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Objective: The study aimed to conduct a comparative analysis of e-commerce adoption in small and me-
dium-sized enterprises (SMEs) of Pakistan and Bangladesh in the period following the COVID-19 pandemic. 
This study aims to observe in detail the significance of e-commerce adoption for small and medium sized 
enterprises, their abilities to evolve consumer preferences and to dissect the challenges that hinder in the 
way of e-commerce adoption in Bangladesh and Pakistan. The key focus of this study was to find out how 
digitisation acts as a moderator to overcome challenges. 

Research Design & Methods: We based the study on a quantitative design using a structured questionnaire to 
collect data from 500 SMEs with 250 respondents from each country, Bangladesh and Pakistan. We collected the 
study sample through a stratified random sampling from key industrial cities in both countries. We analysed the 
data of the study with SmartPLS version 4.0 to explore the relationship between external factors, need-bead 
factors, organisational factors, technological factors and e-commerce adoption with digitisation as a moderator. 

Findings: This study has also examined that market related demands and the access to the technology has 
significant positive impact on digitisation in both countries. However, company’s resources and cultural 
factors that are related to the organisational factors have negative impact on digitisation in Bangladesh 
and Pakistan. The multi-group analysis composed to find the distinguishing factors among two countries, 
found the impact of all the factors on digitisation. 

Implications & Recommendations: We observed a crucial role of digitisation in different fields to adopt e-
Commerce in SMEs of Pakistan and Bangladesh. This study has been conducted in the time of COVID-19 pan-
demic, suggests that it should be the top priority of the policymakers to focus more on digitisation to enrich 
the country’s economic and digital infrastructure. The partnership programs can help both countries improve 
digitisation on modern standards. Findings suggests combined strategies to boost economic stability of both 
countries. However, this study has some limitations and future suggestions to entertain the role of artificial 
intelligence (AI) to examine the adoption of e-Commerce in both countries. 

Contribution & Value Added: This study has provided a qualified analysis of the drivers of e-commerce adop-
tion in SMEs of Pakistan and Bangladesh in the specific context of the post-COVID-19 pandemic, with digitisa-
tion as a moderator. It offers novel insight into the different types of challenges faced by SMEs in both coun-
tries and in the transformation of digitisation in the South Asian region. 
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INTRODUCTION 

The COVID-19 pandemic has had a profound impact on the world, especially regarding the way 
businesses function. A key change has been the rising popularity of e-commerce, driven by people’s 



210 | Muhammad Usman Khan, Samia Nassar, Mohammad Fakhrul Islam, Md Billal Hossain, Laszlo Vasa

 

desire to minimise physical interactions. This shift to online shopping has rapidly gained momentum 
and is expected to persist even after the pandemic recedes. Consequently, there has been a surge in 
demand for e-commerce platforms, with traditional establishments also adapting by incorporating 
online sales channels into their operations (Farmaki et al., 2020).  

Consumer behaviour has also changed in the wake of this global crisis (Kułyk & Michałowska, 2016). 
We can now buy products typically purchased in local stores through online retailers, expanding into new 
categories such as groceries or homewares while minimising transmission risks, especially with the in-
creasing adoption of mobile payments (Hayashi & Bradford, 2014). As consumer trends fundamentally 
change during this challenging period, companies that rely on face-to-face interactions have no choice 
but to accelerate their digital transformation initiatives. This drives sellers to become more adaptable to 
existing technologies such as customer experience and delivery (Gourinchas, 2020). Consequently, such 
sharp changes brought substantial growth potential with contractors looking increasingly back at building 
out requirements based on data proactively gathered transforming themselves before upsetting fragile 
industries influenced predominantly impacts. Such timely adaptation highlights the earthen-like im-
portance of cultivating both indeed successful readings within still operating uncertainty giving voice to 
humanity’s welfare across ecosystems (Syriopoulos, 2020). The pandemic has highlighted the importance 
of having an online presence and adapting quickly to changing consumer behaviour. There is a close re-
lationship between e-commerce adoption and digitisation. The term ‘digitisation’ refers to the transfor-
mation of information from analogue to digital. In that case, the information is transferred through dif-
ferent sources. E-commerce is electronic commerce that involves digital technology for buying and sell-
ing products and services (Chaudhuri & Kumar, 2015). As the digitisation increases in the society, e-com-
merce will prosper more and more. The prosperity factor of e-commerce is directly linked with awareness 
and propagation of digitisation in businesses. Digitisation has increased the chance for companies and 
firms to prosper their businesses by selling and engaging with consumers over the Internet through dif-
ferent mediums (Bashir et al., 2023). Websites have been a platform to introduce e-commerce to the 
world. Now, smartphone applications, and social media platforms are involved in e-businesses. Consum-
ers’ direct access to the online stores is 24/7 with unlimited brands and products (Bhatti et al., 2020). 
Digitisation has transformed the payment system in businesses (Marushchak et al., 2021). The online 
transaction process is the best example of digitisation. Digital payments eased the consumers to pay for 
products anytime, anywhere without any hassle. The invention of ‘digital payments’ accounts has elimi-
nated the cash-carrying risk. The system of online payment is not only easy but also offers a safer and 
more convenient mode of shopping (Fatonah et al., 2018). 

The remote way to observe the factors driving e-commerce adoption in SMEs is the need-based 
approach (Huseynov & Yıldırım, 2017). What are the common challenges that a small or medium-
sized industry has to face to adopt e-commerce? These challenges have different aspects. The chal-
lenges are not common in the developed and developing world, rather the developing world faces 
different types of challenges. It includes the process of facilitation to the consumers regarding the 
products, minimising the risk of fraudulent payments and settling the easy instalment plans because 
the people in the developing world are not all rich enough to pay the price. In the COVID-19 pan-
demic, need-based challenges converted into survival challenges for the SMEs. Millions of SMEs 
were affected during the COVID-19 pandemic and many more came to an end (Ahmed et al., 2020). 
Moreover, SMEs observed lockdowns, limitations and restrictions all over the globe. In that time, 
product-making processes, and supply chains were disrupted (Bhatti et al., 2020). E-commerce adop-
tion was the only hope for the businesses to stay alive in despair. 

This research examined the ‘role of digitisation’ as a moderator to examine the adoption of e-
commerce in the COVID-19 pandemic. The process of digitisation for the SMEs was slow before the 
COVID-19 pandemic. However, the pandemic sped up the digitisation for small and medium-sized 
enterprises in the developing world. Several studies in the developing world have observed the e-
commerce adoption in the post-COVID period (Ahmed & Kumari, 2022; Higueras-Castillo et al., 2023; 
Kumari & Ahmed, 2022). Scholars observed that the adoption process was slow but progressive, and 
there was no urgency to accomplish the transformation of business to e-business. However, re-
searchers noted a remarkable shift after the COVID-19 period and during it (Akpan & Ibidunni, 2021). 



