality, these blueprints evolve constantly, shifting nearly every day,
and seldom exist in one tidy, bound document. Merchants who achieve steady gains
typically repeat a handful of key strategies: placing customers at the centre, focusing on
narrow audience segments, selecting technology that scales with volume, building trust
before a purchase, and launching fast and budget-conscious online ads.

That so few companies maintain a clear, long-term framework still stands out, and
it may limit steadier, more ambitious online growth. Without that broader lens, many firms
struggle to navigate the whirlwind of social media feeds, payment tools, and unexpected

changes from search engines.
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6.3 Theoretical Contributions

This dissertation makes a meaningful contribution to the broader debate about how
firms adopt new technologies and transition into the digital era. It takes existing theories
known to scholars and refines them for small and medium-sized enterprises (SMEs) in
emerging markets. As explained in detail in Chapter 5, Section 5.3, the main theoretical
gains from the study are the following:

First, the study finds that the Technology Acceptance Model (TAM) and the
Diffusion of Innovations (DOI) still hold for small shops in Northern India, but only if
researchers pay close attention to the specific constraints those businesses face. The core
TAM ideas—Perceived Usefulness (PU) and Perceived Ease of Use (PEOU)—plus the
DOI factors—Relative Advantage, Compatibility, Complexity, Trialability, and
Observability—remain relevant when scholars try to explain why these retailers choose to
adopt e-commerce.

The research argues convincingly that strapped budgets, fundamental digital skills
gaps, inconsistent Internet, and tools that feel foreign do not merely trail behind adoption
as afterthoughts; they act as serious gatekeepers. Picture a small boutique eager to establish
an online presence on an upscale shopping site and scoring high on both usefulness and
usability; the promise still falls short when the monthly subscription slices too deeply into
profits. Now think of the bright cashless payments app heralded as a global advance; the
solution freezes at the corner stall if bandwidth dips, the interface reads only in English,
and the neighbourhood still prefers to pass cash hand to hand. Cases like these lend weight
to the push for classic frameworks such as the Technology Acceptance Model (TAM) and
Diffusion of Innovations (DOI) to fold local barriers into their backbone, either as fresh

support beams or as entry conditions that must be cleared first, so the guides can steer
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engineers, funders, and trainers working with grocers, sewists, and street vendors in India’s
teeming urban corridors.

When the Technology Acceptance Model (TAM) is combined with Diffusion of
Innovations theory (DOI), researchers gain a more comprehensive understanding of
how small and medium-sized enterprises (SMEs) gradually adopt e-commerce. In the
early days, TAM’s cognitive levers—whether a tool seems practical and easy—carried the
day, nudging businesses towards low-stress moves such as setting up a Facebook shop or
rolling out a simple landing page. Later, after owners gain confidence and the online
landscape shifts, bigger bets—such as upgrading the platform, tying together channels, or
funding steady ads—depend more on DOI's signals: watching competitors thrive, seeing
e-commerce blend seamlessly into daily work, and recognising from complex data that
deeper digital strides deliver.

The argument here is that the motives behind a small or medium-sized firm’s move
to digital are not fixed, by any stretch. Instead, some drivers grow louder, others quiet
down, and they can even echo off one another as the company’s web story unfolds. Because
success still rests on how much cash, time, and skill any given business can spare at a
moment, pushing ahead is never guaranteed and always looks different from one firm to
the next.

Advocacy for Integrating Perspectives of Adaptive Learning, Bricolage, and
Effectuation in SME Digitalisation Studies: Interviews with small retailers reveal that
moving online rarely follows the neat step-by-step road older models assume. Instead, the
process feels more like an adaptive learning journey filled with quick tests, misfires, and
makeshift tweaks. Bricolage describes the act of grabbing whatever tools, scraps, or
knowledge already exist to solve an urgent problem or seize a sudden opportunity. Store

owners routinely leaned on off-the-shelf apps, cobbled together DIY sites, or hurriedly
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pivoted the moment a competitor announced a promotion. Those decisions, made outside
any boardroom agenda, yet reshaped the firm’s future more decisively than any planned
strategy could. By chronicling this messy, day-to-day reality, the study demonstrates how
rigid, rational models overlook the constant scramble resource-light businesses face in fast-
moving markets. It thus calls on scholars to weave together ideas from organisational
learning, effectuation, and bricolage so that the theory reflects the uneven path smaller
firms take when pursuing digital change.

Plugging these insights into existing models could help researchers build more
realistic, context-aware representations of how small firms adopt new technology.

Reinforcing, Nuancing, and Elevating the Centrality of Multi-Dimensional
Trust in SME Digital Adoption Frameworks: While most digital-adoption models give
trust a passing mention—by tying users' sense of safety to perceived ease or by pairing risk
with system complexity—data gathered across Northern India clearly shows that trust
deserves the headline. In a market still defining its guardrails, where many firms are only
just coming online, faith in another party not stealing data or blocking a transaction opens
the door, keeps it moving, and ultimately defines the experience. The research categorises
the concept into three distinct layers that managers must remain aware of.

Technological trust encompasses buyers' and sellers' confidence that gateways will
settle the bill, that cloud servers will securely hold records, and that the platform itself will
not freeze during a sale or leak sensitive data.

Interpersonal trust steps in where old-fashioned handshakes are replaced, leaning
instead on prompt replies, honest fixes, and a history that demonstrates the seller delivers
on their promises.

Institutional trust refers to the confidence small businesses place in the rules of the

online marketplace, the availability of support, and the fairness of treatment across
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competitors, especially when major brands play a leading role. Evidence now suggests that
theories explaining why small and medium-sized enterprises (SMEs) take their first steps
online should incorporate these trust dimensions in a precise and visible way, rather than
treating them as mere footnotes. When scholars regard trust as a foundational element,
rather than an incidental risk mitigator, adoption frameworks become stronger in
environments where every swipe, click, and load time brings a fresh wave of doubt.
Taken together, these fresh perspectives offer a clearer, more grounded account of
how corner shops in Northern India transition to e-commerce, revealing that everyday
practices often misalign with tidy textbook models. By overlaying this regional
perspective, the updates enhance classic uptake theories, equipping policymakers and
platform designers with sharper tools and practical insights that align with the hopes and

challenges faced by these overlooked entrepreneurs.

6.4 Actionable Recommendations for Stakeholders

Drawing on the data and analysis presented in the previous chapters, especially the
detailed examination in Chapter 5, this final section outlines concrete, practical actions that
key players in small retail e-commerce can take immediately. The recommendations are
grouped by audience: (1) small store owners and managers, who need straightforward tools
and daily habits that drive online adoption and sharpen their competitive edge; (2) software
developers and vendors, whose platforms must blend advanced features with prices that
small firms can realistically afford; and (3) public agencies and regulators, whose policies
and incentives can either smooth the road for digital sales or add unnecessary hurdles. By
addressing the barriers outlined earlier and capitalising on the new opportunities revealed
in the analysis, this Blueprint aims to make Northern India's SME landscape fairer, more

dynamic, and environmentally sustainable, while also providing a practical model for
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similar regions seeking to uplift low- and middle-income entrepreneurs through digital

commerce.

6.4.1 Recommendations for Small Retail Firms

Owner-managers of small retail firms across northern India are invited to take a
forward-looking stance and introduce the practical steps that follow. These suggestions
emerge directly from the evidence collected, including everyday habits, persistent
obstacles, and the traits shared by retailers whose online ventures have proven notably
resilient.

Adopt Intentional, Coordinated, and Written E-commerce Planning: Evidence
presented in Chapter 4 and expanded upon in Section 5.2.5 shows that most small shops
rely on ad-hoc or verbal plans. Moving towards a simple, documented e-commerce strategy
can help substitute happenstance with direction and sustain long-term gains. Such a plan
need not be burdensome; its real value lies in naming and recording a few key elements:

Clear Online Goals: What specific gains do owners seek from the internet -
increased sales of X%, fresh buyers, more substantial brand presence, or swifter stock
turnover? In practice, these targets should meet the SMART yardsticks.

Defined Digital Customer Group: Who is the online shopper the business hopes to
attract, what they prefer, how they browse, and what frustrates them? This profile may
differ from the loyal in-store client seen every day.

A Unique Online Value Proposition: In an overcrowded digital marketplace, what
will set the business apart? Options include niche products, exceptionally personal service,
regionally sourced items, or simply unmatched shopping ease (Burt et al., 2003). Whatever

the choice, the message must reach customers loud and clear.
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Integration with the Overall Business Strategy: If physical stores exist, how will
the online channel work in tandem with them to offer a seamless, unified shopping
experience (Turchi, 2018)?

Resource Allocation: E-commerce efforts require a candid assessment of the
money, people, and time that can realistically be spared (Zhu et al., 2002). Even a basic,
typed plan provides proper direction, enhances decision quality, sharpens priority setting,
and offers a yardstick to measure success—or to confront the risk that nearly 41% of firms
move forward without a strategy (Willis and R, 2004). The said plan should be treated as
a living document, routinely updated in light of actual performance and shifting market
signals.

Adopt a Phased, Pragmatic, and Scalable Approach to Technology
Implementation: Chapter 4, Figure 6, and Section 5.2.2 confirm that cost and complexity
strongly inhibit technology adoption among small and medium-sized enterprises,
suggesting that sweeping, single-step rollouts or big-bang launches rarely succeed in this
segment. Accordingly, small retailers are urged to proceed incrementally:

Establish Foundational Tools: Launch the effort with essential, user-friendly, and
budget-conscious e-commerce assets that satisfy immediate operational demands. Typical
first steps include selecting a widely supported e-commerce platform, such as Shopify or
WooCommerce, integrating with a trustworthy digital payment processor, and activating
basic modules for stock management and customer messaging.

Weight Perceived Ease-of-Use and Perceived Usefulness: In the technology-
selection process, accord primary importance to tools that team members can grasp
quickly, that slot comfortably into existing skill sets, and that demonstrably boost sales or
lighten operational load, principles consistent with the Technology Acceptance Model first

articulated by Davis in 1989.
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Master the Basics First: Focus on fully exploiting the introductory stack before
considering sophisticated, more expensive systems. Training sessions and hands-on
practice should ensure that employees feel confident with current tools, thus laying a steady
foundation for future upgrades.

Plan for Scalability: Begin with straightforward solutions, but select tools and
platforms that have proven to scale effectively with demand. Expect to add more features,
handle higher traffic, and capture richer data as the business matures. By doing so, the firm
avoids the frustration and cost of replacing entire systems when initial fixes prove too
limited. A gradual, learning-centred roll-out links each technology upgrade to measurable
gains, protecting capital and matching each step to the SMEs' growing expertise.

Proactively Cultivate Online Trust and Emphasise Local Relevance. Trust is
decisive in e-commerce, especially for newer brand names, so small retailers must protect
and publicise their credibility. They can do this through four practical steps: (1.) Ensure
Transaction Security by offering recognised, encrypted payment methods and prominently
listing the safeguards behind them. (2.) Provide Transparency with accurate product
details, crisp images, and no-surprise prices, including predictable shipping charges. (3.)
Establish Fair and Clear Policies by publicly posting easy-to-read terms for returns,
refunds, and exchanges. (4.) Leverage Social Proof by soliciting honest reviews and
displaying them front-and-centre, turning satisfied customers into persuasive brand
ambassadors.

Offering Responsive and Empathetic Customer Service: Ensure that support is
both reachable and genuinely helpful, covering voice calls, email, social-media DMs, and
even WhatsApp so questions are answered and problems sorted without delay. Building on
Local Connections: Businesses with brick-and-mortar outlets should lean on the trust they

have already earned in the neighbourhood. Even purely online shops gain confidence by
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respecting local payment habits, such as Cash on Delivery (COD), which this research
shows still persuades many shoppers, especially those new to e-commerce.

Developing and Implementing Localised and Culturally Resonant E-
commerce Strategies: The case study of Northern India, analysed in Chapters 4.5 and
5.2.3, confirms that social, economic, and cultural factors shape buying patterns and,
ultimately, determine the success of e-commerce. Small retailers must therefore tailor their
marketing communications to employ local languages—such as Hindi, Hinglish, or the
dominant regional dialect—in ads, social posts, and chat responses, making the brand feel
more relatable and the message more straightforward.

Coordinate Assortments and Promotions with Cultural Events: Design product
lines, discounts, and messaging to align with key festivals, holidays, and local observances,
since these occasions drive short-term surges in traffic and sales.

Monitor Local Spend-Ability and Tastes: Regularly evaluate nearby income
brackets and shifting preferences, using this data to fine-tune pricing, product mix, and the
style of promotion—whether premium, value, or locally grown-highlights.

Focus on Niche Markets and Differentiate Through Service and Uniqueness: Given
the wide-ranging reach of major e-commerce giants (Chapter 4, Section 4.6.2; Section
5.2.4), competing head-to-head on price or SKU count is rarely feasible for small and
medium enterprises. Retailers seeking longevity, therefore, should:

Spot and Nurture Niche Segments: Target defined groups with special interests or
needs that mass-market platforms overlook (Burt and Sparks, 2003).

Present Rare, Curated, or Local Lines: Build identity and loyalty by offering
distinctive items—whether handmade, locally sourced, or thoughtfully assembled—that

customers cannot find elsewhere.
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Compete on Personalised Service and Customer Experience: Because smaller
firms can move faster than significant marketplaces, they should leverage their size to offer
tailored service, form genuine connections with customers, and share on-the-ground
insights or extras that larger, impersonal platforms struggle to replicate (Matthews et al.,
2001).

Commit to Continuous and Accessible Digital Skills Development: The digital
skills gap discussed in Chapter 4 and illustrated in Figure 6, Section 5.2.4, continues to
hinder progress. Owner-managers and their teams therefore need to make learning a habit,
not a one-time surge, if they intend to run their e-commerce operations confidently.

Utilise Free and Low-Cost Online Learning Resources: Seek out the numerous no-
cost courses, videos, and guides available from Google Digital Garage, HubSpot Academy,
YouTube, or similar sites.

Attend Affordable Local Workshops and Webinars: Sign up for budget-friendly
training hosted by regional business groups, government agencies or partner tech firms.

Foster a Culture of Learning within the Business: Create an in-house climate where
everyone picks up fresh skills, tries them out, and then briefs colleagues.

Consider Peer-to-Peer Learning: Small local firms can form loose networks where
they share stories, exchange tips, and collaborate on common digital challenges. These
conversations should move beyond basic computer know-how and cover day-to-day tasks
such as running an e-commerce site, crafting search-friendly posts, engaging audiences on
social media, keeping online payments secure, delivering prompt digital customer support,
and interpreting simple web statistics.

Use Social Media Smartly and on a Budget: Since nearly every business in the

survey is already online and starting a social account costs almost nothing (see Chapter 4,
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Section 4.3.1), these platforms should stay at the heart of each firm's marketing plan. To
stretch tight spending, however, small enterprises need to:

Build Real Engagement First: Share useful, honest, and genuinely interesting posts
that resonate with customers, rather than just promoting sales.

Foster a Loyal Community: Encourage two-way conversations so followers feel
they belong and are proud to support the brand.

Get Creative on the Cheap: Depend on organic reach by posting great content, ask
fans to share images, partner with local micro-influencers who charge less, and explore
local online groups or forums where potential buyers already congregate.

Be Selective with Paid Advertising: Although paid social media ads can still yield
meaningful results, rising costs make it crucial to approach them with caution. Start with
modest, narrowly defined campaigns, watch how they perform day by day, and adjust
creative, audience, or budget based on what the data tells you. Doing so helps keep
spending lean while still working towards a positive return on investment.

Adopt an Adaptive, Iterative, and Increasingly Data-Informed Operational
Mindset. The e-commerce world is constantly evolving, so small retailers benefit from an
operational mindset that is adaptive, iterative, and data-driven.

