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Abstract

The Internet has become an extremely important modern day technology for business.   The use 
and application of Internet based technologies in commerce, is claimed to be undergoing 
extraordinary growth, with the World Wide Web said to be significantly altering the manner that 
traditional commerce is undertaken. The use of the Internet for export marketing enables export 
firms to leapfrog the conventional stages, as it removes all geographical constraints, permits the 
instant establishment of virtual branches throughout the world, and allows direct and immediate
foreign market entry to the smallest of businesses. 

The purpose of this study was to describe and assess the role of the Internet to the handicraft 
exporters in Ghana and to gain better understanding of how non-traditional exporters, especially,
the small and medium enterprises (SMEs) have adopted the Internet and e-commerce.  Again 
their levels of Internet and e-commerce adoption in their business activities were also assessed.
The study was a qualitative research and was conducted using interview guide to conduct 
interviews in two companies for the case studies. The data was analysed using within case and 
cross case analysis to identify how the companies fared, the similarities and differences that 
existed between the companies with respect to the factors that can affect their Internet and e-
commerce adoption as well as their levels of Internet and e-commerce adoption.

The conclusion of this study was that most of the SMEs in the developing countries are at the e-
mail adoption level with just a few at the Internet presence.  Moreover, some of the small 
exporting handicraft firms as well as other exporting firms from other sectors in Ghana have not 
fully adopted Internet and e-commerce for their exporting activities.
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1 CHAPTER ONE: INTRODUCTION

This chapter discusses the issues of the Internet and exporting, the state of Information 
communication technology (ICT) in Ghana and the benefits of exporting to nations. Others 
include definitions of SMEs and SMEs in Ghana. It was followed by the problem discussion, 
resulting in the research purpose and questions.

1.1 The Internet and Exporting

The Internet has the potential of eroding some existing advantage of better established firms and 
creating a level playing field by allowing almost any interested exporters to obtain a presence on 
the Internet and to list its address on various directories and Internet search engines (Hamill & 
Gregory, 1997; Hoffman & Novak, 1996).  The advent of the Internet has set researchers 
globally, conceptualizing ways in which the tool will upstage marketing paradigms (Berthon et 
al., 1999; Hinson, 2004, 2005; Kiani, 1998; Lazer & Shaw, 2000; Paul, 1996; Peattie & Peters, 
1997; Samiee, 1998; Sandelands, 1997).  The Internet can fundamentally change business 
paradigms, potentially affecting every link in an enterprise’s chain.  By easing and speeding the 
exchange of real-time information, it enables improvement through the value chain, across 
almost every company and industry in the non-traditional export sector (Sorenson et al., 2007).

In recent years, there have been several researches, conferences, seminars, talks, and forum by 
many local and international researchers, organizations, governments and social institutions on 
the use of the Internet in doing so many things in this world, especially in international business.  
The Internet is a communications protocol that allows heterogeneous computers and protocols to 
communicate with each other thereby linking local area networks in a single communication 
network (Montealegre, 1998 cited in Sorenson et al., 2007). The advent of Internet has made it 
possible for exporters to serve international markets using virtual export channels (Morgan-
Thomas and Bridgewater, 2004). 

The Internet has become a central part of life for export firms. For a number of years, the Internet 
has provided a vehicle by which firms can communicate with those outside the company using 
electronic mail and has provided a rich source of information that firms can tap to help in 
fulfilling their business functions (Stallings, 2003). Stansfield and Grant (2003) investigated into 
the impact of government policy on Internet facilities and connectivity as well as the adoption 
among small and medium-sized enterprises (SMEs). Internet in the context of this study means 
E-business, E-commerce and World Wide Web (WWW).
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Electronic commerce has many names, including e-commerce, e-business, web commerce, and 
e-tailing. Schneider & Perry (2000) define e-commerce as “business activities conducted using 
electronic data transmission via the Internet and worldwide web (WWW). According to Turban 
et al. (2002), e-commerce is the process of buying, selling, or exchanging products, services and 
information using computer networks including the Internet. Gibbs et al. (2003) define e-
commerce as “the use of the Internet to buy, sell, or support products and services. It includes 
business transactions, information sharing, business relationship management, and the creation 
of online communities.  For the purpose of this study, Gibbs et al. (2003) definition was adapted.

The Internet has become an extremely important modern day technology for business (Sellitto &
Martin, 2003). The use and application of Internet based technologies in commerce, government 
and education is claimed to be undergoing extraordinary growth, with the World Wide Web said 
to be significantly altering the manner that traditional commerce is undertaken (Sandy &
Burgess, 2003). Moreover, the important question for many businesses is not whether to deploy 
Internet technology, but how to use the Internet as a competitive part of business strategies that 
complements the traditional way that they have done business (Porter 2001).

The use of the Internet for export marketing enables export firms to leapfrog the conventional 
stages, as it removes all geographical constraints, permits the instant establishment of virtual 
branches throughout the world, and allows direct and immediate foreign market entry to the 
smallest of businesses.  Bennett (1997) envisages that the conventional model of obtaining 
export orders by information seeping out of a firm through formal and informal contacts with 
buyers, suppliers and like is not particularly relevant in the present Internet era. Also customers 
care little about the physical size or remoteness of a supplier, provided high quality products at 
fair prices are delivered (Maloff, 1995).

There can be little doubt that the Internet will transform international business and although the 
majority of users are still based in developed countries, the Internet has become truly global in 
scope.
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1.2 The State of Information Communication Technology (ICT) in Ghana

Ghana is located on the West African coast and is surrounded by the Ivory Coast to the west, 
Togo to the east, Burkina Faso to the north, and the Atlantic coastline to the south (Sorenson et
al., 2007). Until the early 1960s, the economy flourished as a result of development in 
agricultural and mining sectors (Frimpong-Ansah, 1999; Osei et al., 1993).

However, by the mid-1960s, the economy had literally collapsed. The World Bank and the 
International Monetary Fund (IMF) came to the rescue with structural adjustment programmes. 
Presently, Ghana is a country in transition, characterized by economic restructuring with 
privatization at both micro-economic and macro-economic levels, a weak financial sector, and 
free market reforms (Kalyuzhnova & Taylor, 2001). A consequence of market reforms is the 
government's desire to promote ICT.

The government is pursuing a “knowledge-based economy” agenda to make Ghana a preferred 
ICT destination. Evidence of this includes the completion of a National ICT policy called Ghana 
ICT for accelerated development (ICT4AD) policy. The ICT policy objectives clearly establish 
the determination of Ghana to use ICT as a key developmental enabler.  GT is also expanding its 
broadband services, already available in the Accra and Tema metropolis, to other regions and 
cities in Ghana.

In 1995, Ghana became the first country in sub-Saharan Africa to have “full Internet 
connectivity”. In the West African sub-region, Ghana has the most developed IT sector (African 
Business Magazine, 2005). Out of 104 countries surveyed in the World Economic Forum's 
(WEF) Global Information Technology Report (GITR) for 2004-2005, Ghana improved its world 
ranking from 74th position in 2003/2004 to 64th in 2005. In a recent survey by the Networked
Readiness Index that measures the degree of preparation of a nation or community to participate 
in and benefit from ICT developments, Ghana was one of 23 African countries in the top 100. 
In Africa, Ghana ranked number 7 (Aryeetey & Fosu, 2006 and International Telecommunica-

tions Unions, 2004).

In the last quarter of 2005, the Ghana Export Promotion Council (GEPC) launched the Export 
Ghana (wwwgepcghana.com) portal as an Internet portal for non-traditional exporters in Ghana.  
At the launch of the portal, the Minister for Trade reiterated the importance of the non-traditional 
export sector to the economic fortunes of Ghana.  The new portal is aimed at creating profiles for 
export companies in Ghana in order to assist potential foreign buyers to easily locate Ghanaian 
non-traditional exporters’ suppliers (Sorenson et al., 2007).
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Ghana government has embarked on some initiatives to create a safe Information Technology 
economy through the passage of a number of legislative instruments to safeguard development of 
the industry (Business & Financial Times September, 2008).

Four new legislations – data protection legislation, cyber crime and cyber security, consumer 
protection, document and archival systems – are now being developed in line with the spirit of 
the Civil Service Act (ibid).

The Minister of Communication, Dr, Benjamin Aggrey-Ntim, who announced this in Accra, 
explained that the development of the legislative instruments will help the public and private 
sectors to promote and build the ICT industry in a protected environment.  He further stated that 
the government has completed the construction about 90 Community Information Centre to help 
train people in ICT use and to provide local government authorities with ICT access points to 
deliver services to the communities (ibid).

“We expect to build Community Information Centres in all the 230 constituencies, and next year 
we expect to construct an additional 55 centres equipped with Internet connection,” he added.  
He said that the government shall be able to provide the necessary connectivity to ensure the 
empowerment and productivity of Ghanaians to contribute to national development (ibid).

It is an ambition of Ghana to enjoy a leading position on the electronic highway. This is because 
Ghana has the most developed Information Technology (IT) sector in West Africa (African 
Business Magazine; November, 2005). Also, the Government of Ghana through the Ministry of 
Communication (MOC) has received funding from the World Bank to implement an ‘e-Ghana 
project (this project aims at improving the e-business capacity of several public sector agencies). 

Moreover, the Government of Ghana has adopted an ICT- led socio-economic policy for
Ghana’s Accelerate Development, and others, which should provide Ghana SMEs ‘a ramp to the 
digital highway’ and stimulate e-commerce and e-business (Sorenson et al., 2007).  It would 
seem that Ghana is ready to capitalize on Internet and related technologies in order to boost its 
national industrial output. Table 1 summarizes the Internet usage statistics for Ghana

Table 1: Internet usage statistics for Ghana

Country
Internet 
User 
Dec. 2000

Internet 
User
Latest 
Data 

Use 
Growth 
2000-2008

% User
In 
Ghana

Population
2008

Penetration
% Pop.

Ghana 30,000 650,000 2,066.7 1.3% 23,382,848 2.8%
SOURCE: www.internetworldstats.com  

http://www.internetworldstats.com
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1.3 The Benefits of Exporting to Nations                                                                                             

From the point of view of national governments, export activity is crucial because it contributes 
to the economic development of nations (Lages & Montgomery, 2004). It influences the amount 
of foreign exchange reserves as well as the level of imports a country can afford, while shaping 
public perceptions of national competitiveness. Additionally, exports enhance societal prosperity 
and help national development. Abroad, exports enlarge consumers’ accessibility to a diversity 
of goods and services, and improve the standard of living and quality of life (ibid).

In general the expansion of a nation's exports has positive effects on the growth of the economy 
as a whole as well as on individual firms (Julian & O'Cass, 2004). Exporting is of vital economic 
importance to trading nations and their firms. Exports boost profitability, improve capacity 
utilization, provide employment, and improve trade balances. A common objective in most 
countries today is to find ways to increase exports. This can be achieved either by encouraging 
exporting firms to export more or by inducing non-exporters to begin exporting (ibid).

Ghana is heavily dependent on its export sector as an engine of growth within an increasingly 
competitive global economy. The argument for an export-led economy has been articulated at 
several forum by key government and private sector officials, for example Ghana Association of 
Industries (GAI) and Ghana Export Promotion Council (GEPC). The Ghanaian export sector is 
generally categorized into the Traditional and Non-Traditional Exports (NTEs) sectors (Hinson 
& Sorensen, 2006). The traditional export sector is made up of cocoa beans, gold and other 
minerals, unprocessed timber and electricity. The NTE sector comprises all other exports from 
Ghana aside of these traditional ones, which include handicrafts, garments, food crops, 
horticulture, furniture and so on (ibid).  Total value of NTEs in 2007 was approximately $1,164 
million. This depicts a growth of 30.42 per cent over the 2006 figures ($892 million), (The Daily 
Graphic May, 2008).

The Government of Ghana, under the Economic Recovery Programme in 1983, established clear 
policy guidelines and adopted measures intended to resuscitate export trade by diversifying into 
non-traditional exports, which at the time comprised exotic fruits, vegetables, tubers, processed 
and semi-processed wood, agricultural and aluminum products. Ghana Export Promotion 
Council (GEPC) is the National Export Trade Support Institution, facilitating the development 
and promotion of Ghana’s Non-Traditional Export. To promote export development, especially 
in non-traditional export sectors as Ghana’s national strategy, the GEPC coordinates the 
implementation of this strategy.  One of the Council’s strategic objectives is that all registered 
Ghanaian exporters should become e-competent by 2003 (Source: GEPC).

Ghana as earlier said, depends so much on the export sector for its development. In the context 
of Vision 2020, the Government expects that total revenue by the year 2020 should be in the 
region of about US$60 billion, and non-traditional exports alone should be contributing about 
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US$12 billion of the total amount in that year. According to Hinson and Sorensen, (2006), E-
business had recognized as a key enabler for the achievement of the Vision 2020 target.
This thesis considered only the issues pertaining in handicraft sector of the NTEs. In Ghana the 
handicraft sector is the smallest among the three sectors of the NTEs but it has many products 
categories. Figure 1 below illustrates the handicraft product categories

Figure 1: Handicraft Product Categories

Handicraft Product Categories
Straw and basket wares
Word carvings, furniture and accessories
Traditional musical instruments
Traditional jewelry  and accessories
Pottery and ceramics
Painting and decorations
Leather products
Cane products 
Metal products and others

SOURCE: Directory of Exporters, 2007 and GEPC, 2008

Although, handicraft sector has been the smallest among the three NTEs, it was doing very well 
in the early 2000s. For instance, Ghana earned $14 million from the export of handicrafts 2002 
as against $12 million in 2001 (The Daily Graphic, 2003). However, in 2007 the sector 
contributed $3.79 million representing 0.32 per cent (The Daily Graphic, 2008).  In Ghana about 
95% of the non-traditional exporters (NTEs) are small medium enterprises (SMEs). (GEPC)

1.4 Small and Medium-sized Enterprises (SMEs)

1.4.1 Definitions of SMEs

In terms of definition, there is no single, uniformly acceptable one for small firms (Storey, 1994).  
Firm differs in their levels of capitalization, sales and employment.  Hence, definitions that 
employ measures of size (numbers of employees, turnover, profitability, net worth etc) when 
applied to one sector could lead to all firms being described as small, while the same definition 
when applied to a different sector would lead to different results (Quartey, 2001).
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Different countries use different parameters to define SMEs. Some use the number of persons 
employed, amount of capital invested, amount of turnover or nature of the business. In Ghana,
there is no clear definition of an SME as government agencies use various criteria to define 
SMEs (Cooray, 2003). The main criteria used are the number of employees, the size of fixed 
investment, and the nature of the business and the sector (ibid).

In Ghana, small enterprises is defined as businesses that employ up to 29 workers (including 
micro-enterprises that employ 1-5 workers) with value of fixed assets greater than $10,000. Also, 
medium enterprises employ 29-99 workers with value of fixed assets of $100,000 (National 
Board for Small-Scale Industry (NBSSI) Classification, Ghana Association of Industries and 
GEPC, 2006). Most of the Ghanaian SME handicrafts exporting firms are family owned 
businesses with few employees and therefore, they are small enterprises.

1.4.2 SMEs in Ghana

Small and medium-sized enterprises (SMEs) are extremely important to the economy of any 
country whether developed or developing. They play a critical role in economic development, 
and Ghana is no exception.  According to Rashid et al. (2001), the SME sector plays a significant 
role in its contribution to the national economy in terms of the wealth created and the number of 
people employed.

Small and medium-sized enterprises (SMEs) in Ghana perform a strategic role by accounting for 
95 per cent of the total number of business establishments (GEPC, 2008). These numbers suggest 
that SMEs contribute substantially to employment and income generation. While the domestic 
market is the main outlet for SMEs in Ghana, they make a significant contribution towards 
exports. Although direct exports from this sector may not be large, SMEs play an important role 
as indirect exporters. There are a large number of SMEs that manufacture export products or 
parts, with larger entrepreneurs coordinating such arrangements and handling the direct exports.

Agro-based products, wood, handicrafts, leather products, plants and manufactured products are 
examples of such arrangements involving SMEs which are sub-contracted by large-scale 
exporters (GEPC, 2008).

In Ghana, most of the SMEs are into Non-Traditional Exports (NTEs). Over the years, Ghanaian 
NTEs have been performing very well based on the revenue accrued to the nation. Unfortunately, 
handicraft which is one of the sectors under the NTEs did not perform well as compared to the 
previous performance. The GEPC report said the performance of semi-processed/processed and 
the agricultural sub-sectors grew positively by 35.53 per cent and 11.14 per cent over the 2006 
earnings. However, the handicrafts sub-sector recorded a negative growth of 15.59 per cent over 
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2006 earnings. This was because major buyers of Ghanaian crafts in the United States of 
America (USA) turned to the Far-East, especially Indonesia, India and China for handicraft 
supplies.