Is digitalization necessary for e-commerce adoption at small and medium-sized… | 211

 

Digitisation has offered a variety of benefits to SMEs by enhancing their profit margin, minimising 
their problems and providing a better and enhanced payment system, which is the cashless process 
of purchase and buying (Parviainen et al., 2017). This process is secure, unique, and consumer-
friendly. Cost reduction is the prominent benefit that every small and medium-sized enterprise en-
joys. Owning a store in a luxury apartment building, and making slow progress, was much more 
painful than offering products online by creating a website, smartphone application and similar ser-
vices (Ritter & Pedersen, 2020). This is the reason; policymakers and stakeholders prioritized the e-
commerce adoption through digitisation process. Digitisation has progressed and sped up the deliv-
ery of products on time, inspecting the location of the product and observing the supply chain pro-
cess smoothly (Hossain et al., 2022). In a classic business environment, it takes time to transfer the 
product, make a shipment, and notify the consumer when the product will be delivered, and how 
the payment will be made. In the digitisation era, the consumers place the product order online with 
several modes of payment available (Akpan & Ibidunni, 2021). 

E-commerce adoption and digitisation are interlinked with each other. The interlinking process 
of digitisation is simple, because it is a part of electronic technology. It works as a framework. The 
role of digitisation is the role of a kernel in a computer system, which links the hardware and soft-
ware in a system (França et al., 2018). Without a kernel, the communication between hardware 
and software is not possible. The case with digitisation is similar. It serves the purpose of kernel 
between consumer and e-commerce (Jamil, 2021; Alam, 2023). The availability of smartphone ap-
plications, websites, social media platforms, and user-friendly networks has made e-commerce an 
opportunity for consumers and buyers (Fedorko et al., 2018). Every business has strategic goals to 
achieve in a certain period. Digital transformation is the process of using tools and processes to 
achieve the target in the business. It helps fulfil the target (Santos-Jaén et al., 2023). It has a diverse 
role to mutually meet the requirements of the consumers and organisations at the same time. In-
novation in the field of digitisation has minimised the distances between the consumer and the 
producer and SMEs. Online stores have a special place in the minds of consumers. Providing a better 
experience to the consumer is the goal of every e-commerce company. It is the first and foremost 
duty of a company to handle its customers with care. Customers of e-commerce are fragile. There-
fore, it is necessary to keep a customer happy, safe and attached to the store (Baubonienė & 
Gulevičiūtė, 2015). Through digitisation, companies can reach out the customers with the help of 
artificial intelligence (AI) tools that are built into the system. These tools observe the needs of the 
consumer, note down every click, time of staying, and observing a product, showing interest, etc. 
Through this, the AI tool offers the customer what a customer needs. We call this process person-
alisation (Bawack et al., 2022; Goy et al., 2007; Khrais, 2020). The personalised traffic is easy to deal 
with, and customers are eager to buy a product of AI’s choice. 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

E-commerce Adoption 

E-commerce has become important for businesses as more consumers turn to online shopping, espe-
cially in the time of COVID-19 pandemic. The purpose of this literature review is to investigate the factors 
affecting e-commerce and its impact on business performance. Many studies have identified factors that 
influence e-commerce performance, such as operational planning, external stressors, and consensus. For 
example, research shows that strategic planning (including IT infrastructure, organisational culture, and 
workforce planning) is a critical factor in e-business adoption (Poong et al., 2006). Other variables paying 
external pressures are the rules and regulations of the government and competition. Research proves 
that perceived benefits have a positive impact on e-commerce adoption (Chandra & Kumar, 2018). 

Researchers have also studied the impact of e-commerce on business activities. Research consist-
ently showed the role of e-Commerce with plus impact on business performance, including amplified 
sales, profit margin and consumer satisfaction (Yadav & Mahara, 2018). Moreover, the positive impact 
of e-commerce is particularly evident for small and medium-sized enterprises (SMEs), which is benefi-
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cial to increasing the number of customers and reducing transaction costs (Bite et al., 2020). Ad-
vantages and challenges in e-commerce goes side by side. There are major issues, one such issue is 
scarcity of skills and resources in SMEs. Security and privacy concerns and high initial investment are 
another challenges that hinder the adoption of e-commerce (Lertwongsatien et al., 2004). If a business 
stays competent, e-commerce adoption is the first adoption kit for it. Along with it, planning, pressure 
and benefits goes side by side as key determinants of e-commerce. 

The e-commerce Adoption Framework 

Scholars widely use diffusion of innovations (DOI) and technology acceptance model (TAM) methods 
in e-commerce research. Rogers and Cartano’s DOI development (1962) ‘suggests that the use of new 
technologies is influenced by factors such as: relative advantage, compatibility, complexity, trialability, 
and observability.’ Meanwhile, TAM framework, developed by Davis (1968) which was stated that the 
intention to use technology is affected by perceived usefulness and perceived ease of use. Both frame-
works are popular in the context of e-commerce adoption (Jacob et al., 2020). Moreover, Ahmed et al. 
(2020) found that the DOI framework is useful in explaining e-commerce adoption. The relative ad-
vantages of e-commerce, such as efficiency and cost savings, are important factors in e-commerce 
adoption. Furthermore, Wani and Ali (2015) found that compatibility with existing business practices 
and values is important for the use of e-commerce. Complexity and trialability have also been found 
to influence e-commerce adoption (Marangunić & Granić, 2015). 

Scholars widely use the TAM framework in e-commerce research. According to Tanos et al. (2024), 
perceived usefulness and perceived ease of use are the most important factors in e-commerce studies. 
A study by Ajibade (2018) found that perceived usefulness and ease of use were beneficial to Korean 
SMES suggesting adopting e-commerce. Moreover, the TAM framework can serve to predict the usage 
of various types of e-commerce, trading, and marketing (Abualrob & Kang, 2016). Diffusion of innova-
tion and TAM define the key elements that influence e-commerce, such as perceived value, perceived 
ease of use, and relative advantage (Paris et al., 2016). 

