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ABSTRACT

The digital economy in Ghana has grown exponentially over the last decade, driven by rising rates of mobile and
internet penetration, the growth of fintech and mobile money services, the unexpected pandemic, and the integration of
social media into the Ghanaian economic landscape. Nevertheless, scientific evidence that synthesises and maps out
literature on digital commerce in the region remains limited. This study conducts a scoping review of digital commerce in
Ghana, focusing on empirical literature on the trends, barriers, and enablers that define e-commerce and social commerce
adoption in Ghana. Following the five-stage Arksey and O’ Malley framework for scoping reviews and the PRISMA ScR
guidelines, a structured search was conducted across Scopus, ScienceDirect, Google Scholar, and Ghanaian repositories,
covering publications from 2010 to 2025. 220 relevant studies were retrieved, of which 80 studies qualified for inclusion.
The findings show that digital commerce in Ghana is uneven, hybrid, combining online and offline modes of commerce.
We observed that firm-level adoption was driven by perceived performance benefits, management/government support,
organisational readiness, and competitiveness, while consumer adoption was driven by perceived usefulness/convenience,
effort/facilitating conditions, social influences, trust, and digital literacy skills. However, adoption remains constrained by
high costs/finance, Information and Communication Technologies (ICT)/logistics infrastructure, regulatory fragmentation,
and consumer protection issues remain as challenges for digital commerce in Ghana. This study contributes by providing
a structured synthesis of fragmented evidence base by highlighting the role of infrastructure and institutional context in

influencing digital adoption to inform more targeted policy interventions and future research directions.
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1. Introduction

The development of digital commerce has become an
important part of modern-day business, influencing how
companies conduct business and how consumers participate
in commercial activities. E-commerce can no longer be ne-
glected as an aspect of digital technology in today’s world due
to the way consumers purchase goods and services through
online channels. E-commerce, according to the World Trade
Organisation, is essentially all about the manufacture, mar-
keting, selling, paying for, and delivery of goods and services
via electronic means such as the Internet!!.

In today’s digital economy, this has taken on many
dimensions beyond what was initially thought, ranging
from traditional web e-commerce through websites and e-
commerce platforms, mobile commerce, which relies on
apps and m-commerce-enabled websites, and even social
media platforms such as WhatsApp, Facebook, Instagram,
TikTok, etc., which enable buying and selling through their
platforms. Together, these different channels increasingly
shape how people discover products, compare prices, interact
with sellers, and make payments.

Ghana’s encounter with e-commerce began in the late
1990s and early 2000s, in parallel with the liberalization of
the telecommunications sector and the gradual diffusion of
internet access. Early pioneers such as ShopAfrica, which
launched in 1998, and eshopafrica.com, which launched in
2001, sought to sell “made in Ghana” and other African
products to online consumers, mainly abroad, demonstrat-
ing the potential of web-based platforms to extend market

reach beyond national borders!?3].

These entrepreneurial
experiments unfolded against a backdrop of very low in-
ternet penetration, unreliable fixed-line networks, and high
connectivity costs, which significantly constrained both sup-
ply and demand for online services*. As a result, early
Ghanaian business websites in the 2000s functioned as ba-
sic “brochure-ware”. A landmark survey of 100 corporate
sites by Andoh and colleagues [*! found that the vast majority

were “Level-1” informational sites providing product details,
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price lists, and company profiles, while only a small minority
offered “Level-2” functionalities such as online ordering and
payment, auctions, or product customization.

However, Ghana’s digital economy has expanded pro-
gressively in the last decade, supported by increasing mobile
phone and internet penetration, the spread of smartphones,
and the rapid growth of mobile money and fintech. Mobile
and internet access have not only enabled a variety of digital
commerce practices, including web-based e-commerce (via
firm websites and online marketplaces), mobile commerce
(m-commerce) (using apps and mobile-optimized sites) and
social commerce, conducted through or heavily mediated by
social networks such as WhatsApp, Facebook, Instagram,
and other emerging platforms but also digital transactions
such as mobile money, e-banking and e-services. These
developments have opened new channels for production,
marketing, and consumption across sectors such as retail,
fashion, hospitality, logistics, real estate, and services.

The global market for e-commerce sales continues to
grow. The B2C e-commerce market grew from $3 trillion in
2019 to $5.2 trillion in 2024 and is projected to grow to $9.8
trillion by 2033; an average annual growth rate of 6.63%
from 2025 to 2033 (%), Despite this global growth, there re-
mains a gap between the digital potential and infrastructural
limitations in Ghana’s digital business strategy. Recent pol-
icy developments have emphasized the importance of digital
commerce as a means of promoting economic transforma-
tion. For instance, Ghana’s National E-commerce Strategy
(2025-2029)71 recognizes the importance of e-commerce in
transforming the economy. Furthermore, the African Conti-
nental Free Trade Area (AfCFTA)!®] emphasizes the need to
enhance incentives for cross-border digital trade. Both poli-
cies recognize the importance of digital trade in economic
transformation, yet practical implementation challenges per-
sist.

Research on e-commerce in Ghana has been seen to
grow through studies conducted in information systems, mar-
keting, entrepreneurship, legal aspects, logistics, and devel-

opmental issues. Yet, this body of literature remains frag-
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mented across varying concepts remains fragmented across
concepts, sectors, levels of analysis and nomenclature used
(e-commerce, m-commerce, s-commerce, digital trade, on-
line shopping, mobile money commerce). Studies often ex-
amine e-commerce, mobile commerce, and social commerce
in isolation. Some employ different theoretical lenses and
focus on specific populations such as SMEs or consumers
without integration into a broader analytical framework.

While prior evidence syntheses have focused on the
adoption of e-commerce in developing countries at large
or ICT diffusion in Sub-Saharan Africa more generally, the
nature of these reviews tends to aggregate evidence across
several country contexts, which limits their ability to ad-
dress specific country-level institutional arrangements, in-
frastructural conditions, and socio-cultural factors. Very few
country-level reviews exist on the topic of digital commerce
in Africa, and the limited number that exist is largely con-
fined to addressing only specific aspects such as consumer
behavioral intention or SME adoption in isolation. Moreover,
the rapid growth of mobile money ecosystems and social
commerce via informal platforms that characterize Ghana’s
digital economy has not been captured in Ghana-specific
synthesis.

This study addresses this gap by conducting the first
scoping review that combines empirical evidence on e-
commerce, mobile commerce, and social commerce adoption
trends, barriers, and enablers across multiple levels of anal-
ysis, sectors, and time periods (2010-2025) in the case of
Ghana. By doing so, the study moves beyond sector-specific
or level-specific studies to provide a structured, cross-cutting
synthesis that can inform both theory development and pol-
icy design in Ghana, where digital commerce is expanding
rapidly.

Guided by the Arksey and O’ Malley framework, the
review seeks to address four primary questions:

1.  What is the current state of e-commerce and social
commerce adoption in Ghana?

2. What barriers hinder the adoption of e-commerce and
social commerce in Ghana?

3. What enablers or drivers facilitate the adoption of
e-commerce and social commerce in Ghana?

4.  What gaps exist in the current literature on digital com-

merce adoption in Ghana?

The next section discusses the research methodology
used, followed by the synthesis of the findings, furthered by
the conclusion and implications of the results.

2. Materials and Methods

An empirical review helps researchers pinpoint criti-
cal gaps in existing knowledge, highlight opportunities for
meaningful contributions, and outline directions for future
research®). A scoping review (SR) is a form of evidence
synthesis that uses systematic and transparent methods to
identify and map the breadth of evidence available on a par-
ticular topic, concept, or issue, usually irrespective of study

101 It aims to examine the ex-

design or source of evidence
tent, range, and nature of research on a topic, clarify key
concepts and definitions in the literature, as well as identify
gaps in knowledge and areas where further primary research
or a full systematic review may be warranted.

The scope and range of literature on the digital com-
merce landscape is the focus of this review. As a result, the
SR was deemed appropriate for its flexibility and useful-
ness in providing an in-depth and rigorous review of the
use of digital commerce in Ghana. The review adapted the
Arksey and O’ Malley (2005) framework, which proposed
the usage of a 5-stage framework to identify and map the
available evidence in literature on a given topic under inves-
tigation. Elements of PRISMA and PRISMA-ScR were also
incorporated to enhance transparency in reporting the search,
screening, and inclusion process.