Regularly Monitor Performance: Even basic analytics from your e-commerce
platform and social media channels can reveal a great deal, but that insight matters only if
it is checked regularly. Set aside time each week to review website traffic, conversion rates,
customer engagement scores, and sales trends, so you can identify what is working and
what needs attention.

Actively Seek and Respond to Customer Feedback: Online reviews, comments on
social media posts, and direct chats with shoppers are more than noise; they are honest

signals about where products, services, or the online experience can improve. Create a

153



simple system to collect this feedback, tag common issues, and assign follow-up actions,
turning complaints or questions into productive opportunities for adjustment.

Commit to Iteration and Flexibility: Over time, new marketing messages,
promotional offers, or platform features may prove more effective than expected, or appear
promising yet ultimately fall short. Stay open to small tests, note what succeeds and what
teaches valuable lessons, and use those insights to tweak strategies, product lines, and
digital tools as consumer tastes, market conditions, and technology continue to change.
This habit—or culture—of iterative learning is essential for navigating the fast-paced
online world with confidence.

When small retail firms across northern India adopt these practical, locally relevant
steps, they not only make day-to-day digital operations smoother, they also position
themselves to outmanoeuvre rivals, respond quickly to surprises, and lay the durable

groundwork needed for lasting e-commerce growth.
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6.4.2 Recommendations for Technology Providers

Technology providers (e-commerce platform developers, software-as-a-service
(SaaS) vendors, digital marketing tool makers, and payment-gateway partners) form a vital
support network for small retailers moving online, and their work can shape more effective
and sustainable e-commerce growth across the region. Evidence from this study—
particularly the sections detailing Northern India’s SMEs' struggles with cost, complexity,
skills, and system integration (Chapter 4, Sections 4.3 and 4.4; Chapter 5, Sections 5.2.1,
5.2.2, and 5.2.4)—guides the specific actions outlined here for that group.

Prioritise the Development and Promotion of Genuinely Affordable and
Transparently Priced Scalable Solutions: Cost emerged consistently as the single biggest
hurdle preventing SMEs from adopting advanced e-commerce tools (Chapter 4, see Figure
6). Providers should therefore:

Design Flexible, Tiered Pricing Models: Create starter packages that bundle key
functions at little or no up-front fee, then outline clear, predictable upgrade paths that
expand features and capacity in step with the business’s growth and rising online revenues.
Steer clear of pricing grids that hide extra charges behind technical jargon.

Minimise Upfront Investment Requirements: Shift to subscription-based SaaS
pricing that matches the erratic cash flow of SMEs, so firms do not face large, one-time
outlays for licences or new hardware.

Offer Freemium or Extended Trial Periods: Provide SMEs with real access to core
features for weeks or months before billing, thereby reducing the fear of wasted money and
allowing users to experience the Perceived Usefulness detailed in TAM.

Be Transparent About Total Cost of Ownership (TCO): Spell out every possible
charge—up-front fees, transaction levies, mandatory plug-ins, support bundles—so SMEs

can budget accurately and avoid nasty surprises later.
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Champion User-Friendliness (PEOU) and Drastically Simplify Integration
Processes: Interviews and data showed that limited tech skills and tangled connections
drive many firms away (Chapter 4, Figure 6; Section 4.4.2), so vendors should:

Invest heavily in Intuitive User Interfaces (Ul) and User Experience (UX) Design:
build dashboards, wizards, and help screens that a non-specialist can follow, thereby
reducing the need for coding knowledge during setup, daily use, content swaps, or basic
fixes. Doing so directly lifts Perceived Ease of Use (PEOU) in TAM and shrinks the
Complexity barrier in DOL.

Develop Reliable Plug-and-Play Integration Capabilities: Offer clear, well-
documented integration links between the core applications small and medium-sized
enterprises rely on—e-commerce stores, payment gateways, basic inventory software,
popular accounting packages, and entry-level customer relationship management systems.
Standardised APIs backed by step-by-step guides will help eliminate the major frustrations
users often face during set-up.

Provide Guided Set-up and Onboarding: Deploy setup wizards, simple checklists,
and interactive tutorials that walk new users through each stage of configuration, thereby
smoothing the path from purchase to everyday productive use.

Build and Deliver Localised and Contextually Relevant Features and Support: User
feedback highlights the need for technology to respect and reflect local cultural and
economic realities.

Embed Multilingual Interfaces and Documentation: Ensure the platform and all
support materials are fully translated into key regional languages, including Hindi, as well

as English, so that a broader range of users can use the system comfortably.
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Streamline Acceptance of Familiar Local Payment Methods: In addition to
international credit cards, provide easy access to UPI, leading mobile wallets, and robust
tracking tools for cash-on-delivery orders, which remain a vital option for many shoppers.

Culturally Relevant Website Themes and Marketing Tools: Design website
templates, seasonal marketing layouts, and content-editing apps that small businesses can
quickly modify with local colours, festivals, and landmarks, making their online store feel
home-grown and more appealing to neighbourhood shoppers.

Sector-Specific Workflow Modules: Accept that every retail category moves to
digital at its own pace. Grocery chains expect tight routing, real-time stock counting, and
driver slots, while fashion stores cherish glossy galleries, virtual mirrors, and easy-pay
picks from Instagram. Bundling these tools by industry or letting firms add modules on

demand makes the platform noticeably more helpful.

Comprehensive, Long-Term Training and Support: Nobody closes the skills
gap overnight, so product creators must maintain an educator's mindset by rolling out:

Varied, On-Demand Learning Material: Curate short video tips, printable how-to
cards, live online classes, searchable FAQ bins, and mother-tongue guides that explain both
the how and the why of each feature—and sprinkle in plain e-commerce basics like copy
that sells, secure payments, and good customer follow-up.

Establishing Customer Support that is Responsive and Friendly to SMEs.: Offer
customer assistance that is timely, empathetic, and easy to follow across several channels—
chat, email, and phone. Because many small and medium-sized enterprises lack full-time
IT staff, agents require training to guide users with varying levels of technical expertise.
Additionally, consider forming regional support teams that are familiar with local business

customs and common daily challenges.
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Fostering User Communities: Create online forums or informal user groups where
SMEs can share experiences, pose questions, and learn from one another, thereby building

a supportive peer network.

Increase Transparency, Build Trust in Digital Tools, and Emphasise Security:
Chapter 4, Section 4.4.2 recorded persistent SME worries about data safety and platform
reliability. To respond, technology providers must:

Be Transparent About Data Security Measures and Privacy Policies: clearly
outline the specific safeguards that protect business and customer data, and demonstrate
compliance with current data-protection laws.

Provide Clear Guidance on Regulatory Compliance Features: Make available tools
and straightforward instructions that help SMEs handle legal tasks, from producing GST-
compliant invoices to managing consumer data by privacy rules or adhering to e-commerce
statutes.

Cultivating Confidence through Consistent Performance: Small enterprises depend
on reliable online services, so suppliers should invest in resilient infrastructure that keeps
systems up and running. Frequent outages or technical glitches can erode a budding

business's reputation in a matter of hours.

Deliver Clear Data Tools that Drive Everyday Decisions: Sophisticated
modelling often overwhelms limited teams, yet straightforward numbers still power
smarter choices. Vendors, therefore, need to:

Embed User-Friendly Dashboards across the Platform: An intuitive, central panel
should spotlight core metrics—traffic origin, daily sales, trending items, and basic shopper

paths—without demanding deep statistical know-how.
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Augment the Charts with a Practical Interpreters Guide: Contextual hints or brief
tutorials beside each widget can show merchants how to tweak marketing, refine inventory,
or sharpen service based on what the data indicates.

When technology suppliers meaningfully address the urgent needs of small
retailers—for affordable pricing, user-friendly interfaces, local language options,
compassionate customer support, clear terms, and data they can act on—they remove many
of the practical obstacles these businesses face in going digital. As a result, small and
medium-sized enterprises can engage in the online economy more confidently and
sustainably, while providers enlarge their customer base, forming a healthy loop of mutual

gain.
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6.4.3 Recommendations for Policymakers

Government ministries, sector regulators and committed public agencies play a
vital and sometimes decisive role in creating an environment where small retail businesses
can start and sustain genuine digital transformation. The barriers and hopes outlined in this
study, in turn, limit digital literacy, affordable finance, solid infrastructure, clear rules, and
a level playing field, directly informing the policy steps that follow. Taken together, these
steps aim to create a friendlier, fairer, and more empowering online ecosystem across
Northern India, enabling small and medium-sized enterprises to compete with confidence
in the digital economy.

Although scholars have catalogued numerous barriers to digital tool use, a glaring
shortfall in everyday online know-how remains the chief obstacle for small shops (Chapter
4, see Figure 6; Section 5.2.4). To shore up this weakness, policymakers should:

Craft Targeted, Hands-on Courses: Training must hone real-world tasks, from
setting up a store on Shopify or WooCommerce on any future ONDC dashboard to running
low-budget campaigns via social media, basic SEO, or simple posts. Learners should also
grasp secure online payments, a friendly digital service, a quick look at web traffic
numbers, and the legal and tax basics linked to e-commerce, especially Goods and Services
Tax.

Ensure Classes are Reachable and Fair: Sessions should be conducted in Hindi
and major Northern languages, delivered through bite-sized online videos, phone-friendly
files, and live meet-ups at neighbourhood halls or industry-society spots, and charged no
fee or only a token amount, so that micro-businesses and semi-urban owners can join.

Forge Comprehensive Public-Private Training Alliances: Partner consistently with

industry associations, successful local e-commerce pioneers, and leading technology
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companies to design and regularly refresh training resources, ensuring they reflect
changing markets and emerging tools.

Expand Affordable E-Commerce Technology Access and Targeted Financial Aid.
Persistent high technology costs remain the chief barrier for micro and small retailers, as
our survey data confirms (Chapter 4, Figure 6; Section 5.2.4).

In light of this evidence, policymakers should pursue the following actions:

Introduce or Enhance Financial Incentives: Provide direct subsidies, grants, or
tax credits that meaningfully lower the upfront cost of vital e-commerce tools, covering
eligible expenses such as platform subscriptions, payment gateway set-up, basic inventory
or CRM software, and initial digital marketing.

Encourage Development of SME-Friendly Tech Packages: Bring together
public agencies and private firms to assemble scalable, feature-appropriate e-commerce
bundles that fit small retailers' budgets and skill levels, then promote these packages
broadly and transparently.

Simplify Access to Credit and Working Capital: Reduce paperwork and expedite
approval for formal loans, while exploring government guarantees or fintech partnerships
that make timely working capital available specifically for digital investments.

Encourage the Creation of Regional Digital Service Hubs: Explore whether
shared platforms—such as a common logistics portal, a secure payment gateway, and niche
online markets for local artisans—can cut costs for individual firms and widen the reach of
small and medium-sized enterprises.

Put Equity, Affordability, and Resilience at the Centre of Digital
Infrastructure Investment: In Northern India, unreliable roads and uneven connectivity

continue to hinder the growth of many SMEs, as discussed in Section 5.2.4.
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To move forward, policy should aim to:

Speed Up Broadband Expansion: Continue to push for delivering dependable,
high-speed internet to every district, with a special focus on rural areas and small towns,
and ensure the service remains affordable so that all residents can participate in the digital
economy.

Boost Last-Mile Logistics Solutions: Back private start-ups that offer cost-effective
delivery in diverse landscapes, upgrade postal networks for e-commerce, and encourage
joint transport schemes so goods move quickly from warehouses to customers' doorsteps.

Simplify Compliance, Clarify Rules, and Support E-Commerce Small Businesses:
Researchers observed that small online sellers find GST filing to be tricky and report that
guidance on e-commerce law is unclear (Chapter 4, Section 4.6.2; Section 5.2.4).

To make things easier, regulators could:

Audit Rules Exposing Small E-Tailers to Red Tape: Conduct a step-by-step review
of GST, data, consumer protection, and digital contract rules, aiming to streamline
processes so small firms waste less time and money on paperwork.

Publish Clear, Multilingual Guides Small Shops Trust. Draft brief, jargon-free
handbooks in key local languages that spell out each central e-commerce duty, listing
simple dos and don'ts street-level retailers can follow.

Launch One-Stop Hotlines and Portals Just for SMEs: Set up dedicated phone lines,
online chat rooms, or real single-window desks where small firms can ask questions,
complete registration, and receive alerts about new e-commerce regulations.

Section 5.2.3 of the policy document notes that increasing public confidence is a
key factor underlying sustained growth in e-commerce. In this context, the government can

take several concrete steps:
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Launch Public Awareness Campaigns - Initiate broad, easy-to-follow outreach that
educates consumers and small vendors about secure payment checks, key app settings, data
rights, and quick signs of fraud to protect themselves online.

Strengthening Consumer Protection and Dispute Resolution - Streamline and
expand existing channels for reporting cybercrime, settling payment disputes, and
resolving other e-commerce complaints, ensuring they are quick, impartial, and user-
friendly for both merchants and shoppers.

Ensuring Fair Market Practices - Vigilantly review dominant online marketplaces
for conduct that sidelines smaller sellers, safeguarding equal opportunity for all merchants.
Initiatives like the Open Network for Digital Commerce (ONDC) should receive robust
support and clear entry pathways for MSME:s.

Drive Awareness, Accessibility, and Impact of Government Support Schemes - In
Section 5.2.4, varied knowledge of public aid illustrates the urgent need for Active,
Targeted Promotion that communicate current SME-digitalisation grants offered under
Digital India, Start-up India, other MSME programmes, and ONDC using local
newspapers, radio, cooperatives, and village councils so sidelined merchants catch wind
early and see clear value.

Simplify Application Steps and Eligibility Terms - Policymakers must transform the
tangled, opaque, paper-heavy process once blamed on private start-ups into a lean, user-
centred pathway that reviews each proposal quickly yet maintains lines of accountability.

Monitor, Learn, and Adapt Support Instruments - Agencies responsible for aid
delivery should gather real-time user feedback, chart uptake rates, and measure the actual
impact, allowing them to regularly refine services and stay close to the evolving geography

and sector mix of Northern India.
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Build Networks and Peer Learning Across E-Commerce - Public plans need to kick-
start local clusters, organise sector forums, and support shop-owner guilds where retailers
swap tips, pool funds for pilot logistics or marketing tests, and grow the trust that fuels
long-term online growth.

If decision-makers implement these sweeping proposals, they will create a more
transparent, equitable, and encouraging environment for business. Such an environment
will help small retail shops across Northern India navigate the pressures of online
commerce, enabling each outlet to expand, strengthen regional competitiveness, generate
local employment opportunities, and contribute to a more inclusive and dynamic digital
economy.

Government ministries, regulatory agencies, and public-sector support
organisations are crucial—and indeed irreplaceable—in cultivating a climate that
genuinely facilitates the successful digital transformation of small retail firms. The barriers
and demands highlighted in this study—ranging from digital literacy and financial access
to reliable infrastructure, regulatory certainty, and market equity—shape the policy
recommendations that follow. These measures aim to establish a fairer, sturdier, and more
enabling ecosystem in Northern India, empowering SMEs to flourish in the digital era.

Strategically enhance and target digital literacy and e-commerce skill
development initiatives: Research clearly shows that small retailers still struggle with
basic digital tools, and this skills gap limits their growth opportunities (Chapter 4, Figure
6; Section 5.2.4). In light of this finding, policymakers are urged to:

Design and implement context-specific training programs: craft and deliver hands-
on, jargon-free digital literacy and e-commerce courses that respect local languages,
markets, and technology levels. Programs should cater to the distinct needs of store owners

and frontline staff, replacing one-size-fits-all IT classes with role-oriented modules.
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Focus on actionable curricula: the material should teach day-to-day tasks such as
managing shops on Shopify, WooCommerce, or ONDC; utilising free marketing tools like
Facebook posts or basic SEO tips; securing digital payments; providing online customer
support; interpreting simple web analytics; and staying compliant with GST and other tax
regulations.

