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Electronic Commerce or e-commerce implies such an industry where goods and services are bought and 

sold over electronic systems. This is rapidly growing sectors in Bangladesh which influence local and international 
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Ⅰ. Introduction

In the new global economy, electronic com-

merce has become a central issue for the new 

way of doing business. It is at the heart of new 

distribution channel which supports online ven-

dor to provide product and service that are effec-

tive and superior in many ways to traditional 

channel [Lee et al., 2003]. It is an increasingly 

important area in developing countries for pro-

moting economic growth and welfare [Mannistor, 

1999]. E-commerce provides twofold oppor-

tunities for the developing countries, one is it 

enables the business of developing country to 

participate as vendors in international market, 

another is it allow them to buy goods and services 

from the developed world at least possible time 

[UNCTAD, 1999]. As a result, developing coun-

tries have paid much attention to use e-commerce 

in their national trade strategies. A survey by 

UNCTAD on national e-strategies shows that 

a significant number of developing countries 

have included e-commerce in their national 

e-strategies and targeted specific sectors for the 

development of e-commerce [UNCTAD, 2002].

Bangladesh is one of the developing countries, 

which is located in South East Asia region. Since 

2001, Bangladesh has faced a major economic 

crisis which is characterized by fall in Gross 

Domestic Product (GDP), dearth of liquidly and 

rise or fall due to inflation or deflation [Ferdous 

and Shahid, 2002]. Therefore, government of 

Bangladesh is attempting to use e-strategies for 

economic transition. E-strategies will also help 

to harmonize legislative and regulatory frame-

works for e-commerce in Bangladesh. As men-

tioned in the  Empowering Consumers in E-Commerce 
report, e-commerce can heal the losses due to 

economic crisis as it makes consumers to be more 

cost-conscious since they visit websites of differ-

ent companies and save money [OECD, 2009]. 

Moreover, driving more business online, e-com-

merce can act as a means to increase visibility. 

One might question about the relevance or 

importance of e-commerce to the economy of 

Bangladesh. In view of recent rash of global-

ization and the commencement of the World 

Trade Organization (WTO), it has become imper-

ative to investigate the e-commerce adoption in 

Bangladesh. It is evident from the review of trade 

scenario of Bangladesh that by pursuing the most 

liberalized trade regime in South Asia she has 

accepted the challenge of globalization.  On the 

top of that, as a signatory of the WTO, she has 

accepted to adhere to various quality control and 

efficient payment mechanism in trade. 

According to the national IT development plan 

2010, some areas that Bangladesh government 

supports are e-government, e-commerce, e-edu-

cation and e-industry. The development of 

e-commerce is strongly supported by Bangladesh 

government and e-commerce is viewed as a na-

tional trade strategy [Hossan et al., 2006]. Although 

Bangladesh has planned to improve the uti-

lization of information technology and the num-

ber of Internet user has reached 37 million at 

the end of April, 2014, Bangladesh has not yet 

succeeded in implementing of e-commerce strat-

egies [BTRC, 2014]. There are a number of reasons 

behind that. First of all, poor governance demor-

alize trade specially e-commerce activities. It is 

the major cause of ineffective e-commerce devel-

opment in Bangladesh. Poor governance is char-

acterized by bottlenecks, red tape and corruption. 

Those facts together pushes up the cost of doing 

business and limit the efficiency gains emanated 
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from e-commerce. In addition to that weak infra-

structure also obstructs development of e-com-

merce in Bangladesh [Hossain, 2000].  Moreover, 

Ali [2003] spotted out several factors that hinder 

the functioning of e-commerce in Bangladesh. 

These factors include technological backward-

ness, limited resources, inefficiency of manage-

ment, strikes, etc. 

According to a recent national e-commerce sur-

vey, there are a total of 6,460 Bangladeshi 

websites. Among those websites there are only 

3,765 active and accessible websites and 88.85 

percent (3,335 websites) of these websites are 

mainly used for promotional purpose. The other 

11.42 percent (430 websites) provides additional 

value added services such as online reservation 

and online payment system, which is a step to-

wards the adoption of e-commerce strategy. 

Comparing the survey in the previous year it 

is only a 1 percent increase towards adoption 

of e-commerce strategy. This is an early stage 

of the adoption of e-commerce as these websites 

provide information about companies and their 

products [JETRO, 2013]. 

In recent years, many Bangladeshi organ-

izations are trying to build physical infra-

structures to support the development of e-com-

merce and mimic e-commerce model from western 

countries. The present Government of Bangladesh 

aims at making digital Bangladesh. To materi-

alize this dream the Government is initiating 

different e-commerce program. Bangladesh has 

already made a promising start in e-commerce. 

Several example of using e-commerce are: Mobile 

Phone Companies are using it in the form of 

Flexi Load, Bill Pay Services; Banks are using 

it as online banking system, Shopping Malls are 

using it though buying and selling in using the 

Credit Card.  Furthermore, Ministry of Commerce, 

Ministry of Information and Communication and 

Planning Commission are jointly promoting the 

e-commerce in Bangladesh. Government formed 

e-commerce committee headed by the Commerce 

Secretary. Ministry of Information and Commu-

nication is working for enacting a law regarding 

“Electronic Transaction Act”. Moreover, Ministry 

of Industry (MoI), Government of Bangladesh, 

are currently facilitating  e-commerce chat and 

help information in several industrial sectors, 

such as RMG, Frozen Goods, Leather & Leather 

Products, Diamond, etc.

