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Factors Affecting Intention to Adopt E-Commerce in the Handicraft Industry in Sri Lanka


	
Aims: The study aims to examine the key determinants influencing Sri Lankan handicraft artisans’ intention to adopt e-commerce platforms, using an integrated framework combining the Technology Acceptance Model (TAM) and the Technology–Organization–Environment (TOE) framework.
Study design:  This study adopted a cross-sectional quantitative research design.
Place and Duration of Study: The study was conducted among handicraft entrepreneurs and artisans located in three provinces of Sri Lanka with high handicraft density—Western, Central, and Southern Provinces.
Methodology: A structured survey questionnaire was administered to handicraft entrepreneurs and artisans. A total of 385 usable responses were collected and analyzed using SPSS. Multiple regression analysis was employed to examine the effects of relative advantage, perceived ease of use, organizational readiness, perceived cost, and government support on intention to adopt e-commerce platforms.
Results: The results of the multiple regression analysis indicate that relative advantage, perceived ease of use, and organizational readiness have significant and positive effects on artisans’ intention to adopt e-commerce, while perceived cost has a significant negative effect. Government support shows only a very small influence compared to other determinants. The model explains a substantial proportion of variance in intention to adopt e-commerce (R² = 0.672). The findings highlight the importance of reducing cost barriers, strengthening readiness through skills and infrastructure, and improving platform usability to accelerate e-commerce adoption in Sri Lanka’s handicraft sector.
Conclusion: The study concludes that e-commerce adoption in Sri Lanka’s handicraft industry is primarily driven by perceived usefulness, ease of use, and organizational readiness, while high perceived costs act as a major barrier. Government support alone appears insufficient unless it directly addresses artisans’ practical constraints. Targeted interventions focusing on affordability, skills development, infrastructure, and user-friendly platforms are essential to promote sustainable e-commerce adoption among handicraft artisans. 
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1. INTRODUCTION 

