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ABSTRACT 

This non-empirical study delves into the intricate dynamics surrounding the adoption of E-

commerce by Small and Medium Enterprises (SMEs), with a focus on the Nigerian business 

landscape. The investigation employs a comprehensive review of existing literature, 

exploring the multifaceted factors influencing E-commerce adoption, including technological, 

organizational, and environmental considerations. The Technology-Organization-

Environment (TOE) framework serves as a theoretical lens to comprehend the complexities 

associated with SMEs integrating E-commerce solutions. Subsequently, the study examines 

the challenges faced by SMEs in this adoption process and elucidates strategic measures to 

overcome these hurdles. Furthermore, the study provides a detailed exploration of various 

technologies pivotal for successful E-commerce adoption, ranging from E-commerce 

platforms and payment gateways to emerging technologies such as AI, AR, and blockchain. 

The conclusion synthesizes key insights, emphasizing the need for SMEs to develop 

comprehensive E-commerce strategies, embrace a customer-centric culture, and leverage a 

diverse set of technologies to thrive in the rapidly evolving digital landscape. This non-

empirical study contributes to the existing body of knowledge by offering a holistic 

perspective on E-commerce adoption, providing practical insights for SMEs navigating the 

challenges and opportunities presented by the digital era. 
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Introduction 

 The digital realm has undergone a profound metamorphosis, and the influence of e-

commerce has firmly established itself as a pivotal catalyst propelling economic expansion 

and market accessibility. Small and Medium Enterprises (SMEs) across the globe are attuned 

to this transformation, delving into the realms of e-commerce to broaden their horizons, 

diversify offerings, and elevate customer engagement. This trend is particularly pertinent for 

Nigerian SMEs, where an escalating internet penetration rate and a tech-savvy youth 

population create a fertile ground for embracing digital commerce. Despite the optimistic 

outlook, maneuvering through the intricacies of e-commerce implementation remains a 

daunting task for many Nigerian SMEs. A comprehensive understanding of the factors 

shaping their adoption decisions becomes imperative to ensure seamless integration and 

harness the full potential of this digital revolution. 

 The utilization of the internet by businesses to manage information and incorporate 

e-commerce into their revamped operational structures has been a pivotal shift. E-

commerce has fostered a conducive environment for economies to transition from labor-

intensive paradigms to knowledge-based models, anticipated to dominate the future. 

Businesses, both large and small, have reaped substantial benefits from integrating e-

commerce into their daily operations. This integration has not only led to significant cost 

reductions but also elevated the quality of goods and services, attracting new clients and 

suppliers, and opening novel distribution channels for goods (Pham, Pham, and Nguyen, 

2011). These advantages are not limited to major corporations but are equally accessible to 

small- and medium-sized businesses (SMEs) (Huff, 2000). The focus of both academics and 

practitioners has predominantly centered on the utilization of technology and its 

components. 

 Undoubtedly, SMEs play a pivotal role in the economies of both developed and 

emerging nations. It is crucial to emphasize that while e-commerce holds the potential for 

numerous benefits, the adoption rate among SMEs has surprisingly remained modest. This 

divergence may be attributed to the inherent differences between SMEs and large 

enterprises. SMEs are integral to economic progress in industrialized and underdeveloped 

countries alike, contributing to over 80% of global economic growth, as estimates suggest. 

Recognizing their significance, Nigerian SMEs, as dynamic contributors to the nation's 



economic landscape, are increasingly realizing the transformative power of e-commerce. 

This paradigm shift not only presents an opportunity to transcend geographical boundaries 

but also to access diverse markets and enhance operational efficiency. Against this dynamic 

backdrop, our review endeavors to unveil the underlying factors influencing e-commerce 

adoption, shedding light on both challenges and prospects in this evolving landscape. 

E-Commerce  

 E-commerce, a transformative force reshaping the dynamics of commerce, has 

redefined the way individuals engage in shopping, selling, and business interactions. This 

encompasses the digital buying and selling of goods and services, transcending physical 

storefronts through transactions facilitated on digital platforms. Koe and Sakir (2020) 

characterize e-commerce as the conduct of business transactions in a digital format or via 

the internet. Recognized for its potential to foster business growth (Koe & Sakir, 2020), e-

commerce has demonstrated positive contributions to economic growth across diverse 

countries, irrespective of their developmental levels (Kabir et al., 2020; Myovella et al., 2020). 

Commonly known as electronic or online commerce, e-commerce involves the exchange of 

money and data for the acquisition and sale of goods or services through the internet. While 

often associated with the online sale of tangible goods, the term encompasses any business 

deal facilitated by the internet. Distinguished from e-business, e-commerce specifically 

refers to online product and service exchanges. Online merchants and marketplaces have 

evolved under the umbrella of e-commerce, simplifying the process of discovering and 

purchasing goods. This evolution has benefited individuals, small enterprises, and large 

corporations alike, providing a platform to reach a broader audience than traditional offline 

retail allowed. 