The application of the 5-stage framework in this study
is outlined as follows.

2.1. Stage 1: Identifying the Research Ques-
tions

With the objective of investigating the trends, barriers,
adoption, and gaps in research of digital commerce in Ghana,
the research question posed was: What is the current state
of e-commerce and social commerce adoption in Ghana?
What barriers hinder the adoption of e-commerce and social
commerce in Ghana? What enablers or drivers facilitate the
adoption of e-commerce and social commerce in Ghana?
What gaps exist in the current literature on digital commerce
adoption in Ghana? To address these questions, the follow-
ing objectives were derived. Firstly, the researchers set out
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to identify empirical evidence on e-commerce and social
commerce in Ghana. Secondly, map out and synthesize the
trends identified and discuss. Finally, highlight gaps in the

empirical evidence gathered.

2.2, Stage 2: Identifying Relevant Studies

2.2.1. Information Sources and Search Strat-
cgy

Searches were conducted in Scopus, ScienceDirect,
Google Scholar, ResearchGate, and Ghana-based reposito-
ries such as university theses and institutional reports. The
selection of these databases was guided by the need to capture
interdisciplinary research on e-commerce, digital technolo-
gies, and development contexts.

The Search strings combined e-commerce and adop-
tion terms with the Ghana context and limited results to
English-language publications (2010-2025).

An example Scopus string was: TITLE-ABS-KEY
((“e-commerce” OR “electronic commerce” OR “social com-
merce” OR “online shopping” OR “digital commerce” OR
“internet shopping” OR “online retail” OR “digital market-
place” OR “e-business”) AND (adoption OR acceptance OR
diffusion OR utilization OR implementation OR intention
OR perception OR attitude OR behavior) AND (Ghana))
AND PUBYEAR > 2009 AND (LIMIT-TO (LANGUAGE,
“English™)). A simplified Google Scholar string was (“e-
commerce” OR “social commerce” OR “digital commerce”)
AND (adoption OR diffusion OR barriers OR enablers OR
“drivers of adoption”) AND Ghana.

Additional keyword combinations were used to cap-
ture related phenomena such as digital trade and mobile
commerce: “e-commerce” OR “electronic commerce” OR
“online shopping” OR “digital trade” OR “social commerce”
OR “mobile commerce” AND Ghana. Backward and for-
ward citation tracking of key Ghanaian e-commerce stud-
ies on SME adoption, ICT and e-business, cybercrime, and
consumer protection was used to identify further relevant

publications.
2.2.2. Eligibility Criteria

Inclusion and exclusion criteria were established to
serve as parameters for relevant publications during the
screening process.

The inclusion criteria were identified as follows:

1.  Empirical studies examining e-commerce, m-com-
merce, social commerce, or closely related digital trans-
action practices, such as online banking and mobile
payments, when explicitly linked to commerce.

2. Studies focused only on Ghana-specific empirical find-
ings.

3. Study type, which included peer-reviewed journal arti-
cles, conference papers, theses, and substantive reports
with primary or secondary empirical data that is quan-
titative, qualitative, or mixed-methods.

4.  Studies published between 2010 and 2025, capturing
the period of significant mobile internet and mobile

money expansion in Ghana.
For the exclusion criteria:

1. Conceptual or purely theoretical studies without em-
pirical data.

2. Studies addressing general ICT or internet use without
a clear commercial transaction component.

3. Studies in global or regional context that mention
Ghana but do not provide Ghana-specific data.

4. Studies published before 2010.

2.3. Stage 3: Selection of Relevant Studies

All search results were uploaded to Zotero for duplicate
checking and screening purposes. The screening of records
was done in two rounds. In the first round, title and abstract
screening were conducted to check for duplicates and studies
outside the scope of the review against the eligibility criteria.
At this stage, records were excluded if they were clearly
outside the scope of the review (e.g., no Ghana-specific data,
no commercial transaction component, purely theoretical or
conceptual in nature, or published before 2010).

In the second round, full-text screening was applied to
all records that passed the title and abstract stage. Full-text
records were excluded if they did not meet the empirical data
requirement, if Ghana-specific findings could not be disag-
gregated from broader regional or global analyses, or if the
study did not address digital commerce adoption, barriers,
or enablers as a primary focus.

In total, 220 records were found across all the databases.
After removing 2 duplicates, 218 records proceeded to title
and abstract screening. Of these, 32 were excluded at the

title and abstract stage, leaving 186 records for full-text as-
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sessment. All 186 full-text records were assessed against the
eligibility criteria; 106 were excluded at this stage upon full-

text review; 80 records remained eligible for data charting.

The record screening and selection process has been illus-
trated through the PRISMA 2020 Flow Diagram in Figure 1

below.

Records removed before screening:
Duplicate records removed

Records excluded after title and
abstract screening
(n=32)

Records excluded:

L, | Reason l:outside focus area (n
=104)
Reason 2:time frame(n=2)

_5 Records identified from Databases

s (n =220)

£ Registers(n=0) (n=2)

: l J
=l

Records screened after duplicates were removed

w (n=218)

‘c

Q

: l

3]

wv

Records screened
(n=218)

|

3 Records assessed for eligibility
[ (n=186)

e

5 Studies included in review

§ (n=80)

‘ Records used for quality
synthesis (n =52

Figure 1. PRISMA Flow Diagram of the study selection process.

Unlike systematic reviews, which require formal qual-
ity assessment, the study employed a scoping review de-
sign, which sought to prioritise comprehensiveness and cov-
erage over appraisal. Although a formal quality appraisal
was not conducted, we ensured that the included studies
were predominantly peer-reviewed and employed a range of
methodological approaches. This diversity not only provided
a broad perspective on the topic but also introduced variation
in methodological rigor. Without formal appraisal, studies
of varying methodological strength contributed equally to
the synthesis, which should be considered when interpreting

the findings.

2.4. Stage 4: Charting the Retrieved Data

Following the selection phase, data charting was con-
ducted for the articles selected. Data charting involved
systematic extraction and organization of key information
from each of the articles into a structured Excel spread-
sheet, aligned with the review’s objectives and research ques-
tions. Arksey and O’ Malley’s guidance and subsequent

scoping-review refinements informed the process. A struc-

tured charting template was developed and implemented
in Microsoft Excel. The following key fields were charted
from each of the articles: bibliographic details (author(s),
year of publication, journal or outlet, document type: jour-
nal article, conference paper, thesis, report), study design
and methods (quantitative, qualitative, or mixed-methods),
data-collection methods (survey, interviews, focus groups,
case study, secondary data), study population and setting
(consumers, firms, SMEs) sector or domain (retail, fashion,
manufacturing, logistics, agriculture, hospitality/tourism,
banking/fintech) and geographical location within Ghana
(regional, urban vs. rural; city vs. towns), digital commerce
platform (web-based e-commerce, social commerce, mobile
commerce, and related digital payment practices), theoreti-
cal/conceptual framework used (core models or lenses used)
and the key findings/outcomes. A test run of the charting
template was performed on a small sample of articles to re-
fine categories and ensure consistency in data extraction. In
line with scoping-review practice, the charting process was
iterative. As familiarity with the corpus increased, fields
were refined, subdivided, or expanded, and new categories

were added where recurrent themes emerged that were not
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adequately captured in the initial template. Adjustments to

the charting form were documented to maintain transparency.

2.5. Stage 5: Collating, Summarizing, and Re-
porting Results

In the final stage of the review, the charted data were
collated, summarized, and synthesized to generate an inte-
grated overview of e-commerce and social commerce adop-
tion in Ghana. This stage combined a descriptive, primarily
quantitative mapping of the evidence base and a thematic,
primarily qualitative synthesis of findings organized around
the review questions on trends, adoption patterns, barriers,
and gaps.