Though there are many interventions taken 

to provide e-commerce services to the people, 

there is little evidence on the adoption process 

of e-commerce from customer’s perspectives in 

Bangladesh. E-commerce is very promising on 

its supply section (e.g. providing infrastructure), 

but little has been done on the demand section 

(e.g. adoption). Most of the research and project 

are concerned how to develop the modern 

technologies. However, there is no research con-

cerned with the adoption of e-commerce in 

Bangladesh from consumer’s perspective. It is 

essential to analyze the factors influencing the 

adoption of e-commerce in Bangladesh. This 

study is an attempt to fill this gap by analyzing 

the adoption and acceptance issues of e-com-

merce in the context of Bangladesh. Extended 

Technology Acceptance Model (TAM) is used 

for theoretical underpinning of this research. 

Ⅱ. Literature Review

2.1 E-commerce

The term ‘e-commerce’ has already vigor itself 
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as an unavoidable module for developing busi-

ness strategies. E-commerce is defined as the 

process of buying, selling, transferring or ex-

changing products, services or information via 

computer networks, including the Internet 

[Turban et al., 2008]. Hunt (2007:1) provided a 

complete definition of e-commerce: “e-commerce 

is the use of electronic communications and digi-

tal information processing technology in busi-

ness transactions to create, transform, and re-

define relationships for value creation between 

or among organizations, and between organ-

izations and individuals.” It is defined as the 

type of industry where products and services 

are bought and sold over electronic systems such 

as the Internet and other computer networks. 

Babita [2014] found that e-commerce may be 

a marketing process or technique that used by 

business organization, industries and corpo-

ration for business through the internet system. 

Wiengarten [2013] proved that e-commerce en-

abled collaboration influence directly and pos-

itively on the multiple dimensions of operational 

performance tested. Michael [2014] revealed that 

e-commerce positively affects overall firm’s per-

formance and internal process. Asghar and 

Stephen [2013] found that e-commerce influ-

enced the brand and corporate image of company 

where security and privacy are considered the 

main barriers of e-commerce adoption. There is 

an extensive body of literature on adoption of 

e-commerce throughout different countries.  

2.2 E-commerce in Developing Countries

E-commerce adoption in developing countries 

faces challenges different from those in devel-

oped countries [Molla and Licker, 2005]. Develop-

ing countries often lagged behind from financial, 

legal and physical infrastructure which is neces-

sary for the implementation of e-commerce. In 

addition, developing countries also confront cul-

tural stigma which hinders the applicability of 

e-commerce [Enns and Huff, 1999; Hemple and 

Kwong, 2001]. Different studies showed that de-

veloping countries adopt e-commerce very slow-

ly and majority of them just linger in the lowest 

level of sophistication in this regard [Migiro, 

2006; Sam and Leng, 2006; Sulaiman, 2000]. A 

plethora of factors are responsible for influencing 

customer and firms' decision to adopt e-com-

merce application in different countries. 

Different studies have identified different 

types of factors influencing technology and in-

novation adoption such as e-commerce. Organiz-

ational, technological and environmental factors 

are identified most important factors of e-com-

merce adoption in developing countries [Tornatzky 

and Fleischer, 1990]. The organizational factors 

are mostly cited in literature which include or-

ganizational structure; firm size; firm’s process; 

IT users’ community; technological competences 

of the employees; financial resources; techno-

logical resources and top level management sup-

port [Aguila-Obra and Padilla-Melendez, 2006]. 

Technological factors of e-commerce adoption 

include compatibility, complexity, relative ad-

vantage, usefulness and ease of use [Grandon 

and Pearson, 2004]. Researchers have also identi-

fied some environmental factors relating to the 

adoption of internet technologies (i.e. e-com-

merce) in developing countries such as customers 

or suppliers; pressure from competitors; part-

ners, alliances; the role of government; image 

of internet technology; and users expectations 

[Aguila-Obra and Padilla-Melendez, 2006]. It is 
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argued that organizational factors appeared as 

most prevalent hindrance toward adoption of 

e-commerce in developing countries [Kartiwi 

and MacGregor, 2007].  

E-commerce adoption in developing countries 

has been constrained by the quality, availability, 

and cost of accessing infrastructure [Humphrey 

et al., 2003]. The low level of information and 

communications technology (ICT) and internet 

diffusion in developing countries can also limit 

the level of e-commerce adoption [Molla and 

Licker, 2005]. In addition, most businesses in de-

veloping countries are small. Lack of adequate 

resources to invest in information systems and 

information technology are possible obstacles for 

e-commerce adoption decision [Goode and 

Stevens, 2000]. The practice of doing business 

electronically, electronic-based intra and inter-

business relations, dealing with non-cash pay-

ments are not common for businesses in develop-

ing countries but are important for e-commerce 

adoption in developing countries [Odedra-Straub, 

2003; Montealegre, 1996]. 

Tan et al. [2007] analyzes the organizational 

and contextual factors that affect e-commerce 

adoption in China. They found that the important 

deterring factors in e-commerce adoption in 

China are restricted access to computers, lack 

of enterprise-wide information sharing, lack of 

internal trust, and incapability of dealing with 

rapid change. Suki [2010] argued that in-

formation regarding Internet banking services 

and its benefits is a critical factor influencing 

the adoption of e-commerce in developing 

countries. The findings of Chuang and Hu [2010] 

argued that online banking services for e-com-

merce need to put emphasizes on the core func-

tions and designs these attributes with utmost 

efficacy for the satisfaction of all customer's 

demand. The finding of Dixit and Dutta [2010] 

depicted that the acceptance of e-commerce serv-

ices among Indian customer is influenced by 

many factors like security & privacy, trust, famil-

iarity, and awareness level. Arun [2013] found 

that in case of online shopping, previous online 

buying experience, impulse buying intention and 

online trust have significant influences on buyer 

purchase intention. 

