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Abstract: 

The study investigates the role of e-commerce in small business growth, focusing on Small and 

Medium Enterprises (SMEs) in both developed and emerging markets. The objective was to assess how e-
commerce platforms like Amazon, Alibaba, and Jumia empower SMEs to expand their market reach and 

increase operational efficiency. Using a comparative analysis approach, the study analyzed data from 

industry reports and academic journals. Results indicate that SMEs utilizing e-commerce experienced 

revenue growth of up to 30% in emerging markets and 15% in developed markets. However, challenges 

such as limited digital infrastructure and low internet penetration in regions like Sub-Saharan Africa, 

where only 2% of businesses engage in e-commerce, hinder broader adoption. The study concludes that 
enhancing digital infrastructure and integrating localized payment systems is essential for further SME 

growth through e-commerce. 
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1. Introduction to E-commerce and SMEs: 

1.1 Definition of E-commerce: 
E-commerce, or electronic commerce, refers to the buying and selling of goods and services via the 

internet. This digital method of conducting transactions allows for a global reach and provides businesses 

with the opportunity to access consumers beyond traditional physical boundaries. E-commerce 

encompasses a variety of platforms, including business-to-business (B2B), business-to-consumer (B2C), 

consumer-to-consumer (C2C), and consumer-to-business (C2B) transactions. In 2023, global retail e-

commerce sales amounted to approximately $5.7 trillion, underscoring its significant impact on the global 
economy (Statista, 2023). Figure 1 illustrates the growth trajectory of e-commerce sales globally. 
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This graph highlights the steady increase in global e-commerce sales from 2019 to 2024. The sales 

figures, measured in trillions of USD, show a continuous upward trend, reflecting the growing adoption of 
digital platforms for commerce worldwide. By 2024, e-commerce sales are expected to reach over $6 

trillion, driven by technological advancements, increased internet penetration, and the expanding global 

digital marketplace. 

1.2 Overview of SMEs: 

Small and Medium Enterprises (SMEs) are businesses that maintain revenues, assets, or 
employees below a certain threshold, varying from one country to another. In many economies, SMEs 

contribute significantly to job creation, innovation, and GDP growth. For example, in the European Union, 

SMEs represent 99% of all businesses and account for more than 67% of total employment (European 

Commission, 2022). Similarly, in emerging markets, SMEs are crucial for economic development, 

comprising the backbone of local economies by providing income, employment, and innovation. Figure 2 

highlights the contribution of SMEs to GDP across different regions.  

 
This bar chart shows the percentage contribution of Small and Medium Enterprises (SMEs) to the 

GDP in different regions. SMEs play a significant role in economic development, with the European Union 

showing the highest contribution at 67%. The chart also emphasizes the importance of SMEs in other 

regions like the USA, Africa, Asia, and Latin America, where they contribute between 40% and 55% of 
GDP. This demonstrates the vital role SMEs play in both developed and emerging economies. 

1.3 Relationship Between E-commerce and SMEs: 

E-commerce has revolutionized the way SMEs operate by breaking geographical barriers, providing 

cost-effective marketing and sales channels, and enabling businesses to reach a global customer base. For 

SMEs, the adoption of e-commerce can significantly reduce overhead costs associated with physical stores, 
and it opens new opportunities for growth, such as expanding into international markets. According to a 

survey by PayPal in 2021, over 57% of SMEs that adopted e-commerce platforms reported a 30% increase 

in sales within the first year (PayPal, 2021). This demonstrates the transformative role that e-commerce 

plays in the competitiveness and expansion of SMEs, particularly in emerging markets where access to 

digital infrastructure is steadily increasing. 

1.4 Growth of E-commerce Globally: 
The global growth of e-commerce has been exponential, particularly driven by technological 

advancements and the increasing penetration of internet access. Between 2019 and 2024, the number of 

global e-commerce users is projected to increase by over 20%, reaching approximately 4.5 billion users by 

2024 (Statista, 2023). Developed markets like the United States and Europe have historically led the e-

commerce sector, but emerging markets such as China, India, and Brazil are rapidly catching up. China's 
e-commerce market, for instance, accounted for over 50% of global e-commerce transactions in 2022 

(Alibaba Group, 2022). This global expansion of e-commerce is providing SMEs in both developed and 

emerging markets with new opportunities to scale their operations and compete internationally. 