1.5 Problem Discussion

Research in several developing countries like South Africa, Egypt, Uganda, China, India, and 
Singapore on Internet adoption among SMEs and SME exporters show that SMEs have been 
slower to adopt e-commerce than their larger counterparts but the rate of the Internet usage in 
SMEs is growing quite rapidly (Cloete, 2002). Internet has benefits on large firms, new business 
models, the growth and development of dot-coms and the ‘new economy’ – the knowledge 
economy. SMEs in traditional industries have been slower to adopt e-commerce than their larger 
competitors and research into the use of the Internet by such firms is more recent (Drew, 2003). 
This opinion is not different from what is happening in Ghana. 

The Internet allows millions of people all over the world to communicate; exchange and share 
information, and is growing at the rate of about 10% per month.  According to the Internet World 
Statistics, Internet use in Africa as at March 2008 was 51.22 million 
(www.internetworldstas.com). Similarly, Molosi (1999) estimated that the Internet is growing 
faster than all other communication technologies that have preceded it.  

Despite some attempts on Internet use by SMEs, there is a lack of systematic empirical evidence 
regarding the extent of its use and the role of firm-and-industry-specific factors affecting Internet 
adoption by SMEs in emerging market economies (Kula & Tatotglu, 2003).  The novelty and 
advantage of the Internet have made this topic one of the most hotly debated issues (Sorenson et 
al., 2007). In much of the dialogue, observers do not argue it benefits; rather it is the direction 
and magnitude of these benefits that are questioned (Samiee, 1998).

While some SMEs benefit from rapid Internet growth, selling and purchasing over the Internet or 
experimenting with new business models others are barely interested in the medium (Sadowski 
et al., 2002).  Hinson (2004) developed an SME Internet benefit model and advanced arguments 
that the Internet has benefits for Ghanaian SME NTEs. The United Nations also hold that “the 
Internet would enable firms in developing countries including small and medium sized 
enterprises amongst Ghanaian NTEs at various stages of their internationalization efforts”.  The 
Internet has enhanced informational and interactive communicative capabilities which enable it 
to be used both as a communication tool and marketing channel, thus inducing the development 
of more effective inter-organizational relationships and the emergence of new network 
cooperative opportunities (Avlonitis & Karayanni, 2000).

http://www.internetworldstas.com
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From earlier discussion, Ghanaian NTEs were performing very well based on the revenue 
accrued to the nation. Unfortunately, handicraft which is one of the sectors under the NTEs did 
not perform well at all comparing to the previous performance. The GEPC report said the 
performance of semi-processed/processed and the agricultural sub-sectors grew positively by 
35.53 per cent and 11.14 per cent over the 2006 earnings. However, the handicrafts sub-sector 
recorded a negative growth of 15.59 per cent over 2006 earnings. This was because major buyers 
of Ghanaian crafts in the United States of America (USA) turned to the Far-East, especially 
Indonesia, India and China for handicraft supplies.

Furthermore, compared to the extensive literature on the importance and potential of the Internet 
as a component of the exporting business, Internet adoption among SMEs in general and SME 
exporter in particular, research on the Internet adoption by handicraft SME export in the 
developing countries is limited and sketchy. The majority of publications, press articles, journals, 
textbooks, and white papers on the Internet adoption by SMEs deal with developed nations 
(Constantinides, 2004).

It is evident that there is a gap in existing research relating to Internet adoption by SME 
handicraft exporter. Moreover, there have been many claims regarding the impact the Internet 
can make on the exporting business of the SMEs. The fact remains that not many empirical 
studies have been done to show the Internet adoption by Ghanaian handicraft exporters and how 
they have been successful.

From the above discussions, the objective of the study is to contribute in filling the gap by 
exploring the dynamics of the Internet in connection with small and medium-sized enterprises in 
Ghana.

1.6 Research Purpose

The Internet presents export firms with organizational improvement options and ways by which 
their value chain activities can be enhanced (Sorenson et al., 2007).  Quelch & Klein (1996) 
believe that the Internet will accelerate the internationalization of small and medium-size 
enterprises (SMEs).  Parasuraman & Zinkhan (2002) have also noted that “Internet technology 
has the potential to alter every aspect of business operations.  Given the postulations from the 
aforementioned Internet use scholars, it reveals that the Internet could have benefits for non-
traditional exporters. The purpose of this thesis is to study the Internet and E-commerce adoption 
among small and medium-sized enterprises (SMEs) non-traditional handicraft exporters (NTEs) 
in Ghana. 
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1.7 Research Questions

In order to achieve the above purpose, the following research questions have been formulated:

1. What factors can affect Internet and E-commerce adoption for small exporting 
handicraft firms in Ghana?

2. How can the level of Internet and E-commerce adoption in small exporting 
handicraft firms in Ghana be described?
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2 CHAPTER TWO: LITERATURE REVIEW

This chapter will deal with earlier studies relevant to the research questions stated in chapter one. 
Firstly, previous researches concern factors affecting E-commerce Adoption among SMEs, SME 
Exporters, and firms in developing countries including Ghana. This information will help to 
answer the first research question which is factors that can affect E-commerce adoption for small 
exporting handicraft firms in Ghana.  Then earlier studies which described the levels of E-
commerce adoption among SMEs will be discussed, and this literature will link to the second 
research question.

2.1 Factors Affecting Firms’ Internet and E-commerce Adoption

2.1.1 Factors Affecting Internet and E-commerce Adoption among SMEs

Recent research work which was done by Kapurubandara & Lawson (2006) set out to investigate 
the factors that affect SMEs Adoption of Internet and e-commerce.  Their findings identified a 
variety of factors which can be grouped into several categories. A number of authors (for 
example, Chau & Turner, 2001; OECD, 1998) identify factors relating to three major categories: 
owner/manager characteristics, firm characteristics, and costs and return on investment (Akkeren 
& Cavaye, 1999).

A study conducted by Kapurubandara & Lawson (2006) reveals that owners/managers of SMEs 
are the decision makers when it comes to the issue of adopting Internet and e-commerce for their 
international business operations.  However, they are challenged with a number of factors that 
affect the adoption of Internet and e-commerce for their exporting activities. A study conducted 
by Iacovou et al. (1995) found that the owner’s lack of awareness of the technology and 
perceived benefits is a major factor to a take up of e-commerce. The lack of knowledge on how 
to use the technology and the low computer literacy are other contributory factors for not 
adopting e-commerce (Knol & Stroeken, 2001). Mistrust of the IT industry and lack of time are 
two other factors that affect the decision to adopt e-commerce (Akkeren & Cavaye, 1999).
  
Small and medium-sized enterprise (SME) owners are concerned about a return on their 
investments, reluctant to make substantial investments particularly when short-term returns are 
not guaranteed (Akkeren & Cavaye, 1999). This is because SMEs have limited resources 
(financial, time, personnel). This “resource poverty” has an effect on the adoption of e-
commerce, as they cannot afford to experiment with technologies and make expensive mistakes 
(EBPG, 2002).

There are some other factors related to the characteristics of the organization, which affect 
adoption of e-commerce (Kapurubandara & Lawson, 2006). According to Iacovou et al. (1995) 
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“the current level of technology usage within the organization also affects the process of 
adoption”.

Study carried out by Cloete et al, (2002) revealed that low use of e-commerce by customers and 
suppliers, concerns about security, legal and liability aspects, high costs of development and 
computer and networking technologies for e-commerce, limited knowledge of e-commerce 
models and methodologies, and unconvincing benefits to the company are among some factors 
that affect Internet and e-commerce adoption by SMEs. 

2.1.2 Factors Affecting Internet and E-commerce Adoption among SME Exporters

The Internet may be the single greatest stimulus for marketing yet created. The Internet has the 
ability to aid firms to get new customers, suppliers and distributors and also to generate a wealth 
of information on market trends and on the latest technology and research development (Hamill, 
1997; Kapurubandara & Lawson, 2006; Quelch & Klein, 1996).

Despite optimism about the global marketing potential of the Internet for exporting SMEs, 
previous research hardly distinguishes between exporters and non-exporters, is limited to 
descriptive quantitative studies (e.g. Hamill & Gregory, 1997), and focused initially upon 
Internet adoption as a dichotomous variable. 

The innovation as a continuum of stages from e-mail to buying and selling of goods online are 
recent studies that have been examined and viewed (Daniel et al., 2002; DTI, 2000). The 
differentiation between different types of adoption is essential since the Internet is a combination 
of innovations, which serve different roles and purposes within the marketing activities of 
exporting SMEs. Each may have the capacity to replace or substitute tasks performed by 
traditional export channel intermediaries. Consequently, it is not surprising that distinct factors 
were found to drive the adoption of each application. In-depth interview results reported by 
Houghton et al. (2001) showed that website adoption appeared to be stimulated by assistance 
from personal contact networks, whilst lack of information technology knowledge acted as an 
obstacle.

In contrast, staff workload, a high level of perceived risk, the importance of augmented product 
dimensions and compatibility with existing marketing channels are likely to act as obstacles to e-
commerce adoption, but higher levels of supplier service, information technology knowledge and 
entrepreneurship stimulate e-commerce adoption.

E-commerce refers to as business activities which are done using electronic data transmission via 
the Internet and the World Wide Web (Schneider and Perry, 2000). Saffu et al (2007) also 
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defined e-commerce as “the exchange of goods and services among businesses and between 
businesses and consumers using Internet technologies. E-commerce helps firms to improve 
product quality, reduce costs, assist them to reach new customers, suppliers or distributors and 
creates new ways of selling existing products (Schneider & Perry, 2000; Saloner & Spence, 
2002; Scupola, 2003).

With all the benefits that the e-commerce offers to firm, empirical evidence suggests e-
commerce adoption by small and medium-sized enterprises (SMEs) is limited (Grandon &
Pearson, 2004). Most of the firms with web sites restrict their web sites to advertising and 
promoting their businesses (Beatty et al., 2001) and they are reluctant to do business online 
(Pratt, 2002; UN, 2004). Saffu et al (2007) stated in their research that SMEs’ use of e-commerce 
is under researched, and in developing countries, this may be accentuated. They also said that it 
is very important to analyze the adoption of information and communication technology (ICT) 
by businesses in developing countries.

2.1.3 Factors Affecting Internet and E-commerce Adoption among Firms in Developing 
Countries

Literature reveals that not much attention has been paid to research on SME Internet and E-
commerce adoption in developing countries with different socio-economic, political, legal and 
cultural circumstances. Identifying the differences is an initial step to understanding the process 
of technology adoption (Kapurubandara & Lawson, 2006). It is very necessary if governments 
have confidents that e-commerce could boaster economic development (Mehrtens et al., 2001). 
Issues faced by SMEs in developed countries on Internet and E-commerce adoption are different 
from the issues that affect SMEs in developing countries on Internet and E-commerce adoption 
(OECD, 1998).

There are a specific number of factors that SMEs in developing countries faced in adopting 
Internet and E-commerce in their business activities compared to SMEs in developed countries. 
Examples include, the lack of telecommunications infrastructure, lack of qualified staff to 
develop and support e-commerce sites, lack of skills among consumers needed in order to use the 
Internet, lack of timely and reliable systems for the delivery physical goods, low bank account 
and credit card penetration, low income, and low computer and Internet penetration (Anigan, 
1999; Bingi et al., 2000; Marshall et al., 2001). Lack of telecommunications infrastructure 
includes poor Internet connectivity, lack of fixed telephone lines for end users dial-up access, 
and the underdeveloped stated of Internet Service Providers (ISP). 

According to Bingi et al (2000 cited in Kapurubandara & Lawson, 2006), cultural barriers in 
some developing countries also affect SMEs adoption and acceptance of Internet and E-
commerce as a way of doing business. In developing countries like Ghana, shopping is a social 
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activity in which personal face-to-face contacts with sellers is an important part of the shopping 
experience (Sorensen & Buatsi, 2002).

Another factor that affects e-commerce growth in developing countries is distrust that businesses 
have with personal and credit card information. That is Internet fraud (Anigan, 1999; Elkin, 2001
cited in Kapurubandara & Lawson, 2006).  Lack of developed legal and regulatory systems also 
affects the development of Internet and E-commerce in developing countries (Kapurubandara &
Lawson, 2006). 

A study conducted by Cloete et al (2002 cited in Kapurubandara & Lawson, 2006) in South 
Africa, a developing country found that SME adoption and acceptance of e-commerce is largely 
influenced by factors within the organization. Lack of access to computers, software, other 
hardware, and telecommunications at a reasonable cost; low e-commerce use by competitors and 
supply chain partners; concerns with security and legal issues; low knowledge level of 
management and employees; and unclear benefits from e-commerce were found to be the major 
factors that affect adoption.

Dedrick and Kraemer (2001 cited in Kapurubandara & Lawson, 2006) in their study in China 
revealed that there are many significant barriers to adopt e-commerce. These factors include the 
limited diffusion of computers, high cost of Internet access, and a lack of online payment 
processes. Inadequate transportation and delivery networks, limited availability of banking 
services, and uncertain taxation rules indirectly inhibit e-commerce.

El-Nawawy & Ismail (1999 cited in Kapurubandara & Lawson, 2006) also carried out a research 
on e-commerce adoption by SMEs in Egypt found that the main factors contributing to the non-
adoption of electronic commerce in Egypt are awareness and education, market size, e-
commerce infrastructure, telecommunications infrastructure, financial infrastructure, the legal 
system, the government’s role, pricing structures, and social and psychological factors.

Studies which were conducted in Argentina and Egypt (both developing countries) by Schmid et 
al. (2001 cited in Kapurubandara & Lawson, 2006) revealed that the key factors of electronic 
commerce adoption in developing countries are: awareness, telecommunication infrastructure, 
and cost. They also suggested that SMEs in developing countries share similar issues in e-
commerce adoption (El-Nawawy & Ismail, 1999; Schmid et al., 2003). The Internet and e-
commerce issues of SMEs in Samoa are consistent with the studies conducted in other 
developing countries (Kapurubandara & Lawson, 2006). Hinson (2005) carried out a research in 
Ghana and identified power failures as a macro factor and general lack of knowledge about 
usage as a micro factor that affect Ghanaian SME Non-traditional exporters’ inability to adopt 
Internet and E-commerce.
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Among the few research studies carried out in developing countries are studies that investigate 
the factors affecting adoption (Jennex & Amoroso, 2002; Davis, 2002; Mukti, 2000; Travica, 
2002; Enns & Huff, 1999 cited in Kapurubandara & Lawson, 2006). Predominantly these studies 
investigate the technological factors which include: lack of telecommunications infrastructure, 
low e-commerce usage by competitors and supply chain partners, underdeveloped state of 
Internet Service Providers and high cost of telecommunications infrastructure.  Organizational 
factors are lack of Internet usage knowledge among business owners, lack of qualified staff to 
use the Internet facilities, lack of access to computers, hardware and software, and low bank 
account and credit card penetration. Socio-economical factors include the following: financial 
infrastructure, pricing structures, power failures and lack of online payment process. These and 
other factors hinder SMEs in developing countries to adopt Internet and e-commerce.

However, literature reveals that there have been many studies carried out in developed countries 
to explore the various factors affecting SMEs adoption of Internet (E-commerce). These studies 
considered organizational perspective, owner/manager perspective, and environmental 
perspective (Beatty et al., 2001; Han & Noh, 1999; Mehrtens et al., 2001; Sekaran, 2000).  This 
is because SMEs in developed countries are far advanced in the usage of the Internet and e-
commerce technologies for their business activities.

The differences between developed and developing countries (such as available infrastructure, 
social and cultural issues) do not support generalizing the findings for developed countries to 
developing countries. SMEs in developing countries are faced with barriers that are specific to 
them, some more pronounced than would be in the case for SMEs in developed countries. To 
understand the lack of, or slow uptake of Internet and e-commerce technologies, it is appropriate 
to look into the environment in which they operate. Due to the many constrains inherent to 
developing countries they are faced with many barriers within the organization and also outside 
the organization (Kapurubandara & Lawson, 2006).

A research conducted by Sorensen & Buatsi (2002) revealed some factors that affect Internet 
adoption in Ghana. They identified training to be the highest factor, followed by financing the 
equipment and the current costs. Face-to-face interaction is deeply rooted in the Ghanaian 
business culture and this is another factor. Access and speed were mentioned as yet other (ibid).

Hinson (2005) also identified power failures and general lack of knowledge about usage as some 
of the factors affecting e-commerce adoption in Ghana. This research was on Ghana’s SME 
Non-Traditional Exporters capability to adopt Internet and e-commerce. 

Although, there is now an increasing number of studies addressing Internet and e-commence 
adoption within the specific context of SMEs (for example, Akkeren & Cavaye, 1999; OECD, 
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1998; Cloete et al., 2002; Hinson, 2005; Hinson et al., 2006; Hinson & Sorensen, 2007; Sorensen 
& Buatsi, 2002) little research has been conducted in developing countries, especially Ghana, in 
relation to Internet and e-commerce adoption especially by the SMEs handicraft exporters. Thus 
this thesis seeks to fill this gap to help understand the factors that affect the adoption of Internet
and e-commerce by SMEs in developing countries. 