Although adoption of e-commerce is well es-

tablished research topic in developing countries, 

only few researchers in Bangladesh address this 

issue. Hossain et al. [2013] found that the use 

of B2C e-commerce in Bangladesh will not flour-

ish because of low per capita income, a defective 

infrastructure and legal issues, lack of trust be-

tween business and consumers. Azam [2006] ex-

amined the effects of buying culture and infra-

structural forces in implementing B2C e-com-

merce in Bangladesh. The study incorporated 

a multiple regression analysis which reported 

that buying culture of the country’s citizenry 

is negatively related to the implementation of 

B2C e-commerce in Bangladesh. However, infra-

structural forces are significantly positively 

related. Hoque [2008] identified some challenges 

such as infrastructure, awareness of customer 

about e-commerce, government support and le-

gal framework which influence the adoption of 

e-commerce in Bangladesh. 

2.3 Extended Technology Acceptance 

Model

Most of the e-commerce adoption works con-

ducted earlier had adopted TAM to examine the 

user’s intention for acceptance of technology. 
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Adensina and Ayo [2010] conducted a survey 

on a total of 500 survey questionnaires in-

corporating TAM and found that TAM is the 

most widely used model for technology adoption. 

The study of Suh and Han [2003] support the 

TAM for consumer acceptance of electronic com-

merce by validating the hypothesis. Shih [2004] 

applied TAM to predict user acceptance of 

e-shopping and found that perceived ease of use 

(PEOU) and perceived usefulness (PU) sig-

nificantly influenced individual attitudes toward 

e-shopping. He also found that attitudes toward 

e-shopping were positively correlated with user 

acceptance. 

Researchers have found that original TAM var-

iables may not adequately capture key beliefs 

that influence consumer attitudes toward e-com-

merce [Pavlou, 2003]. In recent years, the cover-

age of TAM has been extended in a series of 

studies and trust, computer self-efficacy, person-

ality and perceived enjoyment have been added 

by many e-commerce researcher [Qiu et al., 2006; 

Gefen et al., 2003; Wu and Chen, 2005; Daugherty 

and Biocca, 2005]. Qiu and Li [2008] applied an 

extended TAM model on e-commerce adoptions, 

which includes three supplementary constructs, 

trust, social presence, and perceived enjoyment. 

The research of Klopping and McKinney [2004] 

supports the use of extended TAM to predict 

online shopping activity, both the intention to 

shop online and actual purchases. Çelik and 

Yilmaz [2011] adopted extended TAM to explain 

consumer acceptance of e-shopping. They added 

perceived trust, perceived information quality, 

perceived enjoyment, perceived service quality 

and perceived system quality factors to the classi-

cal TAM. Their extended TAM model is tested 

against data obtained from 606 internet users 

in Turkey. They found that the recently included 

factors are also effective in explaining the accept-

ance of e-shopping. 

However, no study or research is conducted 

to incorporate the Technology Acceptance Model 

(TAM) in the arena of e-commerce in Bangladesh. 

The uniqueness of this study is the incorporation 

of Extended Technology Acceptance Model 

(TAM) in the arena of e-commerce in the context 

of developing country like Bangladesh. This 

study aims to gauge the factors that influence 

technology acceptance decision among users of 

e-commerce in Bangladesh.

Ⅲ. Research Model and 
Hypotheses 

The technology acceptance model (TAM) has 

been widely applied theories in information sys-

tems research since proposed by Davis [Shih, 

2004]. The TAM focuses exclusively on constructs 

such as perceived usefulness and perceived ease 

of use [Davis et al., 1989]. However, the present 

construct of TAM may have limited explanatory 

power when it is utilized in studying consumers’ 

adoption intentions of e-commerce [Pavlou, 

2003]. Based on variety of recent e-commerce 

research works and potential contribution to ex-

tant theories, this paper adopted Extended TAM 

with two additional constructs: ‘perceived credi-

bility’ and ‘computer self-efficacy’ (see <Figure 1>).

 

Computer Self-Efficacy (CSE)

Bandura [1982, p. 122] defined self-efficacy as 

"judgments of how well one can execute courses 

of action required to deal with prospective sit-

uations". One of the proximal determinants of 

behavior is self-efficacy and it is regarded as 
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<Figure 1> Research Model

its function. Compeau and Higgins [1995, p.191] 

defines Compute`r self-efficacy as “an individual's 

perceptions of his or her ability to use computers 

in the accomplishment of a task rather than re-

flecting simple component skills”. The theoretical 

basis of the proposed relationship between com-

puter self-efficacy and perceived ease of use is 

the argument developed by Davis [1989]. Many 

studies have found the impact of computer 

self-efficacy on e-commerce adoption and use. 