 According to Abdullahi, Jakada, and Kabir's (2015) research, e-commerce involves 

the exchange of data, goods, and services across communication systems. Shemi and Procter 

(2018) further assert that e-commerce is reshaping how Small and Medium Enterprises 

(SMEs) conduct commercial transactions. Scholars such as Alyoubi (2015), Annan (2001), 

Kurnia et al. (2015), and Lituchy & Rail (2000) argue that e-commerce possesses significant 

potential to contribute to both local and global economic development. Undoubtedly, the use 

of e-commerce in business plays a vital role in competitiveness and economic stability 

(Elbeltagi et al., 2016). The term "e-commerce" encompasses online transactions utilizing 



the internet, mobile devices, and the web for financial exchanges of goods or services 

(Garrett et al., 2015; Jackson et al., 2019). Despite efforts, a universal definition of e-

commerce remains elusive among academics, leading to a diversity of interpretations. 

E-commerce unfolds through various stages, beginning with business-to-customer (B2C), 

where companies directly sell items or services to consumers online. This is followed by 

business-to-business (B2B), where businesses electronically sell goods and services to other 

organizations. The evolution of the online platform has given rise to new forms of e-

commerce, including social commerce (selling through social media) and m-commerce 

(selling through mobile apps). These forms collectively contribute to the overarching goal of 

technological application, with numerous theoretical frameworks such as Information 

Systems (IS), IT adoption models, and innovation theory providing insights into the adoption 

and success of e-commerce. Effective communication processes play a pivotal role in 

achieving organizational objectives, influencing order processing, delivery, payment 

completion, and the subsequent feedback and review phase from clients. 

 The development of e-commerce is characterized by nine key features, including 

support for all organizational components, resource sufficiency, accessibility of amenities 

and infrastructures, digital technology, and external support. E-commerce facilitates easier 

information access, enhances organizational effectiveness, improves the quality and speed 

of services to business partners, and proves to be more cost-effective compared to 

traditional trading methods (Nuvriasari, 2012). Small and Medium Enterprises (SMEs), 

recognized as the backbone of the economy, play a crucial role in the socioeconomic growth 

of a country, contributing to the development of rural communities and job creation. 

However, SMEs face challenges such as financing issues, a shortage of skilled labor, and high 

operating costs. 

 Nigeria, often referred to as the "Giant of Africa," is a sovereign nation in West Africa 

with a substantial population and economy. According to the IMF, it ranks 24th in the world 

in terms of GDP based on purchasing power parity (PPP) and 26th in nominal GDP. In 2020, 

the nation's GDP per person was $2,097.09 (World Bank). 

Previous research on e-commerce adoption by SMEs has primarily focused on acceptance 

rather than non-adoption. The study challenges the notion that non-adoption reflects a lack 

of rational decision-making by SMEs. Factors beyond management's control may contribute 



to non-adoption, creating situations where businesses are unable to engage in e-commerce. 

The findings align with earlier theories but emphasize the impact of external factors on e-

commerce adoption interruptions. 

 Between 2018 and 2019, developing economies, comprising almost half of the top 20 

global economies, contributed to an 11% increase in global e-commerce sales and a 4% 

increase in global GDP (UNCTAD, 2019). Data reveals that, considering the compound annual 

growth rate (CAGR) of the top 10 countries in retail e-commerce sales from 2023 to 2027, 

seven developing countries are on the list, indicating a higher e-commerce contribution in 

developing nations than in developed ones (Statista, 2023). 

 The development landscape encompasses social, financial, human, and economic 

aspects, with advancements in Information and Communication Technologies (ICTs) 

influencing e-commerce. ICT advancements have led to job creation, the growth of SMEs, 

changes in livelihoods, increased product value, and the improvement of lives, especially in 

developing countries, addressing sustainable development goals (SDGs), particularly goal 8 

on promoting sustained, inclusive, and sustainable economic growth (Waage et al., 2015). 

Despite these positive aspects, there exists a significant disparity in the adoption and 

implementation rates of e-commerce between developed and developing countries, with the 

latter lagging behind. The transition from traditional to digital-based market competition 

underscores the necessity for businesses and organizations to adopt e-commerce to remain 

relevant and competitive (Koe & Sakir, 2020). 

 The findings of a study conducted in Nigeria, a developing country, reveal that six 

factors influencing e-commerce adoption - research and development, electronic payment, 

accessibility, import taxation, supply chain management, and job creation - have a positive 

impact on economic growth (Rabiu et al., 2019). Despite the potential benefits, developing 

countries, including Nigeria, often encounter challenges in adopting and adapting to 

technologies, particularly in the realm of e-commerce. Key impediments include internet 

challenges, trust issues, and security concerns related to online payment facilities (Mthembu 

et al., 2018; Murthy et al., 2021; Sila, 2019). In this context, it becomes crucial to explore both 

the facilitating and hindering factors contributing to or impeding e-commerce adoption in 

developing countries. Understanding these factors can provide valuable insights into 



fostering the successful integration of e-commerce, addressing challenges, and promoting 

economic growth in such contexts. 

