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ABSTRACT

The chapter addresses the potential benefits of Electronic Commerce to
devel oping countries. Electronic commerce has many potential benefits for
devel oping countries(DC). Inthischapter, theauthor describesthe potential
benefitsof Electronic Commer cefor devel oping nationsand heprovidescase
examples that illustrate this trend. The widespread adoption of electronic
commerceis especially important for developing countries.
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INTRODUCTION

Electroniccommercehasmany potential benefitsfor devel oping countries
(DC). Inthischapter wewill describethepotentia benefitsof ElectronicCommerce
for devel oping nationsand providecaseexamplesthat il lustratethistrend. The
widespread adoption of el ectroniccommerceisespecialy important for devel oping
countries. Thebenefitsfor devel oping countriesrangefrom social toeconomic.
Someof thebenefitsinclude: improvement of international coordination, anopen
economy promoting competitionsanddiffusionof key technol ogies, efficientsocia
andinfrastructureservices, acompetitivecommunication sector, andincreased
buyer productivity.

Theimpactsof electroniccommerceinadevel oping country canbehel pful
rather than detrimental. Electroniccommercehasthepotentia totiedevel oping
countriesintotherest of theworld sothey arenolonger considered outsiders. For
example, el ectronic commerce can enable more peopl eto accessproductsand
servicesthat oncewerenot avail able. Another benefitisthat €l ectroniccommerce
stores are available 24 hours aday, 7 days aweek. Astheinfrastructure for
el ectronic commercekeepsgrowing, servicesthat werenot offered inthe past
become available. Many of these benefits have not been proven yet, but the
technology isnow available, and devel oping countriesarel ookingforwardtothese
benefits. Thehighcost of technol ogy may still bedetrimental inmany developing
countries; however, theconstantinnovationof softwareandhardwarewill hopefully
reducethesecosts.

Consumersindevel oping countriescan benefit fromel ectroniccommerce
becausethey can buy productsthat could only befoundinmajor cosmopolitan
cities. Electroniccommerceisclosi ngthegap betweenthosecountriesthat have
wideavailability of productsandthosewithlimitedavailability. Thebasicpurpose
of electroniccommerceisto providegoodsand servicesto consumerswhodonot
liveclosetothephysical |ocation of theproduct or serviceand would otherwise
haveahardtimeacquiringtheseproductsand services.

Society and consumersalikehaveonly beguntoenjoy thebenefitsof e ectronic
commerce. Since new developments are made on a continuous basis, it will
eventually affect every individual. Someof thebenefitsenjoyed by society and
consumers, for exampl e, areeaseof transaction, comparability of products, quick
delivery andtheability tomakeany typeof transactionat any giventimeof day.

Electroniccommercefacilitatesddivery of publicand socia services, suchas
healthcare, education, and distribution of government social servicesat areduced
cost, improvingthequality of careandlivinginthesecommunities. For example,
health careservicescanreach patientsinrural areas(Turbanetal ., 2000).
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