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Abstract

E-commerce is a huge component of the digital economy as the business market
landscape is now based on digital competition. E-commerce assists with national
development through the creation of jobs and import tax. However, developing
countries are lagging in e-commerce adoption due to internet challenges, trust, and
security issues about online payment facilities. Despite these challenges, this study
aimed at understanding the factors influencing e-commerce adoption in developing
countries. The factors are built from the benefits and challenges of adoption. To address
the research aim, the study identified the challenges and benefits of e-commerce
adoption in developing countries using a systematic literature review methodology.

Keywords: digitalisation, e-commerce, market competition, infrastructure,
challenges, global economies, developed countries, buying and selling, economic
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Annotatsiya

Elektron tijorat raqamli iqtisodiyotning ulkan tarkibiy qismidir, chunki biznes
bozori landshafti endi ragamli ragobatga asoslangan. Elektron tijorat ish o‘rinlari
yaratish va import soligt orqali milliy rivojlanishga yordam beradi. Biroq,
rivojlanayotgan mamlakatlar Internetdagi muammolar, ishonch va onlayn to‘lov
vositalariga oid xavfsizlik muammolari tufayli elektron tijoratni gabul gilishda orgada
qolmoqgda. Ushbu qiyinchiliklarga qaramay, ushbu tadqiqot rivojlanayotgan
mamlakatlarda elektron tijoratni qabul qilishga ta’sir qiluvchi omillarni tushunishga
qaratilgan. Omillar asrab olishning afzalliklari va qiyinchiliklaridan kelib chiqadi.
Tadqiqot magsadini hal qilish uchun tadqiqot adabiyotlarni tizimli ko‘rib chiqish
metodologiyasidan foydalangan holda rivojlanayotgan mamlakatlarda elektron
tijoratni qo‘llashning qiyinchiliklari va afzalliklarini aniqladi.

Kalit so‘zlari: ragamlashtirish, elektron tijorat, bozor raqobati, infratuzilma,
muammolar, global iqtisodiyot, rivojlangan mamlakatlar, sotib olish va sotish,
iqtisodiy o‘sish.

AHHOTAIIUS

DNeKTpOHHAsT KOMMEPIUS SIBIISCTCS BAKHEUIIMM KOMITOHEHTOM ITHU(PPOBOU
HYKOHOMUKH, TTOCKOJIBKY JIaHAIa(T peIHKa OM3HECA B HACTOSIIEE BPeMsl OCHOBAH Ha
1IM(POBON KOHKYPEHITUU. DJICKTPOHHAS KOMMEPIIUS CIIOCOOCTBYET HAIIMOHAJIHLHOMY
Pa3BUTHIO 3a CYET CO3/JaHMsl pabouMx MECT M HUMIIOPTHBIX monuinH. OmHaKo
pa3BHUBAIOIIAECS CTPAHBI OTCTAIOT B TNPUHSATHU JJIEKTPOHHOH KOMMEpIMH W3-3a
npobiem c VHTepHeTOM, HOBEpUS W BOMPOCOB OE30MACHOCTH DIEKTPOHHBIX-
maTexxeit. HecMoTpst Ha 9Tu TpoOeMBbl, JTaHHOE HCCIeJoBaHUE OBLIIO HAMIPaBJICHO Ha
MOHMMaHWe (PAKTOPOB, BIHUSAIONMX Ha MPHUHITHE OJJIEKTPOHHOH KOMMEPIIMH B
______________________________________________________________________________________________________________________________|

WWW.MARKETINGJOURNAL.UZ 33


https://www.sciencedirect.com/topics/social-sciences/taxation
https://www.sciencedirect.com/topics/social-sciences/systematic-review
https://www.sciencedirect.com/topics/computer-science/developed-country
file:///D:/JURNAL/2025/Sentyabr-9-son/savodxon%23VI8X85KKQD
file:///D:/JURNAL/2025/Sentyabr-9-son/savodxon%23T034GYYH1F

