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ABSTRACT 

Creating an e-commerce-based portal for apparel sector is the central focus of many 
developing countries, as e-commerce (EC) gives a wide variety of advantages for the 
apparel organizations, thus would be benefitted to enhance the local income since 
apparels are the major income source of the Sri Lankan market context. The export 
apparel industry in Sri Lanka is heading in the right direction and the use of e-
commerce plays a vital role for it to capture the global market and thus the industry 
flourished into a multi-million-dollar export earner. It is therefore crucial to 
understand the factors that would impact on e-commerce adoption of the export 
apparel organizations. This paper investigates the factors that impact on e-commerce 
adoption of the export apparel organizations. The study in a sample of 120 export 
apparel organizations in Sri Lanka confirming that computer literacy, perceived 
benefits and information technology infrastructure were found to have statistically 
significant impact on EC adoption. 

Keywords-: E-commerce Adoption, Export Apparel Organizations, Developing 
Countries 

1.   INTRODUCTION 

E-commerce (EC) finds its inception in the early 1970s when money was transferred 
electronically most among the financial institutions. "E-commerce is the production, 
distribution, marketing, sales or the delivery of goods and services by electronic 
means" (Monterio, 2017). The concept of EC has made a favourable situation 
regarding economical background of a country by enriching knowledgeable and 
skillful labour force. Because of the use of EC, the parties who are engaged in 
business, have been able to derive benefits. The perceived potential of internet and 
information technology impact on reducing transaction costs as well as assisting to 
the global supply chains to smooth flow of intermediary steps in developing countries 
(Molla & Licker, 2005). 
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It is important that the apparel organizations are central to the development of the 
developing countries and their contribution for the independence if the economy is 
vital. As per the United States Fashion Industry Association, Sri Lanka is ranked as 
the12th among the rapid growing apparel and textile manufacturing countries. Other 
than past single years, the Sri Lankan apparel industry has been fueled by a 
combination of growth- satisfactory and friendly economic policies, online buying, 
selling, EC adoption trading conditions together with the drive and ambition of the 
industry leaders and pioneers, the apparel industry in Sri Lanka flourished into a 
multi-million-dollar export earner (Weerakkody, 2019). The Sri Lankan textile and 
apparel industry is focusing on achieving a good growth and targets for their 
organizations. With the development of the technology as well as the EC portals, the 
growth of the apparel organizations is highly affected. Because of the usage of EC, 
the Sri Lankan apparel organizations have achieved a tremendous success especially 
in the export apparel organizations. Owing to the factors like e-commerce, the growth 
of apparel industry in Sri Lanka looks graced towards a rapid rise (Jain, 2018). In 
South Asia, Sri Lanka is ranked as one of the top apparels exporting nations. There 
were many significant changes that have taken place in the apparel sector in Sri Lanka 
in the past decade and most critical changes are the induction of innovative 
technology and EC and production of value-added textiles. Because of the 
sophisticated EC portals and the upgraded machinery of the country, direct access to 
European markets is opened (Cooray, 2018). 

Therefore, it can be identified a growing success by using EC for apparel 
organizations and it is important to examine the factors which impact on the adoption 
of e-commerce. Further, it can be identified a limited number of researches of 
adoption of e-commerce (Molla & Licker, 2005) as well as limited number of 
researches can be identified of e-commerce adoption in developing counties (Kurnia 
et al. 2015). By considering the above facts, a knowledge gap is identified. In light 
of the above, the researcher conducted this study by selecting three factors which 
impact on e-commerce adoption such as computer literacy, perceived benefits and 
information and communication technology (ICT) infrastructure. The research was 
based on the research objectives as to find out how computer literacy, perceived 
benefits and ICT infrastructure impact on adoption of e-commerce in export apparel 
organizations in Gampaha district, Sri Lanka. 