Guarantee Accessibility and Inclusivity: Deliver capacity-building programmes in
Hindi and other locally spoken languages across Northern India; use short online modules,
mobile-optimised content, and in-person workshops at district community centres or
industry-association halls, offered at no or low cost, so micro-enterprises and semi-urban
entrepreneurs can participate.

Build Public-Private Partnerships for Training: Partner with industry associations,
established regional e-commerce sellers, and tech firms to co-create up-to-date course
materials, keeping lessons aligned with rapidly changing market trends and digital tools.

Boost Access to Affordable E-commerce Tools and Targeted Finance: Chapter
4 data show high-tech costs remain the primary barrier (Figure 6; Section 5.2.4). To tackle
this, decision-makers should:

Expand Financial Incentives: Launch well-targeted support, such as direct grants,
upfront subsidies, or clear tax credits, that soften the initial bills for core e-commerce tools
for micro and small retailers. This support should cover platform fees, payment gateway
setup, basic CRM or inventory apps, and first-time digital marketing costs.

Encourage the Development of SME-Friendly Tech Packages: Forge lasting
public-private partnerships that motivate technology firms to design and deliver cost-
scalable, feature-rich e-commerce bundles that directly match the capabilities and budgets

of small and medium-sized retail businesses.
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Simplify Access to Credit and Working Capital: Reorganise, or even eliminate, the
bureaucratic hurdles that currently prevent most SMEs from obtaining the credit and
liquidity they require for meaningful digital upgrades, particularly by leveraging
government-backed loan guarantees and agile fintech collaborations.

Promote Shared Digital Infrastructure: Pilot aggregated platforms for logistics,
secure payment, and local craft marketplaces, enabling SMEs to outsource these costly
functions and pay only a fraction of the price they would incur when building separate,
stand-alone solutions.

Prioritise Investment in Robust, Equitable, and Affordable Digital
Infrastructure: Persistently slow internet, erratic power, and fragmented delivery chains
still cripple online business growth (see Section 5.2.4); consequently, every policy
initiative must centre on expanding nationwide, high-capacity digital corridors that work
equally well in cities and rural belts.

Accelerating Connectivity Enhancement: Sustain and indeed speed up funding for
the high-speed, low-cost rollout of broadband to all of northern India, while targeting Tier
2 and Tier 3 centres, smaller towns, and vulnerable areas where the urban-rural divide and
digital income gap remain most severe.

Support the Development of Reliable Logistics Networks: Cultivate an affordable
and dependable logistics backbone, including last-mile connections, to enable small and
medium enterprises (SMEs) to reach customers across urban and rural landscapes.
Incentives for private delivery startups serving neglected regions, upgrades to postal
systems for e-commerce, and district-level partnerships among shippers could drive this

progress.

Streamline Taxes and Rules, while Strengthening Guidance for Online Sellers:

Chapter 4, Section 4.6.2 and Section 5.2.4 demonstrate that unclear Goods and Services
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Tax rules and shifting e-commerce statutes continue to confuse many SMEs. To relieve
that strain, lawmakers should:

Reassess and Simplify E-commerce Laws for Small Firms: Audit GST, data,
privacy, consumer rights, and digital-contract laws with an eye to clearer forms, fewer
signatures, and lower costs for every online seller.

Publish Plain, Multilingual Guides that Small Retailers Trust: Print and post short
how-to booklets in the most-used regional dialects, spelling out each rule, deadline, and
fee.

Create a Clear Help System for SMEs Facing Regulatory Questions: Establish
focused hotlines, user-friendly websites, or single-window desks that guide small

businesses through regulations, registration, and ongoing e-commerce compliance.

Enhancing the Awareness, Accessibility, and Impact of Government Support
Schemes: The uneven familiarity with and usage of available programmes noted in Section
5.2.4 suggests that the following steps are urgently needed:

Proactive, Audience-Centred Communication: Launch tailored outreach
campaigns through local newspapers, radio spots, community meetings, and trusted
associations to inform small retailers about digitalisation initiatives under Digital India,
Startup India, MSME schemes, and ONDC.

Clear, Streamlined Application Pathways: Review and revise forms, eligibility
rules, and approval timelines so that applying feels straightforward rather than burdensome,
while still safeguarding public resources.

Iterative Monitoring and Responsive Design: Set up a routine feedback loop with
SME owners, analyse adoption data promptly, and be willing to adjust funding levels,

training content, or delivery partners by region and segment.
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Facilitating Collaboration, Networking, and Peer Learning: Acknowledging the

strength that comes from working together, policymakers should back the creation of SME

networks. Specifically, they can promote local e-commerce clusters, industry forums, or

trade associations where small retailers exchange ideas, learn from one another, and pool

resources to tackle shared hurdles such as logistics and digital marketing.

When governments and regulators adopt these coordinated steps, they establish a

fairer and more supportive business landscape. Such a landscape gives Northern India's

small stores the confidence and tools needed to master e-commerce, driving their growth,

boosting regional competitiveness, creating jobs, and steering a more inclusive, vibrant

digital economy for everyone.
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Recommendations for Policy Makers
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6.5 Final Reflections and Overall Conclusion: Navigating the Digital Frontier for
Small Retailers

This dissertation offers a detailed, step-by-step examination of how small shops in
northern India are adopting e-commerce and what this truly means for them. The research
did not just count the websites or apps these businesses use; it also catalogued the everyday
struggles they face, from slow internet to trust issues, so that outsiders can see why some
firms go online and others still hesitate. By doing this, the study demonstrates how local
income levels, community norms, government regulations, and intense rivalries all interact
to influence and direct each merchant in a distinct digital direction. The project built its
argument on two well-known ideas: the Technology Acceptance Model, or TAM, and the
Diffusion of Innovations theory, often called DOI, because they help explain why people
say yes or no to new tech. Even so, the evidence here also suggests that those frameworks
require tweaking—and a good dose of local insight—when applied to understand small,
fragile businesses in a fast-growing economy like India’s.

When we compile the numbers from the surveys and the stories from the sit-down
chats, we obtain a clear and detailed picture of small shops in Northern India at a pivotal
moment in their growth. Almost every little retailer we spoke to is dipping a toe— or
more— into the online world. Most are sticking with simple, low-cost tools, using social
media posts and basic e-commerce sites as their digital front line. It is impressive how
quickly they adjust, listening to local tastes and cultural quirks; many shop owners change
their online plans on the fly to win trust and capture attention during major festivals or peak
seasons. Maintaining this hometown touch appears to be at the heart of how they handle
the internet right now.

Even though many smaller businesses attempt to connect with customers online,

they still struggle to utilise the advanced features that drive e-commerce forward
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significantly, or to grow in a steady and long-lasting manner. Their big goal bumps into
the same stubborn roadblocks over and over again. Money is usually the first problem, as
tight budgets make it difficult to purchase better software, test new ideas, or run ads for
more than a few weeks at a time. A skill gap also holds them back, as teams that never
received real digital training often struggle with the tools they already own. On top of that,
patchy internet, slow delivery routes, confusing tax rules such as GST, and laws that are
constantly changing add extra weight to the load. Finally, the big players continue to push
prices down, and their deep pockets turn the online arena into a lopsided race that smaller
shops find almost impossible to compete in.

This paper aims to provide real-world support for the idea that popular tech-use
models, such as TAM and DOI, need to be broadened and grounded in specific local
conditions. In particular, it argues that any serious use of these models for small and
medium-sized businesses in poorer, fast-growing countries must start by verifying whether
devices are affordable, owners and staff can read and click, and the wires, signals, and
power are functioning correctly. The work also highlights that many of these firms do not
follow a neat plan; instead, they build their online presence piece by piece, learning as they
go. Therefore, scholars should incorporate a lens that takes into account trial and error and
improvisation. Finally, the study advocates for a more detailed and nuanced understanding
of trust—whether in technology, among people, or from government—as a key force that
either draws shoppers and sellers into digital channels or holds them back.

By examining how small shops operate and what they need to grow, this study
compiles a clear list of steps that owners, employees, and external partners can implement
to support growth. For the corner shop, the advice is simple: start e-commerce planning
slowly, add tech tools a piece at a time, build online trust while staying in the local

community, stand out in a special market niche, keep learning digital skills, use social
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media without blowing the budget, and think in short cycles guided by fundamental data.
For companies that manufacture these tools, the key request is to offer e-commerce
packages that are affordable, easy to use, cater to everyday Indian needs—including
support for local languages and payment options—and come with comprehensive training
and responsive customer care.

In plain language, this study urges decision-makers to take prompt, focused action.
First, they should enhance digital literacy and e-commerce training that specifically
addresses the needs of small and medium-sized enterprises. Next, they must ensure that
those businesses can access affordable, reliable technology and have the funding to utilise
it. Serious, long-term money also needs to flow into stronger internet and phone networks,
especially outside big cities. On the regulatory side, the government needs to simplify the
paperwork for small shops and clearly outline the requirements in simple terms. Finally,
they should build an online world where people trust each other, private data stays safe,
and every seller has a fair shot in the market.

To wrap things up, the research shows that bringing Northern India's small shops
into the growing online economy—and probably many similar places around the world—
is not going to happen just because laptops are on the shelf or the market is there waiting.
It requires cooperation from everyone involved, a plan tailored to the local scene, and a
consistent effort at every level. Owners need fundamental skills, decent funding, and
backup systems; at the same time, rules and space must be established so they can create,
compete fairly, and continue moving forward. Many retailers in the region are already
tough, quick to adjust, and full of start-up drive, and those qualities count for a lot. If
shopkeepers hone their skills, tech companies offer fitting tools, and the government clears
the way, that hidden power can transform into solid jobs, fair growth, and healthier

communities that last. The authors sincerely hope that their findings offer new perspectives
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for managers, policymakers, and students who wish to support change, and that the insights
serve as stepping stones for more effective plans, informed regulations, and further

research in the future.

6.6 A Concluding Note on Future Research Directions

This dissertation attempts to tell the complete story of why small shops in Northern
India start selling online; however, the fast-changing digital world and the limited scope of
this project mean that many open questions remain unanswered, awaiting other researchers
to tackle. Chapter 5, Section 5.6, discusses these extra questions in more detail; however,
a few significant ideas are worth reiterating here so that scholars can address them in the
future.

Firstly, we need long-term studies that follow small retailers in and out of the e-
commerce space for many years, not just weeks or months. Observing the same stores over
time would reveal how their online plans evolve, how quickly they adopt new tools,
whether training programmes or subsidies pay off in the end, and which mix of luck, skill,
and external help keeps them visible and growing in a crowded digital market.

Wider Comparisons Across Regions and Countries: Future studies will
significantly benefit from researchers comparing small businesses across different Indian
states that face their own unique economic and infrastructure challenges. Examining Indian
firms alongside those in other emerging and developing countries should also provide
helpful insights. Conducting this comprehensive work will demonstrate whether the
present findings truly represent all SMEs and how significant environmental factors
influence online shopping habits.

In-Depth Work on New Technologies and Digital Platforms: With the Internet
evolving at a rapid pace, individual studies on how small shops adopt practical artificial

intelligence tools, smart data tracking, and newer digital networks like ONDC remain
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highly relevant. Researchers should investigate whether these innovations help businesses
save time and money or whether they introduce new obstacles. Understanding where and
why small sellers gain value—or encounter difficulties—will inform policymakers and
developers on how to create better support.

Evaluating the Efficacy and Accessibility of Support Interventions: To determine
whether small businesses across the country can genuinely utilise the various e-tools and
policies designed to assist them, we require solid research that closely examines how these
programmes function in daily life. When researchers ask who benefits, under what
circumstances, and why some owners struggle while others succeed, they provide designers
with the necessary information to develop more valuable and equitable support systems.

Maintaining this line of inquiry—whether through case studies, surveys, or field
trials—will be critical if we want small and medium-sized enterprises to continue growing
online in the years to come. Fresh data not only sharpens theory in university classrooms
but also offers practical, evidence-based guidance to policymakers, trainers, and
entrepreneurs themselves, so that the rewards of the digital economy are widely shared and

foster long-lasting, inclusive development.
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APPENDIX A
SURVEY COVER LETTER

Ecommerce Adaptation Survey new

Hello,

Thank you for participating in this survey on e-commerce adoption among small retail businesses. Your insights will help us understand digital marketing practices, technology use,
regulatory awareness, and the influence of socio-cultural factors on e-commerce. This research is conducted as part of my DBA program at SSBM Geneva.

Purpose of the Study:

This study aims to identify key factors affecting e-commerce adoption and effectiveness in small retail businesses. Your responses will contribute valuable knowledge that could
benefit small business owners and inform supportive policies.

Time Commitment:

The survey will take about 10-15 minutes to complete.

Vol icipation and Confidentiality:

Your participation is completely voluntary, and you may withdraw at any time without consequence. All responses are anonymous and will be used solely for research purposes,
ensuring your privacy.

Consent:

By proceeding, you confirm that you have read and understood the purpose of the study, agree to participate, and are of legal age. You also consent to the collection of your
responses for research analysis.Thank you for helping advance our understanding of e-commerce in small businesses.Best regards,

y Par

Saurabh Kalra
Research Scholar, DBA Program
Swiss School of Business and Management (SSBM), Geneva
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APPENDIX B
INFORMED CONSENT

Ecommerce Adaptation Survey new

Hello,
Thank you for participating in this survey on e-commerce adoption among small retail businesses. Your insights will help us understand digital marketing practices, technology use,
regulatory awareness, and the influence of socio-cultural factors on e-commerce. This research is conducted as part of my DBA program at SSBM Geneva.
Purpose of the Study:
This study aims to identify key factors affecting e-commerce adoption and effectiveness in small retail businesses. Your responses will contribute valuable knowledge that could
benefit small business owners and inform supportive policies.
Time Commitment:
The survey will take about 10-15 minutes to complete.

y Participation and C &
Your participation is completely voluntary, and you may withdraw at any time without consequence. All responses are anonymous and will be used solely for research purposes,
ensuring your privacy.
Consent:
By proceeding, you confirm that you have read and understood the purpose of the study, agree to participate, and are of legal age. You also consent to the collection of your
responses for research analysis.Thank you for helping advance our understanding of e-commerce in small businesses.Best regards,

Saurabh Kalra
Research Scholar, DBA Program
Swiss School of Business and Management (SSBM), Geneva
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APPENDIX C :

SURVEY QUESTIONS AND RESPONSES

This annexure provides a detailed overview of the survey questions and summarized
responses that informed the findings of this study.

