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Digital Commerce offers enormous business opportunities beneficial to almost all
forms of enterprises, however SMEs in Uganda have been slow in its adoption. The
purpose of this thesis is to develop a better understanding as to why Small and Me-
dium sized Enterprises in Uganda have been slow in adopting Digital Commerce
and thereafter present suggestions on how they can transition themselves into the
Digital Commerce environment.

The study revealed a number of challenges SMEs in Uganda faced which limited
Digital Commerce adoption, these challenges were indistinguishable from theories
like the Diffusion of Innovation, Technology Acceptance Model and the Unified
Theory of Acceptance and Use of Technology that were explored.

The qualitative research methodology was used which further proved to be in line
with both the literature review and the theoretical framework of this thesis. Tele-
phone interviews were conducted from SME stakeholders in Uganda, these re-
spondents ranged from business owners, managers, employees, customers, and oth-
ers, some which included a few IT experts.

Basic, simple, and inexpensive digital transformation processes were thereafter sug-
gested for the SMEs to integrate digital technology into their brick-and-mortar
stores, which would improve business processes and generate more revenue.
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ACRONYMS AND ABBREVIATIONS

E-COM Electronic Commerce

M-COM Mobile Commerce

B2B Business to Business

B2C Business to Consumers

c2C Consumers to Consumers

C2B Consumers to Business

B2G Business to Governments

E-PAY Electronic Payment

SMEs Small & Medium Enterprises
MSMEs Micro, Small & Medium Enterprises
GDP Gross Domestic Product

LDC Least Developed Country

BOU Bank of Uganda

UGX Uganda Shilling (Currency)

URL Universal Resource Locator

HTML Hypertext Mark-up Language

ISPs Internet Service Providers

SMS Short Message Service

MNO Mobile Network Operators

ucCcC The Uganda Communications Commission
OTT Over the Top Tax

MTN Mobile Telephone Network
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1. INTRODUCTION

The objective of this chapter is to provide an overview of this thesis. It covers the
background, states the objective of the thesis, the challenges and limitations sub-

jected to thesis and finally the structure of the thesis.
1.1 Background

Small and Medium sized Enterprises (SMEs) play a key role in the economic and
social development of Uganda. They are estimated to employ over 80% of the pop-
ulation (Nangoli, Turinawe, Kituyi, Kusemererwa, & Jaaza , 2013), constituting up
to 90% of the private sector while contributing over 70% of the total gross domestic

product (Asiimwe, 2017, p. 1).

We are living in an exponential age brought about by advances in technological
innovations that have created enormous business opportunities from which SMEs
need to identify, adopt, and then utilize. When it comes to technology adoption,

SMEs in Uganda, and other developing economies lag (Okeleke, 2019, p. 4).
1.2 Objectives of the Thesis

The main aim of this thesis is to get a deeper understanding as to why Small and
Medium Sized Enterprises in Uganda have been slow in adopting Digital Com-
merce and then recommend or suggest uncomplicated and inexpensive ways how
they can join the Digital Commerce environment. Additionally, the literature re-
view will provide a wider perspective of what Digital Commerce is, its benefits as
well realizing the state of Digital Commerce and SMEs in Uganda. These objectives
will be achieved by reviewing available secondary literature and theories in addition
to conducting first-hand research through interviews with SME stake holders in

Uganda.



1.3 Challenges and Limitations of the study

Like many other studies, this thesis is subjected to several challenges and limita-
tions some of which were beyond the writer’s control. There were a few shortcom-
ings however a few considered ones below have been products of general encoun-
tered research issues and methodological issues which might have had an impact

on the results.
Outdated Information

Continuously, technological modifications and innovations are developed at a
steadfast pace therefore some of the information researched in this thesis like from
some older written books maybe rendered outdated, irrelevant, invalid and or un-
necessary which may lead to inaccuracies. During the research process, the older
outdated information to some extent helped to highlight the transformations in Dig-
ital Commerce over time, comparisons of these transformations have formed a bet-
ter understanding of the present Digital Commerce environment from the past. In
this thesis use of up-to-date Information has been emphasised by widening the lit-

erature research hence verifying that the information used to be up to date.
Credibility

A great deal of suitable information was available online however verification of
the information from some websites to make it credible worth was challenge. For
information to be credible it ought to come from a reputed source that possess ele-
ments of trustworthiness and plausibility. Factual information is highly considered
for this thesis by observing the websites URL which proved credible. Information
from resources with .edu, .gov, .org URLs proved to be more reliable, factual, and
regularly updated henceforth credible. However, this does not incline that .com
URLSs provide untrustworthy information but rather an extra eye check to prove
their credibility is needed. In this thesis factual secondary data has been collected
from most credible digital media which has been consistent hence making the in-

formation credible.



Covid-19 impact

The planning period of authoring this thesis was pre Covid-19 while the actual writ-
ing period was during the pandemic. The initially planned and preferred method of
conducting interviews was to be through direct personal interview however due to
the travel restrictions, telephone interviews were alternatively used which led to
loss of non-verbal communication due to inability to observe respondents body lan-

guage and behaviour.
Variances in Statistical Information

Secondary data collected displayed significant variations in most especially statis-
tical data. The data from reputable government organizations in Uganda did not
match that from reputable international organization like the United Nations, Inter-

national Monetary Fund, European Union
Poor co-operation

Unwillingness from SME owners to disclose comprehensive information that
would have been vital for this research. It was observed that during the interview,
that the owners avoided responding to a few particular questions as well as with-
holding statistical data perhaps due to fear that their competitors would use the data

against them. Concealing of this data may have limited the scope of this study.
Insufficient sample size and profile for statistical measurement.

Forty-four telephone interviews were conducted in this thesis and considering that
Uganda has over one million registered SMEs and a population of over 40 million,
basing on this small sample size the results of 44 respondents may not adequately

influence the statistical results to detect meaningful effects.

The aforementioned shortcomings may have not only limited the scope of this thesis
but also delivered slightly varying results therefore in conducting further research
these shortcomings should be addressed order to deliver high degree of accuracy in

outcomes.



2 DIGITAL COMMERCE
2.1 Overview

The traditional way of conducting business has largely been through enterprises
having physical presence in a particular or in multiple geographical locations and
this form of commerce is usually referred to as brick and mortar (Schniederjans,
Cao, & Triche, 2014, p. 4). A new form of commerce commonly referred to as
electronic commerce (e-commerce) has emerged only within the last decade due to
the mass adoption of the internet. This has changed and continues to change the
way business is being conducted up to date. The traditional way of exchanging
goods and services is gradually becoming unpopular as enterprises are joining the

e-commerce bandwagon (Mourya & Gupta, 2014, p. 22).

Literature from experts sometimes refers to e-commerce as “Digital Commerce,”
therefore “e-commerce” and “Digital Commerce” are considered to be synonymous
(Kenneth & Carol, 2019, p. 45) consequently in this thesis, Digital Commerce and
e-commerce will be used interchangeably, however, Digital Commerce will be

mainly used.
2.2 Definition of Digital Commerce

Digital Commerce cannot be exclusively tied to a single definition because it is a
broad concept within different perspectives. Several scholars have therefore put for-
ward distinctive perspectives based on the nature of their research hence the emer-

gence of the different definitions as seen below.

Digital Commerce is a comprehensive term referring to the online trading of good

and services (Williams & Morawczynski, 2019, p. 5).

“E-commerce is a platform upon which new methods to sell and to distribute inno-

vative products and services electronically are tested” (Reynolds, 2017).