2.   LITERATURE REVIEW 

The study was based on the technology acceptance model (TAM) of Davis (1989). 
TAM is a theory that states, when a new technology is there, the user's acceptance 
and how they use that technology. Venkatesh & Davies (2000), extended the previous 
original TAM by adding additional factors namely of social influential processes and 
cognitive instrumental processes, renamed as TAM2. Since this study is not deeply 
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connected with additional expanded factors of TAM2, the researcher used the original 
TAM.  

There can be identified a number of researches in e-commerce in literature. Plunket 
(2004), defines the e-commerce is the process of using internet & intranet to purchase, 
sell, transport, trade data, goods & services. According to Turban et al. (2008), the 
Electronic commerce is the buying and selling of goods and products, services and 
funds through computer networks, especially the internet has taken center stage in 
recent times. According to Marcelo (2014), E-commerce does encompass other 
telecommunications networks such as wireless internet. For the purpose of this study, 
e-commerce as stated by Monterio (2017), has been used because it emphasizes the 
overall process of production, distribution, marketing, sales or delivery of goods and 
services via electronically. 

2.1.   E-Commerce in Developing Countries 

Nowadays, many more customers are digitalizing their businesses from physical to 
virtual one and the most of the transactions are now digitalized so as to be innovative, 
all in order to win many more customers as possible (Jovanovic et al. 2020).  

The current situation of Covid-19 shows that EC is a vital tool for economy even for 
the developing countries. According to World Trade Organization (WTO) (2020), the 
situation which was happened due to the Covid-19 pandemic has resulted an increase 
of EC specially between businesses. 

However, there can be identified a great differ of benefits which are obtained from 
EC between the developing and the developed countries (Tan et al. 2007). The 
industries adopting EC which are located in the developing countries, face number of 
challenges such as lack of telecommunications infrastructure, lack of qualified staff 
to develop and support EC sites, lack of skills among consumers needed in order to 
use the internet, lack of timely and reliable systems for the delivery of physical goods, 
low bank account and credit card penetration, low income and low computer and 
internet penetration (Kapurubandara, 2009). 

The development of the EC based businesses as well as the increased social 
application of technology are therefore the strongest tools for developing countries to 
ensure the growth of the country (Ghonyan, 2020). 

Both policy makers and scholars have agreed that EC is a vital tool for developing 
countries for socio-economic progress (Hajli et al. 2014). 

According to Sutanonpaiboon and Pearson (2006), the organizations which are 
located in the developing countries must understand the newest technologies and 
decide how they can use those technologies for their organizations in order to 
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effectively function within the organization as well as to develop EC initiatives since 
the EC technologies such as web and communication technologies are not easy to 
understand offer wide variety of functionalities which ranging from the static 
presentation of content to the dynamic capture of transactions with provisions for 
security and personalization.  

Perceived benefits, ICT infrastructure, computer literacy, cost of information 
technology, innovativeness of the owner, attitude of managers regarding EC, size of 
the organization, resource availability, and the government support are some of the 
key factors that impact on adoption of EC identified by the previous researchers. Out 
of all those variables, for the study purpose, the researcher has identified some of the 
most influential variables including computer literacy, perceived benefits and ICT 
infrastructure. The empirical evidences of the variables that the researcher has 
selected for this research are described with details below. 

2.1.1. Perceived Benefits  

The perceived benefits which can be derived by using EC for organizations have been 
increasing in the recent years and those benefits usually have an impact on EC 
adoption.   

Cooray (2019), emphasized that increasing customer satisfaction, improving 
marketing and advertising, enhancing efficiency and productivity are the benefits for 
the apparel organizations by using EC. Further, the research conducted by Rahayu 
(2015), has found out that the perceived benefits of e-commerce associated with 
businesses mostly depend on the level of EC adoption, thus greater the level of e-
commerce adoption, an adequate technology infrastructure needed and the higher 
benefits will be gathered. This research results agree with the study of both Kraemer 
(2002), and Prananto (2003). 

