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Abstract 
 

The worldwide total retail sales hit $23.4 trillion in 2020 of which 18.5 trillion are in 

traditional physical store sales and four trillion are in E-commerce related sales. With the 

twentieth century closing we have seen a great shift in the market from small retailers 

(mom and pop shops) to big box retailers. In the current century, these large shops are 

replaced by a digitized replication of the big box retailers at a more virtual complex than 

the physical kind. This paper would discuss the evolution of traditional retailing 

especially within the last 3- 5 years, specifically due to current world events such as the 

COVID-19 pandemic. In order to achieve the objectives of the research the author used 

both qualitative and quantitative research methods. The results demonstrated by the 

research provide a guided outlook on, how to upgrade an existing retailing business to an 

E-tailing hybrid business, as well as an understanding on what metrics will be enabled in 

terms of data and Key Performance Indicators (KPI’s) that can be achieved within this 

implementation. 

The thesis would have a detailed look at some of the benefits drawn by an implementation 

of the online sales channel as well as some barriers faced by the new adopters when 

trying to implement the technology in their respective organizations. The research 

focuses on understanding the development of ecommerce within Sri Lanka, by using a 

triangulation method which the author builds by creating a solid knowledge foundation 

on retail markets, e-commerce development, different types of e-commerce and finally 

ties the whole loop with literature that helps the reader understand the overall impact to 

the supply chain and the different data points gathered that enable a data analytics 

process, helping business gain new insights, and make much more informed decisions 

within a business. Using this knowledge, the thesis conducts a survey to understand the 

overall position of the online customer population using a sample and reverifies these 

findings with six expert interviews with top officials representing corporates that have 

been performing outstandingly well when it comes to the e-commerce sector.  

 

Finally, the research thesis depicts these learning on to a newly designed four stage 

ecommerce adoption model that will help any traditional business that is currently 

generating a significant amount of sale to identify which stage would best fit their 

business model and best strategy in implementing a digital strategy within their 

organization. 

 

 

 

 

Key Words: E-tail, E-Commerce, Transformation, Digital Markets, Business 

Intelligence, Data Analytics, E-Commerce Supply Chain, Digitization, Omnichannel  

 

 

  



vi 
 

Acknowledgements 

I would like to take this opportunity to express my sincere appreciation to my research 

supervisor Dr. Niles Perera for the continuous support and encouragement through the 

process of building my learnings and developing research that is relevant to society. 

Further I must appreciate the time and effort dedicated by Dr. Mahinda Bandara to 

structure and develop learnings to build a research proposal, and the knowledge 

required to undertake a research project and develop a thesis.  

In addition, many individuals from the various organizations that I interviewed for 

giving their insight on the topic and spending their valuable time mostly on weekends 

to discuss subject matter to help improve the overall thesis. 

A special note of gratitude for all the participants of the survey for giving truthful 

insights which helped create the value of this research as a whole. 

I would also like to thank my family for motivating me throughout the MBA and 

understanding and helping in many different ways as I spent countless hours away from 

them, developing this thesis, at times when they needed me the most. My father and 

mother who have consistently guided me throughout the journey of life, keeping me 

grounded while consistently pushing me to achieve higher targets. 

Finally, I would like to dedicate this thesis to my mother, wife, and sister the three 

strongest women and humans in my life without whom I would not be the person I am 

today, and for helping nurture positive attributes in my life every day, Thank You!  



vii 
 

List Of Acronyms 
 

 

SKU:    Stock Keeping Unit 

B2C:     Business to Consumer  

B2B:   Business to Business 

C2C:   Consumer to Consumer 

C2B:   Consumer to Business  

ICT:   Information Communication Technology 

IPG:   Internet payment gateway  

ERP:   Enterprise Resource Planning  

B.I:   Business intelligence  

OLAP:  Online Analytics Processing 

SLR:  Systematic Literature Review  

LKR:   Sri Lankan Rupees 

POS:   Point of Sale 

O.S.:  Operating System  

COD:   Cash on Delivery 

OMS:   Order Management System 

3PL:  3rd Party Logistics 

WMS:   Warehouse Management System 

CRM:  Customer Relationship Management  

  



viii 
 

Table Of Contents 
Declaration of Originality .......................................................................................................... ii 