Factors Relating to e-Commerce Adoption 

E-commerce has changed the way modern businesses operate. It has created new opportunities for busi-
nesses and consumers around the world. In this process, it is mandatory to define e-commerce. E-com-
merce refers to the process of integrating online innovative technologies into businesses, allowing them 
to sell goods and services from online platforms and websites. The reasons to adopt e-commerce in SMEs 
are diverse and complex (Chowdhury et al., 2021). However, the advantages of e-commerce for organi-
sations are global scale, cost reduction, supply chain simplification, 24/7 business open, fast production, 
and product introduction. The benefits of e-commerce adoption for consumers and customers are ano-
nymity, ubiquity, choice to choose between the large selection of products, personalisation, prompt de-
livery, cheap delivery charges, no-travel costs. The benefits of e-commerce for society include availability 
of a wide range of services, improved standards of living, improved national security, online sales, and 
reduced digital divide (Panasenko et al., 2021). In the case of digitisation, it has been removing a singular 
link between the consumers and shopping. Through e-commerce, digitisation has enabled a direct inter-
action among the consumers and salesmen, and in some cases, it has enabled the consumers to establish 
a link with manufacturers (Zhang, 2021). Digitisation has improved the consumer satisfaction index (Sesar 

et al., 2021). In cross-border e-commerce trade, digitisation has played an important role to establish a 
strong link, making it convenient and efficient. The use of digital technology has accurately located the 
target markets, helped the manufacturers to develop new customers, improved customer satisfaction 
and sales (Luthfiandana et al., 2024). Digitisation strongly supports foreign trade, and supply chain man-
agement. It helps to reduce costs, upgrade logistics and improve customer experience. However, there 
are some challenges attached to e-commerce and digitisation (Mihailă et al., 2021). In the case of pro-
tecting consumer rights, providing security to the customers, dealing with complex financial issues and 
regulatory policies etc. (Mihailă et al., 2021). To this end, we hypothesised: 

H1: Digitisation has a strong positive impact on e-commerce adoption in Pakistan and Bangladesh. 
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External Environment Factors: Perceived Benefits 

Another important factor affecting e-commerce is the ‘perceived benefits of e-commerce’ (Ismail & 
Masud, 2020). It has been argued that companies are eager to adopt e-commerce if they believe 
that e-commerce will bring them benefits such as increased sales, improved customer relationships, 
and reduced costs. Many factors cam affect the perceived benefits of e-commerce, such as the mar-
ket in which the company operates, the level of competition and the company’s overall strategy. 
Internet infrastructure is also an important factor affecting the implementation of e-commerce. Ac-
cording to Ismail and Masud (2020), companies located in regions with better communication will 
be more likely to adopt e-commerce. This is because e-commerce requires reliable, high-speed In-
ternet connections, and companies located in areas with poor Internet connectivity may have diffi-
culty using e-commerce (Emon et al., 2023; Shahriar, 2024). 

H2: In Pakistan, in comparison to Bangladesh, the adoption of e-commerce increased more due 
to external environmental factors after the COVID-19 pandemic. 

H2a: External environmental factors increased the adoption of e-commerce in Bangladesh as 
compared to Pakistan. 

Need-based Factors 

E-commerce has become an important part of the modern business world, providing many benefits to 
consumers and businesses. However, many factors influence market acceptance of e-commerce. 
These include demand-driven requirements. One of the main factors affecting e-commerce is the need 
for online sales. Research shows that companies that are more involved in online sales are more likely 
to adopt e-commerce (Vaidya & Khachane, 2017). The need for e-commerce can arise from many fac-
tors such as the competitive environment, customer needs, and cost savings (Jacob et al., 2020). An-
other demand-based factor affecting e-commerce is the size of the company. Small and medium-sized 
businesses (SMES) seem to have a greater need for e-commerce due to limited resources and the need 
to compete with large companies (Onjewu et al., 2022). In contrast, larger companies may find that 
they have a lower need to adopt e-commerce because they have established sales pipelines. Further-
more, IT infrastructure and the level of expertise within a company are other demand-driven factors 
that influence e-commerce implementation. Companies with a higher level of IT infrastructure and 
expertise will be perceived to have a greater need for e-commerce (Cuellar-Fernández et al., 2021). 
This is because they have the resources and talent to effectively build and manage e-commerce plat-
forms (Alam et al., 2022; Rana et al., 2022). The perceived risk associated with e-commerce also affects 
the demand for e-commerce implementation. Companies that perceive higher risk in adopting e-com-
merce are less likely to adopt e-commerce (Paris et al., 2016). These risks may include security issues, 
privacy concerns, and uncertainty regarding return on investment. However, many demand-driven 
factors influence e-commerce, including the need to sell online, company size, IT infrastructure and 
expertise, and the risk involved (Garai et al., 2023). Understanding these factors can help businesses 
make e-commerce decisions and develop effective e-commerce strategies. 

H3: After the COVID-19 pandemic, the need-based factors led to a greater adoption of e-com-
merce in Bangladesh compared to Pakistan. 

H3a: Need-based factors increased the adoption of e-commerce in Bangladesh as compared 
to Pakistan. 

Organisational Factors 

Another important factor affecting e-commerce is the organisationsize. According to Chandra and Kumar 
(2018), small businesses are more likely to adopt e-commerce because they have less capital and can 
benefit more from cost savings and business efficiency. Large organisations may be less likely to adopt e-
commerce because their operations may be more complex and more resistant to change. Organisational 
culture is an important institution in influencing e-commerce. Organisational culture refers to the shared 
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values, beliefs, and behaviour that shape the behaviour of the organisation. A study by Chandra and 
Kumar (2018) and Emon et al. (2023) revealed that organisational culture affects e-commerce culture. 
Organisations with a culture that prioritizes innovation and risk-taking are more likely to adopt e-com-
merce. Therefore, organisations need to create a culture that values innovation and risk-taking to make 
e-commerce more profitable. Culture is another important institution that affects e-commerce. Manag-
ers play an important role in improving behaviour and decision-making, and their support is essential in 
e-commerce implementation. A study by Peterson (2004) found that corporate support affects e-com-
merce performance. Therefore, organisations need to have a culture that supports increasing the adop-
tion rate of e-commerce. Capital is also an important institution that affects the e-commerce business. 
Adopting e-commerce requires significant investments in technology, infrastructure, and human re-
sources. A study by Alqodsi (2021) found that resources influence e-commerce adoption, with organisa-
tions with more resources being more likely to adopt e-commerce. Therefore, organisations need to have 
adequate resources to invest in e-commerce adoption to increase adoption rates. 

H4: The adoption of e-commerce increased more in Bangladesh compared to Pakistan after the 
COVID-19 pandemic due to organisational factors. 

H4a: Organisational factors increased the adoption of e-commerce in Bangladesh as compared 
to Pakistan. 

Technological Factors 

One of the most important factors guiding e-commerce is the company’s willingness to use new technol-
ogies. According to Hossain et al. (2022), companies with more technology are more likely to adopt e-
commerce. This is because e-commerce requires significant technology investment, and companies that 
are already using advanced technology have the necessary skills and expertise to incorporate e-com-
merce into their business. User experience is an important technology that affects e-commerce applica-
tions. User experience includes ease of navigation, user interface design, website loading speed, and 
overall website functionality. Pedro et al. (2015) showed that user experience is the most important fac-
tor in e-commerce. Therefore, e-commerce websites should be designed to enable communication and 
interaction with users, and their implementation should be encouraged. Security is another important 
technology in e-commerce. Online shoppers need to feel safe when shopping online, and e-commerce 
platforms need to provide secure payment systems and protection against cyber threats. Kaiser et al. 
(2021) found that perceived security and trust in e-commerce platforms are important factors in the e-
commerce decision-making process. Therefore, e-commerce platforms need to prioritise security 
measures to increase customer trust and adoption. The widespread use of smartphones has made it 
important for e-commerce platforms to have mobile-responsive websites and mobile applications. The 
accessibility of mobile devices also affects e-commerce. Consumers prefer to shop from mobile devices 
due to convenience and ease of use (Oliinyk et al., 2023). Therefore, e-commerce platforms need to 
ensure mobile compatibility to increase adoption. Technology infrastructure is an important technology 
in e-commerce. E-commerce platforms need advanced technology to provide high-speed internet, pay-
ment security, and flawless website performance (Emon et al., 2023; Przetacznik, 2022). Axman and 
Kročová (2019) found that technology is an important determinant of e-commerce. Therefore, e-com-
merce platforms need to prioritise investing in technology to increase adoption. 

