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The CPT Framework: Understanding the Roles of Culture,
Policy and Technelogy in Promoting Ecommerce Readiness

Akhilesh Bajaj’, Lori N. K. Leonard®

Abstract

Ecommerce has been readily adopted m more developed countnes, but 1= stll lagesme 1
lezz devaloped nations. In thiz work, we synthesize lessons leamed from economies that have al-
ready adopted ecommerce, and propose strategies that can be usaed fo promote ecommerce adop-
tion. We proposs a comprshenszive framework that simmltaneoush: examines the mmportance of
culture, policy and technology mm promoting ecommerce within an economy. Our recommended
strategies also whlize a 3-pronged approach that descnibes how changes mn culture, policy and tech-
nology can be made to dnve each other, so as to mereasze the readimess of the economy for ecom-

METcs.
Key words: Ecommerce, mtemational, culture, policy, technology.

1. Introducton

Orrer the last decads, the use of the Internet for commermal transactions has seen sipmifi-
cant mncreazes. Ecommerce 15 a segment of the economy that first developed m countnes with suf-
ficient economic and technical resources (Travica, 2002). Countries that are less developed follow
at vanable paces (Em-Dor, Goodman, and Woleott, 2000; Petrazzm and Eibati, 1999).

While the pace of adoption of ecommerce i developing countries has been slower, the
benefits to doing so are well documented. The Group of Eight (GE) countries {compnzed of Can-
ada. France, Gemmany, Italv, Japan, Eussia, the UK, and the USA) has releazed a staternent that
“IT (mformation technolosy) empowers, benefits and hinks people the world over.....access to
dizital opportunities must therefora be open to all”(Countries, 2000). It 13 widelyr accepted that
scommerce provides new efficiencies within an economy, and also allows developme countnes to
partcipate 1n the global economy (Mansell 2001; Gibbs, Kraemer, and Dednick, 2003). Some ra-
searchers have argued that developing counfnies have even a greatsr mcentrve for adopting a-
commerce than developed ones. For example, Panagriyva (2000, p. 3), states:

“...Given that cost zavings offered by Inteyner techrnology and the relative eaze
with whick it can be provided, they (1.e., devsloping countries) can now skip several stages
af technological development through which devsloped countries had fo go. Stated diffsr-
ently, developing countriez are much farther inzids the techrnological frontier and there-
fore. have larger potential bengfits from moving fo it ™

While axtenzive earher ressarch has exammed ecommerce diffuzion m developed countries,
much of this work 12 not appheable to developmg countnes that differ from developed countnes
along several dimensions. There 15 lmited earher work that specifically addreszes how developme
countries can enable the adopton of ecommerce within therr economues (Travica, 2002; Gaibbs,
Erasmer, and Dednck, 2003). Much of this work 13 m the form of specific caze studies relating to
adophon withn a particular country. For example, Tranaca (2002) studied the adoption of ecom-
merce m Costa Eica Chen and Ning (2002) exammed constraintz on ecommerce adoption m China
(ibbs, Kraemer, and Dednck (2003) studied the adoption of ecommerce 1 ten countries (five of
which would be clazsified 2z developed) and present lessons leamed from these case studies. Palmer
(20007 exammed the diffu=mion of ecommerce m Bahram, and descnbed bamers to adeption.
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In thiz work we extend earhier work prezenting a comprehenzrre framework that can en-
able economies to facilitate ecommerce adoption, by simultaneoush- addrezzimg three dimenzions:
a) the culture of the players m the economy, b) the policies proposed and snacted by the govemn-
ment i the economy, and ¢) the state of technology within the econony. We term this the CPT
{(Culture-Policy-Technology) framework. The mam advantaze of our framework 1z that ot con=id-
ars the mterplay between thres mportant dmensions, all of which have been saparately considered
m earlier works and shown to be important m the faciltation of ecommerce.

The rast of this paper 1= orgamzed asz follows. In Section I, we presaent the CPT frame-
work and explamn how it relates to other existing frameworks that study ecommerce adoption. In
Section 3, we descmibe how factors m the CPT framework affect business to consumer (B2C),
business to business (B2B) and consumer to consumer (C2C) ecommerce. Section 4 contams rec-
ommended strategies that economiss can uze to enable ecommerce. We conclude m Section 3 wath
contributions and hmitations of this work, 2= well as opportunities for future work.

2. The CPT (Culture-Policy-Technology) Framework
We first develop the three dimenszions of the framework, and then compare 1t with exist-

mg frameworks.
2 1. Developing the Three Dimensions of the CPT Framework

211, Culture

While numerous cultural differences exist between countries, and mdesd within coun-
tnes, we use the nation as the umt of study 1 this work. Further, we concentrate only on those
cultural factors that pnma facie, would come mto play a= a national economy moves towards
SCOMIMETCS.