“The process of buying, selling transferring, or exchanging products, services, and
or information via networks, mostly via the internet and intranets.” (Turban, King,

Lee, Liang, & Turban, 2015, p. 7)

According to Kenneth & Carol (2019, p. 44) “E-commerce involves the use of the
internet, the world wide web (web), and mobile apps and browsers running on mo-

bile devices to transact business”.

Despite of the various definitions available, in addition to some mentioned above,
one can denote that they all involve business activities conducted via the Internet
or online. Therefore, we may successfully conclude that Digital Commerce in-

volves business activities conducted via the Internet or online.
2.3 Evolution of Digital Commerce

The development of the Internet and its subsequent capability to innovate have led
to enormous growth of e-commerce (Goetsch, 2010). Having been started in the
1960s for scientific and military purposes, the internet has provided vast abilities
beyond communications to date. A concept of a “Galactic Network™ was first doc-
umented in a series of memos in August 1962 by J.C.R. Licklider of the Massachu-
setts Institute of Technology (MIT) who envisioned quick access to data and pro-
grams from any site enabled through global interconnection network (Leiner, et al.,

2020).

The early 1970s saw the development of the first Electronic Commerce applications
with innovations in the transfer of funds electronically between predominantly large
organizations, financial institutions, which were referred to as Electronic Fund
Transfer (EFT) (Mourya & Gupta, 2014, p. 24). The introduction of the World Wide
Web in the early 1990s saw a breakthrough for electronic commerce, which permit-
ted online presence for companies with not only text but also photos (Turban, King,
Lee, Liang, & Turban, 2015). Its popularity in the 1990s led to new developments
and innovations where the functionality and integrations tremendously grew in the
diverse sectors including commerce (Leiner, et al., 2020). With this impact, Schnei-

der Gary pointed out that “the internet has changed the way people buy, sell, hire



and organise business activities in more ways and more rapidly than other technol-
ogies in the history of business” (2014, p. 6). Therefore, it can be noted that the
history of selling and buying of products and services via networks dates as far back
as 1991 when the internet was opened for commercial use (Mourya & Gupta, 2014,

p. 24).
2.4 Digital Commerce Transformation

Digital Commerce has transformed over time and this has been attributed to a com-
bination of technological developments and innovations. The introduction of the
first iPhone by apple Inc. might have marked the beginning of a transformation into
a new era in Digital Commerce. There has been a significant increase in internet
access by customers via mobile devices especially smartphones and tablet comput-
ers using apps superseding the traditional desktop and laptop platforms using web
browsers in the last ten years (Kenneth & Carol, 2019, p. 43). Rather than being
confined to a specific location with the use of traditional desktop computers, mobile
devices can be used from almost anywhere (Turban, King, Lee, Liang, & Turban,
2015, p. 265) and are integrated with multiple technologies most especially web
and internet browsing enabled functionality (Xu & Quaddus , 2010, p. 282).

M-COMMERCE

1T

E-COMMERCE

1T

COMMERCE

Figure 1: Commerce transformations

Digital Commerce transformation into Mobile Commerce (M-Commerce) was be-
lieved to have taken off as a result of a widespread increase in mobile device usage
which permitted internet access (Schneider, 2014, p. 10). Laudon and Carol (2019,
p. 47) define M-Commerce as “an online channel for sale and purchase of products,
services and exchange of information through smartphones, tablet PCs, iPads and

laptops using wireless technology” (Kenneth & Carol, 2019, p. 47). Michael J.



Shaw (2005, p. 191) predicted that M-Commerce may revolutionize the means used
by businesses to buy, sell, work, and collaborate, where mobility creates conven-
ience; convenience creates freedom; and then freedom creates choice and value.
Indeed, the prediction is accurate as of to date in 2021 and what the future holds,
technology might keep dictating how business could be conducted, therefore busi-

nesses ought to be agile and embrace the digital era.
2.5 Digital Commerce Business Models

Businesses that utilize information technology to gain a competitive advantage have
been newly classified as digital enterprises (Turban, King, Lee, Liang, & Turban,
2015, p. 22). Digital enterprises can be categorised into different models in order to
distinguish them according to the parties involved in conducting business electron-
ically (Kenneth & Carol, 2019). Discussed below are some of the basic accepted

business models: -
B2B (Business to Business)

The conducting of business between two or more business organisations largely
over the internet. Exchange of goods and or services as well as passing of infor-
mation between the organizations for example between manufactures and whole-

salers, wholesalers, and retailers etc (Mourya & Gupta, 2014).
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Figure 2: B2B Business Model

(Tutorialspoint, 2019)

B2C (Business to Consumer)

By far the most common one and sometimes referred to as “electronic retailing,”
B2C model is the online buying and selling of good and or services between a busi-
ness organization (seller) and a customer (buyer) (Mourya & Gupta, 2014). B2B
ecommerce may include the following business processes: customer relationship
management, demand management, order fulfilment, manufacturing management,
procurement, product development, returns, logistics/transportation, and inventory

management (Barlow, 2011).
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Figure 3: B2C Business Model

(Tutorialspoint, 2019)

C2B (Consumer to Business)

A complete reversal of the electronic commerce B2B model, which is not so com-
mon in nature, consumer to business phenomenon involves consumers selling

goods or services to business organizations electronically (Nagaty, 2010)
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Figure 4: C2B Business Model

(Tutorialspoint, 2019)

C2C (Consumer to Consumer).

Electronic trading here, is conducted directly between consumers. This model has

been facilitated by the development of both web-based trading platforms and pay-

ment terminals that directly connect consumers together (Nagaty, 2010).
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Figure 5: C2C Business Model
(Tutorialspoint, 2019)

Like in the traditional brick-and-mortar commerce, Digital Commerce enterprises
fall into at least one of the above-mentioned categories which assists them in deter-
mining the opportunities and threats, consequently discovering their competitive

advantage.

2.6 Benefits of Digital Commerce

The utilization of the digital technology enhances Digital Commerce bringing a di-
verse array of benefits for not only business enterprises but also customers (Lacka,

Chan, & Yip, 2014, p. 24).



BENEFITS OF DIGITAL COMMERCE

GLOBAL
REACH

COST REDUC-
TION

BUSINESS IS
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THE CLOCK.

IMPROVED
REPUTATION

MULTI AND
FRICTIONLESS
PAYMENT SYS-
TEMS

AGILITY

The global availability of the internet expands the market reach not
only beyond a particular geographical location but also a wider cus-
tomer segment consequently generating more revenue (Amor,

2000, p. 15).

Most of the major business costs incurred in e-commerce are in-
comparably cheaper as compared to cost incurred in traditional
commerce (Turban, King, Lee, Liang, & Turban, 2015, p. 17 &
650).

Business can be conducted 24 hours a day, 7 days a week, 365 days
a year without incurring a lot of extra costs (Xu & Quaddus , 2010,

p. 235).

Builds credibility for an enterprise where customers, suppliers, part-
ners, and financial intuitions can easily assess and verify the perfor-
mance of the enterprise through their record of accomplishment
online hence the trustworthiness (Lan, Carbone, Soprana, & Singhal,

2016, p. 19).

Digital Commerce offers more payment options from credit cards,
debit cards, it enables enterprises to accept a variety of payment op-
tions over the internet (Lacka, Chan, & Yip, 2014, p. 84) mobile pay-
ments like apple pay, android pay (now google pay) which are ef-
fortless are easily integrated in the e-commerce ecosystem (Ghose,

2017, p. 192).

