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ABSTRACT 

 

This study assesses the factors affecting adoption of E-Commerce among SMEs in 

Tanzania taking the case of selected SMEs in Kinondoni Dar es Salaam.  More 

specifically, the study examines the extent to which the SME's economic state, 

SME's own characteristics and behaviours, Technical infrastructure, and also social-

cultural and legal factors affect SME's adoption of E-Commerce. The study adopted 

a descriptive research design considering SMEs operating in Kinondoni district as 

the case of the study. 100 SMEs took part in the study as the sample of the study. 

The researcher adopted both random and purposive sampling because the selected 

respondents possessed the required knowledge and information in answering 

research questions of the study; the collected data was qualitatively and 

quantitatively analysed by using SPSS and the obtained results were tabulated.  

The study finds that four reviewed factors have a direct impact on adoption of E-

Commerce by SMEs. These aspects include SMEs own characteristics or behaviors, 

the SME's economic conditions, Technical infrastructure, and social-cultural and 

legal challenges. The findings reveal that on the SME's economic condition, the 

resources, cost of acquisition, maintenance cost, and even the nature of product 

prices are the main challenges. Furthermore, regarding the SME's own characteristics 

and behaviours, the challenges were found to be in management's support, perception 

towards E-Commerce, technological competencies, and perceived securities. In the 

technical aspect, the study further reveals challenges in accessibility of internet, 

condition of the existing internet infrastructure, and technical support. Support from 

the government, Taxation issues, intellectual property issues, and level of awareness 

were the social-cultural and legal factors that were identified.   

 The study recommends that, organizations need to consider these four factors very 

carefully and where possible, effective strategies need to be developed to overcome 

them. The study further recommends that organizations need to have enough budgets 

and qualified teams to successfully overcoming these. Also, owing to the study’s 

limitations, it recommends areas that need further research. 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 
 

1.1 Introduction  

This introductory chapter sets stage for more chapters. In light of this, the following 

are presented in this chapter; the background of the study, the problem that is being 

studied; the study objectives, the research questions, the study’s significance, the 

study’s limitations, the study’s scope and in the end; it presents the study’s 

organization. 

 

1.2 Background to the study 

Most countries have been complying with changes that are inevitable for their 

growth and economic stability. Since the early 2000’s the development of 

information and communication technology has been undeniably substantial and its 

impact on countries' economic growth cannot go unnoticed.  E-Commerce is one of 

the numerous aspects of this technology that has several influences on both, non-

commercial and commercial organizations. The use of electronic devices, systems 

and infrastructures to conduct business operations such as transactions and 

advertising has significantly improved the way most organizations have been 

operating. According to Millita (2015), E-Commerce is rapidly growing at a global 

level, and it has affected all industries and changed how organizations conduct 

business. The impact of E-Commerce has been felt in all angles, from Large 

Enterprises to Small and Medium Scale Enterprises (SMEs).  Most SMEs have also 

appreciated the advantages of E-Commerce and are making efforts to make use of 

this technology, but for some numerous reasons, most have failed to accomplish this 

due to some various obstacles that they have come across. 

A study conducted by Oxley (2014) pointed out five steps that need to be considered 

by SMEs for a successful adoption of E-Commerce. According to the study, first the 

SMEs need to have the perception realization of the benefits and opportunities that 

E-Commerce offers to their enterprises. Based on their perceptions; SMEs will 

develop Ecommerce desired capabilities to enhance their own capability. Oxley 
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(2012) further mentions that SMEs then need to check the impediments of their 

sought of capability to appreciate the prospective of the capability. The experienced 

impediments might influence their believed measures, and should be taken to 

widespread E-Commerce. The last step is leading to identify the enabled advantages 

of E-Commerce adoption (APEC, 1999).  

 

Different studies have mentioned the importance of E-Commerce among Small 

businesses regardless of the challenges they encounter in the adoption process. 

 According to (Bogotha and Pierldo, 2013; Senga and Sensilia, 2013; Luo, 2008; 

Zhankang & Davis, 2015), different models have been developed to check the 

challenges facing SMEs in adoption of E-Commerce. Some of these models are those 

by  (Venkatesh & Davis, 2000), relative advantage (Sengy & Vipay, 2011, Semtula 

& Matengele, 2004, Green, 2004, Wang, 2009), enhanced cash flow & productivity, 

being able to compete and grasp new customers (Beatty, Shim, & Jones, 2001), 

improved customer service (Beatty et al., 2001), enhance potential efficiency (Kuan 

& Chau, 2001), information gathering and building the image of the firm and 

promotion (Mehrtens et al., 2001), sales increase and getting new partners (Wiertz, 

2001), competitive edge (Kuan & Chau, 2001), and organizational-wide support, 

productivity of the managerial function of the firm, and Strategic decision aid 

(Grandon & Pearson, 2004). 

 

Grandon (2012) E-Commerce and M-commerce challenges are relatively higher to 

SMEs operating in most of the developing countries. Since 1990’s, the development 

of the telecommunication sector, which has increased the accessibility of the internet 

among the societies has been one of the important aspects in adoption of E-

Commerce by most SMEs. Global System for Mobile Communications (GSMA) 

Mobile 360 series’ general director has reported that smartphone penetration in 2020 

will triple that in 2014, rising from 226 million in the report time of 2015 to 720 

million by 2020 (Okonji, 2016). As a result, the development of the 

telecommunication industry has seen a significant increase in the number of 

subscribers, which has also affected innovation and entrepreneurship development. 
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The GSMA also claimed that at the end of 2020, 90% of the mobile growth will be 

led by the developing countries; as the mobile technology is already the principal 

platform for access to the internet in many parts of the globe, bearing in mind the 

absence of substitute infrastructure (GSMA, 2016).  Due to the development of 

telecommunication, the use of mobile phones and e-payment systems has started 

receiving attention among users. Some of businesses have seen the use of e-payment 

systems as an effective means of conducting business. Security, time management 

and simplification brought about by the e-payment systems make it acceptable and 

effective to some businesses. Several studies including Shney and Hurasha (2016) 

have mentioned that E-Commerce can enhance most of small businesses to sharpen 

their competitive advantages in the global market.  

 

In view of the importance of small businesses in Africa and the available business 

opportunities, development of ICT enhances and improves the competitive advantage 

of most SMEs. SMEs use the advantages of ICT in enhancing E-Commerce 

adoption. According to Millita (2011) despite ICT’s importance in creating business 

opportunities, E-Commerce adoption among small businesses in Africa still remains 

very low. The study further mentioned that understanding the reasons for this is very 

important in enhancing SME's business opportunities and increasing SME's 

competitive advantage. Still, the standing literature on E-Commerce adoption 

challenges amongst SMEs in third-world countries had some gaps, as most of them 

do not fully reflect the existing actual situation in Africa. This paper covers the 

previous researches done on barriers of E-Commerce adoption in third-world 

countries, taking Kinondoni District in Tanzania as the case.  

 
 

1.3 Statement of Problem  

SMEs have been among very important drivers of economic development in African 

countries. The study By Kiraka (2013) mentioned that small business constitutes 

about forty percent (40.0%) of all businesses around the world. Also, the study 

mentioned that SME businesses contribute about 60% of the employment rates in 

most of the countries.  According to the United Republic of Tanzania (2013), SMEs 
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contribute about 70% of the national GDP, they constitute about 80% of all 

employments, and also contribute over 80% of manufactured goods output.  In spite 

of the importance of SMEs on economic growth, the performance of SMEs and their 

survival remain very low and questionable among stakeholders (Asiimwe, 2017). 

According to the Ministry of Trade Tanzania (2017) about 60% of the small 

businesses just fail in the first year of their operations.  Several factors have been 

contributing to this; poor saving culture, deficiency of entrepreneurial skills, and 

their incompetence in exploiting new growth opportunities have literally been 

underscored as some of the main factors for the low survival rate (Nangoli et al, 

2013). 

 

Currently in order for businesses to be able to survive in the global market, they need 

to make effective use of Information and Communication Technology. According to 

Kozak (2011) small businesses need to adapt to ICT so that they can effectively 

compete in the market.  SMEs and Corporate Enterprises have been facing a number 

of challenges in their business operations. One of the ways to overcome this has been 

to deploy the use of E-Commerce. By adopting E-Commerce practices, most 

businesses are able to compete in the global market and increase their business 

opportunities (Kardevani, 2013). In order for SMEs to gain a competitive advantage 

over both local and international markets, they need to adopt and make effective use 

of E-Commerce (Awiagah, 2016). Through E-Commerce, the SMEs will enhance 

their marketing strategies, improve their business operations such as payments and 

even distribution of their products (Standing, Standing and Love, 2010). According 

to Ahma (2015) through E-Commerce, SMEs improve their communications with 

their customers and suppliers, and make facilitation of their promotions more 

effective.  

 

Despite these efforts to stimulate E-Commerce, most SMEs in Tanzania have not 

reached the phase of having a fully interactive, transactive or integrated E-Commerce 

capability (Molla and Licker, 2005). Several factors have been linked with poor 

adoption of E-Commerce by SMEs, these factors have been grouped in different 
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areas such as SMEs own characteristics or behaviours, economic factors, legal-

related factors, culturally related factors, and technical and infrastructural factors. 

(Huff and Kelley, 2005).  The study by Kabanda and Brown (2015) and also study by 

Molla and (Licker, 2005) mentioned SMEs own related factors and also surrounding 

factors being the main challenges that make most of the SMEs fail to adopt E-

Commerce in most of the developing countries.  

 

According to the study, the SMEs own related factors that hinder the adoption of E-

Commerce included management of SMEs, level of awareness, financial resources, 

technology, and expertise to adopt and use E-Commerce (Molla and Licker, 2005). 

In addition, factors of the environment that have an effect on the adoption of E-

Commerce among SMEs include ‘government laws and regulations, social 

structures, national policies, technical change and the natural environment that 

directly impact the companies’ (Millita 2011).  According to Green (2013) other 

factors are Technical related factors such as internet security, legal and regulatory 

barriers, and limited use of E-Commerce as an obstacle.  

 

Despite the fact that the various highlighted studies have done an investigation on the 

E-Commerce phenomena in the context of a developing country like Tanzania, not 

even one has presented a theoretical analysis of their findings that is grounded in this 

context. This study dwells into making a thorough assessment of the critical 

impediments facing Tanzanian SMEs in their quest to adopt E-Commerce, and in the 

end, it puts forward strategic propositions that will enlighten policymakers and other 

business practitioners alike on the best ways of mitigating the impediments through 

learning how to prioritize the resources that are available in the country. 
 

1.4 Research Objectives 

The following are the research objectives that guide this study; 

 

1.4.1 General Objective 

This study’s main objective was to assess factors affecting E-Commerce adoption 

among SMEs in Tanzania taking the case of selected SMEs in Kinondoni District in 
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Dar es Salaam Region. 

 

1.4.2 Specific Objectives 

Specifically, the following five objectives governed this study, 

i. To examine to what extent do SMEs economic factors affect adoption of E-

Commerce 

ii. To examine the influence of SMEs own characteristics and behaviours on the 

adoption of E-Commerce 

iii. To evaluate the extent to which the Technical infrastructure affects SMEs 

adoption of E Commerce 

iv. To examine to what extent do Social-cultural factors affect SMEs adoption of 

E Commerce 

v. To examine to what extent do legal factors affect SMEs adoption of E 

Commerce 

 

1.5 Research questions 

The following research questions guided this paper;  

i. To what extent do the SMEs economic factors affect their adoption of E-

Commerce? 

ii. To what extent do the SMEs own characteristics and behaviours affect their 

adoption of E-Commerce? 

iii. To what extent does the Technical infrastructure affect SMEs adoption of E 

Commerce? 

iv. To what extent do Socio-cultural factors affect SMEs adoption of E- 

Commerce? 

v. To what extent do legal factors affect SMEs adoption of E- Commerce? 

 

1.6 Significance of the Study  

The findings of this study are expected to be beneficial to a number of people and 

groups.  
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Due to the change in information technology, globalization and openness in 

marketing, SMEs need to strive to ensure they become highly competent and 

competitive by applying latest technology in doing business to bring a progressive 

impact to their business operations, the stakeholders and the economy at large. These 

organizations need to advance their operations, adopt new ways of conducting 

business in order to strive, survive and continue to remain relevant and competitive 

in the market. The discoveries of this study will be of great importance to SMEs, as it 

will shed some light to the SME operators and owners on the best way to effectively 

utilize the concept of E-Commerce in their business activities to improve sales 

turnover and consequently increase their market shares. Moreover, the expansion of 

the customer base is allowed by online transaction through global market penetration 

due to heightened information access on a global scale, resulting in improved 

business performance, internal efficiency and operations. 

The E-Commerce policies are not well framed, systematized, and put into practice. 

To be able to promote improvement, encourage growth and improve access and 

fairness, it is crucial to have in place an effective policy environment (Ogbu, 2003). 

The study will be useful to the Government and policymakers and other stakeholders 

that monitor or interact with SMEs in one way or the other. This study’s findings will 

make available some resourceful information and will act as a more reliable guide to 

policy makers, regulators and governing bodies. It will enable them to formulate 

adequate policies, rules and regulations that will set suitable ground for SMEs to 

operate efficiently while making sure their business operations are conducted as per 

the required set principles and costs are reasonably priced for the benefit of many. It 

will be a suitable foundation stone of setting a proper mechanism of introducing 

positive changes to the existing structure and E-Commerce models currently in use 

by some small businesses, likewise, it will also improve the manner in which the 

governing policies can successfully and efficiently be implemented. The Tanzanian 

government has had formulated policies on Information and Communications 

Technology named e-procurement and integrated financial and management 

information system. Such policies are the ones in use to govern operations of SMEs. 
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After this research, this paper avails some necessary and insightful information to 

investors in ICT. It will enable them to see and realize what exactly happens to 

SME’s when adopting Information Technology in these countries. Moreover, it 

enables them to recognise the types of investments that are important and of great 

benefit in supporting small business operators and the needed infrastructure for such 

kind of investments. Furthermore, it brings to their disposal an ability to monitor, 

observe, and make a follow up of their investment patterns and emerging regional 

opportunities. 

A great deal of knowledge to society and academicians will be contributed by this 

study. It will cater as a source of secondary data for anybody who might be interested 

in carrying out a research on the factors affecting the adoption of E-Commerce by 

SMEs in Tanzania. Finally, this study serves as a partial fulfillment for the required 

Master Degree in Business Administration - Corporate Management of the Mzumbe 

University.  

  

1.7 Scope of the study 

The study’s scope was based on different SME operators/managers, SIDO officials 

and Ministry of trade officials. In these institutions, the study based on the 

management side and to some slight extent, it also based on their customers from Dar 

es Salaam in Tanzania. Descriptive study design was the basis of the study owing to 

the fact that it describes in granular details information on a particular subject, which 

would have not been possible to obtain using a different type of experimentation.  

Kinondoni District in Dar es Salaam was chosen because of the fact that it is the 

biggest district in Dar ss Salaam, it therefore has quite a significant number of 

Enterprises established there and therefore has a substantial contribution to the 

economy of the country, and furthermore, most of the targeted institutions are based 

in Kinondoni district. Moreover, ease of accessing the required data by the researcher 

also influenced the selection, a very limited time required to have the research study 

completed, as highlighted in this study’s third chapter as well as minimising the 

covering cost for the research. 
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1.8 Limitations and Delimitations of the study 

In conducting the study, some limitations were encountered as follows; 

Limited availability of adequate funds to enable the researcher to conduct this study 

has been among the crucial impeding factors. This forced the researcher to carry out 

the study within Kinondoni District in Dar es Salaam region only. Personal funding 

and support from the family made it possible to have the study conducted 

successfully. 

 

Time also was another limiting factor in enabling to do an in-depth study. The study 

needs quite a lot of time to be able to obtain adequate information from various 

respondents. Owing to that, to be able to ensure mitigation of time limitation, the 

researcher was forced to select the sample and made arrangement of a proper 

schedule to enable each activity to be conducted successfully. 

 

Further, the concept of E-Commerce by SMEs is still new in Tanzania, the researcher 

encountered challenges in getting enough literature references on the subject matter 

to enable him to see what has been done and what the gap is. Very few studies exist 

in which most of them reflect other African countries’ situations and not Tanzania’s. 

The researcher made efforts to review different reports from different institutions for 

referencing purposes; however, the study largely relied on primary data rather than 

secondary data. 

 

Lastly, due to the nature of the study some of the respondents were not willing to 

give out some of the information fearing the issue of marketing and competition, 

although the researcher tried to explain to them about the importance of this study 

and assured them of the highest level of confidentiality that revolve around this 

study. 
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1.9 Organization of the study 

This paper has been categorized into six chapters; the first chapter covers the 

background of the study, followed by Statement of the Problem, general and specific 

objectives, Research questions, Scope of the study, and rationale of the study. 