Thematic analysis was conducted inductively across all
the included papers. All papers were systematically read in
full, during which recurring concepts were identified, includ-
ing adoption factors, growth patterns, and institutional policy
and regulation. These concepts were progressively grouped
according to their similarities and relationships, leading to
the formation of broader themes. Following this process, a
subset of 52 papers was identified as providing sufficiently
specific and detailed evidence to contribute substantively to
the emerging themes. To select the 52 papers, the authors
followed an inductive coding approach. This was done by
systematically reading each of the papers, then identifying re-
peated concepts such as adoption factors, growth patterns and
institutional policy or regulation. These concepts were fur-
ther categorized according to their similarities and relations,

which resulted in the formation of the larger themes. Out

of the 80 papers, 52 papers were selected because they pro-
vided specific and detailed evidence relevant to the themes
identified without significant overlap among several themes,
enabling better synthesis of themes in the discussion session
subsequently. The authors, however, acknowledge that this
method involved an inherent interpretative judgement be-
cause the criteria distinguishing between what is thematically
relevant and what is not were based solely on a reading of
the studies, rather than any kind of pre-selected exclusion

criteria list.

3. Results

From the 220 articles identified from the databases, 2
records were removed as duplicates and 32 records were
removed at the first stage of screening for eligibility. The
second phase of screening resulted in 106 records being ex-
cluded, resulting in 80 studies being selected for data charting.
The 80 records selected from the full-text assessment studies
were imported into the Zotero reference manager. These
80 studies were subjected to descriptive and bibliometric
analysis to map the research trends, geography, and methods
in Excel. Subsequently, a subset of 52 papers was selected
for in-depth thematic analysis. To answer our research ques-
tion, the thematic analysis showed that empirical studies on
e-commerce in Ghana could broadly be classified into five
themes: evolution and trends in e-commerce, adoption, bar-
riers, consumer behaviour, and policy (Table 1), which are

discussed in detail in the sub-sections presented later.

Table 1. Classification of studies according to themes.

Themes Sub-Themes References
Consumer-level adoption and Acheampong et al.['!]; Fosu et al. ['2]; Ofori and Appiah-Nimo [!3]
technology acceptance )
Adoption of Anabila et al. '¥]; Newman['3]; Ocloo et al.[®]; Taylor and Owusu[!'7); Mensah

E-Commerce

SME/Firm-level adoption

Social commerce adoption
Online banking/financial e-services

and Xul!8]
Owusu et al. [19; Shi et al. [20]; Nutsugah et al. (21]
Adadevoh [22!; Jibril et al.[23]; Owusu et al. [24]; Baah-Acquah and Freeman (25]

Barriers/
Challenges of
E-Commerce

Infrastructure and Implementation
barriers

Institutional operational constraints

Adzroe and Ingirige [?]; Asare et al. [27]; Kumaning and Godfred ?8; Ocloo et
al, 1291

Otoo et al. 3%; Owusu-Adjei 1; Attakora-Amaniampong et al. [32!; Mills and
Baafi 33

Evolution/Trends
in E-Commerce
in Ghana

Development and impact of
e-commerce

Emerging e-commerce models

Frimpong et al. [34]; Sampene [33]; Abubakari [3¢]; Tamakloe et al.[37]

Bemile et al. [*%]; Frimpong and Gyamfi *%]; Kabo-Bah and Bannor [?];
Mannah-Blankson et al. [*!]; Kumar et al. [42]
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Table 1. Cont.

Themes Sub-Themes References
S [2]. [43]. [44]. -, [45].
Consumer Consumer trust ?/Er?t:h o ]Asante et al.'*>!; Danquah and Dong!**; Fan and Nunyuie 1*>/;
Behavi d . .
chaviour an . Antwi et al. #7]; Apau and Koranteng [43]; Ofori [*%1; El Koufi et al. 5%,
Trust Consumer perception

Agyemang et al.[1]

Consumer protection and legal
frameworks

Taxation, cybersecurity policy and
digital governance

Regulation/Policy

Acheampong et al. [*2]; Dowuona-Hammond et al. [33]; Faith et al. !
Manteaw [53]

Abubakari [*¢); Adu and Adjei [571; Mensah et al. [58]; Mensah et al. [

54].

Source: Authors’ extraction table.

Overview of Studies

Since 2010, the number of studies on e-commerce in
Ghana has steadily increased (Figure 2). 80 papers were
represented in the literature. The increasing number of pub-
lications in this field from 2019 to 2025 reflects the growing
interest in and recognition of the importance of digital com-
merce in Ghana.

This growth from 2019 was a result of three major rea-

sons. First, the COVID-19 pandemic, which began in late
2019, created a necessity-driven adoption highlighting the
need for more research into digital commerce possibilities.
Second, the rapid expansion of mobile money systems and
the usage of smartphones during this time lowered barriers to
digital participation significantly. Thirdly, literature suggests
that researchers, policymakers, and organizations became
increasingly aware of the potential of digital commerce adop-

tion for the overall growth of the economy.

Figure 2. Overview of studies over the years.

Source: Authors’ extraction table.

In addition, the types of commerce activity under 5
sections (e-commerce, social commerce, mobile commerce,
mixed commerce, and digital marketing) further categorized
the studies. Figure 3 shows the number of studies across
the types of commerce identified in the review. Overall,
these studies revealed a clear upward trajectory for most

categories, especially e-commerce, which experienced a pro-

nounced rise in the number of studies from ranges of 1 to
3 studies per year before 2017 to 8-10 after 2017. Mobile
commerce and mixed commerce remained relatively stable,
showing only modest fluctuations over the period. Studies
on digital marketing appeared only once in 2024, and the
reason for this can be identified as either a lack of subsequent

studies or a limitation in the dataset.
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Figure 3. Classification of studies according to types of commerce.

Source: Authors’ extraction table.

3.1. Growth Trends in E-Commerce and Social
Commerce in Ghana

E-commerce in Ghana is seen to have evolved
from nascent experimentation in the early 2010s to more
widespread, though uneven, adoption between the late 2010s
and early 2020s. Technological and infrastructural enablers,
rather than a fully mature digital transformation, have pri-
marily driven this growth trajectory.

Empirical evidence suggests that this growth can be
attributed to the rise in mobile penetration, internet connectiv-
ity and mobile money usage, with recent estimates suggesting
tens of millions of active internet users and penetration rates
approaching two-thirds of the population, alongside strong
growth in electronic transactions and mobile money inter-
operability volumes[®®). These have significantly lowered
barriers to entry and enabled broader participation in digital
commerce. This development has supported the emergence
of a diverse and evolving platform ecosystem in which multi-
national and local players such as Jumia, Kikuu, Tonaton, and
Jiji dominate consumer-facing markets. While most small
and medium-sized enterprises (SMEs) have followed a grad-
ual adoption, by initially adopting basic, informational, or “e-
broadcast” web presences and slowly and gradually starting
to upgrade to transactional and integrated e-commerce func-

tionalities 1921, This pattern indicates that Ghana’s digital
expansion is better understood as an infrastructure-enabled
but still limited process, rather than a fully integrated digital
system.

To narrow it down, findings on e-commerce demand
indicate that the growth of e-commerce has reflected in in-
creased participation among specific groups depending on
diverse factors such as users themselves as well as the per-
ceived benefits of engaging in e-commerce. For instance,
Gbevel® while studying the socio-economic condition of
e-commerce, found a high level of awareness of the availabil-
ity of e-commerce among smartphone users, who engaged
in online purchasing and selling and use of mobile money
and marketing using social media. Similar to the above
observation but more specific, Frimpong et al.[** showed
that online shopping is growing particularly among millen-
nials and males, with factors like performance expectancy
and trust emerging as the main drivers of intention to use
e-commerce. Even in the context of relatively low national
Internet penetration in certain areas, Jibril et al.[¢*! found that
perceived convenience, which is strengthened by supportive
government infrastructure and favorable pricing structures,
is central to initial adoption of online retail stores among con-

sumers. Further indicating that, this growth in e-commerce is
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not confined to highly connected populations but is also grad-
ually emerging among users in less digitally developed envi-
ronments. These findings collectively show a wide spread of
consumer participation in e-commerce growth across diverse
users over time; however, growth distribution is still uneven
and tends to mainly benefit consumers who have more access
to technology.