4@ Marketing

Y ILMIY, AMALIY VA OMMABOP JURNAL Ne 9-SON SENTYABR, 2025-YIL

pa3BHUBAIOIIUXCS CTpaHaX. DakTOpPHl BBHICTPAUBAIOTCS HA OCHOBE MPEHMYIIECTB H
npo0seM TpuHITHS. [ TOCTHXKEHUS e HMCCISIOBAaHUS B WCCIICIOBAHUH OBLIN
BBISIBIICHBI TIPOOJIEMBI M TPEUMYINECTBA TPHUHATHS DSJICKTPOHHOW KOMMEPIIMH B
pPa3BUBAIOIIMXCS CTpaHaX C HCIOJb30BAHUEM METOJOJIOTUH CUCTEMATHYECKOTO
0030pa IuTepaTyphl.

KioueBbie cioBa: 1mudpoBu3amnmsi, JJICKTPOHHAS KOMMEPIHS, PHIHOYHAS
KOHKYpEHIIUs, HPPACTPYKTypa, MPoOIeMbl, MUPOBAsI dKOHOMHUKA, Pa3BUTHIE CTPAHEI,
KYTUIS-TIPOJaXka, SKOHOMUYECKUH POCT.

INTRODUCTION

The rapid advancement of digital technologies has significantly changed the way
businesses operate across the world. In today’s global economy, digitalisation is no
longer optional but a necessity for businesses seeking to stay competitive. One of the
key outcomes of digitalisation is the rise of e-commerce, which has reshaped business
operations by enabling the buying and selling of goods and services through online
platforms. This shift has brought new opportunities for both developed and developing
countries.

E-commerce plays an important role in job creation, improving market access,
and stimulating economic activity. For developing nations in particular, it offers the
potential to overcome traditional market limitations and reach broader customer bases.
However, despite these opportunities, the adoption of e-commerce in developing
countries remains low compared to developed economies. Challenges such as limited
internet infrastructure, security concerns, and low digital literacy continue to slow
down progress.

This study explores the key differences in e-commerce development between
developed and developing countries. By identifying the challenges and benefits that
influence adoption, the research aims to provide insights that may support inclusive
growth through digital technologies.

LITERATURE REVIEW

The evolution of e-commerce has been driven by technological advancements
associated with the Fourth Industrial Revolution (4IR) [9]. This transformation has
shifted global business dynamics from traditional physical models to competitive
digital environments [12]. According to Pollitzer [16], digitalisation involves the use
of digital tools—commonly referred to as ICTs—to support business processes,
improve efficiency, and generate value. These tools have reduced costs in
manufacturing [17], increased productivity in agriculture [4], and contributed to overall
business sustainability [5].

Researchers have explored both the opportunities and limitations of e-commerce
adoption. Kiel et al. [8] highlighted the operational and financial challenges many firms
face during digital integration, especially in low-income regions. Murthy et al. [13]
further noted the widening gap between developed and developing nations in terms of
digital readiness. This divide limits the ability of developing economies to fully benefit
from e-commerce innovations.
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Despite these challenges, studies suggest that e-commerce can serve as a catalyst
for growth. Kabir et al. [7] emphasized the role of e-commerce in increasing GDP and
enabling countries to participate more actively in the global economy. UNCTAD [19]
reported that between 2018 and 2019, developing nations contributed significantly to
global e-commerce growth, supported by increasing internet access and mobile usage.
Statista [18] forecasts that several developing countries will rank among the top ten in
retail e-commerce growth by 2027.

The positive impact of ICTs on development has also been linked to job creation,
SME growth, and increased financial inclusion [2], [5]. Furthermore, the role of digital
solutions in achieving Sustainable Development Goal 8—promoting inclusive and
sustainable economic growth—has been widely recognised [20].

However, disparities remain in e-commerce adoption. Alyoubi [3] and Makame
et al. [11] found that infrastructure, digital literacy, and trust continue to act as barriers
in many developing regions. Nonetheless, researchers like Koe and Sakir [9] stress that
businesses must embrace e-commerce to remain competitive in the evolving market
landscape.