Chapter two highlights the literature review that reveals meaning of the key terms, 

empirical review, theoretical review, research gap and conceptual framework.  

 

The methodology has been presented in the third chapter of this dissertation report, 

which presents the type of the study, area of the study, study population, sample size 

& sampling techniques, types & sources of data, and data analysis methods. Chapter 

four will later present the findings that have been analyzed after conducting data 

collection.  

 

Chapter five unveils the discussion of the findings, the literature review and research 

objectives. Chapter six lays down the conclusion of the study and policy implication.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This is a chapter that gives a summary of the reviews of literature related to the 

study. First, it outlines the crucial thoughts as used in the study, and then it provides 

the theoretical & empirical reflections and the developed conceptual framework that 

guide the study. Furthermore, the research hypotheses derived from the developed 

objectives are presented in this particular chapter. 

 

2.2 Definitions of Concepts  

This part expounds the meanings of the various crucial terms as used in the study. 

The discussed thoughts include SMEs and E-Commerce. Moreover, the relationships 

between variables are detailed in this section. 

 

2.2.1 Small and Medium Enterprises 

There seems to be no a universally accepted definition of Small and Medium 

Enterprises since this concept elaborates to what level a particular country has 

developed (United Republic of Tanzania; 2003). However, the most frequently used 

pointers while defining micro and small enterprises are the capital amount invested, 

employee headcount, and the volume of sales (Mobility & Shindig, 1999). In some 

cases, another measure, namely type of management and administration, is usually 

used (Rwanshane 2000).  

 

According to Tanzania SMEs development policy (2002)1 The SMEs terminology is 

used to imply micro, small and medium enterprises; and would thus sometimes be 

referred to as micro, small and medium enterprises (MSMEs). The SMEs 

encompasses non-farming economic undertakings, mainly mining, service provision, 

manufacturing, and commerce. In Tanzanian context, micro enterprises refer to those 

enterprises that engage up to four people, who turn out to be family members in most 

                                                 
1 Available at https://www.mit.go.tz/uploads/documents/sw/1455890063-SME-

Development-Policy.pdf retrieved on May 30, 2020 

https://www.mit.go.tz/uploads/documents/sw/1455890063-SME-Development-Policy.pdf%20retrieved%20on%20May%2030
https://www.mit.go.tz/uploads/documents/sw/1455890063-SME-Development-Policy.pdf%20retrieved%20on%20May%2030
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cases, those enterprises investing capital that amounts up to Tshs. 5.0million. Most 

micro enterprises are within the informal sector category. Small enterprises are 

typically formal endeavors engaging between 5 to 49 personnel or with an invested 

capital ranging between Tshs.5 million and Tshs.200 million. On the other hand, 

Medium enterprises usually consist of between 50 to 99 personnel, or employ a 

capital investment of between Tshs.200 million and Tshs.800 million. 

 

Yukomuyo (2012) says that in a Japanese context enterprise are regarded as micro 

and small after looking at their main activity, the capital that has been employed, and 

the employee headcount. In the service sector and retail for example, the amount of 

invested capital is usually up to 10 million Yen with 50 personnel as the maximum 

number of employees.  For the purpose of this study, the researcher has adopted the 

definition of SMEs from the Tanzania’s SMEs development policy, which 

categorises SMEs in the following manner; enterprises that engage up to 4 personnel 

with an invested capital of not more than Tshs 5.0 million are regarded as micro 

enterprises, whereas enterprises that involve between 5 and 49 personnel and a 

capital investment that lies in the range of between Tshs. 5 million and Tshs. 200 

million are considered as small enterprises. On the other hand, a medium enterprise 

is any undertaking that has an employee headcount of between 50 to 99 and with a 

capital investment of up to Tshs. 800 million.  

 

2.2.2 E-Commerce 

Scupola (2012) defined E-Commerce as the interchange and interactions between 

information technology and the use of information technology in doing commercial 

transactions in which electronic communication networks play a role of linking 

business stakeholders (suppliers and customers normally). With E-Commerce 

systems and platforms in place, be it Internet based or any other related mechanism, 

has totally changed the way enterprises and organizations communicate with 

customers and do business. 
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According to Millita (2012) E-Commerce does not imply selling and buying through 

electronic means only, but rather covers all other related activities that are aimed at 

supporting sales, and these could be from scope of information related to the product 

to the actual selling and buying of products and services. Electronic Commerce refers 

to all value transactions involving the transfer of information, products and services 

or payments via electronic networks. Electronic commerce organizations redefine 

their products, processes and business models by using technology to change the way 

products are conceived, marketed and delivered (Chaffey, 2009). E-Commerce relies 

heavily on technology such as internet marketing, electronic funds transfer, online 

transaction processing, supply chain management, electronic data interchange (EDI), 

inventory management systems, and automated data collection systems. Electronic is 

generally presumed to indicate a medium or platform that incorporates the use of 

Information Communication Technologies (ICTs). 

 

2.3 Theoretical Perspectives: 

This is a section that provides the guiding theories for this study. It shows the way 

the theoretical perspective was guided, by both, general and specific theories.  

 

2.3.1 General Theories 

This section puts forward a detailed review of the factors that affect adoption of E-

Commerce by SMEs. Moreover, it also provides facts regarding the rationale behind 

different factors that have been identified to be crucial in facilitating adoption of E-

Commerce by SMEs. 

 

2.3.1.1 Categories of E-Commerce 

According to Turban et al, (2008), there are three core actors in this area i.e. 

businesses, individual consumers and governments. The three actors are used to 

categorize E-Commerce into different categories (ibid). the following are the types of 

E-Commerce among businesses: 
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Business to Business (B2B)  

Business-to-business is the first group of Electronic Commerce category. This 

category of E-Commerce involves the transactions taking place between businesses, 

in which one can be the buyer and the other one the seller, or both of them being 

either buyers or sellers. This type of E-Commerce involves, mostly, high advanced 

level of transactions, using technologies such as websites, emails, newsletters, and 

other advanced means of electronic operations in performing their business 

operations (Van et al, 2003).  

 

Business to Consumer (B2C)  

Business-to-consumer is another form of Electronic Commerce where a business 

directly interacts with its customers. Under this mode of Electronic Commerce, the 

business always sells its product directly to the customers, in the process of its 

operations, the business is also trying to create good relationships with its customers 

and ensuring that its brand is strongly built among the society (Andam, 2003). 

 

Consumers to Business (C2B) 

Consumer-to-business is another model of Electronics Commerce, in which 

individuals have products and services that they can offer for sell to businesses that 

are prepared to purchase. The transactions in Consumer-to-Business (C2B) 

Electronic Commerce model involve what is termed as reverse auctions, which 

enables consumers to drive transactions (Andam, 2003). 

 

Consumer to Consumer (C2C) 

Consumer-to-Consumer business is an Electronic Commerce model of business 

where by the consumers do transactions to one another. In this model, there is one 

market where the consumers are connected together, and can sell their products 

amongst themselves. Divisions of Alibaba, eBay, OLX, Craigslist are great examples 

of Consumer-to-Consumer businesses that have created conducive platforms to 

enhance interactions between customers. Other famous social networking platforms 

like Twitter, Instagram, and Facebook, just to mention a few, all fall under this 
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category. The details of social media and facilitate his kind of the business highly in 

recently environment. The focus of this has been online transactions using the B2B, 

B2C and C2B models. 

 

2.3.1.2 Effective E-Commerce adoption among SMEs  

To define ICT adoption level and use in a firm, Martin & Matlay (2001) put forward 

a framework named the “Adoption Ladder” to place firms in a five-step ladder. The 

ladder is used to measure ICT adoption level in two dimensions; the benefits to the 

business and the degree of sophistication and change in an organization. The ladder 

framework with the most fundamental level, that is e-mail, then continues to website, 

E-Commerce, E-Business, and transformed organizations. 

i. E-mail – this is the lowest level and it involves electronic mail transfer 

communication with your staff and other stakeholders outside the company.  

ii. Website – this is another form where important information and other marketing 

activities are communicated, and shared through websites. 

iii. E-Commerce – E-Commerce is the third level, whereby payments and some of 

transactions are done online. 

iv. E-business – this is a more advanced level, that involves a high level of 

integration of E-Commerce and functions of the company. Technical support is 

an important aspect in this. 

v. Transformed organizations – this is the highest level or most advanced level of 

sophistication where all day-to-day business activities of the company, such as 

operations, payments and management, completely use the internet.  

 

Now from the above framework, it shows that organizations always move from the 

lower level to the highest level. SMEs usually start from the low level to high level; 

however, most of them end in between the second and third level (Martin & Matlay, 

2001, p. 400). 
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Figure 2. 1: E-Commerce adoptions level among SMEs 

 

Source: Technology Push Model (Zappala, 2006) 

 

The adoption level is one of the most widely used technology push-models (Zappalà 

& Gray, 2006). It describes a sense of technological progression in a very direct and 

easy to understand way. Therefore, this framework is very useful and simple in 

describing stages of ICT adoption among SMEs from all levels. The original model 

is developed based on Western world standards, thus ensuring steady power supply 

among other things. This study also adopted it on the adoption model of the analysis. 

 

Other authors such as Milita (2012) and Nyamsogoro et al., (2010) also used this 

framework to map how enterprises are positioned in regards to ICT adoption, based 

on these levels. Mpofu et al. (2013) wrote in their article that there are “notable 

differences in the level of organizational readiness and stages of ICT adoption” 

(Mpofu et al., 2013). Kilangi (2012) concluded that majority of SMEs in Tanzania 

had adopted basic level of ICT which includes e-mail and websites through which 

some of them receive booking inquiries (Kilangi, 2012). Moreover, this seems 

coherent with the research that others have conducted and suggested that due to level 
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of development, most of SMEs in developing economies are at first and second level 

of economy, where more advanced levels of ICT are not very desirable or possible 

due to barriers (Kilangi, 2012). 

 

2.3.1.3 E-Commerce  adoption determinants among SMEs 

Several factors in regards to challenges facing SMEs in adoption of electronic 

Commerce have been categorized into four groups; namely Economic Factors, 

Technical Factors, Social-cultural Factors, and Legal Factors. 

 

Economic Factors:  

Economic factors these are factors that are related to economic status of SMEs in 

regards to adoption of Electronic Commerce. The cost of adoption, the maintenance 

fee, the mistakes as a result of not having experience, which results into a cost, are 

some of the economic factors that hinder SMEs from adopting E-Commerce. The 

price of the products online, which is perceived to be very low and hence affecting 

the decision of the business operators to place their products online, is also 

considered to be another economic factor. According to (Tasabehji, 2003), other 

economic factors include Labour cost associated with creation, processing, 

distribution, storage, and retrieval of information stored in papers, and identification 

of and negotiation with prospective customers, plus maintenance of the E-Commerce 

systems. 

 

The technical factors 

These are all factors that are related to technical issues that the small businesses 

experience and thus hinders them from adopting E-Commerce. The technical factors 

relate to technical infrastructures, accessibility of the networks, stability of the 

networks, and other related systems to enhance Electronic Commerce adoption 

among small businesses. In addition, security of electronic Commerce systems is 

another technical factor that hinders adoption of Electronic Commerce among small 

businesses. The study by Grandon (2004) revealed that most of customers fear 
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adopting Electronic Commerce due to security of their financial transactions, this is 

similar to the mindset of small and micro Enterprise owners. 

 

Socio-cultural factors 

Socio-cultural factors are those that relate to the society and culture in which SMEs 

operate, and are considered to be hindering them from adopting Electronic 

Commerce. The perception of Electronic Commerce amongst users and business 

operators, and the level of awareness in the society, are among the factors affecting 

e-commerce adoption by SMEs. Several studies have found cultural barrier to be 

among the challenges that most of SMEs are facing and it discourages them from 

adopting E-Commerce. Awareness level in regards to E-Commerce among societies 

is very low in a way that people do not know the importance of Electronic 

Commerce in business operations. This makes it even more difficult for businesses to 

think of adopting E-Commerce.  

 

Legal factors 

These are all factors that are all related to legal issues that affect SMEs quest to adopt 

E-Commerce; they include things like cybercrime and intellectual property laws. 

They are also related to all other existing laws and regulations that control E-

Commerce, and have an impact on SMEs attempts to adopt E-Commerce. Likewise, 

Taxation policy factors also fall under this category. Studies by Manuel (2012) and 

Zhang (2016) have indicated that a huge number of SMEs who have business 

operations in third world (developing) countries are affected by these factors since 

most of the laws and policies in relation to SME operations are outdated and not in 

favour of the SMEs. 

 

2.3.2 Specific Theories  

These are logical sets of propositions established from existing empirical facts. The 

following models and theories will guide this study;  
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2.3.2.1 Technology Acceptance Model (TAM)  

Technology Acceptance Model, which was established by Davis (1989) is among the 

utmost research models that are used to forecast use and how much acceptable 

information systems and technology are to individual users. The model (TAM), has 

been extensively studied and tested by various studies that have attempted to 

examine individual technology acceptance behaviour in different information system 

theories. TAM model presents two factors that are pertinent to computer use 

behaviour, the perceived usefulness and perceived ease of use. TAM study, explains 

perceived usefulness as the potential user’s probability that using a specific 

application system will improve his working performance (Surendran, 2012).  

 

The degree in which it is likely for a user to expect the system will lessen the effort 

describes the simplicity perception as pointed out by Davis (1998) when he talked 

about external variables influenced ease of use. This study informs the current study; 

in order to examine adoption of E-Commerce among SMEs, this study has adopted 

variables used on TAM model and the theoretical concept of use behaviour.  
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Figure 2. 2:  Technology acceptance model 

External 

Variables

Perceived 

Usefulness 

(U)

Perceive Ease 

of Use 

(E)

Attitude Toward 

Using 

(A)

Behavioural

Intention to Use 

(BI)

Actual System 

Use

 

Source: Davis, (1989) 

 

2.3.2.2 Extended Technology Acceptance Model (TAM2) 

(Venkatesh and Davis, 2000) suggested a new type of TAM, named TAM2 which 

introduced additional variables to the already existing model. TAM2 presents two 

factors that are relevant to computer use behaviour, perceived usefulness and 

perceived ease. TAM study, states perceived usefulness as the potential user’s 

likelihood that using a certain application system will improve his working 

performance (Surendran, 2012). In addition, TAM explains that the degree in which 

it is likely for a user to expect that the system will lessen the effort describes the 

perceived ease of use as pointed out by Davis (1998) in the ease of use influenced by 

external variables.  Adopted from TAM, TAM2 model presents variables that have 

triggered the researcher’s interest in this study, which are meant to substantiate an 

increase of E-Commerce adoption among SMEs and the associated relationship. 
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2.3.2.3 Innovation Diffusion Theory  

Diffusion of innovation is a theory that pursues to explicate how, why, and the rate at 

which technology and new ideas spread. E.M. Rogers developed the theory of 

Diffusion of Innovation (DOI) in 1962. According to the theory, an innovation refers 

to anything that is perceived to be new, such as an object, a practice or an idea, either 

by an individual or by a unit of adoption. Peterson and Mahajan (1985) gave a 

description of diffusion of innovation to be the process that it takes to converse 

innovation through specific means for a certain period of time between particulars of 

social arrangements. 

 

Rogers (2003) describes the patterns of adoption of technology, the used mechanisms 

and a prediction of whether the new invention will be successful and to what extent it 

will be successful. The theory further explains how over a certain duration, 

technological innovations get to be communicated through particular conduits among 

members of a particular social system. It was noted how mobile technology like the 

internet and mobile banking systems have been accepted by SME operators and their 

consumers, and how successful they have been. Servic (2004) made an observation 

that not all inventions are easily accepted, no matter how noble they may be. It 

sometimes takes long for its adoption to finally take place. Not all innovations are 

implemented by SMEs, no matter how good they may be. Various factors determine 

adoption and implementation (Rogers, 2003). A new technology will be accepted by 

SMEs when perceived to be beneficial. 

 

The model is suitable for this study, for it considers the nature of most of SMEs 

where by most seem to be service providers and not business oriented. Now 

considering the changes in marketing and ICT, these organizations need to be 

versatile enough for them to be very effective and able to compete in international 

markets.   
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2.4 Empirical Studies 

Factors that affect adoption of E-Commerce among SMEs have been addressed by 

different literatures. In the below part different scholars’ literatures on adoption of E-

Commerce by SMEs are elaborated.  

 

The study conducted by Mauricio (2008) ‘New business model for small and 

Medium Enterprises in Colombia’ found out that most technology adoptions are 

based on individual preferences and not organizational strategic decisions, because 

their owners directly manage the SMEs. (Mureithi, 2000) found out that one of the 

challenges facing the adoption of the E-Commerce is the fact that the internet is 

widely distributed and accessible in big towns, and poorly accessible in rural areas. 