Table Al : Survey Questions and Responses

Question Answer Choice No. of Percentage
Responses
1 | Type of Retail Store Automotive 45 16%
Health & Wellness 38 14%
Toys & Games 37 13%
Grocery 33 12%
Hybrid 33 12%
Pet Supplies 32 12%
Apparel 30 11%
Electronics 27 10%
275 100%
2 | How long has your retail store been | Less than 5 years 67 24%
operational?
5-10 years 73 27%
10-15 years 65 24%
Above 15 years 70 25%
275 100%
3 | Ownership Structure Sole Proprietorship 66 24%
Franchise 66 24%
Partnership 55 20%
Other 88 32%
275 100%
4 | Number of Employees 1-5 61 22%
6-10 75 27%
11-20 68 25%
21 or more 71 26%
5 | Average Annual Revenue Less than $50,000 75 27%
$50,000 - $100,000 68 25%
$100,000 - $500,000 63 23%
Above $500,000 69 25%
6 | Digital Marketing Strategies Used Social Media Marketing 275 100%
Email Marketing 178 65%
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Question Answer Choice No. of Percentage
Responses
Influencer Marketing 165 60%
Marketing Automation 140 51%
Website Optimization 107 39%
Website Analytics 100 36%
Video Marketing 92 33%
Chatbots 78 28%
7 | Frequency of Digital Marketing Daily 55 20%
Weekly 110 40%
Monthly 82 30%
Rarely 28 10%
8 | Effectiveness of Digital Marketing Effective 110 40%
Very Effective 82 30%
Neutral 55 20%
Ineffective 28 10%
9 | Adoption of Yes 140 51%
New Digital Strategies
No 135 49%
10 | Marketing Budget Allocation for 25%-50% 110 40%
Digital
51%-75% 82 30%
Less than 25% 55 20%
More than 75% 28 10%
11 | E-Commerce Platforms Used Shopify 80 29%
WooCommerce 80 29%
Magento 60 22%
BigCommerce 55 20%
12 | Use of Inventory Management Yes 165 60%
Systems
No 110 40%
13 | Impact of E-Commerce on Sales Moderately increased 110 40%
Significantly increased 82 30%
No change 55 20%
Decreased 28 10%
14 | Satisfaction with E-Commerce Satistied 110 40%
Integration
Very Satisfied 82 30%
Neutral 55 20%
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Question Answer Choice No. of Percentage
Responses
Dissatisfied 28 10%
15 | Other Business Management Tools CRM Systems 64 23%
Used
Payment Gateways 77 28%
Marketing Automation 34 12%
Accounting Software 85 31%
Other 15 5%
16 | Familiarity with Regulatory Yes 165 60%
Frameworks
No 110 40%
17 | Regulatory Impact on Business Neutral 138 50%
Positive 82 30%
Negative 55 20%
18 | Preparedness for Regulatory Somewhat prepared 110 40%
Changes
Very prepared 82 30%
Neutral 55 20%
Unprepared 28 10%
19 | Socio-Economic Factors Affecting Income of Population 275 100%
Strategy
Education Level 268 97%
Ease of Doing Business 113 41%
Occupation 84 31%
20 | Cultural Factors Impacting Strategy | Language 266 97%
Religion 75 27%
Ethnic Composition 0 0%
Other 0 0%
21 | Importance of Local Extremely important 110 40%
Festivals/Holidays
Important 82 30%
Somewhat important 55 20%
Not important 28 10%
22 | Strategic Framework for E- Yes 161 59%

Commerce Adoption
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Question Answer Choice No. of Percentage
Responses
No 114 41%
23 | Effectiveness of E-Commerce Effective 110 40%
Framework
Very Effective 55 20%
Neutral 55 20%
Ineffective 55 20%
24 | Areas Needing Improvement for E- | Customer Experience 138 50%
Commerce
Order Fulfillment 120 44%
Supply Chain 101 37%
Management
Data Analytics 76 28%
25 | Increase in Customer Loyalty Since | Yes, moderately 82 30%
Digital Strategy
Yes, significantly 82 30%
No change 65 24%
Decrease in loyalty 28 10%
Significant decrease 18 7%
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APPENDIX D

INTERVIEW GUIDE /TRANSCRIPTS

Demographics

Question 1: Could you briefly describe your role and the nature of your business?

(=]

(=]

Apparel and Accessories
ERespondent 1:

I'm the Creative Director of a boutique
clothing brand that creates custom high-end
fashion for women. Our designs are unique,
and we cater to a niche market that
appraciates distinction.

ERespondent 2:

I'm the founder of a sustainable accessories
line. We provide eco-friendly bags, belts, and
shoes, keeping in mind the environment and
our consumers' health by using recycled and
biodegradable materials.

Electronics and Appliances

Respondent 1:

I am the CEQ of 2 consumer electronic
company that focuses om the production of
affordzble smart devices like phones and
home automation system.

Respondent 2:

My name iz._. I am currently working as 2
marketing and sales manager in a developing
company that specializes in designing and
manufacturing eco-friendly, energy-efficient
home appliances such as washing machines
and refrigerators.”

Health and Wellness
Respondent 1:

My name is... and I am the founder and head
of a wellnesz retreat providing various
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services from mental wellness coaching to
spa amenities.

Respondent 2:
My company designs, produces, and sells

health znd personal care products that
meclude organic, plant-based supplements.

Toys and Games

Respondent 1:

I'm the CEO of 2 toy company that creates
eco-friendly toys. We produce educational
toys made from biodegradable materials. In
other words, our kids enhance learning and
develop their skills while protecting the
environment as well.

Respondent 2:

I'm the CEO and chief product designer in a
company that provides educational tovs. Cur
toys develop children’s skills in science,
technology, engineering, and mathematics.
We offer over 30 products all made from
environmentally friendly materials.

Grocery

Respondent 1:

I'm the owner of a chain of grocery stores.
Thiz nature of business capitalizes on
providing diverse agricultural products n the
freshly sourced food market. I also promote
the ethical intrinsic motivation of small-scale
farmers.

Respondent 2:



I'm the founder of an online grocery delivery
that provides fresh organic food directly to
our clients” homes. We offer everything from
fresh farm produce to pantry.

Pet Supplies

Respondent 1:

I'm the CEQ of the pet food company that
specializes in the production of organic
grain-free dog and cat food. Owr food is
health and of the high-quality.

Respondent 2:

I'm the CEQ of a pet accessories company.
We produce pet leashes, collars, and even
toys made from recycled materials ™

Automotive Parts and Accessories
Respondent 1:

I'm the founder of zn automotive parts
business specializing in performance parts
for car enthusiastz. We zell everything from
exhaugt systems to custom wheels.

Respondent 2:

I'm the COOQ of 2 company that produces
eco-friendly car accessories such as seat
covers, mats, and organizers made from
sustainable materials.

Hyhbrid
Respondent 1:

I'm the CEOQ of a hybrid business that
combines tech consulting and product design
for small and medinm-sized enterprizes. We
offer both consulting services and in-house
developed software solutions.

Respondent 2

I am the founder of 2 hybrid company that
merges digital marketing with web
development. We provide comprehensive
online branding and web solutions for start-
ups.

Question 2: How long has your business been operational, and what motivated vou to start it?

o

o

Apparel and Accessories
Respondent 1:

We've been in business for three years. [
have always had a passion for fashion
design and after working for the big fashion
houses, I wanted to create something more
personal and directly made for women who
zppreciate their own design.

Respondent 2:

About 3 vears have paszed. I wanted to
reduce the damage to the environment by
fashion wear. I saw a large part of fashion
going to waste, wanted to be part of the
change and do something 1dentifiable and
friendlier for the environment.

Electronics and Appliances
Respondent 1:
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We have been in operation for eight years
noew. The rapid growth of smart technology
znd my understanding that many are not able
to afford high-end brands motivated me to
make it more accessible for everyone.

Respondent 2:

We were incorporated 6 vears ago. The
mcreased  aftemtion  to  environmentsl
problems cauzed me to think about and act on
the ways energy could be =aved and
zppliances that would contribute to this.

Health and Wellness
Respondent 1

We've just turned 7 last month. My
previous corporate experience made me feel
burnt out and I wanted to protect people
from such experiences and provide them
with a space to leave everything



behind. . juice, train, voga, meditate . just
relax.

Respondent 2:

We've been in the market for 3 years. [
started the business becanse of the poor
quality of the supplements that people could
access. [ was determined to provide a
cleaner and more natoral alternative to help

people lead healthy lives.
Toys and Games
Respondent 1:

We've been in practice for ¥ vears. I started
the enterprise because of my background m
education and passion for toys that help
children leam zbout critical issues, such as
climate changs and sustainability. I observed
that such knowledge could create a more
caring society.

Respondent 2:

I started the company § vears ago. [ realized
the importance of early exposure to STEM
fields for the development of ideaz n
children. However, I saw that rather than
coming up with strict rules, I could help
them have fun with it.

Grocery
Respondent 1:

We've bean operational for 10 vears T was
motivated by my belief in organic and
sustainable farming and wanted organic
food to be available for more people.

Respondent 21:

We've been running for 4 years. The
motivation came from seeing how busy
people were and how often they didn’t hawve
time to go to stores but still eat orgamic. I
wanted it to be no hassle and bring it
straight to their house.

Pet Supplies
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Respondent 1:

We've bean operating for 8 vears. The fact
that every pet 13 capable of adding happiness
to the life of thewr owner, motivated me to
start the company that produces organic
food. I have a pet, and once when he got
sick, I found out that the problem was all
related to the poor quality of food he was
eating. I wanted to contribute to the better
future of other pets.

Respondent 2:

We've bean operational for 5 years. My
motivation came from my desire to reduce
waste in the pet industry while offering pet
owners high-quality, eco-conscious
products.

Antomotive Parts and Accessories
Respondent 1:

We've been operational for 12 vears. I've
always been a car enthusiast, and [ saw an
opportunity to provide high-quality
performance parts at a more affordzble
price.

Respondent 2:

We've bean running for 7 years. I wanted to
align my love for cars with my commitment

to sustainability, so I started this business to
offer eco-conscions car accessoTies.

Hyhbrid

Respondent 1:

We've bean in operation for 10 years. I
wanted to bridge the gap between tech
development and business needs, helping

companies grow by providing custom tech
solutions.

Respondent 2

We've bean operational for § vears. I started
the business becanse I saw 2 growing need
for integrated digital solutions, where



Respondent 2:

We uze Google adds. Moreover, we employ SEQ
and use email advertising technigues. Google
adds have also besn uzeful in promoeting related
keywords to the delivery of groceries in your
localities.

Pet Supplies
Respondent 1:

We focus on Facebook and Instagram Ads, and
we're also investing in SEQ. These platforms
help us connect with pet owners who are actively
searching for specialized pet care products.

Respondent 2:

We use Google Ads, Instagram, and SEOQ.
Google Ads help us reach pet owners looking for
gpecific products, while Instagram i1z great for
engaging with our audience.

Automotive Parts and Accessories

Respondent 1:

We use Facebook Ads, SEQ, and email
marketing. Facebook is good for targeting car

enthusiasts, and 8EQ is good because it also gats
us noticed by people who search for automotive
parts on Google.

Respondent 2:

We nse Google Ads, YouTube, and SEQ. 3EQ
iz an obvious cholce for us, so I don't need to
explain that one. We use Google ads because we
like to capture high-intent searches. We used
YouTube to showease our skills and the benefits

of our products.

Hybrid

Respondent 1:

We focus heavily on SEOQ and email marketing,
with some investment in LinkedIn for BB

outreach. SEQ helps us rank for highly relevant
keywords, and LinkedIn is great for networking.

ERespondent 2:

We do SEQ, Google Ads, and social media ads.
The first two were focused on since they ensure
business with us are in the top of results for
people actively looking for digital marketing.

Question 2: Can vou share a recent success story or a significant challenge you've faced with your

digital marketing efforts?
Apparel and Accessories
Respondent 1:

Pecently, we collzborzted with 2 famous fashion
influsncer, which resulted in an increaze of sales
by 30% in a week. The most problematic has
been the cost-per-click rate, as paid social media
ads have become more expensive.

Eespondent 2:

Our bleg post on eco-friendly fashion once
became viral, and we recorded 2 traffic spike on
our wehsite, which zlso resulted in the szales
increase by 20%. One of the diffieulties 13 also
adapting to the constant changes in Google’s
SEO algorithm.

Electronics and Appliances

XX1X

Respondent 1:

Our most recent success was a viral video
campaign demonstrating our home automation
gystem. It led to a 23% sales inereaze. A
challenge we face iz balancing the budgst
between paid and crganic channels.

Eespondent 2:

We recently ran a successful Google Ads
campaign that allowed us to increase our leads
for energy-efficient appliances by 40%.
However, we still stuggle with the high cost of
managing Google Ads. Most of our marksting
strategies mvolve some type of digital
marketing, and accounting for the costs is
challenging but worth it.

Health and Wellness



Eespondent 1

Launching & new product on Instagram with a
teazer video has generated a lot of excitement,
and the item quickly sold out. & major challenge
for us haz been keeping up with the rapidly
changing trends and algorithms of social media.

Eespondent 2

Fecently, we saw a 33% growth in sales due to
our search rankings for several major health
supplement-related terms. Newvertheless, our
competitor activity has posed a  serious
challenge. contributing to the constant struggle
to keep our positions stable ™

Tovs and Games
Eespondent 1:

A YouTube video of one of our toys went viral a
month ago. We have increased sales by 2097
However, the challenge was that “we struggle to
develop new tovs and keep marketing fresh for
audiences.

Eespondent 2:

The respondent said, “We presented 2 Facebook
live presentation about our toys. We ended up
increasing our sales by 30%:.7 5till, the constraint
encountered was that “we had to keep up with
Facebook's algorithm changes.™

Grocery

Eespondent 1:

Pecently concluded Facebook adds showcasing
our organic produce led to a 20% increase m
orders. Both our local and intemational
customers appreciate our products. However, it
iz a challenge keeping them engaged in these
posts over a long period.

Eespondent 2:

2500 Dollars budget aided in creating an SEQ
buzz that saw us top the organie grocery delivery
gearch list, resulting in inereased purchases
However, the challenge iz competing with larger
groceries whose budget outweighs ours. We
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advertize three times a wesk and are not in a
position to post daily.

Pet Supplies
Eespondent 1:

Our “Pet Care Essentials’ campaign on Facebook
was highly suecessful, brnging mm new
customers and boosting sales. One challenge 13
keeping ad costs down while mamtaining the
same level of engagement.

Eespondent 2:

A suceessful Instagram campaizgn featured user-
generated content, showing pets using our
products, which boosted brand trust. One
challenge iz staving on top of changes m
Google’s ad platform.

Automotive Parts and Accessories
Eespondent 1:

Our DIY car care tips video we filmed and
shared on Facebook got us heaps of traffic. That
was a success. Our challenge is always keeping
up with SEQ trends so we can get the highest
ranking’.

Eespondent 2:

We had the video of the best way to install one
of our accessories go viral on YouTube. We had
heaps of orders that day. Our challenge is
producing consistent content that will get us the
same amount of views as that got us.

Hybrid

Eespondent 1:

A recent emazil marketing campaign targeting
startups went very well — a few have become
clients in the meantime. That being said,

LimkedIn ads tend to be much more expensive,
o the retumn iz not always worth the investment.

Eespondent 2:

We had a huge client zign a couple of weeks ago
after we began targeting tech startups through
Google Ads. The ads have been extremely



expensive since we're targeting such a niche
market, but they've been worth it.

Question 3: How much of your marketing budget is allocated to digital strategies, and how

has this investment influenced your business?

Apparel and Accessories
Respondent 1:

Respondent: 60% of our marketing budget
goes to the digital strategies. The
investment made haz considerably
expanded our brand’s reach and public
recognition, especially among the young
people.

Respondent 2:

We allocate T0% to digital marketing. It
has been crucial for increasing our online
pressnce and educating customers about
sustainable fashion

Electronics and Appliances

Respondent 1:

Around 30% of our budget goes to digital
marketing. Thiz has helped us tap mto a
vounger, more tech-savvy audience, which
has been eszential for driving sales.

Respondent 2:

Appromimately 65% of our marketng
budget iz spent on digital strategies.

Health and Wellness
Respondent 1

Around 60% of our marketing budget goes
to digital. It"s responsible for most of our
online sales and repeat customers.

Respondent 2:

We spend about 50% of our marksting
budget on digital. It’s been instrumental in
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growing our sales and improving brand
recognition.

Toys and Games
Respondent 1:

The rezpondent said they allocated 63%
and added, “Tt has helped expand our reach
to parents amd schools interested in
sustainable toys.

Respondent 2:

The respondents said about 70% znd also
zaid that “it has improved our vizibility and
consumers’ engagement from parents to
schools.

Grocery
Respondent 1:

We allocate 50%¢ of our budget to using the
digital platform. It has been pivotal in
driving online orders. It has also made our
customers aware of organic foods,
underscoring their health risks and the
impertance of eating organic produce.