METHODOLOGY

The research on e-commerce differences between developing and developed
countries utilized a mixed-method approach, collecting data from secondary sources
such as market reports, industry statistics, and academic publications. Quantitative data
on internet penetration, market size, and consumer behavior were analyzed using
comparative statistical techniques, while qualitative insights from case studies and
expert commentary were examined thematically to identify patterns, challenges, and
opportunities in different e-commerce environments.

ANALYSIS AND RESULTS

E-commerce, the buying and selling of goods and services online, has
fundamentally transformed global economies, yet its development, adoption, and
impact differ markedly between developing and developed countries. These disparities
stem from variations in infrastructure, consumer behavior, technology access, and
regulatory frameworks. In developed nations such as the United States, Japan, and
Germany, widespread access to high-speed internet, often with penetration rates
exceeding 90%, enables seamless e-commerce transactions and supports advanced
technologies like Al-driven recommendations. High-speed connectivity not only
facilitates smooth online shopping experiences but also enhances operational
efficiency for businesses, allowing them to implement sophisticated solutions such as
automated logistics, personalized marketing, and data-driven decision-making. As of
2025, with global internet penetration around 68% and e-commerce generating $6.86
trillion in revenue, robust digital infrastructure continues to shape the trajectory of the
global digital economy.

The scale and growth of e-commerce also vary significantly between developed
and developing regions. Developed countries dominate the global market, with the
United States, United Kingdom, Germany, Japan, and South Korea leading in revenue
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and adoption rates. The US e-commerce market alone was valued at approximately
$1.1 trillion in 2024, with projections exceeding $1.3 trillion by 2026, while Western
Europe’s market is expected to grow at a compound annual growth rate of 7-9%
through 2027. This growth is driven by factors such as the increasing prevalence of
mobile commerce, subscription-based services, and the integration of artificial
intelligence to provide personalized shopping experiences. In contrast, developing
countries often face challenges related to digital infrastructure, logistical bottlenecks,
and uneven access to technology, which can limit market expansion and slow the
adoption of e-commerce platforms.

Consumer behavior in developed markets is heavily influenced by high internet
penetration and widespread smartphone ownership, which supports convenient and fast
online shopping. In countries like the US, UK, and Japan, 60—70% of consumers
regularly use both online and offline channels for purchases, reflecting a mature
omnichannel retail environment. Convenience, fast delivery, competitive pricing, and
sustainability considerations play key roles in consumer decision-making, with 40—
50% of consumers in Europe and North America favoring eco-friendly brands or
packaging. Consumers in these regions also demonstrate a high level of trust in online
transactions, supported by secure payment systems, robust consumer protection laws,
and clear return policies. Digital payments are ubiquitous, with credit cards, debit
cards, digital wallets, and buy-now-pay-later services widely available, and over 80%
of transactions in countries such as the US are cashless.

Technological innovation and logistics infrastructure further differentiate
developed markets. E-commerce platforms leverage Al and machine learning to
provide personalized recommendations, optimize supply chains, and deliver real-time
customer support through chatbots and advanced analytics. Efficient logistics
networks, including automated warehouses and same-day delivery services, are
commonplace, enabling rapid fulfillment and a superior customer experience. High
device penetration, with most consumers owning smartphones, laptops, or tablets,
ensures that online platforms are easily accessible, making digital shopping an integral
part of daily life. In these mature markets, leading platforms such as Amazon, eBay,
and Walmart command a substantial share of retail activity, with online sales
accounting for 15-20% of total retail revenue.

For developing countries, strategies to foster e-commerce growth must prioritize
improvements in infrastructure, technology, and consumer trust. Expanding broadband
access, including 5G networks and fiber-optic connectivity, can significantly enhance
online engagement, as evidenced by Kenya’s Safaricom 5G rollout, which increased
e-commerce traffic by 15%. Building local cloud infrastructure reduces latency and
supports platform performance, as demonstrated by India’s Jio model, which improved
responsiveness for Flipkart. Optimizing mobile platforms for low-bandwidth
environments, similar to Jumia’s approach in Nigeria, can increase access by 30%,
while strengthening cybersecurity through secure digital payment systems, such as
India’s UPI integration with Paytm, can reduce reliance on cash-on-delivery and build
consumer confidence. Facilitating cross-border trade through policy support for
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regional data flow agreements, exemplified by Brazil’s MercadoLibre, can further
expand market opportunities and drive sustainable e-commerce growth in developing
economies.