Saade and Kira [2009] indicate that computer 

self-efficacy plays a significant role on perceived 

ease of use. Talebpur et al. [2009] reported that 

computer self-efficacy has a notable direct impact 

on perceived usefulness and perceived ease of 

use as well. Hanudin [2007] found that there 

is a causal link between computer self-efficacy 

and perceived ease of use. Eastin [2002] revealed 

that computer self-efficacy have a significant im-

pact on customer attitude and played important 

role in the e-commerce adoption processes. Thus, 

to determine the adoption of e-commerce in 

Bangladesh, we hypothesize following: 

Hypothesis 1: Computer self-efficacy has a positive 

impact on perceived ease of use of 

e-commerce in Bangladesh. 

Hypothesis 2: Computer self-efficacy has a positive 

impact on perceived usefulness of 

e-commerce in Bangladesh.  

Hypothesis 3: Computer self-efficacy has a positive 

impact on customer attitude of e-com-

merce in Bangladesh. 

 

Perceived Credibility (PC) 

Perceived credibility is a key indicator of be-

havioral intention to use an information system 

[Hanudin, 2007]. In this research, the term 

“perceived credibility” (PC) indicates the percep-

tion of protection of user’s transaction details 

and personal data against illegal entrance. 

Perceived credibility has also been tested empiri-

cally and proved to yield a significant effect on 

perceived ease of use and perceived usefulness 

[Karjaluotoet et al., 2002; Lallmahamood, 2007]. 

Oni and Ayo [2010] found that Perceived Credibility 

(PC) have positive impact on Perceived Ease of 

Use (PEOU), Perceived Usefulness (PU) and cus-

tomer attitude. As a result, to study the effect 

of perceived credibility on user’s acceptance of 

e-commerce in Bangladesh, the study hinges on 

the following hypotheses: 
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Hypothesis 4: Perceived credibility has positive im-

pact on perceived ease of use of e-com-

merce in Bangladesh.  

Hypothesis 5: Perceived credibility has positive im-

pact on perceived usefulness of e-com-

merce in Bangladesh. 

Hypothesis 6: Perceived credibility has positive im-

pact on customer attitude of e-com-

merce in Bangladesh.  

Perceived Ease of Use (PEOU)

Davis [1989, p.320] defined PEOU as “the de-

gree to which a person believes that engaging 

in online transactions would be free of effort”. 

PEOU is the fundamental determinant for the 

acceptance and use of information technology 

[Moon and Kim, 2001]. Jahangir and Begum 

[2008] found that PEOU is a major facet that 

influences customer attitude towards the use of 

an information system. Shih [2004] confirmed 

that there is a significant effect of perceived ease 

of use on individual attitudes toward e-shopping. 

Using these to e-commerce, we hypothesize that:

Hypothesis 7: Perceived ease of use has a positive 

effect on customer attitude of e-commerce in 

Bangladesh. 

Perceived Usefulness (PU)

PU is defined as the degree to which a person 

believes that engaging in online transactions 

would enhance his or her performance [Davis, 

1989]. The use of an application or gadget is 

dependent upon the extensity of people’s believe 

on their aid at their performance. Subramanian 

[1994] found that perceived usefulness had sig-

nificant correlation with attitude toward usage 

behavior. It is noted that perceived usefulness 

possess the strongest predictor of an individual’s 

attitude to use an information technology 

[Adams et al., 1992]. Pikkarainen et al. [2004] in-

dicate that perceived usefulness on the Web site 

is the main factor influencing the customer atti-

tude toward online transaction. We hypothesize 

that: 

Hypothesis 8: Perceived usefulness has a positive ef-

fect on customer attitude of e-com-

merce in Bangladesh.  

Customer Attitude 

Karjaluoto et al. [2002] defined attitude as the 

users’ desirability to use the system. Attitude 

of customer is based on beliefs about the object 

and perceived significance of some features in 

decision making regarding adoption. Jahangir 

and Begum [2008] has argued that attitude of 

consumer have a sturdy, straight and positive 

effect on consumers’ intention to use new in-

formation system. Shih [2004] confirmed that 

customer attitude have a positive effect on cus-

tomer acceptance of e-shopping. Klopping and 

McKinney [2004] revealed that there is a strong 

positive correlation between customer attitude 

and intention to use e-commerce. Therefore, we 

develop the final hypothesis to resolve that: 

Hypothesis 9: Customer attitude have a positive effect 

on customer intention of e-commerce 

in Bangladesh. 

Ⅳ. Research Methodology

4.1 Measurement Item Development for 

Construct

The operationalized definitions of different 

variable used in the research model and their 
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<Table 1> Operationalized Definition of Construct

Constructs Definition Source

Intention
to use

Intention to use refers to the extent to which individuals would like to use 
e-commerce

Gupta et al.
[2008]

Attitude
Attitude towards behavior is made up of beliefs about engaging in the 
behavior and the associated evaluation of the belief.

Fishbein and Ajzen 
[1975]

Perceived 
Usefulness

The degree to which a person believes that using a particular technology will 
enhance his performance. 

Davis [1989]

Perceived ease
of use

The degree to which person believes that using a particular system would 
be free of effort. 

Davis [1989]

Perceived 
Credibility

Perceived credibility indicates the perception of protection of user’s 
transaction details and personal data against illegal entrance 

Oni and Ayo
[2010]

Computer Self 
Efficacy

Individuals' judgment of their capabilities to use computers in diverse 
situations.