Technological Factors 

 The term "technological factors" encompasses three sub-terms: information and 

communication technology adoption (ICT), the use of the web and e-mail for organizational 

purposes, and various types of software used in enterprises (Chung, Nam & Stefanone, 2012). 

These technologies utilize desktops, laptops, smartphones, handheld devices, the internet, 

and business software for data storage and secure networking. Internet Connectivity (IC) 

ensures quality internet access for organizational needs, demands, and deliveries. Business 

data management (BDM) supports organizations and Small and Medium Enterprises (SMEs) 

in streamlining departmental duties, reducing employee burden, and facilitating timely 

services (Singh & Singh, 2022), all conducted over ICT platforms. 

 Technological factors play a vital role in any organization, being indispensable for 

staying competitive in modern society. In this research, technological factors include ICT 

adoption, Internet connectivity, and business data management. ICT adoption is crucial for 

finding, developing, and analyzing information, problems, and solutions in a business context. 

It provides a rapid mechanism for accessing global experiences and ideas, enabling learning 

and collaboration across different cultures and communities (Erumban & De Jong, 2006). 

The economic growth of a country, particularly through SMEs, relies on ICT as a source of 

rapid productivity and communication to reach new clients. 

 Technological factors serve as powerful communication tools for competitive 

purposes within organizations (Alraja, Imran, Khashab & Shah, 2022). Organizations have 

evolved with speedy information gathering, communication, and problem-solving processes, 

facilitated by various web applications and software available in the market (Ghobakhloo, 

Arias-Aranda & Benitez-Amado, 2011). These advancements ease decision-making for SMEs, 

making routine tasks just a click away. 

 Technological progress has simplified model-making and concept-designing 

processes, saving labor, time, and money for SMEs. Each enterprise utilizes different ICT 

adoption tools, and internet connectivity in SMEs often relies on 3G and 4G broadband, 

connecting to virtual private networks (Akhter, Karim, Jannat & Islam, 2022). However, in 



Nigeria, not all SMEs enjoy high-speed internet connectivity, with limitations to 3G in several 

areas, while the fastest available is 5G (Rabiu et al., 2019). 

 Technological factors are critical for e-commerce adoption in small and medium-

sized firms. Internet connectivity, according to Guerriero (2015), is a prerequisite, and the 

absence of it hinders e-commerce adoption. SMEs in Nigeria may struggle with secure 

internet availability due to infrastructure, environmental issues, and poor circumstances. 

Research and development (R&D) play a key role in launching an e-commerce business, yet 

the lack of implementation is a barrier for SMEs in Nigeria (Akintola et al., 2020; Ale Ebrahim, 

Ahmed, & Taha, 2010). R&D often focuses on the local level, neglecting national and 

international competitors. 

 Data management is crucial for solving problems and coping with modern issues. 

SMEs need proper data management systems to adopt e-commerce successfully 

(Amornkitvikai, Tham & Tangpoolcharoen, 2021). Small and medium-sized enterprises also 

employ Enterprise Resource Planning (ERP) programs as ICT tools in manufacturing (Moon, 

2007). However, ICT adoption n developing countries like Nigeria is slow due to inadequate 

telecommunication infrastructure, limited technological literacy, and challenges in 

integrating technological tools into business processes. Additionally, high costs and limited 

financial resources impede the progress of technological tools in the country's businesses. 

 

 

 

 

 

 

 

 

 

 

 

 

 



Table 1: Various Technologies for  

S/N Technologies  Example Purpose  

1 E-commerce 

Platforms 

Shopify, WooCommerce 

(WordPress), Magento, 

BigCommerce 

Comprehensive software solutions 

that enable businesses to build and 

manage their online stores. 

2 Payment 

Gateways 

PayPal, Stripe, Square, 

Authorize.Net 

Systems that process online 

transactions by securely 

transferring customer payment data 

between the website and the 

financial institution. 

3 Customer 

Relationship 

Management 

(CRM) Systems 

Salesforce, HubSpot, Zoho 

CRM 

Platforms that manage and analyze 

customer interactions throughout 

the customer lifecycle, helping 

businesses build and maintain 

relationships. 

4 Content 

Management 

Systems (CMS) 

WordPress, Joomla, Drupal Platforms that facilitate the 

creation, management, and 

modification of digital content on a 

website. 

5 Mobile 

Commerce (m-

commerce) 

Technologies 

Mobile apps, mobile-

optimized websites, mobile 

wallets (Apple Pay, Google 

Pay) 

Technologies specifically designed 

for mobile devices to facilitate E-

commerce transactions. 

6 Artificial 

Intelligence (AI) 

and Machine 

Learning (ML) 

Chatbots, recommendation 

engines, fraud detection 

systems 

Technologies that enable 

personalized recommendations, 

predictive analytics, and automation 

in areas such as customer service 

and inventory management. 

7 Augmented 

Reality (AR) and 

Virtual try-on solutions, AR 

product demonstrations 

Technologies that provide 

immersive experiences for 



Virtual Reality 

(VR) 

customers, allowing them to 

visualize products before 

purchasing. 