2.2 Levels of Internet and E-commerce Adoption

2.2.1 Internet Usage among SMEs

Although there has been widespread acceptance of Internet use in corporate environments, the 
extent to which it is used by SMEs varies widely (Sadowski et al., 2002). The Internet is a 
marketing tool which is used to promote effective business operations in the knowledge 
economy. Therefore, for SMEs to do business globally, they need to be connected to the Internet 
since it provides a lot of economic benefits. As it was said by Egan et al (2003) “any firms that 
do not engage in e-marketing would be doing so at their “peril”.

A study conducted in 2000 revealed that the use of the Internet was widespread but its benefit 
was questionable, with little sales being generated directly as a result of online marketing 
activities; although many were predicting that it would have a positive impact in the future 
(Gallagher & Gilmore, 2004).

When SMEs implement the Internet into their marketing mix they have the opportunities to 
exhibit their products and services online, advertising in more markets with less expense, using 
e-mail as a marketing tool and decreasing the costs of printing materials such as catalogues and 
glossy brochures. They could also enhance their credibility by creating a professional image 
through the presence of an efficient web site, answer questions about products and services in 
several languages and conduct research in foreign markets (McCue, 1999; Kula & Tatoglu, 
2003).

A study which was conducted in 2000 stated that with all the opportunities that Internet offers 
and the benefits predicted from employing its strategy, SMEs were slow to respond to the 
changes brought about by the Internet and were not yet making effective use of it (Gallagher & 
Gilmore, 2004). Findings from this study indicated that SMEs see the Internet as a distinct and 
separate entity as opposed to integrating it within the whole organization. They introduced it in 
an ad hoc manner, mainly as an additional promotional tool, instead of developing plans for its 
future use. Thus, they were failing to use it to create real competitive advantage and simply made 
do with the direct operational benefits that it had to offer in terms of marketing communications 
(Egan et al., 2003; Gallagher & Gilmore, 2004; Windrum & Barranger, 2003).
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Sorensen & Buatsi (2002) reported that most of the SME NTEs used the Internet for pre-sales 
activities and the e-mail for daily communications.  Another study conducted by Sorenson et al. 
(2007) indicated that the general pattern of Internet usage for information search varied among 
NTEs according to degree of Internationalization. The most internalized NTEs demonstrated a 
higher usage rate of the Internet for information search purposes, with about a third using the 
Internet for Public Relations (PR) activities, compared to less than one-fifth of the least 
internationalized group using the Internet for PR activities. Use of the Internet as a payment 
medium (getting paid for exports or paying for raw material inputs they need for operations) was 
significantly low among all NTEs.

2.2.2 Levels of Internet and E-commerce Adoption

Businesses adopt the Internet for different reasons, ranging from simple Internet presence to 
using the Internet to change business operations. Similarly, the impact of adopting the Internet 
does change among firms (Ghafoor & Iqbal, 2007).

Teo & Pian (2003) developed a model on the level of the Internet adoption. From their model, 
the levels of the Internet adoption have been grouped as: level 0 – e-mail adoption, level 1 –
Internet presence, level 2 – prospecting, level 3 – business integration; and level 4 – business 
transformation. The levels are illustrated in the figure 2 below:

Figure 2 Levels of Internet and e-commerce adoption

Levels of Internet Adoption

Business Transformation

Business Integration

Prospecting

Web Presence

E-mail Adoption

SOURCE: Adapted from Teo & Pian 2003, p. 79

According to Ghafoor & Iqbal (2007), “different levels of the Internet adoption can facilitate 
different kinds of business activities”. A model developed by Teo & Pian (2003) described the 
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Internet adoption among firms ranging from levels 0 to 4 based on the organization’s Internet 
strategy and its Web site’s functional characteristics (Teo & Pian, 2003). The levels are 
discussed as follows:

Level 0 – E-mail Adoption

A firm at this level of Internet adoption has an e-mail account but does not have a Web site. 
From a model developed by Teo & Pian (2003), they stated that the level 0 is classified Internet 
adoption into three groups: non-adopters (those without the Internet account), and adopters 
without Web sites but with the Internet account, and adopters with Web sites.

Level 1 – The Internet Presence

The first level of the Internet adoption is the Internet presence. When firms have made decisions 
to adopt Internet for their business operations but the implementation is still in process, the firms 
are said to be at the level 1, which is the Internet presence. The purpose of adoption may be to 
occupy a domain name or simply to have the Internet presence. General, firms with web sites at 
this level give only information and brochures about the firm, therefore tending to be non-
strategic in nature (Teo & Pian, 2003).

Level 2 – Prospecting

Prospecting is the second level of the Internet adoption and at this level the firm does not use the 
Internet fully. This is because, individual departments in the firm starts the Internet adoption and 
are not tied to business strategy. Most firms at this level established Web sites to provide 
customers with company information, product information, news, events, interactive content, 
personalized content, e-mail support, and simple search (Teo & Pian, 2003). This strategy is 
helpful in providing potential customers with access to the firm’s products with minimal 
information – distributing cost.

Level 3 – Business Integration

Business integration is the third level of the Internet adoption and this takes into account the 
integration of business processes marked by the incorporation of the Internet into the business 
model. At this level, the Web sites of firms at this level enjoy cost reduction and business 
support, as well as cross-functional links between customers and suppliers. Compared to the first 
two levels, Web sites at this level are more complex with added features for interaction, 
marketing/sales, online communities and secure transactions. Moreover, the features in levels 1 
and 2 are enhanced at this level, for example, the information provided is more comprehensive 
and the search function carries more advanced and powerful properties.
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Level 4 – Business Transformation

The fourth level aims to transform the business and represents the highest level of the Internet 
adoption. Firms at this level use the Internet to transform the overall business model throughout 
the firm by focusing on building relationship and seeking new business opportunities.

Sorensen & Buatsi (2002) also stated another model on levels of Internet adoption in a research 
conducted in Ghana. At firm level, a distinction can be between three levels of uses of the 
Internet.

1. Level 1. The brochure or publishing level (one way communication).
2. Level 2. The manual or database level (simple interaction).
3. Level 3. The e-commerce and personalization level (complex interaction).

At level 1, the firm only puts its brochures and other common information materials on the Web 
page. All visitors who visit the Web page get the same information and they cannot have any 
interaction. The firm does this to cut cost through digitalizing present market operations. This 
does not mean that Web page is inactive, only that it is used to give information to those who are 
interested in the firm, nothing more.

At level 2, the level 1 information is extended with the ability to get responses on user requests. 
Here, there is an interactive Web page however; it is limited, so restricted as it is to ask-response 
interaction.  This level comprises also simple e-commerce.

At level 3, the interaction is more complex since there is a dialogue between the actors and it is 
possible to personalize the interaction. For a firm to reach and implement level 3, it is very 
important that the visitor reveals some information about himself or herself. The information got 
is processed and used to provide suitable responses to the highly valued visitor. At this stage, 
value creation is as important, if not more important, than cost cutting.

The three levels are steps for newcomers to the Internet starting in step 1 by cutting costs through 
digitalizing their information materials; moving into step 2 with limited interaction possibilities 
and ending at step 3 with a full blow interaction Web site.

However, a firm can use all the three levels at the same time. The public, i.e. all stakeholders, 
will have free access to level 1 whilst the access to level 2 and even for level 3 will be restricted 
and you may even have to pay to get to this level.
The core of a Web site is your own firm and your own products. However, the firm may want to 
extent and augment the value of your Web site by establishing links to other Web sites that are in 
the same business with you. Furthermore, if the firm has a successful Web site in terms of traffic, 
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the firm may let other firms to advertise or piggy-back on it and thus generate some income for 
the firm.

Daniel et al (2002) developed a stage model of levels of e-commerce adoption. The stage model 
of levels of e-commerce adoption has been grouped into four. These include cluster 1 
(Developers), cluster 2 (Communicators), cluster 3 (Web Present) and cluster 4 (Transactors).

Cluster 1 (Developers)

Firms at this level have lowest levels of operational e-commerce services, but have very high 
levels of services under development. They are therefore referred to as developers, since the 
firms are at the very start of their e-commerce adoption and are currently developing services. 

The most common areas of development activity were: developing email communication with 
customers and suppliers, providing information about the firm’s products and services and the 
firm itself, for example via a website, and using the web for advertising and brand building.

Cluster 2 (Communicators)

The firms in cluster 2 make extensive use of emails to communicate with customers and 
suppliers and the web to find business information. They often use the email for communication 
between employees and electronically exchanging documents and designs with customers and 
suppliers. At this level the common development activity is focused on the development of 
websites to provide firm or product and service information.

Cluster 3 (Web Presence)

Firms at cluster 3 use emails to communicate with customers and suppliers, use the Web to find 
external information, use email between employees and electronically exchange documents and 
designs. They also have Websites that provide information about their firm and its products and 
services. The most common areas of development about firms in cluster 3 are taking of orders 
and receiving orders on-line. They have operating information-providing websites and are in the 
process of developing transactional capabilities.

Cluster 4 (Transactors)

Firms in cluster 4 operate all the activities undertaken by cluster 3 but in addition they undertake 
order on-line, provide after sales service or contact and undertake recruitment on-line. Areas
where development was being undertaken include receiving payment on-line, ordering and 
payment of inventory purchasing and the delivery of digital goods on-line.

3 CHAPTER THREE: CONCEPTUAL FRAMEWORK
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According to Miles & Huberman (1994, p.18), “The conceptual framework explains, either
graphically or in narrative form, the main things to be studied.” Based on the literature review, 
the conceptual framework has been developed to explain issues related to the two main areas, 
that is: factors affecting Internet and e-commerce adoption and levels of Internet and e-
commerce adoption.  The conceptual framework is constructed to direct and organize data 
collection.

3.1 What Factors can affect Internet and E-commerce Adoption for small exporting 
handicraft firms in Ghana?

The reviewing of literature on factors affecting SMEs adoption of Internet and e-commerce 
reveal that there are many significant factors which affect the adoption of Internet and e-
commerce technologies.  These factors have been broadly grouped into Internal and External.

3.1.1 Internal Factors:  These are the factors which the SMEs have control over them and the 
ability to change within the organization.  Internal factors have further been categorized into 
three groups. These include: owner/manager characteristics, firm characteristics and costs and 
returns on investment (Kapurubandara & Lawson, 2006).  

Owner/Manager Characteristics
Adoption is heavily reliant on the acceptance of Internet and e-commerce by the business owner 
and the manager.  If the owner and the manager neither perceive the technology to be useful, nor 
understand its potential, then they will be reluctant to adopt it (Iacovou et al., 1995).  Julien &
Raymond (1994) found that level of assertiveness and rationality of the owner and manager in 
decision making would make the owner and manager more likely to adopt the use of Internet and 
e-commerce if it suited the organization.

If the owner is subject and refers to the opinions of experienced people who recommend the 
adoption of the e-commerce into the organization, then they are more likely to accept their 
opinions (Harrison et al., 1997).

Firm’s Characteristics
A number of factors that affect adoption of e-commerce have to do with organization itself.  
Adoption has also been found to be largely dependent on external pressure from the business 
competitors as well as its supply chain (Thong & Yap, 1995; Kirby & Turner, 1993).  Businesses 
might adopt Internet and e-commerce as a result of their competitors using it so as not to lose 
their competitive advantage.  If an organization has large amounts of data and transactions, then
it is more likely to adopt Internet and e-commerce which can help streamline operations and 
offer process efficiencies within the organization (Thong & Yap, 1995).
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Costs and Return on Investment
SME owners are also concerned with return on investment.  The pressure to show a return often 
leads to small firms being more concerned with medium-term survival rather than long-term 
viability (Akkeren & Cavaye, 1999).  As a result, owners are often hesitant to make substantial 
investments when short-term returns are not guaranteed.  Table 2 summarizes the internal factors 
that affect SMEs Internet and e-commerce adoption.

Table 2 Internal factors affecting SMEs Internet and E-commerce adoption
               Internal Factors                                 Details
Owner/Manager Characteristics - Owner’s lack of awareness of the technology 

- Perceived benefits
- Low company literacy among SME owners
- Distrust on the use of credit cards

Firm’s Characteristics - Low level of technology usage within the organization
- Low use of Internet and e-commerce by customers and 

suppliers
- Unconvincing benefits to the company
- Lack of qualified staff to develop and support e-

commerce site
- Lack of access to computer, software and hardware
- Low bank account and credit card penetration
- Lack of skills among consumers needed in order to use 

the Internet

Costs and Return on Investment - Limited resources in terms of financial, time and 
personnel

- Internet and e-commerce cannot give a financial gain

SOURCE: Authors’ own compilation based on Akkeren & Cavaye, 1999; Anagin, 1991; Chau 
& Turner, 2001; Cloete et al., 2002; EBPG, 2002; Elkin, 2001; Hinson & Sorenson, 2006; 
Iacovou et al., 1995; Kapurubandara & Lawson, 2006; Knol & Stroeken, 2001; OECD, 1998.

3.1.2 External Factors: These are factors that cannot be resolved by the SMEs.  They have no 
control over these, and are compelled within the constraints.  Although these factors are beyond 
the control of the SMEs, yet some of the factors could be addressed by the SMEs working 
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together, and can get together especially those in the same industry sector to form groups to 
share expenses, resources and facilities.  They can work together to address certain other external
factors where governmental intervention may be required (Kapurubandara & Lawson, 2006). 
These factors have been categorized into five dimensions.  Table 3 summarizes the external 
factors that affect SMEs Internet and e-commerce adoption

Table 3 External Factors Affecting SMEs Internal and E-commerce Adoption
External Factors Indicators
Technological Infrastructure - High costs of development of Internet connectivity and 

website
- High costs of computers and networking technologies for e-

commerce
- Inadequate transportation and delivery network
- Inadequate telecommunications infrastructure such as poor 

Internet connectivity, inadequate fixed telephone lines for 
end users dial-up access, accessibility and speed

- Inadequate Internet Service Providers (ISP) 
Socio-economic - Lack of online payment process

- Pricing structures
- Limited availability of online banking services
- Financial infrastructure
- Power failure

Cultural - Face-to-face interaction during shopping.
- Lack of popularity for online marketing and sales

Political - Government’s role
- Uncertain taxation rules

Legal and Regulatory - Lack of developed legal and regulatory systems
- Internet fraud

SOURCE: Authors’ own compilation based on Anigan, 1991; Bingi et al., 2000; Cloete et al., 
2002; Davis, 2002; Elkin, 2001; El-Nawany & Ismail, 1999; Hinson & Sorenson, 2006; Jennex 
& Amoroso, 2002; Kapurubandara & Lawson, 2006; Marshall et al., 2001; Sorenson & Buatsi, 
2002; Travica, 2002.

The above factors derived from literature have been illustrated in the figure below.
Figure 3:  Factors that affect Internet and E-commerce Adoption
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SOURCE: Adapted from Kapurubandara & Lawson, 2006

3.2 How can the Levels of Internet and E-commerce Adoption in small exporting 
handicraft firms in Ghana be described?

Several different combinations of levels of the Internet and e-commerce adoption have been 
identified in the literature (Daniel et al., 2002; Hinson, 2001; levy & Powell, 2002; Sorenson & 
Buatsi, 2002; Teo & Pian, 2003).

For levels of the Internet and e-commerce adoption, the common approach shared by all is to 
divide the levels according to complexity, moving from a simpler level to a more complex level 
that involve more complex Internet and e-commerce adoption.

Businesses adopt the Internet for different reasons, ranging from simple Internet presence to 
using the Internet to change business operations. Similarly, the impact of adopting the Internet 
does change among firms (Ghafoor & Iqbal, 2007). For the purpose of this study, we chose the 
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model of levels of Internet and e-commerce adoption developed by Teo & Pian (2003).  Our 
reason for choosing this model is that the model describes the Internet and e-commerce adoption 
among firms ranging from levels 0 to 4.  

Table 4 Levels of Internet and E-commerce Adoption
Levels of Internet and E-commerce                             Details

Level 4: Business Transformation - Transformation of overall business model throughout 
the organization

- New business opportunities
Level 3: Business Integration - Integration of business process

- Cross-functional links between customers and 
suppliers

- Interactive marketing and sales
- Online communities
- Secure transactions
- Advanced search functions

Level 2: Prospecting - Customers’ access for products with minimal 
information distribution cost

- Company information 
- New
- Events
- Interactive content
- Personalized content
- e-Mail support
- simple search

Level 1: Internet Presence - Web site 
- Company information
- Product brochures

Level 0: e-Mail Adoption - e-Mail account

SOURCE: Adapted from Teo & Pian, 2003

Level of E-mail Adoption:  Firms at this level have an e-mail account but does not have a 
website. 
   
Level 1 – The Internet Presence
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This is the first level at which firms have decided to adopt Internet for their business operations 
but the implementation is still in process.  However, firms with website at this level provide only 
information and brochures about the firm.