Growth trends are also not uniform among sectors, with
some sectors showing a faster rate of digital commerce adop-
tion compared to others. For instance, in some sector-specific
analyses, early adoption trends are witnessed in industries
like music and the creative sector due to the internet-based
distribution systems, which have made them some of the
earliest adopters of digital commerce[®*]. Consumer study
on the fashion industry revealed that fashion SMEs in Ku-
masi extensively employed mobile commerce and social
media, reshaping their business models, advertising, and
payment practices, and positioning the fashion sector as a

(65, Similarly, other sup-

leading adopter of e-commerce
portive industries like logistics and transport have grown in
tandem with the growth in e-commerce by becoming part of
the processes through the involvement of local and foreign
players such as DHL, FedEx, and developing systems for
conducting B2B transactions>%®!. On the other hand, other
sectors like the hospitality industry experience growth in dig-
ital commerce that is less complete, whereby the growth in
technology adoption is evident but hampered by inadequate

s8] From

online payment systems and poor internet acces
these patterns, it can be said sectorally that there are different
growth trends progressing at varying speeds and influenced
by various structural factors.

In addition to sectoral diversities, growth in e-
commerce in Ghana is accompanied by geographical dif-
ferences. Research findings from the Upper East Region of
Ghana show that electronic commerce has been adopted in
the undeveloped regions. This adoption takes place in the
form of pure play and click and mortar forms of business.
Nevertheless, these developments are hindered by the cost of
access to data and lack of digital literacy!®”). In this regard,
we observe that geographical expansion has been occurring,
although still constrained by structural inequalities.

The rise of e-commerce in Ghana can be seen in the
fast-growing trend of social commerce, which is another

form of digital commerce. According to research findings,

social media commerce has become widespread, especially
among young people in Ghana who utilize Facebook, What-
sApp, and Instagram for advertising purposes, customer re-
lations management, and payment coordination and product
delivery. In addition, it can be observed that some of
the growth in digital commerce can be found beyond for-
mal e-commerce sites and instead on less formal and more
accessible digital platforms.

Further evidence from surveys and qualitative stud-
ies demonstrates that the adoption of social media and e-
commerce (SMEA) is positively related to entrepreneurial
intentions, with many youths and micro-firms particularly
within industries like fashion, beauty, and information tech-
nology, relying on social commerce as an entry strategy for
engaging in economic activities using minimum capital 2%,
This shows that the development of digital commerce does
not only lead to higher consumerism but also facilitates al-
ternative modes of micro-entrepreneurship. Nonetheless,
although the utilization of social commerce via informal
channels is widespread, it lacks empirical documentation
in the Ghanaian context, indicating a possible gap in the
literature on the subject matter.

COVID-19 and Digital Commerce
The onset of the COVID-19 pandemic was the defining

moment in the transformation of Ghana’s e-commerce envi-
ronment, not only due to its role as a disruptor but because it
acted as an accelerator to push through a digital transition
in a much faster manner. Although there has been ample re-
search carried out on the role of pandemics as accelerators of
digital change in other nations, there has been less research
done specifically in relation to Ghana or even Sub-Saharan
Africa, making a synthesis in this area necessary. From the
readings undertaken in this literature review, one thing that
becomes evident is that the coronavirus outbreak led to the
greater use of e-commerce and its evolution from an ancillary
means of purchasing goods into one of necessity. Studies
conducted among Ghanaian consumers and businesses sug-
gest that lockdowns forced a swift move to online shopping.
Thus, institutionalizing the use of technology in everyday
activities. This implies that there has been a fast-tracking
of what could have taken time for consumers to adopt and
incorporate into their daily routines

The key factor in the transition is the restructuring of
factors that influence technology adoption in crises. The
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empirical study carried out using a survey of employees and
customers of online firms operating in Ga East*!l revealed
that during the coronavirus outbreak, the usefulness of e-
commerce, self-efficacy, and ease of use were significantly
influential factors, whereas trust and security were found
to be statistically insignificant. This result is counterintu-
itive to traditional technology acceptance, which assumes
trust to be an important factor in adopting technology. Such
a change in dynamic is understandable given the state of
necessity brought about by the coronavirus outbreak. As
face-to-face purchasing was difficult, consumers were more
interested in the practicality of online purchases than the
risks associated with them. Antwi et al.[®], in a bid to under-
stand what drives online shopping among tertiary students
in Ghana, found that the pandemic made e-commerce “more
indispensable than ever”, especially during lockdowns, by
empirically showing that attitude and subjective norm influ-
enced by online reviews and recommendations positively
affect purchase intention, whereas perceived risk does not
affect students’ purchase intention in the crisis context. Un-
der these scenarios, necessity minimized the significance of
the risk element, making utility the key motivator behind
adoption. This implies that adoption during a crisis is quite
flexible and that theories such as Technology Acceptance
Model (TAM) require reevaluation under crisis scenarios.
Apart from the individual-level adoption, the outbreak
of the pandemic has also been accompanied by the emer-
gence of a more profound digital relationship among SMEs
and their customers. As a cross-sectional study of online
SMEs located in the Accra-Tema region carried out during
the height of the lockdown and when online shopping “had
gained great momentum” reveals, the marketing strategy
of these businesses, together with the quality of services
they provided, was important for influencing customer sat-
isfaction and loyalty through their e-channel!®!. Such an
outcome contributed to the better retention of consumers
and their greater dependency on digital tools. Clearly, the
relationship between consumers and businesses went beyond
simple transactions in favor of more meaningful relation-
ships that revolved around the usage of e-channels. These
suggests that the pandemic not only amplified the magnitude
of online shopping but also improved the depth of digital

interaction in the retail sector of Ghana.

Nevertheless, this progress was not equally shared,
since existing structural limitations prevented some entities
from fully taking advantage of the increased demand online.
The study by Laar et al.[®”] indicates persisting challenges
in logistics inefficiencies, infrastructure inadequacies, and
digital competency, especially for small enterprises and in-
formal sectors. Although there was an upsurge in the uptake
of online services, many firms did not have the capability to
shift to the use of digital technologies. These discrepancies
reflect the existence of a critical asymmetry: even though the
onset of the pandemic stimulated the demand for services, the
preparedness on the supply side was not equitable. Conse-
quently, the gains of the growth in the usage of e-commerce
are realized only by better-endowed firms.

At the same time, the pandemic facilitated an even
greater expansion of the digital commerce industry to in-
clude not only payments but also logistics and policy re-
actions. Combining evidence from all around the world,
Mensah’s[# research indicates that there has been a great
shift towards using digital wallets, mobile money, and cash-
less transactions. Similarly, there have been innovations in
the field of logistics in terms of drone-based delivery solu-
tions. Research documenting Ghana’s collaboration with
Zipline " illustrates how drone technology, which was ini-
tially used for medical delivery services, has been envisioned
as part of the future infrastructure required for e-commerce
through innovative ideas like multi-firm drone terminal e-
malls. The point here is that the coronavirus pandemic led
not just to changed behavior, but also led to experimentation
with advanced delivery technologies.

Concurrently, at the macro-fiscal level, fiscal policies
like the imposition of electronic transaction tax (e-levy)
demonstrate the government’s effort to tap into the increasing
use of digital financial services. According to Abubakaril>®],
the adoption of e-levy can be attributed to the financial cri-
sis created by the pandemic, which led to the depletion
of conventional tax bases, necessitating a policy adjust-
ment towards taxing mobile money and internet transactions.
Nonetheless, the potential negative impact on cost-sensitive
individuals indicated by survey results demonstrates an inher-
ent tension between such taxation risks and the sustainability

of digital adoption.
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3.2. Consumer and Firm-Level Adoption of E-
Commerce

A mix of factors shapes the diffusion of e-commerce
in Ghana from consumers, firms, and other systems. In this
review, we classified the drivers for e-commerce adoption
into two dimensions: consumer-based and SME firm-based.

Figure 4 illustrates the number of articles in each category.

B Fim

Figure 4. Classification according to study focus.
Source: Authors’ extraction table.
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From the figure, we identified that consumer-focused
studies are more than firm-focused studies. This implies that
compared to consumer behavior, SME e-commerce adoption
is still relatively understudied. Existing research reveals that
the adoption process involves both cognitive and context-
based determinants. Cognitive determinants refer to the per-
ceptions of usefulness and ease-of-use. Context-based deter-
minants include issues related to trust, social influence, and
infrastructure. This section covers all the findings discussed
above under the recurring themes.

