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    Africa is a new destination for businesses. Small and medium enterprises (SMEs) constitute the largest forms of businesses globally. Technology creates and facilitates businesses, a source of competitive advantage, and is now accepted by all societies globally. Therefore, to own this book is like having a global treasure, a society weapon, and a business enabler. This book is particularly necessary when the contributors and editors have decided to focus on electronic commerce for SMEs’ success in developing countries; digital transformation and SMEs performance in Africa; SMEs adoption of Big Data in Africa; and factors influencing the adoption of big data amongst SMEs in Africa. SMEs are crucial to national economic growth since they are widely acknowledged as a primary driver of both expansion and new job creation. ICT is no longer a luxury for small enterprises because of its propagation. It has become increasingly important for the day-to-day functioning of businesses. As the number of networked devices grows, so do the well-motivated hackers. Advantages in innovation, marketing, efficiency gains, quality, and responsiveness to customers can be gained by small and medium-sized enterprises (SMEs) through the use of information and communication technologies. Organizations fundamentally employ digital technology to upgrade the previous value-creation paths they have traveled to be competitive in the market. For companies struggling against the odds of success, DT like bid data, and social media marketing could be a lifesaver.
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    The conduct of business has been distorted by globalization and the rise of technological innovation. Several organizations are now using information technology when it comes to providing services to their clients. To that end, studies regarding consumers of online products in Africa were necessary to learn more about the variables that drive the uptake of online shopping and how that affects customers' willingness to do so. Digital transformation (DT) is the most trending in both society and business, whilst SMEs/MSMEs are the largest forms of business globally. Hence electronic commerce for SMEs’ success in developing countries with a focus on Africa is necessary. We added the challenges faced by SMEs in the adoption of digital transformation in Africa by exploring big data, email marketing factors influencing the adoption of technology, and the effect of DT on Small and Medium Enterprises. The book also discusses digital transformation tools like Big Data, AI, ML, IoT, and Social media (Facebook, Telegram, Instagram, Twitter, and Google in Africa), etc. for SMEs.
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      Abstract




      The scope of e-commerce is continuously growing, touching more and more platforms, gadgets, sectors, and marketplaces. The aim of this chapter is to identify electronic commerce areas for SMEs’ success in developing countries like Africa. E-commerce can be primarily business-to-business or business-to-customers. The success of SMEs’ e-commerce adoption is based on virtual reality, augmented reality, social media, and analytics. One important piece of advice for small and medium-sized business owners is to start using social media and build websites to market their goods. SMEs’ owners in Ghana have the opportunity to foster economic growth and social progress through providing jobs, social services, and welfare to local communities.
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      INTRODUCTION




      The contributions of small and medium-sized businesses (SMEs) to economic growth and development have been crucial (Obi et al., 2018). According to a research conducted by Abor and Quartey [1], SMEs make up over 92% of all enterprises in Ghana, 85% of manufacturing jobs, and contribute to roughly 70% of Ghana's gross domestic product (GDP). Thus, the importance of small and medium-sized enterprises (SMEs) to Ghana's development is very evident. Since ICT is so important to the growth of SMEs, it could be argued that technology also facilitates broader economic growth and provides crucial backing for efficient political administration. However, a lack of e-commerce strategies and solutions means that SMEs in developing countries like Ghana cannot buy goods and services from abroad [2]. Even more so, new e-commerce ventures are more likely to fail due to a dearth of scholarly work that discusses the topic of operational sustainability in the e-commerce sector [3]. Nevertheless, annual growth rates of 20–25 percent for online purchases point to a significant change in consumer behavior (Jamsheer, 2019).




      Small and medium-sized enterprises (SMEs) can now rely on technology to help them succeed. There has been a lot of attention paid to the adoption of new technologies in the context of small and medium-sized firms within the ontological dimensions of e-commerce (Pease & Rowe, 2005). The expansion of technological progress, automation, and digitalization into all spheres of life is accelerating. In recent years, a large number of B2B e-Commerce firms have emerged and are expanding rapidly around the clock. According to forecasts, global business-to-business (B2B) online sales would rise to over $6.6 trillion by 2020. (Rainy, 2022). Innovation and information, especially digital technologies, are critical for the efficient operation of businesses and sectors in the current stage of economic development [4]. Business and political institutions, the social and cultural fabric, and the overall progress of society are all directly influenced by the rise of digital technologies [5]. The convenience of doing business online has made e-commerce increasingly attractive to both consumers and entrepreneurs in countries like Nigeria, Ghana, and Kenya, where internet access has expanded rapidly in recent years. Nonetheless, a very small percentage of African Internet users have actually bought goods and services online [6]. Delivery infrastructure and safe payment methods are cited as the two key obstacles to the growth of e-commerce in Africa [6]. One of the four major sectors in Africa to leverage ICTs to best advance social and economic development is e-commerce, as highlighted by the Economic Commission for Africa through its African Information Society Initiative (AISI) [7].