Level 2 – Prospecting
Firms at this level have websites which provide customers with firm and product information, 
news, events, interactive, personalized contents, e-mail support and simple search.

Level 3 - Business Integration
Firms at this level have incorporated the Internet into their business processes.  Websites of firms 
at this level provide comprehensive information on the firm, its product or service, additional 
features for interaction, marking sales, online communities and secure transactions.

Level 4 – Business Transformation
At this level, firms use the Internet to transform the overall business model, throughout the firm 
by focusing on building relationship and seeing new business opportunities.

The levels of Internet and e-commerce adoption developed by Teo & Pian, 2003 is illustrated in 
figure 4 below

Figure 4: Levels of Internet and E-commerce Adoption
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This chapter covers the methodology used in this research; it also gives detailed information on 
the following sections: introduction, research purpose, research approach, and research strategy.  
Sample selection, data collection method, analysis of data and quality standard which include 
validity and reliability were discussed.

4.1 Introduction

Elabi et al (2002 cited in Opoku & Naeem, 2004) maintain that   in conducting any type of 
research it should be governed by a well defined research methodology based on scientific 
principles.  Nachamias et al (1996) identified that methodologies are considered to be systems of 
explicit rules and produced, upon which research is based and also against which claims for 
knowledge are evaluated.

  
Also Lee (1989 cited in Opoku & Naeem, 2004) has it that there is no “perfect” research 
methodology as there is no agreed methodology universally.  Scientists pose for new methods 
and techniques of observation, inference, generalization and analysis rules and procedures as 
regards to research are therefore changing.

Kaplan (1973 cited in Opoku & Naeem, 2004) suggested that a well-developed research 
methodology provides understanding of products and processes of the scientific enquiry.

4.2 Research Purpose

Research can be formulated in certain ways depending on the objectives as indicated in the 
research problem.  According to Zikmund (2000) proposed many research activities help to 
categorize the purpose of the study in terms of the research into three namely exploratory, 
descriptive and explanatory.

  
The classification in terms of the purpose of the study can often be distinguished between 
exploratory, descriptive and explanatory research purpose.  (Saunders et al., 2000)  The purpose 
of the study is in connection with the research problem and also depends on the objective and 
problem formulation, purpose of the study varies.  Saunders et al. (2000) stated the question as to 
what research question to use is not a question of either/or other three classification tends to 
overlap Saunders et al (2000) stated that the purpose can be exploratory and become more 
descriptive later.

An exploratory study is valuable means of finding out ‘what is happening; seek new insights; ask 
questions and to assess phenomena in a new light’ (Robson, 2002).  Exploratory approach is 
helpful when the researcher wants to clarify the understanding of a problem.   The great 
advantage is that it is flexible and adaptable to change.  
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According to Adams and Schvaneveldt (1991) the flexibility inherent in exploratory research 
means the focus is initially broad and becomes progressively narrower and more specific as the 
research progresses.

Descriptive research is ‘to portray an accurate profile of persons, events or situations’ (Robson, 
2002). Furthermore, Saunders et al. (2000) also elaborated that descriptive research can be seen 
as an extension of exploratory research.  With descriptive purpose the researcher already needs 
to have a clear picture of the phenomena he/she will further investigate.

It also helps the researcher to draw conclusions from the data he or she is describing. Saunders et 
al. (2007) stated that explanatory researches are studies that establish causal relationships 
between variables.  The emphasis here is on studying a situation or a problem in order to explain 
the relationships between variables.

Anderson & Svensson (1999) postulated that research starts with exploratory phase to find what 
the study is about and continues to descriptive and explanatory depending on the objective of the 
study.

Information on small and medium enterprises (SMEs) adoption of Internet tends to be limited; 
we are adopting exploratory and descriptive studies to attain the necessary information as regards 
to the research questions.  This approach would further help us to understand and describe the 
phenomenon.

This thesis is both exploratory and descriptive since it seeks to pertain what is happening, seek 
insights and ask questions about Internet adoption and levels of adoption by small and medium 
enterprises especially the Nontraditional exporters in Ghana.   Furthermore, the topic has not 
been studied so we intend to use exploratory and descriptive to inquire about whatever is 
happening for people to be abreast with currents issues as regards to small and medium 
enterprises (SMEs), nontraditional exporters (NTEs) of wood carving, assess and describe their 
business activities with Internet and their levels of adoption.  The focus is broad but narrows as 
the study progresses.

The study also describes events, situations and draw conclusions on data collected.  Also the 
study seeks to clarify understanding of problems, which the researchers are unsure of the precise 
nature of the problem.

4.3      Research Approach
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Research purpose is an outcome of how the researcher wants to use theory. (Saunders et al 
(2000). According to Guba & Lincoln (1994) and Denzin & Lincoln (1994a) there are two 
methods or approaches are available to researchers – qualitative and quantitative.
  
A qualitative approach has an understanding purpose and goes more in-depth with the research 
than a quantitative approach does.  The researchers who use qualitative method want to study the 
phenomena from inside, which often leads to case studies with in-depth interview without 
specific questions or alternative answers.

Qualitative is predominantly used for any data collection such as interview or data analysis 
procedure that generates or use non-numerical data.  According to Leavy (1994) in qualitative 
approach the aim is to explain rather than to predict phenomena and understand things rather 
than measure. 

Quantitative research is most often used in studies with clearly stated hypotheses that can be 
tested.  It focuses on well-defined, narrow studies.  A quantitative method discusses the problem 
from a broader perspective, and often by providing a survey questionnaire with specific answer 
alternatives (Merriam, 1994).

Tashakkori & Teddlie (2003) maintain individual quantitative and qualitative techniques and 
procedures do not exist in isolation.  In choosing research methods researchers will either use 
single data collection technique and corresponding analysis procedures (mono method) or use 
more than one data collection technique and analysis procedures to answer their research 
questions (multiple methods).

Table 5 Differences between Quantitative and Qualitative data 

Quantitative Data Qualitative Data
 Based on meanings derived from numbers  Based on meanings expressed through 

words

 Collection of results in numerical and  Collection of results in non-standardised 
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standardized data data requiring classification into categories

 Analysis conducted through the use of 
diagrams and statistics

 Analysis conducted through the use of 
conceptualization

Source:  Adapted from Saunders et al (2000)

Data collected can either be quantitative or qualitative nature.  In general as to what data   
collection approach to use depends on the research problem.  If the questions are shallow a 
quantitative approach is the ideal choice but if otherwise (deep) then it is better to use qualitative 
approach as stated by Dey (1993), who also stated that “the more ambiguous and elastic our 
concepts, the less possible it is to quantify data in a meaningful way”.  Table 5 shows the 
differences between quantitative and qualitative data (Saunders et al., 2000)

This study tends to use qualitative method. The researchers would conduct in-depth interview 
through semi-structured interview guide to get the needed information.  

4.4      Research Strategy

Research strategy is seen as plan that the researcher uses to carry out the study to answer the 
research questions (Saunders et al., 2000). According to Yin, (1994) the research strategy 
explains how the researcher collects and analyses data gathered. He further states that the type of 
research strategy to be used by researcher depends largely on the research purpose (exploratory, 
descriptive or explanatory).

The type of research strategy to use depends on three important factors namely; type of research 
question asked the control the researcher has over behavioural events and degree of focus on 
contemporary by historical events.  According to Yin (1994) the most important among the three 
categories is the type of research question asked.  The type of research strategy used is linked to 
how the research question is posed.

Table 6 Different Research Strategies

Research Strategy Forms of Research Question
Experiments How/Why
Survey Who/What/Where/How

many/How much



Eshun & Taylor: Internet and E-commerce Adoption among SME Non-Traditional Exporters

32

Archival/Analysis Who/What/Where/How
many/How much

History How/Why
Case Studies How/Why

Source:   Adapted from Yin, 1994 pp 6.

The table above shows the five different research strategies used in social science research.

According to Yin (1994), there are five primary strategies in the social sciences for conducting 
social science research. They are as follows:

 Experiments

 Survey

 History 

 Analysis of archival information 

 Case studies.
                           

Each of these strategies has a different way of collecting and analyzing empirical evidence and 
each can be used for exploratory, descriptive and explanatory research (Yin, 2003).  Although 
usually, case studies are considered appropriate for the exploratory phase, surveys and histories 
fit the descriptive phase, and experiments are the only way of doing explanatory or causal 
inquiries. Yin (1994) argues that hierarchical view is incorrect and each strategy can be used for 
all three purposes: exploratory, descriptive, or explanatory.

Based on the formulation of research questions, survey and case studies strategies suit the 
purpose of the thesis which provides the possibility of gaining information from a large number 
of respondents which yields a more general view of the phenomenon under study. 

For the purpose of this thesis, case studies would be used due to time constraint on the part of the 
researchers using the qualitative approach.  The research would be both exploratory and 
descriptive.
Robson (2002) defines case study as ‘a strategy for doing research involving an empirical 
investigation of a particular contemporary phenomenon using multiple sources of evidence’.

According to Denscombe (2000) the primary aim of undertaking case studies is to have a general 
view by studying the specifics; he also said case studies are more holistic than focusing on 
certain details.  Yin (1994) also indicates that case studies are used to bring deeper 
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understanding, insight and knowledge about particular selected cases to be undertaken.  Yin 
stated that by using case study, the researcher can study few objects and items in many aspects.

Case study is seen as a useful tool for the preliminary, exploratory stage of a research project 
(Rowley, 2002).  Miles & Huberman (1994) stated that a researcher can choose to conduct 
research on a single case or multiple case studies.  They further stated that no study whether 
qualitative or quantitative, or both can include everything: ‘you cannot study everything, 
everywhere, doing everything’.

A single case is normally used when it represents a critical case or unique case.  It provides the 
opportunity to observe and analyze a phenomenon that few have considered before (Saunders et 
al., 2007).

Case study strategy can also incorporate multiple cases, that is, more than one case.  The reason 
for using multiple cases is to establish whether the findings of the first case occur in other cases, 
to know the similarities and differences existing between the two companies selected for the case 
studies.  

Denscombe (2000, p.33) stated case study approach enable the researcher to make choices 
among several numbers of possible events, people and organization.  He further stressed that a 
researcher can pick one or just few from many examples from the group of things that are to be 
studied.

Case study is considered to be the most appropriate and suitable for this study hence decision to 
use it.  This is due to the fact that it would enable the researchers to unearth insights and a deeper 
understanding about the adoption of Internet among Ghanaian handicraft exporters and their 
levels of e-commerce adoption.

Moreover, the researchers resolved on case study, one of the reasons, being questions was based 
on the company’s perceptive.  By studying from this perceptive, we decided that, by gaining 
better understanding of the companies’ processes, relationships, attitudes, and their dealing with 
their customers, we could get a holistic picture of the selected cases.

This study would use multiple case strategies since it helps to capture larger samples, attitudes 
and activities, to bring an insight and better understanding of the Internet adoption among 
Ghanaian handicraft exporters and their levels of e-commerce adoption.

4.5       Sample Selection
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Miles & Huberman (1994) observe that studying everyone everywhere is absolutely impossible 
that actually makes sampling crucial for researchers. Qualitative researchers’ deals with small 
sample contrary quantitative researchers deal with large samples.

Blaxer et al (2001) and Saunders et al (2007) postulate that there are various sampling strategies 
used in research and these are in two main categories known as probability sampling and non-
probability sampling.

  
According to Saunders et al (2007), with probability sampling the chance or probability of each 
case being selected from the population is known and is usually equal for all cases.  There are 
five main techniques used to select a probability sample, namely: simple random, systematic, 
stratified random, cluster and multi-stage.

Saunders et al (2007) further maintain that in non- probability sampling, the probability of each 
case being selected from the total population is not known. The techniques used in conducting 
non probability are quota, purposive, snowball, self-selection and convenience.
    
It is not possible to collect and gain data from all available sources to solve research problems 
and to find the solutions. Thus sampling techniques provide methods that help to reduce the 
amount of data needed to be collected by considering only data from a sub-group rather than all 
possible cases or elements (Saunders et al., 2000).  There are a number of ways to choose a 
sample for case studies.  The sample selection process is continued until the required sample has 
been reached (Yin, 1994).

Regarding the purpose of this thesis and our research strategies we would use purposive 
sampling that allows the choice of a case because it illustrates some features or processes in 
which the researcher is interested (Silverman, 2006).  According to Saunders et al (2000) 
purposive sampling enables researchers to use their judgment to select cases that will best enable 
them to answer research questions and to meet their objectives.  This form of sampling is often 
used when working with small samples such as in case study research when researcher wishes to 
select cases that are particularly informative.

Again for this study, purposive sampling would be used since the organisations to be selected 
must be a wood carving firm and also must have been using the Internet in their export activities; 
this would best enable us answer the research questions and also meet the objectives of the study.
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The thesis was delimited to selected companies in Accra and Kumasi since the researchers 
cannot see to all companies in the country due to time and financial constraints. The following 
criteria will be used to select the sample:

 Registered Handicraft exporting firm

 Base in Ghana

 Had reliable phone numbers, fax and e-mail addresses

The handicraft sector is engaged in categories of products like pottery, jewellery, traditional 
musical instruments, leather fashion accessories and beads etc.  Due to time constraint we 
decided to consider two (2) companies that are in Wood carving.
  

4.6    Data Collection Method

According to Blaxter et al (2001) research always includes collection and analysis of data.  
Denscombe (2000) maintains that there are four main methods for collecting data; these are:

 Questionnaires

 Interviews

 Observation and

 Documents

He further indicated that interviews are suitable when there is the need to gather detailed data 
and information from very few respondents.  Interviews are the best when the collected data is 
based on privileged knowledge, that is, information is from key persons or insider information.  
(Denscombe, 2000)

Data collection may range from a simple observation at one location to a grand survey of 
multinational corporations in different parts of the world.  The method selected vastly determines 
how the data are collected.  Questionnaires, standardized tests, observational forms, laboratory 
notes and instrument calibration logs are among the devices used to record raw data (Cooper and 
Schindler, 2003).
  
In this research we used information gotten from the companies that we chose through the in-
depth interview as sources of data collected.  This is so because we believe they are the key 
people with the requisite information and also help us get insight as regards to the   adoption of 
Internet and e-commerce adoption among small and medium enterprises (SMEs) especially the 
non-traditional exporters and their levels of e-commerce adoption are the focus of this study.
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According to Saunders et al (2007) secondary data include both quantitative and qualitative data 
and they are used principally in both descriptive and explanatory research.  Morris & Wood 
(1991) stated that, the data collection techniques employed may be various and are likely to be 
used in combination.  They may include, for example, interviews, observation, documentary 
analysis and questionnaires.  Consequently, if you are using a case study strategy you are likely 
to use and triangulate multiple sources of data.

Malhotra & Birks (2007) defined primary data as data originated by the researcher specifically to 
address the research problem.  Compared to available data from variety of sources, these include 
higher cost and longer time frame in collecting and analyzing the data.

For the purpose of this study in-depth interviews were used to gather primary data and secondary 
data from the Ghana Exports Promotion Council, Internet, University of Ghana Business School 
and the proprietors of the companies.

4.7       Analysis of Data

Data analysis is what unlocks the information hidden in the raw data and transforms it into 
something useful and meaningful.  It is also a stage where ideas are confirmed by empirical 
reality. Data analysis also means the researcher decides what and which meaning to be attributed 
to the words and its implication to that effect; and how it relates to the topic being investigated 
(Denscombe, 2000).  In this study, we would undertake analysis by dividing it into variables 
according to the research questions and compare the data to make the necessary deductions.
  
Yin (1994) also defines data analysis as process that involves examining, categorizing, tabulating 
the evidence to address the initial proposition of the study.  He further maintains that it is 
important for the researcher to have general analytic strategy on what he wants to analyze and 
how to do so choosing among the different techniques to complete the analytical phase of the 
study successfully.

Cross case analyses and within case analyses would be used to analyse data we collected from 
the companies and see how the companies fared, and if there are any similarities and differences, 
comparisons was made to the information collected and conclusion made.  This would be done in 
accordance to our research questions.

In this study data will be analyzed by considering the data gotten from the semi-structured 
interview.  In view of this the researchers would based their analysis on factors that affect 
Internet and e-commerce adoption for small exporting handicraft firms in Ghana and their levels 
of Internet and e-commerce be described relating to the biodata of the companies to be studied.
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4.8 Quality Standard 

The qualitative research demands theoretical sophistication and methodological rigour 
(Silverman, 2006).  Aiming to conclude a research thesis, the researcher should be able to 
demonstrate the procedure used to ensure the methods were reliable and conclusions were valid.

Yin (1994) mentions four tests that have been frequently used to establish the quality any 
empirical social research; the four tests are also relevant to case study research.  These four tests: 
construct validity, internal validity, external validity and reliability are used in all social science 
methods.  