3.2.1. Consumer-Level Adoption Drivers and
Enablers

The use of e-commerce services by consumers in Ghana
can be grouped around five key recurring thematic clusters
based on the literature. These include perceived usefulness
and perceived ease of use, trust and security perceptions, so-
cial influence and peer effect, infrastructure and access con-
ditions, and demographic and contextual moderators. What

emerges from the reviewed literature, though, is that the

above clusters do not operate separately from each other.
Rather, they form a conditional sequence where cognitive
perception leads to an intention to adopt, trust will determine
whether intention will lead to action, and infrastructure sets
the parameters for both.

Perceived usefulness and ease of use emerged consis-
tently as the foundational driver of adoption intention in
studies using the Unified Theory of Acceptance and Use of
Technology (UTAUT) model and the Technology Acceptance
Model; however, their impact differs based on the segment
of users 8711 Although Amofah and Chai!”!! note the sig-
nificance of performance expectancy and social influence,
Pobee!"?] finds that these do not play a crucial role for Gen-
eration Z, with effort expectancy, information quality, and
system quality emerging as more important considerations.
This disparity reveals that cognitive assessments are not the
only relevant drivers in the case of young and tech-savvy
generations who value smooth functionality and robust sys-
tems over performance outcomes. Therefore, we observe
that when users become familiar with digital technology,
adoption shifts from whether a system is useful to its func-
tionality. Further indicating that sticking to static application
of TAM or UTAUT may not adequately capture drivers in
advancing technologically literate populations.

While cognitive constructs explain why consumers
form positive intentions, trust illustrates why there is a failure
between actual behavior and intention. Across the literature,
trust emerges as a major integrative component that deter-
mines whether positive perceptions translate into actual adop-
tion. It serves as the key mediator in the relationship between
UTAUT factors and adoption intention!”!1. It is a significant
factor that influences the adoption of unfamiliar C2C plat-

5[] and even in the context of mobile commerce; trust

form
and perceived reliability become more important than price
factors!’4. Therefore, the presence of such consistent results
proves that trust is not merely an additional variable but a nec-
essary condition for adoption. However, what is important
from an analytical point of view is not just the importance of
trust, which is already evident from the broader literature on
technology adoption, but rather the fact that in the Ghanaian
situation, the antecedents of trust are institutional rather than
interpersonal. While Ofori et al.[”*) discovered that struc-
tural assurance (legal and platform-based assurances) was
a better predictor of trust than familiarity, Gyapong!’*! re-
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vealed that platform reputation and information transparency
were better at building trust than repeated interaction. Such a
trend implies that in a situation where the use of e-commerce
platforms is still new and there are no adequate consumer
protection mechanisms, trust cannot be generated through
usage. These observations interestingly come at a contrast
to findings in the pandemic period, where trust was found to
be insignificant[?’!. This divergence points to trust being a
context-dependent driver, which can be seen to be a critical
under stable conditions but become a secondary considera-
tion under other circumstances.

The importance of social influence in the adoption pro-
cess seems to be more context-dependent and less consistent
across the studies. While some researchers found out that
there was a considerable direct impact of social influence
on the intention to adopt!”!; others found the impact to be

(761 This inconsis-

insignificant, especially for younger users
tency becomes easier to understand if one considers the very
social influence works when it is broken down into different
components. The direct social influence that stems from the
impact of family members, peers, and community seems to
be becoming less relevant as the user gains more indepen-
dence online. Indirect types of social influence are also worth
consideration. Apau and Koranteng [ proves that online
reviews and recommendations contribute to the formation of
attitudes and further affect the purchase intention. This fact
suggests a shift in how social influence operates, moving
from direct interpersonal pressure to digitally mediated forms
embedded within platforms. Ultimately, its impact varies
depending on how users engage with online environments
and the extent to which they rely on peer-generated content.

Beyond cognitive and social factors, the infrastructure
conditions also make a huge difference in adoption processes.
According to literature on digital financial services, enabling
factors such as accessibility of networks, devices, agents,
and transactions cost have been found to make huge impact
on adoption irrespective of sociodemographic segments[’’].
Further research studies!>!3-%%) point to the fact that while
internet access may be increasingly available to more users,
there is still the issue of the quality of the experience and
cyber threat perception among them. It shows that not only
is the adoption process behavioral but also structural, since
users can only do what they intend, depending on the avail-
ability of reliable digital and financial infrastructure.
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Collectively, these findings confirm that Ghana’s
consumer-level adoption of e-commerce, social commerce,
and m-commerce can be analyzed in terms of the relationship
between perception, trust, social issues, and infrastructural
factors. In the case of intention, it is motivated by perceived
usefulness and ease of use, but conversion depends on trust
and social influence, which may vary depending on con-
text and platform type, while infrastructure conditions limit
involvement. This integrated perspective suggests that no
single factor sufficiently explains adoption; rather, adoption
emerges from the alignment of behavioral readiness and sys-

temic support.

3.2.2. Firm-Level Adoption Drivers and En-
ablers

At the firm level, three common patterns emerge in
the literature. These include: (1) strategic and managerial
determinants such as performance benefits, managerial com-
mitment, and competitive forces; (2) organizational and re-
source limitations such as ICT costs, skills deficiencies, and
financial constraints; and (3) environmental and institutional
facilitators such as government programs, infrastructure pro-
vision, and sectorial factors. A consistent pattern in adop-
tion literature shows that firms adopt ICT incrementally and
through different phases, with few SMEs moving directly
from informational to transactional use of ICTs.

Adoption of e-commerce among Ghanaian SMEs is
not an abrupt process but a slow and patchy one depending
on factors like technology exposure, capacity, and the en-
vironment. It is evident from various empirical researches
that these SMEs interact with various types of e-commerce,
namely mobile commerce, e-tailers, transaction brokers, and
services, with mobile commerce emerging as the most preva-
lent channel. However, adoption remains geographically
concentrated, particularly in urban and southern regions 4.
This concentration is not merely a choice but reflects deeper
structural reasons; evidence from the Northern and Upper
East Region shows that, despite having basic ICT tools, trans-
actional e-commerce has failed to develop!®”-78l, which is
supported by the findings by Kwadwo et al. on Northern
SMEs "8 that showed 0% of enterprises having an online
payment transaction mechanism despite having 44.3% web-
site users. It is seen even within the concentrated regions
that, SMEs operate at progressional levels such as typically

combining participation in online trading platforms such as
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Jumia and Tonaton with the use of POS terminals, which
function as an intermediate step towards full online payment
integration. Hu et al.[”] formalised this progression through
a four-level B2B adoption model which points out that most
firms remain at the lowest stage. Evidence by Owusu and
Abrokwa® corroborate this low entry to adoption lack of
organizational resource limitations. This pattern suggests
that adoption by SMEs is not only gradual but that a substan-
tial proportion of firms remain stuck at the pre-adoption or
minimal-adoption stage, unable to progress despite aware-
ness of potential benefits. The question now becomes: what
enables some firms to progress while others remain stagnant?