The study further mentioned that, SMEs face a lot of challenges in their quest to 

adopt E-Commerce, especially those in rural areas. As per the study’s findings, most 

of the SMEs do not go with the same speed as the revolution in Information and 

Communication Technology, as a result they always lag behind and fail. 

 

OSAA, (2013) also did a survey on SMEs in the global market in India using survey 

on 6 public institutions in Delhi. The study distributed the internet adoption barrier 

into two groups, including SMEs internal and external barriers. According to the 

findings of this study, the internal challenges include staff qualifications, securities 

among the users, and nature of the products that companies deal with. The study 

further mentioned external barriers such as level of awareness, accessibility of 

internet, cost and support from the government, legal framework, and Tax related 

factors.   

 

The study by Ploch (2010) on “The E-Commerce situation among SMEs in 

developing economies using descriptive design, found out that among the challenges 

facing SMEs on adoption of E-Commerce are level of awareness on the importance 

of E-Commerce, how to adopt, and the technical competence among SME operators. 

The study further explains other barriers such as acquisition cost, confidence on the 
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use of ICT by business operators, security on E-payments systems, and some of the 

rules and regulations that are in place.  

 

Bharati and Chaudhury (2006) carried out a study in the US and alluded that, firm 

size 

has a major impact on the kind of technology employed, arguing that large firms 

have a high propensity to adopt quality systems due to their size and the amount of 

resources they have, unlike small firms which are challenged by unavailability of 

sufficient resources. Size of the firm is also a major aspect in determining external 

expertise advice, with the smallest firms least likely to seek external advice. The 

study further mentioned that E-Commerce adoption is more credible in larger firms; 

the size of the firm determines the implementation of advanced technology, 

depending on the cost and risks of innovative activity in relation to existing 

techniques. 

According to Nkhoma, (2004) who analyzed the relationship between ICT 

development and SMEs development in developing countries revealed that in most 

cases most of SMEs lack the necessary technical capability, making it the main 

reason for failure to adopt E-Commerce among SMEs. According to the study, there 

is low computer literacy among SME operators, and hence most of them are not 

capable of adopting E-Commerce. In addition, the study mentioned that most of the 

operators are concerned about the acquisition and maintenance costs associated with 

E-Commerce adoption. Furthermore, the negative perception among users is another 

factor mentioned in the study, plus infrastructure problem. The study also mentioned 

low level of awareness of technology and absence of enabling environment to be 

other contributing factors having a negative impact on E-Commerce adoption 

readiness. 

The article by Green (2015) titled “Linkages and Connections: A Framework for 

Research and Information and Communication Technologies” revealed that lack of 

competence in the use of ICT is the main contributing factor to poor adoption of E-
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Commerce among small businesses. The study by Siskia (2012) found that the 

influence of technical support and computing skills are the main reasons for the low 

level of adoption of E-Commerce among SMEs in most developing countries. 

Similarly, lack of staff expertise and commitment affect E-Commerce adoption by 

small businesses. The study further explained that this is the case because ICT is new 

and needs expertise and competence, in which most business operators do not have. 

The study further added that SMEs need to hire experts to take them through E-

Commerce adoption so as to familiarize them with everything that it takes to have 

everything up and running, and clear all their doubts regarding the technology.   

Moreover, the study by Akomolafe (2008) on Challenges of E-Commerce among 

small businesses, found that most of developing economies have resource challenges, 

such as capital, time management, and skills when it comes to adoption E-

Commerce. The study further found a negative perception among users, passion in 

using E-Commerce, perceived high operational cost, and security on the transactions 

to be another set of hindering factors on the adoption of E-Commerce among SMEs. 

Furthermore, the study revealed that high cost, lack of skills, and management 

challenges are also factors that significantly impact E-Commerce adoption among 

SMEs. 

 

2.5 Conceptual Framework for the Study 

Conceptual framework is a theorized model, which describes the relationship 

between variables under the study; these variables are dependent and independent 

variables of the research objectives and sometimes even intervening variables, if any. 

Additionally, a conceptual framework is a set of broad ideas and principles taken 

from relevant fields of enquiry and used to structure a subsequent presentation 

(Kombo and Tromp, 2006). Moreover, Kothari (2008) expressed that conceptual 

framework depicts the relationship between dependent and independent variables. 

Thus, conceptual framework of this study will explain organization performance as 

the dependent variable and training and development, human resource planning, 

staffing system and recruitment and selection as independent variables. The factors 
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that affect adoption of E-Commerce among SMEs is the basis of the conceptual 

framework in this study. 

 

The framework of the study designates four independent variables, namely SMEs 

economic factors, SMEs own characteristics and behaviour, Technical infrastructure 

and Socio-cultural and Legal factors as they have a relationship with one dependent 

variable, i.e. SMEs adoption of E-Commerce. The underlying hypothesis is that, how 

SMEs adopt and implement E-Commerce is directly affected by these variables. 

 

Figure 2. 3: Conceptual Framework of the Study. 

 

 

Source: Researcher’s Own Developed Model (2020) 
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From the developed conceptual framework, the SMEs economic factors include 

financial resources available, cost justification to implement E-Commerce, the 

accessibility of internet to both buyers and sellers, which will be highly determined 

by the cost of internet access, and the cost of operating and maintaining E-

Commerce. The framework also mentions SMEs characteristics that seem to highly 

affect SMEs in adopting E-Commerce; these include perception of owner towards 

technology, management support for medium enterprises, technological competence, 

perceived security in E-transactions, and nature of the products involved. These 

factors in one way or another affect adoption of E-Commerce among SMEs.  

 

Furthermore, the study framework indicates that access to internet, confidentiality of 

customer information and their transactions, power supply, reliability of E-

Commerce among users, and technical support available as the technical 

infrastructure factors that seem to affect the adoption of E-Commerce by SMEs. 

Lastly, the social-cultural and legal factors, which include Government support, 

intellectual property, Taxation policy in relation to E-Commerce, level of E-

Commerce awareness and the interactions available between buyers and sellers as 

factors affecting adoption of E-Commerce among SMEs. The factors are considered 

to be the independent variables, and they affect E-Commerce adoption, which is a 

dependent variable. 

 

On the side of E-Commerce, according to the conceptual framework, it can be of 

different types as indicated above, and as described in the theoretical literature 

review of the study. It follows that, E-Commerce to SMEs interaction can be either 

business to business (B2B), which means SMEs sell products to another SMEs, or 

Business to Customer (B2C) whereby SMEs sell products directly to customers; or 

Customer to Business (C2B) where by customers can sell products to SMEs, and also 

Customer to Customer, although this will not be very much covered in this study. 
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2.6 Research hypotheses 

Based on the model above, 4 hypotheses have been developed to guide this study as 

follows; 

H1; There is a significant relationship between the SMEs economic factors and 

SMEs adoptions of E-Commerce 

H2; There is a significant relationship between the SMEs own characteristics and 

behaviour and SMEs adoption of E-Commerce 

H3; There is a significant relationship between the technical infrastructure factors 

and SMEs adoption of E-Commerce 

H4; There is a significant relationship between Socio-cultural & legal factors and 

SMEs adoption of E-Commerce 
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CHAPTER THREE 

RESEARCH DESIGN AND METHODOLOGY 

3.1 Introduction 

Chapter three presents the design of the study and elaborates on how it was 

conducted. The Research methodology contains the area of the study, the source of 

data, the research paradigm, the study population, the research design, and the 

manner in which data has been collected during the study. It also describes the 

sampling frame, sample size, the sampling procedure, and the data collection 

procedures. In the end, the research methodology describes the methods that have 

been put into use to analyze, both, qualitative and quantitative data under the study, 

together with the consideration for reliability and validity of the presented data. 

 

3.2 Research paradigm and philosophy 

Hair (2005) suggests that research paradigm consists of three types, namely 

interpretive, realism, and positivism (Mcnabb 2007). In this study the researcher has 

used positivism research paradigm owing to the fact that it banks on, both, qualitative 

and quantitative data, which are considered to be more reliable. According to Hair 

(2005), positivism adopts a distinct structure in studies and discussions. It is believed 

this helps in reducing the research breadth and hence resulting into reduced variances 

of data and severe changes in variables, thus making hypothesis testing and the 

whole study more accurate.   

 

3.3 Research Design 

Cooper & Schindler, (2008) defined research design as the master plan for a 

researcher to investigate the objectives and obtain answers to the proposed research 

questions. This systematic process allows a researcher to properly formulate research 

questions and find an appropriate data collection method that will assist in answering 

research questions that in the end will provide research outcomes of the study. 

Research design consists of five different types, i.e. correlation, cross-cultural design 

(ibid), descriptive, case study, and experimental. In this study, the researcher has 

adopted the descriptive study research design and also inferential analysis because it 

relies more on examining independent variables’ effect on dependent variables of 
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this study. The researcher’s need to establish a comparison of SME operations 

among those selected has also influenced the selection. 

 

In a similar manner, the researcher had put a consideration for the research approach 

to be taken in conducting the study. Kombo (2006) suggests three approaches of 

conducting research; a quantitative approach, a qualitative approach and a mixed 

approach. For the purpose of this study, the researcher opted for a mixed research 

approach, for it combines both, quantitative and qualitative research approaches.  

 

3.4 Area of the Study 

Selection of the study area is of paramount importance, for it has a significant level 

of influence on data collection and consequently the results of the study. Selection of 

the study area has to be done carefully because it ought to reflect the true picture of 

the entire population. In this study, the researcher selected Kinondoni District, in Dar 

Es Salaam region, as his area of the study because of a number of factors; first, it is 

because the district hosts quite a large number of operating SMEs, secondly, most 

important institutions that deal with or whose decisions have a direct impact on SME 

operations are based in Kinondoni district, and lastly, ease of accessing the required 

data by the researcher.  

  

3.5 Sampling Design 

Sampling design refers to the details of how a researcher has planned to conduct a 

particular research, (Kothari, 2010). A sampling design usually consists of the 

following; a sampling unit, a sampling frame, a sample size, and a sampling 

technique. 

 

3.5.1 Sampling Unit 

As per Churchill and Brown (2007) a sampling unit represents a set of particular 

elements that are always considered when selecting a study sample. In this study, the 

sampling units were SMEs managers, SIDO and Ministry of trade officials who deal 

directly with activities that interact with the operations of SMEs. 

 



 

30 

 

 

3.5.2 Sampling Frame 

In statistics, a sampling frame is the source material or device from which a sample 

is drawn. It is a list of all those within a population who can be sampled, and may 

include individuals, households or institutions (Nachimias; 2002). In this study the 

sampling frame includes consists of Ministry and SIDO officials, day-to-day 

operators/managers of SMEs, and other stakeholders. 

 

3.5.3 Sample size 

Sample size denotes the number of selected elements from the total population to 

construct a required sample (Kothari, 2008). Due to the fact that the research 

population is significantly large, collecting data from all respondents in the 

population was not going to be an easy task to accomplish, hence the researcher 

opted to select a sample to represent the whole population of the study. In this regard, 

this study involved a sample size of 110, of which 5 were Ministry Officials, 5 SIDO 

Officials, and the remaining 100 were SME operators/managers. Below is Table 3.1 

that puts forward the study sample summary, highlighting how many respondents 

each organization contributed. 

 

Table 3. 1: Summary of the Sample Size 

No Source of Data Total Respondents 

1 SME Managers 100 

2 SIDO Officials 5 

3 Ministry Officials 5 

 TOTAL 110 

Source: Own Developed (2020). 

 

3.6 Sampling Technique 

Millita (2012) explains sampling technique as the process of selecting a 

comparatively small number of elements from a bigger group of defined elements, 

expecting to gather relevant information from the small group that would augment 

judgement on the bigger group. Furthermore, Cooper & Schindler (2001) suggest 
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that sampling frame consists of a list of elements that closely relate to the population, 

and from which a researcher can draw a sample for the study. To be able to draw the 

required sample population for this study, the researcher chose to use a probability 

technique; whereby a stratified simple random sampling technique was employed in 

selecting SME operators/managers, while for selection of SIDO and Ministry 

Officials, a purposive selection technique was used owing to the nature of their work, 

and their experiences in relation to SMEs and E-Commerce. 

 

3.7 Sources of Data Collection 

Putting the nature of the study into consideration, data collection was done from 

both, primary and secondary sources. 

 

3.7.1 Primary Data 

According to Saunders (2007) explain that the data that is initially collected for a 

current particular study, and is used for the first time and this study is regarded as 

primary data. This type of data is usually collected directly from respondents through 

interviews or by using questionnaires, which can be either structured or unstructured. 

In this study, the researcher made use of questionnaires to obtain respondents’ views 

regarding different factors and their effect on SMEs decision while considering 

whether to adopt E-Commerce or not.  

 

3.7.2 Secondary Data  

According to Churchill and Brown (2007) data that is collected from other materials, 

is known as secondary data. This is the type of data that has not been collected 

specifically for the present study, but it is rather gathered through reading various 

other materials related to the subject under study, and it can be, either published or 

unpublished data. In this study, the secondary data that was used was gathered from 

various SME reports, publications related to factors that affect adoption of E-

Commerce by SMEs, institutional and online materials related to the subject matter 

under study. Some of the report reviewed includes A structuration analysis of Small 

and Medium Enterprise (SME) adoption of E-Commerce: The case of Tanzania, 
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Adaptation and Barriers of E-commerce in Tanzania Small and Medium Enterprises 

by Ndyali (2013) and also A Review of the Uprising of Ecommerce among SME’s in 

Tanzania by Makondo (2015) 

 

3.8 Data Collection Methods 

This study employed a mixture of two methods of data collection, namely 

questionnaires and in-depth face-to-face interviews. 

 

3.8.1 Questionnaires 

Millita (2012) explains this to be among the tools that are used to do the actual 

collection of data, and they could actually be either structured or unstructured. In this 

study, the researcher opted for structured questionnaires containing both, open ended 

and closed questions, all aimed at ascertaining the various factors that affect adoption 

of E-Commerce by SMEs. Questionnaires were used to collect data from all SME 

business operators. The reason the researcher decided to use the questionnaire 

method is the fact that it enabled him to gather a lot of data at once, (Mathers, 2009). 

 

Researcher developed structured questions with closed ended questions that allowed 

respondent to choose from a set of scale points. Likert-scale was used to measure the 

scale points from which the researcher asked respondents to indicate the extent to 

which respondents either, strongly agree, agree, neither agree nor disagree, disagree 

or strongly disagree, with a follow up series of statements on a given variable.  

 

3.8.2 In-depth Interviews 

The exhaustive interviews that were conducted involved face-to-face approach of 

discussions, in which a full liberty of expressing their views was granted to all 

respondents based on the questions directed to them by the interviewer. The 

interviews were done while taking all precautions considering the presence of Covid-

19 disease in the country and across the world. As for SIDO and Ministry officials 

who are directly involved with activities and programs that are directly involved with 
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SME operations, the interviewer conducted some interviews with all involved 

officials based on availability of time of each official.  

 

3.9 Data Analysis and Interpretation  

In this study, the analysis of the data has been achieved by using a statistical package 

known as SPSS, short form for Statistical Package for the Social Sciences. In order 

to ensure respondents’ consistency, and logical completeness, analysis of the data 

involved the tall of the frequencies and the percentages from all respondents. 

Likewise, to ensure the collected data is valuable, valid and reliable, before coding 

the data onto SPSS the researcher did a data cleaning exercise whereby some of the 

data was edited and some completely removed. Once a clean set of reliable data was 

established, it was then coded onto SPSS ready for analysis, which was then 

conducted both qualitatively and quantitatively.  

 

The researcher has employed both, logical and content analysis in analyzing the 

qualitative data. Furthermore, the analysis of qualitative data also employed thematic 

analysis and Nvivo in some cases. In order to be able to determine the respondents’ 

proportions per variable, the researcher made use of frequencies and simple 

distribution. The researcher has also employed Multiple regression analysis to test 

variable relationships for every hypothesis, in which the researcher accepted the null 

hypothesis if it shows a positive correlation. Descriptive statistics was used which 

includes mean and standard deviation for objective a, b and c and the findings 

summary were tabulate and put in charts. To ascertain and make an analysis of the 

extent at which SMEs are using E-Commerce, the researcher used percentages and 

frequencies. The study further applied inferential statistics: The following multiple 

regression model was used.  
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Y=a0+x1a1+x2a2+x3a3 + x3a3+e 

Whereby:  

Y= E-Commerce Adoption 

 X1=Economic factors 

 X2=SMEs Characteristics and behaviours 

 X3= Technical infrastructure  

X4= Socio-cultural and Legal factors 

a0=constant  

a1, a2, and a3 are parameter for estimation e = error term 

 

3.10 Reliability and Validity of Data  

This section elucidates how the researcher made sure the collected data was valid and 

reliable: 

 

3.10.1 Reliability of Data 

Data reliability present how similar data resulted or provide consistent results if used 

by different researcher (Joppe, 2000). The researcher ensured the reliability of all the 

collected data by being keen with the corrections. This was significant in making 

sure that they do not differ, if lately used by another person. Furthermore, this study 

adopted the Cronbach Alpha test for testing the reliability of the collected data. The 

summary of the findings are presented in a tabular form as shown below. 

