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Section 1
E-Commerece in DCs: An Overview

Chapter1

E-Commerce in Developing Economies: A Review of Theoretical Frameworks and Approaches ....... 1
Richard Boateng, University of Manchester, UK
Alemayehu Molia, RMIT University, Australia
Richard Heeks, University of Manchester, UK

This chapter provides a synthesis of the current research on e-commerce it DCs and serves as a road
map providing future directions for both academics and practitioners. Authors undertook a meta-analysis
of the published literature on e-commerce in DCs. The analysis covered 245 articles published between
1993 and 2006 in seventy-six different journals on electronic commerce, information systems, global
information technology, development and developing countries. In taking stock of this literature, the
chapter identifies enduring research themes, classifies the existing research based on such themes, and
reviews the theoretical and conceptual approaches used by researchers. The findings suggest that e-com-
merce research to date has mainly focused on outlining e-commerce potential and assessing adoption
and implementation issues in DCs. The authors call for future research to focus more on measuring the
benefits of e-commerce for DCs and on strategic understanding of how to achieve and sustain these
benefits.

Chapter Il

Significance and Success Factors of E-Commerce in China and Russia: An Empirical View ........... 57
Reinholder Decker, Bielefeld University, Germany
Frank Kroll, Bielefeld University, Germuany



This chapter delineates and discusses empirical findings and conceptual ideas concerning the current
and future prospects of e-commerce in emerging markets, with a special focus on China and Russia.
Besides their own empirical evidence drawn from two online-surveys covering business companies from
different industries as well as management consultancies in these countries, authors report the findings
from a meta-analysis of a number of recent relevant studies. The resulting managerial implications are
primarily based on those factors, which determine the success of e-commerce activities and the cor-
responding value creation.

Section I1
Challenges to E-Commerce Adoption in DCs

Chapter 111

Identifying Factors for Lack of E-Commerce in Developing Countries ..............ococoovvviovevviveeeneennn. 70
Sushil K. Shavma, Ball State University, US4
Jatinder N. D. Gupta, University of Alabama in Huntsville, USA

This chapter emphasizes the fact that the past few years have seen a rise in the number of companies
embracing e-commerce technologies in developing countries. However, as compared to developed na-
tions, DCs still lag behind in e-commerce. Sharma and Gupta identify some of the reasons that may be
responsible for lack of e-commerce in developing countries. For the scope of their study, they limited
developing countries to China, India, Indonesia, Philippines and Sri Lanka. Their study identifies fac-
tors at the macro level to understand why the adoption of e-commerce in developing countries has not
taken off as expected.

Chapter IV

E-Commerce Development in China: An Exploration of Perceptions and Attitudes.................co....... g9
Antonis C. Stylianou, University of North Carolina at Charlotte, USA
Stephanie S. Robbins, University of North Carolina at Charlotte, USA
Pamela Jackson, Fayetteville State University, USA

This chapter posit that, with over 1.3 billion people and double-digit economic growth, China could po-
tentially emerge as the largest Internet and telecommunications market in the world, if certain economic,
environmental, and organizational barriers are effectively addressed. They developed and used a profile
to describe the Chinese business managers’ awareness of the technological infrastructure as well as their
perceptions and attitudes regarding e-commerce. Their findings on the managers’ views on a variety of
environmental, organizational, and personal factors provide insight into the future of e-commerce in
China. Chinese firms that are interested in engaging in e-commerce will likely find a knowledgeable and
supportive business climate. However, e-commerce initiatives may be hindered by constraints imposed
by the existing technological infrastructure and political environment.