In the era of digital transformation, e-commerce has emerged as a pivotal force reshaping the global economic landscape, propelling businesses into new markets and enhancing their operational efficiencies (Hendricks & Mwapwele, 2024). This technological revolution offers unprecedented opportunities, particularly for sectors characterized by small-scale operations and traditional practices, such as the handicraft industry (Wang et al., 2023). In developing countries like Sri Lanka, the handicraft sector not only plays a crucial role in preserving cultural heritage but also contributes significantly to socio-economic development. Despite its potential, the adoption of e-commerce within this sector remains notably low, presenting a paradox in an increasingly connected world (Hendricks & Mwapwele, 2024; Jaiswal et al., 2018).
E-commerce platforms provide a gateway for small businesses to access global markets, reduce operational costs, and enhance customer outreach and satisfaction. These platforms, ranging from online marketplaces like Etsy and Amazon Handmade to social media channels that facilitate direct consumer engagement, have transformed how businesses interact with their customer base (Gupta et al., 2023; Jha et al., 2023). For artisans, the benefits extend beyond mere market expansion. E-commerce can enable artisans to receive fair compensation, eliminate intermediary costs, and gain direct feedback from customers, thereby enhancing product offerings and business practices (Gupta et al., 2023).
Globally, the digital commerce industry is witnessing substantial growth, with projections indicating that e-commerce revenues will likely surpass $7.5 trillion by 2026 (Sarfo & Song, 2021). This growth is driven by factors such as increased mobile internet penetration, the widespread use of smartphones, and consumer preferences shifting towards online shopping conveniences (Gao et al., 2023). In developed and emerging markets alike, these dynamics are redefining consumer behavior and setting new expectations for business operations and customer engagement (Kemp, 2022)
However, in Sri Lanka, the integration of e-commerce in the handicraft sector is lagging. Despite the sector's rich cultural significance and its role in the national economy, many artisans have not embraced digital tools that could propel their businesses into new realms of profitability and sustainability (Koswatte, 2020; Samanthi, 2020). The traditional nature 
of  the handicraft industry, combined with a lack of digital literacy and infrastructural support, poses significant challenges. Moreover, while some artisans use social media to promote their products, the full spectrum of e-commerce including comprehensive online sales and customer management is underutilized (Koswatte, 2020).
The reluctance to adopt e-commerce is influenced by several factors. First, there is the perceived high cost of setting up and maintaining online platforms, which can be daunting for small-scale artisans (Madushanka & Sachitra, 2021). Second, the benefits of e-commerce, while well-documented in global contexts, may not be as apparent or understood by local artisans, who often rely on traditional selling methods and face-to-face interactions (Koswatte, 2020). Third, organizational readiness, which encompasses the ability of these small enterprises to integrate and manage digital tools within their existing business processes, is often lacking. This readiness is crucial for the successful adoption of technology and requires not just infrastructure but also training and ongoing support (Shemi & Procter, 2018).
Furthermore, the role of government support in facilitating digital adoption cannot be overstated. In regions where e-commerce has thrived among artisan communities, governmental and non-governmental organizations have often played a supportive role, providing the necessary infrastructure, training, and financial incentives to encourage digital transformation (Gupta et al., 2023). In contrast, in Sri Lanka, such support is inconsistent and often does not meet the specific needs of the handicraft sector, leaving a gap that hinders the full realization of e-commerce benefits.
Problem Statement
Despite the burgeoning global e-commerce market and its demonstrated benefits for various sectors, Sri Lanka’s handicraft industry has been slow to embrace digital commerce platforms, significantly lagging behind other regions. This reluctance has profound implications for the sustainability and global competitiveness of the sector, which is a vital component of the country's cultural and economic fabric. While e-commerce offers numerous advantages such as expanded market access, reduced operational costs, and enhanced customer engagement, Sri Lankan artisans have not fully capitalized on these opportunities, thereby missing out on potential growth and profitability (Koswatte, 2020; Shemi & Procter, 2018).
The handicraft industry in Sri Lanka is characterized by small-scale artisans who often rely on traditional selling methods and local markets (Koswatte, 2020). The transition to e-commerce is hindered by several key barriers that are not just technological but also socio-economic and institutional. First, there is a significant cost associated with setting up and maintaining online platforms which many artisans view as a major deterrent. Unlike larger businesses that can allocate substantial resources towards digital transformation, small-scale artisans often operate with limited budgets and cannot afford the initial investment required for e-commerce (Gupta et al., 2023).
Second, there is a noticeable gap in digital literacy among artisans. Many lack the skills and digital knowledge needed to navigate the complexities of online marketplaces and digital marketing strategies effectively (Nazir et al., 2022). According to Nazir et al.,(2022) many struggle with navigating online marketplaces, such as registering, listing products, and managing inventory on platforms like Etsy or Amazon. They also lack skills in digital marketing, including social media, and paid advertisements, and face challenges with basic digital literacy, such as using smartphones, computers, and internet-based tools. This lack of expertise translates into a hesitancy to adopt e-commerce, as artisans feel unprepared to manage online sales platforms or utilize digital marketing tools that are crucial for e-commerce success (Shemi & Procter, 2018).
Third, organizational readiness within the handicraft sector is generally low (Ha, 2020). The readiness to integrate digital tools into business operations involves not only technological adoption but also structural adjustments within enterprises (Ha, 2020). Many handicraft businesses in Sri Lanka are informal or semi-formal (Teo et al., 2020), lacking the organizational structures that support e-commerce activities such as digital inventory management, customer relationship management, and data analytics (Jha et al., 2023).
Moreover, government support, which could play a pivotal role in facilitating the digital transition for these artisans, has been insufficient (Govinnage & Sachitra, 2019). While there are sporadic initiatives aimed at boosting digital skills and providing technological access, there is no comprehensive strategy or sustained support mechanism targeting the specific needs of the handicraft sector. Effective government intervention is crucial and could include subsidies, training programs, and infrastructure development tailored to empower artisans to overcome the barriers to e-commerce adoption (Gupta et al., 2023).
Lastly, the perceived benefits of e-commerce are not universally recognized among the artisan community. Many continue to value traditional commerce due to direct customer interaction,which they believe leads to better sales and customer loyalty (Lestari, 2019). This perception undermines the motivation to adopt e-commerce, as artisans are unsure about the return on investment and are concerned about losing the personal touch that is often integral to their trade (Koswatte, 2020).
These factors collectively contribute to the low e-commerce adoption rates in Sri Lanka's handicraft industry, creating a significant gap between potential opportunities and actualized benefits. This research seeks to understand these barriers, assess their impact on the sector, and identify viable solutions that could enhance the adoption of e-commerce among Sri Lankan artisans. By addressing these issues, the study aims to contribute to the development of strategies that not only foster technological integration but also ensure the sustainability and growth of this culturally significant sector in the global digital economy.
Objectives of the Study
The primary objective is to identify the factors influencing the intention to adopt e-commerce among artisans in the handicraft industry in Sri Lanka.
Sub-objectives of the Study
To examine the impact of perceived cost on the intention to adopt e-commerce in the Sri Lankan handicrafts sector.
To examine the impact of government support on the intention to adopt e-commerce in the Sri Lankan handicrafts sector.
To examine the impact of the relative advantage of e-commerce technologies on the intention to adopt e-commerce in the Sri Lankan handicrafts sector.
To examine the impact of organizational readiness on the intention to adopt e- commerce in the Sri Lankan handicrafts sector.
To examine the impact of perceived ease of use on the intention to adopt e-commerce in the Sri Lankan handicrafts sector.
Research Questions
To achieve the above objectives this study aims to answer the following research question.
Q1: What are the factors affecting the intention to adopt e-commerce in the handicrafts industry in Sri Lanka?
Significance of the Study
This research offers practical insights that can influence policy and strategic decisions to enhance the adoption of e-commerce in Sri Lanka's handicraft sector. By identifying the key barriers and facilitators to e-commerce adoption, the study provides a foundation for policymakers, platform developers, and industry stakeholders to develop targeted interventions that enhance digital capabilities among artisans. This study also adds to the theoretical understanding of e-commerce adoption in under-researched sectors within developing countries, offering a comparative perspective with successful global examples. The findings are expected to contribute to the broader discourse on digital transformation in traditional industries, potentially guiding future research and development initiatives that could transform the economic landscape of handicraft production in developing economies.
LITERATURE REVIEW
Handicraft Industry
The expansion of global markets for home accessories and the growing consumer interest in global goods have created significant opportunities for craft workers. Handicrafts, which emphasize traditional methods over mass production, are valued for their uniqueness and cultural significance (Jaiswal et al., 2018). These goods, often made from wood, textiles, and metal, play a vital role in preserving cultural heritage (Jha et al., 2023). The skills involved in crafting these products are passed down through generations, making them not only functional but also artistic expressions that connect different cultures across the world (Deb et al., 2022; Hamarah et al., 2023)
The global market for handicrafts has grown significantly in recent years, driven by the increasing demand for culturally significant and handmade products. The value of the market increased from US$ 75 billion in 1996 to US$ 486.6 billion in 2018 (Koswatte, 2020). Key sectors within the handicraft industry include woodwork, metal crafts, hand-printed textiles, and embroidered goods, with woodwork making up 32% of the market share (IMARC Group, 2023). Consumers are increasingly seeking out distinctive, artisanal items, and online platforms have made it easier for artisans to market their products globally (Gupta et al., 2023; Jha et al., 2023). These platforms enable artisans to expand their reach, promoting their work to international audiences and overcoming geographic barriers.
The Asia Pacific region, which holds a dominant 37% of the global handicraft market share, plays a central role in the industry, with countries like India, China, and Sri Lanka being major producers of handcrafted goods (IMARC Group, 2023). The region’s market is expected to continue growing in the coming years, with projections estimating it will reach US$ 340.8 billion by 2028 (IMARC Group, 2023). The use of digital tools and e-commerce platforms has facilitated this expansion, allowing artisans to directly connect with consumers around the world (Ghosal et al., 2020; Jha et al., 2023). This growth reflects a broader trend where global demand for handmade products continues to rise, providing artisans with new opportunities to thrive in international markets.