Respondent 2:

We allocate 40%: of our total budget to the
digital platforms. The customers such
acquisitions and subscribe to the mailing
list three times a week. Organic products
are in demand, resulting in a significant
addition to our customer database. It is
monumental as it helped us drve the
expansion despite the raging virus where
vaccines are not vet available, leading to
2n increase in online orders across the
globe.



Pet Supplies

Respondent 1:

We allocate 60%. It’s been incredibly
effective I reaching pet
particularly those interested in our organic
pet care line, and it's driven sipmificant
online sales.

OWHETS,

Respondent 2:

We spend 35% on digital marketing. The
retirn has been excellent particularly
through SEQ, which has consistently
brought in new customers.

Antomotive Parts and Accessories
Respondent 1:

Our budget i 5% znd has had a huge
mfluence on our business. It allows it to
grow by targeting a niche group of people.

Technology Adoption

o Respondent 2:

o That 13 70% and essentia] for keeping us
competitive. The younger generation these
days just google things, they don’t know
anything else.

*  Hybrid

o Respondent 1:

o About 60%. It has been a great way to
build relationships with other businesses
znd to get ourselves out there in an already
very saturated market.

o BRespondent 2:

o Around 70%. It has been a core feature of
our growth strategy. as it allowed us to
target real clients rather than just getting
clicks we pay for.

Question 1: What specific e-commerce and business management technologies have you

adopted (e.g., e-commerce platforms, inventory management systems)?

o

o

Apparel and Accessories
Respondent 1:

We use Shopify for e-commerce and
TradeGecke for inventory management.
Theze platforms integrate smoothly and allow
us to manage orders, inventory, and customer
data in one place.

Respondent 2:

We employ WooCommerce for our online
store and Zoho Inventory for inventory
management. This way, we have more
flexibility in sales management acToss Many
channels.

Electronics and Appliances

Respondent 1:

o
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We use Magento for our e-commerce store
and Cin7 for inventory and supply chain
management. Magento iz highly
customizable, while Cin7 ensures real-time
mmventory tracking.

Respondent 2:

We use BigCommerce for our e-commerce
and Unleashed for inventory management.
BigCommerce is easy to use, while Unleashed
has proven to be a well-suited selution for our
sales chamnels.

Health and Wellness
Respondent 1:

We use Squarespace for our e-commerce and
Mindbody to manage bookings and customer



data. Mindbody iz perfect for managing our
retreat schedules and customer preferences.

Respondent 2:

We use Shopify for cur online wellness
products and Acuity Scheduling to manage
our virtuzl consultations. Shopify integrates
well with our social media channels.

Toys and Games

Respondent 1:

We uze Shopify for e-commerce platform and
Veego for the management of our stock
levels. It helps us handling sigmificant stocks
without 2 headache.

Respondent 2:

We have chosen WooCommerce for the sales
of products at the network and DEAE.
Systems for stock management. It 1s a suitable
zolution because of WooCommerce provided
flexibility, while the DEAPR. Systems enablad
us to control our precise stocks.

Grocery
Respondent 1

We use Brightpearl for inventory
management.

Respondent 2:

We use WooCommerce and TradeGecko for
imventory management. The two systems
work well togsther, managing our in-store and
cnline stock.

Pet Supplies

Respondent 1:

We use Shopify for e-commerce and
Fizshbow] Inventory for stock management.
The latter has been egpecially uzeful in
keeping track of our various SKUs and
automating reorders.

Respondent 2:

We uze BigCommerce and TradeGecko.
BigCommerce is an online platform that
asaists us in managing our chline store, and
TradeGecko is our inventory managzement
tool. Thanks to these tools, we can easily
handle our larger and larger assortment, as
well as manage orders online.

HYERID
Respondent 1

We currently uze Shopify for our e-commerce
and Odoo for business. These programs are
fundamental to our business models. Our
application 1s on both, and our application and
have been zble to synchronize busineszes.
With the above tools, we have always stayed
ghead in the business world.

Respondent 2

Although communication becomes clear
under Shopify, Odeo assists in integrating the
other parts of the business. Hence, our
company runs business using the latest
technology and obtzining a full profit.
However, our online store on Wool ommerce
gives us space for modification depending on
the demand of the market. Orders are
managed by MetSuite.

Question 2: What measurable impacts have these technologies had on your business

efficiency and customer engagement?

o

o

Apparel and Accessories
Respondent 1:

Uszing Shopify incressed our online sales by

30%, while TradeGecko reduced stockouts by °
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20%. For customer engagement we utilize
automated emails and targeted promotions for
clients, bazed on their purchase history.

Respondent 2:



WooCommerce implementation accounted for
15% decrease in the cart abandonment rate. For
Zoho Inventory, the system also showed positive
results in reducing the number of overstock and
stock shortages in operations.

Electronics and Appliances
Respondent 1:

Magento’s advanced analytics hawve helped us
better understand customer behavior, increasing
conversions by 23%. Cin? reduced the delivery
delays by 10%.

Respondent 2:

BigCommerce has established a faster website's
load time, which led to a 20% Increaze in
customer retention. Using Unleashed, we have
reduced the time on stock management by 23%.

Health and Wellness
Respondent 1:

Mindbody haz increased owr appointment
bookings by 40%, as clientz can now schedule
eazily online. Squarespace has also reduced
checkout times, improving user experience.

Respondent 2:

Shopify has inereased our szles by 35%, and
Acuity has allowed us to double the number of
consultations we can handle, reducing no-shows

by 1534,
Toys and Games

Respondent 1:

Shopify has boosted our sales performance,
elevating the mumber of transactions by 20%%
within six months. Veego has eliminated 30% of
our manual stock management actions. Besides,
customer engagement has been fostered by the
mvelvement of recent preferences reflecting
products.

Respondent 2:

The number of items sold through
WooCommerce has increased by 13%. DEAR
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Systems prevented approximately 25%% of issues
related to the wrong stock organization, which
resulted in fewer customer complaints.

Grocery
Respondent 1

Since adopting Brightpear]l, we've reduced food
waste by 13%, and Shopify has helped increaze
our online orders by 23%. Automated emails
have also boosted customer retention.

Respondent 2:
We've seen a 20% increase in delivery orders
since implementing WooCommerce.

TradeGecko has improved our stock accuracy
and reduced our order errors by 25%.

Pet Supplies
Respondent 1:

Our stock shortages have decreased by 20%,
attributed to Fishbowl, and Shepify’'s marketing
tools allowed us to gain a 30% increase in repeat
customers.

ERespondent 2:

Since we purchased TradeGecko, our tumaround
time has increased by 20 %, and mobile zales
have increased by 30 % since we purchased
BigCommercs

HYERID
Respondent 1

Shopify and Odoo have aided a 30% reduction in
order-processing time;Increased order accuracy
by 20%. As a result automation of mventory
management and order monttoring has allowed
us to conduct and deliver orders faster. Besides,
a 15% boost in the number of repetitions has to
ke attributed to the proper execution of
marketing campaigns that, in tum, rely on
Odoo’s CRM data.

Respondent 2

A 23% enhancement in inventory turnover rate
is linked to the introduction of WooCommerce



and Netzuite. In other words, the timely updates
on the inventory levels ensure that stockout and
overstock conditions can be prevented. Inm
addition, a 10% improvement In customer
engazement was due to more seamless shopping
justified, among other things, by the enhanced

availability of stock and quicker delivery
services. Finally, the automated tools for
receiving customer feedback within NetSuite
allowed to increase the number of positive
reviews by 10%.

Question 3: Can you describe any obstacles you've faced in integrating these technologies

and how you overcame them?

o

o

Apparel and Accessories
Eespondent 1:

The biggest obetacle for us was synemng physical
store mmventory and online platform datz. To
solve this, we hired a consultant who helped s
set up and customize the Intecration process.

Eespondent 2:

Customizing WooCommerce to match our
brand’s design was a bit complicated. To solve
this, we cutsourced the work to a developer, and
now everything runs smoothly.

Electronics and Appliances

Eespondent 1:

When we started using Magento, our employees
found it difficult to learn. So we conducted a
series of training sessions that greatly facilitated
adoption.

Respondent 2:

Unleashed did not support our product variants
that are quite complex. However, we have found
the workaround with a support team, which
eventually worked.

Health and Wellness

ERespondent 1:

Syncing Mindbody with our CEM was difficult
at first. We overcame this by using a third-party
integration tool, which made the process
seamless.

Respondent 2:

We faced issues with syncing our Shopify store
te Instagram’s shopping featurz, but after
reaching out to Shopify support, they guided us
through the setup process.

Toys and Games
Respondent 1:

The synchromization of WVeeqoe with our
warehouse management systern had some
problems. However, we have managed to
overcome the challenge by the combined work
of both companies, which helped us develop our
custom syvstem.

Respondent 2:

Some difficulties were observed in the processes
of the developing appropriate solutions allowing
the DEAR Systems work with our accounting
systemns. These problems have been overcome
by the hiring of the consultation of technical
experts solving the izsue.

Grocery
Respondent 1:

Inventory tracking for perishable goods was
initially tricky, but we overcame it by sefting up

custom  alerts in  Brightpesrl to monitor
expiration dates.
Respondent 2:
Syneing  remaining  stock numbers  from

TradeGecko with WooCommerce has initially
been difficult However, after contacting the
customer support, we were able to set up a
lzsting integration.
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Pet Supplies
Respondent 1:

We had trouble syncing Fishbowl with our
shipping provider, but after a few software
updates and a support call, we figured it out.

Respondent 2:

We had an issue with BigCommerce, as our
website was not compatible with mobile devices,
and most customerz are buying from
smartphones. After many calls and working with
their supporting team, we received assistance
with the problem.

HYERID
Eespondent 1

There were a couple of challenges that my team
and I faced as we implemented ERP integrations.
The first izsue I would like to address occurred
as we tried to ensurs that our Shopify and Odoo
platforms would be seamlessly integrated. The
main problem was that at first, it was not
effective and fast to synchronize data, especially
when 1t was mventories. Due to thiz fact, some
goods were known to be in steck, but in reality,

Regulatory Frameworks

they were already sold. The way we addressed
this challenge was by purchasing and utilizing a
custom APT connector that allowed us to
synchromize data between the two platforms m
real time. Another improvement was the training
we ordered for our employees to let them
manage the systems more efficiently, eliminate
mistakes, and be able to recognize system
problems.

Eespondent 2

An izsue related to integrating WooCommerce
and NetSuite was that they were not compatible
due to the order complexity on the one hand and
our customers’ information on the other
Therefore, we had to solve it by creating a
middleware ufilized engineered. were, and
another other. The last problem that had to be
addressed was that the members of our team got
used to older systems, and we had to order more
training. To smoothen the transition, we ran both
platforms mn parallel for some time, which
allowed us to szfely implement them afterward.
At the moment, the platforms run and work
correctly, and our team dees not have problems
managing them.

Question 1: How familiar are you with the regulatory frameworks affecting e-commerce in

vour industry? Can you name some?

o
o

Apparel and Accessories

Respondent 1

[ am well-versed in the regulatory frameworks
and know that the main laws affecting us are
data protection laws, such as the GDPE, and
consumer protection regulations that shape our
approach, such as the Consumer Rights Act.
Respondent 2:

As a reprezentative of the industry, I also have
studied the regulatory frameworks for my
business development. I know that customers
are fully protected by the GDPER. and the
Conzumer Fights Act.
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Electronics and Appliances

Eespondent 1:

In the realm of e-commerce, I have some
understanding of regulatory frameworks such 2z
the Information Technology Act. However,
they are constantly changing, and it is not
always straightforward to be up to date with
them.

Eespondent 2:

In the field of e-commerce, [ am already guite
knowledgeable about most regulations related
to it, such as the data privaey laws or consumer
protection requirements. Nevertheless, ons



azpect that I find somewhat challenging is the
various rates of tax which differ according to
the region.

Health and Wellness

Respondent 1:

I fairly understand the major regulation and
lzws—the concemns in consideration of data
privacy, and laws and regulations against falze
advertising.

Respondent 2:

Being a leading Indian health and wellness
company, we understand the regulation in our
Industry. Thesze include the licenzing
requirement and laws of false advertizing

Toys and Games

Respondent It

[ am sware of some regulations that require
compliance such as the Consumer Product
Safety Act and also local import duties because
they matter when fransporting various goods
from one country to another.

Respondent 2:

The manufacturing and selling of tovs are
regulated by zuch laws az child safety standards
and e-commerce tax regulations.

Grocery

Respondent 1:

[ am familiar to some extent with the Food
Safety and Standards Anthority of India
regulations for zelling groceries onling, among
others.

Respondent 2:

[ am familiar with the regulations of the Food
Safety and Standards Authonity and GST laws.
Similarly to the first respondent, this was
important to improve safety levels, but the cost
of packaging and storage as the most important
factors also got much higher.

Pet Supplies

Respondent 1:

[ am familiar with a few regulatory frameworks
such as with respect to the sale of pet food and
the labeling of products.

Respondent 2:

[ kmow a few laws with regard to Animal
Protection Act sale of pet food
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Automotive Parts and Accessories
Respondents 1 and 2:

Both respondents are fairly Imowladgeable
about regulatory frameworks that apply to their
specific profession. They can both identify the
generzl aspects of regulations that apply to the
gale of automotive accessories and parts.
However, while respondent one does not
provide any opinions in this area, respondent 2
1z able to state that these regulations allow them
to ensure the quality of their products. It seems
that both nesd additional mformation about the
specifics of the existing laws that they do not
possess, as none of them iz able to provide the
names of the specific laws. On the other hand,
rezpondent 2 mentions such an important point
as the environmental azpect of automotive part
and accessory sales, while respondent 1 can
state that they would want lezs demanding
regulations.

Hybrid

Respondent 1

[ own a business that is a hybrid of different
industries, including, but not limited to, fashion,
electronics, and groceries. Naturally, these
industries each have to be regulated; thus, the
respective regulatory bodies and frameworks
come with their own setz of miles.

Respondent 2

[ have to comply with both apparel and home
goods selling regulation as well as health care
selling regulation, which makes operation more
complex.



Question 2: What specific impacts have these regulations had on your business operations, both

positively and negatively?

Apparel and Accessories

Respondent 1

On the one hand, regulations have a positive
impact, given that these laws are conducive to
us being more honest and transparent with our
customers. On the other hand, they create an
additional level of complexity for me to manage
becauze [ always need to be compliant with all
the miles.

Eespondent 2

On the one hand, regulations allow clients to
trust every new website that drives the
customers to me. On the other hand, it generates
an additional level of bureancracy: I always
nzed to be compliant, and it 1s sometimes hard.
Electronics and Appliances

Respondent 1:

Ay far the impact on my business, I think that
the regulations of data protection are a bit
complicated and require many resources to
comply with. On the other hand, regulations
related to the warranties of products and
allowed returns had a significant positive
influence by boosting customers” trust.
Respondent 2

As for the influence on my business, it helps me
to stay secure in the kmowledge that our
operations are legitimate and want to conduct
them in the right way, but sometimes it is
limiting when it comes to the cross-border
sales.

Health and Wellness

Eespondent 1:

These laws are very important for customer and
client safety, but at the same time, they
complicate things_ particularly in marking and
advertising wellness properties.

Respondent 2:

The regulations within the health and wellness
business have been a two-edged sword to us.
This is because the regulation of the
documentation ensures that our products and
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services are up to the required standard. This, in
turn, enables us to announce our services to the
potential customers. In addition, certification
and approval of the product usually leads to an
overall mncreased security of the thoughts about
the product by the clients.

Tovs and Games

Eespondent I

Laws that require their abiding are crucial in
controlling and restricting certain goods. For
instance, toys for kids should be regulated with
the necessity to comply with the safaty
requirements demanded by policy. Although it
13 relevant indeed, [ beliave that safety 1ssues
require additional price contingent, while on the
one hand it guarantees compliance, on the other
hand, it inflates operational fees.