Other than the past single physical marketplace nowadays, markets are expanded not 
only to local geographical area but also into the borderless national and international 
markets facilitated by EC, thus empowering people in both urban and rural areas to 
enjoy different kind of products, services, information communicate with other 
people than past, hence people have been able to expand their business connections 
as well as interact with people in different locations of the world as well as to enhance 
the precision for exchange of information, businesses can use EC as well as 
businesses can use EC to reducing the transaction costs such as costs of sales 
management, determining availability of products, provision of price quotes and 
order-taking processes (Schneider, 2011).  

According to the research conducted by Khan (2016), the main perceived benefits 
that can be grabbed by using EC are increasing revenue, improves the internal and 
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external communication, develop the company image and brand, raising customer 
loyalty and retention, developing customer and supplier relationships, reducing 
operation and maintenance cost, purchase and procurement cost, transportation cost. 

Research conducted by Al- Alawi (2015) found out that the perceived benefits are the 
most influential factors to motivate to adopt the e-commerce, in terms of perceived 
benefits, when the owners/ managers discovered more benefits of using ecommerce 
and they recommend that to gain the competitive advantage such adoption of e-
commerce can be used as value added tools.   

2.1.2. Computer Literacy  

Garg & Choeu (2015), conducted a research to identify the factors affecting e-
commerce in small industries and found out that the firms were not perturbed by the 
notion that computer knowledge greatly affects the adoption of EC and the users have 
a fair knowledge about how EC can be used to derive business profits. 

Govinnage and Sachitra (2019) founded that the computer literacy greatly influences 
the adoption of e-commerce in small organizations in Sri Lanka and the positive 
significant impact was also identified. Further, they emphasized that the government 
can take initiations to improve the computer literacy and knowledge which would 
eventually improve the potential benefits of EC. 

Lapointe and Rivard (2005) recommended that it is necessary to give an adequate 
technological expertise to manage and support EC software adoption within the 
organization. According to Lawson et al. (2003), the tendency of adopting EC and 
innovative technologies depend on IT level of people within the organization, thus 
there is a high impact of computer literacy and skills on adoption of EC can be 
identified. As a result, studying of computer literacy on adoption of EC is a vital 
factor since from previous researches, it provides strong clues regarding that there is 
an impact of computer literacy on adoption of e-commerce. Consequently, the 
researcher selected this variable. 

2.1.3. Information & Communication Technology (ICT) Infrastructure  

According to the United Nations Conference on Trade and Development (UNCTAD) 
(2006), the majority of people continue to view the internet and its application as 
simply a medium for e-mail, faxing communication and web surfing, because of web 
access in developing countries is principally restricted to e-mail communication, as 
well as in global setting a large number of people are not fully aware of other web-
based applications.  

According to Govinnage & Sachitra (2019), the research regarding the factors 
affecting EC in small industries in Sri Lanka, there is a negative relationship between 
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IT infrastructures on adoption of EC. Further, they have emphasized that the possible 
reasons for this as high cost of website building and hosting and complex processes. 

Oxley & Yeung (2012) emphasized that the users need the access to the necessary 
equipment in order to become active EC participants unless they have a reasonable 
confidence in the integrity of transactions undertaken online and therefore IT 
infrastructure & access positively influence in EC adoption. 

The research conducted by Chepngeno (2017) reveals that there is an impact of IT 
access & infrastructure on the EC adoption in Kenya. Anas and Katsoiloudes (2014) 
found out that there is a significant relationship between ICT infrastructure and EC 
adoption and they have also identified that it is necessary to improve the IT 
infrastructure, tools and access to adopt EC. Therefore, it is important to study about 
ICT infrastructure on adoption of EC. From above strong findings, the researcher 
selected these variables.  

Accordingly, the study tested the following hypotheses. 

H1: There is a significant impact on computer literacy on adoption of e-commerce 
in export apparel organizations in Gampaha district in Sri Lanka.  