Construct validity is the most complex type of validity; it is measuring an instrument to an 
overall theoretical framework which is used to determine whether the instrument confirms a 
series of hypotheses derived from an existing and at least partially verified theory (Sullivan,
2006).  In this vein, instruments are not assessed in terms of how they relate to any criterion, 
rather to measures of concepts derived from a broader theory.  It also refers to the extent to 
which measurement of questions actually measure the presence of those constructs intended to 
measure. (Saunders et al., 2007)  

Internal validity is the approximate truth about inferences regarding cause-effect of causal 
relationships. It is also for explanatory and not descriptive or exploratory studies. Therefore, 
internal validity is only relevant in studies that try to establish a causal relationship.  It is not 
relevant in most observational or descriptive studies. For studies that assess the effects of social 
programmes or interventions, internal validity is perhaps the best.  One of the difficult aspects of 
internal validity is that it is only relevant to specific study in question. All that internal validity 
means is that you have evidence that what you did in the study (the programme) caused what you 
observed (the outcome) to happen (Trochim, 2006).

There is the challenge that respondents would be reluctant to reveal certain sensitive information 
this would be overcome by using the right interview questions.
  
There are various ways used as triangulation, respondent validation, clear exposition of methods 
of data collection and analysis etc for improving the quality of a research, each of which requires 
the exercise of judgment on the part of researcher and reader.

Since the methods used in research unavoidably influence the objects of enquiry (and qualitative 
researchers are particularly aware of this), it is important to provide a clear account of the 
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process of data collection and analysis.  This is so that readers can judge the evidence upon 
which conclusions are drawn, taking account of the way that the evidence was gathered.  (Mays 
N. & Pope C. 1996)

A common failing of qualitative research reports is an inadequate account of the process of data 
analysis. This is compounded by the inductive nature of much qualitative work in which prior 
conceptualization is largely inappropriate since concepts and categories are developed through 
the process of undertaking the research. As a result, the processes of data collection and analysis 
are frequently interwoven (BMJ Books, 2000).

Good quality qualitative research had to be relevant, not slavishly adhere to the immediate 
concerns or problems defined by policy makers, professionals etc (Hammersley, 1992).

In this thesis, the researchers would clearly defined concepts and explanations for the data 
collected and ask another researcher independently to code some of the raw data previous 
agreed. Researchers would ensure the relevance of this thesis since it would add to knowledge or 
increased the confidence with which existing knowledge was regarded.

Again, to improve upon the quality of the research, research report had sufficient descriptive 
detail for the readers to be able to judge whether or not the findings apply in other similar 
settings.

Finally, to reduce bias (known as fair dealing) in the research, the research design explicitly 
incorporated a wide range of different perspectives so that the viewpoint of one group is never 
presented as if it represents the sole truth about any situation.

5 CHAPTER FIVE: EMPIRICAL DATA PRESENTATION
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This chapter captures the empirical data gathered from the companies selected – Fritete Africa 
Art Works and Kofitall Games. Each case presents the background of the company in question, 
general Internet perceptions, factors affecting Internet adoption and levels of Internet adoption.  
The data gathered was in accordance with the research questions.  This was done to enable the 
companies’ concern to answer freely questions and provide us with the requisite information.

5.1 Case Study – Fritete African Art Works (fritete@ghana.com)

5.1.1 Background

Fritete African Art Works is a Ghanaian Company that produces and exports Ghanaian home 
décor and other wooden handcrafted item to mainly markets in the United States as well as 
Germany, Italy, Spain just to mention few.  The company is one of the major suppliers of 
handcrafted items to ‘Targets’, ‘AMC’ Pier 1 and Cost Plus’.  

Again, Fritete plays the role of agent for retailers such as Target and Cost Plus; it also manages 
large volume orders from his own and other production outlets in Ghana.  It also engages in 
apprenticeship training and offering of technical advice for prospective suppliers of handicraft 
products.

Furthermore, Fritete was one of the major suppliers in Ghana for buyers during the 1990’s when 
there was a boom in exports products abroad particularly USA and Germany.  The strength of 
this company is the access to the Internet and the owner’s requisite knowledge in modern 
technology in relation to handicraft products.  The company is involved in the following:

 Reproduction of Museum or documented African Art figures, Masks

 Manufacturing of authentic symbolic or figurative furniture

 Collection of Antique African pieces

India, China and the Philippines are the main competitors for Fritete and the other Ghanaian 
companies involved in the production and export of wood-based products.  These countries are 
noted for their use of cheaper wood but better finishing and cheaper prices.  However, the 
products from Fritete are made of good quality and durable wood but with less fine finishing and 
higher prices.

The company has a total number of hundred (100) employees.  The firm falls under the small and 
medium enterprises (SMEs) category according to Ghanaian definition. Fritete African Art 
Works company had fifteen thousand dollars ($15,000.00) as its annual sales; having its head 
office in Accra.

mailto:fritete@ghana.com
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Taking the company data as regards to this study, we conducted a personal interview with Mr. 
Robert K. Ellis, Managing Director (MD) of Fritete African Art Works.  He has thirty (30) years 
of experience working mostly in SMEs, as owner, and national secretary and board member of 
the handicraft association for the past sixteen years.

The company has been in existence for the past thirty (30) years and started its international 
operations in 1994.  Fritete African Art Works Company was once a vibrant enterprise which 
was employing more than three thousand employees.   The coming of the Chinese and Asians to 
the world market with the concept of mass production and ability to deliver the products on time, 
have actually won the heart of many making some people in the Ghanaian handicraft sector 
redundant.

This has actually affected the businesses of the handicraft sectors including Fritete making it 
impossible to retain their employees and also loosing most of their markets abroad since some 
partners in the trade lack the requisite technology and the finance.  The government has not been 
able to put in place structures to cater for the welfare of the handicraft sector.   In a nut shell, the 
government did not give the sector (handicraft) the recognition (priority).
  
The owner of Fritete African Art Works Company was so passionate about this issue that he 
informed us that he has on several occasions refused media reporters who want to interview him 
on the collapse of the sector.  He said as a matter of fact, small companies and individual who 
were in the handicraft business especially the wood curves have actually given up, because of 
lack of finance and also the fact that government has neglected the sector.  

Mr. Ellis was once the secretary to the National Association of Handicraft Exporters (NAHE). 
The past executive assumed it was time for the younger generation to take over the association, 
since they have served for six years.  He went ahead to elaborate that most of the meetings 
organized by the association, the core members had to use their own monies to pay for the 
meeting places, snacks to be served and even buy units for them to inform members about 
pending meeting times.  Unfortunately, the association could not survive after it was handed over 
to the younger generation.

The sad part of the story was when he said it has been on three occasions when the association 
had to sponsor government official to accompany the association abroad to participate in trade 
fairs abroad.

5.1.2 Current Situation
In addition to supplying retailers such as Target and Cost Plus, Fritete has also taken the role of 
agent for these retailers since 2002.  By this, the company manages large volume orders from its 
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own and other production facilities around Ghana.  It also engaged in apprenticeship training and 
offering of technical advice for prospective suppliers of handcrafted products.

Ghana’s share of the world market for the Handicraft industry is generally small.  In the 1990’s a 
Contact Promotion Programme for the industry brought a number of key buyers and retailers to 
the Handicraft industry in Ghana.  This led to a boom in export of products from Ghana to 
markets particularly in the USA and Germany.  Fritete was one of the major suppliers in Ghana 
for these buyers.

During a state visit of the President of the United of States to Ghana in February 2008, Fritete 
was among the few exporters chosen to showcase Ghana’s rich handicrafts.  The company 
provided two small tables for the White House to use during the visit.  This gesture received a 
personal recognition and acknowledgement from Mrs. Bush later on.

It is noteworthy to mention that in the last seven years, Ghana’s handicraft export industry has 
faced a number of challenges which has affected the general volume and values of export from 
the sector.

Operators in the industry attribute this decline to a lack of understanding and exercise of strong 
political will by government and regulators to introduce measures and appropriate support 
mechanisms to control and cushion the industry.  This situation has been aggravated by the 
present global financial crisis which has affected exports from developing countries.  As at 
November 2008, operations for Fritete have slowed down considerably but as agent as well as 
supplier of Cost Plus, Fritete is poised to discharge its obligations under the contract.

5.1.3 The Different Businesses of Fritete
The businesses of Fritete African Art Works are to produce and export the following 
Handcrafted items:

 Wood Carvings

 Small Home Furniture

 Candle Stands

 Mirrors

 Statuettes

 Musical instrument

Wood Carvings
These are different items made of wood.  They are used for decoration in homes, offices as well 
as in the entertainment industry.  These include wooden masks, wooden figures, wooden bowls 
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and traditional stool as well as small trunks/wooden boxes e.g. for jewellery.  These objects of 
art are mostly used as décor in both homes and offices in the target markets.

Small Home Furniture items
These are pieces of home furniture.  It is made of different materials notably wood and metal. 
Items in this range include tables, chairs and metal racks.

Candle Holders
Candle holders are used in home and restaurants when users want to create a feeling of romance 
and togetherness.

Mirrors and Frames
These are usually used as gift items for all categories of consumers.

Musical Instruments such as Drums and Shakers
Hand Carved Djemba Drums - This is a skin-covered handmade drum in the shape of a goblet or 
chalice.  It has been so designed to be played with the bare hands.  These drums usually have 
pretty carvings in the shell which do not affect the sound.  They are adorned with kente, a hand 
woven ethic fabric from Ghana.  It usually comes in three sizes, the large (13-15”), medium (10-
12” and small (7-9”).

Musical Shakers
They are like rattles and indeed could also be used as Shakers. They are popular handcrafted 
musical pieces completely handmade of calabash gourds and shells or sand cast beads.  They 
produce a muted shaker sound that can be either very subdued or very loud depending on the size 
of the beads.  Each musical shaker is an original work of art.  No two are exactly alike which 
adds to the value of each piece.

They also offer

 Apprenticeship Training
For up and budding artisans to produce handcrafted items for the export market

 Technical Advice
For prospective suppliers to package their offers and products for export.

5.1.4 General Internet Perceptions
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The company has access to the Internet, and the owner said that the ‘Internet is an inevitable tool 
for his business’. This is so because every concern about the entire business activities from the 
time customers orders the goods till its delivery and also interaction with other business 
associates in the trade involves communication with the Internet. 
Concerning the business activities with the usage of Internet, he said it makes the organization 
become more effective and efficient in its daily activities with respective customers.

Mr. Robert Ellis gave the following as reasons for adopting the Internet for his exporting 
business:  Internet has really increased his production by making him able to deliver the goods 
on time and according to specifications indicated by its customers.  He stressed also that usage of 
Internet saves a lot of money and time since there is no need to travel but conduct business 
within split seconds anywhere (convenience).

Internet enables him to have access to business information and also a tool for conducting 
research in his respective trade to know what others are doing, modern trends in the trade and 
various competitors.

Furthermore, it enables him to have access to the world by knowing whatever is pertaining in his 
trade as regards to innovative trends, information on available markets, and all other places.  
Again, with the Internet he is able to learn modern trends making him aware of situations 
occurring in the trade and therefore able to compete with its international competitors and able to 
retain his market for the products.

Moreover, he informed us that it is easier and faster when it comes to sending documents to and 
from the customers to him and them. Also costs as regards to communication are minimized 
since he is able to send information within the shortest possible time.
  
Due to the speed at which the Internet operates, one is able to have instant response to whatever 
information sent unless the connectivity is down or faulty.  

5.1.5 Factors affecting Internet and E-commerce Adoption

Enquiring from him what factors affected his ability to adopt the Internet and e-commerce for his 
exporting business?  He said that the following are the factors:

 Poor Internet connectivity.  He said that, this is a problem because sometimes when he 
has to send information to his customers or get information from them, the Internet 
connectivity will be down and he has to wait for hours or days before he can get access 
to the Internet.  At times when he is in need of the Internet badly, he has to visit Internet 
Café outside. 
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 Inadequate Internet Service Providers (ISP).  He told us that though there are some 
Internet Service Providers like Africa Online, Ghana Telecom, Tigo, Kasapa, MTN, etc 
in Ghana yet there is need for more so that there will be competition in order for them to 
provide quality service.

 Rampant power failures.  This is a major problem in Ghana and it is affecting business 
operations.

 Financial infrastructure.  He said that it is very difficult to secure loans from financial 
institutions to help his business as well as the other small firms he out-source from. 

 High cost of the telecommunications infrastructure.  Although, the telecommunication 
infrastructure is somehow available, they are very expensive. Thus, making some SMEs 
inability to buy them.

 Lack of qualified staff.  He said that there are not enough qualified and knowledgeable 
personnel who are prepared to work with SMEs and this is a worry to them.

 High cost of both hardware and software. He gave an example that he recently bought a 
modem which was very expensive yet within a few weeks he cannot use it. 

 Government not playing the needed role in creation and awareness of Internet.
 Owners of SMEs not having the knowledge in computer and
 Insufficient cheap bandwidth.

5.1.6 Levels of Internet and E-commerce Adoption

Mr. Ellis confirmed having an e-mail account.  He used it in communicating with his respective 
customers as regards to orders. Also, he gets ideas on how to design other products through his 
e-mail accounts.  Also he used the Internet to retrieve needed information from designated 
websites which actually aided his business. We also asked him about the usage of the Internet by 
his buyers, he confirmed they normally send orders and ideas on the products they want to 
purchase through his e-mail account for the necessary arrangement as to specification, colour, 
size, number of products in a container to be done.

With regards to his reasons for adopting the Internet in his exporting activities, he outlined the 
following:
 For improving productivity
 Low cost (such as online banking)
 It saves time
 For research/gathering of business information
 For global accessibility
 For better management of customer relationship
 For improving advertising
 To increase competiveness 
 Speed of communication/response rates
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 Reduction of communication costs
 For easy and fast transfer of documents

To the question of having a website for e-commerce the answer was no.  He also stated that 
having a website has its pros and cons.  He said that having a website is very good, necessary 
and important because it makes international business operations very easy, fast and reliable. 
Also, he said that it is the modern medium used in conducting business which makes firms 
globalised. However, he was quick to say that having website is not a solution for successful 
business operations.  This is because it is very expensive in updating and upgrading the website 
frequently for which most of the SMEs cannot afford.

He explained that he is not using website because his clients are multinational companies and 
they do not want the products to be on the company’s website so that they will be the only 
companies selling them.   Also, he said that he deals directly with his customers through e-mails, 
so he stated it was not necessary to have website since his presence will cause him to lose his 
loyal customers and also force him to under-quote prices of his product.

5.2 Case Study –KOFITALL GAMES, The Oware Enterprise (koficyril@yahoo.com)

Kofi Aguduawu, also known as Kofi “Tall” for his impressive height, is the founder and Director 
of the Kofitall games, the oware enterprise.  He is a master craftsman born in Kumasi in the year
1959.  He completed his secondary education in 1979 and had string of jobs.  He was a school 
teacher, accounts clerk, store keeper and hand pump installer on a national water project.  The 
whole enterprise started when he ran out of jobs and ideas, he walked into a friend’s art studio 
and asked him to show him anything he could do to help, not knowing that was the beginning of 
his career.  Having keen interest in art he quickly learned some practical skills like screen-
making for printing images on t-shirts.  

Some people ordered them to carve Oware games.  In four weeks he had developed and mastered 
his own style in making interesting designs on practical boards.  This has since given birth to the 
trade name KTG:  Kofi Tall Games.  As his interest in the game deepened he engaged himself in 
research.  He has since been able to come out with rules for playing Oware, a booklet which is a 
practical manual officially recognized by the Oware Society in London and Ghana.   His creative 
energies are currently being lavished on a fresh line of the world famous Oware game, both in 
production, research and records on the history of the game.

5.2.1 Background

mailto:koficyril@yahoo.com


Eshun & Taylor: Internet and E-commerce Adoption among SME Non-Traditional Exporters

46

KOFITALL GAME is an independent enterprise that has since 1987 pioneered in the research, 
development, promotion and perpetuation of the ancient African game OWARE.
Oware is one of the world’s oldest games, belonging to the pit and pebbles classification of 
games which has been in existence for about seven thousand years.  The oldest boards have been 
excavated from the pyramids of Khamit in ancient Egypt and the stone civilization of Zimbabwe.  
Originally the boards were used for record-keeping for trading activities before they were 
developed into a game in the Nile valley and from there spread all over the world due to 
migration and slavery.  Today more than 300 different versions of the game exist worldwide, all 
having different rules.  The game is not only a leisure activity that enriches people’s lives, it also 
teaches basic arithmetic knowledge and counting as well as logical thinking and concentration.
The owner of the Oware enterprise Kofitall is known for his passion about the game:  He feels 
responsible for the Oware-game, giving it a renaissance in the country and educating people 
about its value.  His dream is making the game a National game, organizing competitions for 
adults and children.  The enterprise is a member of the Oware Society in London, an association 
that promotes the game all over the world and organizes International tournaments.

