
CHAPTER 9 - DISCUSSION, CONCLUSIONS AND FUTURE 
DIRECTIONS 

I N T R O D U C T I O N 

This chapter will discuss the research in view of the objectives of the 

research and the achievements and limitations identified during the 

process. Directions for future researches will be recommended based on 

the experiences gained through this research. 

DISCUSSION 

The main objectives of this research study was to: 

• Identify the Critical Success Factors for the success of e-

commerce businesses in Sri Lankan Market. 

• Derive and propose a suitable model and recommendations for 

the success of e-commerce applications in Sri Lankan market. 

Q Derive a model for m-commerce based on the e-commerce 

model and the differences between e-commerce and m-

commerce. 

Researcher planned to perform following tasks in order to achieve these 

objectives. 

• Literature review of Global research findings on e-commerce in 

order to identify Globally identified Critical Success Factors. 

• Conduct an opinion poll based survey in order to determine the 

behavior pattern, preferences and expectations of Sri Lankan e-

commerce users. 

• Carry out CASE studies on real life e-business ventures to identify 

Critical Success Factors related to business ventures. 
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In establishing first set of Critical Success Factors, researcher conducted a 

thorough literature review on currendy available research findings 

conducted globally. Internet search was the main source for finding 

relevant information. The • researcher could not find any research 

document involving in Sri Lanka however found cross-country researches 

conducted covering developed countries as well as developing countries. 

Researcher used published data with regard to Sri Lanka (such as G D P 

per Capita) in order to determine Sri Lankan position by compare and 

contrast with other countries. 

Establishing second set of Critical Success Factors involved an opinion 

poll based research study conducted using a random sample of Internet 

users. The objective of this exercise was to identify Critical Success 

Factors pertaining to customer expectations and behavior patterns of the 

potential customers. The results were analyzed using statistical methods 

in order to identify the relationships and behavior patterns. 

The response to the research was bit disappointing. The researcher had to 

put lot of effort in order to collect the survey responses from the 

participants. Researcher believes this is a common issue related to 

majority of researchers doing student projects in Sri Lanka. 

It was felt that sometimes the respondents have not shown interest in 

filling up the survey questionnaire and as a result the out comes were not 

up to expectations. Contradictor)' answers and inadequate information 

forced the researcher to reject few responses received. 

Third set of Critical Success Factors was based on CASE studies 

conducted on real life e-businesses. Researcher planned to conduct three 

CASE studies on e-commerce ventures. Due to the competition and 

confidentiality issues the business organizations were not that supportive 

in providing information for the CASE studies. Hence this exercise was 

limited to two e-commerce business ventures. 
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This research project is a student project and hence the time and the 

resources avadable for the research project is limited. Researcher would 

have been more satisfied if it was possible to gather more responses for 

the survey and few more CASE studies were carried out. However, 

considering all the limitations and constraints the researcher is satisfied 

with the out comes of the research. 

The next step towards developing a model for e-commerce was to mix 

and blend the identified Critical Success Factors according to the research 

model described in Chapter 2 - Framework of Study. This model is 

presented in Chapter 7 "Recommendations and model for e-commerce" with 

recommendations based on the identified Critical Success Factors. 

The last objective of the research was to derive a model for m-commerce 

based on the proposed model for e-commerce and the differences 

between m-commerce and e-commerce. This model is presented in 

Chapter 8 "Modelfor m-commerce". 

F U T U R E WORK 

Potential customer base for e-commerce is direcdy related to the Internet 

population. Hence, it is obvious that the e-commerce growth totally 

depend on the Internet infrastructure facilities avadable to the general 

public and the affordability. By evaluating the policy and environment 

factors in the country, researcher believes that the Internet will be 

affordable and widely available to majority of the population within next 

couple of years. O n the policy front Government has initiated e-SriLanka 

project to promote IT usage and Internet faculties. Also 

telecommunication liberalization has created competition and as a result 

new technologies are available in the market at affordable prices, which 

deliver better quality and speed. This will further influence the Internet 

growth in the country. 
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Considering all these factors e-commerce can be seen as a growing industry 

in Sri Lanka and more and more researches have to be conducted in order 

to better understand the concepts, behavior patterns and expectations of e-

commerce customers. This will result in building more successful e-

commerce business ventures. 

This research study was a preliminary attempt in order to understand e-

commerce business environment in Sri Lanka. Researcher attempted to 

cover a wide area encompassing the e-business environment. This research 

is restricted due to natural constraints associated with this kind of student 

research project and other constraints such as confidentiality of business 

information etc. Further comprehensive analysis could be performed in all 

identified areas in order to derive a more comprehensive and complete 

business model for e-commerce. Also the model presented by the 

researcher is a general model and the model could be varied depending on 

the target business area. Hence more focused research could be performed 

in the identified business area in order to derive a more complete and 

focused business model. 

