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Abstract

The Information technology and internet revolution has transformed the global business scenario and has
spurred the introduction and growth of many new service-oriented businesses and new ways of doing business.
Retail e-commerce is one sector which has largely benefited from this internet revolution globally and the
COVID 19 pandemic has further roused the growth of electronic commerce. Though there were some
hesitations amongst the consumers regarding buying online before pandemic, but due to the government
regulations to control the pandemic and safety concern and the supporting infrastructure, consumers
significantly shifted from conventional shopping to electronic commerce. The primary goal of this research is to
understand the growth of e-commerce in different countries and to identify the aspects that are promoting
growth of e-commerce. This research is review article research using secondary data, for the purpose of this
study the researcher has reviewed articles, research reports, newspaper publications and other literatures
published in e-commerce for the past 15 years.
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l. INTRODUCTION

E-Commerce is a business model through which businesses and consumers can buy and sell goods and
services through online using computers, mobile and other information technology gadgets. The advancement in
the growth of internet and smart phones have transformed the shopping behaviour of consumers especially from
traditional shopping methods to online shopping for their needs across all sectors ranging from diapers to car
insurance. E-commerce presence is felt across all sectors and the revenue is projected to touch US$3,284,927m
in 2021 with Fashion and accessories alone occupying a major pie with an expected market volume of
US$898,670m in 2021. As the online consumer penetration is projected to exceed more than 65 % globally in
2021, the electronic commerce business will develop Statista. (2021). In addition to the Information
technological revolution, COVID-19 pandemic also had a significant stake on the impact on the e-commerce
acceptance globally. Pantelimon, Georgescu and Posedaru (2020) research reveals that COVID 19 pandemic has
made more consumers to move from conventional shopping methods to e-commerce and most of the literature
findings expects that these changes will continue even after the pandemic is over. The aim of this research is to
understand the rapid growth of electronic commerce in different countries and to understand the factors that are
promoting e-commerce growth and the challenges. This research reviewed research articles, research reports,
newspaper publications and other literatures published in e-commerce for the past 15 years.

1. LITERATURE REVIEW

E-commerce is gradually becoming an essential and common practice in the part of our major lives
irrespective of the socio-demographic groups and the number of customers start using online shopping has
increased. Statista (2021) report reveals that worldwide around 2.14 billion persons are estimated to purchase
products and services using online compared to 1.66 billion customers in 2016. The affordability of data plans,
smart phones and faster internet connectivity have increased the growth of internet usage. More than 50% of the
global population were using internet services globally in 2019. Among all the countries the internet usage is led
by United States, Canada, Europe, and Caribbean countries in the past 15 years, In Africa internet usage rate is
less than 30 % in 2019. (UNCTAD/DER/2021). Various reasons like convenience, competitive price, product
information and reviews etc has made customers choose to buy online and this transformation has changed the
conventional marketing strategies out-dated and made businesses to realise that the traditional way of doing
business will not be effective in the future and businesses should adapt themselves to the changing digital era.
Abdul Gaffar Khan (2016) study concludes that E-business revolution has affected the conventional business
system in Bangladesh and enhanced convenience and made customer life easier. Sara Hamed and Sara El-Deeb
(2020) study found that cash on delivery payment method improves hedonic value and do not affect the payment
risk or utilitarian value among online consumers in Egypt. According to Statista (2021), Among online

DOI: 10.35629/8028-1011015053 www.ijbmi.org 50 | Page


https://www.tandfonline.com/author/Hamed%2C+Sara
https://www.tandfonline.com/author/El-Deeb%2C+Sara

Understanding the Global E-commerce growth -A review

consumer’s majority of the buyers prefer PayPal as the favourite method of payment followed by the credit card
and debit cards. Global E-retail sales accounted for 18% in 2020 and is projected to reach 21.8% in 2024.
Among all the countries China leads the e-commerce retail sales followed by United states and United
Kingdom. The report also states that Asian countries constitute more than 50% of the global online retail sales in
2021. Chang and Chen (2009) results show that online user satisfaction and loyalty towards e-commerce site is
influenced by the quality user interface and perceived safety regarding online purchase and payment methods.
Alyoubi, A. (2015) studies reveal that countries trade and infrastructure development policies have formed a gap
between the developed countries and developing countries in the e-commerce sector. Developing countries to
make use the potential of the e-commerce sector, should liberalise the international trade and invest more for the
enhancement of telecommunication infrastructure. The study also recommends that the governments should also
regulate the payment methods and educate the consumers that it is safe to shop online. D Mahipal and K
Shankarajiah (2018) study suggest government that improving legal framework for safeguarding E-commerce
safety will enhance the growth of electronic commerce in India. Ramcharran, H. (2013) studies show that there
is stable demand for e-commerce business and suggest traditional retailers invest in Research & Development
and Information technology and adapt to changes in the retail industry scenario. Mbayo Kabango and Romeo
Asa (2015) studies show that technological effectiveness has an impact on the development of electronic
commerce trade in developing countries and suggest governments s to enhance investment in Information and
Communication Technology infrastructure to support e-commerce growth. Ibam Boyinbode and Afolabi (2018)
studies show that electronic commerce trade had contributed for the growth on African economy and suggest
the law makers to spend more in e-commerce infrastructure for boosting Nigeria’s economy. The study also
points out that distrust among the consumers is a major constraint for the growth of e-commerce. Ho, S.,
Kauffman and Liang (2011), studies stress that factors like Government investment in telecommunication
infrastructure, rise in internet users and the countries openness to international trade led to the growth of
Business to consumer e-commerce. Xubei Luo , Yue Wang and Xiaobo Zhang (2019)studies indicated that
growth of e-commerce growth has reduced spatial inequality in the country and found more adoption among
rural areas. Muhammad Nadhifa Suwandy and Ni Putu Wiwin Setyari study showed that ecommerce
transactions in Indonesia is experiencing an uptrend and has a significant impact on the economic growth of the
country.