As the global market for handicrafts continues to expand, artisans are finding new ways to promote their work and gain recognition (Gupta et al., 2023). The combination of traditional craftsmanship and modern digital marketing methods offers promising prospects for artisans worldwide. The increasing demand for authentic, handcrafted items ensures that there will be ample opportunities for skilled craft workers to showcase their talents and contribute to the preservation of cultural heritage while tapping into the growing global marketplace.
E-Commerce
E-commerce, derived from the Latin word "commericum" (meaning trade of goods), refers to the exchange of goods and services through electronic devices such as computers and mobile phones (Jaiswal et al., 2018). Initially limited to buying and selling via the Internet, e- commerce has expanded to include a wide range of activities, such as communication, customer service, and promotions, all conducted electronically over networks (Govinnage & Sachitra, 2019). E-commerce offers businesses a transformative platform for growth, allowing for global reach, improved supply chain efficiency, and reduced operational costs (Kabir et al., 2020). It also enhances consumer engagement, as transactions can occur quickly and securely, either online or offline. According to Sudirjo et al., (2023), essential elements for a successful online store include website development, instant ordering, secure payment systems, and transaction management.
The global e-commerce market continues to grow, with worldwide sales projected to reach US$ 5.5 trillion in 2023, reflecting a 9.6% annual growth rate (Fortune Business Insights, 2024). Key players in e-commerce include businesses, individual customers, and governments, with various transaction models such as B2B, B2C, and C2C (Govinnage & Sachitra, 2019).Platforms like WooCommerce and Shopify dominate the market, with WooCommerce holding a 23% share in 2023 (Statista, 2022).
E-Commerce Adoption
E-commerce adoption refers to the shift from traditional business models to digital platforms for buying and selling goods and services. This shift has accelerated globally due to increased digital literacy, better internet access, and technological advancements (Costa & Castro, 2021). The global e-commerce market has grown rapidly, reaching $26.7 trillion in 2019, accounting for 30% of global GDP (UNCTAD, 2022). Adoption rates, however, vary by region, with North America and Europe seeing high penetration (70-80%) and regions like Africa and Asia experiencing slower growth, though trends are improving (Abe, 2020).
The Asia-Pacific region, particularly China, India, and Japan, is at the forefront of e-commerce growth, with China alone responsible for over 40% of global sales as of 2023 (Statista, 2023). Key drivers of e-commerce adoption include advancements in internet connectivity, mobile device use, and secure online payment systems (Putra & Wibowo, 2023). Economic factors such as cost reduction, expanded market reach, and automation also contribute significantly to adoption, while consumers are drawn to convenience, competitive prices, and product variety (Sudirjo et al., 2023).
The COVID-19 pandemic accelerated e-commerce growth, prompting increased reliance on online shopping (Adha et al., 2023). Social media has further facilitated this shift, especially for small businesses (Yazeer & Sachithra, 2024). Government initiatives, including support for digital payments and e-commerce infrastructure, have also been key to promoting e-commerce adoption, particularly in countries like India (Gupta et al., 2023).
Theories Related to E-Commerce Adoption
Various theoretical models have been developed to explore technology adoption and its influencing factors, including the Technological Acceptance Model (TAM), the Theory of Planned Behavior (TPB), the Technology-Organization-Environment model (TOE), and the Diffusion of Innovation theory (Nazir et al., 2022; Dissanayake et al., 2023). This study primarily utilizes the TOE model for handicrafts firms and incorporates the TAM framework to understand e-commerce adoption at the individual level, thus following a combined framework of TAM and TOE.