Deriving a business model for m-commerce was purely done based on the 

dieoretical factors and the difference between e-commerce and m-

commerce. M-commerce is still very new to our market but the potential 

customer base and potential business areas could be huge compared to e-

commerce. Hence there is a need and potential for more and more 

research opportunities in the area of m-commerce. 

D I R E C T I O N S FOR F U T U R E RESEARCH 

As a part of this research the researcher has attempted to profile the e-

commerce customers and to identify their expectations and behavior 

patterns. As explained earlier this research is limited due to natural 

constraints. So exists the opportunity for the researchers to perform more 

focused researches aiming at profiling the e-commerce customers and 
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identifying their expectations and behavior patterns. This will help and 

facilitate business organizations in developing their business strategies 

and business models. 

Researcher made an attempt to determine and quantify the Sri Lankan e-

commerce market place (described in Annexure II — Estimate for Sri 

Lankan e-commerce market place) based on the available factors and few 

findings from the survey results together with some assumptions. This 

can be further improved and refined in order to determine the market 

size more accurately. This kind of research would, once again, provide 

useful information for business organizations in determining their 

strategies and business models. 

Researcher found the development of CASE studies by analyzing real life 

business organizations is an interesting work. This is very useful too and 

the majority of the recommendations given in this research for e-

commerce applications are based on findings from this exercise. The 

researcher believes analyzing real life businesses will yield the most 

accurate and appropriate findings and performing CASE studies on more 

and more e-commerce businesses would yield very useful guidelines for 

future business ventures. 

As described earlier in this research dissertation, the success of e-

commerce businesses will be direcdy related to the number of potential 

users. The potential users are the Internet users. So, the Internet 

penetration and accurate forecast on Internet population of the country is 

vet)' important for the e-commerce business planners. Performing a 

focused research on Internet users and the growth factors would yield 

very useful information for the business organizations to plan their e-

commerce strategies. 
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A N N E X T U R E I - E - C O M M E R C E SURVEY Q U E S T I O N N A I R E 

E-COMMERCE SURVEY Q U E S T I O N N A I R E 

P a r t I - G e n e r a l Q u e s t i o n s 

1. Define your employer. 

a. Private Sector j |. 

b. Government \~~} 

c. Self-Employed r—].. 

d. No t Employed r—]. 

2. Your Position 

a. Executive / Management H . 

b. Non Management O 

c. N o t Applicable D 

3. Category of employment 

a. Technical / IT CZl 

b. N o n Technical CD 

c. Other • 

4. Your gender 

a. Male 

b. Female f~j-

5. Your Age Category 

a. 2 0 - 3 0 r—| 

b. 3 0 - 4 0 r—j. 

c. 4 0 - 5 0 r-j-

d. Over 50 r—|-
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6. Your Average monthly Income 

a. Less than 15,000 • . 

b. 15 ,000-30 ,000 • . 

c. 30 ,000-50 ,000 • • 

d. 5 0 , 0 0 0 - 100,000 

e. Over 100,000 

' 7. Your educational background 

a. G C E O / L ^7?. 

b. G C E A / L Q 

c. Professional Qualifications J T T ? 

d. Bachelor's degree . Q 

e. Masters Degree O 

f. Doctorate or higher .a. 

8. Your Internet access is through 

a. Home Internet connection O . 

b. Using office facilities Q . 

c. Internet cafe L 3 

d. Other • 

9. Length and frequency of Internet usage 

a. Almost everyday Q 

b. More than once a week | |. 

c. Few times a month r—j. 

d. Once a month or less j—j.. 
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P a r t I I - e - c o m m e r c e r e l a t e d q u e s t i o n s 

10. Have you ever purchased products / services via the 

Internet? 

a. Yes r—| 

b. No j—j 

11. If your answer to question 10 is "No" , will you ever use 

Internet for purchasing products / services? 

a. Yes | |. 

b. No |—j.. 

Note : 

If your answer to question 10 is "Yes", answer the following questions based on your 

experience otherwise answer them based on your preference. 

12. What type of products / services have you purchased 

online? (Please tick the answers) 

[1] Books, Information and Magazines — • 

[2] Online Banking Services • 

[3] Computer, Software related products EH 

[4] Bill Payments • 

[5] Sendees Q 

[6] Consumables [~] 

[7] Electronic Items 

[8] Entertainment f~j 

[9] Other r—] 
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13. Have you considered the location of the origin of the 

product or service prior to purchase? 

a. Yes • 

b. N o • 

14. D o you prefer local websites for purchasing? 

a. Yes • 

b. N o • 

15. Rate following aspects according to your experience, 

preference and importance with related to e-commerce 

transactions. (1 - highest . . . 6 - Lowest) 

a. Security and confidentiality of information 

b. Speed of the connection to Internet • . 

c. User friendliness and ease of use of the site. . . J 1 

d. Price of the product / sendee £Z1 • 

e. Reliability of the delivery mechanism | |.. 

f. After sales service | [. 