H5: After the COVID-19 pandemic, the adoption of e-commerce increased more in Pakistan com-
pared to Bangladesh due to technological factors. 

H5a: Technological factors increased the adoption of e-commerce in Bangladesh as compared 
to Pakistan. 

Research Gap 

Based on the extensive literature review, there are many different potential research areas in e-commerce 
that need further research. Literature analysis discusses various aspects such as technology, collaboration, 
external environment, and internet usage. Further research can focus on understanding the interrelation-
ship and importance of these factors. Examining how these factors interact and how together they influ-
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ence e-commerce’s decision-making can provide further insight. The studies generally broaden the per-
spective on e-commerce adoption factors. This study shows how these conditions play out differently in 
different sectors, regions, and organisations. This provides an intuitive understanding of the changing con-
text for e-commerce adoption. The literature review focuses on corporate values, but cultural and social 
factors can also play a role in shaping attitudes and decisions regarding e-commerce adoption, as observed 
in the study of Hendricks and Mwapwele (2024). Investigating how culture and tradition influence deci-
sion-making, especially across different cultures, is an interesting area of research. While the literature 
mentions benefits of e-commerce to businesses, there are also different studies examining its long-term 
benefits. Investigating whether there are positive effects over time or whether there are problems after 
the adoption of e-commerce may provide further information. This study focuses on the diffusion of in-
novations (DOI) and technology acceptance model (TAM) models. This study will help future researchers 
to discover and develop newer strategies such as digital transformation, online platform marketing, and 
data decision-making. Whereas, issues and problems persist, such as a lack of digital skills among consum-
ers, security breaches and theft issues and high investment. However, the solution lies in analysing prac-
tices among e-commerce platforms, successful strategies adopted by small and medium-sized enterprises 
to overcome challenges. According to previous literature, it has been supposed that SMEs will benefit by 
adopting e-commerce in their respective firms, which will broaden their scope and reach. 

Theoretical Framework 

Technology organisation-environment (TOE) developed by Tornatzky and Fleischer (1990) forms the basis 
of the study’s theoretical design. This framework presents three factors that influence SMEs, i.e., techno-
logical advancements, organisation upgradation, and external environmental factors. The organisational 
context refers to the resources of the firms, employees’ structure, a process of communication between 
the firms. This study examined organisational factors to identify the relationship between the innovation 
adoption process. The environmental context includes industry’s structure, firm life cycle, availability of 
technology, and its providers. We observed the structure of the industry in the form of intense competi-
tion and innovation adoption. Researchers observed that a rapidly growing industry tends to adopt inno-
vation better than others. However, in reverse, if a company is in decline, it cannot be said it is due to non-
innovative practices (Baker, 2011). One can furnish the TOE framework according to the COVID-19 pan-
demic-related e-commerce adoption. We modified the TOE framework to include demand-driven dimen-
sions to explain SMEs’ e-commerce ubiquitously after the COVID-19 pandemic. We based the demand on 
demand available online, the need to reduce costs and the need to enter new markets. The TOE frame-
work suggests that three factors influence the technological innovation in organisations, i.e., technology, 
organisation, and external environment. Building on this framework, this study brings together insights 
from previous studies to shed light on the e-commerce performance of SMEs post-COVID-19. Technology 
availability and performance influence SMEs’ adoption of e-commerce (Ajibade, 2018; Marangunić & 
Granić, 2015). An emphasis on preparation and compatibility is important in determining the successful 
integration of e-commerce platforms. In e-commerce, the size of the organisation and formal and informal 
communication play an important role. According to the study of Chandra et al. (2018), design and internal 
communication processes are relevant factors in e-commerce decision-making. Government policies, 
business models, and technological processes support the activities of small and medium-sized busi-
nesses. Chandra and Kumar (2018) underscore the importance of government policies and industry eco-
system dynamics on SMEs’ technology adoption strategies. This study continues TOE’s mission to include 
needs as a key factor in explaining SMEs’ e-commerce in the wake of the COVID-19 pandemic. These fac-
tors include the need for an online presence, cost reduction costs, and entering new markets. Evidence 
from studies by Vaidya and Khachane (2017) shows that there have been post-pandemic changes in con-
sumer and business behaviour, creating significant demand for SMEs. 

These factors will become more important for SMEs due to changes in consumer behaviour and 
business practices after the pandemic. Digitalization will be included as a moderator in the revised 
TOE framework. Digitalization refers to the extent to which companies adopt digital technologies 
to transform their business processes and operations. The degree of digitisation should ensure a 
good relationship between needs and the use of e-commerce. The size of the organisation, informal 
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and formal systems, and communication systems also influence the use of e-commerce (Gallant, 
2024). Environmental factors such as government regulations, business models, and technology 
trends can also affect SMEs’ use of e-commerce. 

We introduced the concept of digitalization as a practical step in the reform of the TOE frame-
work. Digitalization, defined as the degree of integration of digital technologies in the transfor-
mation of the economy, should ensure the relationship between needs and the acceptance of e-
commerce. According to the findings of Parviainen et al. (2017), the positive impact of digitalization 
demonstrates its ability to expand or reduce the impact of demand for e-commerce products. The 
revised TOE includes demand-driven requirements and digitalization as moderators to explain SMEs’ 
e-commerce after COVID-19. Combining insights from previous research with a cross-sectional study 
framework, we sought to better understand the underlying mechanisms driving e-commerce imple-
mentation in the evolving business environment. 

RESEARCH METHODOLOGY 

Research Design 

We employed across-sectional survey with a structured questionnaire to collect data from the target 
population. Small and medium-sized enterprises encountered the profound impact of the COVID-19 
pandemic over the course of a year, during which these SMEs transformed their business operations 
over the Internet (Abuhussein et al., 2023). This change made products more convenient for custom-
ers, ensured on-time delivery, and supported cashless payment options. The COVID-19 pandemic has 
had a huge influence on the health of people, including employees and managers working in small and 
medium-sized businesses around the world. Strict COVID-19 regulations imposed by the government 
have caused consumers to turn to online platforms to purchase products. Simultaneously, existing 
online platforms were also benefiting from this change in consumer behaviour. Digitisation has be-
come a key strategy for these SMEs, allowing them to store information online for easy access from 
anywhere in the world while reducing operating costs. This includes information collected from web-
sites, social media platforms, and similar online sites. Small and medium-sized businesses in both Pa-
kistan and Bangladesh saw digitalization as a way to reduce supply costs, ensure continuous customer 
engagement, and solve problems arising from the government’s COVID-19 lockdown. 

