
 

Chapter Two 

 

2. LITERATURE REVIEW 
This chapter describes the relevant literature and theories needed to find answers and 

link them into the research question. First, some of the key concept definitions were 

provided. It provides subject area such as e-commerce usage in manufacturing 

companies, e-commerce in Sri Lanka, Sri Lankan manufacturing industries e-

commerce awareness, framework for assessing e-commerce awareness and finally 

limitations to the implementation of e-commerce application. 

 

To know the study area it is very important to understand different terms used in this 

research .The understanding of the different terms mentioned in this thesis can vary. 

To provide consistency, a definition of the concepts below would be made. Even 

though the main objective is to identify the e-commerce awareness, the words such 

as ICT, IT and e-commerce are some what interrelated. Hence, it is important to 

separate these concepts and provide a clear definition of thesis and to justify the use 

of the chosen expressions.  

 

2.1 Definition of some key words  
2.1.1 Information Technology (IT) 

 “Information technology refers to the creation, storage and processing of data, 

including hardware (computer networks, servers, storage devices and desktop 

computers), system software (operating systems, middleware, programming 

languages) and software applications.”  

                                                                                                 World Bank (2002, p.3)  

2.1.2 Information and Communication Technology (ICT) 

“ICT consists of hardware, software, networks and media for collection, storage, 

processing, transmission and presentation of information (voice, data, text, images).”  

                                                                                                   World Bank (2002, p.3)  
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Hamelink (1997, p.3) says that:  

“ICT encompass all those technologies that enable the handling of information and 

facilitate different forms of communication among human actors, between human 

being and among electronic systems.”  

 

Further, Hamelink divided ICT into the following groups such as, capturing 

technologies, storage technologies, processing technologies, communication 

technologies and display technologies. According to Hamelink e-commerce and 

related technologies are coming under the ICT technologies.   

 

2.1.3 E-commerce 

A definition of e-commerce according to international report UNCTAD (2001) the 

following three aspects are explained. They are:   

1) Networks  

2) Processes  

3) Actors  

 

Networks can be defined by a broad and a narrow definition. The broad definition is 

“An electronic transaction is the sale or purchase of goods and services, whether 

between businesses, house-holds, individuals, governments and other public or 

private organizations, conducted over computer-mediated networks. The goods and 

services are ordered over those networks but the payment and the ultimate delivery 

of the good or service may be conducted on- or offline”.  

 

The narrow definition is:-  

“An Internet transaction is the sale or purchase of goods and services, whether 

between businesses, house-holds, individuals, governments and other public or 

private organisations, conducted over the Internet. The goods and services are 

ordered over the Internet but the payment and the ultimate delivery of the good or 

service may be conducted on- or offline”.  
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UNCTAD (2001) report states that the broader definition is more relevant for the 

countries where e-commerce is already being broadly used since it includes 

networks for electronic data interchange (EDI). It has further explained that smaller 

or less developed economies will rather use the narrow definition of the e-commerce 

since the major network used here is the Internet. The above definitions include only 

a “commercial transaction” that is made between two or more parties where an 

agreement between them is made about the purchase or selling, regardless of how 

the final payment is made.  

 

The second dimension of e-commerce, the processes, included activities or business 

processes of e-commerce. The definition of the e-commerce including the selling 

and purchasing aspects is more favourable among many countries. Though, some 

would like to include business processes, such as marketing and advertising, in the 

definition of the e-commerce. Such types of processes will be extremely important in 

the future where more integrated electronically processing systems could be used.  

 

There are three different types of e-commerce in terms of the actors involved in the 

process: Business-to-Business (B2B), Business-to-Consumer (B2C) and Business-

to-Government (B2G). Totally 80 % of e-commerce is related to B2B. However, 

B2C e-commerce had impact on the interaction of the people and it also affected the 

way they live. The advanced digital technologies, such as transmission technologies 

for mobile space communications mentioned by Hamelink (1997), will however not 

be examined as it is appropriate when more simple forms of ICT, such as Internet, 

networks, e-commerce software and similar technologies are available.   