1.5 Problem Statement: 

Small and Medium Enterprises (SMEs) play a critical role in global economies, contributing 

significantly to employment and GDP. In the European Union, SMEs account for 99% of all businesses 
and more than 67% of total employment (European Commission, 2022). Despite their economic 

importance, SMEs face numerous challenges in expanding market reach, particularly in emerging markets 

where internet penetration and digital infrastructure are less developed. E-commerce has emerged as a 
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vital tool in overcoming these barriers, offering SMEs opportunities for growth by enabling them to reach a 

global audience. However, only 2% of businesses in Sub-Saharan Africa participate in e-commerce due to 
limitations in infrastructure and digital payment systems (World Bank, 2022). This study investigates how 

e-commerce strategies can bridge this gap and promote SME growth in both developed and emerging 

markets. 

1.6 Methodology: 

The study utilized a comparative analysis approach to assess the impact of e-commerce on SMEs 
in both developed and emerging markets. Data was collected from secondary sources, including industry 

reports, government publications, and academic journals. Quantitative data on e-commerce penetration 

rates, SME revenue growth, and customer engagement metrics were analyzed to identify trends and 

challenges. Case studies of e-commerce platforms like Amazon, Alibaba, and Jumia were examined to 

provide insights into how SMEs in different regions leverage digital platforms. The study also considered 

regional variations in internet penetration, digital payment adoption, and logistical infrastructure to 
highlight the unique challenges faced by SMEs in emerging markets. 

1.7 Specific Objectives: 

 To examine the role of e-commerce in expanding market reach for SMEs in developed and emerging 
markets. 

 To analyze the cost reduction and operational efficiency benefits of e-commerce for SMEs. 

 To evaluate the impact of digital customer engagement strategies on SME growth. 

 To assess the challenges SMEs face in adopting e-commerce, particularly in emerging markets. 

 To provide recommendations on improving e-commerce adoption among SMEs in emerging 
economies. 

2. E-commerce Strategies for SMEs: 

2.1 Online Marketplaces: 
Online marketplaces, such as Amazon, Alibaba, and eBay, provide small and medium enterprises 

(SMEs) with a platform to reach a broad and global customer base. These platforms offer pre-existing 

traffic, established trust, and integrated payment solutions, making it easier for SMEs to expand without 

investing in their own infrastructure. For example, Amazon’s marketplace reported over 2.5 million active 

sellers globally in 2021, 50% of which are SMEs (Alibaba Group, 2022). In emerging markets, platforms 
like Jumia in Africa or Flipkart in India offer localized support for SMEs, making it easier for them to 

access online buyers. The structured system of reviews, seller support, and analytics further aids SMEs in 

making data-driven decisions to optimize their operations and product listings (African Business Review, 

2020). 

2.2 Direct-to-Consumer (D2C) Models: 

The Direct-to-Consumer (D2C) model bypasses traditional intermediaries, enabling SMEs to sell 
directly to their customers via their own websites or specialized platforms. D2C strategies allow businesses 

to have greater control over branding, customer experience, and pricing. The global D2C market is 

projected to grow from $129 billion in 2021 to $213 billion by 2025 (Statista, 2021). SMEs leveraging D2C 

models in developed markets like the U.S. often use platforms such as Shopify or Big Commerce, which 

provide integrated tools for inventory management, customer engagement, and payment processing 

(Forbes, 2022). In emerging markets, the rise of mobile internet and local payment solutions (e.g., M-Pesa 
in Kenya) has empowered SMEs to adopt D2C strategies, thus expanding their market reach (Tech 

Crunch, 2021). 

2.3 Social Media Marketing: 

Social media platforms have become crucial for SMEs to build brand awareness, engage with 

customers, and drive sales. Social commerce—selling products directly through social platforms like 
Instagram, Facebook, and TikTok—has grown significantly. In 2022, it was reported that 43% of internet 

users used social media to research products (Hootsuite Report, 2022). For SMEs in developed markets, 

platforms like Instagram’s Shoppable Posts and Facebook Shops allow seamless integration of e-commerce 

features. Emerging markets are seeing increased social media usage for business promotion, with over 

95% of businesses in India and Brazil using WhatsApp to communicate with customers (WhatsApp 

Insights, 2020). Social media marketing also offers the advantage of targeted advertising, enabling SMEs 
to reach specific demographics, thereby increasing their ROI (Marketing Dive, 2021). 