The level of trust betwean the plavers m an economy has besn shown 1 mumerous studies
to affact the efficiencies of commerce (Bums and Brady, 1596; Palmer, 2000). In our context, we
define trust along two sub-dimenzions: a) the level of expected rehability that players place on
sach transachion within the economy, and b) the overall level of trust that players have 1 the 1mnsh-
tutions of the aconomy (such as banks, corporation: and governmental mstrhutions) m 1zsues of
redress of failed transactions.

Tranzactions i developed economies tend to perform more as expected by both parties
{Endo, 20{1). Thera 15 often also access fo better redress, such as an efficient judiciary, efficient
arhtration and reliabls enforcement of radrezz decizions in the case of failed tranzactions.

A second aspect of culture 13 the level of cormuption within a culture. Liks frust, we define
corruption alonz two sub-dimensions: a) petty cormuphon, whach 1z 1llagal payvoffs related to mucro
tranzactions within the economy, and b} inshtutional cormuphon, which 15 illegal payoffs and napo-
tizm at the level of social networks within the economy.

It 1= wndaly accepted that peffy cormuphion 1= much more rampant m developing countries.
Singer (1991) aszerts that, 1n developing countries, 1t 1z often an ordmary practice to hold out a
hand for a bnbe. Khera (2001) states that many developing countnes dehberately pay ther offa-
cials low wages, with the expectation that many mucro tranzachions that these officials participate
m will result mn 1llegal payoffs for them. The question of mstitutional cormuphon bemns a different:-
ator betwsen developed and developme economises 1= more cpen fo debate. For exampls
Fozanthal (1997) aszerted that Aszian busmess leaders work m close groups to dnve ther national
aconomies mto chaos, and that nepotizm 1= rampant m Aszia. On the other hand, Khera {2001)
highlightz zeveral examples of mstifuhonalizad comuption in developed countries: cormuphon at
the corporate level, and m the mfluence of corporations on governmment policy. Carev and Simon
(19927 highlight the commmenality of maider tradmg and tax evasion m Gemany, and also 1dentfy
the cormupt methodology emploved by Japanese firms when zslacting developinz countniss for
“foreign a1d” and market domination.

A thard aspect of culture m our framework 1z the patterns of commumication that exist
withm the nation. The two sub-dimensions of patternz of commumicahons that we =olate are: a)
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the power distance (Hofstede, 2001) betwesan members of an economy, and b) the nchness of m-
terpersonal communication usualhy accompanying each transaction

We propose that coltures that have a greater power distance is greater hierarchy
amongst members, will face greater difficulty when fransacting on the Imtermet. For example,
A=ian and European cultures fend to be more hierarchical than the USA. Transachons on the Inter-
net will be hardar to complate m such cultures. In cultures with nch mterpersonal commumicahon
(Lee, 2000), whare face to face interaction consists of greater mtensity of socializing, more verbal
communication. more proncunced body lansuage and greater time of commmication, transachions
on the Intemet often lead to leaner commumication, thereby creating barmers to adophon.

2.1.2. Policy

We dinde the effects of policy mto two sub-dimenzions: a) the policies related to gensral
trade and commerce m the economy, and b) the policies targeted specifically to enabling Internet
usage and ecommerce. Examples m the first category mmclode policies related to copyneht protec-
tion of intellectual nghts, taxation regulations across differant parts of the aconomy and legislation
for breach of confract m enil lawsuits. Examples mn the second category include tax breaks for
telacommumications equipment costs and state spending to promote Internet education and usaze.

It 1z clear that economies with weak protection of intellectual copyright promote greater
piracy and ilhet shanng of copymighted matenal such as music and films. An economy with lower
taxes for commerce acrosz different provinces, will be more hikely to enable ecommerce (Geist,
2002). Stronger lemszlation for breach of confract m civil lawsmts also positively mmfluences the
lavvel of comfort for ecommerce transachons. Investment by the zovemment that promotes the pur-
chaze and usage of telecommunication equpment, as well as access to education to uss the Inter-
net all enable the adophion and usage of ecommerce m an economy (Mureiths, 2000

2.1.3. Technology

As menficned m Panazmrva (2000, the Infemet presents developmng economes with the op-
portumity to leapfrog several generahions of technolozy development, to gamn equal access to world
marketz. 25 well as to imereaze the hfestvle of ther crtizens. We examme thres sub-dimenszions m
technology that would entically mfluence the enablement of ecommerce: 2) the level of hard wared
telecommunications mfrastructure that exists m an economy, b) the level of computer ensmeenng
experfise 1n an economy, and c) the level of wireless infrastructure withm an economy.

Whle high levels of hard-wired infrastructure will clearly promote ecommerce, theza are
not usually found 1 developing economises. However, developments m the area of wireless net-
works now make 1t far cheaper to set up Infermet networks, and to bypass the expensrve zetup of a
hard-wired network. The avalability of computer engineers clearky affects the robustness of the
mfrastrocture, as well as the cost of access to the Intemet, where higher availabihty would be
clearly bensficial m both respects.

Fizure 1 displays the three broad dimensions of the CPT framework, az well as the sub-
dmmensions. Having developed the CPT framework, we next compare 1f to existing frameworks.
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Fig. 1. Dimensions of the CPT Framework