 

Since the e-commerce are simple or complex business transactions that are 

conducted over computer or network utilizing electronic devices (Fellenstein & 

Wood, 2000). This study considers e-commerce as a part of ICT. To use the 

advantages of e-commerce the ICT needs to be utilized; therefore these two terms 

are strongly connected to each other. As e-commerce is of big importance for 

businesses, it will also be discussed in this study.  
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2.1.4 E-commerce awareness/ e-readiness 

Many papers talk about ICT awareness/readiness, but none of them give neither the 

actual definition of the word awareness nor a tool to measure it. Wilson (2004) 

conducted a study of organisational e-readiness. He defined it as being “The 

preparedness of an organisation to use e-commerce for selling and buying products 

over the Internet”. The ICT toolkit of the World Bank (2005) which acts as a 

guideline for their own ICT projects, talks about raising awareness of ICT and its 

importance. Here, the awareness is the recognition of what ICT can do, how it can be 

a catalyst for change and how it can be enhanced. The ICT awareness is here also 

associates with the risks, pitfalls and limitations of ICT. It discusses the fact that ICT 

needs to match businesses’ needs and requirements and explains the importance of 

the strategy used when adopting ICT as well as the significance of the 

correspondence with companies’ objectives. Further, it emphasizes that ICT may 

require some kind of re-organisation in the form of internal skills and knowledge or 

the way of working. This toolkit tries to raise awareness and knowledge about the 

risks that have to be taken into consideration when implementing ICT.  

 

2.2 E-commerce usage in manufacturing industries 
The Internet facilitated the integration of business processes along the supply chain 

by facilitating the information flows necessary for coordinating business activities. 

The Internet offered several cost reduction and service improvement opportunities to 

managers involved in manufacturing operations. These opportunities include the 

ability to integrate business processes electronically with other supply chain 

members, the ability to provide worldwide customer service, the ability to track 

system status of third-party service providers and the ability to reduce service costs 

and response time (Lancioni et al., 2000),(Garcia-Dastugue & Lambert, 2003). 

 

The integration of these systems to the shop floor is also critical, where rapid and 

flexible response to requirements throughout the supply chain is necessary. The 

Internet is evolving as a powerful tool in the new marketplace where the profile of 

competition has changed from individual firms to efficient supply chain networks 

both between firms and within industries. The increased flexibility in managing 
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supply chains that the Internet provided has enabled logistics managers to introduce 

‘customization’ and integrate customers into their supply chains. The trend will 

continue to motivate companies to look for additional strategic applications of the 

Internet in their supply chain systems (Lancioni et al., 2003). 

 

The Internet is a primary conduct of trading along the supply chain. Trading partners 

of a supply chain fear insecure transactions, as websites could be counterfeit, 

identities can be forged and the nature of transactions can be altered (Agarwal & 

Shankar, 2003). Lau & Lee (2000) discussed the concept of distributed object 

technology to facilitate efficient data exchange among various data objects which 

may reside in distributed platforms over geographically isolated regions, thereby 

leveraging the responsiveness of the supply chain network. For example, automobile 

makers are trying to execute the novel generic strategy of build-to-order (BTO), 

which required not only just-in-time (JIT) practices, but the most advanced 

computerized versions of ERP (Murillo, 2001). With real-time communications 

between suppliers, production functions, marketing functions and the final customer, 

e-commerce had become an inherent component of BTO. ERP organizing and the 

Internet connected most day-to-day tasks of a business, such as entering orders, 

tracking product shipments, scheduling production and updating sales forecasts and 

balance sheets (Boubekri, 2001). 