We established the comparative structure of the two diverse population from Pakistan and Bang-
ladesh by collecting data. The segmentation was clear to justify two national cohorts for direct com-
parison. The TOE framework guided the selection of specific factors to examine in the study. In 
SmartPLS, the core-technique adopted to compare two countries data was through multi-group anal-
ysis (MGA), which allows to inspect the difference with path coefficient variability. We used path co-
efficient values as statistical indicators to represent direction and strength among different factors. 
Moreover, P-values determined the statistical significance of relationship among countries and MGA 
calculated the ‘differences’ between hypothesized relationships. 

The independent factors included in the study were: (1) need-based factors, (2) external envi-
ronment factors, (3) organisational factors, (4) technological factors, and the dependent factor of 
the study was (5) e-commerce adoption. There exist several researches on Hungarian companies’ 
export activities from macroeconomic. 

Sampling 

Small and medium sized enterprises in Pakistan and Bangladesh were the study’s target population. 
We selected the sample using stratified random sampling which increased the chances of data collec-
tion. For the study, we selected a sample size of 500 SMES. We divided the sample into two sections, 
250 respondents from each country (Bangladesh, Pakistan) participating in the study. The target in-
dustrial cities in Pakistan were Faisalabad, Lahore, and Karachi, in Bangladesh; Dhaka, Chittagong, and 
the Dhaka-Chattogram industrial corridor, Bangabandhu Sheikh Mujib. We limited the sample of the 
study limited to 500 respondents through statistical considerations of power analysis for the SmarPLS 
tests. Similar studies of Abtahi et al. (2023) and Azam et al. (2023) have adopted the similar pattern. 
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Figure 1. Conceptual Framework of the Study 

Source: own elaboration in draw.io. 

Data Collection 

We used a structured questionnaire to collect data from the SMES in Pakistan and Bangladesh. To 
carry on the research process, it was necessary to transform the questionnaire into an online plat-
form to circulate the link between the SMES of Bangladesh and Pakistan. We designed the question-
naire based on the research objectives and hypotheses of the study. The questionnaire is pre-tested 
to ensure that it is clear, concise, and easy to understand. We conducted a pilot study to pre-test 
questionnaire’s reliability and validity. The main purpose to conduct pre-testing was to ensure that 
the structured questionnaire was concise to collect data, understandable to the targeted SMEs in 
Pakistan and Bangladesh. The pilot testing targeted 30 samples, 12 from Bangladesh, and 18 from 
Pakistan. Once we achieved satisfactory refinement, we circulated full-scaled questionnaire to col-
lect data from each country. We collected the data with a 5-point Likert scale, (1) strongly disagree, 
(2) disagree, (3) neutral, (4) agree, and (5) strongly agree. We collected the primary data from the 
SME employees, including the (1) manager, (2) supervisor, (3) junior staff, (4) procurement manager, 
and (5) others (Training & Diplomas). The data collection process started in August 2022 to June 
2023. We used English in the questionnaire development, which is understandable for both coun-
tries. However, the questionnaire has been translated into Urdu and Bengali for a proper under-
standing of the questions for the respondents of Pakistan and Bangladesh. 

RESULTS AND DISCUSSION 

The Table below provides demographic details of the respondents. It shows their gender, age, educa-
tional level, position in the SMES, and type of e-commerce industry. 

Respondents were men and women as observed in the Table 1. Male respondents constituted 
420 (84.0%), whereas female respondents – 80 (16.0%). We categorised respondents by age as fol-
lows: between 21 and 30 years, 92 (18.4%); between 31 and 40 years, 280 (56.0%); between 41 to 
50 years, 210 (42.0%); and aged 51 and above, 8 (1.6%) of the total respondents. Respondents having 
a graduate-level education amonunted to 45 (9.0%), post-graduate education, 305 (70.0%), whereas 
others, including diploma holders, training staff, amounted to 150 (30.0%). Junior staff positions 
made up 220 (44.0%), supervisor positions accounted for 120 (34.0%), managerial position holders 
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were 35 (17.0%), the procurement manager position holders were 10 (2.0%), and other position 
holders were 15 (3.0%). We observed that this study encompassed 100 manufacturing firms (20%), 
35 construction firms (7%), 65 financial industries (13%), services firms 130 (26%), communication 
firms 65 (13%), technology firms 100 (20%), and others 5 (1%). 

Table 1. Demographics 

Category Subgroup Pakistan (N=250) Bangladesh (N=250) Total (N=500) 

Gender Male 220 (88%) 200 (80%) 420 

Female 30 (12%) 50 (20%) 80 

Age 21-30 years 40 (16%) 52 (20.8%) 92 

31-40 years 135 (54%) 145 (58%) 280 

41-50 years 50 (20%) 70 (28%) 120 

51+ years 2 (0.8%) 6 (2.4%) 8 

EducaEon Graduate 22 (8.8%) 23 (9.2%) 45 

Post-graduate 175 (70%) 130 (52%) 305 

Others (Training/Dip.) 53 (21.2%) 97 (38.8%) 150 

PosiEon Junior staff 110 (44%) 110 (44%) 220 

Supervisor 85 (34%) 35 (14%) 120 

Manager 25 (10%) 10 (4%) 35 

Procurement manager 5 (2%) 5 (2%) 10 

Other 25 (10%) 90 (36%) 115 

Industries Manufacturing 50 (20%) 50 (20%) 100 

ConstrucZon 17 (6.8%) 18 (7.2%) 35 

Finance 32 (12.8%) 33 (13.2%) 65 

Service 65 (26%) 65 (26%) 130 

CommunicaZon 32 (12.8%) 33 (13.2%) 65 

Technology 50 (20%) 50 (20%) 100 

Other 4 (1.6%) 1 (0.4%) 5 
Source: own study. 

Measurement Model Assessment 

Reliability and Validity 

We examined reliability and validity based on Cronbach’s alpha value, composite reliability, and aver-
age variance extracted (AVE). As observed in the Table 2, composite reliability and validity (rho c), and 
composite reliability (rho a) for digitisation, external environment factors, need-based factors, organ-
isational factors, technological factors, and e-commerce adoption were higher than 0.7. According to 
Hair Jr et al. (2017), the reliability and validity of the study is satisfactory if the values remain higher 
than 0.7. The average variance extracted for digitisation, external environment factors, need-based 
factors, organisational factors, technological factors and e-Commerce adoption were 0.860, 0.795, 
0.748, 0.783, 0.907, and 0.914 respectively. All the values of the latent variables regarding AVE were 
higher than 0.5 showing enough validity (Hair Jr et al., 2017). 