A modern business needs to have the ability to quickly adopt and
respond to the changes in market trends, e-commerce offers an en-

terprise agility (Lacka, Chan, & Yip, 2014, p. 26).



Table 1: Benefits of Digital Commerce

SMEs should not ignore the benefits mentioned above, these not only give them an
edge in competing with not only SMEs but also with large enterprises in this highly
competitive business environment. In addition to this SMEs can have better chances

to remain in business therefore Enterprises ought to utilize Digital Commerce.



3 STATE OF DIGITAL COMMERCE IN UGANDA

Turban, King and Lee (2015, p. 632) point out that a country’s degree of develop-
ment is determined by its economic conditions. They further state that as other
countries make strides in improving their economies, some developing countries
like China, India, Malaysia are using Electronic commerce as a springboard to im-

prove their economies.
3.1 Uganda’s Digital Landscape

The launch of the Uganda Post and Telecommunications Corporation (UPTC) in
1977 began Uganda’s digital Journey. Private investment into GSM-based technol-
ogy accelerated progress in the telecom sector in the 1990s rolling out mobile net-
works (Okeleke, 2019, p. 15). According to the Uganda Communications Commis-
sion (UCC), there are 33 Telecom operators licenced to operate in Uganda as of 1%
April 2020 and the main ones include Africell, Airtel, MTN, Smart, Smile, Tange-
rine and Uganda Telecom (UCC, 2020).

Digital services in Uganda have mainly been accessed via both fixed-lines and mo-
bile networks. Fixed-line usage remains relatively low due to low infrastructure
coverage and with high access fees and mostly consumed by public organisations,
large businesses, or a few residential homes in urban areas. Mobile technology is
the preferred platform, offering access to both basic communication services and
the internet at favourable prices in addition to being widespread to most parts of the
country (Okeleke, 2019, pp. 15-18). The main means of connection to the internet
have been identified to be particularly through smartphones which revolutionized
the telecom industry making them crucial drivers of economic growth and devel-

opment (Gillwald, Onkokame, Ndiwalana, & Tusubira, 2019).

A significant increase in the number of people accessing digital services mostly via
mobile devices than personal computers and other data-enabled devices was re-
ported post 2000s. Mobile subscriptions in Uganda reached 19.8 million, equivalent

to 44% of the Ugandan population. Telecom operators expanded to offer a variety



of digital services across multiple sectors rather than just voice and text communi-
cation. Internet connection through mobile was reported at 10 million by June 2018.
Roughly 6 million people consume digital content through smartphones which
makes it about a quarter of total number of mobile connections. Smartphone links
to mobile networks have quadrupled over the last four years in Uganda. It can be
noted that 90% of the population is able to at least access 2G networks, 3G and 4G

accessible in mostly urban areas, (Okeleke, 2019, pp. 15-20).
3.2 Ugandan’s Economy Outlook

Geographically located in the eastern region of Africa, Uganda possesses the 12th
largest economy and the eighth largest population (north of 41 million) (UBOS,
2020) in Sub-Saharan Africa. The economy is composed of sectors like Agriculture
24.2%, Industry 25.5%, and Services 50.3% (GOU, 2017). In 2019, a strong eco-
nomic growth was reported to be driven by expansion and growth in agriculture
(3,8%), industry (6,2%) and services (7%). The Inflation rate was and is still antic-
ipated to remain lower than 5%, therefore strengthening the domestic economy

(African Development Bank Group, 2020, p. 187).

Despite of the economy having become more productive, largely driven by retail,
construction and telecommunication, large productivity differences were detected
across the industry, services, and agriculture. Low domestic revenues coupled with
increments in the government expenditure especially with in the infrastructure and
capital investments for the promising oil and gas industry, fiscal deficit has widened
in 2019 (African Development Bank Group, 2020, p. 187). In foreign trade, Uganda
had a widening trade deficit estimated at 9.4% of GDP in 2019 from 8.3% in 2018
especially due to the dependency on primary products for export (African

Development Bank Group, 2020, p. 187).

According to the United Nation’s lowest indicator of socioeconomic development
index rating among all nations in the world, Uganda is classified to belong in the
list of the Least Developed Countries (UNCTAD, 2020) (Gillwald, Onkokame,
Ndiwalana, & Tusubira, 2019, p. 4). The poverty rate rebounded in 2016/2017

reaching 21.4% having fallen in the last two decades. Here, 10 million people were



living below the national poverty line. (African Development Bank Group, 2020,
p. 187). Despite of Uganda being classified as a least developed country, its econ-
omy is classified as a developing economy (Economic Analysis and Policy Division

(EAPD), 2020).
3.3 Digital Commerce in Uganda

Traditionally, brick and mortar stores have been a standard model of business in
Uganda until the last five years where more Ugandans started to embrace e-com-

merce (Insider, 2018).

Run on mobile devices, Uganda’s e-commerce is mostly conducted through plat-
forms like Jumia, Dondold, GoodsExpress, Intraline, Paple Rayn, OLX and Eye
Trade in addition to social media platforms like Facebook, WhatsApp, Snapchat,
WeChat and. The rate at which e-commerce is growing in Uganda will shortly make
it become the second largest online market next to Kenyan with in the East African

region (SA, 2020).



4 STATE OF SMEs IN UGANDA IN RELATION TO DIGI-
TAL COMMERCE.

Economies of Least Developed, Developing and Developed countries are domi-
nated by Small and Medium Enterprises (SMEs). On a global scale, these SMEs
account for 90% of the businesses and contributing up to 40% of the GDP therefore
playing a vital role (Wordbank, 2019). Enterprises today come in different shapes
and sizes making it a complex business environment from where one can draw a
line whether a particular enterprise qualifies to be regarded as an SME or a large
Enterprise. The European Commission defines an Enterprise as “any entity engaged
in an economic activity, irrespective of its legal form” (European, 2015). The Com-
mission outlined the main factors which determine if an enterprise is a Small and
Medium-sized Enterprise (SMEs) that is, according to staff headcount and either

turnover or balance sheet (European, 2015).

SME category determinants

Company category | Staff headcount | Turnover | or | Balance sheet total

Medium-sized < 250 <€50m <€43m
Small < 50 <€ 10m <€10m
Micro < 10 =€2m =€2m

Table 2: The main factors determining whether an enterprise is an SME.
(European, 2015)

Enterprises with a workforce less than 250 persons, generating an annual turnover
less than Euro 50 million and/or an annual balance sheet total not exceeding EUR
43 million (European, 2015). It is estimated that 99,8% of European companies are
SME:s and they employ 67,4% of the work force while generating 58,1% to the total
gross value added therefore making them major contributors to the economy

(Christine & Céline, 2018).



In Uganda, the Ministry of Trade, Industry and Cooperatives further includes Micro
enterprises to term SMEs therefore resulting into the term Micro, Small and Me-
dium Enterprises (MSMEs). The ministry defines MSMEs as “all types of enter-
prises irrespective of their legal form (such as family enterprises, sole proprietor-
ship or cooperatives) or whether they are formal or inform enterprises to ensure
inclusiveness” (MTIC, 2015, p. 8). Spread across a variety of sectors (49% in ser-
vice, 33% commerce and trade, and 10% in manufacturing), MSME account for
approximately 90% of the private enterprises in Uganda contributing 20% of the
GDP. They play a vital role in the economic development of Uganda like the rest
of the world (MTIC, 2015, p. 7).