 

The management of materials, information and other resources in organizations have 

expanded beyond the role of typical operations managers. Along with the breakdown 

of internal and external organisational boundaries have come the more open 

environment that may envelop organisational boundaries. Practitioners and managers 

throughout the world had realized the importance of these inter-organizational 

systems. Central to the development of these systems are concepts, technologies and 

tools for e-commerce.  

 

In the new era of business the supply chain concept is used very extensively. The 

manufacturing companies are no more using the manufacturing firm. It is a part of a 

broad supply chain management. E-commerce applications are at the heart of supply 
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chain management. Major industry-wide supply chain initiatives such as Efficient 

Customer Response (ECR) in the grocery industry and Quick Response (QR) in the 

apparel industry used these applications as the centerpiece of focused improvement. 

Further, there are many well-known examples of companies such as Wal-Mart, 

Campbell’s Soup and Vanity Fair that utilize e-commerce applications as a critical 

component in the management of their chains (Christopher & Neal, 2003). Figure 2.1 

shows the typical manufacturing firm in a supply chain and the ecommerce is used as 

a tool to pass the information. 

 
Figure 2.1 Output of a supply chain 

 

E-commerce in the South African manufacturing sector as ‘revolutionary’ a 

technological revolution implied a historic transformation bringing about profound 

pervasive change in business processes. The current extent of B2B e-commerce in 

the South African manufacturing industry is limited. The volume of transactions 

carried out electronically represents only a small percentage of the total transaction 

volume in these sectors (Sagren Moodley, 2001). 

 

Due to the introduction of the e-commerce there are several new opportunities open 

in South Africa. Some of the opportunities open are given below in the following 

table 2.1. (Sagren Moodley, 2001)  
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Table 2 .1 E-commerce opportunities for SA manufacturing firms 

 

The potential benefits of e-commerce for buyers and sellers are summarized in table 

2.2. (Sagren Moodley, 2001) 

Benefits to sellers Benefits to buyers 
Expanded access to trading partners 
and market reach 

Expanded access to trading partners and 
support services 

Increased marketing and sales profile Improved sourcing and procurement 
process 

Enhanced customer contact and 
service 

Enhanced supplier relationships (contact and 
service) 

Reduced cost of sales, technical 
Documentation and customer service 
costs 

Lower purchasing prices through improved 
price transparency and comparison 

Reduced transaction 
handling/processing costs 

Reduced procurement costs 

Reduced working capital and 
inventory requirements 

Reduced operating costs and maverick 
spending 

Competitive advantages through 
improved efficiencies and process 
planning 

Improved efficiencies and transaction flow, 
visibility and control 

Table 2.2 Potential e-commerce benefits 

 

2.3 E-commerce technologies used in manufacturing industries 
The manufacturing firms are using several e-commerce technologies for obtaining 

network access. The first one is the public Internet, which provides access to foreign 

company websites and to specialized trading sites. However, other options included 

the use of e-mail, Intranets, Extranet, EDI, company website and supplier database. 

 22



Intranets are effectively internal min-webs (Flood, 2002) that typically hold directory 

information, company documentation and information on employee benefits that are 

open to all employees. Part of a company Intranet may be secured and used to 

transmit financial data and other records from one office to another creating a form 

of intra-company trade. For example, an integrated textile company may ‘sell’ fabric 

from textile mill to clothing factory and the company Intranet may be used to execute 

the transaction. 

 

Extranets link company-specific networks enabling business partners and suppliers to 

share corporate data. This will be a major benefit, especially for small companies 

upstream in the supply chain that will participate in electronic trading at low cost 

(Mansell & When, 1998). Business intelligence Extranets uses query, reporting and 

analysis software running on a web server (Whiting, 2002). Information may include 

brochures, annual reports and various other forms.  

 

A company web interface could be used to retrieve data, which will be available for 

free or on a subscription basis. For example, Federal Express Corp. is assembling a 

business-intelligence Extranet that will let shipping companies providing FedEx 

services in countries outside the US gain access to report about revenues, shipping 

volumes, transit-time analysis and other performance data (Whiting 2002). 