Table 2. Reliability and validity 

Latent variables 
Cronbach’s 

alpha 

Composite 

reliability (rho_a) 

Composite 

reliability (rho_c) 

Average variance 

extracted (AVE) 

Digitisation 0.980 1.022 0.982 0.860 

External environment factors 0.820 1.319 0.872 0.795 

Need-based factors 0.706 1.233 0.752 0.748 

Organisational factors 0.867 1.121 0.626 0.783 

Technological factors 0.974 0.978 0.980 0.907 

e-Commerce adoption 0.969 0.974 0.977 0.914 
Source: own study in SmartPLS. 
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Discriminant Validity 

We used Fornell-Larcker criterion to observe latent variable’s discriminant validity. It is the parameter 
to observe; how different each latent variable is from the other construct as stated in the Table 3. We 
observed that each value was above 0.50 which is the threshold value. Technology factors was 0.956 
and e-Commerce adoption – 0.954, which shows excellent convergent validity. External environmental 
factors (0.560) and organisational factors (0.629) meet the criteria. 

Table 3. Fornell-Larcker criterion 

Pakistan 

Construct D EEF NBF OF TF ECA 

Digitisation 0.928      

External env. factors -0.036 0.560     

Need-based factors 0.054 0.079 0.635    

Organisational factors -0.092 0.066 0.182 0.629   

Technological factors 0.009 -0.042 -0.097 -0.127 0.956  

E-commerce adoption 0.056 0.223 -0.083 -0.083 0.096 0.954 

Bangladesh 

Digitisation 0.928      

External environment factors 0.101 0.629     

Need-based factors 0.005 -0.165 0.669    

Organisational factors -0.084 0.005 0.128 0.627   

Technological factors 0.230 0.087 -0.009 0.026 0.953  

E-commerce adoption -0.069 0.054 -0.103 0.138 0.255 0.956 
Source: own study in SmartPLS. 

We observed the Heterotrait-monotrait (HTMT) ratio of the latest variables as above the threshold 
value 0.8, which shows a good discriminant validity according to the (Ab Hamid et al., 2017). 

Table 4. Heterotrait-monotrait ratio (HTMT) 

Construct Pairs Bangladesh Pakistan ValidaEon 

External env. factors ↔ DigiZsaZon 0.247 0.124 Valid (Both < 0.85) 

Need-based factors ↔ DigiZsaZon 0.069 0.060 Valid 

Need-based factors ↔ External env. factors 0.450 0.156 Valid 

OrganisaZonal factors ↔ DigiZsaZon 0.158 0.161 Valid 

OrganisaZonal factors ↔ External env. factors 0.528 0.473 Valid 

OrganisaZonal factors ↔ Need-based factors 0.277 0.491 Valid 

Technological factors ↔ DigiZsaZon 0.245 0.044 Valid 

Technological factors ↔ External env. factors 0.190 0.070 Valid 

Technological factors ↔ Need-based factors 0.109 0.095 Valid 

Technological factors ↔ OrganisaZonal factors 0.155 0.139 Valid 

E-commerce adopZon ↔ DigiZsaZon 0.062 0.041 Valid 

E-commerce adopZon ↔ External env. factors 0.094 0.261 Valid 

E-commerce adopZon ↔ Need-based factors 0.080 0.072 Valid 

E-commerce adopZon ↔ OrganisaZonal factors 0.106 0.088 Valid 

E-commerce adopZon ↔ Technological factors 0.260 0.090 Valid 
Source: own study in SmartPLS. 

Factor Loading 

Figures below show latent variables and their respective factor loading regarding Bangladesh and 
Pakistan. The factor loading of each construct is above the threshold value 0.7. Each indicator has 
a positive factor loading.  
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Figure 2. PLS path model (Bangladesh) 

Source: own elaboration in SmartPLS. 

 

 

Figure 3. PLS path model (Pakistan) 

Source: own elaboration in SmartPLS. 

R Square 

As stated in the Table 5, shows values of R2, adjusted R2 in Bangladesh and Pakistan for e-commerce 
adoption. We observed that Bangladesh, value of R2 was 0.136 (adjusted 0.082), whereas the value of 
R2 in Pakistan was 0.061 (adjusted 0.054). 
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Table 5. R Square 

Variable 
Bangladesh Pakistan 

R2 R2 adjusted R2 R2 adjusted 

e-Commerce adopZon 0.136 0.082 0.061 0.054 
Source: own study in SmartPLS. 

Moderation Analysis 

Modelling in SmartPLS refers to the part of SEM that shows the relationship between latent variables. 
In SmartPLS, a graph can represent the model. The model shows paths or arrows connecting the latent 
variables and coefficients that represent the strength of the relationship between them (Kamis et al., 
2020). The model in SmartPLS is estimated using a technique called partial least squares (PLS) regres-
sion. PLS regression is a multivariate analysis method used to model the relationship between varia-
bles. The purpose of SmartPLS modelling is to estimate the relationship between latent variables in 
the model and evaluate the significance and strength of the relationship (Kamis et al., 2020). The out-
put of the model in SmartPLS includes estimates of path coefficients. These measurements serve to 
evaluate the overall quality of the model and it’s fit to the observed data. 

Table 6. Multi-group analysis 

Path Bangladesh Pakistan difference p 

DigiZsaZon -> E-commerce adopZon 0.131 0.066 0.065 0.001 

DigiZsaZon x External environment factors -> E-commerce adopZon 0.073 0.010 0.063 0.000 

DigiZsaZon x Need-based factors -> E-commerce adopZon 0.050 -0.035 0.085 0.000 

DigiZsaZon x OrganisaZonal factors -> E-commerce adopZon 0.147 0.022 0.125 0.000 

DigiZsaZon x Technological factors -> E-commerce adopZon 0.006 0.028 -0.022 0.000 

External environment factors -> E-commerce adopZon 0.013 0.131 -0.118 0.000 

Need-based factors -> E-commerce adopZon 0.125 0.083 0.042 0.000 

OrganisaZonal factors -> E-commerce adopZon 0.148 0.041 0.107 0.000 

Technological factors -> E-commerce adopZon 0.269 0.080 0.189 0.003 
Source: own study in SmartPLS. 

