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Abstract

Ubiquitous Information and Communication technoésguse has driven E-commerce growth at a rapid foace
the last many years. It has expanded at doubleatieeof physical retailers for the last decade. SMEspite
being crucial to world economies owing to theirxitglity and innovativeness, a large number of thenty
operates domestically especially in the developiogntries. Export can be very profitable for SMis i
developing countries but poses challenges due drfa such as, lack of information and unclear st
clearance procedures, language barriers, highppisigi cost, distant and unfamiliar customers wittfecent
cultural background. E-commerce can help reach oestomers globally, at a lower cost, faster pacg an
without intermediaries hence will lead to exporgth.
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1. Introduction

Tremendous growth in the use of Information and @amication technologies (ICTs) has changed the
traditional ways of doing business with new digitizeconomy. The use of computers and smart phoites w
internet has increased multiple times in the last decades. According to World Bank statisticsribenber of
internet users worldwide increased from 6.8 peraetite year 2000 to 40.7 percent in the year 20his huge
increase in the internet users stimulated globab@Emerce industry to grow drastically (Alyoubi, Ade2015).

For this study E-commerce refers to “sale and msetof product, service or information over theringt or
other computer networks (Kalakota, Ravi, and And&wwWhinston 1997). Scholars believe that e-commerc
has tremendous potential to contribute in econaoevth more so for developing countries than thesttgped
ones (Lituchy, Terri R., and Anny Rail 2000; KsheNir B 2001). E-commerce benefits SMEs in reducing
transaction cost, eliminating intermediaries anférafg more convenience of selection from largdemtion at
the storefront (Molla, Alemayehu, and Paul S. LicR®05). Small and Medium Sized Enterprises (SME's)
constitute majority share in developed as well@agetbping world economies and are therefore majoeds of
growth. There are some serious constraints whichplea the growth of SMEs and the biggest of thewery
limited access to finance and the requirementsaargh to meet for many with around 50 percent ef SMEs

in developing countries putting it as their numbee constraint. Financial institutions are relutfaradvancing
finances to SMEs believing these businesses hadequate risk management system and higher tramsact
cost. Support from government can bring signifibapbsitive results for SMEs in developing courdrie take
advantage of E-commerce in reaching out to newooussts at home and abroad.

Export can offers numerous benefits to SME firmsrhajority of these firms abstain from entering estp due
to several impediments such as lack of informatimmplex custom clearance procedures, higher siapgosts
and language barriers e{€ardoza, Guillermo, et al 20Léhese can be reduced or eliminated through thefuse
E-commerce. SMEs face challenges in export maioly t lack of information and ambiguity involvedthre
government policies and complex customs clearamoeedures. Other challenges include language bsrrie
higher shipping cost and hurdles with customersné&of these major impediments can be overcome thith
help of E-commerce platforms.

2. Literature Review

Literature review provides insight on existing fingls on subject in hand. In addition, this helpes thsearchers
to start work from where it ended before. Therefarthorough, well planned and well-structured gtoflextant
literature helps to understand the very naturefgfrred subject.

2.1 E-commerce in Developing countries

Although the internet usage has grown rapidly ia thst 2 decades stimulating growth and creatingemo
opportunities for global as well as regional E-coence, however the rate of growth and acceptance-of
commerce differs in different countries of the worThe increase in the use of (ICTs) especiallyrgghanes
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along with other computing devices has led E-Conemegrowing at least at double the rate of retddsstor the
last decade. E-Commerce is believed to be crucifgilitating SMEs in developing economies to takere
advantage from the international trade (Savrul, Me8hmet Incekara, and Sefer Sener 2014; TerzraiNu
2011). As it saves the costs involved for physical stsueh as building rent, employee salaries, ins@anc
expense and other infra-structure costs necessaryefailers. All that is required by E-Businessirigernet
connection and a web based storefront. The cositrofing an E-Business is much lower than a physitae
hence the profit is much higher. SMEs can benefgelty from E-commerce adoption in their businessagn
strategy (Kurnia, Sherah, et al 2015). Accordin¢gnternational Trade Forum, E-Commerce in Chinadrasvn

at a rate of 120 percent during the period 2000132

In the developing countries infrastructure haseadhilt and improved for E-commerce to grow at eeti¢ rate,
telecom infrastructure, fiber optic cables neebti@dnstalled for reliable internet connectivity.devthe physical
infrastructure is also very important for the E-cnerce to be successful because even if the ordeaéed
online using the information infrastructure butidety for the products has to be made physicalingishe
physical infrastructure like roads, bridges andeottransportation means. Further, non-availabibtysecure
payment system gateways is also one of the manebato E-commerce development in developing adesit
Even countries like Egypt which is a very populaternational tourist destination, local SMEs arahla to
receive online payments securely.