 

Electronic Data Interchange (EDI) is the oldest technology predecessor to the 

Internet widely used by companies for the B2B operations. But now a days this is not 

used much by the Sri Lankan Companies. Supplier data base is having all the 

supplier information in the centralized database where supplier sourcing is becoming 

very easy.     

 

2.4 Sri Lankan manufacturing industries 
Manufacturing industry is dominated for most of the twentieth century by the 

processing of agricultural produce for both the export and domestic markets. The 

most important industries were engaged in preparing and packaging for outside 

markets the principal export commodities tea, rubber and coconuts for which Sri 
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Lanka was noted. Such preparation generally involved low technology, 

comparatively modest capital investment on machinery and uncomplicated, 

sequential procedures.  

 

Manufacturing received a boost in the early 1960s when import controls were the 

result of shortages in foreign exchange made it difficult for consumers to obtain or 

afford foreign products. The result was a protected and profitable ready-made home 

market. This situation led to an expansion of both private and public-sector 

manufacturing, with the private sector concentrating on consumer goods. In 1974 it 

was estimated that only 40 percent of the capacity of the industrial sector was used. 

After the 1977 liberalization, raw materials were more freely available and in 1986 

capacity utilization was estimated at 78 percent. 

 

In 1978 the government established the Greater Colombo Economic Commission 

primarily to serve as the authority for the free trade zones to be set up near the 

capital. The first investment promotion zone consisted of a large tract that was 

established in 1979 at Katunayaka, near the Bandaranaike International airport. A 

second zone was inaugurated in 1986 at Biyagama, situated in Gampaha district.  

 

The special programme initiated by the Ministry of Industrial Development in 2004 

helped to enhance competitiveness of targeted thrust industries of textile and apparel, 

footwear, leather products, ceramics, rubber and wood and wood based industries in 

2006. It provided the necessary financial assistance for skilled development, 

technical support for food processing industry, quality assessment and issuing of 

quality certificates in collaboration with United Nations Industrial Development 

Organisation (UNIDO), Sri Lanka Standards Institution and the Industrial 

Technology Institute.  

 

According to Central Bank annual report (2006) and Ministry of Industrial 

Development web portal of Sri Lankan manufacturing industries are categorized into 

9 main sectors. The industry categories are given in the table 2.3 below: -    
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Sector 
ID 

Sector 

1 Food, beverages & tobacco 
2 Textile, wearing apparel & leather products 
3 Wood & wood products 
4 Paper & paper products 
5 Chemical, petroleum, rubber & plastic products 
6 Non metallic products 
7 Basic metal products 
8 Fabricated metal products 
9 Products not elsewhere specified 

Table 2.3 Sri Lankan industry categories (Source: Central Bank of Sri Lanka) 

 

According to the Central Bank annual report (2006) the total annual growth rate is 

increasing with the year. The annual growth rate is given in the table 2.4 below:-   

 
Table 2.4 Total annual growth rate (Source: Central Bank of Sri Lanka) 

 

 25



2.5 E-commerce in Sri Lanka 
The Sri Lankan Government took several steps to improve the usability of the E-

commerce and it took several measures to create awareness among the Sri Lankan 

people. The new National Telecom Policy recommends the support for the 

establishment and promotion of the Sri Lanka information infrastructure and includes 

focus on new ICT's such as the Internet and e-commerce. A significant growth can 

be seen in ICT sector in Sri Lanka. In order to develop information technology, the 

Council for Information Technology (CINTEC) was established by an act of 

parliament in 1984. 

 

The attitude of the Sri Lankan communities was changing with the introduction of 

information technology at all levels. The business community of the country started 

gradually to experience applications such as online merchandising, stock trading, 

banking and information database. These applications promoted the e-business 

culture locally. There is a growing electronic marketplace in Sri Lanka and e-

business transactions exist between business to business, businesses to consumer, 

business to government according to researchers.  