The Uganda Bureau of Statistics implemented a criterion categorizing enterprises
basing on the fulfilment of the minimum requirements of any of the following two
of the criteria; the number of employees, capital investment and or annual sales
turnover or total assets (UBS, 2011, p. 34). Micro Enterprises employ less than 5
people with total assets not exceeding UGX 10 million. Small Enterprises employ
between 5 and 49 with total assets between UGX 10 million and not exceeding
UGX 100 million. Lastly the Medium Enterprises, employs between 50 and 100
employees with total assets value in excess of UGX 100 million but less than UGX
360 million (MTIC, 2015, p. 8)

Micro Enterprises in Uganda comprise of mostly established and start-ups of self-
employed individuals operating their business from the comfort of their small prem-
ises (Asiimwe, 2017, p. 2), however, in this thesis focus will mainly be on the Small

and Medium Enterprises.
4.1 State of SMEs in Uganda in relation to Digital Commerce.

In Uganda, it is estimated that SMEs employ over 80% of the population (Nangoli,
Turinawe, Kituyi, Kusemererwa & Jaaza et. al, 2013), constituting up to 90 percent
of the private sector, contributing to over 70% of the total gross domestic product
(Asiimwe, 2017, p. 1) and over 80% of manufactured goods output (Turyahikayo,

2015, p. 23). In spite of their contribution to economic growth, the survival rate of



SMEs in Uganda remains exceptionally low (Asiimwe, 2017, p. 1; Turyakira, 2012,
p. 1).

In the current digital era, it may be challenging for any business to thrive without
better use of information communications technology (ICT). Businesses, particu-

larly SMEs, cannot grow faster unless they embrace technology (Kozak, (2011).

Today, all businesses, regardless of their size, are faced with several competitive
challenges. To cope with this phenomenon, managers are adopting e-commerce in
their respective organizations in order to grow and remain competitive (Poorangi,

Khin, Nikoonejad & Kardevani, 2013, p. 1593).

SMEs in particular need to embrace innovative e-commerce strategies in order to
stay competitive, profitable, and successful in local and global markets (Awiagah,
Kang and Lim, 2016). Indeed, e-commerce adoption has been earmarked as one of
the innovations that could aid SMEs to grow and survive. Increased use of the In-
ternet providing potential benefits to SMEs, such as cost reduction, improved oper-
ational efficiencies, access to new customers and enhanced business growth etc as
earlier discussed in benefits of Digital Commerce table. Unquestionably, e-com-
merce builds communication within an organization faster and facilitates efficient

management of the resources (Ahmad, Baker, Faziharudean, & Zaki, 2015, p. 555).

SMEs in Uganda have been sluggish in adopting e-commerce (Wanzu, Turyakira,
& Katumba, 2019) which has been the same problem as other least developed and
developing economies. A great deal of research has been conducted to determine
the reasons as to why SMEs have been slow in adopting e-commerce, however this
research was based on SMEs in developed countries as compared least developed
countries, there is scanty literature on SMEs from least developed and developing
countries (Kurnia, Choudrie, Mahbubur, & Alzagooul, 2015). Despite of the insuf-
ficiently literature, the available literature raises a great deal of challenges which
contribute to several other factors that have contributed to the slow adaptation of e-
commerce by SMEs in least developed countries including Uganda (Wanzu,

Turyakira, & Katumba, 2019).



4.2 Challenges faced by SMEs in Uganda in adopting Digital Commerce

All SMEs face several challenges to survive in the business environment likewise
SMEs in Uganda face some of the below mentioned challenges that limit or slow

down their adaptation of Digital Commerce.
Affordability

The Ugandan government introduced the social media tax in 2018. This tax of UGX
200 (USD 0.05) per day was levied on accessing social media platforms like Face-
book, Twitter, Instagram, WhatsApp etc. in addition to a high 12% excise duty, an
18% VAT and a 2% operator charge (Gillwald, Onkokame, Ndiwalana, & Tusubira,
2019). In general SMEs have limited financial resources and therefore extra taxes
levied by the Ugandan government increase the already constrained business costs
which becomes an obstacle in adopting Digital Commerce (Auboin, Smythe, &

Teh, 2016).
Poor Internet penetration

A research conducted by ICT Africa (RIA) between 2017 and 2018 discovered that
internet penetration in Uganda is one of the lowest in the sub-Saharan region. By
the first quarter of 2018, only 60 out of 121districts in Uganda were connected to

the internet. Only half of the population is covered by 3G, but broad band is at a
minimal (Gillwald, Onkokame, Ndiwalana, & Tusubira, 2019).

Power Shortages

Ugandan’s major source of electricity generation is Hydropower from the river Nile
which produces 340 MW that is supposedly to cover a large Ugandan population.
The 340 MW is not sufficient enough, only being able to cover only 27% of the
country and leaving excess of 30 million Ugandans without access to electricity.
The dependence on hydropower has further increased power shortages as a result
of climate change i.e., persistence droughts have reduced hydropower production

from 340 to 140 MW leading to constant power shutdowns (Mokveld & Eije, 2018).



These constant powers shutdowns making it a big challenge for SMEs in adopting

Digital Commerce than entirely depends on electricity availability.
Owner complexity perception

SMEs are mostly set up and managed by their owner or owners who are the final
decision makers. These owners perceive technological innovations in Internet-
based information systems (IIS) as complex. They presume that adopting e-com-
merce would require extensive technical expertise which they do not possess there-

fore opting not to adopt e-commerce (Xu & Mohammed, 2009, p. 311).
Government policies and regulations

The Ugandan government developed a broad range of ITC polices and regulations,
however a specific superbly detailed legal and regulatory framework that caters for
e-commerce has not been well laid or implemented. With these legal impediments,
many questions are left unanswered on privacy and data protection which results

into online disputes unresolved (Kakooza, 2008).
Cyber Security

SMEs in Uganda are easy targets by hackers than large enterprises. Due to the lim-
ited resources, they evade investing in advanced security systems in addition to less
awareness of threats. Hackers use methods like phishing, malware ransomware,
usually sending random emails to unsuspecting employees with links that contain
malicious files which automatically download giving hackers access to sensitive
information, account details and credentials or restricting access to a computer data

until a ransom is paid (Daily Monitor, 2020).



5 THEORETICAL FRAMEWORK
5.1 Introduction

The existing literature reviewed has unearthed a few appropriate models in infor-
mation technology which can shed light on SMEs adoption of Digital Commerce.
Information Technology is either enabled or hindered by a number of factors that
can determine its acceptance and there after its usage. The models can help us un-
derstand the reasons as to why a technology can be accepted and used or rejected
and neglected (Horberry, Regan, & Stevens, 2014, p. 37). Three models in particu-
lar have been chosen, that is: Diffusion of Innovation (DOI), Technology Ac-
ceptance Model (TAM), and Unified Theory of Acceptance & Use of Technology
(UTAUT). In this chapter, the fore listed models will be analyzed to try and under-
stand why SMEs have been slow in adopting Digital Commerce most especially in
under and developing countries (Abdukhakeem, Helen Edwards, & Sharon, 2017)
including Uganda.

5.1 Diffusion of Innovation (DOI)

Diffusion of Innovation is a theory that was introduced by Rogers (1983) seeking
to provide an insight on how and why a new innovation can often be difficult to be
adopted despite having obvious advantages. He defined Diffusion “as the process
by which an innovation is communicated through certain channels over time among
the members of a social system.” Rogers examines four major elements from this
definition which influence the delivery process of innovation which are, the inno-
vation (itself), communication channels, period of time, and finally a social system

(1983, p. 5).