Eespondent 2:

Well, the regulations support product safety
which in furn helps us to gain consumer’s trust
and enhance our brand’s reputation. On the
other hand, there are alzo several challenges,
primarily because we are following these safety
standards. Indeed, we have to spend a
significant amount of time and recourses for our
product testing and cerfification processes. Such
delays prevent us from implementing our
products in a timely manner and have also
increased our expenses.

Grocery

Eespondent 1

These regulations ensure that the food iz safe
and of high quality, T accept them, although
compliance with these laws, including thoze
zoverming labeling and packaging, may be very
costly.

Eespondent 2

While I am working in my enterprize, [ have
met both pros and cons of the regulations in the
grocery sector, particularly those connected
with food safety and preparation. On one hand,
these regulations ensure that the high standards



of food quality are kept, and they reassure our
customers and their lovalty to the debate. On
the other zide, the strict rules for the labeling,
packaging, and storing increase the costs
grounded in the nead to meet these
reguirements.

Pet Supplies

Bespondent 1

The laws are not too difficult to comply with
but they may prove to be too restrictive and
costly for small businesses.

Eespondent 2

[ think these regulatory frameworks are
extramely important in ensuring the safety of
the produoct, which iz a particularly prominent
izsue with pets since they cannot verify the
quality of the food on their own. It does make
the sale of pet products somewhat more
challenging, especially for small businesses and
start-ups, which may lack experience in
navigating the legal landscape.

Automotive Parts and Accessories
Bespondent 1

The regulations in the automotive sector, and
especially as far as safety and emissions are
concerned, iz literally a good indtiative.
However, on the positive side, the zame mles
are keep us constantly improving the quality of
our products. Sometimes we have to come up
with some particularly inmovative solutions,

such as the use of more eco-friendly parts, as
this is something our customers care about.
Eespondent?

Indeed, the regulatory envirenment has
certainly made us more attuned to zafety and
quality in our products, which 15 a good thing.
However, we often have to make 2 heavy
investment into research and development to
get some clarity of what exactly needs to be
done to meet the latest emizzions requirements.

Hybrid (Multiple Industries)

Respondent 1

In the electronics and automotive industries,
among others, regulztions are primanly
beneficial to products’ quality and safety. These
are also important for ensuring customer trust
and maintaming a brand’s zolid reputation, but
managing regulatory compliance across several
sectors requires additional attention.
Specifically, the practice introduces additional
complexity to our supply chain and increases
costs aszociated with compliance becausze we
must ensure that different product lines meet
sector-specific standards.

Respondent 2

These regulations are necessary becausze firstly,
they ensure quality and second they ensure
safety. However, inefficiencies are created
when different standards have to be met for
producing different products.

Question 3z Are there any regulatory changes yvou would advocate for that could benefit

vour business?

o

o

Apparel and Accessories

Respondent 1

If I could sanction any legislative change, it
would be simplification, specifically in the
cross-border taxation department as it 1s hard

for me az a small company to comply with
these laws whilst juggling everything else.

Respondent 2
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o If thers iz one law I would sanction, 1t 15 the
simplification of entry into the International
market for my products.

*  Electronics and Appliances
o Respondent 1:

o I would apprecizte more unambiguous
regulations of the return policies so that
sellers were safer from fraudulent behavier.



Eespondent 2

If there were any area where [ would like to
see more help, it would be the more

unambiguous rules regarding the taxes, so
they were standard for all e-commerce
businesses.

Health and Wellness

Respondent 1:
I think that there should be more distinct
laws to  help owners of health-

complementary e-commerce aveld charges
merely for online advertisement.

Respondent 2:

If T were to make a top recommendation, it
would be & more consolidated approach to
regulations i being applicable  across
industries, thus minimizing the scope of

compliance  with respect to  “hybnd’
busineszes.  Ultimately, standards or
guidelines  being  applicable  across

industries, or at least the industry being
subject to a simpler set of requirements,

would confribute  to reductions In
operational  complexity and  lower
operational costs.

Toys and Games
Respondent I

T'would call for enhanced international trade
and import measures that make the
import'export process quicker.

ERespondent 2:

One good way to reduce the amount of form-
filling 1z to harmonize rules across different
sectors and i different regions, where
regulations that are similar can be grouped
together and applied simultansously.

Grocery

Respondent 1

x1

We need more streamlined processes for
smaller businesses to merchandise FESAL

Respondent 2

I think less tax regulations for non-fresh,
non-perishable items with low potential
risks should be implemented to maximize
the accessibility of businesses.

Pet Supplies
Respondent 1

Az a small buziness owner, [ would advocate
for more clear and concise labels for the zale
of pet products, especially for the new
businesses trying to enter the industry.

Respondent 2

Ags the business owner, I would advocate for
more support for small pet businesses,

especially new omes to help them comply
with the rules.

Automotive Parts and Accessories
Respondent 1

I'would argue for the standardization of rules
across all the facilities to make the process
of participating in various markets easier for
busineszes. Although addressing the diverse
nesds of clientz In every target location
would ke crucial, mzking the rules more
flexible and developing a unified approach
to all of a corporation’s facilities would
mazke the compliance requirements less
daunting.

Respondents 2

To a large extent, one might speculate that
the relaxation on the regulations associated
with the certification and evaluation of parts
and equipment would a positive effect and
allow for the products being releases at a
faster pace.



+  Hybrid (Multiple Industries)
¢ Respondent 1

¢ I would suggest a more flexible regulation
that would take into account a2 specific
character of the hybrid enterprises working
in various industries. In a situation when the
compliance requirementz are made easier
and orgamized in a more integrated way,

Socio-Economic and Cultural Factors

companies would not have to experience
such a high administrative burden, as they
could be more prepared to change their
current businesses.

o Respondent 2

o I would suggest implementing more
homeogeneous regulatory frameworks for
hybrid businesses.

Question 1: How do secieo-economic conditions in your area influence your business strategies and

customer interactions?

« Apparel and Accessories

oRespondent 1

oIn terms of social and economic conditions, pricing
15 the main factor that affects our profit. Since many
of our customers are price-sensitive, we are one of
those companies that often provide substantial
discounts on the products.

oRespondent 2

o The main factor affecting our pricing is physical
access to the raw materials. Another important
aspact i3 that the clients are price-zensifive, and we
are also forced to offer them discounts.

* Electronics and Appliances

oRespondent 1:

oThe most prominent local socio-economic factor
impacting our business is a relatively high level of
unemployment, so we sttive to provide high-
guality, vet meore affordable, refurbished
electronics.

oRespondent 2

o The most significant local socip-economic factor
impinging on our business iz probably the growing
disposable income of the locals who become able to
buy high-end appliances. However, we also provide
many lower-cost altematives.

* Health and Wellness

oRespondent 1:

o Socially, one of the major reasons why my health
promoting yvoga business was so successful is the
mcreasing health awareness in the major cities.

oRespondent 21:

o Socio-economic conditions affect my business
strategies significantly. In the regions with a higher

level of disposable mcome, premium products and
services in the sphere of the wellness and healthcare
mdustry are in demand.

* Toys and Games

oRespondent I

o The overall standard of living has been increasing,
and the middle classes have been expanding, which
may result in the kids' toys market growth. Truth be
told, people In our community still aim to buy
educational games no matter how rich they are.
They tend to lean toward traditional games because
they truly believe kids will leam something
meaningful from them. Nevertheless, every vear,
we have a surge in sales on Children’s Day and
Christmas, and we have favorite toys to sell during
the winter holidays.

oRespondent 2:

oSoclo-economic conditions affect owr buziness
strategies and timelines in many ways. Where high
living standards and salaries are available, families
have a higher amount of money to buy expensive
and unique toys. It outlines our ability to offer both
premium znd innovative toys.

* Grocery

oRespondent 1

ofAmong others, local soclo-sconomic  factors,
mecluding customers” relatively low-income levels,
dirgctly influence our pricing strategy. I think we
need to combine budget and premium alternatives
to satisfy all the customers.

oRespondent 2
o Thiz iz done in the roral areas where there iz an 1zzue
of low income. DNforeover, soclosconomic

conditions provided an impetus to  business
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planning, including product desizn.  Offering
products that suit these economic groups will
enzble you to stay competitive in the market.

* Pet Supplies

oRespondent 1

o Socic-economic conditions, such as the growing
urban middle class, have fusled the demand for
premium pet supplies.

oRespondent 2

o Socio-economic condifions such as the growmg
disposable imcome of the population and the
growing number of pet cwners have positively
mfluenced customer preferences in our case.

* Antomotive Parts and Accessories

oRespondents 1 and 2

oBoth experts have some kmowledze on the socio-
economic factors that affect their businesses.
Fespondent 1 can mention that people m urban
areas own more vehicles, which imply mcreased
demand for both basic and premium accessories. In
the meantime, respondent 2 can say that thewr
business sales are affected by the current high
demand for automotive accessories. Both may

require  additional information for a proper
understanding of the socio-economic factors that
affect their businesses, as Fespondent 2 1s not able
to describe the demand factor im detail, while
Fespondent 1 cannot explain the impact of
urbanization on sales thoroughly.

* Hybrid (Multiple Industries)
oRespondent 1
o The robust hike in consumer expenditure mn the

urban sector haz had 2 tremendous impact on our
business strategies. For instance, our products now
fall under a broad category catering to the needs of
conswmers of various types ranging not only from
clothing to home, but into the health-specific needs
of customers. Such broad classification haz been
cne of the best ways of making our company
concentrate on a wide range of product needs and to
adapt to the various changing needs.

oRespondent 2
oThe socio-economic condition that has had an

impact on our business is the increase in consumer
expenditure in urban areas. Cur business is able to
cater to a variety of customer needs by providing
different kinds of products, clothing, home goods,
and hezlth products.

Question 2: In what ways do local cultural norms and consumer behaviors affect vour e-

commerce activities?

*  Apparel and Accessories
Respondent 1
Local cultural norms significantly impact our
e-commeree activities with the influence on
fazhion trends and size. We adjust cur online
presence and product range to fit the regional
style znd culture with the purpose of making
our collection more attractive and desirable to
our local audience.
Respondent 2
Local culture determines consumer behavior
with the impact on online apparel’s
marketing. Thus, local event: and cultural
holidays may drive the demand for seasonal
products, which are promoted effectively to
the local audience with the help of limited
edition design of our collection.
Electronics and Appliances
Respondent 1
Local cultural nerms affect our e-commerce
activities and decisions on product types, such
ag gadgets and home innovations, and
marketing with the influence on how the local

[ ]
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culture perceive the izzue of energy efficiency
and energy consumption.

Respondent 2

Local culture impacts the customer behavier
znd their purchasing patterns with the
influence on our promotional strategies and a
number of products. In case local customers
prefer a certain brand or feature, our inventory
will be adjusted to these preferences. The
style of our customer service is alzo adjusted
according to the regional culture in order to
improve the overall consumer zatisfaction.
Health and Wellness

Respondent 1:

Our local culture has a tendency to support the
principals of holistic wellness and Ayurveda.
Many of owr programs and services are
developed around these principal, 2z locals
mterested in cur products are more prone to
buy natural products.

Respondent 2:

The strategy of local consumer behavior is
one of the ways through which cultural
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attitudes toward health and wellness influence
our e-commerce strategies. We mainly
concentrate on ensuring that our products and
zervices in this sector fall in line with the local
preferences for natural and organic products.
Moreover, the cultwral behef: about this
concept  hawve aided in  shaping  our
advertizements and educational content that
clearly indicate the advantages of switching to
the uze of our products.

Toys and Games

Respondent 1

The local cultural norms greatly influence our
e-commerce activities as they impact the
types of toys and games that are popular in
our area. Theze include traditionz]l and
educationzl toys, which are highly favored
because of local wvalues associated with
learning and development. As a result, we
focus on effering such products and adjust our
marketing strategies to promote these aspects.
In other words, we ensure that our product
selections resonate with the local preferences
and values.

Respondent 2

Consurner behavior within our target area
shows the pronounced preference for
culturally themed and seasonal toys. This
allows us to develop our e-commerce activity
stratesy, which includes the promotions ofthe
toys aligned with LOQ holidays and festivals.
Moreover, In order to align with the target
market’s tastes and expectztions, we also
design our product: and adverising In
accordance with the themes used historically.
Grocery

Respondent 1

Culturally, such a factor is 2 holiday, and an
example 1z the Diwali and Pengal holidays
aszociated with people stormg  much
groceries.

o Respondent 2

LS & R
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o Among others, the factor that locally
mnfluenced our offer list iz the presence of
zffluent costomers interested in organmic
products, while culturally, some items
become wvery popular during certain local
holidays, such as the Upwvas days for Navratr,
znd subsequent demand for the raspective
ingredients.

Pet Supplies

Respondent 1

Culturally. the growing humanization of pets
has influenced our e-commerce stratezy by
forcing us to stock more luxury products such
2z pet clothes and organic food. During
festivals such as Diwali, we offer pet safe
fireworks and pet anxiety care bundles for
customers.

Respondent 2

Culturally, people seem to be mere willing to
spend on pets, and especially dunng holidays
such as Christmas and Diwali we ses an
inmcreaze in the gift sales.

Automotive Parts and Accessories
Respondent 1 and 2

Culturally. festivals, such as Alkshaya Tritiva,
when people make new purchaszes, have been
znother external factor that the company had
to adapt to.

Hybrid (Multiple Industries)

Respondent 1

Our e-commerce stratagy is heavily impacted
by the local cultural nerms. During the local
festivals of Diwali and Holi, we create special
product bundles for the customers in men,
women, and children categories: clothes and
shoes, home goods, health products, and
more; therefore, our marketing and product
offering attract 2 broad audience.
Respondent 2

Culturally, for instance, during major
festivals zuch az Diwali and Holi, we deszign
cross-category product bundles to target a
large audience.

[
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Question 3: Could you give examples of how you adapt your marketing or product offerings

for local festivals or holidays?
Apparel and Accessories
Respondent 1
We satisfy our clients by providing them with a
very short lead time, that Is, creating and
delivering our collections very guickly. Another
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important part of my e-commerce strategy
framework is focused on purchasing the best local
products to then sell them: it allows me to
differentiate my store from others. Moraover, we
adapt our sales strategy to the needs of our



customers, for example, during the Indian Diwali,
we sell more items that are either festive or provide
discounts that make them more affordable.
Respondent 2

In our marketing department, we try to adapt to the
calendar and hold sales on various helidays. For
example, we have special collections on Eid or
Christmas, reflecting the meaning of the heliday
and the culture where it iz celebrated. We have
promotions and seasonal discounts, and such an
approach allows us to keep in touch with people
maintaining their engagements.

Electronics and Appliances

Respondent 1:

We invest heavily in return policies and encourage
customers to write reviews so that other customers
have an impression of how the products actually
work. Finally, the holidays such as Diwali are the
times we sell many electronics bundles as gifts.
Price transparency, reviews, and post-purchase
support are &t the core of our e-commerce strategy.
Since we establizshed it, the number of customer
complaints decreased by 15%; to remain up-to-
date, we will now focus on speeding up delivery.
Respondent 2

My company sells the energy-saving appliances at
the discount in time of navaratri. Product
differentiation, excellent customer zervice, and the
strong after-sale support system constitute the core
of our strategy. Since implementing 1t, the number
of zatizfied customers has increazed by 20%, and
interactions with them have shown their interest in
the subscription model for the extended warranties
we want to implement in the nearest future.
Health and Wellness

Respondent 1:

One of our approaches during major local festivals
such as Holi or Diwali 1= the mtroduction of
special wellness packages or limited-edition
products that comespond to the meaning or
traditions of a particular event. For instance,
during Holi, we create special detox or
rejuvenation packages for the customers to restore
their health after the festival. Furthermore, we
utilize the concepts of our products being closer to
traditional practices of health preservation in our
marketing efforts. Our products are actively
promoted during festivals to afiract the aundience
seeking natural and holistic options.