The TOE framework: created by Tornatzky and Fleischer in 1990, predicts e-commerce adoption by examining three dimensions: technological advancements, organizational circumstances, and the business environment (Nazir et al., 2022; Sarfo & Song, 2021). This widely used framework highlights that factors such as organizational characteristics, business conditions, and technology reconfiguration influence adoption. Key elements of technological context include relative advantage, cost, availability and compatibility of technologies, their complexity, and the ability to conduct trials (Nazir et al., 2022; Mehedi et al., 2023). Organizational context, including organizational readiness, business model, decision-making frameworks, culture, managerial structure, human resources, and size, is crucial for technology adoption (Nguyen et al., 2024). Additionally, environmental factors like government support, sociocultural issues, trading partner readiness, competitive pressures, and access to quality ICT consulting services also play significant roles (Wang et al., 2024). This study investigates the factors of relative advantage, cost, organizational readiness, and government support within the framework of Technology-Organization-Environment (TOE). It builds upon previous research that underscores their substantial influence on the adoption of e-commerce.
The Technology Acceptance Model (TAM); is a key theory in the information technology sector that explores the factors influencing technology adoption. Grounded in economic, utilitarian, and attitudinal principles, TAM highlights the impact of external variables on users' adoption decisions (Hadian et al., 2023). It emphasizes two main components: perceived usefulness, or the belief that technology improves performance, and perceived ease of use, which relates to how effortlessly users can navigate the system (Adha et al., 2023; Wang et al., 2023). These factors shape users' views on the advantages of a system and are crucial for understanding the poor adoption of e-business platforms (Karmaker et al., 2023). While TAM has been empirically validated, it primarily focuses on perceived usefulness and ease of use, offering limited insights into specific user opinions on system adoption (Fayad & Paper, 2015).
Relative Advantage: refers to the perceived superiority of a new technology over existing alternative (Rawash, 2021). In the context of e-commerce, the more an organization recognizes the benefits such as expanded clientele, increased sales, and streamlined operations the more likely it is to adopt the technology (Fayad & Paper, 2015). Studies show that the adoption rate of innovations is positively correlated with their relative advantage; the greater the perceived benefits, the faster the adoption (Nguyen et al., 2022; Santoso et al., 2020). For small and medium enterprises, the relative advantage of e-commerce has been found to significantly impact their intention to adopt digital platforms (Adha et al., 2023; Mehedi et al., 2023; Nguyen et al., 2022). Thus, a strong relative advantage accelerates e-commerce adoption, as confirmed by multiple studies. Therefore, the following hypothesis is proposed.
H1: There is a positive relationship between Relative Advantage and Intention to Adopt E- Commerce Platforms.
Perceived Cost: The initial cost involved with adopting e-commerce and the cost of purchasing the e-commerce software were also mentioned as significant factors impacting an enterprise initiative to implement e-commerce (Nazir et al., 2022). Perceived cost refers to the financial and non-financial costs that individuals or businesses believe they will incur when adopting a new technology or solution, such as an e-commerce platform. It is not just the direct monetary expenses, but also includes other factors that might make the adoption process seem costly or burdensome (Nazir et al., 2022). The relationship between perceived cost and the intention to adopt e-commerce platforms is complex and multifaceted. Key cost factors include initial investment costs such as setting up an online store, domain name registration, web hosting, e- commerce platform fees, payment gateway charges, employee training, marketing and advertising, and potential IT infrastructure upgrades (Hussain et al., 2020; Nguyen et al., 2024). Perceived operational costs encompass transaction fees, shipping costs, platform maintenance, and customer support. Cost has been identified as the primary barrier to adopting e-commerce for handicraft firms (Rawash, 2021). Therefore, it is anticipated that users will adopt e- commerce less frequently the greater the initial setup cost (Nazir et al., 2022; Hussain et al., 2020; Nguyen et al., 2024). The Sri Lankan handicraft industry is most widely spread in rural areas. They are more concerned about the initial cost since they have a limited amount of resources. Therefore, the following hypothesis is proposed.
H2: There is a negative relationship between Perceived Cost and Intention to Adopt E- Commerce	Platforms.
Organizational Readiness: Organizational Readiness refers to a company's ability to adopt new technologies based on its financial and human resources, as well as its capacity for innovation (Shemi & Procter, 2018). In the context of handicraft enterprises, which typically have simpler organizational structures, readiness is influenced by technological infrastructure, skilled employees, and a supportive culture (Nguyen et al., 2024). Key factors include the availability of IT resources, employee training, and top management support, all of which enhance the likelihood of successful e-commerce adoption (Awa et al., 2017). Organizations with strong technological readiness and a culture of innovation are better positioned to embrace e-commerce, leading to more effective implementation (Alateeg & Alhammadi, 2023; Mehedi et al., 2023) Thus, organizational readiness plays a crucial role in the adoption of e-commerce platforms. Therefore, the following hypothesis is proposed.
H3: There is a positive relationship between Organizational Readiness and Intention to Adopt E-Commerce Platforms.
Government Support: Government Support is a crucial external factor influencing e- commerce adoption, particularly within the Technology-Organization-Environment (TOE) framework (Rawash, 2021). In highly competitive environments, businesses are motivated to
adopt e-commerce to gain a competitive edge, expand customer reach, and improve efficiency (Sarfo & Song, 2021). Government assistance, through financial incentives, supportive policies, digital infrastructure, and cybersecurity measures, plays a pivotal role in encouraging e-commerce adoption, especially for small businesses like handicrafts (Ayob, 2021). In Sri Lanka, government-led initiatives can help overcome barriers to e-commerce adoption by providing the necessary resources and support. Research shows that government backing significantly influences businesses' willingness to adopt new technologies (Govinnage & Sachitra, 2019; Rawash, 2021; Teng et al., 2022). Thus, government support is essential for accelerating e-commerce adoption in the handicraft sector.
H4: There is a positive relationship between Government Support and Intention to Adopt E- Commerce Platforms.