Chapter V

E-Commerce Adoption and Appropriation by SMEs in Sri Lanka............oovnn, 105
Mahesha Kapurubandara, University of Western Sydney, Australia
Robyn Lawson, University of Wesiern Sydrey, Australia

This chapter presents a framework, proposed by Kapurubandara and Lawson, for e-commerce adoption
by small and midsized enterprises (SMEs) in Sri Lanka. The framework has been developed based on an
initial exploratory study of seventeen SMEs, followed by a regional survey of 625 SMEs from various
industry sectors, along with interviews with the SME intermediary organizations. The framework helps
an SME to identify its ICT and e-commerce sophistication maturity stages using five-stage variables,
the barriers it faces in the adoption of e-commerce, and the support necessary to overcome the identi-
fied barriers. The authors argue that their framework is a preliminary framework to e-transform SMEs
in DCs.

Chapter V1
E-Commerce in Developing Countries: Impediments and Opportunities ... veeieciinnn, 131
Alev M. Efendioglu, University of San Francisco, US4

This chapter speculates that different characteristics {e.g., infrastructure and socio-economic) of the
local environment create significant levels of variation in the acceptance and growth of e-commerce
in different regions of the world. The findings of his research on e-commerce development in China
provide insights into some of the impediments for the development and use of e-commerce. Efendioglu
then discusses the impediments and proposes a number of strategies for a successful development of
e-commetrce in developing countries.

Section 111
E-Government in DCs

Chapter VII
E-Governance in Uganda: Experiences and Lessons Learned from the DistrictNet Programme ... 146
Victor van Reijswoud, Uganda Martyrs University, Uganda

Arjan de Jager, International Institute for Communication and Development (1ICD),
The Netherlands

This chapter posits that e-government, which operates at the crossroads between information and com-
munication technology (ICT) and governinent processes, can be divided into three overlapping domains:
e-administration, e-services and e-society. To succeed, e-governance must be firmly embedded in the
existing government processes, be supported politically and technically by the governments, and provide
users with reasons to use these on-line domains. The authors used these three e-governance criteria to
evaluate the achievements of the DistrictNet e-governance program in Uganda which started in 2002.
The program aimed at providing transparency at the local government level and improving the provision
of public information using information and communication technology (1CT). Based on the evaluation,
the authors present a number of lessons that can be used to guide smaller programs at the Jocal govern-
ment level in other DCs. '



Chapter VI

E-Government and Its Impact on E-Commerce in LDCs ... 166
Abdelbaset Rabaiah, Vrije Universiteit Brussel (VUB), Belgium
Eddy Vandijck, Vrije Universiteit Brussel (VUB), Belgium

This chapter illustrates the impact of e-government on e-commerce development and implementation in
the DCs. Rabaiah, and Vandijck argue that since e-government is about enhancing efficiency and trans-
parency of government operations, research efforts should explore new perspectives on how and where
e-commerce can prevail in this shift in government operation paradigm. There are new opportunities
for DCs to utilize new ICT offerings to achieve growth, efficiency, and cost reduction. The authors then
discuss a number of these opportunities and draw a connection between e-government and e-commerce
in such a way that helps decision makers in DCs to understand the potential of e-government for a better
implementation of e-commerce.

Section IV
National Culture and E-Commerce Adoption in DCs

Chapter I1X

Cultural Interpretation of E-Commerce Acceptance in Developing Countries: Empirical

Evidence from Malaysia and AIZEria..........ccoooeiiiiiioiiiii e 193
Zakariva Belkhamza, Universiti Malaysia Sabah, Malaysia
Syed Azizi Wafa, Universiti Malaysia Sabah, Malaysia