Focus on the Innovation element suggests five features that may attribute to an
overall individuals’ perceptions of an innovation which can later determine its
adoption. Rogers (1983, p. 11) describes Innovation as “an idea, practice, or pro-
Jject that is perceived as new by an individual or other unit of adoption. ” Perceived

newness of an innovation is dependent on the period to which it is first used or



discovered. Technological Innovations ought to possess these below mentioned no-
table features that can determine the ability to persuade or dissuade potential

adopters (p. 13).
Relative Advantage

The perceived degree of benefits achieved from an innovation that is deemed better
as compared to the existing ideas, tools, or processes. This perceived degree of rel-
ative advantage is usually determined by the economic profitability of the innova-
tion, nonetheless other factors are as well considered to be important for example
convenience, satisfaction, and prestige which potential adopters can evaluate

(Rogers, 1983, p. 213; Blackburn, 2011).
Compatibility

This involves a degree of innovation perception consistent with present and past
values, experiences, and needs of the potential adopters. Compatibility may be em-
bedded in sociocultural values and beliefs, pre-existing systems or with in an

adopter’s needs.
Complexity

The perceived level of difficult to understand and use to an innovation at its basic
level. Classification of an innovation to the degree of complexity or simplicity re-

pels or attracts adopters
Trialability

The ability to avail an innovation to be experimented or tested on a limited basis to
determine its adoption. Innovations that offer a trial period increase the chances of

adoption.



Observability

An innovation’s ability to provide noticeable tangible or intangible results. Notice-
able results of a technology can be easily communicated to a larger group of poten-

tial adopters which will positively enhance their overall decision.

Rogers (1983) argues that the above-mentioned perceived characteristics of an in-
novation cannot independently determine whether an individual’s decision to adopt

or reject an innovation but would rather accelerate or decelerate the rate of adoption.

The Diffusion model is a multidisciplinary conceptual paradigm cutting across
many different scientific fields (Rogers, 1983, p. 89), it has widely been cited in
SME adoption studies despite of not addressing e-commerce directly (Parker &
Castleman, 2009). For instance, Pooragi’s (2013) use of the innovation elements
was consistently influential in explaining and exploring e-commerce adoption di-

mensions amongst Malaysian SMEs

Shortcomings in the DOI model has led to critics from different publications. DOI
possess variations that cannot be applied to SMEs in particular but rather in a gen-
eral ICT adoption scope. It neglects contextual issues like customer readiness and
the limited resources most especially in developing countries thereby rendered to
an extent adequate (Japhet, 2010) cited in (Abdukhakeem, Helen Edwards, &
Sharon, 2017).

5.2 The Acceptance Model (TAM)

In the late 1980s, Fred D. Davis developed the Technology Acceptance Model
which demonstrated how users accepted and adopted the use of information tech-
nology (Fred, Richard, & Paul, 1989). The model justifies that the determinants of
computer acceptance are behavior based. It assumes that a user’s overall motivation
to using technology is influenced by two fundamental factors which are Perceived
Usefulness (PU) and Perceived Ease of Use (PEOU) which explain and or predict
the user’s decision. Fred Davis explains these factors as follows, Perceived Useful-
ness “as the degree to which a person is certain that the continuous usage of a

particular system will enhance his or her job performance” and Perceived Ease Of



Use “as the extent to which a person believes that using a particular system would

be free of physical and mental effort” (Fred, Richard, & Paul, 1989, pp. 982-988)

Perceived
Usefulness
» : e ’ »
Intention to ; USdgf.
Use Behavior
Perceived
Ease of Use

Figure 6. Technology Acceptance Model.

TAM has been a key study field in understanding a user’s rationality in information
technology related adoption, it has effectively predicted information technology us-
age which has continuously been underpinned to a number of studies and univer-
sally used since it was introduce over two decades back (Horberry, Regan, &

Stevens, 2014, p. 57).

However, some researchers for example Nistor (Nistor, 2014) has drawn conclu-
sions that TAM has go a number of short comings. Fundamentally the mode con-
centrates to a large extent on the perceived usefulness as the major influencer of
technological adoption while neglecting the actual use of the technology. The actual
use of the technology is equally important to be considered in a user’s decision to
accept and use, therefore TAM should have considered its significancy (Nistor,

2014) cited by (Abdukhakeem, Helen Edwards, & Sharon, 2017).
5.3 Unified Theory of Acceptance & Use of Technology (UTAUT)

The UTAUT is a consolidated model that was formulated by Venkatesh (2003) as
a result of integrating components across eight prominent models. The eight models
that were reviewed were, the Diffusion of Innovation theory, the Technology Ac-
ceptance Model, the Theory of Reasoned Action, the Motivational Model, the The-

ory of Planned Behavior, the Model of PC Utilization, the Social Cognitive Theory



and the finally a model combining the Technology Acceptance Model and the The-
ory of Planned Behavior. For technology to be accepted, it needs to improve
productivity, therefore review of the fore mentioned models will provide an assess-
ment of drivers that determine the extent to which intention and behavior over a
period of time may lead to accept new technologies (Venkatesh, Michael, Gordon,

& Fred, 2003)

Venkatesh (2003) mentions four constructs that seem considerably directed deter-
minants of intentions or usage of one or more of the models, these are Performance

Expectancy, Effort Expectancy, Social Influence and Facilitating Conditions.

Performance Expectancy described as an individual’s degree of belief that a posi-
tive performance in a job will be achieved as a result of usage of the system. Effort
Expectancy is the perceived degree of ease associated with using a system. Social
Influence is one’s perceived belief that the use of a new system is influential to the
needs of others within the social environment. Facilitating Conditions is the per-
ceived belief of an existing infrastructure’s ability to support the use of the system

(Venkatesh, Michael, Gordon, & Fred, 2013, pp. 446-453).

Four key moderators, that is gender, age, voluntariness, and experience played an
important role in providing a justified hypothesis when examining at least one of
the fore mentioned determinants (Venkatesh, Michael, Gordon, & Fred, User

Acceptance of Information Technology: Toward A Unified View, 2003, p. 447).
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Figure 7. User Acceptance of I'T: Major constructs of the UTAUT model

(Venkatesh, Michael, Gordon, & Fred, User Acceptance of Information
Technology: Toward A Unified View, 2003, p. 447).

The UTAUT model achieved a score of 70% in explaining the variances in user
intention hereby demonstrating its effectiveness in analysing technology ac-
ceptance and usage there by attracting different researchers. (Chao, 2019; Yogesh
K. Dwivedi, 2017). Customized and applied, it has been used to explore its deter-
minants in e-commerce adoption in 180 Small, Medium and Micro Enterprises
(SMMESs) in south Africa (Ndayizigamiye, 2012) as cited in (Abdukhakeem, Helen
Edwards, & Sharon, 2017). To this extent the UTAUT model will aid this thesis to

understand its objectives.

UTAUT’s integration of eight prominent models has been highly appreciated by
researchers but despite of its appreciation, it has had some shortcomings. Yogesh

(2017) acknowledges the significancy of the four key moderators but observes that



they may not be unanimously applicable. Use of these moderators may only be ap-
plicate to individuals within the same context but rather, distinctions within the in-

dividuals may render the mode irrelevant (Yogesh K. Dwivedi, 2017).

Analysis of the models and theories used in this thesis have shown that e-commerce
adoption studies were mostly founded on the context of developed countries how-
ever despite of the limited theories in ecommerce adoption amongst SMEs in least
developed countries, the forementioned theories developed an understand from
which one can relate to as of why SMEs in Uganda have not joined the Digital

Commerce band wagon.