      For many low- and middle-income countries, increased e-commerce sales mean more money in their pockets [8] (Kwadwo, Martinson, Evans, & Esther, 2016). There's a chance that e-commerce can ease the way for SMEs to break into international markets. Electronic data interchange and electronic fund transfer are two examples of e-commerce technologies with the potential to boost customer service, trading partner connections, cost reduction, supply chain management, and ultimately, a company's bottom line [8, 9]. There are certain micro, small, and medium-sized enterprise (MSE) owners in the e-commerce sector who actively seek out client feedback and use it to inform and direct business strategy [10]. Therefore, it is important for small and medium-sized business owners to be familiar with the tactics of e-commerce product promotion for maximizing both client happiness and financial gain [9]. Businesses, cooperatives, and SMEs of all sizes can compete on an equal playing field in the global marketplace thanks to the accessibility and low entry barrier posed by the Internet. Likewise, local businesses and communities can interact with one another across national boundaries to form global social, economic, and cultural networks (Nyako et al., 2022). E-commerce, or electronic commerce, is the practice of using the Internet and other forms of electronic communication to facilitate the conduct of business, the dissemination of related information, and the maintenance of existing business connections [11]. Therefore, e-commerce can boost developing countries' competitiveness and help alleviate poverty [12]. Despite this, there have been conflicting studies that find that e-commerce is bad for developing countries and widens the digital divide (Awiaga et al., 2015). These claims are based on the many difficulties that these nations already face, such as infrastructure setbacks and a lack of access to technological tools and information.




      These improvements notwithstanding, Ghana's e-commerce performance conti- nues to trace countries like South Africa [13, 14]. Furthermore, the Ghanaian SME sector seems oblivious to the advantages of e-commerce, providing support to the claim of Fillis et al. [15] that SMEs already using e-marketing technologies show little evidence of engaging in their long-term strategic development, particularly among less developed countries. Some business owners launch startup operations without first developing sound IT plans for long-term viability, which is a common issue in the business world at large. This issue manifested itself in the form of a lack of effective plans among certain e-commerce businesses for achieving and maintaining sustainability beyond the first five years of business [16]. Even more, the slow pace of adoption of e-commerce technologies in developing nations might be attributed to a general misunderstanding of the advantages of this kind of business [17]. For some small and medium-sized business owners, the costs associated with online trading are simply not worth it [6]. The aim of this chapter is to identify electronic commerce areas for SMEs’ success in developing countries like Africa.




      

        Contributions of the Chapter




        Because of their agility and ability to reach more expensive, more established markets, managers of small and medium-sized enterprises (SMEs) could benefit from incorporating internet commerce into their marketing plans. Managers of small and medium-sized enterprises (SMEs) could use the results of this research to (a) boost retail e-commerce sales, (b) improve response times with customers, (c) expand into new markets, and (d) lower the financial barriers to entry into existing markets. The chapter also includes suggestions for where attention should be directed in terms of the feasibility of involving all relevant parties and agencies in bringing about the widespread adoption of E-commerce in the agrochemical business. Lastly, it is important to gain insight into the impact of the deployment of ecommerce on SMEs across industries because it is a developing new trend that is anticipated to be a significant alternative to the utilization of market place based on geographical location and further help in sales performance.


      


    




    

      LITERATURE




      

        E-commerce




        “E-commerce” is an abbreviation for “electronic commerce,” which describes the exchange of products and services conducted entirely within an electronic environment [18]. Electronic data interchange (EDI) and electronic fund transfer (EFT) are two common examples of e-commerce technologies that facilitate the transmission of money and other data between firms [19]. Internet penetration in Africa has increased rapidly during the past decade. With the proliferation of internet connectivity, both consumers and businesses have come to appreciate e-commerce. Convenience is the primary factor driving the growth of this industry [6]. E-commerce makes use of digital information technology by replacing some forms of exchange (such as travel) with the use of electronic mediums (i.e., devices, internet, applications, etc.). (Nyako et al., 2022). All SMEs in wired countries have embraced the modern fad of doing business transactions online (Mueller, 2016). To better understand the role of E-commerce in Ghanaian society, it is helpful to categorize the various sites into two categories: those that facilitate communication and those that facilitate trade. Communication platforms include sites like Jowatu online, Jumia, Jiji, Tonaton, Ali express, Amazon, Facebook, and Instagram. Publicity (including advertising, promotions, and customer inquiries) can be disseminated via several channels (Nyako et al., 2022). However, the mobile money platform and banking applications are two separate transaction platforms. The infrastructure for mobile payments is often developed by telecommunications companies. The Mtn MoMo, Airtel Tigo Cash, and Vodafone cash are three such examples. With the help of banking applications, customers may conduct financial transactions from the convenience of their own homes or offices, eliminating the need to physically visit a bank. The Fidelity App, the Zenith App, the Ecobank App, and many others are just a few examples (Nyako et al., 2022).