This chapter presents one of a few studies that is aimed at testing the possible influence of cultural values
on the acceptance of e-commerce in the two developing countries which exhibit two distinct national
cultures (Malaysia and Algeria). Based on a synthesis of the technology acceptance models and cul-
tural theories, Belkhamza and Wafa incorporated cultural values into a TAM model. The model testing
results indicate that the four cultural values of individualism/collectivism, power distance, uncertainty
avoidance, and masculinity/femininity identified by Hofstede are posited to explain the e-commerce
acceptance in the context of these two developing countries. The role of cultural differences was found
to be a noteworthy moderator in the proposed e-commerce acceptance model, emphasizing the role of
cultural aspects in multi-national e-commerce research. The authors therefore suggest to look more into
the social influence on the behavioral intention, which calls for attention in understanding benefits of
e-commerce adoption based on cultural, rather than cognitive and norms criteria. The authors also sug-
gest that e-commerce companies attempting fo penetrate and assist the Algerian ¢-commerce companies
should focus on creating and fostering a secure e-commerce image, and investigate the attitude of those
organizations. The Malaysian culture, similar to that of Algeria, exhibits a strong relationship between
usefulness and usage intention. It should be important therefore to make it a business priority to establish
a strong local identity and presence in the local country.



Chapter X
Cultural Differences, Information Technology Infrastructure, and E-Commerce Behavior;
Implications for Developing COUNTIIES. ... .ooiiieieiii ettt e s eae e 210
Ahu Genis-Gruber, TOBB University of Economics and Technology Ankara, Turkey
Bedri Kamil Onur Tas, TOBB University of Economics and Technology Ankara, Turkey

This chapter presents a study by Genis-Gruber and Tas that was designed to investigate the role of cuitural
differences and information technology infrastructure on e-comimerce usage in developed and develop-
ing countries. They used Hofstede’s national culture taxonomy to classity the investigated countries
according to both Hofstede’s cultural indices and their technological and economic development, Their
research design controlled for the possible impact of information infrastructure and education level on
e-commerce usage. The authors found culture to play an incremental role in e-commerce usage and in
the relationship between infrastructure and e-commerce.

Chapter XI

Mobite-Commerce Intention to Use via SMS: The Case of Kuwait ... 230
Kamel Rouibah, Kuwait University, Kuwait
Samia Ould-Ali, Kuwait University, Kuwait

This chapter presents a study that Rouibah and Ould-Ali conducted in order to test a number of models-
namely, the theory of reasoned action, the theory of planned behavior, the technology acceptance model
(TAM), the decomposed theory of planed behavior, Nyvseen’s et al., (2005) model, as well as 4 revised
version of TAM proposed by the authors—in explaining the intention to use short messaging systems
(SMS) on banking transactions in Kuwait. A convenient sample of 171 users was used. The results sug-
gest that the decomposed theory of planned behavior has the largest explanatory power, followed by the
author’s revised version of TAM. On the other hand, TAM and the theory of reasoned action have had
the least explanatory power. In addition, results indicate the absence of a dominant factor (i.e. a variable
that exerts the strongest effect on behavioral intention to use SMS) across the six models, which may
reveal a unique characteristic of the local culture. Such a result calls for caution when applying different
technology adoption models across different cultures and regions,

Section V
Strategies for Successful E-Commerce Development in DCs

Chapter X11
An Economic Framework for the Assessment of E-Commerce in Developing Countries................. 255
Avoub Yousefi, King's University College at the University of Western Ontario, Canada

This chapter presents a theoretically-based model! for economic analysis of e-commerce in DCs, The
Porter dtamond model is adopted in order to economically examine the factors that affect e-commerce.



The model does not only capture factors that are considered the driving forces for e-commerce, but it
also facilitates the assessment of e-commerce and the identification of the global competitive advantages
of the firms. Therefore, the model can be used as a framework that guides policy making and predicts
the changes in the rapidly expanding e-commerce in DCs.

Chapter XIII

Guidelines for Preparing Organizations in Developing Countries for Standards-Based B2B .......... 271
Lena Aggestam, University of Skovde, Sweden
Eva Siderstram, University of Skovde, Sweden

This chapter proposes a “tool” for managing the critical success factors (CSFs) in B2B development.
The tool has been developed based on an existing framework and experiences drawn from B2B develop-
ments in the well developed countries. It includes a set of concrete and detailed guidelines that directs
the actions needed during the preparation stage of B2B projects. The guidelines are further discussed
considering the problems and conditions that are relevant to DCs.