As stated in Table 7, in Bangladesh, multi-group analysis a significant positive relationship between 
e-commerce adoption and digitisation -> e-com adoption β=0.131, p<0.000, digitisation x external en-
vironment factors -> e-commerce adoption β=0.073, p<0.001, digitisation x need-based factors -> e-
commerce adoption β=0.050, p=0.001, digitisation x organisational factors -> e-commerce adoption 
β=0.147, p<0.001, digitisation x technological factors -> e-commerce adoption β=0.006, p<0.001, ex-
ternal environment factors -> e-com adoption β=0.013, p<0.001, need-based factors -> e-com adop-
tion β=0.125, p<0.001, organisational factors -> e-com adoption β=0.148, p<0.001, technological fac-
tors -> e-commerce adoption β=0.269, p<0.001. Whereas in Pakistan, multi-group analysis found that 
there is a significant positive relationship between e-com adoption and digitisation -> e-com adoption 
β=0.066, p<0.000, digitisation x external environment factors -> e-com adoption β=0.010, p<0.001, 
digitisation x need-based factors -> e-com adoption β=-0.035, p=0.001, digitisation x organisational 
factors -> e-commerce adoption β=0.022, p<0.001, digitisation x technological factors -> e-com adop-
tion β=0.028, p<0.001, external environment factors -> e-com adoption β=0.131, p<0.001, need-based 
factors -> e-com adoption β=0.083, p<0.001, organisational factors -> e-com adoption β=0.041, 
p<0.001, technological factors -> e-com adoption β=0.080, p<0.001.  

Hypothesis Testing 

As stated in the Table 8, hypothesis H1 ‘digitisation has a strong positive impact on e-commerce adop-
tion in Pakistan and Bangladesh’ showed the difference between Bangladesh and Pakistan 0.065 (P> 
0.05). The difference indicates that path coefficient of Bangladesh was higher than Pakistan. The result 
was significant. We accepted the hypothesis as digitisation has a strong impact on both countries, 
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Bangladesh (Bangladesh β=0.131, p<0.000) and Pakistan (β=0.066, p<0.000 in one analysis). Hypothe-
sis H2: ‘In Pakistan, the adoption of e-commerce increased more due to external environmental factors 
after the COVID-19 pandemic compared to Bangladesh.’ In the case, of external environmental factors, 
the difference was -0.118, which shows that e-commerce adoption in Bangladesh after the COVID-19 
pandemic was significantly higher as compared to Pakistan. We rejected this hypothesis because ex-
ternal environmental factors had a greater impact in the adoption of e-commerce in Bangladesh. In 
the case of organisational factors and technological factors, there was a significant increase of e-com-
merce adoption in Bangladesh with the difference of 0.107, and 0.189 as compared to Pakistan. Hy-
pothesis H3: ‘After the COVID-19 pandemic, the factors based on needs led to a greater increase in the 
adoption of e-commerce in Bangladesh compared to Pakistan.’ We observed that need-based factors 
have performed better in Bangladesh as compared to Pakistan, with a difference of 0.042. We ac-
cepted the hypothesis. Hypothesis H4 ‘The adoption of e-commerce increased more in Bangladesh 
compared to Pakistan after the COVID-19 pandemic due to organisational factors.’ The difference was 
0.107 because the organisation factors performed better in Bangladesh as compared to Pakistan. Hy-
pothesis H5: ‘After the COVID-19 pandemic, the adoption of e-commerce increased more in Pakistan 
compared to Bangladesh due to technological factors.’ The results showed the difference of 0.189, 
which shows that technological factors performed better in Bangladesh for the adoption of e-Com-
merce as compared to Pakistan. Hence, we rejected hypothesis H5.  

Table 7. Multi-group analysis 

RelaEonship Difference (BANGLADESH – PAKISTAN) 

DigiZsaZon -> E-commerce adopZon 0.065 

DigiZsaZon x external environment factors -> E-commerce adopZon 0.063 

DigiZsaZon x need-based factors -> E-commerce adopZon 0.085 

DigiZsaZon x organisaZonal factors -> E-commerce adopZon 0.125 

DigiZsaZon x technological factors -> E-commerce adopZon -0.022 

External environment factors -> E-commerce adopZon -0.118 

Need-based factors -> E-commerce adopZon 0.042 

OrganisaZonal factors -> E-commerce adopZon 0.107 

Technological factors -> E-commerce adopZon 0.189 
Note: if (p <0.05). 
Source: own study in SmartPLS. 

Table 8. Hypothesis testing 

# Hypothesis Difference P Remarks 

H1 
Digitisation has a strong positive impact on e-commerce adoption in Paki-
stan and Bangladesh 

0.065 0.001 Accepted 

H2 
In Pakistan, the adoption of e-commerce increased more due to external en-
vironmental factors after the COVID-19 pandemic, compared to Bangladesh 

-0.118 0.000 Rejected 

H2a 
External environmental factors increased the adoption of e-commerce in 
Bangladesh as compared to Pakistan. 

0.063 0.000 Rejected 

H3 
After the COVID-19 pandemic, the need-based factors led to a greater in-
crease in the adoption of e-commerce in Bangladesh compared to Pakistan 

0.042 0.000 Accepted 

H3a 
Need-based factors increased the adoption of e-commerce in Bangladesh as 
compared to Pakistan. 

0.085 0.000 Accepted 

H4 
The adoption of e-commerce increased more in Bangladesh compared to 
Pakistan after the COVID-19 pandemic due to organisational factors 

0.107 0.000 Accepted 

H4a 
Organisational factors increased the adoption of e-commerce in Bangladesh 
as compared to Pakistan. 

0.125 0.000 Accepted 

H5 
After the COVID-19 pandemic, the adoption of e-commerce increased more 
in Pakistan compared to Bangladesh due to technological factors 

0.189 0.003 Rejected 

H5a 
Technological factors increased the adoption of e-commerce in Bangladesh 
as compared to Pakistan. 

-0.022 0.000 Accepted 

Source: own study. 
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Discussion 