8 Internet of 

Things (IoT) 

Smart shelves, RFID 

technology, connected 

wearables 

Interconnected devices that enable 

real-time data exchange, enhancing 

inventory management, and 

providing personalized customer 

experiences. 

9 Blockchain 

Technology 

Cryptocurrencies (Bitcoin, 

Ethereum), blockchain-based 

supply chain solutions 

A decentralized and secure ledger 

system that ensures transparent 

and tamper-proof transactions. 

10 Chatbots and 

Virtual 

Assistants 

Chatbot platforms (Chatfuel, 

Dialogflow), virtual 

assistants (Siri, Google 

Assistant) 

AI-powered conversational 

interfaces that provide instant 

customer support, answer queries, 

and guide users through the 

shopping process. 

11 Cloud 

Computing 

Amazon Web Services 

(AWS), Microsoft Azure, 

Google Cloud Platform 

Computing services (e.g., storage, 

processing power) delivered over 

the internet, allowing businesses to 

scale resources as needed. 

12 Data Analytics 

and Business 

Intelligence 

Google Analytics, Tableau, 

Power BI 

Technologies that analyze and 

interpret data to provide insights 

into customer behavior, market 

trends, and performance metrics. 

13 Security 

Technologies 

Secure Sockets Layer (SSL) 

encryption, firewalls, multi-

factor authentication 

Technologies that ensure the 

security of online transactions, 

protect customer data, and guard 

against cyber threats. 

14 Geolocation 

Technologies 

Geotargeting, geofencing, 

location-based notifications 

Technologies that use location data 

to provide personalized 



experiences, targeted marketing, 

and localized services. 

 

 These technologies work in tandem to create a robust E-commerce ecosystem, 

providing businesses with the tools needed to offer seamless, secure, and personalized 

online shopping experiences. The integration and strategic use of these technologies 

contribute significantly to the successful adoption and sustained growth of E-commerce 

platforms. 

Organizational Factors 

 Organizational factors play a crucial role in influencing the adoption and successful 

implementation of e-commerce within businesses. The organizational context encompasses 

internal factors within an organization that impact the adoption and implementation of 

innovations (Tornatzky & Fleischer, 1990). Previous studies conducted in both developed 

and developing countries highlight the significant impact of contextual and organizational 

factors, both positive and negative, on organizations integrating e-commerce technologies 

into their operations (Awiagah et al., 2016; Ghobakhloo & Tang, 2013; Hoti, 2015; Scupola 

2009; Seyal et al., 2004; Shemi & Procter, 2013). These researchers have identified 

organizational factors as internal elements influenced by the general characteristics and 

current position of Small and Medium Enterprises (SMEs). 

 Organizational contextual factors emerge as a crucial theme for the successful 

adoption of e-commerce by SMEs. Size and organizational structure within organizations 

significantly influence e-commerce adoption decisions and success for SMEs. Larger size and 

appropriate structure enable SMEs to utilize their resources more effectively for the 

successful integration of e-commerce. However, limited size and a horizontal structure in 

SMEs pose challenges to the optimal use of technology resources, even when resources are 

already constrained. Management holds direct control over these resources. 

 Organizational factors include various dimensions within a company, such as its 

structure, scope, managerial aspects, size, and available resources (Oliveira & Martins, 2010). 

A decentralized institutional structure with streamlined competencies and parallel 

communication is vital for the effective adoption of innovative technologies (Baker, 2012). 



Legal connections and centralized decision-making also play a role in implementing 

innovative technologies (Baker, 2012; Bourne et al., 2013). Organizational context plays a 

significant role in fostering innovativeness, and economic resources, including material, 

personnel, information, and technology, are essential for nurturing innovation within an 

institution (Herold, Jayaraman & Narayanaswamy, 2006). 

 Executive administrative support is crucial in overcoming employee resistance to 

new technologies. Employees often resist embracing advanced technologies due to 

insufficient information about the strategic benefits conveyed by executive administration 

and decision-makers (Knight, 2015). Executive management's endorsement of innovation 

guides the organization and its workforce towards embracing new technologies, aligning 

with the organization's core values, vision, and mission (Baker, 2012). 

 Within the comprehensive dimension of the organization, critical factors include 

"decision-makers' knowledge" and "financial strength." Decision-makers' knowledge is 

pivotal in the adoption of technology, with certain characteristics increasing the likelihood 

of embracing new technologies (Thong, 1999). Employee awareness and proficiency are 

essential aspects of technology adoption, and a requisite understanding and experience are 

crucial for users to initiate "innovation adoption" (Kim, Jang & Morrison, 2011; Hameed, 

Counsell & Swift, 2012). 

 In a comprehensive study spanning diverse geographies, Green (2016) found that a 

significant 81% of senior business executives identified knowledge as the fundamental 

determinant of an enterprise's innovation and maturity. Scupola (2009) similarly 

emphasized the crucial role of employees' knowledge in the adoption of e-commerce. 

Additionally, financial readiness plays a pivotal role, encompassing the availability of 

financial resources to cover adoption and installation expenses, subsequent improvements, 

and ongoing investments during implementation. The capacity and resources of a firm 

influence its recognition of modern technology, and insufficient monetary resources may 

lead to cautious financial and resource investments. Economic vitality is crucial for 

technological innovation, overseeing and regulating various sources within the organization 

and facilitating innovation investment (Zhu, Kraemer & Xu, 2006). 