These targeted measures, combined with investment in technology, logistics, and
digital literacy, can help developing countries bridge the e-commerce gap with
developed markets, fostering inclusive economic growth and empowering businesses
and consumers to fully participate in the global digital economy.

CONCLUSION AND SUGGESTIONS

Fast internet infrastructure is vital for e-commerce, powering seamless
experiences in developed countries (e.g., Amazon, Zalando) and offering
transformative potential in developing ones (e.g., Jumia, Flipkart). By addressing
connectivity gaps through investments like Safaricom’s 5G or Jio’s data centers,
developing nations can enhance e-commerce scalability and inclusion, narrowing the
global digital divide by 2030. E-commerce in developed countries benefits from
advanced infrastructure, high consumer trust, and robust regulations, enabling mature
markets with seamless experiences. In contrast, developing countries face challenges
like limited internet access, logistical hurdles, and low financial inclusion but are
witnessing rapid growth driven by mobile technology and a rising middle class.
Bridging these gaps requires tailored strategies, such as mobile-first platforms and
localized payment solutions, to unlock the full potential of e-commerce in developing
nations. As global connectivity improves, the e-commerce divide between developing
and developed countries 1s likely to narrow, fostering greater economic inclusion
worldwide.

REFERENCES

1. Aikaeli, J., & Mbellenge, F. (2016). The role of ICT in poverty reduction in
Tanzania. International Journal of Computing and ICT Research, 10(1), 36-50.

2. Aker, J. C., & Mbiti, I. M. (2010). Mobile phones and economic development
in  Africa.  Journal of  Economic  Perspectives, 24(3), 207-232.
https://doi.org/10.1257/1ep.24.3.207

3. Alyoubi, A. A. (2015). E-commerce in developing countries and how to
develop them during the introduction of modern systems. Procedia Computer Science,
65, 479-483. https://doi.org/10.1016/j.procs.2015.09.127

4. Andreoni, A., Lazonick, W., & Natarajan, L. (2021). Digital technologies,
industrial policy and structural change in the Global South. The European Journal of
Development Research, 33(2), 165—194. https://doi.org/10.1057/s41287-021-00367-5

5. Graham, M., Hjorth, 1., & Lehdonvirta, V. (2017). Digital labour and
development: impacts of global digital labour platforms and the gig economy on
worker livelihoods. Transfer: European Review of Labour and Research, 23(2), 135—
162. https://doi.org/10.1177/1024258916687250

6. Gurau, C. (2021). Digital transformation in business: An overview of the
current literature. Journal of Strategic and International Studies, 14(1), 16-27.

WWW.MARKETINGJOURNAL.UZ 37


https://doi.org/10.1177/1024258916687250

ILMIY, AMALIY VA OMMABOP JURNAL Ne 9-SON SENTYABR, 2025-YIL

7. Kabir, M. A., Saidin, S. Z., & Ahmi, A. (2020). E-commerce adoption in
developing countries: A model and instrument. Information Development, 36(4), 501—
514. https://doi.org/10.1177/0266666919879257

8. Kiel, D., Miiller, J. M., Arnold, C., & Voigt, K.-1. (2017). Sustainable industrial
value creation: Benefits and challenges of industry 4.0. International Journal of
Innovation Management, 21(8), 1740015.
https://doi.org/10.1142/S1363919617400151

9. Koe, W.-L., & Sakir, M. Y. (2020). The drivers of e-commerce adoption among
small and medium enterprises (SMEs) in Malaysia. International Journal of Academic
Research  in  Business and Social Sciences, 10(8), 270-284.
https://doi.org/10.6007/IJARBSS/v10-18/7527

10. Kozma, R. B. (2005). National policies that connect ICT-based education
reform to economic and social development. Human Technology: An Interdisciplinary
Journal on Humans in ICT Environments, 1(2), 117-156.