Right now Kofitall is a one-man-enterprise that works with about eight subcontractors.  The 
dream is, however, to bring them all under one roof and build a company that can produce the 
game in large quantities and more efficiently, thereby employing more people and giving them 
economic security.  Kofitall’s vision is to move from an artisan production to a more 
industrialized production to make the game an international game and therefore share a piece of 
the African culture with the rest of the world.

Kofitall Games Enterprise has been an ATAG-trade-network-member since 1995.  Better market 
access but also capacity building through ATAG-seminars and trainings were some of the 
benefits the enterprise gained through the membership.

The Kofitall (KTG) company has ten temporary employees and been in existence for the past 
fourteen (14) years. He sells his products to both firms and consumers: that is the company is a 
mixture of Business to Business (B2B) as well as Business to Consumer (B2C).

The company started its international operations in 1996, with its main markets in Britain and 
United States of America with Oxfam (Britain) and Earthly Treasures (USA) as its foreign 
customers, both of which are retailers. Also the company has the following as its local 
customers: Dufry, Ghana Tourism Development Company (GTDC), Aid to Artisans Ghana 
(ATAG), Wild Getko, Artist alliance and Novica (www.novica.com-  promoters as well as 
distributors).  The company has 0.2% market share in the domestic market and saw the position 
in the market as unsatisfactory, yearning to do better.
Kofitall Games Enterprise makes annual sales of $10,000 derived from sales of products to both 
local and foreign customers.

http://www.novica.com-promotersaswellasdistributors
http://www.novica.com-promotersaswellasdistributors
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The company deals in varieties of products but the main product Oware is in varieties such as 
Cross & Line (Asenndua), Red Wood (Dua Korkor), Flat Cube (Sankorfa), Flat Broad (Tehtreeh) 
and Waves (Bosomtwe Nsuo) are exported.  The other products include T-shirts with African 
Images and written books on African culture, history and religion (promoting Africa) which are 
sold locally.

5.2.2 General Internet Perceptions

Kofitall Games Enterprise does not have business premises instead the enterprise operates at the 
owner’s home.  The owner does not have Internet connectivity in the home but rather he uses the 
Internet Café whenever he wants to access the Internet. He sees the Internet as a platform that 
helps his company to create markets, gets broader exposure as to what is happening elsewhere 
and also helps him to gather information from the world with regards to his trade (handicraft).  
This information includes modern trends, markets for the product and competitors.  Again, he 
uses the Internet to conduct research to know the best strategies to adopt for his business. The 
Internet assists him to send and get quick information to and from his customers as well as quick   
business transaction.

In using the Internet for exporting activities, he confirmed that his customers used it to order 
products. Internet also makes communication easy.  In addition, the Internet makes source of 
information more reliable and he believes that the Internet can help him to get new and potential 
customers.

5.2.3 Factors affecting Internet and E-commerce Adoption

Kofitall Games admitted that he adopted the Internet for his exporting business due to its time 
saving, within split of seconds one is able to do whatever he wants.  Again, through the Internet 
the world is seen as a global village that is having immediate access to the world via Internet 
shrinking the distance of doing business.

With access to Internet, Mr. Kofi Aguduawu claimed it also helps and promotes advertisement 
since all over people are hooked on the net;  portraying necessary information about the 
company’s location, products, prices, terms of trade and all that is to know.  
Again, he said transferring of documents concerning the business are sent within seconds and it 
is very easy, also communication costs are reduced as one can be anywhere at any time to 
communicate with its customers and suppliers.
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Lastly, as regards response to message sent or order sent by customers he always received them 
instantly, unless when there is a power failure or the Internet connectivity is not good.
Moreover, he said there are no policies for the handicraft sector; no technological support e.g. 
product development, no financial infrastructure as to loans to cushion their industries and also 
there is no government agency which sees to the welfare of handicraft sector.
Demanding from him as to factors that have affected him to not adopt the Internet he said it is 
due to the following: 
 Lack of telecommunications infrastructure: where there are not adequate infrastructures 

in place to cater for telecommunications.
 Poor Internet Connectivity:  Inadequate qualified staff to see to the connection of the 

Internet. 
 Inadequate transportation and delivery networks: Not having enough transportation and 

delivery networks to cater for the products, information and other vital logistics of the 
business thereby delaying most of their consignment and appointments with clients.

 Financial infrastructure:  It is not easy to access loans from the banks since those 
applying have not got the requisite collateral security.

 Power Failure: Rampant power failure is affecting duration of business and causing a lot 
of disappointment and delay to business activities and partners as well.

 Lack of qualified staff:  Inadequate trained personnel to mind the various Internet setups 
at the companies.

 Distrust on the use of credit cards:  Due to people duping others of huge amount, business 
tycoons do not like to accept credit cards payment for products.  It is so because of 
previous experiences and people not being trustworthy

5.2.4 Levels of Internet and E-commerce Adoption

Kofitall Games Enterprise’s e-mail account is inactive but the owner is currently using his own 
e-mail account for the company. As to the usage of the e-mail account, he said it is for receiving 
of business information from the Internet and also orders from customers.  He uses the Internet 
also to receive and send information to customers.

Again, his customers or buyers use the Internet to give him information through his e-mail 
account as to specification and logistics about the product to be exported.  As to website for e-
commerce he confirmed that he did not have one, but Novica.com hosts his company on its 
website doing advertising and selling his products to retailers and consumers.   

Finally, Internet has contributed to the growth of firms by facilitating in obtaining information 
and conduct of research.  Through Internet usage platform for business transaction has been 
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established with new markets and customers gotten.  The world has become global village via 
Internet.

Members of the handicraft sector believe that their firms will grow and contribute to the national 
development if the government plays its role by implanting controls and support mechanisms 
that seek to control and cushion their activities. 

6 CHAPTER SIX: DATA ANALYSIS
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In this chapter we have to analysis the data gathered from our two case study companies Fritete 
African Art Works and Kofitall Games.  Within case analysis will be conducted on both 
companies to know how each company performed as regards to the conceptual framework.  A 
cross-case analysis will be presented in which the two cases will be compared to the conceptual 
framework and to each, to know their similarities and differences.

6.1 What factors can affect Internet and E-Commerce Adoption for Small exporting       
handicraft firms in Ghana?

In this section, how both companies fared will be analysed based on the conceptual framework 
regarding factors affecting Internet and e-commerce adoption and levels of Internet and e-
commerce adoption.

According to the literature review, factors affecting SMEs adoption of Internet and e-commerce 
have been categorized into two namely, internal and external.  The company has control in the 
former, whilst the latter the organization has not.

According to Kapurubandara & Lawson, (2006) the internal factors include owner/manager 
characteristics, firm characteristics and cost and returns on investment. Sorenson & Buatsi, 
(2002) also stated that the external factors are categorized into five dimensions; Technological 
Infrastructure, socio-economic, cultural, political and legal and regulatory.

6.1.1 Within Case Analysis of Fritete African Art Works

Fritete African Art Works is a Ghanaian Company that produces and export Ghanaian home 
décor and other wooden handcrafted item to mainly markets in the United States as well as 
Germany, Italy, Spain just to mention few.  The company is one of the major suppliers of 
handcrafted items to ‘Targets’, ‘AMC’ Pier 1 and Cost Plus’.  

Again, Fritete plays the role of agent for retailers such as Target and Cost Plus, it also manages 
large volume orders from his own and other production outlets in Ghana.  It also engages in 
apprenticeship training and offering of technical advice for prospective suppliers of handicraft 
products.

Furthermore, Fritete was one of the major suppliers in Ghana for buyers during the 1990’s when 
there was a boom in exports products abroad particularly USA and Germany.  The strength of 
this company is the access to the Internet and the owner’s requisite knowledge in modern 
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technology in relation to handicraft products.  Table 7 summarizes the internal factors affecting 
SMEs Internet and e-commerce adoption.

Table 7 Internal factors affecting SMEs Internet and e-commerce adoption

               Internal Factors                                 Details
Owner/Manager Characteristics

- Owner’s lack of awareness of the technology 

- Perceived benefits 

- Low computer literacy among SME owners 

- Distrust on the use of credit cards 

Firm’s Characteristics - Low level of technology usage within the organization 

- Low use of Internet and e-commerce by customers and 
suppliers

- Unconvincing benefits to the company

- Lack of qualified staff to develop and support e-
commerce site

- Lack of access to computer, software and hardware

- Low bank account and credit card penetration

- Lack of skills among consumers needed in order to use 
the Internet

Costs and Return on Investment - Limited resources in terms of financial, time and 
personnel

- Internet and e-commerce cannot give a financial gain

SOURCE: Authors’ own compilation based on Akkeren & Cavaye, 1999; Anagin, 1999; Chau 
and Turner, 2005; Cloete et al., 2002; EBPG, 2002; Elkin, 2001; Hinson & Sorenson, 2006;
Iacovou et al., 1995;  Kapurubandara and Lawson, 2006; Knol & Stroeken, 2001; OECD, 1998.

On the contrary, he said that the factors affecting his ability to adopt the Internet and e-
commerce he said there is lack of telecommunication infrastructure.  The facilities for 
telecommunication are not adequate and this tends to delay their delivery.   He also said services 
rendered by the Internet Service Providers are inadequate.  He complained of buying a modem 
which was faulty within some months and could not use again.  
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Again, he said inadequate transportation and delivery networks are factors which were actually 
tampering the activities of exporters especially.  This he said was so because most of the SMEs 
are not financially grounded and not able to own these facilities.  As a result, they hire these 
facilities since they are not adequate it becomes very difficult for the exporters to have control 
and use them to suit their conditions.  As such, many of them are not able to deliver products on 
time causing them to lose a lot of monies in addition, since most of them had to under quote 
price to dispose off their products.

According to Thong & Yap, (1995) stated that if an organization has large amounts of data and 
transactions, then it is more likely to adopt Internet and e-commerce which can help streamline 
operations and offer process efficiencies within the organization   Fritete manages large volume 
orders of its own and that of other production facilities around Ghana. 

Rampant power failure also affects the work processes and business activities of Fritete. In 
addition to supplying retailers such as Target and Cost Plus, it is also engaged in training 
apprentice and offering of technical advice for prospective suppliers of handcrafted products.  
All these involve the use of the Internet, to enlightened participates on modern trends in the 
industry and also inquire what others (competitors) are involved in.

Mr. Ellis said most of the SMEs owners are semi literates and do not see the importance of using 
the Internet to do business let alone install at their work places. This is due to the high cost 
involved in installing Internet facilities at business premises, it is deemed best not to adopt.   
There are no trained staffs in terms of ICT to mane setups thereby making it impossible.
He stressed that, programmes used to learn how to improve and develop business and 
components of the computer are very expensive making it very difficult for people to own, 
thereby not to adopt (high cost of software and hardware). 

The government has not played any major role in initiating and promoting the awareness of 
Internet usage therefore, people are not encourage in any way. Also, the decline in export was 
attributed to lack of understanding by government and regulators to initiate measures and 
appropriate mechanisms and structures to control and cushion the industry.  This situation has 
resulted in global financial crisis affecting exports from developing countries.  Fritete operations 
slowed down considerably but as agent and supplier of Cost Plus, Fritete was determined to 
discharge its duties under the contract.  SME owners are also concerned with return on 
investment.  The pressure to show a return often leads to small firms being more concerned with 
medium-term survival rather than long-term viability (Akkeren & Cavaye, 1999).
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Last but not the least, he lamented that the low computer literacy among SMEs owners is not 
enabling them not to adopt the Internet.  Since the awareness is not created, few of the owners 
are enlightened as to the use.  This actually makes it difficult due to not able to understand what 
the process is about.

To conclude, he said the last factor about the adoption of Internet and e-commerce is about the 
insufficient cheap bandwidth. Table 8 summarizes the external factors affecting SMEs Internet 
and e-commerce adoption.

Table 8 External factors affecting SMEs Internet and e-commerce adoption

External Factors Indicators
Technological Infrastructure - High costs of development of Internet connectivity and 

website

- High costs of computers and networking technologies for e-
commerce

- Inadequate transportation and delivery network

- Inadequate telecommunications infrastructure such as poor 
Internet connectivity, inadequate fixed telephone lines for 
end users dial-up access, accessibility and speed

- Inadequate Internet Service Providers (ISP) 

Socio-economic - Lack of online payment process

- Pricing structures

- Limited availability of online banking services

- Financial infrastructure

- Power failure

Cultural - Face-to-face interaction during shopping.

- Lack of popularity for online marketing and sales

Political - Government’s role

- Uncertain taxation rules

Legal and Regulatory - Lack of developed legal and regulatory systems

- Internet fraud

SOURCE: Authors’ own compilation based on Anigan, 1999; Bingi et al., 2000; Cloete et al., 
2002; Davies, 2002; Elkin, 2001; El-Nawany & Ismail, 1999; Hinson & Sorenson, 2006; Jennex 
and Amoroso, 2002; Kapurubandara & Lawson, 2006; Marshall et al., 2001; Sorenson & Buatsi, 
2002; Travica, 2002.
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6.2 Within Case Analysis of Kofitall Games – The Oware Enterprise

Kofitall Games is the first enterprise to specialize and embrace the Oware game in the Ghanaian 
setup, since 1987 it has pioneered the research, development, promotion and penetration of the 
ancient African Ghanaian game of Oware.

The company conducts seminars and workshops for schools and interest groups.  Kofitall Games 
is the first to publish most practical manual for beginners and intermediate guide of the rules and 
tactics of the game.  It is now the official rule book of the Oware Society affiliated to the one in 
London.    

The uniqueness of the Oware game are the degrees of mental agility, alertness of arithmetic, 
skill, strategy and quick and clever calculation of numbers in anticipation.

The use of the Internet has actually aided the growth and development of the company. The 
company made annual sales of ten thousand dollars ($10,000). This is a great achievement for 
the company considering the fact that most of his colleagues in this sector are redundant, the fact 
is most of the exporters in the SMEs are semi literates.  Table 9 summarizes the internal factors 
affecting SMEs Internet and e-commerce adoption
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Table 9 Internal factors affecting SMEs Internet and e-commerce adoption

               Internal Factors                                 Details
Owner/Manager Characteristics - Owner’s lack of awareness of the technology 

- Perceived benefits 

- Low company literacy among SME owners Distrust 
on the use of credit cards 

Firm’s Characteristics - Low level of technology usage within the organization 

- Low use of Internet and e-commerce by customers and 
suppliers

- Unconvincing benefits to the company

- Lack of qualified staff to develop and support e-
commerce site

- Lack of access to computer, software and hardware

- Low bank account and credit card penetration

- Lack of skills among consumers needed in order to use 
the Internet

Costs and Return on Investment - Limited resources in terms of financial, time and 
personnel

- Internet and e-commerce cannot give a financial gain

SOURCE: Authors’ own compilation based on Akkeren & Cavaye, 1999; Anagin, 1999; Chau 
& Turner, 2005; Cloete et al., 2002;  EBPG, 2002; Elkin, 2001; Hinson & Sorenson, 2006;  
Iacovou et al., 1995; Kapurubandara & Lawson, 2006; Knol & Stroeken, 2001; OECD, 1998.

Furthermore, there is inadequate telecommunication infrastructure to cater for them thereby 
making them unable to meet deadline and also honour appointments as schedule.  Due to the 
inadequacy of the facility one is bound not to make a choice than to make good what he has said 
the director.

Again, there is the problem of poor Internet connectivity where the company does not have the 
trained personal to do the job, it tends to delay especially where the company in the course of 
sending vital information incurred problem and has to be attended to,  as a result wasting a lot of 
time.
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Inadequate transportation and delivery networks are also factors to consider.  This is a situation 
the company has no control since most of these SMEs are not financial grounded and cannot own 
these facilities, the only alternative is to hire and since they are not enough affects their trend of 
dealings with their partners abroad since delivery times are always delayed.

Financial infrastructure also contributes to SMEs not adopting the Internet.   The banks are not 
obliged to give loans to these handicrafts exporters except on having the collateral security of 
which most of them do not have.  It is on real occasions that those who have been operating in 
the sector for a long period are able to access loans due to their trustworthiness.  

According to Mr. Kofi Aguduawu, there are no policies for handicraft sector, to help curb their 
activities; this is as a result of unstable economic climate and changing regulations with change 
in government.  There is lack of technical advice e.g. on product development. No government 
agency instituted to give advice or assistance on their products.  This shows the priority 
government attached to this sector, meanwhile, this same sector used to be vibrant and earning 
much foreign income for the nation years’ back.

Power failure is also affecting the work of the exporters as it retards the rate of work to be done, 
and intends to impact on their business activities.  Better structures should be instituted to check 
and know the best way to solve this problem to promote the development of the handicraft 
sector.

He explained that the government does not play any major role in promoting and developing the 
sector. Also no efforts have been made by the government to initiate and promote programmes to 
create the awareness among the populists on the Internet usage among business sectors 
particularly (handicraft sector) in the country.  Most people rather admit owing Internet as luxury 
than necessity.