Literature related to E-commerce during Covid 19 Pandemic

Though the Information technological revolution has stimulated the development of electronic
commerce, the COVID-19 pandemic also had a significant share on the impact on the e-commerce adoption
globally. Pantelimon, Georgescu and Posedaru (2020) research highlights that during pandemic the consumer
behavior has changed vastly among the e-commerce users and more consumers have moved from conventional
shopping methods to e-commerce and predicts that these changes will continue even after the pandemic is over.
UNCTAD report states that COVID-19 has improved the adaptation of information and communications
technology related goods and services globally. According to study done by Javed, A. (2020) government's
efforts related to e-Commerce and pandemic have helped significantly in the development of electronic
commerce in growth of the electronic commerce trade Pakistan and recommends the law makers to enhance the
ICT infrastructure and regulate payment gateways to exploit the. Before the pandemic, literature has claimed
that e-commerce had some limitations such as trust issues related to online offering, hidden costs, and delays in
delivery etc Chawla and Kumar (2021). The study also found that online users prefer cash on delivery while
shopping online. During the pandemic as countries globally enforced lockdowns and movement restrictions as a
safety measure to control the spread of covid, a substantial stake of both national and global trade in products
and services were done over online in established marketplaces using earlier platforms. electronic payment
methods were started to use by more businesses and consumers. Bloomberg (2021) Analysts forecasted that the
increase in demand for electronic commerce is expected to continue even after the pandemic, particularly in
groceries sector. UNCTAD reports propose government to concentration on digital readiness with reference to
infrastructure enhancement, reliable payment platforms and regulatory frameworks to develop local businesses and to
make use of the digital economy especially among small businesses and promoting digital entrepreneurship. Findings
of ECLA summarized that pandemic had made law makers to make improvement on the e-commerce policy
agenda, modify past strategies and regulatory frameworks and liberalising trade barriers. Increasing
digitalization especially the COVID 19 pandemic has accelerated e-commerce trade across all countries in the
world, but there is a significant gap between countries in the growth due their capability of their ICT
infrastructure and trade policies. Addressing these issues will surely influence the growth of electronic
commerce trade especially among emerging and least developed nations in 2020, the electronic commerce in
Canada and the US reached over 100 parentages. The transition economies of commonwealth of independent
states were relatively close to this level, but the penetration rates of mobile broadband in Asia and the pacific,
Arab states and Africa represented, respectively three quarters, less than two thirds and only one third of the
American and European levels. The causes for the disparity for mobile broadband gain access is due to the
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variation in mobile broadband connection (3G,4G and 5G), smart phone usage as well as cheaper or economical
smart phones and data plans. In the case of Least Developed Counties 23 percent of the people did not have
access to broadband network in 2020. (UNCTAD/DER/2021). The COVID-19 pandemic has also led to varied
fortunes for leading business to consumer e-commerce companies, according to the UNCTAD report hospitality
industry sales reduced considerably due to travel restrictions during the pandemic.

111, DISCUSSION AND CONCLUSION

Literature reveals that global IT infrastructure development and increased usage of smart phones made a
drastic impact on the businesses especially in retail e-commerce sector and reveals that consumers shopping
behavior has changed and more consumers are shifting from traditional shopping methods to online shopping.
According to Statista. (2021), Global E-retail sales accounted for 18% in 2020 and is expected to reach 21.8% in
2024. Though there were some reservations amongst the consumers regarding buying online before pandemic,
but due to the government regulations to control the pandemic, safety factors concern, convenience, competitive
price, product information and reviews and other reasons have made Customers choose to buy online. Though
the Information technological revolution has spurred the development of electronic commerce, the COVID-19
pandemic also had a significant share on the impact on the e-commerce adoption globally. The literature also
has a commonality that that the transformation from traditional shopping to e-commerce and its growth will
continue even after the pandemic is over. E-commerce is gradually turning out to be an essential and common
practice among the consumer lives irrespective of the socio-demographic and the changes have made businesses
to realize that the conventional marketing strategies and the traditional way of doing business will not work in
the future and businesses should adapt themselves to digital era. Literature also reveals that countries trade and
infrastructure development policies have created a gap between the developing countries and developed
countries in the e-commerce sector and suggests developing countries to liberalise the international trade and
invest in telecommunication infrastructure. The findings of the literature also recommend that the governments
should regulate and create reliable payment platforms and regulatory frameworks to enhance local businesses to make
use of the digital economy especially among small businesses and promoting digital entrepreneurship.
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