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The e-tailing market in Lebanon is an active market and is growing steadily in
the most recent years. The main aim of this research is to identify the key
opportunities and challenges that e-tailing is encountering in Lebanon.
Exploring these opportunities and challenges is based on a case study research
strategy for gathering the necessary quantitative and qualitative data as
required for answering the main research questions. The research findings
indicate that the growth of the digital variables which include the internet users,
social media users, mobile connections, and mobile social users have
contributed to the most recent growth of e-tailing in Lebanon. Furthermore, the
main challenges that are hindering e-tailing growth include the undeveloped
ICT infrastructure, poor internet speed and high costs, online fraud and
insecure transactions, and lack of laws and regulations for protecting online
customers.
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Introduction
Electronic Commerce (E-commerce)
Information and communication technologies are allowing companies to generate profits and
to create value for their customers through e-commerce (Hanson and Kalyanam, 2020). The ecommerce is a modern business methodology that addresses the needs of businesses and
customers (Joseph, 2019). Organizations are adopting e-commerce for several reasons such as
cutting cost, improving quality of goods and services, and improving service delivery (Joseph,
2019). E-commerce involves using modern information and communication technology to
perform online business transactions (Laudon & Trevor, 2017). The online business
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transactions are represented in the buying and selling transactions that take place online. Ecommerce is a key component of e-business; e-business is the use of technology specifically
the internet in order to execute business processes; e-commerce is a part of e-business that
allows online transactions (Laudon & Laudon, 2017).
The online business transactions result in rich information, cost advantage, and improved
communication (Heizer, Render and Munson, 2017). E-commerce provides several ways to
exchange information within and between organizations which supports the corporate decision
making. As an example of cost advantage, Coca-Cola was able to reduce its B2B transactional
costs by 85% when it moved its offline customers online (Del Rowe, 2017). The growth and
development of e-commerce rely on the available IT infrastructure and the relevant
organization’s investments (Ho, Kauffman & Liang, 2011). New technologies such as social
media are significantly contributing to the development of e-commerce through engaging
customer and improving customer interactivity (Hajli, 2017). The availability and access to
modern technologies and e-commerce applications enhance the trade flow locally and globally
(Xing, 2017). Furthermore, the growth of e-commerce mainly depends on the institutional laws
and provisions that facilitate customers’ online transactions and protect information in addition
to many other e-commerce aspects (Blythe, 2014).
Electronic Retail (E-tail)
E-commerce market size will be increased significantly in the coming decade as firms must
invest in their digital capabilities especially e-commerce in order to stay competent and in
business (Del Rowe, 2017). Customer satisfaction, affordable prices, and ease of use have
substantial impacts on the e-commerce market growth (Goldsborough, 2009). E-commerce
growth is also enhanced by its main characteristics including the 24/7 operations, global reach,
and the efficient customer relationship management (Joseph, 2019). Mobile computing
platforms and social media have also contributed significantly to the growth of e-commerce
and customer satisfaction (Hajli, 2017). The increased customer awareness through the
extended markets access has also enhanced the sustainable growth of e-commerce and online
business over the traditional business practices (Sur, 2018).
The internet and new technologies are key enablers for e-commerce especially e-tailing. These
technologies resulted in the growth of e-commerce with special trade mode and global business
opportunities (Zhou et al., 2020). The digital transformation of the economy enables the
development of high-tech industries as well as the information and communication
infrastructure (Melnyk, 2018). E-commerce is the fastest growing sector within the technology
industry (Alibekova et al., 2020). The development of e-commerce has accelerated the
customers’ shift from offline to online shopping; furthermore, as we reasoned, this shift can be
enhanced by the improved customer satisfaction as for example in the case of Amazon Prime
Now service (Ramadan, Farah and Daouk, 2019).
Research Aims & Objectives
The main aim of this research is to determine the key factors that represent the main
opportunities and challenges for e-tailing in Lebanon. Furthermore, to assess how these factors
can impact the electronic retail market’s performance and development within Lebanon. To do
so, the following research objectives need to be achieved:
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-

Build a conceptual framework from the current literature in order to determine the main
variables that have impacts on the growth of e-tailing.
Gather the necessary quantitative and qualitative data as required for answering the
research questions.
Analyze the collected data and finalize the research conclusions.

Research Questions
The main research questions are focused on the key elements that represent the opportunities
and the challenges for the e-tail market in Lebanon, as well as, the impacts of these elements
on the e-tail market. The research questions are:
-

What are the main opportunities and challenges within e-tail market?
How these opportunities and challenges impact the e-tail market?

Literature Review
The literature review focuses on the topics that are closely connected to the stated research
objectives and questions. The main e-commerce topics that will be discussed include: the ecommerce types, e-tailing, e-tailing business models, and the most important challenges and
opportunities that the companies are facing in the e-tail markets.
E-commerce Types
The e-commerce main goal is to increase the revenues of the businesses through commercial
transactions with other businesses and customers. The simplest definition of e-commerce is; ecommerce is the online buying and selling of goods and services through computing devices
such as computers, tablets, or smartphones (Alfonso et al., 2021). Laudon & Trevor (2017)
have identified three main types of e-commerce:
-

Business-to-consumer (B2C) e-commerce;
Business-to-business (B2B) e-commerce;
Consumer-to-consumer (C2C) e-commerce.