11. Makame, W. H., Kang, J., & Park, S. C. (2014). Factors influencing electronic
commerce adoption in developing countries: The case of Tanzania. South African
Journal of Business Management, 45(2), 83-96.
https://doi.org/10.4102/sajbm.v4512.129

12. Mthembu, M., Bwalya, K. J., & Ruxwana, N. (2018). Bridging the digital
divide for rural small, medium and micro enterprises (SMMEs): A South African
perspective. The African Journal of Information and Communication, 21, 1-15.
https://doi.org/10.23962/10539/26147

13. Murthy, V. R., Kar, A. K., & Ilavarasan, P. V. (2021). Digital technologies
and development: Global South perspectives. Information Technology for
Development, 27(2), 177-180. https://doi.org/10.1080/02681102.2021.1904160

14. Myovella, G., Karacuka, M., & Haucap, J. (2020). Digitalization and
economic growth: A comparative analysis of Sub-Saharan Africa and OECD
economies. Telecommunications Policy, 44(2), 101856.
https://doi.org/10.1016/].telpol.2019.101856

15. Ngwenyama, O., Andoh-Baidoo, F. K., Bollou, F., & Morawczynski, O.
(2006). Is there a relationship between ICT, health, education and development? An
empirical analysis of five West African countries from 1997-2003. The Electronic
Journal of Information Systems in Developing Countries, 23(1), 1-11.
https://doi.org/10.1002/1.1681-4835.2006.tb00151.x

16. Pollitzer, E. (2018). A policy brief: Promoting responsible research and
innovation in ICT. Science and Public Policy, 45(5), 689—-695.
https://doi.org/10.1093/scipol/scy016

17. Rafikov, A. A., & Ansary, M. F. (2020). Industry 4.0 and cost reduction: A
study on manufacturing sector in Russia. International Journal of Production Research,
58(23), 7052—-7063.

18. Statista. (2023). Retail e-commerce sales CAGR by country 2023-2027.
Retrieved from https://www.statista.com

WWW.MARKETINGJOURNAL.UZ 38


https://doi.org/10.1177/0266666919879257
https://doi.org/10.6007/IJARBSS/v10-i8/7527
https://doi.org/10.4102/sajbm.v45i2.129
https://doi.org/10.23962/10539/26147
https://doi.org/10.1080/02681102.2021.1904160
https://doi.org/10.1016/j.telpol.2019.101856
https://doi.org/10.1002/j.1681-4835.2006.tb00151.x
https://doi.org/10.1093/scipol/scy016
https://www.statista.com/

fy' \ia €~} 1

ILMIY, AMALIY VA OMMABOP JURNAL Ne 9-SON SENTYABR, 2025-YIL

19. UNCTAD. (2019). UNCTAD B2C E-commerce Index 2019: Leapfrogging
digital divides. United Nations Conference on Trade and Development.
https://unctad.org/system/files/official-document/tn_unctad_ict4d14_en.pdf

20. Waage, J., Yap, C., Bell, S., Levy, C., Mace, G., Pegram, T., ... Poole, N.
(2015). Governing the UN sustainable development goals: Interactions, infrastructures,
and  institutions. @ The  Lancet  Global  Health, 3(5), e251-e252.
https://doi.org/10.1016/S2214-109X(15)70112-9

21. Statista. (2025). Digital Economy Compass 2025. Retrieved from
https://www.statista.com

22. UNCTAD. (2024). Digital Economy Report 2024: Shaping an Inclusive
Future. Retrieved from https://unctad.org

23. eMarketer. (2024). E-Commerce Trends in Emerging Markets 2024.
Retrieved from https://www.emarketer.com