Copyright Statement ................................................................................................................. iii 

Statement of the Supervisor ..................................................................................................... iv 

Abstract ....................................................................................................................................... v 

Acknowledgements .................................................................................................................... vi 

List Of Acronyms ..................................................................................................................... vii 

List Of Figures ........................................................................................................................... xi 

List Of Tables ............................................................................................................................. xi 

1 Chapter - Introduction ..................................................................................................... 12 

1.1. Background of the research ........................................................................................ 12 

1.1.1. Introduction ........................................................................................................ 12 

1.1.2. Retail Industry in Sri Lanka ................................................................................ 13 

1.2. Problem Statement/Need for the study ....................................................................... 14 

1.2.1 Research Gap ............................................................................................................. 14 

1.2.2 Research Problem ...................................................................................................... 14 

1.3. Research Questions and Objectives ............................................................................ 16 

1.3.1. Research Questions............................................................................................. 16 

1.3.2. Research Objectives ........................................................................................... 16 

1.4. Research Scope ........................................................................................................... 17 

1.5. Significance of the study ............................................................................................ 18 

2 Chapter - Literature Review ........................................................................................... 19 

2.1 Retail........................................................................................................................... 19 

2.2 E-commerce ................................................................................................................ 20 

2.2.1  Major E-commerce Business Classifications ..................................................... 20 

2.2.2 Single Channel .................................................................................................... 21 

2.2.3 Multi Channel ............................................................................................................ 21 

2.2.4 Cross Channel ............................................................................................................ 22 

2.2.5 Omni-Channel ........................................................................................................... 22 

2.3 Development of E-Commerce and the process of adoption for Businesses ............... 23 

2.4 Benefits of E-Tail adoption in SME’s ........................................................................ 25 

2.5 Barriers for E-Tail adoption in SME’s ....................................................................... 26 

2.6 E-Commerce and Supply Chain Management ........................................................... 27 

2.6.1 E-Commerce Supply Chain Journey ......................................................................... 27 

2.7 Business intelligence (BI) ........................................................................................... 29 



ix 
 

2.9 Chapter Summary ....................................................................................................... 31 

3 Chapter - Research Methodology ................................................................................... 32 

3.1 Introduction ................................................................................................................ 32 

3.2 Research Design ......................................................................................................... 32 

3.3 Selection of population and sample ............................................................................ 34 

3.3.1 Population ........................................................................................................... 34 

3.3.2 Sample ................................................................................................................ 34 

3.4 Data Collection ........................................................................................................... 34 

3.4.1 Primary data sources ........................................................................................... 34 

3.4.2 Secondary data sources ....................................................................................... 35 

3.5 Questionnaire .............................................................................................................. 36 

3.5.1 Overview ............................................................................................................ 36 

3.5.2 Structure of the questionnaire- Stage 1 ............................................................... 36 

3.5.3 Structure of the questionnaire – stage 2 .............................................................. 37 

3.5.4 Structure of the questionnaire- stage 3 ............................................................... 37 

3.5.5 Implementation of questionnaire survey and interviews .................................... 37 

3.5.6 Strategies for error control .................................................................................. 38 

3.6 Data Analysis .............................................................................................................. 38 

3.6.1 Identify the barriers faced by businesses during transition................................. 39 

3.6.2 Understanding opportunities by adding E-Commerce .............................................. 39 

3.6.3 Identify the process of an E-commerce channel within the existing business ........... 39 

3.6.4 Recognize the use of data analytics to help transition from traditional enterprise to an 

ecommerce enabled enterprise ............................................................................................ 39 

3.7 Descriptive Analysis ................................................................................................... 40 

3.8 Model development .................................................................................................... 40 

3.8.1 Adoption framework ........................................................................................... 40 

4 Chapter – Research Findings .......................................................................................... 41 

4.1 Introduction ................................................................................................................ 41 

4.2 Data screening ............................................................................................................ 41 

4.3 Descriptive Analysis – Demographic Factors ............................................................ 41 

4.4 Model development .......................................................................................................... 46 