 

Table 4. 1: Reliability test  

Reliability Statistics

.945 20

Cronbach's

Alpha N of Items

 

 Source: Field Data Analysis (2020) 

 



 

35 

 

 

From the reliability table 4.1 above, the analysis indicates that the data resulted into 

Cronbach alpha test values of 0.945, which is above 0.7. According to George & 

Mallery (2003), the score of 0.70 or higher in order shows a high level of 

consistency, this means if another person uses the data, there is a possibility of 94.5% 

revealing similar results.  

 

3.10.2 Validity of Data 

Data validity is another important aspect that the researcher needed to consider while 

performing the study and collecting data. In testing the reliability of the data for the 

study, it disclosed that the data is valid by 100%. Table 4.2 below summarizes the 

results of the findings; 

 

Table 4. 2: Validity test 

Case Processing Summary

100 100.0

0 .0

100 100.0

Valid

Excludeda

Total

Cases

N %

Listwise deletion based on all

variables in the procedure.

a. 

 

Source: Field Data Analysis (2020) 

 

In the quest to ensure the validity of the collected data for the present study, the 

researcher reviewed all the questionnaires before they were given to the respondents. 

Thereafter, the pilot study were conducted using formulated questionnaires and the 

researcher checked how the respondents filled in the questionnaires; the researcher 

then checked all unfilled questions and asked the respondents why they had not filled 

some of the questions. Those questions that were not clear were cleared and 

rechecked again with respondents to confirm their clarity. After ensuring all the 

questions are clear and valid, all the questionnaires were given to the selected 
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respondents and then data was collected. Thereafter the coded data was coded back 

to SPSS ready for analysis.  

 

3.10 Ethical considerations 

The researcher considered issues on ethical considerations in conducting the research 

concerning factors affecting SMEs adoptions to E-Commerce. Researcher had 

consulted the SMEs operators and mangers for the SMEs operating in Kinondoni Dar 

es Salaam in collecting relevant information regarding the research study. 

Respondents were requested to give accurate information on the subject and no bias 

were done in selecting respondents. The research objectives of the study were clearly 

explained to the respondents, in which they agreed to participate by providing some 

crucial information on the academic paper.  

 

Also, to guarantee data confidentiality the researcher requested for the data collection 

approval from the university and the approval was granted by Mzumbe University, 

Dar es Salaam Campus College, the approval was also given to the respondents for 

their approval. 
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CHAPTER FOUR 

DATA ANALYSIS AND DISCUSSION OF FINDINGS 

4.1 Introduction 

This chapter presents the analysis of the collected data. Apart from analysis of the 

data, the chapter also presents the discussion of the findings. The data that was 

analysed was collected to assess factors affecting E-Commerce adoption by SMEs in 

Tanzania, taking the case of selected SMEs in Kinondoni district, in Dar es Salaam. 

More specifically, the study examines the influence of SMEs economic factor, SMEs 

own characteristics and behaviour, Technical infrastructure and the extent to which 

the Socio-cultural and Legal aspects affect SMEs adoption of E Commerce. 

  

In order to ensure good arrangement of this section, the chapter has been categorized 

in three main parts, the validity of the data collected, the characteristics of the 

respondents, and lastly, the discussion and analysis as per the research objectives.  

 

4.2 Characteristics of the respondents 

The researcher selected respondents from SMEs operating in Kinondoni district in 

Dar es Salaam. Since the study involved SMEs and adoption of E-Commerce, then 

the researcher selected respondents who have come into contact or practice business 

activities that in one way or the other interact with some kind of E-Commerce 

systems.  The researcher checked on the demographic characteristics of the 

respondents, which include their Education level, Age, Nature of business, for how 

long have their business operations been operational, and their genders. This was 

very important, for it enabled a clear understanding of how valid and reliable the 

collected data is. 

 

4.3.1 Age of the respondents 

The age of the business operators/managers is very important to be analysed because 

it helps to know the kind of respondents that have participated in the study. The 

results of the analysed data on this is as shown in table 4.1 below. 
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Table 4. 3:  Responses feedback summary by their age 

 Frequency Percent 

Cumulative 

Percent 

25 to 39 years 62 62.0 20.0 

Above 39 years 38 38.0 100.0 

Total 100 100.0   

Source: Summary of Data collected (2020) 

 

Table 4.1 above shows the distribution of respondents (SME operators/managers) 

based on their age. The analysis shows high proportions of 62 respondents, 

equivalents to 62.0% are in age group of between 25 to 39 years old, also the 

findings further indicate the remaining group of 38 respondents, which is equivalent 

to 38.0%, are those aged above 39 years old. The distribution of the respondents 

based on age groups was done to establish the percentage of youth, adults, and 

elders.  

 

4.3.2 Gender of respondents 

Respondents were checked on their gender composition too. This was very important 

as it gives the picture of what proportion of the respondents are males and what are 

females. This was very important in ensuring both genders are given equal chances. 
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Figure 4. 1:  Distribution of the respondents by gender 

Female

Male

 Source: Field Data Analysis (2020) 

 

Findings summary in the above figure indicates that male respondents were many as 

compared to female respondents, in which 60% were males while females 

constituted the remaining 40%. Despite the analysis showing this proportion, but at 

least females were given an equal chance. The study by Mgori (2015) on the impact 

of financial institutions on business operations in Uganda revealed that females are 

always behind when it comes to formulation of SMEs.  

 

4.3.3 Capital of the business operation 

As indicated in the definition of the key terms in literature review section, there are 3 

categories of small business; in this regard, understanding the nature of the 

businesses that participated in this study was very important. Hence, the researcher 

inquired about details of the invested capital in the various businesses. The results of 

the analyzed data regarding invested capital for the various businesses is as shown in 

Figure 4.2 below: 
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Figure 4. 2: Responses feedback summary on the capital of their business 

operations 

more than 100 mil

20 mil - 100 mil

less than 20 mil

Capital of this business

 

Source: Summary of collected Field Data (2020) 

 

The summary of the results as indicated in Figure 4.2 above designates that the 

majority of businesses that were engaged for this study’s sake are Medium 

Enterprises. This is because their invested capital is more than TShs 100m. With this 

group of respondents in place, the study has very good data as respondents falling 

within this group can easily adopt E-Commerce because they do have enough capital 

for their business operations. 

 

4.3.4 Period of SMEs operations 

Getting to know the period in which SMEs have been in operation is very important 

as it helps to determine the kind of respondents that participated in the study. The 

results of the analyzed data on this is as shown in Figure 4.3 below: 
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Figure 4. 3:  Responses feedback summary on period of business operations 

 

         Source; Summary of collected Field Data (2020) 

 

The findings, as per Figure 4.3 above, indicate that the majority of respondents, 

equivalent to 52.0%, are those who have been operating their businesses in between 

2 -5 years; 28% of the respondents have been in business in between 6 – 10 years; 

16% are those who have been operating in less than 2 years, and 4% of the 

respondents have been operating for more than 10 years. 

 

4.4 Findings, analysis and discussion as per study objectives 

The findings in relation to the formulated research objectives are summarized in the 

preceding part of this chapter, referring to the study’s specific objectives, which 

aimed at examining how economic factors, SMEs operators/managers own 

characteristics, Technical infrastructure, and Social-cultural and legal factors affect 

or influence SMEs’ adoption of E-Commerce. 
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4.4.1 Objective One 

This objective examines how the SMEs economic factors affect their desire to adopt 

E-Commerce. This objective is answer considering the following variables: 

 

4.4.1.1 Limited financial resources 

The researcher checked with respondents to obtain their views on if financial 

resources is one of the obstacles in their quest to adopt E-Commerce, the analysis 

discloses that a high proportion of the respondents agreed that limited financial 

resources negatively affects adoption of E-Commerce among SMEs. The analysis 

results for the data is as shown in Figure 4.4 below: 

 

Figure 4. 4: Responses feedback summary on Limited financial resources 

Limited financial resources
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Source: Summary of collected Field Data (2020) 
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From the analysis of data as summarized and presented in the Figure 4.4 above, it 

indicates that high proportion of the respondents agreed to this, which translates into 

about 65.0% of all respondents, where by (35.0%) strongly agreed, (30.0%) just 

agreed, (20.0%) of the respondents neither agreed nor disagreed and (5.0%) 

disagreed on this.  

 

In a discussion with one of the business operators, the researcher quoted him as 

saying; 

“My business in just new, now I can’t adopt ecommerce because of resources, 

my capital is still not high so adopting to ecommerce means I need to use 

some part of the capital to acquire the E-commerce, I can’t afford this” 

 

4.4.1.2 Acquisition Cost 

In addition, the study checked with the respondents to give their views on acquisition 

cost of E-Commerce and its impact on the organizational performance. This was very 

important because SMEs must incur this cost before adopting E-Commerce.  The 

analysis reveals that high proportion of the responses, about 22, which is equivalent 

to 22.0%, agreed on this, while 37 respondents, equivalent to 37.0%, just agreed; 

moreover, 13.0% of the respondents neither agreed nor disagreed with this, and only 

28 respondents, which equals to 28%, disagreed on this. The results of the analyzed 

data on this is as shown in Figure 4.5 below.  
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Figure 4. 5:  Responses feedback summary by Acquisitions cost 

Acquisitions cost
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Source: Summary of collected Field Data (2020) 

 

4.4.1.3 Maintenances of E-Commerce 

The study checked with the respondents to give their views on if maintenances of E-

Commerce also affects the adoption of ecommerce by SMEs. Most of the 

respondents complained that in most cases after adoption of E-Commerce, there is 

maintenance cost, which according to respondents; it is very high and not easily 

affordable to most of them.  The results of the analyzed data on this is as shown in 

Figure 4.6 below: 

 



 

45 

 

 

         Figure 4. 6:  Responses feedback summary on Maintenance of E-Commerce 

Maintenances of e-commerce
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        Source: Summary of collected Field Data (2020) 

 

From the analysis of data as summarized and presented in Figure 4.4 above, it shows 

that only 20 respondents (20.0%) strongly agreed on this, 46 respondents (46.0%) 

just agreed on this, 14 respondents (14.0%) neither agreed nor disagreed, and 20 

respondents (20.0%) disagreed on this, (14.0%) strongly agree and 6.0% just agreed. 

 

4.4.1.4 Accessibility of Internet 

The study sought to obtain the views of the respondents on how Accessibility of 

Internet affects the adoption of ecommerce by their SMES. The results of the 

analyzed data on this is shown in Table 4.2 below: 
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Table 4. 4:  Respondents feedback summary on accessibility of Internet 

 Frequency Percent 

Cumulative 

Percent 

Strongly agree 36 36.0 36.0 

Agree 40 40.0 76.0 

Indifferences 8 8.0 84.0 

Disagree 10 10.0 94.0 

Strongly disagree 6 6.0 100.0 

Total 100 100.0   

Source: Summary of collected Field Data  (2020) 

 

The analysis reveals that most of the respondents agreed that challenges in accessing 

the Internet is the main obstacle for SMEs quest to adopt E-Commerce. The analysis 

further reveals that 36 (60.0%) of respondents strongly agree on this, 40 (40.0%) just 

agree, 8% of the respondents were indifferent.  In addition, 16 (16.0%) disagree on 

this as shown in Table 4.4 above.  

 

4.4.1.5 Price of products online is low 

The study checked with the respondents to seek their views on if online price of 

products affects adoption of E-Commerce by SMEs. The analysis reveals that high 

proportion of the respondents agreed on the impact of price of products online and its 

effect on E-Commerce adoption among SMEs. The results of the analyzed data on 

this is as displayed in the below Figure 4.7: 
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Figure 4. 7:  Respondents feedback summary on online price of products 

Price of product online is low
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Source: Summary of collected Field Data (2020) 

 

From the analysis of data as summarized and presented in Figure 4.7 above, it shows 

that (30.0%) of the respondents strongly agreed on this, 35.0% of the respondents 

just agreed, (20.0%) of the respondents neither agreed nor disagreed with this. 

Furthermore, (5.0%) of the respondents disagreed on this, and the rest of the 

respondents, i.e. (10.0%) strongly disagreed on this.  

On the side of the SME operators, when interviewed they mentioned that: 
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‘it’s real that I find most of the time the price of the product needs to be 

comparatively low when selling online, which does not even cover the cost thus 

making it not profitable at all. Because of that, I would rather continue selling 

my products the traditional way, rather than via online channels” 

 

4.4.4.5 The relationship between variables 

The relationship existing between the two variables developed in the study was first 

presented by the model summary of the study. It is represented by different outcome 

variables such as R, R-square, which indicate the degree of respondents’ response to 

the question, the ANOVA, which indicates the relationship between variables, and 

the regression coefficient, which indicates the coefficient of the relationship between 

the developed variables. Its large value indicates a strong relationship. 

 

Table 4. 5: Regression Model summary 

 

Model Summaryb

.976a .953 .947 .28043

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Price of product online is low,

Limited financial resources, Accessibility of Internet,

Maintenances of e-commerce, Acquis itions cost

a. 

Dependent Variable:  Adoptions of e-commerce among

SMEs

b. 

 
 
Source: Summary of collected Field Data (2020) 

 

With R-value approaching one (1), the relationship between variables is also high.  In 

the findings of this study, it reveals the R-value of .976, which is almost 1. This 

shows the positivity between the two variables, that is SMEs economic factors as an 

independent variable, and adoption of E-Commerce by SMEs as a dependent 

variable. The R-square value indicates the coefficient of determination is 0.953, 

which means 95.3% of the independent variables affect adoption of E-Commerce. In 
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addition, this means at least 95.3% of the variable has been included in this study, 

and the remaining, which is only 4.7%, may have not been included in the study. 

The coefficients of regression between SME Economic factor and E-Commerce 

adoption has been summarized as below: 

 

Table 4. 6: Regression Coefficients 

Coefficientsa

.072 .119 .607 .547

.012 .081 .009 .146 .884

.366 .101 .428 3.636 .001

.043 .096 .040 .446 .658

.012 .076 .011 .154 .879

.609 .096 .601 6.349 .000

(Constant)

Limited financial resources

Acquis itions cost

Maintenances of e-commerce

Accessibility of Internet

Price of product online is  low

Model

1

B Std. Error

Unstandardized

Coeffic ients

Beta

Standardized

Coeffic ients

t Sig.

Dependent Variable:  Adoptions of e-commerce among SMEsa. 

 

Source: Summary of the collected Field Data (2020) 

 

From table 4.4 above, it shows that, for the independent variables namely limited 

financial resources, acquisition cost, maintenance of E-Commerce, accessibility of 

internet and price of the products online being low; it results into a beta value of 

.009, .428, .040. .011, and .601, which translates into a positive correlation between 

these variables and E-Commerce adoption among SMEs. A constant value of 0.072 

was obtained from the analysis as demonstrated in the above table, which formulates 

a relationship between these variables, and the resultant regression equation is as 

below: 
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ed=.012ls + .366aq + .043mc +.012ai + .609po + 0.072 

Where by  

ed  –  E-Commerce adoption  

ls – Limited resources  

aq– Acquisition cost 

mc– Maintenance cost  

ai – Accessibility of internet 

po – Price of product online 

 

From the above regression equation, the findings show that by improving limited 

financial resources, acquisition cost, maintenance cost of E-Commerce, accessibility 

of internet and price of the products online by 1%, then E-Commerce adoption will 

be improved by (0.012+0366 +0.043 +0.012+ 0.609 +0.072) as shown on the 

equation above. 

 

4.4.2 Objective two 

This objective examined how the SMEs own characteristics and behaviour affect 

their adoption of E-Commerce. This objective is answered by the analysis, findings, 

and discussions about the following variables:  

 

4.4.2.1 Perception towards technology   

When asked if the perception towards technology is one of the challenging factors in 

adoption of E-Commerce by SMEs, respondents gave out their views; the analysis 

discloses that most respondents concurred with this. The findings results are 

summarized in Figure 4. below: 
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Figure 4. 8:  Responses feedback summary on perception towards technology   

Perception towards technology
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Source: Summary of collected Field Data (2020) 

 

From the analysis of data as summarized and presented in Figure 4.8 above, it shows  

that there is a high proportion of the responses, i.e. 68 respondents, which is 

equivalent to (68.0%) of the respondents agree on this; whereby (32%) strongly 

agree, and (36.0%) respondents just agree, 14 (14.0%) of the respondents neither 

agree nor disagree, and the rest of the respondents, i.e. 2 (2.0%) disagree on this. 