 

“The growth of the telecommunications sector had given the foundation for 

developing the e-commerce industry in Sri Lanka within this improvement; e-

commerce had received the attention of consumers, business persons, journalists, 

private and government organizations during the last few years. It was a new trend in 

the policy agenda of Sri Lanka” (Sovis, 2001).  With the development of technology 

and Internet applications the e-commerce operations were becoming very fast, cheap 

and simple. The growth of the telecom sector is given in the table 2.5 below:- 

 
Table 2.5 The growth of the telecom sector (Source: Central Bank of Sri Lanka, 2006) 
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2.5.1 Related studies in Sri Lanka 

There are few e-commerce related studies carried out in Sri Lanka. One of the study 

is measuring the e-commerce awareness in the tourism industry in Sri Lanka. This 

paper is reviewing the awareness and readiness of the tourism industry in Sri Lanka. 

The study also identifies the enabling factors, the bottlenecks and, forecast the future 

growth of electronic commerce in tourism industry of Sri Lanka. (Devaka & 

Gunawardana, 2002) 

 

Another study had been done to identify the barriers to implement the e-commerce 

in the SME sector in Sri Lanka. The preliminary study help to draw some 

conclusions. Adoption of ICT and e-commerce in SMEs developing countries is 

different from the developed countries. The SMEs in developing countries fall 

behind with adoption due to barriers, internal and external, prominent and inherent in 

a developing country. It was interesting to note, however, that this investigation 

confirms findings of previous research with regard to barriers. (Kapurubandara & 

Lawson, 2006) 

 

2.6 E-commerce awareness  
This e-commerce awareness or e-commerce readiness is a new phenomenon imaging 

in the digital world. Most of the developed countries have already adopted the e-

business world. In the developing countries this is an emerging new concept. Most of 

the business people look for new opportunities in the digital market. 

 

2.6.1 The framework for assessing ICT awareness   

The Department of Trade and Industry (DTI) in the United Kingdom made an annual 

benchmarking study on how businesses in UK and other countries are deploying 

ICT. The model is used to analyze the ICT adoption and deployment and the 

sophistication index of the ICT use (DTI, 2004). It is presented in figure 2.2 below:- 
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Figure 2.2 The model is used to analyze the ICT adoption and deployment 

 

This model analyses awareness of ICT in the companies and other relevant issues, 

such as the macro-level influences, the technology adoption, process support and the 

ICT impact perception. These factors can be related to the previous definition of ICT 

awareness which comprises the consciousness of ICT and issues related to the ICT 

use and adoption. This model had been modified later into the ICT awareness model. 

It is presented in figure 2.3.  

 
Figure 2.3 ICT Awareness framework 

 

Under the “technology and adoption” the Department of Trade and Industry 

measures the extent to which the businesses are connected and have adopted ICT, 

for example if they have Internet connection, a website, LAN, EDI and similar 

technologies.   
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“Environmental influences” are the external factors that influence the decisions of 

businesses concerning the adoption of ICT. The category referred to factors such as 

competitors, market and government. Businesses can be influenced by information 

on ICT provided from a range of different sources such as the governmental 

authorities, or be threatened and constrained by regulations and national standards 

in their adoption.  

 

“Process and deployment” refers to how businesses use ICT to support business 

processes, both internal and external. It includes the use of Intranets, the 

information available online, ordering and payment, integration between systems, 

activities which are supported by ICT and transaction between the company and 

externals.  

 

“Awareness and people” comprises businesses’ openness to changes, their attitudes 

to ICT and reaction to new technologies as well as their recognition of barriers to the 

use of ICT. These indicators also include whether businesses have a written ICT 

strategy and the way they perceived their ICT skills to be within the organisation. 

“Perceived impact” measures the impact perceived by businesses by introducing 

ICT. It analyses the way that ICT changes the businesses of companies and what 

benefits are gained from the use of ICT. 