16. Are you worried about giving your Credit Card information 

for secured Internet transaction? 

a. Yes • 

b. N o • 
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17. Rate the following Credit Card based payments in terms of 

security and confidentiality [Please indicate 1 - Most secure 

.... 3 - Least secure] 

[1] Giving Credit Card detads to a person via payment counter E-

[2] Giving Credit Card detads via non-secured Internet Transaction 

mechanism ^~ 

[3| Giving Credit Card detads via secured Internet Transaction 

mechanism Q 

18. In general do you like the idea of Internet based 

transactions (shopping / purchases)? 

a. Yes 

b. N o O . 

19. How many times have you used online business 

transactions? 

a. Never 

b. Only Once 

o 

•D-

c. 2 - 5 times 

d. 5 - 1 0 times 

e. More than 10 
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20. What makes you purchase (products / services including 

bill payments , channel ing services) via the Internet? (Even 

though they are available for purchase via conventional 

mechanisms) 

Please indicate 1 - most influencing 5 Least influencing. 

a. Convenience • . 

b. saving time • . 

c. Reliability O-

d. Prompt deliver)' • 

e. Other (Please specify) J \ 

21. Are you prepared to pay additional for Internet based 

purchases? 

a. Yes • 

b. N o • 

22. If Yes , H o w much? 

a. N o t Applicable Q 

b. 1 - 3 % Q 

c. 3 - 5 % Q 

d. 5 - 1 0 % j—j . 

e. More than 1 0 % Q 
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23. What is the m a x i m u m amount of money you are prepared to 

spend in an Internet based transaction? 

a. B e l o w Rs. 1000 • 

b. Rs. 1 0 0 0 - 1 0 , 0 0 0 O . . 

c. Rs. 1 0 , 0 0 0 - 5 0 , 0 0 0 Q „ 

d. Rs. 5 0 , 0 0 0 - 1 0 0 , 0 0 0 

e. Over 100,000 Q 

N a m e : 

Date: 

Thank you for participating this survey 
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A N N E X T U R E II - ESTIMATE F O R SRI L A N K A N E - C O M M E R C E 

M A R K E T PLACE 

I n t e r n e t e - m a i l u s e r s i n S r i L a n k a 

100000 

Year 

Extrapolated figures for Internet users based on TRC published figures. 

According to the above analysis there would be around 90,000 Internet 

connections in Sri Lanka by end Year 2004. 

This includes corporate connections where "one Internet connection is 

shared by more than one person". According to the research findings 

56% of the participants are using office Internet facilities and are not 

registered Internet users (Refer Table3: Summary of Part I Survey 

Analysis). So, for this estimate the researcher will assume that this 90,000 

includes 5,000 Corporate connections where one connection is shared bv 

average 10 person. So, the estimated final figure for number of Internet 

users would be 85,000 + 50,000 = 135,000. 

According to the survey findings (Figure 24: Respondents Internet 

Purchase Statistics) 82% of the Internet users have purchased through 
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Internet at least once. Hence the total number of actual e-commerce 

customers would be 110,700. 

Based on the available figures following table summarizes the expected 

market place for e-commerce in Sri Lanka. 

Year 

Internet 

Users 
e-commerce 
Users 

e-commerce 

Spent (Per user 
per month) 

Market Place per 
month. 

2004 135,000 110,700 1,000 110,700,000 

2005 162,000 132,840 1,200 159,408,000 

2006 194,400 159,408 1,440 229,547,520 

2007 233,280 191,290 1,728 330,548,429 

2008 279,936 229,548 2,074 475,989,737 

2009 335,923 275,457 2,488 685,425,222 

2010 403,108 330,548 2,986 987,012,320 

Assumptions 

• Assumed the growth rate of Internet users is 30% per month. In 

fact according to the published figures of Internet users (by 

Telecommunication Regulator)' Commission - Sri Lanka) the 

growth rate of Internet users is 20% from Year 2001 to Year 

2002. Considering the introduction of new technologies and 

infrastructure development 30% growth rate was assumed for this 

calculation. 

• 82% of the Internet users use e-commerce. This is based on the 

survey findings. Due to the limited sample size this figure may not 

be accurate. 
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• It was assumed an e-commerce customer will spent Rs. 1000/-

per month in Year 2004 and this will have a 20% annual increase 

based on the increase in the earnings. 

Conclusion 

The potential e-commerce customers and the expected e-commerce 

market value is not encouraging for e-commerce businesses in the near 

future. It will be very difficult to survive if the e-commerce businesses 

purely concentrate on this market segment. 