      




      

        Categories of E-commerce




        Business-to-business (B2B) and business-to-consumer (B2C) e-commerce owners need to implement marketing strategies that are specific to their audiences' wants and needs.




        

          B2B E-commerce




          The term “business-to-business” describes a type of trade in which one company sells its wares directly to another company, either face-to-face or via the Internet (Fig. 1). Business-to-business e-commerce, or B2B e-Commerce for short, refers to the buying and selling of products and services between companies via electronic means (Rainy, 2022). Orders are no longer taken over the phone or in the mail; rather, they are processed entirely online, which drastically cuts down on administrative expenditures. If you own a business that sells to other businesses, you know how important it is to keep your marketing materials current as new versions of your products and services are released (Rezaei et al., 2018). In the twenty-first century, a corporation will quickly fall behind the competition if it fails to invest in digital platforms. As a result, consumers are more likely to buy things directly from internet vendors than from any other source (Rainy, 2022). Therefore, if businesses want to bring in millions of dollars in sales, they should wisely invest in a B2B e-Commerce platform. With a projected $10.6 trillion in market value for 2018, the business-to-business (B2B) e-commerce industry is also expanding at an unprecedented rate (Rainy, 2022). Large-scale production of items requires manufacturers to use raw resources. In a business-to-business (B2B) e-commerce setup, the producer runs an online marketplace (such a website) from which other firms can purchase the wares. Wholesalers and other manufacturers are typical customers for factories.




          
[image: ]


Fig. (1))


          B2B E-commerce model.

        




        

          B2C E-commerce




          The term “business-to-consumer” (B2C) refers to an economic paradigm in which producers directly sell their goods to end users, either face-to-face or via the Internet (Fig. 2). In the realm of electronic commerce, business-to-consumer transactions are by far the norm. The term “business to consumer” refers to transactions between businesses and individual consumers, such as internet purchases. As a catch-all word, business-to-consumer e-commerce encompasses not just traditional online stores but also marketplaces, the expanding D2C e-commerce sector, and the premium content industry. As the e-commerce industry grows around the world, it is branching out into more specialized subsets to meet the needs of increasingly discerning shoppers and merchants [20]. In business-to- consumer markets, consumer preferences play a key role. Businesses that focus on consumer retention know how important it is to keep in touch with their clientele. They need to know what their customers desire and why they should buy from them. The more you know about your clients, the more loyal they will be, and the less it will cost to lose them to a competitor.
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Fig. (2))


          B2C E-commerce Model. Sources: tutorialspoint (2022). https://www.tutorialspoint.com/ e_commerce/e_commerce_b2c_mode.htm



          It has been found that businesses can save money on overhead expenses like rent, utilities, and personnel by switching to a business-to-consumer model. They can control stock and warehouse space with minimal effort and expense. In the B2C model, a customer places an order online by going to a website, picking a catalog, and then sending an email to the company. In response to a customer's order, things are sent out. Businesses that focus on direct sales to consumers have one-on-one interactions with customers [21]. Emails, text messages, and push notifications are all viable options. In addition, businesses can actively monitor their progress and determine the most effective means of communication. In addition, they can collect customer input immediately, which can be used to enhance products and services.


        


      




      

        E-Commerce in Africa




        E-commerce, or online marketplace, has become increasingly popular as a means for conducting business, disseminating information about business, and maintaining ties between organizations all over the world thanks to the explosion of the Internet (Fig. 3) [18]. However, e-commerce tactics might be difficult for SMEs to implement in developing nations [22]. The low rate of e-commerce adoption among SMEs to promote their products can be attributed, in part, to the fact that many SME business owners lack enough understanding about the benefits of e-commerce, including organization competitiveness and company sustainability [23, 24]. Africa also boasts the world's youngest and second-largest populations. Therefore, a large online following may be possible. The proliferation of smartphones and other mobile devices has also contributed to an increase in internet usage. In fact, mobile e-commerce has become the norm in the industry. Digital payment methods are gaining popularity in African countries, which is a huge boost for the continent's burgeoning e-commerce market [25]. In recent years, Africa's telecommunications and mobile industries have seen rapid growth [26, 27]. In 2017, there were more people who used their mobile phones than had a landline (World Bank, 2019). The number of mobile connections in Africa has exploded in recent years, and the continent currently boasts the second-highest total worldwide (GSMA, 2018). From 2013 to 2015, Africa's mobile phone coverage increased from 63% to 84%, and the number of users increased from 800 million to 906 million; it is expected that by 2020, Africa's subscriber base will have grown to 500 million [28].