 

2.6.2 Conceptualizing e-commerce awareness 

There is an emerging body of literature, discussing applicable concepts to what is 

meant by e-readiness or e-commerce awareness. These views have tended to 

consider e-readiness with respect to participation in a digital economy, or the 

deployment of e-commerce applications. The concept has been applied on different 

levels, namely national, community and organization. However this research will 

evaluate e-readiness on an organisational level. 

 

There is a growing body of work dealing with the topic of organisational e-readiness. 

Wilson (1999) conducted a study of organisational e-readiness. He defined it as 

being “The preparedness of an organisation to use e-commerce for selling and 
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buying products over the Internet”. Kalakota & Robinson (1999) argue that due to 

increasingly interactive age, this simplistic definition of e-readiness as the 

preparedness of conducting Internet business does not prevail. They go through 

further to state that e-readiness relates to the level of preparedness of being able to 

deal with "the complex fusion of business processes, enterprise applications and 

organisational structure necessary to create a high-performance business model." 

When considering e-readiness both these arguments emphasize as important factors 

of business processes, organisational structure and the integration of the organisation 

in terms of relationships internally between functional divisions, as well as with their 

suppliers and customers.  

 

Others have included the above mentioned organisational issues, along with 

technological and human aspects of e-readiness to define the concept beyond Internet 

transactions. Hartman & Sifonis (2000) used the term ‘Net Readiness’ and defined it 

as being “a combination – unique to each organisation – of four drivers (Leadership, 

governance, competencies and technology) that enables enterprises to deploy high-

impact web-enabled business processes that are focused, accountable and 

measurable”. Their thought patterns were that e-readiness was a measure of an 

organization’s preparedness to participate in a new business environment. This 

business environment was one in which there was a strong emphasis on technology 

to build a strategy, which is based on a better business understanding (Hartman & 

Sifonis, 2000). 

 

2.6.3 How can e-commerce awareness /e-readiness be assessing? 

A discussion has already been undertaken concerning what is meant by e-readiness. 

What follows now is an examination of the variables that needed to be evaluated 

when making an assessment. Each e-readiness assessment has a difference with 

respect to its aims and variables used. Summary of various variables which can be 

used to assess e-commerce awareness is shown in the table 2.6. 
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Table 2.6 Summary of various variables to measure awareness 

 

The above table highlights the distinction in the respective areas in studies, as well as 

the participation was being measured. Hartman & Sifonis (2000) study was 

concerned with an organization’s ability to combine the four characteristics and 

competencies of what he termed ‘Net-Readiness’, in order to exploit opportunities in 

a changing business environment, or what some have termed the ‘Digital Economy’. 

Wilson (1999) assessed an organization’s e-readiness for simple e-commerce as 

buying and selling over the Internet. While Lee & Edison (2000) looked at 

developing an assessment tool for small businesses to determine their e-readiness  

 

Although these studies contain differences in their aims there are commonalties in 

terms of the variables used. One common factor is the ability to effectively select, 

deploy and manage technologies that are imperative to E-business initiatives, as for 

managing an organisation website. Hartman & Sifonis (2000) refers to this as 

‘technologies’. Wilson (1999) as ‘system readiness’ and Lee & Edison (2000) as 

‘business systems readiness’ and ‘Internet readiness’. 

 

Another factor is, people in terms of having competent personnel to deploy e-

commerce applications and people who can act to inspire and provide a vision for the 

e-business initiative. Furthermore, there appears to be an emphasis on an 

organisation wide commitment and culture to support e-business. This is expressed 
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as ‘leadership’ and ‘governance’ by Hartman & Sifonis (2000). ‘Developer 

readiness’ and ‘commitment readiness’ by Wilson (1999) and ‘human resource 

readiness’ by Lee & Edison (2000). Yet another common factor relates to the extent 

the nature of the business and products/ services themselves to e-business. This is 

referred to as ‘content readiness’ by Wilson (1999) and ‘product readiness’ by Lee & 

Edison (2000). 