 

In a discussion with one of the business operators, below was his argument: 

“Most of us do not believe in, or fear adoption of E-Commerce because of 

cost and lack of enough knowledge on how to operate it; so this leads to 

most of us opting to not adopt it, but may be things are not as we perceive 

them to be” 
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 4.4.2.2 SMEs technological competence 

The study checked with the respondents to obtain their views on if they have enough 

competency on adopting E-Commerce. The analysis reveals that some of the 

respondents are capable but at the same time, it reveals that some of them do not 

have the necessary competence, and hence this could be one of the challenges for 

SMEs in adopting E-Commerce. The analysis reveals also that, most of the SME 

operators know just the basics of E-Commerce but do not have the competitive 

knowledge of operating an actual E-Commerce platform. The study finds a high 

proportion of the responses agreed on SMEs technological incompetence having a 

significant effect on E-Commerce adoption among SMEs.  The results of the 

analyzed data on this is as shown in Figure 4.9 below: 

 

Figure 4. 9: Responses feedback summary on SMEs technological competence 

SMEs technological competence
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Source: Summary of collected Field Data (2020) 
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From the analysis of data as summarized and presented in Figure 4.9 above, it shows 

that only 18 (18.0%) of the respondents strongly disagree on this, 10 (10.0%) 

respondents are just satisfied, 20 (20.0%) respondents neither agree nor disagree. The 

analysis also reveals that the majority of the respondents 38 (38.0%) strongly agree 

on this, and the rest of the respondents, i.e. 18 (18.0%) just agree on this.  

 

In a discussion with one of the SME operators who was asked to mention anything 

he knows about E-Commerce and advise whether his SME has fully adopted it, his 

response was:  

"Regarding E-Commerce, I have already adopted because now am using 

Instagram to advertise my business and products, and I see a huge impact to 

my business, I think it’s enough for me, I do not need other kind of E-

Commerce adoptions for now. 

 

4.3.2.3 Lack of Management Support 

The analysis reveals that management of support is among the well know challenges 

facing SMEs when considering adoption of E-Commerce. The analysis reveals that 

those SMEs whose operators are not the owners have this challenge, the operators 

complain that the owners of the businesses do not see the advantage of E-Commerce 

adoption. In the discussion, it was realized that high proportion of the respondents 

agreed on management influence on adoption of E-Commerce among SMEs. The 

results of the analyzed data on this is as shown in Figure 4.10 below: 
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Figure 4. 10: Responses feedback summary on Lack of Managements Support 

 

Source: Summary of collected Field Data (2020) 

From the analysis of data as summarized and presented in Figure 4.10 above, it 

shows that (30.0%) of the respondents strongly agreed on this, (42.0%) respondents 

just agreed, (10.0%) respondents neither agreed nor disagreed on this, (16.0%) 

respondents disagreed this, and the rest of the respondents (2.0%) strongly disagreed 

on this.  

4.4.2.4 Perceived securities on E- commerce 

The respondents also mentioned that security of E-Commerce platforms somehow 

worries them, thus affecting their decision to adopt E-Commerce. Respondents 

Lack of Management 
Support 
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mentioned that, online transactions are somehow very complicated, and sometimes 

they can cause serious financial damages and losses when recklessly done. In 

addition, the respondents mentioned the high cost of transacting online to be another 

obstacle that discourages SMEs from adopting E-Commerce. The analysis shows that 

a high proportion of the responses agreed on perceived security affecting adoption of 

E-Commerce among SMEs. The results of the analyzed data on this is as shown in 

Figure 4.11 below: 

Figure 4. 11: Responses feedback summary on Perceived Securities on E-Commerce 

Perceived securities on e- commerce
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Source: Field data analysis (2020) 
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In the summary of the analyzed data presented in Figure 4.11 above, it shows that a 

high proportion of the respondents agreed on the proposition that security affects 

adoption of E-Commerce among SMEs; this constitutes (44.0%) of the respondents, 

(22.0%) respondents strongly agreed on this, (22.0%) respondents just agreed, 

(36.0%) of the respondents neither agreed nor disagreed with the findings, and 

(20.0%) of the respondents disagreed on this.  

4.4.2.5 Nature of products involved 

The analysis further reveals that the Nature of products involved is another challenge 

for some of the SMEs to adopt to ecommerce. The analysis reveals most of the SMEs 

dealing with Fast moving products are in high chance of adopting ecommerce as 

compared to those dealing with Services and special or professional products.  The 

respondents agreed on this.  The results of the analyzed data on this is as shown on 

the Figure 4.12 below: 

Figure 4. 12: Responses feedback summary on nature of products involved 

Nature of products involved
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Source: Summary of collected Field Data (2020) 
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From the analysis of data as summarized and presented in Figure 4.12 above, it 

shows that 42 (42.0%) of the respondents strongly agreed on this, 34 (34.0%) 

respondents just agreed, 14 (14.0%) respondents remained neutral with this, 4 (4.0%) 

respondents disagreed on this and the rest of the respondents 3 (3.0%) strongly 

disagreed on this.  

In addition, during the interview with one of the SMEs dealing with service 

provision, the SMEs operator mentioned that: 

“The adoption has two sides, online advertising is somehow okay and makes 

one appear more professional, but I have tried several times and did not find 

any impact so I decided to stop. I only use it for receiving and processing 

orders, but when it comes to advertising, face to face or customer to customer 

word of mouth advertising is more effective and this is what we have 

adopted”. 

4.4.3.6 Relationship between variables 

The relationship between the SMEs own characteristics & behaviours and adoption 

of E-Commerce by SMEs is explained in three parts, model summary, ANOVA test 

and regression coefficient. The following is the regression model summary: 

 

Table 4.5 Summary of the Regression Model 

Model Summaryb

.962a .925 .917 .35307

Model
1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Nature of products  involved,

Managements of Support, SMEs technological

competence, Perceived securities  on e- commerce,

Perception towards technology

a. 

Dependent Variable:  Adoptions of e-commerce among

SMEs

b. 

 
 
Source: Summary of the collected Field Data (2020) 
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The analysis of the data reveals that, the R values was .962, which is an indication of 

a relationship that is strongly existing between the independent variable of SMEs 

own characteristics and the dependent variable of E-Commerce adoption. 

Furthermore, the coefficient of determination shows that 92.5% of the SMEs 

characteristics variable affects E-Commerce adoption by SMEs, this has been 

explained in this study while the remaining 6.5% has been explained by other 

variables, which are not being considered for the sake of this case study. 

The coefficients of regression between SMEs own characteristics and adoption of E-

Commerce has been summarized as below: 

 

Relationship between variables – Regression coefficient 

Furthermore, running a regression analysis for the independent and dependent 

variables, the following findings were produced: 

 

Table 4.6 Regression Coefficients 

Coefficientsa

-.050 .129 -.385 .702

.440 .155 .405 2.843 .007

.190 .119 .206 1.601 .116

.012 .097 .011 .123 .902

.119 .127 .116 .941 .352

.278 .125 .258 2.227 .031

(Constant)

Perception towards technology

SMEs technological competence

Managements of Support

Perceived securities on e- commerce

Nature of products involved

Model

1

B Std. Error

Unstandardized

Coeffic ients

Beta

Standardized

Coeffic ients

t Sig.

Dependent Variable:  Adoptions of e-commerce among SMEsa. 

 
 
Source: Summary of collected Field Data (2020) 

 

From Table 4.6 above, it shows that for the independent variables perceptions 

towards technology, SMEs technological competencies, Management’s support, 

perceived securities of E-Commerce and nature of products involved, it resulted into 

a beta value of 0.405, .206, .011, .116 and .258 respectively, which exhibits a 

positive correlation amongst the variables and adoption of E-Commerce by SMEs. 
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From the table above, the analysis shows the constant value of -0.050 in which, 

formulating a relationship between these variables will give out the below regression 

equation: 

  

ed=.440pt+ .190tc + .012ms + .119ps + .278np – 0.050 

Where by; 

ed – Adoption of ecommerce by SMEs  

pt – Perceptions towards technology 

tc – SMEs technological competency 

ms – Managements support 

ps – Perceived security towards E-Commerce 

np – Nature of products involved 

 

From the above regression equation, the findings show that by improving perceptions 

towards technology, SMEs technological competency, Management support, 

perceived securities of E-Commerce and nature of products support by 1 unit then 

the performance of SMEs will be improved by (0.440 + 0.190 +0 .012 + 0.119 

+0.278 – 0.050). 

 

4.4.3. Objective three 

This objective examined how technical infrastructure affects adoption to E-

Commerce by SMEs. This objective is answered by looking at the following 

variables: 

 

4.4.3.1 Accessibility of internet  

The study checked with the respondents to obtain their views on if accessibility of 

internet could be one of the challenges facing adoption of E-Commerce among 

SMEs. The analysis reveals that, 36 (36.0%) of the respondents strongly agreed on 

this, 19 (38.0%) just agreed, 14 (14.0%) of the respondents remained neutral with 

this, while only 12 (12.0%) of the respondents disagreed on this as shown in Figure 

4.13 below.  
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Figure 4. 13: Responses feedback summary on accessibility of internet 

Accessibility of internet
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Source: Summary of collected Field Data (2020) 

 

In an interview with one of the respondents, below is a quoted response:  

“It is true that we are facing a lot of challenges when it comes to E-Commerce 

adoption due to poor internet accessibility and cost. Currently, the internet we 

are using mostly is through our mobile phones, whose cost is very high. This 

makes it difficult to convince us to consider adopting other forms of internet 

access” 

 

4.4.3.2 Confidentiality to customers 

The study checked with the respondents to obtain their views on if the 

Confidentiality of customer information is the hindering factor in adoption of E-

Commerce to SMEs. The analysis discloses that high a proportion of the responses 

agreed on confidentiality to customers affecting adoption of E-Commerce among 

SMEs. The results of the analyzed data on this is as shown in Table 4.7 below: 
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Table 4. 7: Responses feedback summary on confidentiality to customers 

 Frequency Percent 

Cumulative 

Percent 

Strongly agree 26 26.0 26.0 

Agree 34 34.0 60.0 

Indifferences 14 14.0 74.0 

Disagree 14 14.0 88.0 

Strongly disagree 12 12.0 100.0 

Total 100 100.0   

Source: Summary of collected Field Data (2020) 

 

The analysis discloses that, 60.0% of those respondents who responded to this 

question agreed, 26.0% of the respondents strongly agreed, and 34.0% just agreed. 

The study found out further that 14.0% of the respondents remained neutral, 14.0% 

of the respondents disagreed and the remaining 12.0% strongly disagreed on this.  

 

4.4.3.3 Power supply and infrastructure 

The respondents also mentioned that, power supply and infrastructure is another 

challenge that faces most of them; and hence failing their efforts to adopt E-

Commerce. The respondents mentioned that, in most areas mains power is not stable, 

while in other areas internet is also not very stable or reliable. The analysis discloses 

that a large percentage (majority) of the respondents agreed on this. Figure 4.14 

below offers a summary of the findings: 
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Figure 4. 14: Distribution of the respondents on Power supply and infrastructure 

Missing
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Source: Summary of collected Field Data (2020) 

 

From the analysis of data as summarized and presented in Figure 4.14 above, it 

shows that (37.0%) of the respondents strongly agreed on this, (55.0%) respondents 

just agreed, and only (8.0%) of the respondents disagreed with this. The study by 

Millita, (2012), found out that most of the SMEs and Entrepreneurs in developing 

countries are faced with infrastructural challenges when it comes to the E-Commerce 

adoption; the study further mentioned that, in most cases those SMEs operating in 

rural areas are more affected compared to those in big towns and cities.  
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4.3.2.3 Technical support 

Figure 4. 15: Responses feedback summary on technical support 

 

Source: Summary of collected Field Data (2020) 

From the analysis of data as summarized and presented in Figure 4.10 above, it 

shows that (30.0%) of the feedback from respondents indicates strongly agreed on 

this, (42.0%) respondents just agreed, (10.0%) respondents remained neutral, 

(16.0%) respondents disagreed, while the remainder of the respondents, i.e. (2.0%) 

strongly disagreed on this.  

Relationship between variables - Regression Model 

The following table exhibits the relationship between variables, the first table 

presents model summary. 
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Table 4. 8:  Regression Model summary 

Model Summaryb

.966a .934 .928 .32744

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Technical supports , Power

supply  and infrastructure, Access ibility of internet ,

Confidentiality to customers

a. 

Dependent Variable:  Adoptions of e-commerce among

SMEs

b. 

 
Source: Summary of collected Field Data (2020) 

 

From the outcome of the analysis of data, the R-value is .966. This value 

demonstrates a strong relationship that exists between the technical infrastructure 

variable and adoption of E-Commerce by SMEs. Moreover, the explanation offered 

by coefficient of determination is that 93.4% of the technical and infrastructural 

factors affecting adoption of E-Commerce by SMEs have been clarified in this study, 

while the remainder, i.e. 6.6% is explained by other variables that are not put into 

consideration for the sake of this case study. 

 

The R-square value from the data is .966 indicating a strong correlation between the 

infrastructure variable and adoption of E-Commerce by SMEs. The R-square value 

that indicates the coefficient of determination is .934, which means 93.4% of the 

independent variable impacts adoption of E-Commerce. In addition, this means at 

least 93.4% of the variable had been included in this study, and the remaining one, 

which is only 6.6% might have not been included. 

Furthermore, the regression analysis of the coefficients between the independent and 

dependent variables produced some results as follows 
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Table 4. 9:  Regression Coefficients 

Coefficientsa

.281 .176 1.592 .118

.240 .083 .232 2.880 .006

.577 .077 .611 7.489 .000

.249 .096 .153 2.581 .013

.110 .049 .098 2.236 .030

(Constant)

Access ibili ty of internet

Confidentiality to customers

Power supply and infrastructure

Technical supports

Model

1

B Std. Error

Unstandardized

Coeffic ients

Beta

Standardized

Coeffic ients

t Sig.

Dependent Variable: Adoptions of e-commerce among SMEsa. 

 
 

Source: Summary of collected Field Data (2020) 

 

The summary of the data analysis on regression model demonstrates that for the 

independent variable accessibility of internet, confidentiality to customers, power 

supply and infrastructure and technical support resulted into, the beta value of 0.232, 

.611, .153, and .098 which exhibits a positive correlation between these variables and 

organizational performance. From the table above the analysis shows a constant 

value of 0.281 and thus formulating the following relationship that exists between the 

variables: 

  

ed=.240ae+ .577cs + .249ps +.110ts + 0.281 

Where by  

ed – Adoption of ecommerce  

ae – Accessibility to internet 

cs – Confidentiality to customers 

ps – Power and infrastructural 

ts – Technical support 
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From the above regression equation, the findings show that by improving 

accessibility of internet, customer confidentiality, power supply & infrastructure, and 

technical support by 1 unit, then the adoption of E-Commerce will be improved by 

(0.240+ 0.577 + 0.249 + 0.110 + 0.281). The summary of the data analysis on 

regression model shows that for the independent variables accessibility of internet, 

confidentiality to customers, power supply & infrastructure, and technical support 

resulted into beta values of 0.232, .611, .153, and .098 respectively, which exhibits a 

correlation that is positive between these variables and adoption of E-Commerce. 

The analysis from the above table shows a constant value of 0.281, which can be 

used to clarify the relationship between these variables through formulating the 

following relationship exhibit: 

  

ed=.240ae+ .577cs + .249ps +.110ts + 0.281 

Where by;  

ed – Adoption of ecommerce  

ae – Accessibility to internet 

cs – Confidentiality to customers 

ps – Power and infrastructural 

ts – Technical support 

 

From the above regression equation, the findings show that by improving 

accessibility of internet, confidentiality to customers, power supply & infrastructure, 

and technical support by 1 unit, then the performance of SMEs will be improved by 

(0.240+ 0.577 + 0.249 + 0.110 + 0.281). 
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 4.4.4 Objective four 

Referring to the first study, whose objective was to examine the influence of cultural 

and legal factors on adoption of E-Commerce by SMEs. The resulting findings, the 

in-depth analysis and follow-up discussions are in the following subsection. 

 

4.4.4.1 Support from Government / Externalities  

The respondents also mentioned that, support from the government / externalities is 

another factor that seems to have high influence on the adoption of Ecommerce 

among SMEs. The respondents mentioned that of late they have not been satisfied by 

the kind and level of support that they receive from the Government, which they 

claim to be among the top factors that discourages them from adopting E-Commerce. 