        Africans are growing both their access to and use of the internet. For instance, from 16% in 2013 to 18% in 2016 and 25% in 2018, the percentage of Africans who have access to the internet has increased dramatically (World Bank, 2019). There were 12% of all internet users on the continent in 2013, up from 8% in 2010, and the internet contributed to 5.3% of Africa's GDP in 2016; in 2010, it accounted for only 1.1% [29, 30]. In 2018, there were over 206 million Facebook users in Africa, making up over 17% of the total population [9, 27]. Online shoppers in Africa are expected to increase at a compound annual rate of 17%, leading to a market size of over 500 million by 2025 [31]. Online buyers in Africa numbered 281 million by June of 2022 [20, 25]. By the year 2025, 40 percent of all retail sales will have been made online.
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Fig. (3))


        Growth pattern of E-commerce in Africa. Sources: https://www.trade.gov/rise-ecommerce-africa

      




      

        Electronic Commerce for SMEs’ Success




        

          Chatbots




          In the future of business-to-business (B2B) e-commerce, chatbots will continue to play a vital role. That is because, first and foremost, chatbots are among the most effective methods of providing excellent customer care, which in turn enhances the purchasing experience for the consumer (Rainy, 2022). Due to their ability to work around the clock and discover information far faster than a human salesman, chatbots can drastically cut down on customer wait times.


        




        

          Augmented Reality (AR)




          The use of augmented reality in business-to-business online trade is a recent development. Investing in augmented reality provides clients with a visual and interactive experience that enhances their understanding of the products (Rainy, 2022). Using 3D images, augmented reality (AR) can demonstrate what a product will appear like in the real world or provide instructions on how to use or set up a product. Using cutting-edge augmented reality solutions gives businesses a competitive edge. Since products are totally indicated digitally by AR with the same sizes, colors, and features as a real-world sample, the first benefit that might be cited is the reduction in the expense of creating samples. The second advantage of AR is that it can help B2B e-Commerce customers who prefer to do their own research before making a purchase. In particular, clients can get information about the products quickly and simply without wasting time or money scheduling a meeting with a sales representative or waiting for a sample to be shipped to them. Cisco is just one of several major companies embracing augmented reality to grow their company (Rainy, 2022). This large tech firm makes use of an AR Creation tool to provide technicians with virtual demos of machines, hence facilitating the smoother installation of those items.


        




        

          Virtual Reality




          Both augmented and virtual reality (VR) technologies provide promising digital futures for the e-commerce industry [32]. When it comes to promoting products online, nothing beats the full immersion offered by virtual reality (VR) and augmented reality (AR). There will be a requirement for some B2B vendors to provide digital demos so that customers may test out and approve of elaborate products like spare parts and individualized blueprints. Virtual reality (VR) can also be used to teach customers how to set up things without really showing them how to do so. Marketing tactics that incorporate augmented and virtual reality (AR/VR) could soon alter the B2B e-Commerce landscape.


        




        

          Social Media




          E-commerce companies' utilization of social media marketing campaigns is crucial to their success. For the purpose of communicating with other people, the term “social media” refers to any number of different websites. Twitter, Facebook, YouTube, LinkedIn, Pinterest, and Reddit are just few of the many social media outlets available to e-commerce business owners that wish to interact directly with their current and potential clientele (Surma, 2016). Because of the wealth of information available on social networks, businesses in the e-commerce sector now routinely use it to monitor customer feedback and adapt their marketing strategies and stock accordingly (Braojos et al., 2017). E-commerce business owners utilize social media marketing to build an audience, attract new customers, and keep the ones they already have coming back [33, 34]. And because of the nature of social media, e-commerce companies can keep tabs on their customers' activities and analyze their responses to advertisements in order to better serve them [33]. E-commerce business owners rely largely on social media marketing initiatives to reach their target audience. Replying to client comments and opening up a discussion are two of the many options available for fostering engagement and interaction with potential and existing customers through social media platforms [34]. The loss of both customers and money can result from ignoring customer complaints and failing to respond to comments on social media [32]. E-commerce business owners can broaden their customer base and boost brand recognition with social media initiatives. As a result of increased globalization and fiercer rivalry among established market leaders, marketing has become crucial to a company's survival [35].
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