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ABSTRACT
The chapter addresses the potential benefits of Electronic Commerce to
developing countries. Electronic commerce has many potential benefits for
developing countries (DC). In this chapter, the author describes the potential
benefits of Electronic Commerce for developing nations and he provides case
examples that illustrate this trend. The widespread adoption of electronic
commerce is especially important for developing countries.

701 E. Chocolate Avenue, Hershey PA 17033-1240, USA
Tel: 717/533-8845; Fax 717/533-8661; URL-http://www.idea-group.com

�������

IDEA GROUP PUBLISHING

This  chapter appears in the book, The Economic and Social Impacts of e-Commerce, edited by Sam Lubbe.
Copyright © 2003, Idea Group Inc.  Copying or distributing in print or electronic forms without written
permission of Idea Group Inc. is prohibited.



The Economic and Social Impact of Electronic Commerce    23

Copyright © 2003, Idea Group Inc. Copying or distributing in print or electronic forms without written
permission of Idea Group Inc. is prohibited.

INTRODUCTION
Electronic commerce has many potential benefits for developing countries

(DC). In this chapter we will describe the potential benefits of Electronic Commerce
for developing nations and provide case examples that illustrate this trend. The
widespread adoption of electronic commerce is especially important for developing
countries. The benefits for developing countries range from social to economic.
Some of the benefits include: improvement of international coordination, an open
economy promoting competitions and diffusion of key technologies, efficient social
and infrastructure services, a competitive communication sector, and increased
buyer productivity.

The impacts of electronic commerce in a developing country can be helpful
rather than detrimental. Electronic commerce has the potential to tie developing
countries into the rest of the world so they are no longer considered outsiders. For
example, electronic commerce can enable more people to access products and
services that once were not available. Another benefit is that electronic commerce
stores are available 24 hours a day, 7 days a week. As the infrastructure for
electronic commerce keeps growing, services that were not offered in the past
become available. Many of these benefits have not been proven yet, but the
technology is now available, and developing countries are looking forward to these
benefits. The high cost of technology may still be detrimental in many developing
countries; however, the constant innovation of software and hardware will hopefully
reduce these costs.

Consumers in developing countries can benefit from electronic commerce
because they can buy products that could only be found in major cosmopolitan
cities. Electronic commerce is closing the gap between those countries that have
wide availability of products and those with limited availability. The basic purpose
of electronic commerce is to provide goods and services to consumers who do not
live close to the physical location of the product or service and would otherwise
have a hard time acquiring these products and services.

Society and consumers alike have only begun to enjoy the benefits of electronic
commerce. Since new developments are made on a continuous basis, it will
eventually affect every individual. Some of the benefits enjoyed by society and
consumers, for example, are ease of transaction, comparability of products, quick
delivery and the ability to make any type of transaction at any given time of day.

Electronic commerce facilitates delivery of public and social services, such as
healthcare, education, and distribution of government social services at a reduced
cost, improving the quality of care and living in these communities. For example,
health care services can reach patients in rural areas (Turban et al., 2000).



 

 

9 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/economic-social-impact-electronic-

commerce/30313

Related Content

The Use of Social Media by SMEs in the Tourism Industry
Fatim-Zohra Benmoussa, Walid A. Nakaraand Annabelle Jaouen (2016).

Encyclopedia of E-Commerce Development, Implementation, and Management (pp.

2159-2170).

www.irma-international.org/chapter/the-use-of-social-media-by-smes-in-the-tourism-

industry/149109

Measurement of Grid Mobile Commerce Process Based on Users
Dan Chang, Xiaoling Jiand Yunfang Ma (2017). Journal of Electronic Commerce in

Organizations (pp. 24-38).

www.irma-international.org/article/measurement-of-grid-mobile-commerce-process-based-on-

users/188835

Fixed and Mobile Broadband, Bundling, and the Future of the Broadband

Industry
Carol McDonough (2016). Encyclopedia of E-Commerce Development,

Implementation, and Management (pp. 1370-1385).

www.irma-international.org/chapter/fixed-and-mobile-broadband-bundling-and-the-future-of-the-

broadband-industry/149048

Consumer-Brand Engagement With E-Commerce Market Place Brands
Pankaj Kumar Mohantyand Dipanjan Kumar Dey (2020). Journal of Electronic

Commerce in Organizations (pp. 21-37).

www.irma-international.org/article/consumer-brand-engagement-with-e-commerce-market-

place-brands/257193

Mobile Commerce Adoption in Organizations: A Literature Review and

Future Research Directions
Husam Alfahl, Louis Sanzogniand Luke Houghton (2012). Journal of Electronic

Commerce in Organizations (pp. 61-78).

www.irma-international.org/article/mobile-commerce-adoption-organizations/70214

http://www.igi-global.com/chapter/economic-social-impact-electronic-commerce/30313
http://www.igi-global.com/chapter/economic-social-impact-electronic-commerce/30313
http://www.igi-global.com/chapter/economic-social-impact-electronic-commerce/30313
http://www.irma-international.org/chapter/the-use-of-social-media-by-smes-in-the-tourism-industry/149109
http://www.irma-international.org/chapter/the-use-of-social-media-by-smes-in-the-tourism-industry/149109
http://www.irma-international.org/article/measurement-of-grid-mobile-commerce-process-based-on-users/188835
http://www.irma-international.org/article/measurement-of-grid-mobile-commerce-process-based-on-users/188835
http://www.irma-international.org/chapter/fixed-and-mobile-broadband-bundling-and-the-future-of-the-broadband-industry/149048
http://www.irma-international.org/chapter/fixed-and-mobile-broadband-bundling-and-the-future-of-the-broadband-industry/149048
http://www.irma-international.org/article/consumer-brand-engagement-with-e-commerce-market-place-brands/257193
http://www.irma-international.org/article/consumer-brand-engagement-with-e-commerce-market-place-brands/257193
http://www.irma-international.org/article/mobile-commerce-adoption-organizations/70214