Chapter XIV
A Proposed Template for the Evaluation of Web Design Strategies .........oovvviicviircciniicn s 293
Dimitrios Xanthidis, Ciber, University College London, UK, DEI College, Greece, &
NYC College, Greece
David Nicholas, Ciber, University College London, UK
Paris Argyrides, University College London, UK

This chapter emphasizes the importance of having well-designed Web sites as a requisite for successful
e-commerce practices. Xanthidis, Nicholas, and Argyrides propose a template aiming at standardizing
Web site evaluation. The template has been developed based on a thorough review of the relevant lit-
erature, which is rich in ideas and opinions of different professionals involved in Web site design. The
template consists of fifty-three items that the design strategies of the Web sites can be checked against.
The results of testing the template on 232 Websites of Greek companies suggest its appropriateness in
measuring Web site quality. The authors believe that the proposed template is a step forward towards the
standardization of the Web site evaluation process, which could be useful for companies in DCs,

Section VI
Case Studies on E-Commerce in DCs

Chapter XV

Electronic Commerce Reality in TURISIA .....ocoovovoviiiii e 319
Jameleddine Ziadi, Jendouba University, Tunisia
Abderrazzak Ben Salah, University of Tunis El Manar, Tunisia



This chapter profiles e-commerce practices and challenges in Tunisia. The profile focuses on two distinct
e-commerce experiences: e-commerce transactions via the ‘Tunisian Post Office (known as the ONP),
and e-commerce operations via the Banking Association (known as the SMTY). The authors explore the
problems facing e-commerce in Tunisia and propose solutions that help e-commerce expansion.

Chapter XVI1

Hongxiu Li, Turku School of Economics, Finland
Reima Suomi, Turku School of Economics, Finland

This chapter introduces four sets of prerequisites for successful e-commerce development, including
national factors, related and supporting industries, firm strategy, structure and rivalry factors, and de-
mand conditions. Li and Suomi further discuss the status of e-commerce development in China, along
with the four sets of success prerequisites, with the purpose of identifying the influential factors which
impede e-commerce development in China.

Chapter XVII
Evolution of Electronic Procurement in Egypt: Case of Speedsend.com ..., 349
Sherif Kamel, The American University in Cairo, Egypt

This chapter presents a case of an Internet startup that capitalizes on the opportunities presented by the
information economy in Egypt. Since its inception in 2001, the B2B platform of speedsend.com has
pioneered the electronic procurement industry in Egypt through a customized Web-based platform. The
case focuses on the models deployed by the company demonstrating the internal and external challenges
faced and lessons learnt, The author, Kamel, stresses that the [nternet company’s success is attributed
to its capability to transform the classical emerging markets challenges into opportunities, including
technology infrastructure deployment, community awareness, information availability, and cultural
adaptation of the online business, amengst others.

Chapter XVIII

The State and Development of E-Commerce in Serbia . ... 372
Borislav JoSanov, Higher School of Professional Business Studies, Novi Sad, Serbia
Marijana Vidas-Bubanja, Belgrade Business School, Serbia
Emilija Vuksanovi¢, University of Kragujevac, Serbia
Ejub Kajan, High School of Applied Studies, Serbia
Bob Travica, University of Manitoba, Canada

This chapter introduces a multidimensional model for the assessment of e-commerce diffusion in a
country. Jodanov and his colleagues used the model to evaluation the state of e-commerce diffusion in
Serbia. After the breakdown of Yugoslavia and 10 years of conflicts and stagnation, Serbia started an
economic reform program, and was pronounced the leading reformer in 2005 by The World Bank. The



authors found that, in general, some progress was made in e-commerce diffusion in Serbia; however,
progress varied along the different dimensions of the model with problems about the need for new laws
and lack of e-payment system. The chapter further discusses a B2B strategy that puts together the fa-
cilitating conditions that enable Serbia to engage in the global electronic economy.
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