Thatcher et al.
[2002]

Constructs Items Sources

Intention
to use

1. I would use the e-commerce for my purchasing needs.
2. Using the e-commerce for handling my business transactions is 

something I would do
3. I would see myself using the e-commerce for handling my business 

transactions

BI1
BI2
BI3

Cheng et al.
[2006], 

Jahangir and 
Begum
[2008]

Attitude 1. Using e-commerce is a good idea
2. I would feel that using e-commerce is pleasant
3. In my opinion, it would be desirable to use e-commerce
4. In my view, using e-commerce is a wise idea

ATT1
ATT2
ATT3
ATT4

Lee [2009], 
Klopping and 

McKinney
[2004]

Perceived 
Usefulness

1. Using e-commerce would enable me to accomplish my tasks more 
quickly

2. Using the e-commerce would make it easier for me to carry out 
my tasks

3. I would find the e-commerce useful
4. Overall, I would find using the e-commerce to be advantageous

PU1
PU2
PU3
PU4

Davis et al. [1989], 
Pikkarainen et al. 

[2004]

Perceived ease
of use

1. Using the e-commerce is easy for me
2. It is easy for me to become skillful at the use of the e-commerce 

services
3. Overall, I find the use of the e-commerce services easy

PEOU1
PEOU2
PEOU3

Davis et al. [1989], 
Moon and Kim 

[2001]

Perceived 
Credibility

1. Using e-commerce would not divulge my privacy.
2. Information and News on e-commerce site are more credible
3. I would find e-commerce reliable in conducting my transactions.
4. I would find e-commerce site kept my information confidential.

PC1
PC2
PC3
PC4

Wang et al. [2003], 
Yang [2007]

Computer Self 
Efficacy

1. I am confident of using e-commerce if I have only the online 
instructions for reference.

2. I am confident of using e-commerce even if there is no one around 
to show me how to do it.

3. I am confident of using e-commerce even if I have never used 
such a system before.

4. I believe I have the ability to install and configure the software 
to access the e-commerce

CSE1
CSE2
CSE3
CSE4

Lee et al. [2011] 
Talebpur et al. 

[2009]

<Table 2> Measurement Item

source are described in <Table 1>.  

The questionnaire items were espoused from 

the prior studies. The details item and their 

sources are presented in <Table 2>.
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4.2 Questionnaire Design and Data 

Collection

A comprehensive set of questionnaire is being 

used in this research. The questionnaire design 

was divided into two sections. The first section 

is comprised of six questions which consist of 

demographic profile and sources of getting inter-

ested in e-commerce. The second section consist 

of 22 questions; 4 questions on perceived useful-

ness, 3 questions on perceived ease of use, 4 

questions on perceived credibility, 4 questions 

on computer self-efficacy, 4 questions on custom-

er attitude, and 3 questions on intention to use. 

The participants were asked to scale the relevant 

facts on a likert scales from 1 to 5 with a response 

continuum from “strongly disagree” to “strongly 

agree”. The data used in this study were collected 

from users of e-commerce in Bangladesh. Dhaka, 

the capital of Bangladesh, was selected as the 

sampling area considering the number of inter-

net users. 80% of total country’s internet users 

are living in Dhaka. Two hundred questionnaires 

were collected for this study. 

Ⅴ. Result 

5.1 Demographic Profile and 

e-commerce Usage

Two hundred questionnaires were examined. 

The percentage of male respondent to female 

respondent very much skewed. Only 16 percent 

of respondents are females while majority of 84 

percent are males. 3 percent of the respondent 

is aged below 20 years; 15 percent were aged 

between 21~25, 40 percent were age between 

26~30 years, while the figure for the age group 

of 31~35, 36~40 and 41~45 were 30 percent, 7 

percent and 3 percent, respectively and only 2 

percent above 45 years of age. Most of the re-

spondents had bachelor degree (60 percent). The 

occupation of the respondents encompasses edu-

cation, civil service, trading, manufacturing and 

IT & Telecommunication. The figures shows 

mostly higher educated portion (Honours level 

and above) of sample uses the e-commerce facili-

ties intensively. A snapshot on demographic pro-

file of the respondents is listed in the <Table 

3> mentioned below.

<Table 3> Demographic Profile of Respondents

Facts Frequency
Valid 

Percentage

Gender

Male 168 84.0

Female 32 16.0

Total 200 100.0

Age

Below 20 6 3.0

21~25 30 15.0

26~30 80 40.0

31~35 60 30.0

36~40 14 7.0

41~45 6 3.0

Above 45 4 2.0

Total 200 100.0

Occupation

Education 23 11.5

Civil Service 37 18.5

Trading 52 26.0

Manufacturing 38 19.0

IT & Telecommunication 46 23.0

Total 200 100.0

Education Level

Below Secondary Level 4 2.0

S.S.C. 27 13.5

H.S.C 43 21.5

Honours 68 34.0

Post Graduate 52 26.0

Others 6 3.0

Total 200 100.0
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Along with demographic characteristics of 

respondents, descriptive survey findings have 

also been represented here. Key descriptive 

findings reveal how e-commerce users became 

interested in e-commerce (see <Table 4>). It re-

ports the sources through which clients get at-

tracted or getting interested to use e-commerce. 

In other words, the table depicts the mediums 

through which users of e-commerce become en-

grossed with e-commerce services. Majority of 

the clients are getting interested through adver-

tisement on the internet or other media fol-

lowed by their own interest. Only 10 percent 

of them had started using e-commerce services 

imitating other clients. 