2.4 Mobile Commerce (mCommerce): 

Mobile commerce, or mCommerce, is the use of smart phones and tablets for buying and selling 

goods and services. The proliferation of mobile devices globally has led to a surge in mCommerce adoption, 

particularly in emerging markets. The number of mobile internet users in Sub-Saharan Africa reached 300 
million in 2021, making mobile platforms critical for e-commerce growth (GSMA Report, 2021). SMEs 

benefit from the mobile-first approach in these regions, using mobile apps and optimized websites to 

enhance customer experience. In developed markets, mCommerce accounted for over 54% of e-commerce 

sales in 2021, with companies focusing on developing responsive mobile sites and apps to capture this 

growing segment (eMarketer, 2021). Payment solutions like Apple Pay and Google Pay also make 

transactions smoother for mobile users, further fueling the growth of mCommerce (Mobile Marketer, 
2021). 
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2.5 Digital Payment Solutions: 

Digital payment solutions are integral to the success of e-commerce strategies for SMEs. The ability 
to offer secure, fast, and diverse payment options is crucial for converting potential customers into buyers. 

In developed markets, PayPal, Stripe, and Square have become popular payment processors for SMEs, 

offering integration with various e-commerce platforms and mobile applications (Small Biz Trends, 2022). 

Digital payments accounted for 82% of online purchases in developed economies (World Bank Report, 

2022). Emerging markets, however, are embracing digital wallets and mobile payments at an accelerated 
pace due to the lack of traditional banking infrastructure. In Africa, services like M-Pesa, which serves 

over 50 million users, provide SMEs with an accessible payment solution that enables transactions even in 

rural areas (Financial Times, 2021). The rise of crypto currencies as an alternative payment method is also 

gaining traction among SMEs looking to appeal to tech-savvy customers (Coin Desk, 2022). 

3. Comparative Analysis of Developed and Emerging Markets: 

3.1 E-commerce Penetration in Developed Markets: 
E-commerce penetration in developed markets is significantly higher compared to emerging 

markets. Countries like the United States, Germany, and the United Kingdom have witnessed an increase 

in online retail sales as a percentage of total retail, with figures reaching up to 15-20% in 2023 (Statista, 

2023). Factors contributing to this growth include high internet penetration, established logistics 

networks, and the widespread adoption of digital payment systems. For example, in the U.S., the 
percentage of e-commerce sales as part of total retail sales reached 16% by 2023, demonstrating the 

robust integration of digital platforms in daily commerce (U.S. Department of Commerce, 2023). 

Region E-commerce Penetration (%) Internet Penetration (%) 

United States 16% 90% 

United Kingdom 18% 95% 

Germany 15% 93% 

3.2 E-commerce Challenges in Emerging Markets: 

Emerging markets face unique challenges when adopting e-commerce. Limited infrastructure, such 

as inadequate logistics, poor road networks, and unreliable power supply, hampers the delivery of goods. 
Additionally, digital payment adoption is slower due to a large unbanked population. For instance, in sub-

Saharan Africa, only 33% of adults have access to financial institutions, making it difficult to support the 

widespread use of online payments (World Bank, 2022). Moreover, low internet penetration, as low as 30% 

in some regions like rural India, reduces market access for SMEs. Despite these challenges, mobile 

commerce has shown potential, with smart phone usage growing rapidly, offering a new avenue for digital 

growth. 

Region E-commerce Penetration (%) Internet Penetration (%) 

Sub-Saharan Africa 2% 30% 

India 6% 45% 

Brazil 10% 75% 

3.3 Case Studies from Developed Markets: 

In developed markets, companies like Amazon and Alibaba have transformed how SMEs engage 

with e-commerce platforms. Amazon’s FBA (Fulfilled by Amazon) program, for example, allows small 

businesses to leverage Amazon’s extensive logistics network to deliver goods globally. A study conducted 

by Deloitte (2021) found that 73% of SMEs using Amazon’s platform in the UK reported revenue growth, 
primarily due to the platform’s global reach and sophisticated digital infrastructure. Furthermore, 

Germany’s Otto Group has empowered local SMEs by integrating e-commerce solutions tailored to smaller 

businesses, with over 50% of its sales coming from small merchants. 