The drivers of adoption for firm level that vary across
sectors but display recurring patterns are management sup-
port, government initiatives, and facilitative environment.
Awiagah et al.!®!], by integrating the TPB-TOE model, iden-
tified government support, enabling conditions, and man-
agerial support as the strongest direct predictors of SMEs’
intentions to adopt e-commerce, while subjective norm and
attitude, driven by perceived benefits and perceived credibil-
ity, emerged as critical firm-level antecedents for adoption.
Complementary evidence by Sarfo and Song’s TAM (Tech-
nology Acceptance Model)-TOE (Technology-Organization-
Environment) study 3! found that perceived usefulness and
ease of use, together with government-mediated initiatives,
positively influence SMEs’ adoption intentions, while practi-
cal factors like internet penetration, logistics, and payment
mechanisms play a necessary role. More recent work by

Mantey et al.[81],

focusing on a smaller cohort of SME
adopters, confirmed that e-commerce is primarily valued
as a marketing and market-access tool, with perceived use-
fulness, perceived ease of use, and social factors such as
prestige and high profile driving adoption decisions, while
cost and perceived safety and security remain salient con-
cerns. The comparison of these studies indicates that despite
their theoretical lenses used, managerial commitment and
institutional support consistently emerge as necessary condi-
tions for firm-level adoption, whereas perceived benefits are
insufficient without leadership commitment and institutional
backing. However, in some peculiar cases, even managerial
commitments may not be the strongest predictor. Otoo et
al.!®] found that HR IT competence was a stronger predictor
of adoption compared to top management support. Indicating
that there is a possibility for other drivers aside the recurring

drivers at the firm level, which may facilitate adoption. Alto-
gether, the findings suggest that firm-level adoption is more
complex and multi-layered than consumer-level adoption.
Sector/geographic-specific firm-level analysis illus-
trated similar patterns with contextual nuances: In the manu-
facturing sector, Ocloo et al.[®3] demonstrated that perceived
relative advantage and the intensity of competition signifi-
cantly influence different levels of B2B adoption, yet SMEs
perceive government support as inadequate, especially for
more sophisticated, interactive uses. Interestingly, while

Sarfo and Song® and Awiagah et al. [6!]

identify government
support as a key enabler, SMEs at higher levels of adoption
perceive government support as insufficient for their needs.
Suggesting that existing government support may facilitate
adoption at the lower initial adoption stages but may fail
to support as progression advances. Complementing these
studies, Agboh’s® survey of Accra-based SMEs shows
that to enhance customer service, responsiveness, compet-
itiveness, and communication, firms seek to adopt digital
technology tools, including email, websites, and rudimentary
e-commerce; however, they were constrained by high ICT
costs, skills gaps, poor infrastructure, and limited informa-
tion. At a broader technological frontier, Quaye et al.[! and
Naatu et al.[3¢] show that adoption of emerging technolo-
gies such as Artificial Intelligence (Al), Internet of Things
(IoT), e-commerce, mobile banking, and social media im-
proves SMEs’ access to new domestic and export markets
and strengthens competitiveness. This shows that movement
from basic to more advanced levels of B2B e-commerce
among SMEs exhibits differentiated variables at different
adoption stages. However, there is still a gap between the
documented benefits and the actual reality of the adoption
of most SMEs.

In summary, the adoption of e-commerce among firms
in Ghana can be regarded as a phased and contextualized
phenomenon resulting from the interplay between strategic
considerations, organizational readiness, infrastructure fac-
tors, and environmental pressures. From the findings, it can
be said that although the benefits of e-commerce are now
being recognized by SMEs, their ability to fully integrate
digital technologies depends on overcoming persistent struc-
tural and institutional constraints. Further pointing to the
need for more targeted, multi-level interventions rather than

a generic one.
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3.3. Barriers and Constraints

The barriers to e-commerce and social commerce adop-
tion in Ghana are not only interrelated but are spread across
various fields such as finance, organization, technology, lo-
gistics, legal issues, and sociocultural factors. Across the
evidence presented, we observed that financing and organi-
zational challenges rank highest among these obstacles to
e-commerce adoption, especially in SMEs[7®). This finding
is reinforced by studies highlighting limited access to finance,
weak organisational readiness, and lack of managerial sup-
port as key inhibitors of adoption[®!l. Although SMEs are
aware of the strategic advantages of digital solutions, they
find themselves unable to harness the necessary financial and
manpower resources required for proper utilisation. It can be
seen that financial barriers have more than just a standalone
effect; they are associated with organisational factors.

The above-mentioned financial and organisational con-
straints have been further exacerbated by infrastructural and
logistical constraints, which limit the viability of conduct-
ing business via e-commerce. From across research, elec-
tricity unavailability, inadequate broadband infrastructure,
expensive internet facilities, and poor telecommunications
infrastructure emerge consistently as key limiting factors 4!
Simultaneously, logistical constraints such as ineffective ad-
dressing systems, limited home delivery systems, and poorly
developed road networks limit the delivery process itself(3]
In the literature, these two categories of barriers function at
different stages. Infrastructural constraints are discussed as
constraints that primarily affect entry by preventing firms or
consumers from initiating digital commerce activities, while
logistical constraints are presented as systematic constraints
such as reliable delivery fulfilment that prevent organizations
that have adopted basic e-commerce from progressing to ac-
tually engaging in e-commerce activities. This integrated
perspective reveals how the two forms of barriers reinforce
each other, leading to a structural bottleneck limiting both
firms and consumers.

Legal and regulatory barriers are yet another important
but neglected obstacle. From the available literature, it can
be concluded that there are many loopholes within the regula-
tory framework concerning e-commerce in Ghana, since its
relevant provisions are found scattered in various legal docu-
ments, and not organized in one comprehensive system 333
Despite the fact that the current legislation sufficiently sup-

ports electronic payment methods and transactions, it still
lacks provisions regarding platform liability, consumer pro-
tection, and dispute resolution mechanisms. Such a gap is
reinforced by poor enforcement ability and inadequate collab-
oration between institutions, thereby resulting in inefficiency
of existing regulatory measures.

Trust, security, and cyber risk also emerge as perva-
sive constraints that cut across both consumer and firm per-
spectives. While mobile money adoption is increasingly
widespread, literature suggests that financial technologies
still fail to address issues of transaction safety and reliable
operation of the system. Literature reveals that cybercrime,
particularly mobile money scams and credit card fraud, has
severely undermined public trust in digital systems[%?l. This
conclusion is reinforced by empirical findings in cyberse-
curity, pointing out institutional weaknesses, lack of ICT
knowledge, and ineffective law enforcement practices as on-
going problems #¢). These findings suggest that trust issues
are not merely just a matter of perception but are rooted in
systemic vulnerabilities within the digital ecosystem. As a
result, security concerns continue to limit adoption even in
the presence of technological advancements.

More still, social and cultural elements interplay with
the above structural barriers to determine adoption trends.
Research shows that high cost of devices, low digital liter-
acy, and inadequate access to internet facilities tend to affect
certain socio-cultural demographics, restricting their involve-
ment in e-commerce activities[®]. Importantly, user expe-
rience and prior exposure to digital technologies moderate
these effects, suggesting that barriers are not uniform but vary
across populations. This brings out the importance of exam-
ining adoption barriers from an equitable perspective, taking
into account the interplay of structural and socio-cultural
elements in shaping adoption processes.

In summary, it is clear that the obstacles faced by e-
commerce usage in Ghana are interrelated rather than exist-
ing in isolation from one another. The barriers identified in
this review can be broadly understood as operating at two
levels: those that prevent entry into digital commerce and
those that prevent actual engagement. Obstacles like finance,
infrastructure, regulation, and trust are all interdependent
in such a way that they create a challenging landscape that
hinders not only consumers’ engagement but also small and

medium-sized enterprises’ involvement. Overcoming these
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challenges would therefore require coordinated interventions
that simultaneously target resources, infrastructure, regula-
tion, and building trust mechanisms.

3.4. Identified Research Gaps

The scoping review and Ghana-specific research notes
highlight several gaps. In terms of methodology, we found
that the literature tends to be predominantly based on cross-
sectional surveys. Qualitative methods such as ethnography
and longitudinal design are underrepresented in the literature.
Cross-sectional surveys may offer some interesting insights
into adoption drivers at one point in time, but they fail to
consider the changing landscape of e-commerce adoption
processes. They miss out on capturing the dynamism in-
volved in adopting e-commerce and the changes associated
with it.

We also identified gaps geographically, in which most
empirical evidence is concentrated in Accra, Kumasi, and
a few other urban centers, with insufficient research on the
northern regions, rural areas, and smaller towns where con-
ditions differ markedly. The disparity in geographical evi-
dence is important since infrastructural development, finan-
cial standing, and computer literacy differ greatly among the
different geographical regions, hence the inability to gener-
alize the results from urban settings.

Sectoral studies gaps are also observable. Current lit-
erature is mainly centered on the sectors of retailing, hospi-
tality, and fashion industries, whereas other sectors such as
agriculture, health, education, and public sectors are largely
understudied. This is crucial given the rise in the level of
digitization within such sectors, and the importance that the
sectors have in inclusive development. We also observe that
social commerce activities, although widely practiced, espe-
cially by young people and women, are largely understudied
in Ghana.