4.4.1 Phase 1 Development of Ecommerce Globally ......................................................... 46 

4.4.2 Phase 2 – Development of Ecommerce within Sri Lanka .................................. 46 

4.4.3 Phase 3 – E-Commerce development in Companies interviewed ...................... 47 



x 
 

Phase 3.1 Barrier faced by businesses when implementing an E-commerce channel ...... 47 

Phase 3.2 Understand the opportunities created after the transition to E-commerce ..... 49 

Phase 3.3 Understanding the customer ............................................................................. 51 

4.4.5 Phase 5 –Transition to E-Commerce Business Model........................................ 55 

4.5 Online Sales Channel Technology ................................................................................... 57 

4.5.1 Social Media Based E-Commerce Solutions ............................................................. 57 

4.5.2 Online Marketplaces and Shared Economy Model ................................................... 58 

4.5.3 E-commerce Platforms .............................................................................................. 59 

4.6 Decision support model framework ................................................................................. 59 

5 Chapter – Conclusions and Future Research Directions .............................................. 60 

5.1. Introduction ............................................................................................................ 60 

5.2. Summary of research findings and Conclusions .................................................... 60 

5.3. Research Limitations ................................................................................................... 61 

5.4. Further Research Directions ............................................................................................ 61 

5.5. Conclusions ............................................................................................................ 62 

Bibliography .............................................................................................................................. 63 

Annexure- I Questionnaire Form ............................................................................................ 69 

Annexure- II- Interview Questions ......................................................................................... 79 

 

 

  



xi 
 

List Of Figures 
 
Figure 1: [(Department of Census and Statistics- Ministry of Finance in Sri Lanak, 2019), 

processed data] .......................................................................................................................... 13 

Figure 2: Comparison of Single Channel, Multi-Channel, Cross Channel, and Omnichannel .... 22 

Figure 3- Generic e-commerce ecosystem Government (Commonwealth Secretariat, March 

2020) ........................................................................................................................................... 23 

Figure 4: E-commerce adoption ladder in small companies (Xu & Quaddus 2009, pp.304) ..... 24 

Figure 5- Conceptual framework for e-commerce adoption barriers in SMEs (H. Zaied, 2012) 26 

Figure 6- Shift from traditional supply chain to digital supply network (Tushar Oka, Sachi Ghai, 

2017) ........................................................................................................................................... 29 

Figure 7-Sample Dashboard (marketplace.clicdata.com) .......................................................... 30 

Figure 8- Research Model Specific to this Research ................................................................... 33 

Figure 9- Triangulation Method ................................................................................................. 38 

Figure 11- Age Group Distribution Pie Chart .............................................................................. 42 

Figure 11- Gender-wise Distribution .......................................................................................... 42 

Figure 12: Age Vs. Frequency of Purchase ................................................................................. 43 

Figure 13: Monthly Income Vs Order Frequency ....................................................................... 43 

Figure 14: Online Adoption COVID19 Impact ............................................................................. 44 

Figure 15- Occupation vs E-Commerce Adoption ...................................................................... 44 

Figure 16- Mobile Phone Usage (OS wise) ................................................................................. 45 

Figure 17: Incentive to purchase online ..................................................................................... 50 

Figure 18- Local Retail Shopping Pattern ................................................................................... 51 

Figure 19- Consumer Durable Purchase Frequency ................................................................... 52 

Figure 20- Facebook Insight Sample (Researcher owned data) ................................................. 53 

Figure 21- Google Analytics Sample Metrics .............................................................................. 54 

 

List Of Tables 

 

Table 1-Major role of participants in a typical e-commerce ecosystem Participant 

(Commonwealth Secretariat, March 2020) ................................................................................ 28 

Table 2- Age Group-wise Gender ............................................................................................... 41 

Table 3- Income vs Age Group .................................................................................................... 42 

Table 4: Income Category vs. Online Adoption .......................................................................... 42 

Table 5: E Commerce Development within Interviewed Companies ......................................... 47 

https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934442
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934443
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934443
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934444
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934445
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934447
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934448
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934450
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934451
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934452
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934453
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934454
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934457
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934458
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934459
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934460
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc76934461
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc84839336
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc84839336
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc84839338
https://d.docs.live.net/895a0a91b92b4298/Desktop/Research%20Methodology/Final%20Research/Research%20Thesis-Dakshitha%20Nawaratne%20199169E.docx#_Toc84839339