 The expertise and necessary knowledge possessed by adopters are essential for 

initiating innovation adoptions, confirming adoptive decisions, and implementing those 



adoptions (Hameed et al., 2012). Decision makers' knowledge and experience heavily 

influence the channels to achieve e-commerce adoption intentions (Kim et al., 2011), 

highlighting the importance of knowledgeable and competent decision makers for e-

commerce firms. 

 In a survey conducted across various geographical areas, Green (2016) found that the 

majority of senior business leaders (81%) identified knowledge as the major determinant of 

organizational growth and innovation adoption intentions. For e-commerce firms, having 

knowledgeable and competent decision makers is imperative, considering the continuous 

evolution of technology and the demand for ongoing innovations. 

 Financial resources are considered critical for adopting new technologies due to the 

high costs associated with long-term investments in installation and implementation. 

Organizations with proper access to adequate financial resources are better positioned to 

adopt technologies that align with their requirements and interests (Ghobakhloo et al., 2011). 

The significance of financial strength for e-commerce adoption intentions is supported by 

studies conducted by Augment (2017) and Harborth (2017). The Technology-Organization-

Environment (TOE) framework also emphasizes organizational features in e-commerce 

adoption intentions, with financial strength being one of the utmost critical factors. 

 Organizational factors encompass various elements related to the internal structure, 

culture, and management practices of an organization. Understanding and effectively 

managing these factors are crucial for businesses looking to harness the benefits of e-

commerce. Leadership and management support play a crucial role in the successful 

integration of e-commerce within organizations. Effective leaders create a vision for digital 

transformation, emphasize its strategic importance, and allocate resources to support e-

commerce initiatives. The commitment of top-level management is identified as a critical 

factor influencing the success of e-commerce projects. Decisive leadership ensures the 

allocation of financial resources, technological infrastructure, and skilled personnel 

necessary for successful e-commerce implementation. Strategic alignment ensures that e-

commerce is viewed as an integral part of achieving organizational objectives. 

 Effective communication from leadership is crucial in garnering support for E-

commerce adoption, as highlighted by Petter et al. (2013) and Tan & Teo (2000). Leaders 

who communicate the rationale behind E-commerce initiatives and actively engage 



employees in the change process contribute to a positive organizational climate. Leadership 

plays a central role in managing resistance to change during E-commerce adoption, as 

suggested by Davison (2002) and Markus (2004). Supportive leaders cultivate an 

organizational culture that values innovation, encouraging employees to embrace new 

technologies rather than resist them. Research indicates that organizations with leadership 

support are more likely to invest in E-commerce technologies, as shown by Kuan & Chau 

(2001) and Zhu et al. (2010). Adequate resource allocation, both in terms of finances and 

skilled personnel, is crucial for the successful implementation of E-commerce systems. 

Leadership styles influence E-commerce adoption strategies, with transformational leaders 

who inspire and motivate their teams facilitating a more enthusiastic response to E-

commerce initiatives compared to transactional or laissez-faire leadership styles. 

 The literature converges on the critical role that leadership and management support 

play in the successful adoption and implementation of E-commerce. Organizations with 

visionary leaders, committed top-level management, and effective communication strategies 

are better positioned to navigate the complexities of digital transformation and capitalize on 

the benefits that E-commerce can bring. Understanding the details of leadership in the 

context of E-commerce adoption is vital for organizations aiming to thrive in the rapidly 

evolving digital landscape. 

 Another organizational factor is organizational culture, recognized as a foundational 

element influencing the successful integration of E-commerce within businesses. 

Organizational culture shapes the attitudes and behaviors of employees toward 

technological innovations, including E-commerce, according to Rice & Aydin (1991) and 

Bagozzi (2007). A culture that fosters innovation is a significant predictor of E-commerce 

readiness, as indicated by Premkumar & Roberts (1999) and Rai et al. (2002). Organizations 

with a culture that encourages experimentation and embraces new ideas are more likely to 

be proactive in adopting E-commerce technologies. Cultural compatibility with E-commerce 

goals is important, as highlighted by Hong et al. (2019) and Liang et al. (2007). An 

organizational culture aligned with the values and objectives of E-commerce initiatives 

creates an environment where employees perceive these changes as congruent with the 

overarching organizational mission. 



 The norms and values embedded in organizational culture influence the acceptance 

and utilization of E-commerce systems, with a culture that places value on efficiency, 

collaboration, and customer-centricity being conducive to successful E-commerce adoption, 

as observed by Brown & Jayakody (2009) and Lichtenstein et al. (2006). Leadership plays a 

pivotal role in shaping and reinforcing organizational culture, with leaders who actively 

endorse E-commerce and model behaviors that align with digital transformation 

contributing to the creation of a culture that supports technological advancements. 

Organizational cultures that are adaptable and flexible are more likely to accommodate the 

dynamic nature of E-commerce, as noted by Wu et al. (2010) and Gudmundson et al. (2003). 