3.4 Case Studies from Emerging Markets: 

Emerging markets offer contrasting yet inspiring success stories. In China, Alibaba’s Taobao 

platform revolutionized e-commerce for SMEs, contributing to nearly 60% of online retail sales in 2022 
(Alibaba Group, 2022). SMEs in China have grown by leveraging Taobao’s robust e-commerce 

infrastructure, along with integrated payment and logistics services. In Africa, Jumia’s e-commerce model 

has empowered small businesses across Nigeria, Kenya, and Egypt, by overcoming logistics challenges 

with local partnerships. In 2020, over 40,000 SMEs were active on Jumia’s platform, accounting for 50% 

of total sales in key regions (Jumia Reports, 2021). 
Table 2: SME Growth via E-commerce Platforms in Emerging Markets 

Platform Country SME Participation Contribution to Sales (%) 

Taobao China 1 million SMEs 60% 

Jumia Nigeria/Kenya 40,000 SMEs 50% 

3.5 Role of Government and Infrastructure: 

Government policy plays a pivotal role in e-commerce growth, particularly in emerging markets. In 

developed nations, governments have invested in digital infrastructure, such as 5G networks and secure 

payment gateways, facilitating seamless transactions and high-speed internet access. In contrast, 
governments in emerging markets are focusing on infrastructure improvements. In India, the government 

launched the Digital India initiative, aiming to increase internet penetration to over 70% by 2025 
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(Government of India, 2022). Similarly, Kenya’s M-Pesa platform, supported by government policies on 

mobile banking, has enabled SMEs to engage in digital commerce without the need for traditional banking 
infrastructure. 

Figure 3: Government Investment in E-commerce Infrastructure (Global Overview) 

 
The diagram illustrates the disparity in government investment in e-commerce infrastructure 

between developed and emerging markets. Developed markets, such as the United States, United 

Kingdom, and Germany, show significantly higher investments in areas like high-speed internet (5G), 
secure payment systems, and advanced logistics networks. In contrast, emerging markets like India, 

Kenya, and Brazil demonstrate growing but lower levels of investment, primarily focused on expanding 

internet access, mobile payment systems, and basic infrastructure improvements. This highlights the 

different developmental stages and priorities in fostering e-commerce growth in these regions. 

4. Impact of E-commerce on SME Growth: 

The rapid evolution of e-commerce has revolutionized how small and medium enterprises (SMEs) 
conduct business, significantly influencing their growth trajectories. E-commerce has provided SMEs with 

new tools to expand their market reach, reduce operational costs, enhance customer engagement, leverage 

data analytics, and drive product innovation. This section explores these aspects, offering a detailed 

analysis of how digital platforms are empowering SMEs in both developed and emerging markets. 

4.1 Market Expansion and Global Reach: 
E-commerce platforms enable SMEs to transcend geographic boundaries, allowing them to tap into 

global markets previously inaccessible due to logistical and cost-related constraints. Through online 

marketplaces like Amazon, Alibaba, and Shopify, SMEs can reach customers from diverse regions without 

the need for physical stores, thus expanding their customer base. For instance, according to a study by 

McKinsey (2020), SMEs utilizing e-commerce in developed markets saw an average revenue increase of 

15% per year as a result of international sales, while in emerging markets, that figure reached up to 25%, 
illustrating the significant role e-commerce plays in market expansion. Figures 1 and 2 illustrate the 

comparative market reach of SMEs before and after adopting e-commerce strategies. 
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Figure 4: SME Market Reach Before E-commerce Adoption (Developed Markets) 

 
This pie chart illustrates the market reach of SMEs in developed markets before the adoption of e-

commerce. The majority of SMEs catered to local and regional markets, with no significant presence in the 

global market. This figure highlights the limited reach SMEs had without digital platforms. 
Figure 5: SME Market Reach After E-commerce Adoption (Emerging Markets) 

 
This pie chart demonstrates how SMEs in emerging markets have diversified their market reach 

after adopting e-commerce strategies. The expansion into regional and global markets is evident, 

illustrating the transformative impact of digital platforms in broadening the customer base beyond local 

markets. 

4.2 Cost Reduction and Operational Efficiency: 

E-commerce enables SMEs to reduce operational costs by automating processes such as inventory 
management, customer service, and order fulfillment. Digital tools like drop shipping models and cloud-

based software help SMEs streamline their operations, cutting down on the need for physical 

infrastructure and labor. According to Deloitte (2021), SMEs that adopt e-commerce strategies report an 

average reduction of 20% in operational costs compared to traditional brick-and-mortar businesses. 