Perceived Ease of Use: This is a crucial factor in the adoption of e-commerce platforms, particularly for craftsmen who may lack technological expertise (Aziz et al., 2020). It measures how simple a technology is for users, reducing the cognitive effort required to navigate and utilize the platform. In Sri Lanka's craft industry, where e-commerce penetration is low, perceived ease of use significantly influences craftsmen's willingness to adopt these platforms (Adha et al., 2023; Alateeg & Alhammadi, 2023; Santoso et al., 2020). Therefore, this research proposes the following hypothesis.
H5: There is a positive relationship between Perceived Ease of Use and Intention to Adopt E- Commerce	Platforms.

2. Materials and Methods 

This study adopts a positivist research philosophy, focusing on objective data collection and analysis to test theories and uncover patterns. Using a deductive approach, it starts with a hypothesis that certain factors inhibit e-commerce adoption in Sri Lanka's handicraft industry and tests it through survey data. A survey strategy is employed to collect large amounts of standardized data, enabling the identification of relationships between variables. The study utilizes a cross-sectional time horizon, gathering data at a single point in time for a snapshot of the current situation. The conceptual framework integrates the Technology-Organizational- Environmental (TOE) Framework and the Technology Acceptance Model, with independent variables such as perceived ease of use, government support, organizational readiness, cost, and relative advantage influencing the dependent variable, the intention to adopt e-commerce platforms.




Conceptual Framework 
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Figure 1: Conceptual Framework
Source: Author-generated based on Literature, 2024. 
Hypothesis
Hypotheses were developed based on the conceptual framework to test the impact of independent variables on the dependent variable. According to the conceptual framework (Figure 1), the following hypotheses are defined.
Hypothesis 1: There is a positive relationship between Relative Advantage and Intention to Adopt E-Commerce Platforms.
Hypothesis 2: There is a negative relationship between Perceived Cost and Intention to Adopt E-Commerce Platforms.
Hypothesis 3: There is a positive relationship between Organizational Readiness and Intention to Adopt E-Commerce Platforms.
Hypothesis 4: There is a positive relationship between Government Support and the Intention to Adopt E-Commerce Platforms.
Hypothesis 5: There is a positive relationship between Perceived Ease of Use and Intention to Adopt E-Commerce Platforms.
Data Collection
The study targeted craft workers and handicraft business operators in Sri Lanka. Data collection focused on the Western, Central, and Southern Provinces, selected because they represent a substantial concentration of craft workers and long-established handicraft traditions (Hirimuthugodage et al., 2020). The national craft-worker population is estimated to exceed 150,000, while the combined population in the selected provinces is approximately 100,000 (Hirimuthugodage et al., 2020).
Following the Krejcie and Morgan sample size guideline, the required sample size was 384 respondents. Due to logistical constraints and the need to maintain representation across provinces, the study used non-probability quota sampling with proportional allocation across the three provinces based on the estimated provincial craft-worker distribution (Hirimuthugodage et al., 2020).
Primary data were collected using a cross-sectional survey. The questionnaire contained 30 items measured on a five-point Likert scale (1 = strongly disagree to 5 = strongly agree) (see Annexure 01). A pilot survey with 30 respondents was conducted to assess internal consistency. Cronbach’s alpha values for all constructs exceeded the commonly accepted threshold of 0.70, indicating acceptable reliability. Therefore, the instrument was retained without modification for the main data collection.


3. results and discussion

The results and discussion section specifies the results that have been generated by carrying out the statistical analysis as mentioned in the previous section.
Assessment of Reliability

Table 1: Reliability and validity of the data
	Construct
	Cronbach's alpha
	Composite reliability
	Composite reliability
	Average variance extracted (AVE)

	Cost 
	0.918
	0.959
	0.941
	0.800

	GovSup
	0.954
	0.979
	0.961
	0.833

	IA
	0.981
	0.981
	0.985
	0.929

	OR
	0.961
	0.975
	0.971
	0.868

	PEU
	0.872
	0.963
	0.918
	0.721

	RA
	0.792
	0.960
	0.935
	0.816



Source: Field Survey, 2024

The reliability statistics for the constructs—Cost, Government Support (GovSup), Internal Adoption (IA), Organizational Readiness (OR), Perceived Ease of Use (PEU), and Risk Awareness (RA)—show satisfactory internal consistency. Cronbach's alpha values range from 0.792 to 0.981, and composite reliability values range from 0.800 to 0.929, indicating that the measures are reliable. According to Nunnally and Bernstein (1994), composite reliability above 0.7 is satisfactory, and all constructs meet this criterion. AVE values also support adequate convergent validity. Overall, these results confirm that the variables under study are measured reliably and are suitable for further analysis.