A culture that embraces change and is open to new ways of conducting business is better 

equipped to handle the challenges posed by E-commerce adoption. Subcultures within an 

organization can either facilitate or impede E-commerce adoption, making it crucial to 

recognize and manage subcultures to ensure a cohesive approach toward E-commerce 

initiatives, according to Vora & O'Leary (2014) and Ravichandran & Rai (2000). Recognizing 

and managing subcultures becomes crucial to ensure a cohesive approach toward E-

commerce initiatives. 

Environmental Factors 

 The adoption of E-commerce is not only shaped by internal organizational dynamics 

but is profoundly influenced by a myriad of external environmental factors. The 

environmental context refers to the competitive environment in which the firm operates 

which is digitally based and therefore, e-commerce strategies should be employed as a 

competitive advantage for the firm to grow and survive (Koe & Sakir, 2020; Lekmat, 2018). 

Other success factors include training and education which will encourage the use of 

technical skills and provide the necessary technical and managerial resources for companies 

to adopt e-commerce, having adequate financial assets or financial support available to 

invest in and adopt e-commerce and the availability of reliable and efficient delivery and 

distribution services (Alyoubi, 2015; Mthembu et al., 2018). This literature review delves 

into key insights and findings regarding the impact of environmental factors on the adoption 

of E-commerce initiatives. 

 The regulatory environment significantly impacts E-commerce adoption. Stringent or 

ambiguous regulations can act as barriers to entry, inhibiting businesses from fully 



embracing online transactions. On the contrary, supportive regulatory frameworks that 

address issues such as data privacy, electronic transactions, and consumer protection can 

create a conducive environment for E-commerce (Li et al., 2015). The level of competition 

within a market directly influences the motivation for businesses to adopt E-commerce 

practices. In highly competitive industries, E-commerce is often seen as a strategic necessity 

to reach a broader audience, differentiate services, and enhance customer experiences 

(Choudhury et al., 2003). The dynamic nature of the market compels businesses to stay 

technologically relevant through E-commerce adoption. The state of technological 

infrastructure, particularly access to a reliable internet connection, shapes the feasibility of 

E-commerce adoption. Regions with robust technological infrastructure are more likely to 

witness widespread E-commerce integration (Xu et al., 2002). Conversely, areas with limited 

connectivity may face challenges in realizing the full potential of online commerce. 

 Cultural norms and attitudes towards technology influence consumer behavior and, 

consequently, the demand for E-commerce services. Societies with a tech-savvy culture are 

more likely to embrace online shopping and digital transactions (Wang et al., 2007). 

Understanding and aligning with cultural preferences is essential for businesses seeking 

successful E-commerce adoption. The economic climate of a country or region has a direct 

bearing on E-commerce adoption. In economically stable environments, businesses may 

have the financial capacity to invest in E-commerce technologies (Zhu et al., 2006). On the 

other hand, economic downturns may necessitate a shift towards cost-effective online 

channels, making E-commerce a strategic imperative for survival. Perceptions of online 

security and trust in E-commerce platforms significantly influence adoption rates. 

Businesses must address and mitigate concerns related to data privacy, online fraud, and 

cyber threats to foster consumer confidence (Gefen, 2000). Building a secure E-commerce 

environment is crucial for attracting and retaining a customer base.  

 In summary, environmental factors are instrumental in shaping the trajectory of E-

commerce adoption. Businesses navigating the digital landscape must navigate the 

regulatory terrain, respond to market dynamics, leverage technological infrastructure, align 

with cultural preferences, adapt to economic conditions, and prioritize consumer trust. A 

nuanced understanding of these environmental influences is imperative for businesses to 

formulate effective strategies and thrive in the evolving realm of E-commerce. 



Challenges in E-commerce Adoption 

 While E-commerce offers numerous opportunities for businesses, its adoption is not 

without challenges. Some of the challenges include financial constraints, cybersecurity 

concerns, resistance to change, lack of digital literacy, and infrastructural limitations. Other 

changes are legal and regulatory challenges, integration with existing system, logistical 

complexity, market saturation and competition,, and ethical and social implications. 

Navigating these challenges is essential for organizations aiming to leverage the benefits of 

digital commerce effectively. 

Financial Constraints: Implementing E-commerce systems requires significant financial 

investments, which can be a barrier for small and medium-sized enterprises (SMEs) with 

limited resources (Teo & Pian, 2003). Costs associated with platform development, security 

measures, and digital marketing can strain budgets, making it challenging for some 

businesses to embark on the E-commerce journey. 

Cybersecurity Concerns: The digital nature of E-commerce exposes businesses to 

cybersecurity threats such as data breaches, hacking, and identity theft (Chen et al., 2016). 

Ensuring the security of online transactions is paramount, and businesses must invest in 

robust cybersecurity measures to protect customer information and maintain trust. 

Resistance to Change: Employees and stakeholders may resist the transition to E-

commerce due to fear of job displacement, unfamiliarity with digital technologies, or 

concerns about job security (Kotabe et al., 2002). Overcoming resistance requires effective 

change management strategies, including training programs and transparent 

communication from leadership. 