 

These three factors namely technologies, people and the nature of business, in terms 

of its resources, governance and structure seem to be essential factors to take into 

consideration when assessing the e-readiness of a particular organisation. What 

appeared to be lacking, is a structured approach to measuring the e-readiness of any 

business sector. The available literature generally focuses on two tiers: - National and 

Organisational (for a summary of national level e-readiness assessment tools, (see 

bridges.org). A third tier – that of a meso level (industrial) could also be introduced. 

The variables under consideration should in essence be similar to those mentioned in 

the above studies, but should be adjusted to suit the analysis of the specific sector. 

What needs to be examined is the relevance of the concept of e-readiness. 

 

2.6.4 Why e-commerce awareness/ e-readiness needed? 

It has already been stated that e-readiness was in part concerned with operating in a 

new business environment, one where the Internet was an important factor. What 

needs to be examined is why e-readiness assessments can assist in providing a 

valuable understanding of the operations in this new business environment. Being 

ready for the ‘Networked World’ creates new opportunities for firms and individuals 

and give opportunities such as finding and accessing new markets as well as the 

potential to improve efficiency and effectiveness.  

 

Moreover e-readiness can support the elimination of barriers that have traditionally 

shifted the flow of information and goods to and from developing nations with e-

readiness being considered a prerequisite for successful e-business, thereby enabling 

these opportunities to be harnessed (McConnell, 2000). However e-readiness is not 

merely a switch that can be turned on, rather it is an evolution of e-business 
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initiatives, one in which each organisation starts from a unique point (Hartman & 

Sifonis, 2000).  

 

This evolution means that organizations involved with e-business gradually increase 

in their levels of virtual interactivity and support one-to-one relationships. This 

participation places emphasis on an organization’s ability or rather readiness to deal 

with the challenges and opportunities of interactions over the Internet; as well as to 

support customer needs through closer relations.  

 

As the level of involvement increases, the baseline for minimum competencies 

required for undertaking e-business initiatives increases. E-readiness needed to 

develop with this e-commerce evolution. If e-readiness is not continually being 

sharpen up, it will be difficult to migrate from the current phase of e-readiness to the 

next phase (Hartman & Sifonis, 2000). This means that it will become increasingly 

difficult to compete in their current market as companies or organisations in similar 

business sectors evolve, with the implication being continual innovation is critical. 

 

This evolution was evident when considering the online auction house, eBay, where 

over the period June 10 - 11, 1999, the site was closed for 22 hours. In addition to 

this, their total site closure for the first seven months of the 1999-year totals to 70 

hours. Upon assessing the cause of these closures, it was found that the errors made 

by eBay were due to their lack of preparedness, resources and contingency plans 

(Office of New York State Attorney General Elliot Spitzer, 1999).  

 

The losses incurred by eBay can be in part attributed to the lack of the company’s 

readiness to manage their e-business initiatives. This should illustrate a need for 

businesses wishing to benefit from the deployment of e-commerce applications to 

have a certain level of e-readiness. It suggests that businesses that failed in their e-

business endeavors were not sufficiently or adequately prepared to enter this new 

business arena. E-readiness is one means by which organisations can profile their 

organisation as it operates in the networked economy. It can also assist in evaluating 

their ability to establish and successfully manage the evolution of their e-business 
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initiatives. The above discussion on the conceptualization and purpose of e-

readiness, is now considered with reference to the Sri Lankan manufacturing 

industry.  

 

2.6.5 Framework for assessing e-readiness and limitations of e-commerce 

E-readiness will be evaluated in terms of those factors identified in the literature 

survey 

 Technology: This relates to all hardware and software to support e-

commerce   applications. 

 Organisational commitment: Includes the commitment and vision within 

the organisation, as well as from upper management, the e-commerce 

strategy of the firm and organisational resources. 

 People: This accounts for the competencies, experiences and relationships of 

employees in an organisation. 