As per the results of the analysis, respondents agreed with this in their majority. 

Figure 4.16 below illustrates the responses: 
 

Figure 4. 16: Distributions of respondents on Support from the government  

Support from government/ externalities
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Source: Summary of collected Field Data (2020) 
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From the analysis of data as summarized and presented in Figure 4.16 above, it 

shows that the majority of the respondents agreed that the government support is one 

of the factors that had influence on the adoption of E-Commerce among SMEs. The 

analysis reveals that (34.0%) of the respondents strongly agreed, (36.0%) of the 

respondents just agreed on this, (10.0%) of the respondents remained neutral with 

this, (8.0%) of the respondents disagreed on this, while the remaining respondents, 

constituting (12.0%) of the respondents strongly disagreed with the findings. 

 

4.4.4.2 Taxation policies on E - Commerce 

Taxation is among the challenges that most SMEs that operate in developing 

countries experience. With reference to this, the respondents were asked if Taxation 

policies on E- commerce had impact on E-Commerce adoption among SMEs, the 

analysis reveals that the majority of respondents agreed that taxation has a 

significantly big impact on the adoption of E-Commerce among SMEs. Figure 4.17 

below illustrates the responses:  
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Figure 4. 17: Distribution of respondents on Taxation policies on e- commerce 

Taxation policies on e- commerce
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Source: Summary of collected Field Data (2020) 

 

From the analysis of data as summarized and presented in Figure 4.17 above, it 

shows  that a high proportion of the responses agreed on Taxation policies affecting 

adoptions of E-Commerce among SMEs, this constituting about 66 (66%) who 

agreed on this, (26.0% strongly agreed, and 40.0% just agreed); 10.0% of the 

respondents neither agreed nor disagreed, while only a few respondents, equivalent 

to 24 (24.0%) of respondents disagreed that taxation on E-Commerce had impact on 

adoption of E-Commerce among SMEs. 

In addition, during the discussion with one SME operator, he mentioned that; 

“Even most of the SMEs do not know if there are taxes on adoption of E-

Commerce, but most of them had already, in their minds, that there is tax 

and the tax is too high so they do not want to adopt” 
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4.4.4.3 The issue of Intellectual property 

The study checked with the respondents to give their views on if the issue of 

Intellectual property is a hindering factor on the adoption of E-Commerce among 

SMEs in Tanzania. When the respondents were asked about this, the results indicated 

a high proportion of the responses agreed on intellectual property.  The results of the 

analyzed data on this is as shown in Figure 4.10 below: 

 

Table 4. 10: Responses feedback summary on the issue of Intellectual property 

 Frequency Percent Cumulative Percent 

Strongly agree 24 24.0 24.0 

Agree 28 28.0 52.0 

Indifferences 16 16.0 68.0 

Disagree 18 18.0 86.0 

Strongly disagree 14 14.0 100.0 

Total 100 100.0   

 

Source: Summary of collected Field Data (2020) 

 

From the analysis of the data as summarized and presented in Table 4.15 above, it 

shows  that (24.0%) of the respondents strongly agreed on this,  28.0% respondents 

just agreed; the two, i.e. strongly agreed and just agreed, represent a high proportion 

of the findings. (16.0%) of the respondents neither agreed nor disagreed on this, 

(18.0%) disagreed on this, while the remaining respondents, about (14.0%) strongly 

disagreed with this. 

 

4.4.4.4 Level of awareness of E-Commerce 

As it was noted in the review of literature, the previous study found out that in most 

areas the level of awareness of E-Commerce is not so high and hence could have 

effect on E-Commerce adoption by most of SMEs. Now, depending on the nature of 

the SME, the researcher asked them if the level of awareness of E-Commerce affects 

the adoption of E-Commerce. The analysis reveals that a high proportion of the 
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responses on level of awareness agreed. The results of the analyzed data on this is as 

shown in Figure 4.18 below: 

 

Figure 4. 18: Distribution of respondents on the level of awareness of E-Commerce 

Level of awareness of e-commerce
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Source: Summary of collected Field Data (2020) 

 

The analysis shows that the majority agreed, in which 34 (34.0%) of the respondents 

agreed, (34.0% strongly agreed and 28.0% just agreed), other 14 (14.0%) of the 

respondents were indifferent, and only 24 respondents equivalent to (24.0%) of the 

respondents disagreed with the findings. 

 

4.4.4.5 Relationship between variables 

A measurement of the relationship that exists amongst the variables was taken using 

a model summary. The obtained large value exhibits a strong relationship. 
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Table 4. 11: Regression Model summary 

Model Summaryb

.970a .941 .938 .30247

Model
1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Level of awareness of

e-commerce, Support from government/ externalities ,

Taxation policies on e- commerce, The issue of

Intellec tual properties

a. 

Dependent Variable:  Adoptions of e-commerce by

SMEs

b. 

 
Source: Summary of collected Field Data (2020) 

 

The R square value of 0.970 as shown in the above table concluded on a positive 

relationship between socio-cultural and legal variables as independent variables and 

SMEs adoption of E-Commerce.  The value of the R-square indicating coefficient of 

determination is 0.941, which implies 94.1% of the independent variables affect E-

Commerce adoption by SMEs. In addition, this means at least 94.1% of the variable 

had been included in this study, and the remaining, which is only 5.9% might have 

not been included in this.  

Moreover, when the regression analysis between independent and dependent 

variables was done, it produced the following findings: 

 

Relationship between variable – Regression coefficients 

A regression analysis between the independent and dependent variables produced the 

following as the finding results: 

 



 

73 

 

 

Table 4. 12:  Regression Coefficients 

Coefficientsa

.120 .139 .858 .396

.035 .034 .040 1.025 .311

.543 .114 .547 4.760 .000

.509 .107 .591 4.743 .000

.226 .047 .256 4.763 .000

(Constant)

Support from government/ externalities

Taxation policies on e- commerce

The issue of Intellectual properties

Level of awareness of e-commerce

Model

1

B Std. Error

Unstandardized

Coeffic ients

Beta

Standardized

Coeffic ients

t Sig.

Dependent Variable: Adoptions of e-commerce among SMEsa. 

 
Source: Field Data Analysis (2020) 

 

Table 4.12 above, shows that the independent variables government support, taxation 

policies, and issue of intellectual property resulted into the beta value of 0.040, .547, 

.591, and .256 respectively, which exhibits a positive correlation between these 

variables and adoption of E-Commerce. As per the above table, the analysis further 

shows a constant value of 0.120 in which a formulation of a relationship between 

these variables will give out the following regression equation: 

 

ed=.035gs + .543tp + .509ip + .226la + 0.120 

Where by  

ed – ecommerce adoptions  

pd – Governments support 

uf – Intellectual properties 

bp – Level of awareness 

ps – Products easily adaptable 

 

4.4.4 Objective four 

Referring to the first study, whose objective was to examine the influence of socio-

cultural factors on adoption of E-Commerce by SMEs. The resulting findings, the in-

depth analysis and follow-up discussions are in the following subsection. 
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4.4.4.1 Support from Government / Externalities  

The respondents also mentioned that, support from the government / externalities is 

another factor that seems to have high influence on the adoption of Ecommerce 

among SMEs. The respondents mentioned that of late they have not been satisfied by 

the kind and level of support that they receive from the Government, which they 

claim to be among the top factors that discourages them from adopting E-Commerce. 

As per the results of the analysis, respondents agreed with this in their majority. 

Figure 4.16 below illustrates the responses: 

 

Figure 4. 19: Distributions of respondents on Support from the government  
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Source: Summary of collected Field Data (2020) 
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From the analysis of data as summarized and presented in Figure 4.16 above, it 

shows that the majority of the respondents agreed that the government support is one 

of the factors that had influence on the adoption of E-Commerce among SMEs. The 

analysis reveals that (34.0%) of the respondents strongly agreed, (36.0%) of the 

respondents just agreed on this, (10.0%) of the respondents remained neutral with 

this, (8.0%) of the respondents disagreed on this, while the remaining respondents, 

constituting (12.0%) of the respondents strongly disagreed with the findings. 

 

4.4.4.4 Level of awareness of E-Commerce 

As it was noted in the review of literature, the previous study found out that in most 

areas the level of awareness of E-Commerce is not so high and hence could have 

effect on E-Commerce adoption by most of SMEs. Now, depending on the nature of 

the SME, the researcher asked them if the level of awareness of E-Commerce affects 

the adoption of E-Commerce. The analysis reveals that a high proportion of the 

responses on level of awareness agreed. The results of the analyzed data on this is as 

shown in Figure 4.18 below: 
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        Figure 4. 20: Distribution of respondents on the level of awareness of E-Commerce 

Level of awareness of e-commerce
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Source: Summary of collected Field Data (2020) 

 

The analysis shows that the majority agreed, in which 34 (34.0%) of the respondents 

agreed, (34.0% strongly agreed and 28.0% just agreed), other 14 (14.0%) of the 

respondents were indifferent, and only 24 respondents equivalent to (24.0%) of the 

respondents disagreed with the findings. 

 

4.4.4.5 Relationship between variables 

A measurement of the relationship that exists amongst the variables was taken using 

a model summary. The obtained large value exhibits a strong relationship. 
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Table 4. 13:  Regression Model summary 

Model Summaryb

.882a .833 .199 1.04929

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Level of awareness of

e-commerce, Support from government/ externalities

a. 

Dependent Variable:  Adoptions of e-commerce among

SMEs

b. 

 
Source: Summary of collected Field Data (2020) 

 

The R square value of 0.882 as shown in the above table concluded on a positive 

relationship between socio-cultural variables as independent variables and SMEs 

adoption of E-Commerce.  The value of the R-square indicating coefficient of 

determination is 0.833, which implies 83.3% of the independent variables affect E-

Commerce adoption by SMEs. In addition, this means at least 83.3% of the variable 

had been included in this study, and the remaining, which is only 16.7% might have 

not been included in this.  

Moreover, when the regression analysis between independent and dependent 

variables was done, it produced the following findings: 

 

Relationship between variable – Regression coefficients 

A regression analysis between the independent and dependent variables produced the 

following as the finding results: 
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Table 4. 14:  Regression Coefficients 

Coefficientsa

1.305 .427 3.056 .004

.006 .114 .007 .055 .957

.424 .115 .481 3.695 .001

(Constant)

Support from government/ externalities

Level of awareness of e-commerce

Model

1

B Std. Error

Unstandardized Coefficients

Beta

Standardized

Coeffic ients

t Sig.

Dependent Variable: Adoptions of e-commerce among SMEsa. 

 
Source: Field Data Analysis (2020) 

 

Table 4.14 above, shows that the independent variables government support and 

level of awareness resulted into the beta value of 0.007 and .481 respectively, which 

exhibits a positive correlation between these variables and adoption of E-Commerce. 

As per the above table, the analysis further shows a constant value of 1.305 in which 

a formulation of a relationship between these variables will give out the following 

regression equation: 

 

ed=.035gs + .543la + 1.305 

Where by  

ed – ecommerce adoptions  

pd – Governments support 

la –   Level of awareness 

4.4.4 Objective five 

Referring to the first study, whose objective was to examine the influence of legal 

factors on adoption of E-Commerce by SMEs. The resulting findings, the in-depth 

analysis and follow-up discussions are in the following subsection. 

 

 



 

79 

 

 

4.4.4.2 Taxation policies on E - Commerce 

Taxation is among the challenges that most SMEs that operate in developing 

countries experience. With reference to this, the respondents were asked if Taxation 

policies on E- commerce had impact on E-Commerce adoption among SMEs, the 

analysis reveals that the majority of respondents agreed that taxation has a 

significantly big impact on the adoption of E-Commerce among SMEs. Figure 4.17 

below illustrates the responses:  

 

Figure 4. 21: Distribution of respondents on Taxation policies on e- commerce 

Taxation policies on e- commerce
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Source: Summary of collected Field Data (2020) 

 

From the analysis of data as summarized and presented in Figure 4.17 above, it 

shows  that a high proportion of the responses agreed on Taxation policies affecting 

adoptions of E-Commerce among SMEs, this constituting about 66 (66%) who 

agreed on this, (26.0% strongly agreed, and 40.0% just agreed); 10.0% of the 

respondents neither agreed nor disagreed, while only a few respondents, equivalent 
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to 24 (24.0%) of respondents disagreed that taxation on E-Commerce had impact on 

adoption of E-Commerce among SMEs. 

 

In addition, during the discussion with one SME operator, he mentioned that; 

“Even most of the SMEs do not know if there are taxes on adoption of E-

Commerce, but most of them had already, in their minds, that there is tax and 

the tax is too high so they do not want to adopt” 

 

4.4.4.3 The issue of Intellectual property 

The study checked with the respondents to give their views on if the issue of 

Intellectual property is a hindering factor on the adoption of E-Commerce among 

SMEs in Tanzania. When the respondents were asked about this, the results indicated 

a high proportion of the responses agreed on intellectual property.  The results of the 

analyzed data on this is as shown in Figure 4.19 below: 

 

Table 4. 15: Responses feedback summary on the issue of Intellectual property 

 Frequency Percent Cumulative Percent 

Strongly agree 24 24.0 24.0 

Agree 28 28.0 52.0 

Indifferences 16 16.0 68.0 

Disagree 18 18.0 86.0 

Strongly disagree 14 14.0 100.0 

Total 100 100.0   

Source: Summary of collected Field Data (2020) 

 

From the analysis of the data as summarized and presented in Table 4.15 above, it 

shows that (24.0%) of the respondents strongly agreed on this, 28.0% respondents 

just agreed; the two, i.e. strongly agreed and just agreed, represent a high proportion 

of the findings. (16.0%) of the respondents neither agreed nor disagreed on this, 

(18.0%) disagreed on this, while the remaining respondents, about (14.0%) strongly 

disagreed with this. 
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4.4.4.5 Relationship between variables 

A measurement of the relationship that exists amongst the variables was taken using 

a model summary. The obtained large value exhibits a strong relationship. 

 

Table 4. 16: Regression Model summary 

Model Summaryb

.952a .906 .902 .38223

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Taxat ion polic ies on e-

commerce,  The issue of Intellectual properties

a. 

Dependent Variable:  Adoptions of e-commerce among

SMEs

b. 

 
Source: Summary of collected Field Data (2020) 

 

The R square value of 0.952 as shown in the above table concluded on a positive 

relationship between legal variables as independent variables and SMEs adoption of 

E-Commerce.  The value of the R-square indicating coefficient of determination is 

0.906, which implies 90.6% of the independent variables affect E-Commerce 

adoption by SMEs. In addition, this means at least 90.6% of the variable had been 

included in this study, and the remaining, which is only 9.4% might have not been 

included in this.  

Moreover, when the regression analysis between independent and dependent 

variables was done, it produced the following findings: 

 

Relationship between variable – Regression coefficients 

A regression analysis between the independent and dependent variables produced the 

following as the finding results: 
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Table 4. 17:  Regression Coefficients 

Coefficientsa

.052 .120 .433 .667

.277 .118 .315 2.354 .023

.647 .133 .650 4.859 .000

(Constant)

The issue of

Intellectual properties

Taxation policies on e-

commerce

Model

1

B Std. Error

Unstandardized

Coeffic ients

Beta

Standardized

Coeffic ients

t Sig.

Dependent Variable: Adoptions of e-commerce among SMEsa. 
 

Source: Field Data Analysis (2020) 

 

Table 4.17 above, shows that the independent variables, taxation policies, and issue 

of intellectual property resulted into the beta value of 0.315, and .650 respectively, 

which exhibits a positive correlation between these variables and adoption of E-

Commerce. As per the above table, the analysis further shows a constant value of 

0.052 in which a formulation of a relationship between these variables will give out 

the following regression equation: 

 

ed=.277ip + .647tp + 0.052 

Where by  

ed – ecommerce adoptions  

uf –   Intellectual properties 

tp –   Taxation policy 
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CHAPTER FIVE 

DISCUSSION OF THE FINDINGS 

5.1 Introduction  

Chapter five puts forth a conclusion of the study and provides the findings of this 

study as per the result of the data analysis in the preceding chapter. The study 

assesses the main challenges that Tanzanian SMEs face in adoption of E-Commerce.  

More specifically, the study examines the extent to which the SMEs economic 

factors affect their adoption of E-Commerce, the effect of SMEs own characteristics 

on E-Commerce adoption, evaluates the extent to which the Technical infrastructure 

affects SMEs adoption of E Commerce, and the degree of the effect of Social-

cultural and Legal factors on SMEs adoption of E-Commerce. 

 

5.2 Discussion of the study as per research objectives and findings 

5.2.1 Objective one  

Objective one of this research checked how SMEs economic factors affect their 

adoption to E-Commerce. 