Moreover, emerging markets such as India and Brazil have seen an even greater reduction, with up to 30% 
lower costs due to the widespread adoption of cost-effective digital solutions (Figure 3). 
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Figure 6: Average Operational Cost Savings for SMEs Using E-commerce (Emerging vs. Developed 

Markets) 

 
This bar chart compares the operational cost savings experienced by SMEs in developed and 

emerging markets after integrating e-commerce. It showcases the efficiency gains in both regions, with 

emerging markets seeing slightly higher cost reductions due to broader adoption of cost-effective digital 

solutions. 
4.3 Increased Customer Engagement: 

E-commerce provides SMEs with a platform to engage customers more effectively through 

personalized marketing, online reviews, and targeted promotions. The use of social media integration, 

email marketing, and digital advertising allows SMEs to foster stronger relationships with their customer 

base. According to a report by Statista (2022), SMEs that actively engage customers through digital 
platforms see a 40% increase in repeat business, contributing to overall revenue growth. This is 

particularly evident in emerging markets where customer engagement strategies, such as mobile 

commerce (m-commerce), are driving growth in previously untapped rural areas (Figure 4). 

Figure 7: Increased Repeat Business Through E-commerce Customer Engagement (Developed vs. 

Emerging Markets) 

 
This bar chart illustrates the increase in repeat business for SMEs that actively engage customers 

through e-commerce platforms. The difference between developed and emerging markets is notable, with 
emerging markets showing slightly higher repeat engagement, likely due to rising mobile commerce 

adoption. 

4.4 Access to Data and Analytics: 

One of the most transformative aspects of e-commerce for SMEs is access to real-time data and 

analytics. Digital platforms offer detailed insights into customer behavior, preferences, and purchasing 
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trends, allowing SMEs to make data-driven decisions that optimize their sales strategies. A study by PwC 

(2023) found that 70% of SMEs in developed markets use e-commerce data analytics tools to improve 
marketing efficiency, while 55% of SMEs in emerging markets are beginning to leverage similar 

technologies (Figure 5). This access to data helps businesses not only understand their customers better 

but also fine-tune their product offerings to meet market demands. 

Figure 8: Use of Data Analytics by SMEs (Developed vs. Emerging Markets) 

 
This bar chart compares the percentage of SMEs in developed and emerging markets that utilize 

data analytics tools through e-commerce platforms. Developed markets lead the way in leveraging data for 

strategic decisions, although emerging markets are rapidly catching up. 
4.5 Innovation in Products and Services: 

E-commerce encourages innovation by giving SMEs the flexibility to experiment with new product 

lines, services, and delivery models. The digital marketplace allows businesses to test new ideas with 

minimal upfront investment, reducing the risk traditionally associated with product launches. As noted by 

Forbes (2021), SMEs that utilize e-commerce to introduce innovative products and services have a higher 
rate of success, with 60% of businesses in developed markets and 45% in emerging markets reporting 

increased product diversification after adopting e-commerce platforms. Figure 6 highlights the correlation 

between e-commerce and product innovation in SMEs. 

Figure 9: Product Innovation Driven by E-commerce Adoption in SMEs (Developed vs. Emerging Markets) 

 
This bar chart highlights the percentage of SMEs in both developed and emerging markets that 

have introduced innovative products and services through the use of e-commerce platforms. The data 
shows that e-commerce facilitates greater flexibility in product experimentation, especially in developed 

markets. 
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5. Challenges and Future of E-commerce for SMEs: 

5.1 Cyber Security and Privacy Issues: 
E-commerce platforms for SMEs are significantly exposed to cyber security and privacy risks. With 

the increasing reliance on digital transactions, SMEs are vulnerable to data breaches, hacking, and fraud. 

For instance, studies show that 43% of cyber attacks target small businesses, which often lack the 

resources for robust security systems (Statista, 2023). The costs associated with cyber security breaches 

can cripple a small business, not only financially but also in terms of customer trust. To counter these 
challenges, SMEs must invest in encryption, two-factor authentication, and data protection measures, 

which could increase operational costs. Moving forward, as more SMEs enter the e-commerce space, the 

demand for affordable cyber security solutions is expected to grow, offering opportunities for tech 

companies specializing in SME protection. 