<Table 4> Sources of Getting Interested in 

e-commerce

Sources of getting

interested
Frequency

Valid 

Percentage

Client’s own interest 60 30.0

Other clients who used it 20 10.0

Advertisement on
Internet/other 
electronic media

70 35.0

Neighbors and friends 40 20.0

Others 10 5.0

Total 200 100.0

5.2 Analysis of the Measurement Model 

In order to analyze the collected data, we fol-

lowed the two-step procedure. First, we exam-

ine the measurement model to measure con-

struct reliability and convergent validity. Then, 

we examined the structural model to examine 

the direction and strength of the relationships 

among theoretical constructs. 

5.2.1 Construct Reliability Analysis 

To determine the internal consistency across 

items for each measure, Cronbach’s Alpha test 

was conducted. The Cronbach’s alpha values 

were represented in <Table 5>. Here, all di-

mensions range from 0.713 to 0.906. All of them 

exceed the minimum alpha of 0.7. This indicates 

good internal reliability on all measures [Pallant 

and Tennant, 2007].

Determinants
Number of

Items
Cronbach’s 

Alpha

PU 4 0.738

PEOU 3 0.885

PC 4 0.713

CSE 4 0.816

ATT 4 0.906

BI 3 0.862

<Table 5> Construct Reliability Analysis

5.2.2 Convergent Validity Analysis

According to Fornell and Larcker [1981] the 

convergent validity of the measurement scales 

can be evaluated on the basis of following cri-

teria:

1. Factor loading of all indicators should ex-

ceed 0.5 and be significant.

2. Average variance extracted (AVE) by each 

construct should surpass the variance due 

to measurement error for the construct 

(e.g. AVE should exceed 0.5).

The values of all factor loadings <Table 6> 

in confirmatory factor analysis of the measure-

ment model surpassed 0.5 and were significant 

at 1 percent level of significance (p = 0.01).
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Construct/ 

Indicator
Item

Factor Loading

PU PEOU CSE PC ATT BI

PU

PU1 0.846 0.402 0.358 0.251 0.322 0.254

PU2 0.872 0.391 0.347 0.212 0.314 0.248

PU3 0.894 0.385 0.312 0.205 0.306 0.227

PU4 0.862 0.367 0.297 0.214 0.291 0.210

PEOU

PEOU1 0.396 0.842 0.318 0.458 0.254 0.368

PEOU2 0.374 0.874 0.234 0.421 0.216 0.274

PEOU3 0.359 0.895 0.216 0.384 0.194 0.266

CSE

CSE1 0.328 0.312 0.812 0.371 0.224 0.412

CSE2 0.314 0.232 0.824 0.328 0.204 0.405

CSE3 0.287 0.212 0.916 0.302 0.189 0.392

CSE4 0.254 0.194 0.816 0.276 0.177 0.382

PC

PC1 0.231 0.438 0.362 0.902 0.308 0.289

PC2 0.204 0.412 0.317 0.898 0.291 0.276

PC3 0.195 0.347 0.294 0.818 0.261 0.254

PC4 0.180 0.314 0.248 0.879 0.244 0.231

ATT

ATT1 0.318 0.241 0.216 0.308 0.745 0.212

ATT2 0.304 0.202 0.192 0.291 0.782 0.192

ATT3 0.302 0.191 0.174 0.261 0.788 0.186

ATT4 0.212 0.181 0.171 0.244 0.784 0.175

BI

BI1 0.239 0.364 0.404 0.278 0.181 0.826

BI2 0.213 0.271 0.386 0.265 0.179 0.816

BI3 0.198 0.243 0.378 0.243 0.164 0.844

<Table 6> Cross-Loading

It is evident from <Table 7> that composite 

reliabilities of constructs ranged from 0.80 to 0.91. 

In addition, AVE ranges from 0.5978 to 0.8257, 

was larger than the variance due to measurement 

error. As a result, conditions for convergent val-

idity were met.

5.3 Muliticollinearity

To explore the relationship between varia-

bles, correlation analysis was conducted on all 

variables. Bivariate correlation analysis is sub-

ject to two tailed tests at 0.01% and 0.05% levels 

of significance. <Table 8> represents the result 

of correlation. This indicates that there are pos-

itive correlations between customers’ attitude 

towards the use of c-commerce and its varia-

bles; i.e. perceived credibility, computer self-ef-

ficacy, perceived ease of use, and perceived 

usefulness.  According to <Table 8>, several 

correlations between constructs are high (e.g. 

CSE, PC and ATT), exceeding 0.7. A common 

measure of multilcollinearity in regression anal-

ysis is the variance inflation factor (VIF), which 

indicates the degree to which each predictor 

variable is explained by other predictor varia-

bles [Hair et al., 2011]. The VIFs for CSE, PC 

and ATT were 9.01, 8.14 and 7.57, respectively. 

These values provide lush evidence against 

multicollinearity. 
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Construct/Indicator Item t-value
Composite 

Reliability (CR)

Average Variance 

Extracted (AVE)