The findings reveal several obstacles that directly hinder SMEs from adopting E-

Commerce. The study finds limited resources that SMEs had as the main obstacle 

affecting SMEs in adopting E-Commerce; this had been agreed by 65% of all 

respondents from the study. These findings relate to the study by Milton (2012), 

which also revealed similar results that in developing economies most of the small 

businesses fail to adopt E-Commerce due to limited availability of resources. These 

findings also imply that SMEs need to have adequate resources for them to be able to 

effectively adopt E-Commerce 

 

Furthermore, the study found out that the cost of acquisition is yet another factor that 

affects SMEs when it comes to adoption of E-Commerce. The analysis revealed that 

59% of all respondents agreed either strongly or just agreed. These findings relate to 

the findings in the study conducted by Haen (2011) revealing a positive relationship 

that exists between E-Commerce acquisition cost and the adoption of E-Commerce 

among SMEs. These findings also imply that many of SMEs fail in their attempts to 
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adopt E-Commerce because of high cost of adoption. The study mentions that 

sometimes organizations fail to adopt E-Commerce due to cost-related issues; this 

problem faces most SMEs operating in developing countries. 

  

Furthermore, the study found out that maintenance of E-Commerce after adoption is 

another challenge that most of SMEs are facing and hence decide not to adopt it. The 

analysis further revealed that more than half of the respondents (majority) 

constituting 66% of all respondents agreed on this, in which 20.0% strongly agreed 

and 46.0% just agreed.  Also during the study one of the respondents also mentioned 

that: “Most of us fear the post-adoption cost, as you mentioned, the adoption in some 

cases is very easy but I am afraid this could just be a bait to lure me in, but once I 

adopt there will be a lot of extra cost for maintenance, which I cannot afford”. These 

findings are similar to the study conducted in Kenya by Laur (2011), which revealed 

that most of the SMEs fail to adopt or maintain their E-Commerce adoption due to 

operational cost. The study mentioned that SMEs need to constantly pay some 

amount each month, such as internet cost in order to stay online; this had affected 

most of the businesses and hence these businesses decided not to opt for E-

Commerce adoption. 

  

Accessibility of internet had also been found to be another factor that affects most of 

SMEs from adopting E-Commerce. The analysis discloses that 76.0% of those who 

responded also concurred with these findings, and respondents mentioned that in 

most cases the internet had been very challenging to most of the SMEs especially 

those operating far from town/city centers. These findings imply that there is a need 

for the Government and other stakeholders to develop good infrastructure to enhance 

E-Commerce adoption among small and medium businesses.  In the middle of the 

interview, one respondent revealed that ‘the internet is not stable all the time, 

sometimes it is okay and sometimes it is not “. 
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The findings are alike to those obtained by Millita (2012) conducted in Uganda, 

which found out that in most cases most of the businesses in developing countries 

face the challenge of internet infrastructure when trying to adopt E-Commerce. The 

study mentioned that in most cases, the infrastructure is very well developed in big 

towns & cities, and that challenges start to emerge as you are moving away from 

town centres to rural areas. This was also concluded in a study conducted by 

Ngaboru (2012) in Morogoro region.  

 

The above findings were also affirmed, and concluded by a simple regression 

analysis, which proved that all SMEs economic factors had a positive relationship 

with E-Commerce adoption. The tests that prove this are model summary, ANOVA 

test, and Regression coefficients. 

 

5.2.2 Objective two: 

The number two objective of this particular study aimed at studying the influence of 

SMEs Institutions' own characteristics in adoption of E-Commerce among SMEs. 

Several factors relating to SMEs own characteristics that seem to have impacts on E-

Commerce adoption among SMEs had been found and analysed.  The study found 

out that the perception among the business operators on the adoption of E-Commerce 

is another factor that, in most cases, appears to be hindering adoption of E-

Commerce among SMEs. This has been concluded by the majority of the 

respondents, whereby about 68.0% of all respondents accepted this. The study by 

Slachlon (2008) on challenges facing SMEs in competing in the global markets, 

taking Kenya’s perspective revealed that in most areas many SMEs had a bad 

perception over international markets, and over the adoption of ICT among 

themselves. The study further revealed that, most of SMEs had a negative perception 

regarding this.  
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The findings also reveal that, SMEs technological competency is another factor that 

hinders most of SMEs from adopting E-Commerce. The analysis reveal that 56% of 

the respondents, which constitute the majority of the respondents, agreed on this. The 

findings reveal that in most cases, most of the owners of small businesses operate 

their businesses by themselves in which many do not have the necessary capability to 

adopt and run business over E-Commerce systems. In a few cases, the study finds out 

that the majority of those SMEs who had successfully adopted E-Commerce, about 

80%, have hired technical professionals to assist and support them in running their 

businesses on E-Commerce platforms. 

 

The findings of the study also revealed that, management support is another factor 

that has a negative effect on SMEs pushing them away from adopting E-Commerce. 

The study finds that, in most cases businesses that are not operated by their owners 

face many support challenges while trying to adopt E-Commerce. The respondents 

who are just day-to-day operators and not owners of the SMEs complained that their 

managements do not support them in adopting E-Commerce. Similarly, the findings 

of the research conducted by Welmon, (2008), indicated that SMEs operating in 

third-world country economies had failed to adopt ICT due to poor management 

support. This is further supported by the study conducted by Millita (2011), which 

found out that most businesses do not perform due to poor management support.  

 

Perceived security on E-Commerce was also found out to be another factor that 

affects the adoption of E-Commerce among SMEs, especially in developing 

countries. The study reveals a high proportion of the feedback, constituting 66% had 

agreed on this. The analysis reveals that some of the owners do not trust the 

securities especially when it comes to online transactions or payments. Similarly, the 

findings correlate to the findings by Menon, (2008), which found out that most of 

businesses in developing economies are used to manual payment systems due to a 

bad perception/belief among SME operators regarding online payments.  
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Lastly, nature of products involved is another challenge that was found to be having 

an impact the adoption of E-Commerce among SMEs especially in developing 

countries. The respondents mentioned that, sometimes they fail to engage in E-

Commerce due to the nature of the products that they deal with. This was proven by 

at least 76% of the respondents who agreed on this.  These findings are also similar 

to those in the study by Green, (2008), who found out that in most cases the nature of 

the business has an impact on the adoption of E-Commerce among entrepreneurs in 

developing countries. 

 

5.2.3 Objective three 

This study’s objective three was to examine what influence technical infrastructure 

has on SMES when it comes to adoption of E-Commerce. 
 

The feedback from the respondents indicates that power supply and infrastructure are 

other factors that affect most SMEs when it comes to adopting E-Commerce. The 

respondents mentioned that they believe there is poor infrastructure to support their 

businesses in adopting E-Commerce. This was supported by 92% of all respondents. 

The implication of these findings is that there is a very big infrastructural challenge 

that is facing small businesses from adopting E-Commerce.  

 

The study by Simon (2007) in Kenya conducted on the impact of ICT on the 

performance of SMEs in the global market revealed that in most cases most of the 

small businesses had failed to adopt ICT due to availability of poor infrastructure.  
  

Furthermore, the study reveals that technical support is another challenge that causes 

most of the businesses, especially small businesses, to fail to adopt E-Commerce. 

The analysis reveals that almost 72% of the respondents agreed on this. This is 

the highest proportion of the study.  The analysis further reveals that a high 

proportion of the respondents face the challenge of technical support in adopting E-

Commerce. The technical support mentioned by the respondents includes 

installations, networking, and other infrastructural and help-desk support. The study 

by Andress (2010) found out that  support to SMEs business operations is one of the 
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obstacles that cause most of small businesses to fail in the initial stage of their 

operations. 

  

Confidentiality of customer information is another challenge that had been 

mentioned by most of the respondents, which seems to have an impact on the 

adoption of E-Commerce by most of SMEs. The analysis reveals that the majority of 

customers need privacy and in some cases the use of E-Commerce exposes some of 

their details; this has made some of the SME operators not to adopt E-Commerce at 

all. The analysis further reveals that 60.0% of the respondents agreed on this. These 

findings are similar to those by Ngonke, (2008), who found out that confidentially is 

having a positive relationship with adoption of E-Commerce among business 

operators. 

 

Furthermore, all the variables of technical infrastructure were proven to be positive 

by the regression model and shown to have an impact on the adoption of E-

Commerce among SMEs. This was proven by a model summary test which showed a 

high positive correlation between these variables and E-Commerce adoption; and 

also, regression coefficients which developed a positive relation coefficient between 

variables and adoption of E-Commerce among SMEs. 

 

 5.2.4 Objective four 

Objective four of the study examines the influence of social-cultural and legal factors 

on the adoption of E-Commerce among SMEs. 
 

The findings reveal that support from the government / externalities is another very 

important aspect and factor that will attract many SMEs to adopt E-Commerce. The 

analysis reveals that most SMEs cannot stand by themselves on adopting E-

Commerce and hence they need a lot of support from third party. The study found 

out that in most cases SMEs tried to adopt but sometimes they failed especially for 

those micro-businesses. The study by Lwisa (2012) on the challenges facing 

Entrepreneurs in developing countries, using the case of Tanzania, revealed that most 

of the SMEs fail to compete in the global markets due to lack of support from the 
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government and other third institutions. The study mentioned that people with a low 

level of education own most of the small businesses operating in developing 

countries, so they need a lot of support for their businesses to stabilize and excel. 

  

Furthermore, the study reveals that most of the business operators fear the issue of 

Taxation on E-Commerce, the study finds that most of the operators believe that 

there is a tax burden when SMEs are about to adopt E-Commerce. The analysis has 

revealed that 66% of the respondents agreed on this, 26.0% strongly agreed, and 

40.0% just agreed. These findings relate to the findings by Slachlon (2008) who 

found similar findings that in most cases taxation in one of the SMEs burden in most 

of developing countries. The study also shows the impact of Taxation on the 

performance and survival of small businesses. 

  

How SMEs, customers, and other stakeholders perceive ICT is another challenge that 

makes most of the businesses lag behind when it comes to adoption of E-Commerce. 

The analysis reveals that a high proportion of the respondents believe social media 

platforms are the only options that can offer them E-Commerce capability. The 

responses indicate that about 80% of the respondents who were asked if they knew 

what E-Commerce is, mentioned the use of social media only. In a discussion with 

one of the SME owners, he argued, “for me, I only know that if I use Instagram to 

post my products that’s all there is about E-Commerce”. These findings are an 

indication that stakeholders need to provide enough education regarding E-

Commerce to SMEs.   

  

Lastly, the study by Welmon, (2008) in northern Ghana, revealed that most of the 

small business institutions in Ghana fail in their operations and also fail to compete 

in the global market owing to the fact that most of them operate manually. The study 

further finds that in order for the business to compete in the global market, adoption 

of E-Commerce is necessary, as some of the payments / transactions need to be done 

online with customers from different parts all across the world. The study finds most 

of the African businesses fail in this kind of business because they do not fully adopt 
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E-Commerce. The study added that, some businesses manage to advertise their 

products online and secure customers; but when it comes to ordering and payment, 

that is when challenges start to emerge, because choosing the appropriate method of 

payment becomes a real headache. 
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CHAPTER SIX 

SUMMARY CONCLUSIONS AND POLICY IMPLICATIONS 
 

6.1 Introduction  

This is the last chapter of the study, which summarizes the findings of the study, it 

also provides the conclusion based on the findings as guided by the study objectives, 

and also provides the recommendations based on the findings of the study. All three, 

the summary of the study, the conclusion, and the recommendation have been 

provided based on the findings and research objectives that guided this study.  

 

6.2 Summary of the Findings 

The study assesses factors affecting E-Commerce adoption among SMEs in 

Tanzania, taking the case of selected SMEs in Kinondoni District, Dar es Salaam 

region.  More specifically, the study examines the extent to which the SME 

economic factors affect their adoption of E-Commerce, the influence of SME’s own 

characteristics on the adoption of E-Commerce, the extent to which the Technical 

infrastructure affects SMEs adoption of E-Commerce, the extent to which the Social-

cultural and Legal factors affect SMEs adoption of E-Commerce. 

  

The findings reveal that, SME's economic factors have a direct impact on SME's 

adoption of E-Commerce. The findings further reveal that factors as SME’s limited 

financial resources, cost of acquisition of E-Commerce, maintenance cost of E-

Commerce, accessibility of Internet by SMEs, and the fact that the price of products 

that are sold online is always low, have an impact on SME’s decision to adopt E-

Commerce. The study has concluded that, these factors have been a significant 

contributor in making many small businesses fail to adopt E-Commerce. Moreover, 

the regression analysis has concluded that there is a positive relationship between 

these variables. 

  

Moreover, the findings reveal that SME's own characteristics and behaviours has 

been another challenge that hinders many SMEs from adopting E-Commerce. Other 

factors related to characteristics of SMEs in their operations, which have been 
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concluded to also have an impact on the adoption of E-Commerce by SMEs, include 

perception towards technology, SMEs technological competence, managements 

support, perceived securities of E-Commerce systems, and the nature of products 

involved. These factors have been found to have an impact on SMEs decision to 

adopt E-Commerce. These factors have also been explained by different literatures 

such as Millita (2011), Green (2007), Mengoy, (2013), and also Zhankang (2018). 

The regression analysis conducted also has proven a positive relationship between all 

the variables of SME's own characteristics and the adoption of E-Commerce by 

SMEs. 

  

Furthermore, it concluded that accessibility of internet, confidentiality of customer 

information, power supply and infrastructure, and technical support are other factors 

that appear to have an impact on SMEs when it comes to adopting E-Commerce. The 

study also concluded that, in most cases the infrastructure problem is the main 

challenge that faces most of SMEs, especially those operating in developing 

countries. Several studies have also mentioned similar results. The study’s regression 

analysis model also has proven a positive relationship between these variables of 

power and infrastructure and their impact on E-Commerce adoption among SMEs.   

  

The study has found other factors related to social-cultural and legal factors that also 

have an impact on the efforts of SMEs in adopting E-Commerce. The analysis 

revealed the following factors to have a high impact on adoption of E-Commerce 

among SMEs; Support from the government / externalities, Taxation policies on E-

Commerce, Intellectual property, and Level of awareness of E-Commerce.  Most of 

these variables have been found to have an effect on SMEs from external, so it is 

important for SMEs to consider them carefully. 

 

6.3 Conclusion of the study 

From the findings, the researcher concludes that most of SMEs are faced with 

challenges when it comes to adoption of E-Commerce, which apart from making 

them unable to compete in the market; they also threaten the survival of most of 
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these businesses. Several factors have been found to have an impact on SMEs desire 

to adopt E-Commerce, and generally these factors according to the findings of the 

study, they have been categorized into four main groups which are: SMEs own 

characteristics, SMEs economic factors, power and technical infrastructure, and 

cultural and legal factors.  Several studies such as Namisango (2010), Magiri (2015), 

Suma (2012), Panjay (2012), and (Millita, 2011) also mentioned these factors.   

  

These four mentioned factors are the key reasons that affect the adoption of E-

Commerce by most of SMEs and in each of these variables there are other 

determinant variables. It is clear that SMEs in developing countries need to simplify 

their business operations through adoption of E-Commerce, which will help increase 

their competitive advantage and make them perform well in the global market.  

 

 6.4 Recommendation of the study 

This section provides some recommendations with regard to research objectives, 

research hypothesis, and research findings, after the analysis of the respondents’ 

views. The recommendations have been given as per research findings. 

  

The study recommends that Small business operators should take seriously the 

adoption of E-Commerce. The importance of E-Commerce must never be ignored by 

SMEs, because by adopting E-Commerce, it increases their competitive advantage. 

The analysis further reveals that the cost of acquisition and some operational and 

maintenance costs are among the challenges that hinder these SMEs from adopting 

E-Commerce. This implies that institutions need to have a specially set budget for 

this, and later will have more profitability.  The study further recommends that SMEs 

need to consider E-Commerce as one of the important aspects of their daily 

operations. 

  

The Government needs to improve all infrastructure that will enhance the adoption of 

E-Commerce by SMEs. Currently, the situation is not so good, from the availability 

of internet, power supply, and other supportive infrastructure. By improving the 
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infrastructure, it will create a favorable condition that will attract many more SMEs 

to invest in adoption of E-Commerce, bearing in mind the advantages of E-

Commerce that most of the SMEs do not know about.  

  

The study also recommends that SMEs need some time to self-evaluate their 

operations to understand the main challenges they face and find the best solutions. 

The study found some of the factors are SMEs internally related factors. These 

factors included management support, and staff incompetence, which can be easily 

eliminated by the SMEs themselves. SME operators need to be trained on how to 

solve their own generated business problems rather than waiting for someone else to 

come and try to solve for them. Such trainings need to be done continuously and 

frequently to keep freshening their skills. 