H2: There is a significant impact on perceived benefits on adoption of e-commerce 
in export apparel organizations in Gampaha district in Sri Lanka.  

H3: There is a significant impact on ICT infrastructure on adoption of e-commerce 
in export apparel organizations in Gampaha district in Sri Lanka.  

3. METHODOLOGY 

Deductive approach was used and the conceptual framework was developed based on 
the prior studies stated in literature. Based on existing literature along with TAM, this 
research has been created. The descriptive research strategy was used as the research 
strategy which is concerned with determining the frequency with which something 
happens or the connection between variables. Further, a cross-sectional study has 
been used. The unit of analysis was the owners’ /Marketing managers of the export 
apparel organizations. The targeted population of this study was 163 of registered 
export apparel organizations which are located in Gampaha district. Out of that, a 
sample 125 has been selected in accordance with Morgan table. 

To measure the EC adoption, the researcher used the instrument of Looi (2005) and 
indicators such as online marketing & advertising, sales transactions, supplies & 
procurement, payment systems, internal online transactions. Computer literacy was 
measured by the training of IT, IT skills, maintenance & operation of the system, 
technical expertise according to Looi (2005) and Chepngeno (2017).  
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Perceived benefits were measured through efficiency and productivity, time and 
operational cost reduction, communication with trading partners, improve marketing 
and advertising, customer satisfaction, sales & revenue according to Park et al. 
(2014), Chepngeno (2017), Pease and Rowe (2005), Heung, (2003). ICT 
infrastructure was measured using six indicators adopted from Park et al. (2014) 
which include indicators such as IT resources, infrastructure, web-based applications, 
users' confidence in the integrity of transactions, online marketing and advertising 
tools and online connections.  

The figure presented below, indicates the research model of factors that would impact 
on adoption of EC. 

 

 

 

 

 

 

 

Figure 1: Conceptual Framework 

Source: Researcher Constructed, 2020 

4. RESULTS 

The primary data were collected from a population of 163 of registered export apparel 
organizations. Out of that, 125 of organizations are selected by employing simple 
random sampling technique and the questionnaires were distributed as a Google 
document. 120 questionnaires were returned and analyzed. This represents 96% of 
the response rate. 

4.1.  Examining the Data 
4.1.1. Demographic Analysis 

To analyse the demographic profile of the responded organizations, frequency and 
percentages were used. Out of 120 respondents, 52 (43.3%) were males, 68 were 
females (56.7%). Among age groups, 35.8% are included in between 26 – 35 years 
and 37.5% for 36 – 45 years. Lower percentage can be seen for age category of 46 – 
55 which is 26.7%. From this data, it can be identified as the higher percentage of age 
group is between 36 – 45. Considering the level of education, the majority (34.2%) 
are of MBA level of education while 25% are graduates. For professional 

   Independent Variables                        Dependent Variable  

E-commerce adoption 

Computer literacy (X1) 

Perceived benefits (X2) 

ICT infrastructure (X3) 
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qualifications, it includes 24.2% and the lowest percentage (16.7%) is for other levels 
of education. 

4.1.2. Reliability Analysis 

Table 1: Reliability Analysis by Using Cronbach’s Alpha Value 

Variable Cronbach's Alpha 

Computer literacy 0.71 

Perceived benefits 0.74 

ICT infrastructure 0.72 

E-commerce 0.76 

To determine if the questions of the questionnaires are reliable, measure of internal 
consistency (reliability) can be considered. Table 1 suggests that Cronbach's Alpha 
value of all variables are higher than the acceptable value of 0.7 that is used by the 
scientist for social studies. Therefore, it can be concluded that the questions in the 
questionnaire are reliable.  