PU

PU1 19.310

0.90 0.8257
PU2 18.728

PU3 18.835

PU4 19.006

PEOU

PEOU1 19.182

0.91 0.7736PEOU2 18.861

PEOU3 18.458

CSE

CSE1 18.764

0.82 0.7882
CSE2 12.301

CSE3 12.168

CSE4 11.245

PC

PC1 20.884

0.91 0.7334
PC2 21.144

PC3 21.046

PC4 20.334

ATT

ATT1 9.978

0.89 0.5978
ATT2 10.345

ATT3 9.546

ATT4 9.446

BI

BI1 11.092

0.80 0.6906BI2 10.430

BI3 10.850

<Table 7> Convergent Validity

5.4 Analysis of the Structural Model

To continue the analysis, it is obligatory to 

assess the fit of individual parameters in the hy-

pothesized model to assess the adequacy of the 

model. The Comparative Fit Index (CFI), Goodness 

of Fit Index (GFI) [Hair et al., 2006], Normed 

Fit Index (NFI), and Root Mean Square Error 

of Approximation (RMSEA) [Steiger, 1990] were 

used in judging the model fit. The Comparative 

Fit Index is a recommended index of overall fit 

[Gebring and Anderson, 1993], Goodness of Fit 

Index measures the fitness of a model compared 

to another model (Hair et al., 2003), Normed Fit 

Index measures the proportion by which a model 

is improved in terms of fit compared to base 

model [Hair et al., 2003], and the latter (RMSEA) 

provides information in terms of discrepancy per 

degree of freedom for a model [Steiger, 1990]. 

As suggested in the literature [Bollen and Long, 

1993; Joreskog and Sorbom, 1993; Kline, 2011] 

model fit was assessed by several indices. As 

reported in <Table 9>, all the fit statistics indicate 

a well fit. Value of key fit statistics, i.e. chi-square 

(165/df) is 294.05 (p = 0.01) demonstrates that 

the model has a decent overall goodness-of-fit.  

In addition, the model has GFI of 0.91, NFI of 

0.95, CFI of 0.98, and RMSEA of 0.05. For stat-

istical significance of parameter estimates, t val-

ues were used.
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PU PEOU CSE PC ATT BI

PU
Pearson Correlation

Sig. (2-tailed)
1

PEOU
Pearson Correlation

Sig. (2-tailed)

.690*

(.00)
1

CSE
Pearson Correlation

Sig. (2-tailed)

.720
*

(.00)

.357
*

(.00)
1

PC
Pearson Correlation

Sig. (2-tailed)

.481*

(.00)

.440*

(.00)

.318*

(.00)
1

ATT
Pearson Correlation

Sig. (2-tailed)

.382
*

(.00)

.710*

(.00)

.415*

(.00)

.391*

(.00)

1

BI
Pearson Correlation

Sig. (2-tailed)

.320
*

(.00)

.414*

(.00)

.480*

(.00)

.564*

(.00)

.464*

(.00)
1

Note: * denotes correlation is significant at the 0.05 level (2-tailed), N = 200.

<Table 8> Correlation Analysis of the Variables

Fit statistic Suggested Obtained

Chi-square 294.05

df 165

Chi-square

significance
p < or = 0.05 0.01

GFI > 0.90 0.91

NFI > 0.90 0.95

CFI > 0.90 0.98

RMSEA < 0.05 0.05

<Table 9> Fit Indices of Hypothesized Model

5.5 Hypothesis Testing 

Although Path model (e.g. Structural Equation 

Model) seems to be more rigorous than multiple 

regression model, we used multiple regression 

model to test the model. Partial Least Square 

(PLS) is used for small sample since it used 

boot-strapping methods [Gupta et al., 2008]. We 

have relatively large sample in this study. So, 

we did not see the need to use PLS in our data 

analysis. 

Computer self-efficacy and perceived credi-

bility are significantly associated with the per-

ceived ease of use of e-commerce system as in-

dicated by the results of multiple regression 

analysis. H1 is established with the study re-

sults which demonstrate that computer self-effi-

cacy has a positively associated with perceived 

ease of use (t = 3.915, Beta = 0.181, p-value = 

0.00). The result is consistent with the previous 

studies conducted by Adesina [2010]. 

H2 is inveterate, this indicates that computer 

self-efficacy has a momentous impact on per-

ceived usefulness (t = 3.276, Beta = 0.072, p-val-

ue = 0.00). H3 is also sustained, which indicates 

computer self-efficacy has a positive impact on 

customers’ attitude to use e-commerce (t = 

6.639, Beta = 0.104, p-value = 0.00). It is found 

that user's perception of information system's 

ease of use is affixed to his or her computer 

self-efficacy at all times [Venkatesh and Davis, 

1996]. The study of Reid and Levy [2008] also 

found that computer self-efficacy has positive 

impact on perceived usefulness and customer 

attitudes to use e-commerce.
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Perceived 
Credibility 

Perceived 
Usefulness

Perceived Ease of 
Use

Computer Self 
Efficacy 

Intention to Use 
e-Commerce

Customer Attitude

0.181*

0.140*
0.170*

0.415* 0.104*

0.191* 0.464*

0.357*

0.072*

          Note: * denotes correlation is significant at the 0.05 level.

<Figure 2> Results of Structural Model Analysis

Regression 1 Regression 2 Regression 3 Regression 4

Constant 2.333 3.667 3.688 0.745

PU PEOU Attitude BI

PC 0.140(0.00) 0.357(0.00) 0.170(0.00)

CSE 0.072(0.00) 0.181(0.00) 0.104(0.00)

PU 0.191(0.00)

PEOU 0.415(0.03)

Attitude 0.464(0.00)

F-statistic 40.608 26.514 46.908 164.710

0.220 0.156 0.412 0.386

<Table 10> Regression Result

It is also been demonstrated by results that 

perceived credibility is significantly related with 

perceived ease of use, perceived usefulness and 

customer attitude. H4 asserted that perceived 

credibility has a significant impact on perceived 

ease of use (t = 5.533, Beta = 0.357, p-value = 

0.00). H5 is also established. This indicates that 

perceived credibility has significant effect on per-

ceived usefulness (t = 4.789, Beta = 0.140, p-value 

= 0.00). Further, H6 signified that perceived credi-

bility is significantly associated with customer 

attitude (t = 5.945, Beta = 0.170, p-value = 0.00). 