  

On the government side, SMEs being a very important contributor in economic 

development, regulations and laws enactment in support of SMEs must be 

considered and reviewed over time in order to support them in their quest to adopt E-

Commerce. These laws should be in favor of and aimed at encouraging SMEs so that 

most of them can adopt E-Commerce, because the more they adopt the more will the 

government revenue increase and hence boost economic development.   

  

Tax laws that govern adoption of E-Commerce and the associated activities need to 

be reviewed too in regard to adoption of E-Commerce by SMEs. Most of small 

business operators complained that tax is too high to SMEs in such a way that it 

affects their quest to adopt E-Commerce. The tax authorities should review taxes 

from both sides of the E-Commerce perspective. This will be an important milestone 

because reducing taxes translates into a significant reduction of the burden of 

operating cost to SMEs, which will result into ease of adoption of E-Commerce by 

most SMEs, since cost has been a common complaint in almost all discussions with 

the business operators. 
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The study also recommends that enough trainings and education must be given to 

business operators / managers in regards to E-Commerce. The study has found out 

that most of business operators think E-Commerce is only about social media, 

forgetting other aspects such as email marketing, e-payments, digital wallets, 

electronic tickets, banner ads, etc. The trainings need to be very well prepared and 

given out to the business operators / managers. These trainings need to cover all 

perspectives from what E-Commerce is, to its advantages, challenges, and even how 

to make effective use of it. These trainings can be purposely done in schools, 

colleges, and universities to ensure that graduates leave school while already 

understanding the core concepts behind E-Commerce and their applicability in 

simplifying business processes and operations with an aim of improving product and 

service delivery. 

 

6.5 Area for further research 

As a result of different limitations, such as Financial and Time constraints, the 

researcher had some limitations in areas that can be further taken into consideration. 

I recommend the following areas to be taken into consideration since they need 

further study. These areas were limited at the time of conducting my research due to 

restrictions caused by lack of enough time and funds. 

 

i. Further study needs to be conducted in consideration of a comparative study 

between Small Businesses and Medium Businesses; this is because in this 

study, they were both treated in general terms, but it was found out that their 

adoption differs depending on the size of the business operations.    

ii. Since the study was done with a consideration of business operators as key 

respondents, further study should be conducted with a customer perspective 

in mind to examine how they perceive E-Commerce services by SMEs. 

iii. Further study should be done on the existing environment and support given 

to SMEs by the government on the adoption of E-Commerce. Is the support 

relevant to them? Do business operators consider the support seriously?  



 

96 

 

 

REFERENCES 

 

Alam, S.S., Khatibi A., Ahmad I.S. and BinIsmail, H. (2008). Factors Affecting ECommerce 

Adoption in the Electronic Manufacturing Companies in Malaysia. International 

Journal of Commerce and Management, 17, 1/2, 125-139. 

 

Alqahtani, M. A., Al-Badi, A. H. and Mayhew, P. J. (2012). The Enablers and Disablers of 

ECommerce: Consumers’ Perspectives. The Electronic Journal of Information 

Systems 

in Developing Countries, 54, 1, 1-25  
 

Asiimwe B. Godfrey, Kamukama  D (2017)  Community Security Initiatives in low-

income areas of Kampala, Makerere University 
 

Bank of Tanzania (2013), prudential guidelines on Agency Banking, Dar es Salaam 

Tanzania 
 

Bank of Tanzania (2016), Agricultural and Rular finance for developments in 

Tanzania, Dar es Salaam Tanzania 

 

Bharati, M. A., Chaudhury, A. H. and Mayhew, P. J. (2006). The Enablers and Disablers of 

ECommerce: Consumers’ Perspectives. The Electronic Journal of Information 

Systems 

in Developing Countries, 54, 1, 1-25. 

 

Bogotha, T., Pierldo R., & McAllister, P. (2012). The Value of ICT for MSEs in the 

UK: A Critical Literature Review. College of Estate Management, 

Reading 

 

Churchill, G. A. & Brown, T. J. (2006), Basic Marketing Research, the Dryden Press 

International, London, UK 

 

Collis, J. and Hussey, R., 2003. Business research: A practical guide for 

undergraduate and post graduate students. (2e). Houndmills, Basingtoke: 

Palgrave MacMillan. 

 



 

97 

 

 

Collis, J. and Hussey, R., 2009. Business research: A practical guide for 

undergraduate and post graduate students. (3e). Houndmills, Basingtoke: 

Palgrave MacMillan. 

Eriksson, A., & Muylle, S. (2008). Assessing and enhancing e-business processes 

Electronic Commerce Research and Applications and Market Focus: 

Some Findings from a Study of Swedish Small to Medium Enterprises 

Australian. Journal of Information Systems, 10(1), 110-119 
 

Green, C., (2013). Branchless Banking in South Africa. Consultative Group to Assist 

the Poor Technical Guide. Cape Town: CGAP Publication 

 

Grandon, B., & Abo, R. (2012). An empirical investigation of Ivorian SMEs access 

to bank finance: Constraining factors at demand-level. Journal of 

Finance and Investment Analysis, 2(4), 29-55 

 

Hair, J., Anderson, R., Tatham, R., and Black, W. (2005), “Multivariate data analysis 

(5th ed.)”, Upper Saddle River, New Jersey: Prentice Hall 

 

Haen, D. et al (2011) "Dynamic Capabilities and Strategic Management",  Strategic 

Management Journal, 18:7. 509-533 

 

Huff, L., and Kelley, L., (2005). Is collectivism a liability? The impact of culture on 

organisational trust and customer orientation: a seven nation study. Journal of 

Business 

Research, 58, 96-102  

 

Joppe M. W. Bauer & G. Gaskell (2000.), Qualitative researching with text, image 

and sound (pp. 336-350). London, UK: Sage.  

 

Kabanda, S., and Brown, I. (2015). E-Commerce Enablers and Barriers in Tanzanian 

Small and Medium Enterprises. The Electronic Journal of Information Systems 

in Developing Countries, 67 

 

Kilang, S., Mlozi, F. and Sedoyeka, E. (2012). Technology Adoption in the Tourism Industry: A 

Case of Wireless Technology (WiMAX) for Tanzania. International Conference 

in EBusiness and E-Government, 376-379, Guangzhou 



 

98 

 

 

 

Kiraka, R., Kobia, M., & Katwalo, A. (2013). Micro, Small and Medium Enterprises 

Growth and Innovation in Kenya. A case study on the Women Enterprise 

Fund. Investment Climate and Business Environment Research Fund.  
 

Kiraka. R (2017) Micro, Small and Medium Enterprise Growth and Innovation in 

Kenya: A Case of the Women Enterprise Fund , Kenya 

 

Kiraka, R., Kobia, M., & Katwalo, A. (2013). Micro, Small and Medium Enterprises 

Growth and Innovation in Kenya. A case study on the Women Enterprise 

Fund. Investment Climate and Business Environment Research Fund.  

 

Kombo, U. and Tromp, R., (2009). Research methods for business: A skill building 

approach. West Sussex: Wiley 

 

Kothari C.R (2005), Research Methodology; methods and technique, Dary angnj, 

New Delhi; new age international (p) Ltd 

 

Kothari, C. (2010). Research Methodolgy methods and Techniques. Mumbai: New 

Age International publishers. 

Laur, G., & Roberts, M. (2011). Adoption of new information technologies in rural 

small businesses. The International Journal of Management Science, 

27(4), 467-484. 

 

Lou B.A & Whittaker Steve (2008) Networkers and Their Activity In tensional 

Networks, MIT Cambridge, mass. 

 

Maurcio B.A & Whittaker Steve (2008) New business model for small and Medium 

Enterprises in Collombia, MIT Cambridge, mass. 

 

Martin, R., & Matlay, P. (2001). Can Rural Banks reduce Poverty? Evidence from 

the Indian Social Banking Experiment. American Economic review 

Journal, 45,345- 360. 

 



 

99 

 

 

Mcnabb, A. and BELL, E., (2007). Business research methods. (2e). New York: 

Oxford University Press. 

 

Millita, M. (2015). Start-up pushes for mobile banking among the poor in Tanzania, 

Dar es Salaam printing Press, Dar es Salaam. 

 

Mobility, J. & Shinding K (1999). Micro Entrepreneurs and Mobiles: An Exploration 

of the Uses of Mobile Phones by Small Business Owners in Rwanda. 

Information Technologies for International Development, 2(1), 1-21 

 

Molla, A. (2005). Exploring the Reality of E-Commerce Benefits among Businesses 

in a Developing Country, University of Manchester, Precinct Centre, 

Manchester, UK  

 

Mugenda O.M and Mugenda A.G (2003), Research Methods in social sciences 

,NewYork Martins press.  

 

Nangoli, S., Turinawe, D. D., Kituyi, G. M., Kusemererwa, C., & Jaaza, M. (2013). 

Towards Enhancing Business Survival and Growth Rates in LDCs: An 

Exploratory Study of the Drivers of Business Failure among SMEs in 

Kampala- Uganda. International Journal of Humanities and Social 

Science, 3(8) 

 

Ngaboru, H. C. (2012). Strategies for Developing Human Resource Capacity to Support 

Sustainability of ICT based Health Information Systems: A Case Study from 

Tanzania. The Electronic Journal of Information Systems in Developing 

Countries, 

26, 2, 1-23 

 

Ngoney, H.A. (2004) Determinants of Commercial Banks Performance: he ICT 

development and SMEs development in developing. International 

Research Journal of Finance and Economics, Zarqa University, 5(5), 19-

45 
 



 

100 

 

 

Nyamsogoro G. D (2010) Financial Sustainability of Rural Micro Finance 

Institutions (MFIs) in Tanzania 

 

Ogbu ,G, Monel and Mnjama, A. (2007).Understanding the Rebirth of Equity 

Building in Kenya .Nairobi: Nairobi University Press 

 

Oxley, S., and Seling, F. (2014). Electronic in developing countries:. Management and 

Information Technology (pp.1-25) 

 

Ploch, C. (2010). The growth of E-Commerce in developing countries using:  Factors 

Affecting B2B E-Marketplace Adoption in China: From E-Readiness Perspective. 

International Conference on Computer Science and Service System, 4062-

4065, 27-29 June, Nanjing 
 

Rwanshane, H. M. (2000). The impact of technical and entrepreneurship skills 

training on the performance of women entrepreneurs in Tanzania, Dar es 

Salaam 

 

Scupola, M. and Vaidya, S. (2012). Adoption of Electronic Commerce by Organizations in 

India: Strategic and Environmental Imperatives. The Electronic Journal of 

Information Systems in Developing Countries, 17, 2, 1-25 

 

Senga Hu & Sensilia Lonie (2013). M-PESA: Mobile Money for the “Unbanked” 

Turning Cellphones into 24-Hour Tellers in Kenya. Kenya 

 

Shney, D.P, Hurasha, P, J (2016). Banking and The Last Mile: Technology and the 

distribution of financial services in developing countries. World Bank/ 

Brookings Conference, Cape Town; Gare publication 

Slachlon, D. (2008). Banking and The Last Mile: Technology and the distribution of 

financial services in developing countries. World Bank/ Brookings 

Conference, Cape Town; Gare publication. 

 

Travica, B. (2002). Diffusion of Electronic Commerce in Developing Countries: The Case of 

Costa Rica. Journal of Global Information Technology Management, 5, 1, 4-

24. 

 



 

101 

 

 

Turban, E. (2010). Electronic commerce 2010: a managerial perspective. Upper 

Saddle River: Pearson Education. 

 

United Republic  of Tanzania  (2003). Small  and  Medium Enterprise Development 

Policy, 2003 

 

Venkatesh, D. & Davis, D (2000). Banking and The Last Mile: Technology and the 

distribution of financial services in developing countries. World Bank/ 

Brookings Conference, Cape Town; Gare publication 

 

World Bank (2008). Banking the Poor: Measuring Banking Access in 54 Economies. 

Washington, DC: World Bank 

 

Welmon, N., Batchelor, S., Ridley, J., and Jorgensen, B. (2008). The impact of mobile 

phones in Africa,II Commission for Africa. 

 

Wong, D. & Chang, D (2005). Banking and The Last Mile: Technology and the 

distribution of financial services in developing countries. World Bank/ 

Brookings Conference, Cape Town; Gare publication 

 

Zhankang G., P. Davis, D. Rebne & F. Hampe (2015). Interfaces in Adoption of an 

Evolving Innovation: An Activity-theoretical Perspective and the Price of 

Convenience.  Collector  (Australia) Conference on Electronic 

Commerce. Melbourne 

 

 

 

 

 

 

 

 

 

 



 

102 

 

 

APPENDICES 

QUESTIONNAIRE FOR SME OPERATORS 

 

As part of my graduate studies in Business Administration at the Mzumbe University, 

I am conducting a field study regarding Factors affecting Adoption and 

Implementation of E-Commerce by SMEs in Tanzania. I have developed the 

attached survey and I am asking for your help in completing it. You are not forced to 

complete this survey and you may withdraw from participation at any time without 

prejudice. However, the benefit of completing this survey is that there will be a better 

understanding of the factors affecting adoption and Implementation of E-Commerce 

by SMEs in Tanzania. It is not anticipated that completing this survey will present 

any physical, social or emotional risks to you.  

 

All information about you, the participant, will be kept strictly confidential. Group 

results of this research will be written in a report; however, names and any other 

identifying information will not be used. Thank you in advance for your time and 

reasonableness! 

 

Please tick  the most correct answer(s) to your case or fill the empty space(s) as 

appropriate 

 

Basic information 

1. Gender …………………………. 

2. Age 

i. Below 25 yrs 

ii. 25 – 39 yrs  

iii. 39 – 49 yrs 

iv. Above 50 yrs 

 

3. What is the nature of your business?  …………………………… 
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4. For how long have you been dealing with this kind of business 

 

  (1) Less than 2 years  

              (2) 2 – 5 years   

              (3) 6 – 10 years 

              (4) More than 10 years 

                    

5. What is your education level?………………… 

1. Primary/secondary   

2. Diploma holder 

3. Degree holder 

4. Master or above 

5.  

6. What amount of capital has been invested in your business? 

i. Below 5 million 

ii. 5 mil – 49 million 

iii. 49 mil – 200 million 

iv. Above 200 million 

                           

 

Questions as per specific research objectives  

 

If YES in question 5 above, please fill in the following tables 

1. What do you think are SMEs economic related factors that affect SMEs 

adoption of E-Commerce? Please indicate your response by marking with a 

tick (√) the appropriate condition statement which best describes each 

facility. Whereby  

1-Strongly Agree; 2-Agree; 3-Indifference; 4-Disagree; 5-Strongly Disagree 

 1 2 3 4 5 

The financial resources that the SMEs had is very 

limited   

     

The cost that is incurred on the adoptions of E-

Commerce 

     

The maintenance and operations cost of E-Commerce      



 

104 

 

 

Accessibility of the internet to both buyers and sellers       

The nature of the price of products online is very low       

2. What do you think are SMEs own characteristic factors that affect their 

adoption of E-Commerce? Please, your response should be indicated by 

marking with a tick (√) at the fitting condition statement that best describes 

each facility. In which; 

 

  1   2     3    4 5 

SMEs perception towards technology        

SMEs management support       

SMEs technological competence      

Perceived securities on E- commerce      

Nature of the products that are involved       

 

If others not mentioned please fill in below 

______________________________________________________________

______________________________________________________________

____________________ 

 

3. What do you think are Technical infrastructure related factors that affect 

SMEs adoption of E-Commerce? Please, your response should be indicated 

by marking with a tick (√) at the fitting condition statement that best 

describes each facility. In which;   

1-Strongly Agree; 2-Agree; 3-Indifference; 4-Disagree; 5-Strongly Disagree  

 1    2   3    4 5 

Accessibility of internet to both buyer and seller      

Confidentiality of customer information      

Power supply and infrastructure      
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Reliability of the sign board      

Technical support      

 

If others not mentioned please fill in below 

______________________________________________________________

______________________________________________________________

____________________ 

 

 

4. What do you think are social-cultural and legal related factors that affect 

SMEs adoption of E-Commerce? Please, your response should be indicated 

by marking with a tick (√) at the fitting condition statement that best 

describes each facility. In which;  

1-Strongly Agree;  2-Agree;  3-Indifference;  4-Disagree;  5-Strongly 

Disagree 

 1    2   3    4 5 

Support from government/ externalities      

The issue of Intellectual properties      

Taxation policies on e- commerce      

Level of awareness of E-Commerce      

Interactions between buyers and sellers      

 

 

If others not mentioned please fill in below 

______________________________________________________________

______________________________________________________________ 

 

1. What recommendation would you give on adoption of E-Commerce by 

SMEs? 

…………………………………………………………………………………

…………………………………………………………………………………

………………………………………………………………………………… 