4.1.3. Descriptive Statistics 

Table 2: Descriptive Statistics of Variables 

  
N 

 
Mean 

Standard 
Deviation 

 
Skewness 

 
Kurtosis 

Statistic Statistic Statistic Statistic Statistic 
Computer 
literacy 120 4.3056 .36753 -.526 .622 

Perceived 
benefits 120 4.2611 .56745 -.624 -.297 

ICT 
infrastructure  120 4.3488 .40014 -.817 1.197 

 
E-Commerce  120 4.5514 .31445 -.364 -.671 

 
Overall, the results of the table 2 indicates that the average number of respondents 
have agreed with computer literacy, perceived benefits, ICT infrastructure and EC 
adoption. Skewness of all variables are negative values that lead to negative 
distribution and since the kurtosis value is greater than 0.263 there can be identified 
for leptokurtic or high peak distribution of all variables. 

4.1.4. Correlation of the Independent Variables with Level of Adoption of EC 

The results of Pearson correlation values are as follows.  

Table 3: Pearson Correlations values  
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Variable Correlation Value Significance Value 

Computer literacy 0.437 0.000 

Perceived benefits 0.708 0.000 

ICT infrastructure 0.636 0.000 

 

The positive correlation coefficients of computer literacy, perceived benefits and ICT 
infrastructure are 0.437, 0.708 and 0.636 respectively indicate that those three 
independent variables are positively correlated with the adoption of EC, while the p-
value of 0.000 for all three variables indicates that the relationship is significant at 
the 95% confident level. 

4.1.5. Multiple Regression 

A regression analysis was performed to provide meaningful interpretations of the 
relative importance of the three constructs. Three independent variables were 
regressed on the adoption of EC as the dependent variable using the regression 
function in statistical package for social sciences (SPSS), and the results obtained are 
listed below. 

Table 4:  Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .828a .685 .677 .17874 

a. Predictors: (Constant), ICT infrastructure, literacy, benefits 

Table 5: ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 8.061 3 2.687 84.106 .000b 

Residual 3.706 116 .032   

Total 11.766 119    

a. Dependent Variable: ecommerce 

b. Predictors: (Constant), ICT infrastructure, literacy, benefits 

Table 6: Coefficients and Multicollinearity  

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. Collinearity 
statistics 

B Std. Error Beta Tolerance VIF 
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1 

 (Constant) 1.386 .232  5.985 .000   

Computer 
Literacy 

.144 .048 .168 3.002 .003 0.869 1.151 

Perceived 
Benefits .285 .032 .514 8.986 .000 

0.829 1.206 

ICT 
Infrastructure 

.307 .045 .390 6.747 .000 0.812 1.231 

a. Dependent Variable: ecommerce  

In the model summary table, the multiple correlation coefficient (R), is 0.828 which 
lies in between 0.8 and 1, can be interpreted as a very high correlation. R Squared 
indicates 68.5% of the total variation in EC adoption is explained by this equation. 
Accordingly, the regression line predicts the model accurately. The adjusted R 
Squared of 0.677 is used to incorporate the effect of including additional independent 
variables in a multiple regression equation.  

Table 5 is the ANOVA table, the F value is the mean square regression (2.687) 
divided by the mean square residual (0.032), yielding 84.106. The p-value with this 
F value is 0.000 which is lower than alpha level of 0.05(0.000 < 0.05). Therefore, the 
overall regression model statistically and significantly predicts the outcome variable, 
EC adoption. 

Considering the Coefficients table, under the beta values of unstandardized column, 
there can be identified beta values as 1.386, 0.144, 0.285 and 0.307 for constant, 
computer literacy, perceived benefits and ICT infrastructure respectively. The all 
values are positive which means when computer literacy increases, EC adoption will 
increase, when perceived benefits of EC increase, EC adoption will increase, when 
ICT infrastructure increases, EC adoption will increase. Further, it can be interpreted 
as when computer literacy, perceived benefits and ICT infrastructure are zero, EC 
adoption is equal to 1.386. The regression equation can be presented in the following 
manner.  