Lack of Digital Literacy: A significant challenge is the lack of digital literacy among both 

employees and consumers. In some regions or demographics, users may not be familiar with 

online transactions or may lack access to the necessary technology (Islam et al., 2016). 

Bridging the digital literacy gap through education and user-friendly interfaces is crucial for 

broad E-commerce adoption. 

Infrastructure Limitations: In certain regions, inadequate technological infrastructure, 

including unreliable internet connectivity and slow network speeds, can impede the 

seamless functioning of E-commerce platforms (Ahi & Searcy, 2013). Businesses operating 

in such areas may face logistical challenges that hinder E-commerce adoption. 



Legal and Regulatory Challenges: Adhering to diverse and evolving legal and regulatory 

frameworks, both domestically and internationally, presents a complex challenge for E-

commerce (Mann, 2000). Businesses must navigate issues related to taxation, privacy laws, 

and consumer protection, which can vary significantly across jurisdictions. 

Integration with Existing Systems: Integrating E-commerce systems with existing 

business processes and legacy systems can be intricate and time-consuming (Turban et al., 

2018). Compatibility issues may arise, requiring businesses to invest in technology upgrades 

and ensure a seamless integration that does not disrupt day-to-day operations. 

Logistical Complexities: Managing the logistics of order fulfillment, shipping, and returns 

poses challenges, especially for businesses entering the E-commerce space (Narasimhan et 

al., 2009). Achieving efficient supply chain management becomes crucial to meet customer 

expectations for timely delivery and quality service. 

Market Saturation and Competition: As more businesses embrace E-commerce, 

competition intensifies, making it challenging for newcomers to gain visibility and attract a 

customer base (Wang et al., 2013). Developing effective marketing strategies and 

differentiation becomes crucial in saturated markets. 

Ethical and Social Implications: E-commerce adoption raises ethical considerations, 

including fair labor practices in e-retail warehouses, environmental sustainability concerns 

related to packaging and shipping, and the potential for social exclusion for those without 

access to digital technologies (Fernie & Sparks, 2014). 

Addressing these challenges requires a holistic approach that involves strategic planning, 

investment in technology and cybersecurity, effective change management, and ongoing 

efforts to adapt to evolving regulatory landscapes. Businesses that proactively tackle these 

obstacles are better positioned to thrive in the dynamic realm of E-commerce. 

Strategies for Successful Adoption of E-commerce by SMEs 

 For Small and Medium Enterprises (SMEs), adopting E-commerce can unlock new 

growth opportunities and enhance competitiveness. Implementing effective strategies is 

crucial to overcome challenges and ensure a seamless transition to digital platforms. Here 

are key strategies for the successful adoption of E-commerce by SMEs: 

Develop a Comprehensive E-commerce Strategy: SMEs should start by formulating a 

clear and comprehensive E-commerce strategy aligned with their overall business goals. 



This strategy should outline the purpose of E-commerce adoption, target customer segments, 

product offerings, and revenue models (Chaffey et al., 2009). 

Invest in User-Friendly E-commerce Platforms: Choosing the right E-commerce platform 

is critical. SMEs should invest in user-friendly and scalable platforms that align with their 

business needs. Consideration should be given to factors such as customization options, 

security features, and integration capabilities (Chaffey et al., 2009). 

Address Security and Privacy Concerns: Building trust is paramount in E-commerce. SMEs 

should implement robust security measures to protect customer data, including secure 

payment gateways, SSL certificates, and compliance with data protection regulations 

(Alshamaila et al., 2013). 

Provide Training and Support for Employees: As employees are central to the successful 

implementation of E-commerce, SMEs should offer training programs to enhance digital 

literacy and familiarize staff with E-commerce processes. Adequate support channels should 

be established to address queries and concerns (Chen et al., 2002). 

Tailor E-commerce Solutions to Customer Needs: SMEs should understand their target 

audience and tailor E-commerce solutions to meet customer needs. Personalization, 

responsive design for mobile users, and an intuitive user interface contribute to a positive 

customer experience (Turban et al., 2018). 

Leverage Digital Marketing Strategies: Implementing effective digital marketing 

strategies is essential for SMEs to attract and retain online customers. This includes search 

engine optimization (SEO), social media marketing, email campaigns, and other online 

promotional activities (Chaffey et al., 2009). 

Integrate E-commerce with Existing Systems: Seamless integration with existing business 

processes is crucial. SMEs should invest in technologies that facilitate integration, ensuring 

a smooth flow of information between E-commerce platforms and other organizational 

systems (Turban et al., 2018). 

Establish a Strong Online Presence: Building a strong online presence involves not only 

the E-commerce platform but also a user-friendly website, engaging content, and active 

participation in relevant online communities. SMEs should leverage social media and content 

marketing to enhance visibility (Chaffey et al., 2009). 



Foster a Customer-Centric Culture: SMEs should foster a customer-centric culture to 

ensure that E-commerce efforts align with customer expectations. Gathering feedback, 

addressing customer inquiries promptly, and continuously improving the online shopping 

experience contribute to long-term success (Al-Qirim, 2007). 