Furthermore, there is a lack of sufficient studies on the
interactions among various digital platforms and applications.
The relationships among e-commerce, ride-sharing services,
food delivery, and digital payments form an ecosystem that
has significant ramifications on employment and livelihood
issues; yet remain under-researched.

Finally, there is also limited research on regulation and

policies. While there have been studies that have highlighted
weaknesses in legal frameworks, there is insufficient em-
pirical work on the impact of specific policies, such as the
electronic transaction levy (e-levy), on e-commerce adoption,
financial inclusion, and socio-economic outcomes. Broader
questions related to taxation, regulation, and governance of
the digital economy also remain underexplored.

Taken together, these gaps imply that in future studies,
there is a need for diversity in methodological approaches,
geographical and industrial scope, and an emphasis on dig-
ital ecosystem developments and policy influences. This
will ensure that there is a better understanding of the issues

surrounding the use of e-commerce within Ghana.

4. Discussion

4.1. Synthesis of Key Findings

Altogether, the findings depict Ghana’s digital com-
merce ecosystem as transitional, can precisely be described
as a hybrid, and unevenly integrated system, influenced by
factors such as technological expansion and structural lim-
itation. E-commerce has progressed from sporadic experi-
mentation to a broader though uneven adoption among firms
and consumers, with mobile money and social media playing
catalytic roles. However, rather than a linear shift to fully dig-
ital transactions, most businesses and consumers operate in
mixed modes, combining online discovery, communication,
and sometimes ordering with offline payment and fulfilment,
or using social media as a “front end” and conventional mar-
kets and cash for transaction completion. This implies that
Ghana’s digital commerce is not simply expanding, but rather
reconfiguring existing market practices by gradually embed-
ding digital tools within established informal and formal
systems. Figure 5 depicts the proposed conceptual frame-
work of E-Commerce and Social Commerce Adoption in
Ghana. The proposed framework highlights the interrela-
tions between the digital environments and digital commerce
outcomes in Ghana. This interrelation is influenced by con-
textual and mediating factors that are inherent to consumers
and firms. These interactions ultimately inform the hybrid

digital commerce systems in Ghana.
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Figure 5. Conceptual framework of e-commerce and social commerce adoption in Ghana.

Adoption is higher among urban, educated, and rel-
atively better-resourced firms and consumers, particularly
in the south and in sectors such as fashion, hospitality, and
logistics; while it remains lower among rural and northern
populations, less-resourced SMEs and certain informal-sec-
tor groups. Such uneven adoption can be attributed not only
to disparities in availability, but also to the fact that adoption
of digital technology depends upon alignment between in-
frastructure, capability, and perceived relevance in particular
settings.

At the firm level, perceived performance gains (mar-
ket reach, efficiency, competitive advantage), management
support, organizational readiness, and external pressures
(competition, buyers/suppliers, government programmes)
consistently drive adoption. In this case, the adoption by
organizations is not just due to the existence of technology,
but also their capacity to translate those opportunities into
operational change under contextual constraints. We identify
that the UTAUT constructs such as perceived usefulness and
ease of use, management commitment, government support,
and enabling infrastructure, particularly reliable internet, pay-
ments, and logistics, consistently underpin SMEs’ adoption
decisions. The competitive pressure and expectations of ex-
panded market access may motivate engagement, yet their
effects are mediated by sectoral characteristics and by access
to finance, skills, and partnerships. While more advanced
integration processes are connected with cost efficiencies,

improved customer service, and, in some cases, enhanced
performance, many of these firms still limit their activities
to promotional functions or partial adoption of technology.
Further asserting that adoption at the firm level is better
understood as incremental and layered, not wholly transfor-
mative.

On the consumer side, studies grounded in TAM,
UTAUT, and related models converge on the importance of
factors such as cognitive evaluations, social influence, and
contextual conditions. Trust emerges as a central mediating
factor that mediates the relationship between perceived use-
fulness and ease of use on adoption intentions. For younger
and mobile-first users, platform quality, system reliability,
and seamless payment experiences often outweigh abstract
performance expectations. Indicating an orientation toward
actual experience over the evaluation of intention when deal-
ing with digital systems.

In the context of social commerce, social presence, peer
recommendations, and enjoyment have become crucial el-
ements of trade. Positioning social-media-based trade as
a relatively low-capital entry point into entrepreneurship.
Altogether, we observe that digital commerce expansion is
occurring not only through formal platforms, but also through
informal channels such as socially embedded channels as
well.

We see that across both levels, trust and cybersecurity
mediate the relationship between generic technology accep-
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tance constructs and actual adoption. Concerns about fraud,
privacy, and the adequacy of legal and enforcement frame-
works significantly dampen e-commerce usage, even though
the potential advantages are significant. This shows that trust
is not just perceptual but also structurally grounded in the
reliability of institutions and systems. From the findings, we
observe that adoption remains constrained by a dense set of
interlocking barriers. Financial and organizational limita-
tions such as high ICT costs, limited access to credit, skills
shortages, and weak managerial support continue to restrict
SMEs’ capacity to move beyond basic tools. Fragmented
legal and regulatory frameworks, limited enforcement capac-
ity, and persistent security and privacy concerns compound
these challenges by eroding trust among firms and consumers.
In addition, many consumers still prefer to combine online
and offline practices, by merely using digital channels for
search and comparison while preferring cash-on-delivery or
face-to-face transactions, hindering full adoption.

While these patterns are consistent with broader find-
ings on ICT adoption and e-commerce in developing coun-
tries, the Ghanaian literature reveals an important limitation
of applying TAM and UTAUT. These theories have been
developed and validated within a context of more stable
infrastructure, functional institutional trust, and a more ho-
mogenous user population. In Ghana, on the other hand,
the factors that influence trust are not just confined within
interpersonal relations and previous experiences, but they
are also related to the structural conditions surrounding the
effectiveness of regulatory frameworks related to consumer
protection, cybersecurity, and payments systems. Further-
more, there is a widespread use of informal methods for
conducting online business in applications like WhatsApp
and Instagram, and the persistence of hybrid transaction mod-
els combining online ordering with cash-on-delivery. These
established modes of market participation demonstrate that
the existing theoretical models cannot accurately reflect the
reality on the ground within the Ghanaian setting.

Finally, the results collectively provide an answer to
the research questions posed for this study. First, the review
reveals that the use of digital commerce adoption in Ghana
is uneven and incorporates a hybrid approach involving both
online and offline transaction systems. Second, the use of
digital commerce is influenced by a confluence of factors,

including perceived advantages, organizational readiness,

and social and contextual factors. Third, the use of digital
commerce faces numerous challenges due to interrelated
barriers such as infrastructural, financial, and trust-related
issues. Fourth, the analysis reveals significant gaps in the
literature, particularly the lack of integrated, Ghana-specific
synthesis and limited attention to emerging areas such as

social commerce and hybrid transaction systems.

4.2. Implications for Policy and Practice

The findings demonstrate the need for policy and prac-
tice interventions to move from a generic promotion of ICT
towards more systematic and ecosystem-level interventions
that are attuned to the contextual nature of infrastructure, reg-
ulation, finance, and human capital. Given that the process of
adoption involves the interaction between infrastructure, reg-
ulations, capability building, and trust, isolated interventions
will likely fail to produce sustainable results. In other words,
a systemic approach involving both technology and policies
concerning regulation, finance, and capability building is
needed.

First, issues with infrastructure should be given priority.
This includes making broadband internet more accessible to
more people and ensuring that there are solid internet connec-
tions and a reliable energy supply, strengthening the national
digital addressing system, and professionalizing domestic lo-
gistics and courier services to overcome logistics constraints
that currently keep many firms at an informational rather than
transactional level of engagement. For companies and digital
platforms, it implies that it is necessary to make investments
or enter into partnerships with logistics service providers
and be more particular about finding innovative ways to im-
prove the logistics system, especially in underserved regions,
as compared to relying on the existing logistics infrastruc-
ture when expanding the market reach. In fact, the analysis
showed that there were significant differences between differ-
ent geographic locations, which favored the southern areas
over rural and northern areas in the adoption rate. This issue
stems from the limited availability of services and higher
expenses related to adopting e-commerce solutions among
SMEs located in rural areas. Managers working within or
focusing on rural markets should take into account the gaps
in infrastructure when considering market entry strategy and
consider adopting phased rollout models or hybrid offline-

online service delivery as transitional approaches. Solving
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these problems would help more businesses move towards
e-commerce.