Assessment of Convergent Validity

Table 2: Outer loading of the latent variables
	Path
	Cost
	GovSup
	IA
	OR
	PEU
	RA

	Cost_1
	0.899
	
	
	
	
	

	Cost_2
	0.869

	
	
	
	
	

	Cost_3
	0.906
	
	
	
	
	

	Cost_4
	0.903
	
	
	
	
	

	GovSup1
	
	0.942
	
	
	
	

	GovSup2
	
	0.957
	
	
	
	

	GovSup3
	
	0.937
	
	
	
	

	GovSup4
	
	0.754
	
	
	
	

	GovSup5
	
	0.957
	
	
	
	

	IA1
	
	
	0.965
	
	
	

	IA2
	
	
	0.972
	
	
	

	IA3
	
	
	0.949
	
	
	

	IA4
	
	
	0.963
	
	
	

	IA5
	
	
	0.969
	
	
	

	OR1
	
	
	
	0.923
	
	

	OR2
	
	
	
	0.978
	
	

	OR3
	
	
	
	0.963
	
	

	OR4
	
	
	
	0.808
	
	

	OR5
	
	
	
	0.975
	
	

	PEU1
	
	
	
	
	0.954
	

	PEU2
	
	
	
	
	0.930
	

	PEU3
	
	
	
	
	0.957
	

	PEU4
	
	
	
	
	0.941
	

	PEU5
	
	
	
	
	0,166
	

	RA1
	
	
	
	
	
	0.937

	RA2
	
	
	
	
	
	0.941

	RA3
	
	
	
	
	
	0.958

	RA4
	
	
	
	
	
	0.917

	RA5
	
	
	
	
	
	0.935

	RA6
	
	
	
	
	
	0.705


Source: Field Survey, 2024

Cronbach's alpha, which represents the lower bound or generates a low-reliability score, and Composite Reliability, which represents the upper bound or shows a greater reliability value, are the two criteria that have been used to determine the internal consistency reliability criterion. The reliability of both measurements ranges from 0 to 1, with higher values indicating that the variables are more reliable. According to Nunnally and Bernstein (1994), composite reliability scores between 0.6 and 0.7 are regarded as acceptable, and values between 0.7 and 0.9 are regarded as satisfactory. Lack of internal consistency reliability is indicated by low composite reliability.
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Figure 2: Outer loading value by inspecting the path model
Source: Field Survey, 2024

Hair et al., (2022) have emphasized that the indicators with a loading of 0.4 to 0.7 may be retained in a reflection measurement model, provided that deletion of these indicators does not result in an increase in the average variance that has been extracted. The convergence validity of a construct is measured by the average variance that it captures in relation to the level of measurement error. The composite reliability is measured by the sum of the squared factor of the loadings of indicators. As a rule of thumb, an AVE of 0.5 indicates that the construct accounts for more than 50% of the variability of its indicators.

Assessment of Discriminant Validity
Table 3: Summary statistics of employee retention
	
	Cost
	GovSup
	IA
	OR
	PEU
	RA

	Cost
	
	
	
	
	
	

	GovSup
	0.372
	
	
	
	
	

	IA
	0.585
	0.270
	
	
	
	

	OR
	0.375
	0.461
	0.863
	
	
	

	PEU
	0.614
	0.388
	0.921
	0.914
	
	

	RA
	0.807
	0.191
	0.514
	0.514
	0.766
	


Source: Field Survey, 2024

Discriminant validity refers to the degree to which a construct is empirically distinct from other constructs in the model. According to the Fornell-Larcker criterion, the square root of AVE for each construct should exceed its correlations with other constructs. In the table, the correlations among Cost, GovSup, IA, OR, PEU, and RA are generally lower than the respective AVE square roots (from previous reliability results), indicating that each construct is distinct. This supports adequate discriminant validity. These results suggest that the constructs are empirically separate and measure unique aspects of the model, suitable for structural analysis.
Assessment of Multicollinearity

Table 4: Variance Inflation Factor Values of the Variables
	Construct
	VIF

	Cost_1
	2.701

	Cost_2
	2.302

	Cost_3
	1.549

	Cost_4
	2.373

	GovSup1
	2.089

	GovSup2
	2.05

	GovSup3
	2.487

	GovSup4
	2.076

	GovSup5
	1.758

	IA1
	2.253

	IA2
	1.909

	IA3
	1.883

	IA4
	2.156

	IA5
	2.012

	OR1
	2.231

	OR2
	2.092

	OR3
	1.879

	OR4
	1.856

	OR5
	1.76

	PEU1
	1.563

	PEU2
	2.015

	PEU3
	2.687

	PEU4
	2.073

	PEU5
	1.783

	RA1
	2.534

	RA2
	1.906

	RA3
	1.837

	RA4
	2.564

	RA5
	2.026

	RA6
	2.314


Source: Field Survey, 2024

Variance Inflation Factors (VIF) measure the degree of multicollinearity among the predictor variables in a regression model. The construct variable collinearity statistics are presented in Table 4. VIF shows how much multicollinearity has increased a coefficient estimate's variation. VIF values should generally be less than 5 to avoid multicollinearity issues. We can therefore conclude that collinearity is not a concern for the model because all VIF values are below this limit. Although it is ineffective in detecting multicollinearity among predictor variables, HTMT is an alternative method for assessing discriminant validity in structural equation models.