Our result is consistent with the previous studies 

conducted by Muniruddeen [2007], Hanudin 

[2007] and Ayo [2010].

In furtherance, to find out the factors respon-

sible for customer attitude, the effects of per-

ceived ease of use and perceived usefulness on 

customer attitude were examined. H7 asserted 

that perceived ease of use has a positively impact 

on customer attitude (t = 6.652, Beta = 0.415, 

p-value = 0.03). H8 is also accepted indicating 

that perceived usefulness has a positive effect 

on customer attitude (t = 5.792, Beta = 0.191, 

p-value = 0.00). A number of studies that utilize 

the TAM confirmed the path from PU to customer 
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attitude and PEOU to customer attitude [Oni, 

2010]. The positive influences of perceived use-

fulness and attitude toward using, as suggested 

by TAM, are confirmed. We also found that PU 

was more influential than PEOU in explaining 

technology acceptance. The technology accept-

ance literature suggests that PU is more influen-

tial than PEOU on technology acceptance [Davis, 

1989; Davis et al., 1989; Teo et al., 1999]. 

Lastly, the result of the single linear re-

gression between customer attitude and behav-

ioral intention confirmed that customer attitude 

is positively associated with behavioral in-

tention (t = 5.273, Beta = 0.464, p-value = 0.00). 

These results confirmed H9. It demonstrates 

that actual behavior of customers of e-com-

merce in Bangladesh is highly correlated with 

his or her behavior intentions. 

Ⅵ. Contribution

6.1 Theoretical Contribution

This study makes several important theoret-

ical contributions. It is an attempt to study 

e-commerce adoption using extended TAM in 

a developing country, specifically Bangladesh. 

Although prior studies have addressed e-com-

merce adoption, the strength of this research 

lies in combining the behavioral and techno-

logical determinants from extended TAM estab-

lished adoption models. This is evidenced by 

high explanatory power of our research model. 

Since our study is based on Bangladesh, as a 

developing country it will be increase in future 

with the improvement of the customer accept-

ance of technology. In addition, this study also 

put together on and validates the use of attitu-

dinal theory in explaining and predicting con-

sumer acceptance of emerging technologies.

6.2 Practical Contribution

This research serves important practical im-

plications to decision makers, IT departments, 

and marketing departments involved in the im-

plementation and deployment of e-commerce 

services. The findings of this study reveal that 

perceived usefulness is an important factor affect-

ing attitude towards intention to use e- 

commerce. Therefore, organization need first of 

all to make sure that an e-commerce platform 

is technically sound, with carry out good security 

to maximize the demand of the end users. In 

realizing, e-commerce platforms’ performance 

and Internet platforms’ ease of use are two other 

factors that affect intention, institutions need to 

teach people to use the platform and describe 

the main reimbursement of e-commerce [Bussakorn 

and Dieter, 2005]. Organization should publicize 

to prospective users that e-commerce is a user 

friendly service, by promoting information of 

security platform. Besides these e-commerce 

service provider can take effective risk-reducing 

strategies through include money back guaran-

tees and prominently displayed consumer sat-

isfaction guarantees, so that consumers feel more 

contented and safe with the system. Both e-com-

merce service provider and users can take finan-

cial advantage from the adoption. 

Ⅶ. Limitation and Future 
Direction

The study has some limitations. First we do 

not take a cross cultural approach which may 
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limit the generalizability of our study. Second, 

our results are cross-sectional and therefore only 

provide a narrow scope in the complex world 

of e-commerce. Third, most of our respondents 

from Dhaka, capital city of Bangladesh, have ex-

perience purchasing online. Despite some of limi-

tations, we believe this study makes an important 

contribution to knowledge in the areas of 

e-commerce adoption in developing countries. 

Additional research in different developing 

countries is required to further examine the adop-

tion of e-commerce. Future research should re-

validate the measurement scales developed in 

this research. More research is required to estab-

lish important moderators such as culture, age 

and gender that affect the dependent and in-

dependent variable of e-commerce adoption. 

Future research should also focus on qualitative 

study which would provide more insight into 

some of the result.

Ⅷ. Conclusion

This paper intended to provide a portray of 

the factors that determine the acceptability of 

e-commerce at the focal point. The authors have 

used extended version of TAM to stand along 

with the argument by other researchers who ar-

gued that perceived usefulness and perceived 

ease of use is not the only factors to determine 

the acceptability or adoption of e-commerce. In 

this paper, along with above mentioned factors, 

perceived credibility and computer self-efficacy 

were selected as additional factors to TAM con-

struct to justify the adoption of e-commerce. 

The statistical analysis breed from the result 

demonstrated that all the four factors have sig-

nificant impact on the acceptance of e-com-

merce system. The findings of the study clearly 

demonstrate that clients find e-commerce as a 

useful, easy to use, and convenient system. 

Perceived usefulness appeared as one of the 

major factor in describing user’s adoption of 

e-commerce. One of the major concerns regard-

ing the acceptability of e-commerce is its credi-

bility and should be dealt with great care.  

Security concern and privacy aspects are crucial 

issues that hinder the systems adoption. The 

relevant figures shows that clients of e-com-

merce are bit worried about the security issues. 

It reveals that the level of trust is low in this 

regard. 
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