6 RESEARCH METHODOLOGY

Sachdeva (2009, p. 6) defines research as “the systematic process of collecting and
analysing information (data) in order to increase our understanding of the phenom-
enon about which we are concerned or interested”. A methodology is an underlying
theory and analysis used to conduct research in a systematic way, by collecting data
or information which can help in making rational decisions (Sachdeva, 2009, p. 9).
Basing on the type of methodology used, research can be categorised in a number
of distinct ways; that is to say Qualitative research, Quantitative research, Pure re-
search, Applied research, Comparative research, Exploratory research, Conceptual

and empirical research (Chandra & Anand , 2017).

Research can be theoretical and empirical, in theoretical research a researcher de-
velops, explores, or tests a theory/idea or theories/ideas. Empirical research is based
on observations and a level of measurement to reality (Sachdeva, Business

Research Methodology, 2009, p. 17).

Despite of a number of research methodologies mentioned above, two main meth-

odologies will be considered and discussed from which one will be chosen
6.1 Methodologies
6.1.1 Quantitative Research Methodology

Alan Bryman (2012) broadly defines the quantitative research methodology “as a
strategy entailing the collection of numerical data, as exhibiting a view of the rela-
tionship between theory and research as deductive and a predilection for a natural
science approach (and of positivism in particular), and as having an objectivist
conception of social reality”. A logical approach is required for testing theories
putting emphasis on quantification of data in its collection and analysis in order for
the results to maintain a distance from the research not to be biased (Sachdeva,
2009, p. 189). Quantitative researches represent numerical systems, usually associ-
ated with large-scale statistical analyses measuring the validity and reliability but

which may not include in-depth studies (Chandra & Anand , 2017). Data collected



from participants in quantitative research is often coded, categorized, and numeri-
cally condensed so that it may be manipulated for statistical analysis (Sachdeva,

2009, p. 183).
6.1.2 Qualitative Research Methodology

Bryman (2012, p. 380) defines the Qualitative research method as “a research strat-
egy that usually emphasizes words rather than quantification in the collection and
analysis of data”. Rather than proof, qualitative research focuses on discovery by
utilizing an in-depth analysis approach. Simultaneous involvement and observation
or measurement of impact are mainly involved (Chandra & Anand , 2017). Devel-
oping an understanding, qualitative research seeks details through descriptions pre-
dominantly building theories but rarely testing them (Sachdeva, 2009, p. 189). The
detailed descriptions are all about texts which constitutes to data, this data can be
verbal or visual interpretations that might be contained within the recordings of

interviews along with notes taken during interactions (Sachdeva, 2009, p. 183).
6.2 Research Methodology of Choice

The qualitative research methodology has been chosen as the better option to use in
this thesis. Numerical data is not necessarily needed in this thesis but rather focus
on a deeper understanding of the views from respondents which fulfils the objective

of this thesis.

The qualitative research methodology has a number of pros which have contributed

to the decision of choosing it as a methodology of choice.

Flexibility, due to open-ended responses, new ideas can emerge which can be
adopted during the data collection and analysis process. Respondents detailed de-

scriptions, experiences, feelings, and perceptions can be acquired (Bhandari, 2020).

Factual and descriptive information collection makes the qualitative technique
unique and advantageous. Not all data needed in research is quantifiable, therefore
non-numerical data in for example text, audio, video format which would have been

neglected would prove vital (Burke & Christensen, 2014, p. 82).



The qualitative approach is relatively easier to arrange and conduct in addition to
being less expensive as compared to the quantitative approach (Kumar, 2011, p.

142).
Despite of the pros, qualitative research has some cons as well.

Higher levels of unreliability where samples attained from the collected data are
usually small leaving a wider gap unpresented making it difficult to draw general-

izable conclusions which may display some level of bias (Bhandari, 2020).

Neglect of important data due to varying differences in interpretations of the same
collected data where the researcher has the final decision of what data is relevant

for the study or not (Bhandari, 2020).

The data collection and analysis processes may require manual checking despite of
the presence of software thereby making the qualitative method to be labour inten-

sive (Bhandari, 2020).
6.2.1 Data Sources and Collection Methods

Qualitative based techniques will be used for gathering and measuring of data ob-
tained from the respondents. For the integrity of this thesis, both primary sources

and secondary sources will be used in the data collection process.
6.2.2 Primary Data Collection and Instruments

Primary data is data collected (using methods such as surveys, observations, inter-
views, logs etc.) during the initial process of doing research and is referred to as a
primary source. Data from primary sources is unedited first-hand information mak-
ing it reliable for a researcher due to having knowledge of the source of the data,

how it was collected and analyzed (Sachdeva, 2009, p. 109).

Methods deployed to collect primary data will be illustrated in this part of the thesis.
An informal systematic approach of interviews; in particular Semi-structured and

Unstructured interviews was used to collect data for the study.



In using the interview approach, two or more respondents are needed for purposeful
discussions which can be either formal and structured or informal and unstructured
from which relevant, valid, and reliable data may be collected in order to achieve a
researcher’s objective (Saunders, Lewis, & Thornhill, 2007, p. 311). There is reli-
ance on formulating a dialogue between a researcher and the respondent, therefore
a researcher’s interviewing skills, creativity and experience is vital in reaching

greater clarity and elaboration from the responses (Sachdeva, 2009, p. 168).

Structured interviews are formal interactions with respondents by use of question-
naires that have been predetermined with identical set of questions and these are
usually used for collecting quantifiable data (Saunders, Lewis, & Thornhill, 2007,
p. 310).

Semi-structured interviews are informal in nature, a researcher conducting these
kinds of interviews prepares themes and questions fore hand which would be dis-
cussed however, these may vary from interview to interview. Here, some questions
may be omitted, or additionally new questions might be formulated depending on
the flow of the discussion. Note taking is vital but recording of the discussion is
highly recommended not only to interrupt the flow of the discussion but also giving
a respondent a sense of attention. Unstructured interviews compared to Semi-struc-
tured interviews have no predetermined questions or theme, but a researcher has a
clear idea of the topic to explore giving a respondent the opportunity to freely talk
about idea there by giving an in-depth analysis of the topic (Saunders, Lewis, &
Thornhill, 2007, p. 312).

6.2.3 Telephone interview

Telephone interviews encourage discussions between a researcher and a respond-
ent, there is a sense of freedom of expression by the respondents from which a re-
searcher can as well ask follow-up questions. Telephone interviewing aids with the
ability to collect reliable data from respondents rapidly and from a wider geograph-
ical location. This mode is cost effective where travel costs are avoided in getting

the researcher to a respondent’s place of convenience or getting the respondent to a



neutral site. In addition to that, telephone interviews can be conducted at the re-
spondent’s time of convenience, place of comfort which can be their homes or of-

fices hence may enhance the quality of the interview (Sachdeva, 2009, p. 169).

The mode of data collection in this thesis was mainly done through conducting tel-
ephone interviews. The interview questions were formulated beforehand (see ap-
pendix) covering the different areas of this thesis thereby aligning with the objec-
tives of this thesis which gave respondents the ability to freely expand their thoughts
and opinions. Respondent’s selection was based on SME owners, managers, and
employees. Appointments were arranged in advance where a convent time and
place of convenience was suggested by the respondents. Interview etiquettes were
highly followed where neutrality was observed there by encouraging the respond-
ents to freely discuss and not feeling pressured or undermined when it came to in-

quiring for more details during the dialogue.
6.3 Secondary Data Sources

Secondary sources provide secondhand versions of data obtained from primary
sources. This pre-existing data is collected and edited according to that researcher’s
own point of view in order to achieve his or her topic’s objective. Data from sec-
ondary sources is vital in providing an evidence-based research thereby formulating
a comparison with the collected primary data to establish validity and accuracy

from the primary source (Sachdeva, 2009, p. 109).