5.2 Regulatory Barriers: 

The regulatory landscape surrounding e-commerce differs vastly between developed and emerging 
markets. In developed countries, SMEs often benefit from well-established legal frameworks that facilitate 

online transactions, digital contracts, and cross-border trade. Conversely, in emerging markets, regulatory 

barriers such as insufficient digital infrastructure, high taxation, and a lack of streamlined e-commerce 

laws hinder growth. For example, while the European Union has comprehensive regulations such as the 

General Data Protection Regulation (GDPR), SMEs in emerging markets like Sub-Saharan Africa often 
struggle with outdated or non-existent e-commerce policies (World Bank, 2022). Harmonizing regulations 

at a global level could foster growth for SMEs, allowing them to compete on a larger scale. 

5.3 Competition and Market Saturation: 

The rise of e-commerce has democratized access to markets, but it has also intensified 

competition. As more SMEs enter the digital space, market saturation becomes a significant challenge, 

particularly in developed economies where established giants like Amazon and Alibaba dominate. In such 
saturated markets, SMEs find it increasingly difficult to gain visibility without substantial investments in 

digital marketing and customer acquisition strategies (Forrester Research, 2023). However, in emerging 

markets, there remains room for growth, as e-commerce penetration is still in its infancy. SMEs can 

leverage niche markets and localized strategies to differentiate themselves and reduce direct competition 

with global players. 
5.4 Technological Advancements: 

Rapid technological advancements such as Artificial Intelligence (AI), blockchain, and Internet of 

Things (IoT) present both opportunities and challenges for SMEs in the e-commerce space. On one hand, 

these technologies offer solutions that improve efficiency, enhance customer experience, and streamline 

operations. For example, AI-driven chatbots are increasingly being used by SMEs to manage customer 

queries, reducing the need for large customer service teams (Gartner, 2023). On the other hand, adopting 
these technologies requires capital and technical know-how, which many SMEs in emerging markets may 

lack. Therefore, while developed markets might be more agile in adopting cutting-edge e-commerce 

technologies, SMEs in emerging markets may experience a slower technological transition, affecting their 

global competitiveness. 

5.5 Future Trends in E-commerce for SMEs: 
The future of e-commerce for SMEs is poised for significant transformation, driven by global 

digitalization trends and changing consumer behavior. Key trends include the increased use of mobile 

commerce (m-commerce), social commerce, and the integration of omnichannel retail strategies, blending 

online and offline experiences. M-commerce, which accounted for over 70% of global e-commerce 

transactions in 2022, will continue to grow as more consumers in emerging markets gain access to 

affordable smartphones and internet connectivity (eMarketer, 2022). Furthermore, social media platforms 
like Instagram and TikTok are evolving into e-commerce hubs, allowing SMEs to target specific 

demographics more effectively. These trends are expected to provide SMEs with new ways to reach 

customers, especially in regions where traditional e-commerce platforms have yet to gain widespread 

traction. 

6. Conclusion: 
E-commerce has proven to be a powerful tool for SME growth, particularly in developed markets 

where internet penetration exceeds 90%, and digital infrastructure is well established. SMEs utilizing e-

commerce in these regions report an average annual revenue increase of 15% due to expanded market 

reach (McKinsey, 2020). In emerging markets, where internet penetration is lower, e-commerce adoption is 

more challenging but still promising. For example, Jumia’s platform in Africa has helped 40,000 SMEs 

contribute 50% of sales in key regions (Jumia Reports, 2021). However, only 33% of adults in Sub-
Saharan Africa have access to financial institutions, highlighting the need for better digital infrastructure 

and payment solutions (World Bank, 2022). E-commerce continues to offer substantial growth 

opportunities for SMEs worldwide, though regional disparities must be addressed. 

7. Recommendations: 

 Governments in emerging markets should invest in digital infrastructure, such as expanding 
internet access and supporting mobile payment solutions, to facilitate e-commerce adoption. 
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 SMEs should leverage existing e-commerce platforms like Jumia and Alibaba to reduce overhead 
costs and improve operational efficiency without needing to invest in their own digital 

infrastructure. 

 Digital literacy programs for SMEs, particularly in rural areas, should be developed to ensure that 
business owners can effectively utilize e-commerce tools. 

 E-commerce platforms should continue to innovate by integrating artificial intelligence and data 
analytics tools to help SMEs make data-driven decisions, optimizing marketing strategies and 

customer engagement. 

 Regulatory frameworks in emerging markets should be harmonized to create a conducive 
environment for cross-border e-commerce, enhancing SMEs’ ability to compete on a global scale. 
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