 

 

The p-values of computer literacy, perceived benefits and ICT infrastructure are 
0.003, 0.000, and 0.000 respectively which is lesser than 0.05 alpha level, which 
means that all three variables are statistically significant. 

Next column is beta values for standardized coefficients. The beta coefficients for 
computer literacy, perceived benefits and ICT infrastructure are 0.168, 0.514, and 
0.390 respectively. The highest beta coefficient among three attributes is for 

E-commerce Adoption = 1.386 + 0.144 Computer Literacy + 0.285 Perceived  
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perceived benefits (0.514) shows in comparison, perceived benefits variable is the 
most important variable in adoption of EC among export apparel organizations. 

The value of VIF is 1<VIF<5; it means that variables are moderately correlated with 
each other. 

Table 7 shows summary of significance values of coefficients. All three independent 
variables are statistically significant. Therefore, overall results indicate that three 
hypotheses, H1, H2 and H3 are accepted.  

Table 7:  Hypotheses Testing 

 

Hypotheses 

Significance 
Values 

[Coefficients 
(Table 2)] 

 

Decision 

H1: There is a significant impact on 
computer literacy on adoption of EC  

0.003 Accept H1 (Alternative hypothesis) 

H2: There is a significant impact on 
perceived benefits on adoption of EC  

0.000 Accept H2 (Alternative hypothesis) 

H3: There is a significant impact on ICT 
infrastructure on adoption of EC  

0.000 Accept H3 (Alternative hypothesis) 

5. DISCUSSION 

When considering about the mean value of the adoptability of EC (4.56), there can 
be identified a high level of EC adoption in the selected export apparel organizations 
and it is a good sign that the export apparel organizations located in Sri Lanka, have 
understood the opportunities which are available for them to expand their businesses 
by identifying the potential importance of EC. Further, the relevant benefits 
associated with EC into business operations allow businesses in Sri Lanka to 
determine whether they should adopt EC.   

Perceived benefits emerged as the most important factor impacting the adoption of 
EC in export apparel organizations. Many apparel organizations adopted EC because 
of the wide range of perceived benefits such as increases customer satisfaction, 
improves the marketing and advertising of the product quickly, enhance the 
productivity as well as efficiency of the organization, and reduces the time per 
transaction rather than doing physically or in traditional manner. Further, this results 
simply reconfirmed the findings by Beckinsale and Ram (2011). 

Research conducted by Al- Alawi et al. (2015), also found out that the perceived 
benefits are the most influential factor to motivate to adopt the EC, in terms of 
perceived benefits, when the owners/ managers discovered more benefits of using EC 
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and they recommended that to gain the competitive advantage such adoption of EC 
can be used as value added tools.  

Rather than engaging with traditional approaches, EC gives a variety of advantages 
for organizations. Since the perceived benefits are the most influential factors on 
adoption of EC, it is necessary to enhance this factor. Accordingly, both organizations 
& government should take necessary steps to improve technology equipment, 
facilities and tools to develop technology infrastructure, thus would impact on 
obtaining wide variety of benefits. Therefore, EC adopters in the export apparel 
organizations should continue to utilize EC technology while non/low-adopters 
should consider the perceived benefits of EC rather than conducting physical 
organization that can be grabbed through adoption of EC to further enhance their 
operations and effectiveness.  

Prananto (2003) recommended that the perceived benefits of EC associated with 
businesses mostly depend on the level of EC adoption, thus greater the level of EC 
adoption, an adequate technology infrastructure needed and the higher benefits will 
be gathered. Accordingly, this leads to enhance the perceived benefits of EC 
adoption. This recommendation agrees with the study of Kraemer (2002), and Rahayu 
(2015). By considering this, researcher can recommend that Sri Lankan government 
should try to further improve technological infrastructure of apparel organizations in 
order to enhance perceived benefits of EC. 