Respondent 2:
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Angther zpproach we take is the creation of
promotional bundles with wellness products on
local festivals, for instance, MWavratri or Eaksha
Bandhan. We create sets that represent the most
relevant hezlth goal, such as immunity boosters,
relaxation aids, or others. Apart from the simple
creation of these bundles, we alzo make focuzed
advertising campaigns to increase the promotion
of our products during the festivals designed to
celebrate health and family life.

Toys and Games

Respondent I

We adapt our product offerings to local festivals m
several ways. For example, during Children’s Day
or Christmas, we sell toy collections that are
themed arpund the festival. Besides, we create
special offers and discounts for the games and toys
that are most popular during the period, similarly
attracting the customers looking for presents. In
terms of marketing efforts, we utilize festive
advertising and promotional materials targeting
parents and keeping guardians.

Respondent 2:

Angther approach is to create limited-edition toys
and games designed zround the holiday theme
during Diwali or Eid. We also create holiday-
specific campaigns and offer exclusive deals.

Grocery

Respondent 1

We make festive hampers and offer customers a
major discount for buying mere products than they
need for a day. As for our e-commerce strategy,
we permanently seek to deliver the product
increasingly fast and offer az much produce as
possible.

Respondent 2

We actively advertize value bundles znd gifts to
improve sales, while the primary offer, in any caze,
include the fastest delivery and as much organic
and other relatively healthy products as possible.
Pet Supplies

Respondent 1

During festivals such as Diwali, we offer pet-safe
fireworks and pet anxiety care bundles for
customers.

Respondent 2

We try to meet the demand by offering mere
products specifically tailored to holidays and



special occasions. [ try to focus on customer o
awareness through informative content and sheer 3

number of products. Since this area was identified
as major and a strategic framework was developed,
which resulted in a 30% growth of repeat
customers.

Auntomotive Parts and Accessories
Respondents 1 and 2

Both businesses use key seasonal helidays to
enhance their e-commerce strategies. Fespondent
1 states that they focus on Dussehra to promote
sales as people prefer to buy things for their cars
on that heliday. In retumn, they can offer discounts
and even more products. At the same time,
respondent 1 does not provide any data on the
success of this decision. Respondent 2 says that
mobile optimization 15 crucial for conversions as
the number of customers ordering automotive
accessories from such devices 1s  growing.
However, they also fail to explain in detail why it
iz important and how it has helped them.

Hybrid (Multiple Industries)

Strategic Frameworks

Respondent 1

For local festivals of Diwali and Christmas, we
have combined cross-category product bundles
made of clothing, home items and wellness
products, among others. This has been beneficial
for enhancing attractiveness during high-shopping
perieds and maximizing sales by offering
convenient pre-packaged festive purchazes. We
focus on advertising specific bundles in our
marketing campaigns, aiming at those customers
who need a complex solution for the heliday and
are looking for presents.

Respondent 2

During Heli and Eid, we provide special-themed
promotions and discounts for our products, which
include clothes and accessories, home and beauty
items, etc. In addition, we often create SM targeted
campaigns, which reflect the specifics of these
holidays and offer our customers special deals.
Thiz strategy zllows to align the offer with the
mood of the local population and use the target
refreshment to atfract a wider andience.

Question 1: Please describe key components of a strategic framework for e-commerce

adoption in your business:

o

The following responses are transcripts for the
above-mentioned guestion across  different
stores

Apparel and Accessories

Eespondent 1

Our digital storefront iz all about mohile
optimization and social media marketing. We
provide our customers with the integrated
shopping experience through flexible purchasze
options and quick inventory tracking.
Bespondent 2

Data analysis allows for quick custom shopping
experience adapted to the customer; we also
invest in Al for stock management.

Electronics and Appliances

Bespondent 1

Our chatbots and virtual assistants’ offer 247
customer service to support the customers at any
point in time. Chur website offers a large database
of information on each product; video tutorials
are also provided. The omni channel mntegration
of delivery and pick-up options in store create
the flexible shopping experience.
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Eespondent 2

Trust-building mechanizms and demand
security measures  allow for incentive to
purchaze online. Moreover, in our case delivery
iz done within 24 hours and delivery or in-store
pick up options are provided as well.

Health and Wellness

Respondent 1

In the caze of health, the concems are bazed on
TRUST and TEANSPARENCY. As in all other
cazes, customer service with chatbots and virtual
consultants iz provided along with the
compliance and clear descriptions of the product.
Virtual consultation 1s also available.
Respondent 2

Cur website 1s content-based and includes blogs
and webinars regarding the care of our health.
Lovalty programs and subscription-based
purchazes are also common.

Tovs and Games

Respondents 1 and 2

Since our target customers are children, the
customer experience and integration of



gamification were crucial for us. We use
gamification on the website znd product
interactive demos, as well az video reviews.
Safety certification is highlighted 2z a parental
control feature. We always offer fast delivery
during peak seazon and the option of a fast
returm.

Grocery

Respondent 1

Speed and precision are the key for grocery
needs. Our app is highly mtuitive and allows for
repeated purchases within mimutes. We have the
real time inventory system that does not allow
the order of products out of stock.
Eespondent 2

Freshness iz guaranteed when ordenng from us,
delivery 1z dome within hours and the customers
czn benefit from the loyalty program.

Pet supplies

Eespondent 1

It 1z eszential to educate our customers on the
product and care. Therefore, our entire product
hag the thorough description. Moreover, price
comparizon option is available for the customers,
as well az Q& A zection.

Eespondent 2

We alwayz do fast delivery and we uze eco-
friendly package. Subscription of food and
accessory delivery is the major tool we provide.
Question 2: What specific results or
improvements have you observed since
implementing this strategic framework?
Apparel and Accessories:

Respondent 1

Online sales hawve boosted by 30% since the
implementation of the e-commeree strategy,
with 60% of such sales nmow coming from
mobile-pptimized websites.

Eespondent 2

Customer retention has mereased by 13%,
mainly due to a more persenalized shopping
experience. Finally, the inventory tumover is
now gquicker because better systems are in place
to manage it

Electronics and Appliances:

Eespondent 1

The biggest drag on the revenue has been the cart
abandonment rates. The latter decreased by 20%
dus to better customer support and product
education now available on the website.
Moreover, due fo the omnichanne] options, 23%
more people now choose in-store pick-ups.
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Respondent 2

The mecreased security of the website has
translated to 18% higher customer satisfaction
scores. The revenue and overall satisfaction have
increased by 35%.

Health and Wellness:

ERespondent 1

The subscription model has done wondars for
customer retention, with a 40% increase in repeat
customers. Virtual consultations increased
customers’ engagement by 20%%.

Eespondent 2

Content-based marketing strategies allowed for
an imcrease o organic fraffic by 23%, and
compliznce and more transparent practices led to
a decreazse m customer complamts and an
upward spiral in the positive feedback count.
Tovs and Games:

Respondent 1

The use of gamification and interactive product
demos has led to 30%% more time spent on the
wehsite. In addition, there are now 13% more
buyers among those people.

Respondent 2

During the holiday season, the cheaper products
have always compensated for the faster delivery,
compared with the average in the market The
return rates have decreased by 10%, since there
iz now more product information and zll of the
safety goods are certified.

Grocery:

Eespondent 1

Stock-out issues are now 50% less prevalent
Easier-to-place  repeat  orders  are mow
mereasingly popular and amount to 23% overall
Eespondent 2

Their delivery system haz improved by 20%, and
this allowed for 15% mere loyalty program
signups, which has, in turn, stabilized the weekly
revenue.

Pet Supplies:

Eespondent 1

35% more MEE now comes from the
subscription boxes. Moreover, since better
certification and product imformation place
drivers in a mere advantageous position for not
taking unsafe vehicles off the streets, the number
of more favorable customer reviews has
mereased by 2534,

Eespondent 2

The eco-friendly packaging delivery service now
boasts 13% more loyal customers. Finally, the



number of order mistakes in the delivery system
haz decreazed by 20%.

+  Antomotive Parts and Accessories:

o Respondent 1

o The levels of conversions are now 25% higher.
Additicnally, the return rates have decreased by
12%. Over 30% more next-day orders are now
being placed because this is also the proportion
of the speed with which such orders are now
deliverad.

o Respondent 2

o The improved and more detailed customer
gupport system has led to an overall satisfaction
increase of at least 2004

« HYEBRID

o Respondent 1

o We have received unexpectsd results after
implementing the strategic framework. We
acknowledge that there has been a considerable
rize in overall zales and client interest during the

most common festivals. The mixed-category
product sales packs have zllowed for the
acquisition of bigger amounts, and shoppers
willingly prefer them for the ease and
importance they offer. Furthermore, our special
marketing methods have comtributed to our
brand growth and have encouraged the extra
acquisition and purchase of customers.
Respondent 2

The goods of the company were in keeping with
the routine and way of living of the people. Az a
consequence, there has been an immense rise n
their cnline shopping activities anticipated by an
increased level of conversion. Successions and
themes of discount: are uotlized most
successfully to boost sales activity during the
peak shopping periods of the season. These days,
we consider we are capable of meeting our
consumers’ requiresments and using them to
market our seazonal product choices.

Question 3: What strategic improvements or adaptations are vou considering to enhance

YOUr e-COMMmerce presence?
Apparel and Acceszories:
Respondent 1
We're considering imtegrating augmented reality
features to allow users to try on clothes virtually.
To promote sustainability, we want to offer more
eco-friendly packaging and introduce a clothing
recycling program.
Respondent 2
Our other focus iz intermztional expansion, so
we're localizing our site and improving shipping
to other countries.
Electronics and Appliances:
Respondent 1
We're planning to nvest in Al-driven enstomer
service, including chatbots that can handle more
complex customer queries. We're also focusing on
improving our site’s speed and performance,
especially on mobile.
Respondent 2
We are parmering with smart home device
companies to add features that allow our products
to be used in a smart ecosystern.
Health and Wellness:
Respondent 1
We're considering adding 2 personalized wellness
program based om user data and preferences.
We're thinking of improving our site’s social
media commerce and adding featurez allowing
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userz to purchase directly through zpps like
Instagram and TikTok.

Respondent 2

Our site 15 set to focus on more virtual
consultations with an inereazed number of experts
and a stromger presence throughout the shopping
experience.

Toys and Games:

Respondent 1

Large range of them is to expand customization as
we lammch toys that nsers can make themselves.
We're alzo planning to implement veice search
features as we launch tovs that parents can search
for hands-free.

Respondent 2

In order to explore the enhancement of
sustainability, we would launch an eco-friendly
toy range, making sustamability 2 part of our
brand.

Grocery:

Respondent 1

We are considering using Al to predict customer
demands and optimize stock levels to reduce waste
and ensure availability. We are also considering
launching more same-day delivery slots and
starting a subscription delivery service.
Respondent 2



As we are aiming for a nutrition focus, we are
launching a personalized nutrition app, which will
provide advice based on the users’ dietary needs™.
Pet Supplies:

Rezpondent 1

We're going to add more specific pet care items,
mecluding health supplements and organic food, to
rezpond to what the market needs. We are also
planning on adding a mebile app for customers
that offers pet wellness tracking and proactively
reminds them when items need to be reorderad.
Respondent 2

We need to make sure that eco-friendly packaging
and partnerships with ethical suppliers further our
sustainability efforts.

Auntomotive Parts and Accessories:
Respondent 1 and 2

We are considering launching an electric vehicle
part since we are not in the EV market, which is
growing rapidly. We will also focus on improving
our data analytes to  better  amalyze
recommendations of users and create a wehicle
history purchase recommendation. This will give

General E-commerce Perception and Usage

us a chanece to offer customers experience, which
allows customers to use real-life experts.
HYBRID

Respondent 1

In order to promote the growth of our e-commerce
presence and improve the customer experience, we
are considering doubling down on the utilization
of data analytics to track consumer preferences
and shopping patterns. Specifically, we ntend to
use the tool of customer segmentation mto
advanced groups, as well as to strengthen the
mechanizm of personalized marketing to allow for
more targeted promotions and relevant item sets.
Respondent 2

We are considering ways to make our e-commerce
presence more advanced and full-featured. To that
effect, we are planning to integrate the use of
interactive and realistic software tools, such as AR
technology. Integrated use of the supply chamn
manzgement and mventory management tools
would alzo have to be developed to allow for swift
item delivery and best stock availability

Question 1: What percentage of vour sales is generated through e-commerce channels?

Apparel and Accessories

ERespondent 1

About 40% of our sales are currently e-commerce-
based.

Rezpondent 2

With e-COMIIMETCE framework already
implemented, we 35% of the sales are currently
taking place online.

Electronics and Appliances

Respondent 1:

At the moment, we have 60% of sales being the
results of e-commerce.

ERespondent 2

S0, at the moment, 70%% of our szales constitute
those that are performed viz e-commerce.

Health and Wellness

Respondent 1:

Appromimately 30% of our sales are generated via
2-COmmEIce.

Respondent 2:

Aroumd 63% of our sales come through e-
commerce channels. This high percentage reflects
our stromg omnline presence and the growing
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demand for wellness products through digital
platforms.

Toys and Games

Respondent 1: Approximately 40% of our sales
are generated through e-commerce channels, with
a notable increase during the holiday zeasons.
Respondent 2: About 55% of our sales come from
e-commerce. Our online platform has become a
major driver of sales, especially for seasomal
promotions.

Grocery

Respondent 1

Since adopting e-commerce, around 60% of our
sales are now conducted through online channels,
reflecting 2 significant shift in consumer behavior.
Respondent 2

Since adopting e-commerce, our onling sales
outrzach has increased by 23% with around 70%
of zales being conducted through the Internet.

Pet Supplies

Respondent 1

Since the implementation of e-commerce,
customers’ engagement has zoared by more than



20% and currently, 30% of our sales are from
online.

Respondent 2

Currently, 60% of our sales are through the cnline
channels.

Auntomotive Parts and Accessories

Respondent 1

About 43%% of our sales are generated through e-
commerce. It has allowed us to reach customers
whe prefer to buy automotive parts online.
Respondent 2

Around half of our total zales, or 30%, come from
e-commerce. The online platform is vitzl and helps
to cater to a bigger customer audience.

Hybrid (multiple industries)

Respondent 1

Approximately 40% of our total sales come from
e-commerce. The integration of selling multiple
product categories online has improved our ability
to address a wider range of customer needs.
Respondent 2

About 53% of our sales revenue iz generated
through e-commerce. The increase m the online
sales share is facilitated by the emphasis on digital
marketing and improved customers’ experience
online.

Question 2: What are the most significant e-commerce challenges youn currently face?

Apparel and Accessories

Respondent 1

The emerging problems are the delivery speed due
to the high velume of sales and their streamlining
time.

Respondent 2

The main emerging problem 1s the fact that we also
have an issue in the delivery time sphere, so
maybe, as mn the previous case, a good logistic
solution at a lower price would have helped.
Electronics and Appliances

Respondent 1:

The most significant challenge we face is high
return rates for appliances. Retums are costly and
usually not a simple process, especially for large
items that need special handling and restocking.
Respondent 2:

One major challenge we face iz to ensure that the
description of the products is as clear and detailed
ags possible to minimized customer dissatisfaction.
Electromics are often not easy to understand. They
have many technical characteristics that people
cannot comprehend.

Health and Wellness

Respondent 1:

A challenge i3 to ensure authenticity and quality of
the wellness product when sold online. People fear
that they are buying something unnatural and falke.
Wellness iz not something material that you can
weigh and touch. People do not see what they buy;
therefore, it is important to ensure that they buy a
high-quality product.

Respondent 2:

A huge challenge iz the ability to make
personalized recommendations and maintan
customers” interest through our e-commerce
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platform. In our industry it is challenging to keep
a balance betwesn automation and a personal
touch in & conversation and customer service.
Toys and Games

Respondent 1:

A relevant to managing mventory and keeping
track to which game or a toy i1z currently the
biggest trend. It is challenging because toys are
very seasonal and often are a trend rather than a
product.