Goodness of the Fit of the Model

Table 5: Goodness of the Fit of the Model Statistics
	
	Saturated model
	Estimated model

	SRMR
	0.057
	0.057

	d_ULS
	0.76
	0.76

	d_G
	0.283
	0.283

	Chi-square
	459.424
	459.424

	NFI
	0.867
	0.867


Source: Field Survey, 2024

The estimated model and the saturated model exhibit identical fit indices, per Table 5's findings from the partial least squares structural equation modeling (PLS-SEM) analysis. The fit indices for both models are as follows: The normed fit index (NFI) is equal to 0.867, the unweighted least squares (d_ULS) d-value is equal to 0.76, the geodesic distance d-value is equal to 0.283, the chi-square value is equal to 459.424, and the standardized root mean square residual (SRMR) is equal to 0.057. The goodness of fit of the models is described by these fit indices, which give 68 data. In this instance, all fit indices for both models have the same values, indicating a comparable degree of fit. However, additional elements and theoretical concerns must be considered before making a final determination regarding model fit.

Table 6: The effect of the independent variables on Financial Behavior
	Path
	Path coefficients
	P values
	Decision

	Cost -> Intention to Adopt
	0.170
	0.002
	Supportive

	Government Support -> Intention to Adopt
	-0.059
	0.000
	Not Supportive

	Organization Readiness -> Intention to Adopt
	0.003
	0.021
	Supportive

	Perceived Ease of Use -> Intention to Adopt
	0.331
	0.000
	Supportive

	Relative Advantage-> Intention to Adopt
	0.469
	0.001
	Supportive


Source: Field Survey, 2024

According to Table 6, there is a significant positive relationship between Cost and Intention to Adopt (β = 0.170, p = 0.002), indicating that cost considerations positively influence adoption intention. Organizational Readiness also shows a statistically significant positive effect on intention to adopt (β = 0.003, p = 0.021), suggesting that readiness within organizations supports adoption decisions. Perceived Ease of Use has a strong and highly significant positive impact on intention to adopt (β = 0.331, p = 0.000), implying that greater ease of use enhances adoption intention. Similarly, Relative Advantage demonstrates the strongest positive influence on intention to adopt (β = 0.469, p = 0.001). In contrast, Government Support exhibits a significant but negative relationship with intention to adopt (β = −0.059, p = 0.000), and therefore does not support the hypothesized relationship.

4. Discussion 

From an integrated TAM–TOE perspective, the findings indicate that relative advantage, perceived ease of use, organizational readiness, and cost are significant predictors of intention to adopt, whereas government support does not positively influence adoption intention. Among these factors, relative advantage and perceived ease of use emerge as the strongest positive drivers of intention. In contrast, government support shows a significant but negative effect, suggesting a limited or ineffective role in encouraging adoption in this context.
Relative advantage emerged as a key driver, indicating that artisans are more inclined to adopt e-commerce when they clearly perceive benefits such as expanded market access, increased sales opportunities, and improved customer engagement. This finding is consistent with prior studies emphasizing the importance of perceived benefits in technology adoption decisions (Adha et al., 2023; Abou-Shouk et al., 2016; Ha, 2020; Lekmat, 2018). Similarly, perceived ease of use significantly contributes to intention, implying that user-friendly platforms with low technical complexity enhance adoption likelihood, in line with the Technology Acceptance Model (Alateeg & Alhammadi, 2023; Wang et al., 2023).
Contrary to common assumptions, cost demonstrates a significant positive influence on intention to adopt, suggesting that when costs are perceived as manageable or justified by expected benefits, artisans may be more willing to adopt e-commerce solutions. Organizational readiness also positively influences adoption intention, highlighting the importance of internal capabilities such as digital skills, resource availability, and operational preparedness (Awa et al., 2017; Nazir et al., 2022; Ha, 2020). Finally, although government support is widely recognized as an environmental enabler in the literature (Ha, 2020; Linh et al., 2021), the negative relationship observed in this study indicates that existing support mechanisms may not effectively address artisans’ practical needs, thereby limiting their impact on adoption intentions.
Implications
The results offer several actionable implications for stakeholders seeking to accelerate digital transformation in the handicraft sector. First, reduce affordability barriers. Policy and industry interventions should directly lower perceived costs through targeted micro-grants, subsidized onboarding support, low-fee platform models, and affordable digital marketing assistance. Cost-sensitive support is likely to produce the largest immediate gains in adoption intention.
Second, strengthen organizational readiness. Capacity-building initiatives should focus on practical competencies needed for day-to-day e-commerce operations (product listing, pricing, inventory handling, online payments, delivery coordination, and customer communication). Shared digital service hubs and improved connectivity in craft clusters can also strengthen readiness.
Third, improve platform usability. Platforms and solution providers should prioritize mobile-first, intuitive interfaces, simplified workflows, and local language support. Reducing complexity is essential for artisans with limited technical confidence.
Finally, make government support more sector-specific. Rather than generic programs, support mechanisms should be aligned with the handicraft sector’s operational realities—especially digital infrastructure in craft-producing areas, artisan-focused training tied to actual platform use, and export/market access facilitation where relevant.
Conclusion
This study contributes empirical evidence on e-commerce adoption intention in Sri Lanka’s handicraft industry using TAM and TOE frameworks. The findings show that artisans’ intention to adopt e-commerce is primarily driven by relative advantage, perceived ease of use, and organizational readiness, while perceived cost substantially inhibits adoption. Government support appears to play a limited role compared to the other determinants. Overall, the results suggest that meaningful progress in e-commerce adoption will depend on interventions that reduce cost barriers, build operational readiness, and deliver simple, user-friendly digital selling solutions suited to artisans’ needs.