ICT infrastructure is found to be the next significant factor. The results indicate that 
the current level of ICT infrastructure highly influence on the decision to adopt EC 
tools. The possible reasons for the positive coefficient value can increase the 
technology accessibility & availability, smooth and easy infrastructure processes are 
introduced, and development of awareness of web-based applications among the 
apparel organizations, sufficient reasonable confidence in the integrity of transactions 
undertaken online by users in export apparel organizations in Sri Lanka which agree 
with the research results of agree with Oxley and Yeung (2012). 

The results show that if export apparel organizations are having necessary ICT 
infrastructure, it leads to adopt EC more and more, thus it is necessary to enhance 
ICT infrastructure in Sri Lanka in order to motivate the adoption of EC. It is advisable 
for managers or owners in export apparel organizations to invest in activities that 
improve the ICT infrastructure, especially in building IT equipment and tools, if they 
are to receive the full advantages of EC adoption. The research results agree with 
Anas and Katsoiloudes (2015), and they also recommended to improve the IT 
infrastructure, tools and access to adopt e-commerce.  

Further, the researcher can advocate that the Sri Lankan government should support 
and intervention is necessary to build speedy ICT infrastructure & access in order to 
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stimulate the adoption of EC. Van Akkeren and Cavaye (1999) recommend that both 
industry and government authorities should play a vital role in developing and 
promoting ICT infrastructure to adopt EC.  

The last most important factor impacting EC adoption is computer literacy which 
shows the significant and positive impact on adoption of EC. The research results 
agree with the results obtained by Bull (2003), as for any organization the IT level 
that people have, lead to success of adoption of a technology and EC, due to poor 
training or even lack of training are some kind of reasons that people within an 
organization may resist the adoption of a technology. Further, the research results 
agree with the findings of Govinnage & Sachithra (2019). 

Like above two factors, it is necessary to enhance the computer literacy. The 
researcher can recommend for export apparel organizations to launch more programs 
to develop the knowledge and skills of employees working in the organization. The 
Managers should provide necessary trainings to employees whenever it is necessary 
in order to make confidence of employees to grab the ever-changing technological 
adjustments. Further, giving the knowledge of configuration, operation and 
maintenance of a system is a key success factor to enhance computer literacy among 
employees in the organization and this is a responsibility of managers in export 
apparel organizations. Lapointe and Rivard (2005), recommended that to manage and 
support EC software adoption within the organization, it is necessary to give an 
adequate technological expertise. 

Further government can take initiations to enhance computer literacy among 
employees. Blackburn and Athayde (2000), recommended that IT training of the 
labour force is regarded as a key component of government authorities. Therefore, 
researcher can recommend that Sri Lankan government should launch necessary 
programs to improve further computer related skills and knowledge of employees 
working in the apparel sector to gain maximum advantages of adoption of EC.  

6. CONCLUSION 

The objective of this study was to find out how each independent variable impact on 
the adoption of EC in the export apparel organizations in Gampaha district, Sri Lanka. 
The results indicate that all three variables; perceived benefits, computer literacy and 
ICT infrastructure have a positive and significant impact on adoption of EC.  

This study also contributes to and extends the understanding of the EC as a medium 
commercial use in export apparel organizations, identifying the rationales for 
adopting the EC by export apparel organizations. From a managerial viewpoint, the 
findings provide support investment decisions for the decisions relating to the 
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development and improvement of the EC adoption that addresses and takes the 
concerns and the needs of the organizations into consideration.  

The current research about the factors impact on EC adoption of export apparel 
organizations in Gampaha district had to be conducted in a broad way because 
existing literature related to the selected subject in Sri Lankan context was limited. 
This study has examined a subset of the variables that are found to be important 
determinants of EC adoption. Other variables may provide explanation strong 
include, cost of information technology, top management support, financial 
resources, perceived complexity, perceived ease of use and organizational 
competence. Future research can investigate these possibilities and the impacts.  
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