Lastly the high cost of software and hardware also contributes to people not connecting to the 
Internet.  As discussed earlier, most of the exporters are semi literates and since they do not 
know the importance of Internet in their business activities, tend not to waste money on buying 
software as well as spending money on hardware components. The table 10 summarizes the 
external factors affecting SMEs Internet and e-commerce adoption
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Table 10 External factors affecting SMEs Internet and e-commerce adoption

External Factors Indicators
Technological Infrastructure - High costs of development of Internet connectivity and 

website

- High costs of computers and networking technologies for e-
commerce

- Inadequate transportation and delivery network

- Inadequate telecommunications infrastructure such as poor 
Internet connectivity, inadequate fixed telephone lines for 
end users dial-up access, accessibility and speed

- Inadequate Internet Service Providers (ISP) 

Socio-economic - Lack of online payment process

- Pricing structures

- Limited availability of online banking services

- Financial infrastructure

- Power failure

Cultural - Face-to-face interaction during shopping.

- Lack of popularity for online marketing and sales

Political - Government’s role

- Uncertain taxation rules

Legal and Regulatory - Lack of developed legal and regulatory systems

- Internet fraud

SOURCE: Authors’ own compilation based on Anigan, 1999; Bingi et al., 2000; Cloete et al., 
2002; Davies, 2002; Elkin, 2001; El-Nawany & Ismail, 1999; Hinson & Sorenson, 2006; Jennex 
and Amoroso, 2002; Kapurubandara & Lawson, 2006; Marshall et al., 2001; Sorenson & Buatsi, 
2002; Travica, 2002.

6.3 How can the Levels of Internet and E-Commerce Adoption in Small exporting 
handicraft firms in Ghana be described?

Several combinations of levels of the Internet and e-commerce adoption have been identified by 
literature (Daniel et al., 2002; Hinson, 2001; Teo & Pian, 2003).  Businesses adopt the usage of 
Internet for various reasons, from Internet presence to using the Internet to change business 
operations and adoption of it does change among firms (Ghafor & Iqbal, 2007).
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6.4 Within Case Analysis of Fritete African Art Works

Fritete African Art Works adopted Internet in its exporting business activities; the owner saw it 
as an inevitable tool for his business.  The director of the company said that from the time orders 
are made by customers to the delivery, most of the communication is done via Internet.
In response to Internet adoption and e-commerce in his business activities, we were made aware 
of why the company incorporates it.  He believes that through the Internet productivity will 
improve since they get to inquire and learn modern trends (technology) from the information 
gathered from the Internet.

Again, he said it saves a lot of time since one is able to do so much within the click of a button.  
He is able to research to know what others are doing in connection with the industry, and also 
gather information on the business.  He also claimed that it helps him to have global 
accessibility; the world is seen as a global village since he is able to know whatever is happening 
elsewhere despite the distance.

On the aspect of research, he was able to learn much on the job and able to know how to deal 
with his loyal customers and keep them for life.  He stressed that he always maintain that rapport 
between them.   Fritete using the Internet serves as a sort of advertisement for the company.  This 
he said is so because many are hooked on the net and get to know about the company as they 
tend to browse through businesses profiles and other vital logistics.

With the information gotten from the Internet, Fritete is able to know what his competitors are 
offering and thereby find the best strategies to counteract, by so doing it gingers competition. 
Communicating using the Internet does not waste much time and he is able to get instant 
responses on message/information sent to his customers.  

He also agreed that he does not waste much time dealing with transfer of documents via Internet 
to his customers.  By that he is able to deliver products on time as scheduled and also maintain 
his market.  As to cost involved in using the Internet, he said it is reduced because one needs not 
to travel, he can at anytime, anywhere send message to his clients and partners, as compare to 
cost incurred using off-line.

Fritete African Art Works company has e-mail account.  The Internet is used to communicate 
with customers and retrieve information from designated websites through known mail accounts.  
Color, size, number in terms of product and contents of container and other important logistics.  
The customers also send ideas and samples of the needed products, if the products are not 
available, the company outsource.  It is therefore a two-way communication making both parties 
(buyer and seller) involved in the business activities.  Fritete has actually inculcated Internet into 
their business activities.
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Fritete African Art Works did not have a website, reason being he deals with multinational 
companies who always want to be protected (privacy).  Again he stipulated that being on the 
website at times force companies to under quote prices which under normal business transaction 
they would not have. He also indicated that the website has its prons and cons but the most vital 
issue is to have in place necessary structures to mane and cushion the business activities.

Table 11 Levels of Internet and E-commerce Adoption
Levels of Internet and E-commerce                             Details

Level 4: Business Transformation - Transformation of overall business model throughout 
the organization

- New business opportunities
Level 3: Business Integration - Integration of business process

- Cross-functional links between customers and 
suppliers

- Interactive marketing and sales
- Online communities
- Secure transactions
- Advanced search functions

Level 2: Prospecting - Customers’ access for products with minimal 
information distribution cost

- Company information 
- New
- Events
- Interactive content
- Personalized content
- e-Mail support
- simple search

Level 1: Internet Presence - Web site 
- Company information
- Product brochures

Level 0: e-Mail Adoption - e-Mail account

SOURCE: Adapted from Teo & Pian, 2003

6.5 Within Case Analysis of KofiTall Game Enterprise

Kofitall Games has Internet connectivity and the company sees it as a channel for global 
accessibility, the world becomes a global village where the company has access to all despite the 
distance.  Having access to the Internet exclaimed the founder and director reduces 
communication cost since within split seconds one is able to accomplish much without wasting 
time.
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The Internet usage also improves advertising he said, since the company has one of the
customers as promoter and distributor, the company (novica) tends to host Kofitall Games on his 
website (www.novica.com) making it possible for many people to have knowledge about the 
company.

He also stated that Internet makes the transfer of documents in connection with their business 
transaction abroad easy and fast due to its speed, and also responses are received instantly. Most 
of the exporters of the handicraft exporters are illiterates and therefore do not know or have the 
requisite technology on the job they are offering. 

Kofitall Games has e-mail account, the Internet is used to receive and send information to and 
from customers.  He also used it for research and gathering of information on its products and 
find out what others are doing and find the correct strategy to maintain their markets abroad.

Table 12 Levels of Internet and E-commerce Adoption
Levels of Internet and E-commerce                             Details

Level 4: Business Transformation - Transformation of overall business model throughout 
the organization

- New business opportunities
Level 3: Business Integration - Integration of business process

- Cross-functional links between customers and 
suppliers

- Interactive marketing and sales
- Online communities
- Secure transactions
- Advanced search functions

Level 2: Prospecting - Customers’ access for products with minimal 
information distribution cost

- Company information 
- New
- Events
- Interactive content
- Personalized content
- e-Mail support
- simple search

Level 1: Internet Presence - Web site 
- Company information
- Product brochures

Level 0: e-Mail Adoption - e-Mail account

SOURCE: Adapted from Teo & Pian, 2003

http://www.novica.com
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6.6 Cross Case Analysis

In this section, two cases will be compared to each other.  The cross-case analysis is based on the 
within case analysis for each company which indicated how each case could be compare to the 
conceptual framework concerning factors affecting Internet and e-commerce adoption and levels 
of Internet and e-commerce adoption. Whilst using the conceptual framework as the basis, the
cross-case analysis will identify the similarities and differences between the two cases.

6.7 What Factors can affect Internet and E-commerce Adoption for Small exporting 
handicraft firms in Ghana?

Table 13 Internal factors affecting Internet and E-commerce Adoption

INTERNAL FACTORS AFFECTING INTERENT & 
                     E-COMMMERCE 

Fritete African Art Works kofiTall Games 
(KTG)

Owner/Manager Characteristics 
Owners’ lack of awareness of the technology - -
Perceived benefits of the technology + +
Distrust on the use of credit cards - +
Low computer literacy among SME owners + +

Firm Characteristics
Lack of qualified staff to develop and support e-
commerce website

+ +

Low Internet and e-commerce usage by customers, 
suppliers and competitors

- +

Lack of skills among consumers needed in order to use 
the Internet

- -

Lack of access to computer, software and hardware - +
Low bank account and credit card penetration - -
Unconvincing benefits to the company - -
Cost and Returns on Investment
Limited resources in terms of finance, time and personnel + +

  SOURCE: Authors’ own compilation based on Akkeren & Cavaye, 1999; Anagin, 1999; Chau 
& Turner, 2001; Cloete et al., 2002; EBPG, 2002; Elkin, 2001; Hinson & Sorenson, 2006;  
Iacovou et al., 1995; Kapurubandara & Lawson, 2006; Knol & Stroeken, 2001; OECD, 1998.

  +   Agree
   -   Disagree
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Table 13 above shows both companies attitudes towards the adoption of Internet and e-
commerce for their exporting activities.  There are some similarities and differences among the 
factors affecting Internet and e-commerce adoption. From the above table, with regards to 
owner/manager characteristics, both companies disagree that owners’ lack of awareness of the 
technology is not factor affecting SMEs ability to adopt Internet and e-commerce for their 
exporting businesses since most SMEs are aware of this technology.  They buttress this point 
with an example that most SMEs have e-mail accounts and use the Internet for most of their 
exporting activities with or without Internet connectivity in their business premises. For instance, 
KofiTall Game Enterprise does not have Internet connectivity in the work place but visit the 
Internet café to access the Internet.  However, they were smart to say that some of the owners 
who are in the villages have inadequate idea about the technology.

The two companies agree that perceived benefits of the technology is factor affecting Internet 
and e-commerce adoption.  According to Mr. Ellis, he said “the Internet is an inevitable tool for 
my business”, and Kofitall also said that, “the Internet is a platform for his business”. But they 
said that for some SME owners and managers, it is a factor which is affecting their ability to 
adopt the technology.

On the factor of distrust on the use of the credit cards, Fritete disagree whilst Kofitall agree. 
Besides, on the factor of low literacy among SME owners/managers, both companies agree.  
They said that it is true most handicraft SME owners/managers level of education is very low 
making them difficult to accept the technology easily.  Mr. Ellis pointed out that the Ghanaian 
society expects those who are not academically good to be artisans therefore; most intellectuals 
do not want to engage themselves in this business.

On the firm characteristics, both companies agree that lack of qualified staff is very big factor 
affecting SMEs ability to adopt the technology. However, with regards to low Internet and e-
Commerce usage by customers, suppliers and competitors, Fritete disagree because most of its 
customers, suppliers and competitors use the technology always. Kofitall agree to this factor 
since some of its local customers, suppliers and competitors. Both companies disagree on the 
factor of lack of skills among consumers. For Mr. Ellis, all his customers use the technology to 
do business. Kofitall also disagree because his foreign customers always use the media to contact 
him.   

According to Mr. Ellis, lack of access to the technologies is not a problem since he has the means 
to buy them however, Kofitall agree that it is a big problem because he does not have enough 
money to acquire them. Both companies did not respond to the factor of low bank account and 
credit card penetration.  On the factor of the unconvincing benefits of the technology to the 
company, both companies disagree because they see the technology as an inevitable tool for 
exporting business. The emergence of the Internet has allowed Small and Medium-sized 
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Enterprises (SMEs) to compete effectively and efficiently in both domestic and international 
markets (Schmid et al., 2001). Again, it is a well-known fact that Internet e-commerce 
technologies can benefit an organization (Akkeren and Cavaye, 1999).

Cost and returns on investment has only one factor under it.  Both companies agree that limited 
resources in terms of finance, time and personnel are big problem for most SMEs including 
themselves.

Table 14 External factors affecting Internet and e-commerce adoption

EXTERNAL FACTORS AFFECTING 
INTERNET & E-COMMERCE

FRITETE AFRICAN ART 
WORK

KOFITALL GAME 
(KTG)

Technological Infrastructure
High costs of development of Internet 
connectivity and website

+ +

High costs of computers and networking 
technologies for e-commerce

+ +

Inadequate transportation and delivery network + -
Inadequate telecommunications infrastructure 
such as poor Internet connectivity, inadequate 
fixed telephone lines for end users dial-up 
access, accessibility and speed

+ +

Inadequate Internet Service Providers (ISP) + +

Socio-economic
Lack of online payment process - -
Pricing structures + -
Limited availability of online banking services - -
Financial infrastructure + +
Power failure + +
Cultural
Face-to-face interaction during shopping + +

Political
Government’s role + +
Uncertain taxation rules - -

Legal and Regulatory
Lack of developed legal and regulatory + -
Poor Internet security, e.g. Internet fraud + +
Inadequate experts in the country - -

SOURCE: Authors’ own compilation based on Anigan, 1999; Bingi et al., 2000; Cloete et al., 
2002; Davies, 2002; Elkin, 2001; El-Nawany and Ismail, 1999; Hinson and Sorenson, 2006; 
Jennex and Amoroso, 2002; Kapurubandara and Lawson, 2006; Marshall et al., 2001;Sorenson 
and Buatsi, 2002; Travica, 2002.
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  + Agree
  -  Disagree
  
External factors are the ones which the organizations do not have control over them.  However 
they will be able to deal with the factors, if they get external support to solve the problems.  With 
regards to the factors of technological infrastructure, both companies agree on all the factors 
except one as a major cause of handicraft SMEs inability to adopt Internet and e-commerce 
adoption.

The reasons they gave were that without these infrastructure they cannot use the technologies at 
all for their exporting activities. They said that, despite the fact that letters, faxes, and telephone 
can be used for exporting activities; the Internet is more effective and efficient than the latter.

Therefore, they see the factors under the technological infrastructure as a big hindrance to the 
SMEs inability to adopt the technologies.  They said that the cost of the infrastructure is very 
expensive and sometimes very difficult to get.  For instance, as it was found on the homepage of 
the Busy Internet, ‘Bandwidth in Ghana is so scarce that simply providing good connectivity at 
retail prices is a great business model” (http://www.busyinternet.com, Ghana: BusyInternet 
homepage)

Both companies did not respond to the two factors under the socio-economic. This means they 
neither agree nor disagree.  On the factor of pricing structures, Mr. Ellis agreed that it is a big 
problem for his inability to have a website. His reason was that he might under quote or over 
quotes his prices which can go a long way to affect his business.  On the contrary, Kofitall 
disagreed that pricing structures cannot affect his Internet and e-commerce adoption.  In 
addition, both companies agree that financial infrastructure and power failure are factors which 
affect their inability to adopt the technologies.

Both companies agree that cultural issues affect Internet and e-commerce adoption.  In some 
developing countries especially Ghana, shopping is a face-to-face interaction.  Therefore, 
consumers would like to do off-line shopping instead of on-line one.  Due to this, some SMEs 
find it difficult to do e-commerce.

According to Rashid et al. (2001), the SME sector plays a significant role in its contribution to 
the national economy in terms of the wealth created and the number of people employed.  With 
the development of ICT and the shift to a knowledge-based economy e-transformation and the 
introduction of ICT is becoming an increasingly important tool for SMEs both to reinvigorate 
corporate management and promote growth of the national economy (UNDP, 2004).

http://www.busyinternet.com
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From the above, it is obvious that SMEs in any sector play a vital role in the economy of any 
country.  Therefore, it is the duty of the government in any country to support its SMEs in their 
business operations.  Unfortunately, this is not so in Ghana, since the government’s supports for 
the SMEs are inefficient and unreliable.  Due to this both companies we interviewed agree that 
government’s role is a major factor to their inability to adopt the Internet and e-commerce. Both 
companies did not respond to the other factor, which means they neither agree nor disagree.

Lastly, both companies agree that poor Internet security (Internet fraud) plays a big role in their 
inability to adopt the technologies.  With regards to the lack of developed legal and regulatory as 
a factor, Fritete agree whilst Kofitall did not respond, which means he neither agree nor disagree.  
On the factor of inadequate experts in the country, both companies disagree since they believe 
that the country has some experts who can help the SMEs who are ready to adopt the 
technologies. 
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6.8 How can the Levels of Internet and E-Commerce Adoption in Small exporting   
handicraft firms in Ghana be described?

Table 15 Levels of Internet and e-commerce adoption

Levels of Internet and E-commerce Fritete African Art Works KofiTall Game (KTG)
Level 4: Business Transformation
Transformation of overall business 
model throughout the organization

- -

New business opportunities - -
Level 3: Business Integration -
Integration of business process - -
Cross-functional links between 
customers and suppliers

- -

Interactive marketing and sales -
Online communities - -
Secure transactions - -
Advanced search functions - -
Level 2: Prospecting
customers’ access for products with 
minimal information distribution cost

- -

Company information - -
New - -
Events - -
Interactive content - -
Personalized content - -
e-Mail support - -
Simple search - -
Level 1: Internet Presence
Website - +
Company information - +
Product brochures - +
Level 0: e-Mail Adoption
e-Mail account + +

SOURCE: Adapted from Teo & Pian, 2003
+ Applicable
-  Not applicable

The data gathered revealed that both companies are at the levels of e-mail adoptions. Both 
companies have e-mail accounts without website but offering information about company and 
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products as stated by Teo & Pian (2003).  This means that both companies are at the level 0 
which is e-Mail Adoption. 