Limitations and future research
This study has several limitations. The sample was limited to three provinces, which may restrict generalizability to other regions and artisan communities. The use of non-probability quota sampling may introduce selection bias. The cross-sectional design captures intentions at one point in time and does not reflect how adoption evolves or changes with experience. In addition, the study relied on self-reported responses, which may be affected by common method or social desirability bias.
Future research could extend this work by using broader geographic coverage and probability-based sampling where feasible. Longitudinal designs would help assess adoption over time and capture post-adoption outcomes such as sustained use, sales performance, customer reach, and operational challenges. Further, incorporating additional constructs—such as trust in online transactions, perceived risk, logistics readiness, and socio-cultural influences—may provide a richer explanation of adoption behaviors in artisan communities. Comparative studies across similar developing-economy contexts could also identify which policy and ecosystem interventions are most effective for traditional industries transitioning to digital markets.
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Appendix 

Part A: Background Information
Please tick on the suitable answer.
Gender of the respondent:
Male
Female
Province where your handicraft business is located:
Western Province
Central Province
Southern Province
Northern Province
Eastern Province
North Western Province
North Central Province
Uva Province
Sabaragamuwa Province
How many employees does your organization have?
1-5
6-10
11-20
21-50
More than 50
How many years has your handicrafts business been in operation?
Less than 1 year
1-5 years
6-10 years
More than 10 years
Does your handicrafts business use any e-business platforms (e.g., online marketplace, e-commerce website)?
Yes
No
If yes, which e-business platforms do you use? (Select all that apply)
Online marketplaces (e.g., Amazon, eBay)
Social media platforms (e.g., Facebook Marketplace, Instagram)
Dedicated e-commerce websites (e.g., Shopify, WooCommerce)
How often do you use e-business platforms to sell your handicrafts?
Daily
Several times a week
Several times a month
Rarely
Never
What percentage of your total sales comes from e-business platforms?
0-20%
21-40%
41-60%
61-80%
81-100%
Part B: Factors Influencing E-Commerce Adoption
Please indicate the extent to which you agree or disagree with the following statements. 1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
Relative Advantage
1.The usage of e-commerce platforms would help to reach new customers. 2.E-commerce platforms provide better sales performance
3.Usage of e-commerce platforms would improve my customer service. 4.E-commerce platforms gain a competitive advantage.
5.A faster transaction process when compared to traditional methods
Cost
06.An e-commerce platform's adoption and use are too expensive.
07.My workforce needs e-commerce platform training, but the cost is too costly. 08.An e-commerce platform's maintenance is too expensive.
09.The cost of marketing and advertising my online presence is too costly.
     10.Faced unexpected financial challenges related to adopting or maintaining  e- commerce platforms
Organizational Readiness

11.My company has the knowledge and experience needed to use an e-business platform.
12.The resources required by my company to facilitate the implementation of an e- commerce platform are available.
13.The culture at my company consists of one that encourages the use of new technologies.
14.The business has the required IT infrastructure to support the adoption of e- business.
15.Employees are skilled in using e-commerce systems.
Government Support
16.The government offers sufficient financial assistance for the use of e-commerce platforms.
17.The government offers sufficient training and assistance to businesses looking at adopting e-commerce platforms.
18.A supportive regulatory framework has been established by the government for online business
19.The government is committed to supporting the development of handicraft companies in the digital economy.
20.The government support for e-commerce infrastructure development is sufficient
Percieved Ease of Use
21.I think it is easy to learn and use e-commerce platforms for selling handicrafts
22.I think the interface and features of e-commerce platforms for managing my handicraft business are user-friendly.
23.I can quickly resolve any technical issues or challenges encountered while using e-commerce platforms.
24.I have experienced specific difficulties or frustrations when using e-commerce platforms for my handicraft business.
25.I think handling an e-commerce platform is easier than traditional ways
Part C: Intention to Adopt E-Commerce Platforms
Please indicate the extent to which you agree or disagree with the following statements. 1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
26.I am likely to start using e-commerce platforms within the next year.
27.I am actively considering using e-commerce platforms in the near future.
28.I perceive the potential benefits of using e-commerce platforms in improving my business's competitiveness.
29.The benefits of adopting e-commerce platforms outweigh the challenges or risks involved for my business.



30.I am currently in the process of integrating e-commerce platforms into my business operation
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