Monitor and Analyze E-commerce Performance: Regular monitoring and analysis of E-

commerce performance are crucial for SMEs. Utilize analytics tools to track customer 

behavior, sales trends, and website performance. This data-driven approach allows for 

informed decision-making and continuous optimization (Chaffey et al., 2009). 

Collaborate and Learn from Industry Peers: SMEs can benefit from collaboration and 

knowledge-sharing within industry networks. Learning from the experiences of other 

businesses that have successfully adopted E-commerce can provide valuable insights and 

guidance (Bharati et al., 2008). 

 In summary, successful E-commerce adoption by SMEs requires a strategic and 

holistic approach. By focusing on user experience, security, training, and a customer-centric 

mindset, SMEs can navigate the complexities of digital transformation and unlock the full 

potential of E-commerce for sustainable growth. 

Theoretical Framework 

 The Technology-Organization-Environment (TOE) framework serves as a 

foundational theory in understanding the complexities of E-commerce adoption by Small 

and Medium Enterprises (SMEs) in the context of the Nigerian business landscape. This 

theoretical framework, initially proposed by Tornatzky and Fleischer (1990), provides a 

structured lens to analyze the interplay of technological, organizational, and environmental 

factors that influence the decision-making process of organizations when adopting new 

technologies. 

 Within the TOE framework, technological factors involve the characteristics and 

attributes of the E-commerce technologies available to SMEs. This includes the features of E-

commerce platforms, payment gateways, and other supporting technologies. The framework 

allows for an examination of the technological readiness and compatibility of these solutions 

with the specific needs and capabilities of SMEs. Organizational factors consider the internal 

dynamics of SMEs, including their structure, culture, and managerial processes. TOE 

facilitates an exploration of how organizational characteristics such as leadership support, 



employee skills, and the organizational culture impact the adoption of E-commerce. It helps 

in understanding how well the organization is prepared to integrate and adapt to E-

commerce technologies. Environmental factors refer to the external influences that SMEs 

encounter, such as regulatory frameworks, market competition, and economic conditions. 

The TOE framework enables an analysis of how these external factors shape and constrain 

the adoption of E-commerce. In the Nigerian context, it provides insights into the regulatory 

landscape, market dynamics, and economic conditions influencing SMEs' decisions. 

 This non-empirical study employs the TOE framework to structure the analysis of the 

literature on E-commerce adoption by SMEs in Nigeria. It delves into how technological 

factors, such as the availability of suitable E-commerce platforms, influence the adoption 

decisions. The study also explores organizational factors, including leadership support and 

the organizational culture, to understand how internal dynamics impact the adoption 

process. Additionally, environmental factors, such as regulatory challenges and market 

competition, are scrutinized to discern their role in shaping the adoption landscape. 

Implications and Contributions: 

 The application of TOE in this study allows for a nuanced exploration of the factors 

influencing E-commerce adoption by SMEs in Nigeria. It provides a comprehensive 

framework to understand the intricate relationships between technology, organization, and 

the environment. The findings contribute valuable insights for SMEs aiming to navigate the 

challenges and capitalize on the opportunities presented by E-commerce adoption. By 

grounding the study in the TOE framework, it offers a structured and holistic understanding 

of the factors shaping the E-commerce landscape for SMEs in Nigeria. 

 

Conclusion  

 The adoption of E-commerce by businesses, particularly Small and Medium 

Enterprises (SMEs), is a multifaceted journey that involves overcoming challenges and 

leveraging a diverse array of technologies. E-commerce has revolutionized the way 

commerce is conducted, offering opportunities for growth, increased market reach, and 

enhanced customer experiences. The strategies for successful adoption encompass a holistic 

approach that involves strategic planning, technology investment, employee training, and 

customer-centric practices. SMEs looking to embrace E-commerce should first develop a 



clear and comprehensive strategy aligned with their business objectives. Choosing the right 

E-commerce platform, addressing security concerns, and providing training for employees 

are foundational steps. Building a strong online presence, leveraging digital marketing 

strategies, and integrating E-commerce with existing systems contribute to the overall 

success of adoption efforts. 

 The technologies supporting E-commerce adoption range from platforms and 

payment gateways to cutting-edge innovations like AI, AR, and blockchain. These 

technologies collectively empower businesses to create secure, personalized, and immersive 

online experiences for their customers. Cloud computing, data analytics, and cybersecurity 

measures ensure the scalability, insights, and protection necessary for sustainable growth in 

the digital landscape. As the digital landscape continues to evolve, businesses must stay 

adaptive, keeping pace with technological advancements and customer expectations. 

Collaboration, knowledge-sharing, and learning from industry peers become invaluable 

resources for SMEs navigating the complexities of E-commerce adoption. By embracing a 

customer-centric culture, prioritizing security, and leveraging the right mix of technologies, 

SMEs can position themselves for success in the dynamic world of E-commerce, unlocking 

new possibilities for innovation, efficiency, and competitiveness. 
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