Secondary data has been comprehensively used in this thesis with the information
accessed from numerous documents such as books, journal articles, reports, news-
papers articles, credible websites from Digital Commerce and SMEs experts, spe-

cialist, authors, and researchers from both Uganda and globally.



7 FINDINGS AND ANALYSIS OF THE RESULT

This section analyses and discusses the results achieved from the interviews con-
ducted in accordance with the objectives of this thesis. The nine interview questions
that were prepared beforehand were asked in a similar format (where applicable) to
each of the respondents while an open dialogue was also observed. The interview
questions tried to cover most areas of this this thesis. Despite of the number of
questions asked, the main questions considered to meet objectives of the interview
in this thesis were 1) Challenges their businesses face in adopting Digital Com-
merce? 2) Why their businesses have been slow in adopting e-commerce? 3)

How their businesses can migrate to Digital Commerce?
Findings

A total of 44 telephone interviews were conducted with SME stakeholders ranging
from business owners, managers, employees, customers, and others some which
included a few IT experts in Uganda categorized within the different classifications
of SME:s. Originally, the minimum target was 50 interviews but as the interviews
proceeded beyond the 35 respondents mark, some categories of respondents begun
contributing similar answers to the main questions. For a research to demonstrate
reliability and validity, its findings should repeatedly be consistent and demonstrate
the objective it was designed for (Kumar, 2011, p. 172). The responses that were
received did not only demonstrate the objectives of this thesis but also corresponded
with the researched secondary data and the theories discussed in this thesis thereby
provided further proof that the 44 interviews conducted displayed credible results

which can be deemed reliable and valid.

Respondents in the interviews conducted, consistently yielded both indistinguisha-
ble and divergent responses. For that reason, in order to acquire a clear representa-
tion of the patterns from the responses, categorizing of the results was done as ob-

served in the tables below.



Micro sized

Small sized

Medium sized

%

Table 3: Response distribution by category

. . . TOTAL

Enterprise | Enterprise Enterprise Validity

Business
8 5 1 14 32%

Owners
Managers - 2 6 8 18 %
Employees - 4 9 13 30 %
Others 3 - 6 9 20 %
TOTAL 11 11 22 44
% Validity 25% 25% 50 % 100 %
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Table 4: Challenges distribution by category.

The respondents revealed several challenges (as mentioned above) that they faced
when trying to adopt Digital Commerce, they subsequently confessed that these
challenges were the major stumbling blocks that slowed them in adopting Digital
Commerce. A few respondents were quoted when asked why they did not adopt
Digital Commerce. Business owner, “yes, I agree selling online can improve my
business, but the only problem is that technology is too complicated for me to un-
derstand. New technology is produced every day, yet I do not even understand the
old one. How can I keep up?” Employee, “my boss thinks the customers will use
the computer to swindler (scam) him and my customers think that we shall use the
computer to cheat them” and customer, “wapi (commonly used Luganda word
loosely meaning ABSOLUTELY NO!) I do not like buying things from a machine
because I cannot bargain. I need to bargain to the last shilling which a machine

cannot offer that. “
7.1 An Analysis of the findings

Findings yielded from the interview have proved connections with the fore men-
tioned challenges from the secondary data and the theoretical framework. SMEs’
owners’ perceptions of internet-based information system’s complexity are not only
in line with the perceived level of difficulty in understanding and use of technology
at its basic level according to the Diffusion of Innovation theory but also with The
Acceptance Model’s Perceived Ease of Use as determining factor in accepting and
adopting Information Technology and UTAUT’s perceived degree of ease associ-
ated with using a system that is to say Effort Expectancy. Business priorities push
Digital Commerce adoption further down the line while opting for higher value

proposition alternatives, this can further be proved by the Technology Acceptance



Model’s perceived degree of job improvement that is to say Perceived Usefulness.
Digital Commerce is perceived by the respondents most especially SME owners to
have a low Return on Investment that is as well spread over an exceedingly long
period, this is as well in line with DOI’s Relative Advantage feature which deter-

mines innovation adoption by its level of economic profitability.

The findings from the interview further revealed that respondents considered that
they are at some level involved in Digital Commerce. In chapter two of this thesis,
definitions of Digital Commerce were discussed. These definitions emphasized that
Digital Commerce involved the actual buying and selling of good and or services
conducted over the internet however majority of the respondents predominantly
used social media platforms as a form of online presence for their businesses. Ques-
tioned how businesses can better utilize or migrate to Digital Commerce, all the
respondents here suggested more presence on social media. To relate mostly to this,
when respondents were asked how their businesses utilized Digital Commerce,
presence on social media was main response from 95% of respondents in the small
enterprises. Many of the SMEs had presence on social media from where they pro-
moted awareness. They believed that they were advertising themselves on social
media platform most especially Facebook and Instagram hence believing that they
highly utilized Digital Commerce. Although none of the respondents confirmed to
having conducted any form of actual transactions online, many were open to the
idea and interested in learning how they would better migrate and utilize Digital

Commerce.
7.2 Recommendations or Suggestions

The writing of this thesis was carried out during Corona Virus pandemic, respondents
in the survey confirmed that many of SMEs joined and conducted business online (so-
cial media) during the lockdowns. Few could explain this transformation while most
confirmed that they merely changed from social media “content consumers” to “con-
tent providers” in form of presence. In this chapter, basic, simple, and inexpensive
ways through which SMEs in Uganda can digitally transform themselves into a

digital environment will be recommended or suggested.



7.2.1 Digital transformation

Schallmo and Williams (2018, p. 6) claimed that there is currently no specific, com-
monly acknowledged description of digital transformation but suggested digital
transformation to be processes of creating a digitalized business environment
through integrating digital technologies and data into business areas essentially re-
placing and or transforming, improving business processes to generate more reve-
nue. Digital transformation can be a lengthy process that involves several techno-
logical activities some of which can be complex and costly therefore making SME

owners hesitant to join the Digital Commerce band wagon (Authorize.Net, 2012).
7.2.2 Creating an own website

As more enterprises harness the power of the web, online presence is very vital for
an enterprise and its stake holders like customers, suppliers, banks etc. An enter-
prise needs to identify the goals of its website, some of which can be product display
and description, marketing, sales brochure, Customer care centre, therefore for ef-
fectiveness a website should display information perceived important to the tar-
geted user (Schneider, 2014, p. 91 & 131). 89% of purchasing decisions made by
customers are through search engines (Lacka, Chan, & Yip, 2014, p. 89) therefore
a website needs to be Search Engine Optimized (SEO) in order to drive traffic (po-

tential customers) to the enterprise website.