24. Statista. (2025). Global E-Commerce Revenue Forecast 2025. Retrieved from
https://www.statista.com

25. Kabanda, S., & Brown, 1. (2023). A Systematic Literature Review on E-
Commerce Adoption in Developing Countries. Journal of Global Information
Management, 31(2), 45-67. Retrieved from https://www.researchgate.net

26. GSMA. (2024). Mobile Economy Sub-Saharan Africa 2024. Retrieved from
https://www.gsma.com

27. World Bank. (2024). Global Findex Database 2024. Retrieved from
https://www.worldbank.org

28. OECD. (2024). Digital Transformation and E-Commerce Productivity.
Retrieved from https://www.oecd.org

29. UNCTAD. (2024). E-Commerce and Sustainable Development Goals.
Retrieved from https://unctad.org

30. World Trade Organization. (2024). Cross-Border E-Commerce:
Opportunities and Challenges. Retrieved from https://www.wto.org

_________________________________________________________________________________________________________________|
WWW.MARKETINGJOURNAL.UZ 39


https://unctad.org/system/files/official-document/tn_unctad_ict4d14_en.pdf
https://doi.org/10.1016/S2214-109X(15)70112-9
https://www.statista.com/
https://unctad.org/
https://www.emarketer.com/
https://www.statista.com/
https://www.researchgate.net/
https://www.gsma.com/
https://www.worldbank.org/
https://www.oecd.org/
https://unctad.org/
https://www.wto.org/

ilmiy, amaliy va ommabop jurnali

Muharrir: Xakimov Ziyodulla Axmadovich
Ingliz tili muharriri: Tursunov Boburjon Ortigmirzayevich
Rus tili muharriri: Kaxramonov Xurshidjon Shuxrat o‘g‘li
Musahhih: Karimova Shirin Zoxid qizi
Sahifalovchi va dizaynerlar: Sadikov Shoxrux Shuxratovich

Abidjonov Nodirbek Odijon o‘g‘li

2025-yil, sentyabr, 9-son

© Materiallar ko‘chirib bosilganda “Marketing” ilmiy, amaliy va ommabop jurnali manba sifatida

ko‘rsatilishi shart. Jurnalda bosilgan material va reklamalardagi dalillarning aniqligiga mualliflar

mas’ul. Tahririyat fikri har vaqt ham mualliflar fikriga mos kelavermasligi mumkin. Tahririyatga
yuborilgan materiallar qaytarilmaydi.

Mazkur jurnalda magqolalar chop etish uchun quyidagi havolalarga murojaat qilish mumkin.
Ilmiy maqola, ommabop maqola, reklama, hikoya va boshqa ilmiy-ijodiy materiallar yuborishingiz
mumkin.

Materiallar va reklamalar pullik asosda chop etiladi.

Elektron pochta: info@marketingjournal.uz
Bot: (@marketinjournalbot
Tel.: +998977838464, 998939266610

Jurnalning rasmiy sayti: https://marketingjournal.uz

Marketing jurnali O‘zbekiston Respublikasi Oliy ta’lim, fan va innovatsiyalar vazirligi huzuridagi Oliy
attestatsiya komissiyasi rayosatining 2024-yil 04-oktabrdagi 332/5 sonli qarori bilan milliy ilmiy
nashrlar ro‘yxatiga kiritilgan

“Marketing” ilmiy, amaliy va ommabop jurnali 2024-yil 15-martdan
O‘zbekiston Respublikasi Prezidenti Administratsiyasi huzuridagi Axborot va
ommaviy kommunikatsiyalar agentligi tomonidan C-5669517 reyestr ragami
tartibi bo‘yicha ro‘yxatdan o‘tkazilgan. Litsenziya raqami: Ne240874

“Marketing” ilmiy, amaliy va ommabop jurnalining xalgaro darajasi: 9710. TOCT
7.56-2002 " Seriyali nashrlarning xalqaro standart raqamlanishi" davlatlataro
standartlari talablari. Berilgan ISSN tartib raqami: 3060-4621



mailto:info@marketingjournal.uz
https://marketingjournal.uz/