 

According to Hartman & Sifonis (2000) it has been noted that as business sectors 

evolve with their complexity of e-commerce applications. It will become 

increasingly difficult for similar organisations to compete with the implication being 

continual innovation is critical. The implications of limitations are examined on three 

levels macro, meso and micro. The figure 2.4 presents a graphical representation of 

the framework. 

 
Figure 2.4 Framework for assessing e-readiness and limitations 
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2.6.6 A framework of e-readiness and e-commerce success 

A framework of e-readiness and e-commerce success has been proposed with 

particular attention to organisations in developing countries. The framework is 

discussed by in Molla (2004). The framework articulates e-readiness as a two-

dimensional concept representing organizational and external e-readiness 

constructions:  

 

 
Figure 2.5 A framework of e-readiness and e-commerce success 

 

According to Molla (2004) “Organisational e-readiness is operationalized using six 

variables, i.e. awareness, commitment, human resources, business resources, 

technological resources and governance. External e-readiness is evaluated as 

managers' perception of market forces e-readiness, supporting industries' e-

readiness and government's e-readiness. E-commerce success, on the other hand, is 

measured in terms of the success of the development process (that is whether e-

commerce projects are completed on time and within budget), benefits from e-

commerce implementation and overall satisfaction with e-commerce 

implementation”. Figure 2.5 captures a visual impression of the framework and 

table 2.7 provides a summary of the definitions of the research variables 
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Table 2.7 Definition of research variables 
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2.6.7 Bridges.org real access to ICT framework 

In its research of the e-readiness topic, bridges.org identified a need for a more 

comprehensive model than was available, one that offers a holistic view of the need 

for ICT and the constraints that hamper ICT access and use. The organisation 

realized that the actual nuts and bolts of computers and network cables are only one 

small part of access measurement: people’s ICT levels, their understanding of the 

potential of ICTs and laws that may limit the growth of the ICT-sector are some of 

the other important issues to consider. The concept of ‘real access’ to ICT, are made 

up of twelve interrelated factors and it is proposed by Bridges.org (2002a). The 

factors are given below:- 

  

 “Physical access: Is technology available and accessible to people and 

organisations?” 

 “Appropriate technology: Is the available technology appropriate to local 

needs and conditions? What is the appropriate technology according to how 

people need and want to put technology to use?” 

 “Affordability: Is technology affordable for people to use?” 

 “Capacity and training: Do people have the training and skills necessary 

for effective technology use? Do they understand how to use technology and 

its potential uses?” 

 “Relevant content: Is locally relevant content available, especially in terms 

of language?” 

 “Integration into daily routines: Is technology use a burden to peoples’ 

lives or is it integrated into daily routines?” 

 “Socio-cultural factors: Are people limited in their use of technology based 

on gender, race, or other socio-cultural factors?” 

 “Trust in technology: Do people have confidence in technology and 

understand the implications of the technology they use, for instance in terms 

of privacy, security, or cyber-crime?” 

 “Legal and regulatory framework: Do laws and regulations limit 

technology use? Are changes needed to create an environment that fosters its 

use?” 
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 “Sustainability and the local economic environment: Is there a local 

economic environment favorable to technology use? Is technology part of 

local economic development? What is needed to make it a part?” 

 “Macro-economic environment: Is technology use limited by the macro-

economic environment in the country or region, for example, in terms of 

deregulation, investment and labour issues?” 

 “Public support and political will: Is there political will in government to 

do what is needed to enable the integration of technology throughout society 

and public support for government decision-making?” 

 

A key lesson to Sri Lanka is that it must “address infrastructure, access, local 

language content, manufacturing companies support”; because the twelve factors 

touch on technical, social and economic issues and their interdependence is complex. 

Bridges.org (2002b) suggests that, if the digital divide is to be narrowed all twelve 

factors “must be addressed in a coherent, achievable strategy that is tailored to meet 

local needs”. 
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