Fritete cannot be found at the level 1 which is the Internet Presence since the firm does not have 
website. With Kofitall, Novica.com hosts his company on its website giving the opportunity to 
advertise his products to the whole world. Through the website, he is able to give information 
about its products to the people who visit the website.
  
The next stage being the business integration level is attained when a company is connected to 
the Internet to allow interaction between company and visitors such that transaction takes place.  
Both companies have not inculcated the interactive transaction activities for customers.

Teo & Pian (2003) stated that business transformation is achieved when company use the 
Internet to transform overall business throughout the organization and desire for new 
opportunities.  This has not been done by any of the companies.
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7 CHAPTER SEVEN: CONCLUSIONS & IMPLICATIONS

This chapter aims at providing an overall conclusion regarding the findings of this study.  The 
conclusions are made based on the data analysis conducted in chapter six.  The conclusions 
connected to each research questions will be discussed.  This will be followed by implications 
for managerial, theoretical and future research.

7.1 What factors can affect Internet and e-commerce adoption for Small exporting 
handicraft firms in Ghana?

The focus of the first research question was to find out the factors that affect small exporting 
handicraft firms in Ghana.  As it was found in the literature, there were various factors which 
grouped into two categories namely internal and external.  Both companies faced these factors in 
their attempt to adopt Internet and e-commerce for their exporting activities.  However, there 
were some differences.  With regards to owner/manager characteristics, there were not much 
problems since the two companies accepted that SMEs are aware of the technologies except that 
there are some SMEs owner/managers who are computer illiteracy.

On firm characteristics, it was observed that some of the factors there do not affect SMEs ability 
to adopt the Internet and e-commerce.  But factor such as lack of qualified staff affected both 
companies, whilst there were two other factors which affected only KofiTall.  There was one 
factor which neither of them responded.  With regards to cost and returns on investment, it was 
observed that both companies agree that limited resources form one of the major hindrances to 
their inability to adopt the Internet and e-commerce. 

It is also important to note that most of the factors affecting Internet and e-commerce adoption 
among small exporting handicraft firms in Ghana were external.  It was observed that factors 
under technological infrastructure seriously affect both companies ability to adopt the Internet
and e-commerce for their exporting businesses. Both companies stated that they would like to 
use the e-commerce for their exporting activities but due to the high cost and scarcity nature of 
some of the telecommunications infrastructure scared them.

Both companies lamented that getting financial assistance from the banks or any financial 
institutions in Ghana is very difficult and frustrating.  Because of this problem, they sometimes 
delay in producing the orders they get from their customers which affect their operations in the 
long run.  They reveal that some of the customers have now switched to the Middle East, 
specifically China, India, and Bangladesh for their supplies since these countries are able to 
deliver on time.
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A wonderful revelation was made by one of the interviewees narrating the incident that on three 
occasions when handicraft exporters were attending an international exhibitions and fairs; the 
handicraft association has to foot the travelling bills of the government officials who were 
leading the group for the function.  He pointed out that over the years; the government has not 
been involved in finding out what were happening in the sector.  It had been the individual 
players in the sector who had been putting things together for the association to run on.  
Therefore, when these individuals felt that they had served for more than a decade and wanted a 
change in the leadership, the association could not survive.  In addition, other handicraft 
exporters that we had contacts with (Tekura, Kottage Originals and others) during our piloting 
studies also made similar comments and they were very aggrieve, sad, discourage and unhappy 
about this. Some even said that the government had allowed the Chinese, Indians and other 
foreigners to export their wares into the country collapsing their businesses. 

Even though, the government is supporting the growth of the private sector in general and SMEs 
in particular, the support for the handicraft sector under the Non-traditional export (NTE) is not 
encouraging at all.  Much has to be done for the sector to ensure its vibrancy. Also, the 
government should ensure that Ghana Export Promotion Council is working effectively hand-in-
hand with the handicraft exporters to put the various structures in place for the efficient running 
of the association.  For instance, a study was conducted by Stansfield & Grant (2003) to 
investigate into the impact of government policy on Internet facilities and connectivity as well as 
the adoption among small and medium-sized enterprises (SMEs). 

Despite the fact that certain laws and regulations have been enacted in the country concerning 
Internet and e-commerce, much education has not been given to the citizenry especially the 
exporter.  Most exporters have keen interest in using the technologies for their business activities 
but the fear that some of their international business partners might deceive them through the 
Internet because of the cyber criminal which is rampant. 

We can therefore conclude that the adoption of Information and communication technology 
(ICT) by SMEs to allow them to achieve inter-organizational exploitation of the Internet and 
website have been found to be prevented by a number of major issues (Spectrum, 1997).  These 
consist of the:

o Inadequate understanding of the opportunities to small businesses;
o Inadequate understanding on how to implement these techniques;
o Inadequate skills among owners and the workforce to use them;
o Price of the technology

Moreover, SMEs lack the willingness to dedicate time and resources to resolving their 
inadequate understanding and skills (ibid).
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The inadequate understanding of the need to adopt innovations, such as Internet and website, 
prevent SMEs using them to overcome existing performance gaps or exploit new opportunities 
(Zmud, 19984).  The inadequate understanding on how to implement and then use the ICT 
applications prevents the accomplishment of the strategic goal of efficiency, effectiveness and 
innovation (Feher & Towell, 1997) which denies SMEs this particular opportunity to improve 
competitiveness. Therefore, it is the duty of every nation especially Ghana to ensure that 
development of ICT becomes a priority in its development agenda.

The following conclusions were made:

 Little support and policies for SMEs from government and Industry association

 Inadequate legal framework for businesses using e-commerce

 No simple procedures and guidelines for using the technology

 Lack of suitable software standards

 Changing regulations with each government change

7.1.1 How can the levels of Internet and e-commerce adoption in small exporting 
handicraft firms in Ghana be described?

As described in literature, the results from this study show that there is not existence of e-
commerce adoption.  Fritete is at the e-mail adoption level which is level 0.   KofiTall is at both 
e-mail adoption level and the Internet Presence level courtesy Novica.com.  Although, this study 
cannot be generalized to all the small handicraft exporters, from observations we made on our 
visit to the Ghana International Trade Fair Centre during Grand Sales Promotion in 2008 and 
Trade Fair Promotion in 2009, we can say that most of the small handicraft exporting firms in 
Ghana have only e-mail addresses which indicate that they are at the e-mail adoption level which 
is the least level. 

We can conclude that much education and awareness on Internet and e-commerce has to be 
made for the citizenry especially the exporters since that is the current tool for international 
business.  We will support this statement with what previous authors have said, “The Internet has 
become an extremely important modern day technology for business”, (Sellitto & Martin,       
2003).  The use and application of Internet based technologies in commerce, government and 
education is claimed to be undergoing extraordinary growth, with the World Wide Web said to 
be significantly altering the manner that traditional commerce is undertaken (Sandy & Burgess 
2003). 
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Moreover, we can conclude that most handicraft exporters have an idea and know how to use the 
Internet to send mails, download information and other documents but they have not fully 
integrated Internet into their international business operations. Despite the fact that most 
handicraft exporters have an idea about the Internet, yet most of them have very little idea and 
knowledge on Website and how to operate website. Even though, some exporters have website 
addresses on their complementary cards, they are not functioning due to financial constraints, 
lack of qualified staff to handle website issues and lack of knowledge among SME owners.

Furthermore, we can conclude that most handicraft exporters have e-mail addresses and Internet 
connectivity in their companies because of their foreign customers who prefer to use the Internet 
instead of telephone, fax and letters to save time and money.  Due to this reason, most handicraft 
exporters use the Internet mostly for communication and without fully integrating it into their 
business operations.

We can also conclude that despite some attempts on Internet use by SMEs, there is a lack of 
systematic empirical evidence regarding the extent of its use and the role of firm-and-industry-
specific factors affecting Internet adoption by SMEs in emerging market economies (Kula & 
Tatotglu, 2003).  The novelty that the advantages of the Internet have made this topic one of the 
most hotly debated issues. In much of the dialogue, observers do not argue its benefits; rather it 
is the direct and magnitude of these benefits that are questioned (Samiee, 1998).

The following conclusions were made:

 Owners and employees in small exporting firms lack required skills to use the 
technologies for exporting activities.

 E-commerce cannot give a financial gain over night

 E-commerce not suited to certain products

 E-commerce not suited to way certain business is conducted

 E-commerce not suited to our customers and suppliers on security concerns with 
payments over the Internet
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7.2 Managerial Implications 

Based on the results and conclusions made, a number of implications are drawn for both factors 
affecting Internet and e-commerce adoption and levels of Internet and e-commerce adoption.

 Small exporting firms should show more keen interest in learning the new technologies 
for their exporting since that is the current international marketing tool for business.

 Small firms should consider more use of the Internet in niche and target markets because 
the Internet has the potential to serve niche markets effectively and efficiently and sales 
can be increased.

 Firms should use the Internet to establish new distribution and retailing channels in new 
markets.

 Small exporting firms should make every effort to move from the e-Mail adoption level 
to higher levels which will help them in their business operations. The technology will 
expose them to the international market which will enable them to get new customers and 
even business partners.

 Firms should not think so much about the limited resources that they have but rather 
invest a lot of resources into the new technology since in the long term; it will reduce 
cost, improve business operations and increase profits. 

 The use of Internet plays a vital role in the operations of SME exporting firms; therefore, 
its application in the firms is very crucial and important.

7.3 Theoretical Implications

In this study, the conceptual framework was developed based on the existing theories.  In the two 
cases studied, the firms agree that most of the internal and external factors from the literature do 
affect their ability to adopt the technology.   However, some factors were mentioned by the firms 
which were not captured in the literature. These factors include: little support and policies for 
SMEs from government and industry associations, changing regulations with each government 
change, and no simple procedures and guidelines for using the technology.  

From the literature, it was revealed that most of the SMEs in the developing countries are at the 
e-Mail adoption level with very few at the Internet presence.  The results from this study indicate 
that it is true.  Even, though this study cannot be generalized, the observations which were made 
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at a recent Trade Fair by the authors show that indeed most small exporting handicraft firms as 
well as other exporting firms from the other sectors are not fully adopting Internet and e-
commerce for their exporting activities.  The theory mentioned a group of functions and web 
elements for different levels of the Internet adoption which most of the small exporting 
handicraft do not have an idea about them.  Again, different theories use different terminologies 
while explaining models of the Internet adoption.  Theory mentioned the various levels of the 
Internet and e-commerce adoption but does not give any guidelines as to what SMEs can do in 
order to attain these levels and also how they can apply the new technology effectively and 
efficiently in their business operations              

7.4 Implications for future research

This study extends previous Internet and e-commerce adoption research to an under-researched 
part of the world, Ghana Handicraft Industry.  Our study provides fruitful avenues for future 
research.  

 There is the need for a study involving a larger sample size drawn from a broader 
spectrum of firms to see if the findings reported in this study hold in other cases.  

 Research consideration would be a comparative study of the determinants of e-
commerce adoption among SMEs and large firms. 

 A similar study can be carried out in the other sectors of the Non-Traditional Export.

 Investigate how ready businesses, government or consumers in Ghana are for e-
commerce

 Investigate how Internet can be used effectively and efficiently to open new distribution 
and retailing channels in foreign markets.

 Investigate into the drivers to Internet and e-marketing adoption amongst SMEs in 
Ghana.
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APPENDICES

APPENDIX A

INTERVIEW GUIDE

Background
Respondents’ (Tick where applicable)

1. Gender
Male [    ] Female   [    ]

2. Age ……………………………………………………………………………..

3. Qualification
Diploma and less [    ]
Bachelor [    ]
Masters [    ]
Doctorate [    ]
Other [    ]

4. Number of years you have worked………………………………………..

5. What is your position in the organization?

  ……………………………………………………………………………………
Company

1. What is the total number of employees?

2. Age of the company……………………………………………………….

3. Brief History about the company

4. Do you primarily sell your products to other firms or consumers?

Exclusively consumers [     ]
Exclusively other firms [     ]
Mixed [     ]
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5. Do you remember when your company started international operations?  Year
……………

6. What is the annual turnover of the company?  ……………………………………….

General Internet Perceptions 
1. Do you have access to the Internet?   If yes, answer the following
2. What is your perception about the Internet?

………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………

3. What are your perceptions about the use of the Internet for business activities?

 The Internet can make my organization more efficient. [    ]

 The Internet makes business like mine to be more effective.  [   ]

 More usage of Internet can make my organization more competitive. [     ]       

 My customers are using the Internet to order products/services from 
our organization.                 [     ]

 The Internet makes communication easy.   [     ]

 The Internet is a reliable source of business information.          [     ]

 The Internet helps to get new customers and suppliers.         [     ]

Reasons for using the Internet and E-commerce
4. What are your reasons for adopting the Internet and e-commerce in your exporting 

business?  Tick where applicable

 For improving productivity.   [     ]

 Low cost (such as online banking). [ ]

 It saves time.     [    ]

 For research/gathering of business information.    [    ]

 For global accessibility.    [    ]

 For better management of customer relationship.   [    ]

 For improving Advertising.    [    ]

 To Increase competitiveness [    ]

 Speed of communication/response rates.           [   ]

 Reduction of communication costs.          [    ]

 For easy and fast transfer of documents [    ]
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Factors affecting Internet adoption

5. What are the factors which have affected your ability to adopt the Internet and e-
commerce for your exporting business? Tick where applicable.

 Owner’s lack of awareness of the technology [    ]

 Perceived benefits [    ]

 Low company literacy among SME owners [    ]

 Distrust on the use of credit cards [    ]

 Low level of technology usage within the organization [    ]

 Low use of Internet and e-commerce by customers and suppliers [    ]

 Unconvincing benefits to the company [    ]

 Lack of qualified staff to develop and support e-commerce site [    ]

 Lack of access to computer, software and hardware [    ]

 Low bank account and credit card penetration [    ]

 Lack of skills among consumers needed in order to use the Internet [    ]

 Limited resources in terms of financial, time and personnel [    ]

 Internet and e-commerce cannot give a financial gain [    ]

 High costs of development of Internet connectivity and website [    ]

 High costs of computers and networking technologies for e-commerce [    ]

 Inadequate transportation and delivery network [    ]

 Inadequate telecommunications infrastructure such as poor 
Internet connectivity [    ]

 inadequate fixed telephone lines for end users dial-up access, 
accessibility and speed [    ]

 Inadequate Internet Service Providers (ISP) [    ]

 Lack of online payment process [    ]

 Pricing structures [    ]

 Limited availability of online banking services [    ]

 Financial infrastructure [    ]

 Power failure [    ]

 Face-to-face interaction during shopping. [    ]

 Lack of popularity for online marketing and sales [    ]
- Government’s role [    ]

 Uncertain taxation rules [    ]
- Lack of developed legal and regulatory systems [    ]

 Internet fraud [    ]
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Level of Internet and E-commerce adoption
6. Do you have an e-mail account? (Please specify)…………………………………………

……………………………………………………………………………………………...

7. How do you use it? ...............................................................................................................
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………

8. Do you use the Internet to reach your customers? If yes, in what way?
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………

9. How does the target group (buyers/sellers) use it?
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………

10. Do you have any problems in using the Internet? If so, what are the problems you 
encounter?
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………

11. Do you have an e-commerce website?  (Please specify the name)

…………………………………………………………………………………………………    
…………………………………………………………………………………………………
…………………………………………………………………………………………………
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12. Do you use the Internet for exporting? 
If yes, please specify which of the following items are true about the e-commerce usage 
in your exporting activities. Tick where applicable
E-commerce website provides your firm’s products information [    ]
Collect customer information via your website [    ]
Have two-way communication with your customers/suppliers through 
your website (B2B/B2C) [    ]
Profiles and cookies are used in your website [    ]
Receive product feedback via your website [    ]
Perform product quality survey via your website [    ]
Relate visitors to their individual preferences via your website [    ]
Receiving customers’ request from your website helps you customize 
your products [    ]
Customers’ orders are track through your website [    ]
Receive payments through your website [    ]
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APPENDIX B: Products from Fritete African Art Works

CANDLE HOLDERS, JEWELLERY BOXES, WOODEN BOWL AND FRAME
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WOODEN FIGURES
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TRADITIONAL BASKETS
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WOOD CARVINGS, E.G. WOODEN FIGURES, WOODEN MASKS 
& TRADITIONAL STOOLS
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WOODEN MASKS
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APPENDIX C Products from KofiTall Game Enterprise

OWARE TABLE GAME, ‘SANKOFA ANOMA’
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      OWARE TABLE GAME, ‘ODWAEN MBENN
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OWARE TABLE GAME, ‘DUA KORKOR’
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OWARE TABLE GAME, ‘ASENN DUA’