Building and designing a website to date is no longer that complicated and expen-
sive due to the availability of website builders that require little to no coding exper-
tise in addition to low costs or even free of charge. There are a number of website

builders (Forsey, 2019) but for this thesis focus will be on the three main ones:
Google Business Website

Online presence cannot go without a mention of the world’s most popular search
engine google (Reliablesoft, 2019). With a mission to organise the world’s infor-
mation and make it universally accessible and useful (Google, 2020), google has
gone further to provide a free tool where businesses can promote themselves on

google through Google My Business. With the Google My Business tool which



requires creation of a Business Profile Account, business not only promote them-
selves through the presence on the Google Search Engine, Google Maps but also a
free professional business website. This free professional business website is auto-
matically generated using information from the Business Profile Account or alter-
natively a business can edit by choosing from a variety of site themes that offer
customers multiple ways to contact the business, like calling, messaging, or request-

ing a quote (Google, 2020).
Wix

Wix is a cloud-based development platform that provides templates where anyone
including businesses empowering online presence by creating websites through
providing as simple as drag and drop tools (Wix, 2020). With hundreds of powerful
tools, Wix aids in customer connection and workflow automation through an all-in-
one business solution in web designing and management. Creating a simple basic
website on Wix is free but the website then contains Wix advertisements. Wix of-
fers a premium plan that gives options like a Wix advertisement free website, con-
necting one’s own domain, advanced marketing tools and a possibility to set up an
online store accept multiple secure online payments providers and methods accept

payments in more than 40 currencies (Wix, 2020).
WordPress

WordPress is a free open-source software used to manage the creation and modifi-
cation of digital content also known as Content management System (CMS). Orig-
inally created as a framework for blog publishing, WordPress evolved into one of
the most popular Content management System (running over 38% of the global
websites) for building websites without any technical knowledge. Despite of almost
everything being free on WordPress, upgrades are offered for advanced customiza-
tion, security, and Search Engine Optimization like Wix as mentioned earlier.
WordPress possess a logo maker feature for the creation of professional company

and website logos (WordPress, 2020).



7.2.3 Joining Digital Commerce platforms

E-commerce platforms provide an online platform from where buyers and sellers
meet to buy and sell goods and or services (Schwarz, 2016), some of the major
platforms include Jumia, Kilimall, Amazon, eBay, Alibaba, Uber, Airbnb. These
platforms offer sellers an opportunity to increase online visibility of their goods and
or services to a larger market than in their geographical location. The same plat-
forms provide opportunities for buyers to browse a wide variety of goods and or
services from several sellers from various locations while comparing prices, quality
quantity, make, model etc. E-commerce platforms as well act as deal facilitators by
providing a variety of secure payment methods upon which once the two parties;
that is a buyer and a seller have transacted, on receipt of a payment the platform can
notify the seller to ship the goods to the buyer (Lan, Carbone, Soprana, & Singhal,
2016, p. 25).

Jumia (https://group.jumia.com)

The largest multi-industry online market on the African continent with a presence
in 11 countries in Africa. Jumia is set to serves over 17 million SMEs across Africa
by providing an online platform enabling African sellers to reach its 1,2 billion cus-
tomers (Jumia, 2020). One of Jumia’s mission is enabling SMEs to grow by taking

African economies online to grow and reach new customers (Jumia, 2020).
Kilimall (www .kilimall.co.ke)

Kilimall is a Kenya based online shopping mall with presence in Uganda and Ni-
geria as well. Kilimall focuses to provide opportunities for retailers in the above
mentioned 3 African countries to connect to new and existing customers through

technology (Kilimall, 2020).
Amazon (Www.amazon.com)

Amazon is the world’s largest multi-industry online marketplace. Amazon provides

a platform for SMEs to sell in more than 130 countries on the globe and it claims



that half of the items sold on their Amazon Market place are from SMEs (Amazon,
2020).

eBay (ebay.com)

A global e-commerce platform, eBay links millions of buyers and sellers worldwide
and mostly facilitating C2C and B2B, eBay aims to reduce the barrier of entry into
markets for sellers regardless of their size or geographic location. eBay operates
both as an online shopping and auction website. eBay offers a limited number of
free listings to sellers and charges a small commission after a product is sold (eBay,

2020).
Alibaba (www.alibaba.com)

Alibaba is a Chinese based global retail and e-commerce platform for most espe-
cially wholesale trade. It gives suppliers necessary tools to reach global customers

quickly and efficiently (Alibaba, 2020).
7.2.4 Joining a Social media e-commerce

Social e-commerce is the promotion or sell of goods and services via the internet
by use of interpersonal connections (Schneider, 2014, p. 10), a new wave of e-com-
merce that has emerged due to the increased popularity of social media platforms
that enable online social relationships (Kenneth & Carol, 2019, p. 61). Not only
have social media platforms (for example Facebook, Twitter, Instagram) radically
changed the way people interacted online but also provided opportunities for busi-
nesses to boost popularity through the promotion of their products and services as
a result of customer opinions, experiences, and online purchasing habits (Valerio,

William, & Noémier, 2019, p. 1 & 2).

Social media can as well be utilized as a free or inexpensive way of effectively
marketing, engage followers or supporters (clients), obtain real-time feedback, and

rise brand awareness (Lacka, Chan, & Yip, 2014, p. 86).



8 CONCLUSION

Digital Commerce is considered to be the buying and selling of goods and or ser-
vices over the internet. It revolutionized how business is conducted which has made
it a global dominant growth force for most types of enterprises and its benefits can-
not be neglected. This thesis has provided an in-depth understanding of Digital
Commerce while investigating why SMEs in Uganda have been slow in adopting
and utilizing it. A combination of secondary data and interviews have established
that the SMEs in Uganda have been slow in adopting Digital Commerce hence ad-

hering to the objectives of this thesis.

One of the main objectives was to gain a deeper understanding as to why Small and
Medium Size Enterprises in Uganda have generally been slow in adopting e-com-
merce, this was consequently as result of challenges like Affordability/Costly, In-
ternet penetration/internet systems reliability, power shortages, complexity percep-
tion, government regulations/policies, cyber security/legitimacy faced by SMEs. In
addition, theories like DOI, TAM and UTAUT were examined which further estab-
lished a general understanding of the determinants of technology adoption there by
correlating with the challenges aforementioned. The second major objective was to
suggest uncomplicated and inexpensive ways how they can join the Digital Com-
merce band wagon. Here, a digital transformation process has been suggested which
would involve website creation, joining a digital platform and finally joining a so-
cial media e-commerce platform. Lastly in conducting this thesis, an improved
broad understanding of Digital Commerce, its state and the state of SMEs in Uganda

have been achieved.

SMEs in Uganda need to consider the data and the consequent suggestions in this
thesis in order to embrace the Digital Commerce phenomenon. They need to over-
come the challenges which slow or limit Digital Commerce adoption to relish the
enormous benefits it presents therefore without a doubt the SMEs ought to integrate

their brick-and-mortar stores with Digital Commerce.



8.1 Area of further research

Having observed the low rate of Digital Commerce adoption by SMEs in Uganda,
further research is arguably needed. Further investigations into what caused and
consequent suggestions on how to navigate the challenges is need. Employment of
a large-scale sample size of both quantitative and qualitative data approaches over
a wider geographical area than the capital city would highly be recommended; these
will provide a firm in-depth opinion on the results. The points of further research
will equip SMEs with valuable data from which they can make informed decisions

to smoothly join the Digital Commerce band wagon.



APPENDIX.

Interview questions.

1. Can you please tell me about your business?

2. What challenges does your business face?

3. Can you describe what the term e-commerce means to you?

4. What are the benefits of e-commerce?

5. What is your view on the state of e-commerce in Uganda?

5. How is your business utilising e-commerce how

6. How is your business utilising e-commerce?

7. How can your business benefit from ecommerce?

8. Why has your business been slow to adopt e-commerce?

9. How can you migrate to e-commerce?
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