Secondly, the promotion of policies concerning trust
building and regulation is yet another intervention that should
be considered. This is because, according to the study results,
there are several issues that limit the adoption process de-
spite the high potential benefits resulting from the use of both
e-commerce and social commerce. For example, the lack of
consumer protection policies is a major obstacle. Targeted
legal reform is needed to consolidate fragmented rules in
the Electronic Transactions Act, Payment Systems and Ser-
vices Act, data protection laws, and sectoral regulations into
a coherent consumer-protection framework that explicitly
covers online transactions, platform liability, unfair terms,
and redress, backed by stronger enforcement capacity and
specialized dispute-resolution mechanisms. Additionally, cy-
bersecurity is weak, which contributes to mistrust in online
transactions and interactions. Policy should also prioritize
robust cybersecurity governance, minimum security and pri-
vacy standards for platforms and payment providers, and
mass digital-safety education to address pervasive fears of
fraud and data.

Third, promoting capabilities within the SME sector
and lowering entry barriers may result in greater uptake and
integration. As pointed out earlier, there are a considerable
number of SMEs that have not yet been able to incorporate
digital technology into their operations for diverse reasons
ranging from insufficient finances and technological exper-
tise to inadequate organizational resources. Therefore, pro-
viding targeted support in the form of affordable financing
for investments in digital technologies, technical assistance
programs, and sharing digital infrastructure is vital to facil-
itating the process of adoption. Special emphasis must be
placed on those organizations that do not have sufficient re-
sources, such as youth-run, women-led, and rural enterprises
that rely heavily on social commerce.

Fourth, the issue of digital payments and mobile money
is critical, considering that it presents avenues for adoption.
However, mobile money may lead to problems related to
cost, taxation, and consumer protection. Charging for the use
of mobile money, for example through levies, exposes users
to costs and potential risks. Given the central but contested
role of mobile money and digital payments, regulators must

safeguard affordability, interoperability, and user protection

while systematically assessing the distributional impacts of
measures such as the electronic transaction levy on digital
financial inclusion and e-commerce uptake.

This finding also has direct implications for the strate-
gies of managers and digital platforms. Concerning the issues
of trust and regulation, rather than waiting for regulatory con-
solidation, digital platforms need to take proactive measures
and implement transparent return policies, trust signals, and
access to dispute resolution as part of the design of their
platform and their consumer experience strategy. Similarly,
instead of considering security and data protection as only
a legal requirement, security and data privacy could also
become key competitive advantages that positively affect
consumer trust and loyalty. About market growth opportu-
nities, there is an evident opportunity for digital platforms
focused on SME merchants to create barriers to entry by pro-
viding the right onboarding process, pricing, and supportive
services because SME merchant acquisition and retention
are among the key growth opportunities in Ghana.

Early investments by firms in creating capability among
under-served populations, such as youth-managed, female-
led businesses, and rural enterprises, will put them at an
advantage in the Ghanaian market, where relationships in-
fluence loyalty to products or prices equally. In terms of
payment systems, management needs to view the approach
as a strategic choice and track its impact on conversion rates
due to changes in payment policy costs, ensure ease through
payment option diversification, and monitor payment trends
within the payment ecosystem. Lastly, the lack of available
data within the Ghanaian digital commerce environment is
highly relevant to firms’ and managers’ strategy formula-
tion process. Decisions made within this context are more
fraught with uncertainties than in other environments, and
hence there is a need to develop internal intelligence ca-
pacities, conduct customer data capture, and use industry
alliances and involvement in academic research projects as

strategies for developing insights.

4.3. Limitations of This Study

The study has a few limitations that should be acknowl-
edged. First, it is restricted to publications from 2010 to 2025
as well as Ghana-specific studies, which means earlier work
and relevant studies published in a broader African context
may have been missed.
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Second, consistent with scoping-review methodology,
the study did not undertake a formal critical appraisal of
study quality; even though this approach is appropriate for
mapping broad evidence landscapes, it limits the extent to
which individual findings can be weighted by methodologi-
cal robustness or risk of bias. Thus, these findings must be
interpreted in a context of being indicative of broader patterns
and not providing conclusive evidence. Future systematic
reviews building on this study should include a formal qual-
ity assessment process for more precise and generalisable
conclusions.

Furthermore, the search for literature was limited to
a few databases, which leaves room for more Ghanaian-
focused studies that are yet to be explored. Finally, the
available evidence base is itself heavily skewed toward cross-
sectional, urban-based surveys of relatively connected par-
ticipants. As a result, the synthesis may overrepresent the
experiences and perspectives of more formalized or digitally
connected participants and may not fully capture the real-
ities of rural, informal, or less-connected segments of the

Ghanaian economy.

5. Conclusion

In conclusion, Ghana’s digital commerce ecosystem is
neither nascent nor fully mature, but rather in a state of tran-
sitional, hybrid development. This scoping review demon-
strates that while digital experimentation via social media
and mobile money is pervasive, the sector remains strati-
fied by persistent structural, regulatory, and socio-cultural
constraints. The reliance on mixed online-offline practices
among informal sectors and micro-enterprises highlights that
current digital adoption is an act of continual improvisation
rather than a linear migration to formal e-commerce.

This study makes three specific contributions to the
body of existing literature. First, it provides the first
Ghana-specific scoping review that integrates evidence on
e-commerce, mobile commerce, and social commerce across
firm-level, consumer-level, and policy dimensions simultane-
ously. This contribution is important because all the previous
reviews on digital commerce have attempted to either com-
bine several developing countries within one geographical
location or have focused solely on a single level of analy-

sis. Secondly, it expands the theoretical understanding by

demonstrating that digital commerce adoption in Ghana is
hybrid and uneven, that is, it is not a transition from tradi-
tional to digital systems, but rather an integration of both.
Therefore, it requires contextualization of the existing mod-
els of adoption (such as TAM and UTAUT). Third, it research
provides a structured map of research gaps, including the
underrepresentation of rural and northern populations, the
limited empirical documentation of social commerce, and
the absence of longitudinal and qualitative designs in the
existing literature.

For policymakers, the significance of these findings
points to the need for policy to move beyond generic ICT
promotion toward ecosystem-level interventions. This re-
quires prioritizing areas include consolidating fragmented
consumer protection legislation into a coherent framework
covering online transactions and platform liability, investing
in broadband infrastructure and digital addressing systems
in underserved regions, and designing mobile money regula-
tions that safeguard affordability and interoperability while
protecting users from fraud. At the firm level, the findings
highlight the importance of phased adoption strategies that
begin with accessible social commerce channels and progres-
sively integrate transactional capabilities as infrastructure
and trust conditions improve. Sector-specific support such as
youth-specific, women-specific, and rural trade is essential
to ensure that the benefits of digital commerce are distributed
equitably.

Future research must move beyond cross-sectional
surveys of relatively connected, urban populations to em-
ploy longitudinal and qualitative designs that capture the
long-term impact of digital commerce on livelihoods, gen-
der dynamics, and marginalized groups. Research is par-
ticularly needed on the informal social commerce ecosys-
tem, the distributional effects of fiscal policies such as the
electronic transaction levy, and the governance of emerg-
ing digital infrastructure including drone delivery and Al-
enabled platforms. Comparative studies situating Ghana
within the broader West African and African context would
also strengthen the evidence base for regional policy coordi-
nation.

Ultimately, Ghana stands at a critical juncture. The
building blocks for a vibrant digital economy are in place;
however, whether this momentum leads to inclusive devel-
opment depends on effectively addressing the deep-seated
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structural barriers identified here. By doing so, scholars and
policymakers can ensure that the promise of digital com-
merce benefits all Ghanaians, not only those already posi-
tioned within the formal economy.
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