E-Commerce based SMEs need to be careful with timeplete order cycle from order placement to final
delivery and after sale service to give their coss pleasant experience and build loyalty. Thet imggortant
factors upon which E-Commerce seller is assessepladity product/ service, quick shipping, onlioeler and
shipment tracking update, free and easy returncpobommunication should be smooth and timely and
availability on chat, phone and email should beussts.

Developing country SMEs in the tourism industry eaarticularly enhanced their ability to advertese the
internet and carrying out transactions directlyhwglobal clients. Online retailers also need teoffift cards
and other incentives to frequent buyers on thene$tonts to make it attractive for them to be neitog buyers.

2.2 SMIEsin Developing countries SMEs are essential part of economic developmeai¢veloping countries and
play a pivotal role in growth, job creation, inntiea and prosperity (Wang, Yao 2016; and Sin, keny, et al.
2016). According to the World Bank statistics SMEpresent more than 95 percent of firms in mosnhtges
and create more than 50 percent employment oppbesiin the private sector. Flourishing privatetse is
necessary for the development of national econ@ug.to lack of attention towards SMEs from the gowgent
and highly restricted access to finance by thenfire institutionsWang, Yao(2016), they lack the capital
required to sustain and grow. Other challengesudelinfrastructure such as roads and bridges, agéwin
efficient transportation system which make on tidativery of goods very difficult. In addition theomplex
customs clearance process and high cost of intenghtshipping are some of the main obstacles éngifowth
of SMEs in developing countries. Most SMEs in depélg countries are using internet regularly for
communication however, for E-Commerce it is usedl#ast.

2.3 Export for SMEs in developing countries

Exporting is the simplest and the fastest way tteremternational markets as it offers greater ibgity,
consumes fewer organizational resources thus pesssr risk to the business (Leonidou, LeonidaseCal.
2007). SMEs are the main players in exporting lpcatiucts and services in global markets (Ensar§ébnem,
and Melisa Erdilek Karabay 2014). There are othaysmof entering international markets also, suclaast-
ventures, licensing, contract manufacturing et¢.they are less suitable for SMEs as they requiveemesource
deployment in terms of financial resources, hunesources and managerial commitment. Despite nurserou
benefits that export can offer to these SMEs very &ctually take this step. Some important motivekind
SMESs considering entry to exports are: achieveaesates, utilize idle production capacity, excesgmtory or
just the company plans to expand internationallseldaon excellent product or service feedback froelacal
market. Conversely, economic conditions in the dstinemarket may force SMEs to reach out to foreign
markets, this could be due to several factors, @min down turn in the domestic market, businesdecyc
approaching recession, the competition gets intearsi the profit margins in the domestic marketsiménking

or pursuing an unsolicited order from overseas fligau, Leonidas C., et al. 2007).All these factstimulate
export and export stimulation has been a focustudysfor many researchers since the 1970s. Governme
support is instrumental in helping SMEs in the depimg countries to export, be more competitivethie
international market. Government can build necgssdrastructure, such as roads, bridges, railwaffigient
transportation network so that the firms can bae& £xport decisions reliably and stay competitivéhe world.
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Further, research shows that exporting SMEs andorfirterce adoption are significantly related
(Ueasangkomsate, Pittawat 2015) and that E-commemioption brings efficiency, effectiveness, innamat
competitiveness and drive for growth (Ollo-Lopendéea, and M. Elena Aramendia-Muneta 2012; Sthfi
Charles, et al. 2012; and Consoli, Domenico 201®) ean help SMEs to achieve efficiency, effectivesne
competitive advantage in going global (Castlemamy®, Marina Cavill, and Les Terrill 2002). HenddEs
adopting E-commerce will leave the non-adopting SNHE behind (Rahayu, Rita, and John Day 2015).

3. Conclusion

It can be drawn from the literature above that Er@erce can help SMEs in developing countries toanrae
certain barriers which prevent them from enterirgogts. SMEs that lack information and are unfeamiwith
complex customs procedures can for instance jaimesB-Commerce platform like Alibaba, eBay, Amazéon
reach out to the customers worldwide. Through Al&apping Program (GSP) these big E-Commerce giant
smaller firms can get the shipping rates much lothan the normal rates hence SMEs can benefit ftosn
program by registering with them. Further, SMEs gaim more credibility as sellers in the eyes afaloand
overseas customers. Selling through such big E-aencenplatform brings in various advantages to tbotyer
and seller, such as, return and cancelation ofrqrolicy is well defined and clear, payment systersimple and
secure, and outreach is global at lower shipmestt aiod without the hassle of customs clearancermdtively,
SMEs can also have their own specifically designebsite to attract and serve customers indeperydentl
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