Respondent 2:

Eelates to ensuring that toys are delivered safely
and without issues. From all products sold on-line,
I believe this iz the most challenging one. Most of
the toys are small, vulnerable to breakage and can
be easily stolen.

Grocery

Respondent 1

A sigmificant proportion of our sales include
perishable products, vet our logistical abilifies,
especially concemmg such kinds of products,
remain  the factor limiting such 2 share.
Respondent 2

In thiz situation, the challenges are associated
mainly with the costs and the factor that fresh
products frequently go bad during delivery.

Pet Supplies

Respondent 1

Our only problem is with the delivery of pat food
ag 1t 15 perishable.

Respondent 2

The most difficult is to create an appropriate
supply chain and is the particular challenge for our
business.

Antomotive Parts and Accessories

Respondent 1 and 2



¥

One concern iz heavy products that cause
problems with regard to logistics.

Hybrid (Multiple Industries)

Respondent 1

Managing mventory across different product lines
iz challenging.

i
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Respondent 2

One of the critical challenges is providing a single
experience across all product types. Since we have
numerous product types, we need to tailer all our
interests to one place, where we can get the
required information and make orders without
having to switch from one place to another.

Question 3: How optimistic are you about the futore of e-commerce for small businesses in

our area?

Apparel and Accessories

Respondent 1

I am stll optimistic about the future of e-
commerce: local infrastructure has been changing,
and it is easier for us to deliver our goods now. If
I could receive support, it would ke wonderful to
obtain better logistics for a lower price.
Respondent 2

The youth are very optimistic about the fiture of
e-commerce. Internet penetrztion and mobile
phone usage keep increasing, which gives more
opportunity to small businesses to connect more
customer. The only way to improve znd grow is,
the government has to take wvarious steps to
increase digital literacy, and reduce fransaction
fees.

Electronics and Appliances

Respondent 1:

I am glad to see the continuzlly growing adoption
of digital payments. However, if I could be
provided with additional help, it would be the
increase in logistic infrastructure that will be able
to deliver our poods even to the most remote areas.
Respondent 2

I am optimistic about e-commerce growth, as more
and more consumers tum to buying electronics
online. Still, logistics and delivery times appear to
be critical. I think that assistance with improving
last-mile delivery and facilitation of returns might
positively affect the development of e-commerce
for =mall businesses and our company in
particular.

Health and Wellness

Respondent 1

T am optimistic about the future of the e-commerce
sphere as the focus on heslth and wellness iz
increazing. However, [ would enjoy more support
with offering customers an opportunity to engage
in a seamless experience online, especially those
looking for custom health-related services.
Respondent 2

Az for me, e-commerce busineszes focuzed on
health and wellness are growing, and ncreased
consumer interest will result in their expansion.
However, I am concerned with the workforce
behind the webzite providing virtual consultations
to customers in all 30 states and keeping their trust.
In addition, I wish we had more support in relation
to developing an integrated platform to ensure the
effectiveness of our websites and applications and
provide a solid contribution to our in-house IT
specialists.

Toys and Games

Respondent 1

My field is full of opportunities as parents enjoy a
possibility to purchase toys for their children
without leaving their homes. However, our
operations would heavily benefit from better
logistics and lower shipping costs, and this is
something I wish to gain access to.

Respondent 2

There iz a lot of room for growth in the fleld, and
I am glad to be a part of it. However, there i3
always an opportunity to improve delivery times.
Again, the experience would be great if T had more
support with better return policies in my business,
in addition to the potential of being able to reach
remote rural areas with a reliable service.
Grocery

Respondent 1

I am confident that an increasing number of
customers understand that grocery shopping over
the Internet has grown increasingly convenient.
Respondent 2

Iremain optimistic about the foture of e-commerce
for groceries. However, challenge: such as
enzuring the freshness of perishable items during
delivery and managing fluctuating demand still
need to be addressed to fully capture the potential
of online grocery sales.

Pet Supplies

Respondent 1



I believe the growth of the industry 1s inevitable as
the number of pet owners is increasing, and they
are increasingly purchasmg for their pets wvia
online retailers. Moreover, online transport of pet
food has become ralatively cheaper.

Respondent 2

I still see big growth opportunities, as more people
switch to altemative pet food and more people
shop for their pets via online. T believe creating
lovalty cards that would be specifically targeted at
existing pet owners would benefit our customer
retention.

Automotive Parts and Accessories

Respondent 1 and 2

I would =zay that the future locks bright
considering that the sale of auto parts has been
shifting online. To this end, better, cheaper, and
more efficient options to ship our products would
be beneficial. I am definitely an optimist about the
fture.

Feedback and Additional Insights

Hybrid (Multiple Industries)

Respondent 1

I am quite optimistic about this industry because
nowadays in our area, consumers can readily
access online services via the intemet. The digital
payment that has been integrated with electronic
services has made it simple to extend our
customers” scope. Moreover, we are in the process
of offering various goods from clothes, beds,
mattrazzes to health products.

Respondent 2

My OVERALL view is mixed because, although I
am optimistic toward my business, managing
products with different categories and with great
complexity iz quite perplexing. If the
infrastructurs in logistics improves while reducing
shipping costs, the growth rate will undoubtedly be
higher.

Question 1: What additional support or resources would be most beneficial to enhance your

e-commerce capabilities?

Apparel and Accessories

Eespondent 1

If I could receive support, it would be wonderful
to obtain better logistics for a lower price. An
aspect which is often ignored by legal lawmakers
and support programs 1s the level of the seller’s
digital literacy.

Respondent 2

The main support I would like to have i in the
delivery time sphere like a good logistic solution
at a cheaper price would have helpful.
Electronics and Appliances

Respondent 1:

If I could be provided with additional help, it
would be the increase in logistic infrastructure
that will be able to deliver our goods even to the
most remote areas.

Respondent 2

If T were to get some help, I would want more
financial opportunities to  enable  smaller

businesses  to  implement  better  tech
infrastructure.

Health and Wellness

Respondent 1:
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I think that more funding should be provided for
emerging small health businesses that are willing
to integrate cutting-edge technologies, including
telemedicine. Also, it would be bensficial to
develop more transparent certification for online
health products.

Eespondent 2:

I want to point out that the benefit to the
development of this sphere could be more
government support for digital infrastructure in
rura] areas.

Tovs and Games

Respondent 1:

Some more help in logistics infrastructure will
be good. So many goods are delivered during
holiday time, and a new digital merchandize
delivering service will be a big step.
Respondent 2:

It would be great to get better digital marketing
tools and better anzlytics. It would be really
beneficial if the shipping of the merchandize
would be cheaper; that will help me improve the
e-commerce profitability, because most of the
profit is spent on the delivery of the goods.
Grocery



ERespondent 1

Investrnent in the cold chain would be the major
aspect mfluencing the akility to  extend
operations online.

Eespondent 2

[ hope that some materizls for packages for small
businesses will be much cheaper and higher than
they are now, thersby serving as zn excellent
oppertunity for investments from this sector.
Pet Supplies

Respondent 1

The main improvement that I would suggest is
the availability of cheaper transportation of pet
food, which would be achieved if the
government of the local authorities provide small
businesses with subsidiez for the celd cham
logistics.

Eespondent 2

I believe creating lovalty cards that would be
specifically targeted at existing pet owmners
would benefit our customer retention.
Automotive Parts and Accessories
Eespondent 1 and 2:

To thiz end, better, cheaper, and more efficient
options to ship our products would be beneficial.
Another thing that could help our e-commerce is
to hawve a viewer engagement with products of
this nature, such as a video.

Hybrid (Multiple Industries)

Respondent 1

Pemmitting small businesses with hybrid models
to thrive on government incentives to develop
logistic mfrastructure will be an important
improvement.

Respondent 2

Lending more financial and technology support
for small hybrid busmesses would serve as one
of the best opportumities for enhancing our
czpabilities.
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Question 2: Are there any other aspects of e-commerce adaptation we haven't discussed that

you think are important for small retailers?

Apparel and Accessories

Respondent 1

I would like to have more business English
classes to enable me to better understand the
urban market-ready products and the ways to
be more proficient &t creating an online
prezence.

Eespondent 2

E-commerce development programs should
include more specialization for small sellers.
For example, I would like to have more
information on how to generate high-quality
qualitative pictures of my products, as this
positively affects the sales.

Electromics and Appliances

Respondent 1:

It may sound odd, but the less attention a
customer focuse: on an app, the better it
works. If everything iz intuitive and easy, one
quickly finds what he needs.

Respondent 2

All retailers should pay more zttention to the
user experience, especially among the older
generztions, who are not always tech-zavvy.
Health and Wellness

Respondent 1:

More kmowledge with the country’s FSSA
regulations that regulate health supplement
sales should be provided.

Respondent 2:

Small health businesse: need to concentrate
more on generating educational content, as it
has a significant impact on consumer trust.
Tovs and Games

Respondent I

One of them iz in how we can engage with
parents through educational content. I think
there 15 a key selling point for small retailers
to make in offering some insights into how
toys can actually help development.
Respondent 2:

Az such, small retalers should comsider
moving into the space of social commerce —
parents always talk about toys in a special
group on social media. That's where small
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retailers can make their voice heard by their
potential customers.

Grocery

Respondent 1

[ think that delivery speed is the most
important factor, especially for perizhable
products, and small businesses should pay
more attention to this factor.

Respondent 2
[ think that I should also develop the loyalty
programs much better since our customers are

becoming increasingly good at  online
shopping.

Pet Supplies

Respondent 1

Buillding an online community may

significantly benefit many smazll businesses
since customers who buy for their petz are
thought to ke highly invelved.

Respondent 2

Az a zmall retailer, I would try to offer
subscription services for repeat purchases.
This way, I could eam more customers and
reach a much larger andience. In addition,
subscription services not only provide a
guaranteed revenue but also significantly
increase customer loyalty.

Automotive Parts and Accessories
Respondent 1

Small retailers should think of integrating
Augmented Resality tools that could perhaps
help customers “see”™ what the part looks like
on their car. It may reduce the number of
returns as customers are more likely to pick
the right parts.

Respondent 2

It 1z more than important to have a detailed
how-to manual and a video attached to each
product as this could be significantly
important for the satisfaction of your clients.
Moreover, Investing in improving customer
support and adding more options, such as real-



time chat could help you address wvour

customers” techmical question on-the-go.
Hybrid (Multiple Industries)

Eespondent 1

Small businesses should continue to design an
assimilative customer experience to make it
easier for the buyer to shop across categories.
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Respondent 2

Hybrid businesses should take advamtage of
meore Integration of lovalty programs across
product categories.



APPENDIX E:

QUALITATIVE DATA FROM INTERVIEWS

Table A2: Qualitative Data from Interviews - Respondent Demographics

Category Respondent Business Type | Years of Motivation
Role Operation
Apparel and | Creative Boutique 3-5 years Passion for design,
Accessories | Director, clothing, reducing envir
Founder Sustainable onmental impact
Accessories
Electronics CEO, Consumer 6-8 years Affordability of
and Marketing and | electronics, technology,
Appliances Sales Manager | Energy-efficient addressing
appliances environmental
concerns
Health and Founder, Head | Wellness 3-7 years Burnout from
Wellness of Wellness retreats, Organic corporate
Retreat supplements experience,
commitment to
quality health
products
Toys and CEOQ, Product | Educational toys | 6-9 years Passion for
Games Designer education,

sustainability, early

STEM exposure
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Category Respondent Business Type | Years of Motivation
Role Operation
Grocery Owner, Chain stores, 4-10 years | Belief in organic
Founder Online delivery farming,
convenience for
busy customers
Pet Supplies | CEO Organic pet 5-8 years Pet health concerns,
food, Recycled reducing waste
pet accessories
Automotive | Founder, COO | Performance 7-12 years | Passion for cars,
Parts parts, Eco- commitment to
friendly sustainability
accessories
Hybrid CEO, Founder | Tech consulting, | 6-10 years | Bridging tech and
Digital business gaps, need
marketing for integrated
solutions

Table A3:Qualitative Data from Interviews - Digital Marketing Channels

Category Channels Used Reason for Choice
Apparel and Social Media (Instagram, Highly visual nature, personalized
Accessories Pinterest), Email Marketing | engagement

Electronics and

Appliances

Social Media (YouTube,
Facebook), SEO, PPC

Product demonstrations,

immediate sales, long-term

visibility
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Category

Channels Used

Reason for Choice

Health and
Wellness

Social Media (Instagram,

Facebook), SEO

Visual promotion, customer

updates

Toys and Games

Social Media (Instagram,

YouTube), SEO

Demonstrations of educational

toys, parent targeting

Grocery Social Media (Facebook, Local customer reach, capturing
Instagram), SEO search traffic
Pet Supplies Social Media (Instagram, Connection with pet owners,

Facebook), SEO

showcasing specialized products

Automotive Parts

Social Media (Facebook,

YouTube), SEO

Targeting car enthusiasts,

showcasing installation videos

Hybrid

SEO, Social Media
(LinkedIn, Google Ads)

Ranking for relevant keywords,

business networking

Table A4:Qualitative Data from Interviews - Impact of Digital Marketing

Category Success Stories Challenges
Apparel and Influencer collaborations Rising cost-per-click, adapting
Accessories increased sales by 30% to SEO algorithm changes

Electronics and

Viral video campaign led to a

Balancing paid and organic

Appliances 25% sales increase channel budgets
Health and Instagram teaser videos sold out | Rapidly changing social media
Wellness new products trends

Toys and Games

Viral YouTube video increased

sales by 20%

Seasonal trends, staying

relevant

Ivii




Category Success Stories Challenges

Grocery Facebook ads increased orders | Competing with larger players,
by 20% limited budget

Pet Supplies User-generated Instagram Managing rising ad costs

campaign boosted brand trust

Automotive Parts

DIY car care video drove traffic

Keeping up with SEO trends

Hybrid

Email marketing for startups led

Expensive LinkedIn ads

to new clients

Table A5: Qualitative Data from Interviews - Technology Adoption

Category Technologies Impacts

Adopted
Apparel and Shopify, TradeGecko | 30% online sales increase, 20%
Accessories reduction in stockouts

Electronics and

Magento, Cin7

25% conversion increase, 10% delivery

Appliances delay reduction
Health and Squarespace, 40% appointment growth, improved
Wellness Mindbody checkout experience

Toys and Games

Shopify, Veeqo

20% sales growth, 30% reduction in

manual stock management

Grocery WooCommerce, 20% delivery order increase, 25% error
TradeGecko reduction
Pet Supplies Shopify, Fishbowl 30% repeat customer increase, 20%

Inventory

fewer stock shortages
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Category Technologies Impacts
Adopted

Automotive Parts BigCommerce, Improved delivery accuracy, better
TradeGecko stock monitoring

Hybrid

30% faster order processing, 15%

Shopify, Odoo

boost in repeat customers

Table A6: Qualitative Data from Interviews - Socio-Economic and Cultural Factors

Category Socio-Economic Impact Cultural Adaptations
Apparel and Price sensitivity drives discounts | Seasonal collections, festive
Accessories promotions

Electronics and

Affordability affects product

Energy-efficient features

Appliances range promoted
Health and Higher income areas prefer Ayurvedic packages during
Wellness premium products festivals

Toys and Games

Middle-class growth drives

Holiday-themed educational

market toys

Grocery Low-income areas require budget | Festive hampers and Upvas-
options specific offerings

Pet Supplies Urbanization increases demand Festival-specific pet care

for premium items

bundles

Automotive Parts

Urban vehicle ownership drives

sales

Promotions during Akshaya

Tritiya

Hybrid

Consumer expenditure hike

broadens product categories

Festival bundles for cross-

category offerings

[END]
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