We observed a significant impact on small and medium sized enterprises all over the globe. It was not 
limited to any country or specific place. Developed and developing countries have faced the similar 
situation. In the developing countries of South Asia, Pakistan and Bangladesh faced severe conse-
quences of the COVID-19 pandemic. Many businesses have faced unprecedented challenges, survival 
issues. After the COVID-19 pandemic, it was necessary for every business to progress. This progression 
resulted in the form of e-commerce adoption for businesses. The revival of businesses in the time of 
pandemic needed e-commerce adoption to innovate their business models. E-commerce not only 
made the businesses remote, but also facilitated the consumers with lower costs and rapid movement. 
Research indicates that small and medium sized enterprises in Pakistan and Bangladesh were more 
likely to adopt e-commerce as they embrace digital tools and technologies. This study’s observations 
align with the study of Chaudhuri and Kumar (2015) and Hossain et al. (2021) as observed in our re-
search’s literature review section. However, we observed that adoption of e-commerce with the help 
of digitisation in Bangladesh was more advanced as compared to Pakistan. The findings revealed that 
small and medium-sized enterprises (SMEs) in Pakistan and Bangladesh leverage digital technologies 
to strengthen their e-commerce operations, enabling business growth through improved operational 
efficiency and enhanced adaptability to market demands. The findings also revealed that need-based 
factors and digitisation is more likely to have strong positive impact, but the case of need- based factors 
is different in the case of Bangladesh, more favourable as compared to Pakistan. It is more likely be-
cause the economic condition of Bangladesh is better than Pakistan. This study’s observations totally 
align with a similar study of Alam et al. (2023) and Rana et al. (2022) as observed in our literature 
review. The case with external environmental factors significantly affecting e-commerce adoption in 
Bangladesh is similar. However, the direct effect of environmental factors is stronger in Pakistan as 
compared to Bangladesh. Emon et al. (2023) and Shahriar (2024) observed a similar case in their stud-
ies. Onjewu et al. (2022) reaffirm the importance of need-based factors as observed in the literature 
review. This study has observed the moderation impact of environmental factors on the adoption of 
e-commerce. The study showed that Bangladesh likely contributed more the impact of environmental 
factors as compared to Pakistan. Organisational factors have strong impact on businesses. In the case 
of Bangladesh, organisational factors were more likely to have better impact as compared to Pakistan. 
Emon et al. (2023) have drawn similar conclusions. The organisational factors have a strong impact on 
e-commerce adoption in Bangladesh, whereas the organisational factors are weak in Pakistan. In the 
case of technological factors that contribute in the development of businesses for small and medium 
sized enterprises, impact more likely remained positive in both countries. This study’s observation align 
with the studies of Emon et al. (2023) and Przetacznik, (2022) as discussed in our study’s literature 
review. The comparative analysis shows that Pakistan has several issues regarding the economic crisis 
and shutdown of industries due to the economic collapse. Due to the economic crisis, Pakistan received 
less support from the external environment. The results show that SMES in Pakistan and Bangladesh 
can benefit from a strategic approach through the use of e-commerce that focuses on the use of tech-
nology to enhance their capabilities. Policymakers and business organisations can facilitate this adop-
tion by investing in digital infrastructure, promoting digital literacy and skills training, and creating a 
regulatory environment that supports innovation and growth in e-commerce. Small and medium-sized 
businesses need to establish an online presence to attract customers who are reluctant to visit stores 
due to the pandemic. They also need to simplify operations by using technology to help them manage 
inventory, order processing, and delivery more efficiently. The integration of digital technologies has 
emerged as a critical facilitator for e-commerce implementation among small and medium enterprises 
in Pakistan and Bangladesh as stated in the studies of (Jamil, 2021; Alam, 2023). Technologies such as 
cloud computing and AI can help SMEs achieve automation, reduce costs, and increase efficiency. This 
technology can also help them develop new business models that suit the changing needs of customers 
in the post-pandemic era. Policymakers and industry bodies can play an important role in promoting 
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e-commerce among SMEs in Pakistan and Bangladesh. They can provide them with training and re-
sources to help them develop their digital capabilities and implement e-commerce solutions based on 
their specific needs. They can also work to create a regulatory environment that supports innovation 
and growth in e-commerce. In Pakistan and Bangladesh, the adoption of need-based e-commerce by 
SMEs is important after the COVID-19 pandemic. By using technology and developing new business 
models, SMEs in these countries can overcome the problems caused by the pandemic and revolution-
ize the economic conditions of both countries. After the COVID-19 pandemic, Pakistan did not survive 
the e-commerce revolution in the country. In Bangladesh, the situation regarding economic stability is 
better than in Pakistan, which is the reason for its e-commerce adoption. 

The comparative analysis between Pakistan and Bangladesh’s SMEs in the adoption of e-commerce 
have shown distinct challenges. These challenges demand from both countries specific policies to miti-
gate the challenges and enrich the adoption of e-commerce on broad standards. Meanwhile, both coun-
tries have accepted digitisation is a major role player for the adoption of e-commerce, especially in the 
time of COVID-19 pandemic. The findings underscore the importance of tailored strategies. Bangladesh 
has shown an emerging trend for digital transformation and its economic stability is better than Pakistan. 
However, we recommend an advanced level of e-commerce adoption. To achieve this target, authorities 
should devise policies accordingly for a sustainable development. Policy makers should focus more on 
digital infrastructure to provide support for the adoption of e-commerce in industries. 

CONCLUSIONS 

The COVID-19 pandemic has profoundly reshaped the landscape for SMEs across nations, casting a 
particular spotlight on Pakistan and Bangladesh, because these developing countries are facing the 
aftermath of the COVID-19 pandemic. The e-commerce adoption moderated by digitisation has a 
pivotal role in the survival setup of small and medium industries in both countries. The results of the 
study explain the role of digitisation, and its deep-rooted principles for need-based e-commerce 
adoption that empower the small and medium-sized enterprises to engage with potential consum-
ers, and customers, empowering their production line based on competitiveness. As these busi-
nesses deal with the impact of the pandemic, the integration of e-commerce solutions is vital for the 
survival and growth of small and medium-sized businesses. E-commerce adoption is a great oppor-
tunity for small and medium industries to enter the digital world, engage with customers in online 
atmosphere, improve business processes and become more efficient and competitive. Comparative 
analysis of the two countries reveals that Bangladesh has emerged as the hub of digital transfor-
mation and development initiatives have intricately driven e-commerce adoption. The interaction of 
many multifaceted factors affects the course of e-commerce. In particular, Bangladesh has taken full 
advantage of these factors to create fertile ground for e-commerce adoption after the COVID-19 
pandemic. Bangladesh has implemented protectionism and security, and Pakistan faces growing 
economic challenges such as rising inflation and rising poverty. The post-pandemic situation has put 
Pakistan in a difficult situation, hindering the survival of small and medium-sized businesses and 
creating an economic quagmire. Bangladesh’s keen understanding of leveraging the intricacies of 
digitalization has ensured its leading position in e-commerce. Instead, Pakistan’s problem consti-
tutes an important reminder of the unity of financial stability and e-commerce. 

Limitations 

Some of the limitations of this study may include the use of a convenience sampling technique which 
may not be representative of the target population. The self-reported nature of the data may also 
introduce bias in the results. Moreover, the study may not be generalisable to other industries outside 
of the e-commerce industry, and the study is limited to the post-pandemic era. 

Future Recommendations 

We can make several recommendations to promote the need-based e-commerce adoption for SMEs after 
the COVID-19 pandemic with special reference to digitisation as a moderator in Pakistan and Bangladesh. 
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There is a need to encourage partnership programs between small and medium-sized enterprises and 
internet service providers to help SMEs attain their potential target of e-commerce facilitation for con-
sumers at all levels. There is a need to joint venture the investment process between public and private 
bodies to expand the e-commerce in Pakistan. Moreover, there is a need to initiate e-Commerce mutual 
platforms that can cover both country’s needs. Through this platform, consumers can buy products from 
other countries that are linked with one system. The level of inflation is high in Pakistan and Bangladesh. 
Due to high inflation, internet access, availability of smartphones is not easy for every potential customer. 
Through partnership, SMEs can introduce smartphones on easy instalments for every consumer, that will 
enrich their business. On government level, authorities must initiate business awareness programs and e-
commerce adoption programs to ensure the level of business literacy in the country.  
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