E-commerce transactions can be either buy-side or sell-side (Chaffey, Edmundson-Bird &
Hemphill, 2019). Buy-side e-commerce includes the transactions between the organization and
its suppliers and business partners, and the sell-side e-commerce is between the organization
and its customers (Chaffey, Edmundson-Bird & Hemphill, 2019). The advanced information
systems solutions, software programs, and collaborations tools are the main enablers for many
businesses to become digitalized (Ismail et al., 2017). For example, Walmart has always been
at the forefront of adopting new technologies, making use of them across all its operations.
Walmart had automated almost all its inventory management processes including suppliers’
related processes through its SCM systems and internet technology. But this is not limited to
the B2B e-commerce division of Walmart; the leading position of the company in adopting
digital technologies for commercial purposes is one of the main important factors of the
company's overall success (Malenkov et al., 2019).
E-commerce Growth
The digital transformation within business calls for significant changes in the organization’s
processes, structure, and systems in order to improve the business performance through
investing in digital technology (Chaffey, Edmundson-Bird & Hemphill, 2019). Figure 1
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
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displays the worldwide e-commerce growth between 2014 and 2021 and the expected ecommerce growth from 2022 until 2025. The rapid growth of internet in the most recent years
in the developing countries have resulted in growth in the internet users where these users are
ready to use the internet as their main shopping platform (Alshehri and Meziane, 2017). The
increased internet penetration in Ukrain has resulted in increased internet users visits to ecommerce websites where 67% of the total internet users visit websites related to e-commerce
(Babenko et al., 2019). Smartphones and mobile financial services are the main drivers of ecommerce growth in Nigeria because the smartphone is the first point of internet access for
most of the people there (Adesoji, 2019). Moreover, the mobile payment services allow most
people to pay remotely for their purchases because there is a substantial number of people don’t
have payment cards such as bank’s credit or debit cards (Adesoji, 2017). In another study which
took place in Slovakia the results showed that mobile digital technology is the most preferred
online shopping device (Štefko, 2019). Social media has also resulted in positive impacts on
the e-commerce recent growth (Singh & Singh, 2018). Small businesses are relying on social
media platforms as a winning and competitive strategy in order to improve their products and
services and to increase customer satisfaction (Consoli, 2017). Furthermore, mobile, social,
and local e-commerce became major enablers for e-commerce (Laudon & Trevor, 2017).
Mobile commerce is growing significantly because most people are using smartphones for
accessing the internet (Laudon and Laudon, 2017). Mobile commerce is an enabler for all ecommerce transactions such as B2C, B2B, and C2C, it also allows customers to access social
sites and locate local merchants (Laudon and Laudon, 2017). Ease of use and convenience are
main supporting factors for e-commerce growth in the most recent years as well (Mansur et al.,
2019). Furthermore, user’s confidence is a main enabler for the e-commerce sustainable growth
(Mansur et al., 2019).

Figure 1: Retail E-commerce Sales between 2014 and 2025
Source: (Statista, 2022)
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E-Commerce Challenges
Lack of information and communication technology (ICT) infrastructure is one of the main
reasons behind the slow growth of e-commerce (Alshehri and Meziane, 2017). High speed
internet and online security are the main challenges for e-commerce development in the
developing economies (Xing, 2017). Internet global diffusion and other digital technologies
such as smartphones and social media are key enablers for e-commerce growth, but lack of
ICT infrastructure slows down this growth in developing countries (Vinod, Tasleem, and
Majid, 2014). The continuous power outages are also preventing the smooth adoption of ICT
by companies and non-governmental organizations (NGOs) in developing countries (Asare,
Gopolang, and Mogotlhwane, 2012). The common challenges which are hindering the growth
of e-commerce include: poor infrastructure services (e.g., electricity and ICT), low population
size, and poor financial services (Karine, 2021). The technological and financial factors are the
most critical factors impacting the growth of e-commerce in developing countries (Dahbi &
Benmoussa, 2019).
Electronic Retail (E-Tailing)
E-commerce is a natural fit for retailers selling small consumer items such as hand wearables,
gifts, clothes, and electronics among thousands of other items, because these products are easy
to choose, commonly sold online, and inexpensive to ship (Ordysinski, 2011). The online retail
stores are often called e-tailers, and the main difference between the traditional shop and the etailer is that the customers need to connect online to buy what they need (Laudon and Laudon,
2017). E-tailing is the online buy and sell transactions of goods and services between a business
and its customers (Corporate Finance Institute, 2022). E-tailing is a B2C e-commerce which
is mainly focused on selling products and services to individual customers (Laudon & Trevor,
2017). E-tailing’s digital products are delivered to the customer directly online while nondigital products are delivered by other logistic means (Gupta & Hooda, 2011).
E-Tailing Business Models
In order to identify the main challenges and opportunities in e-tailing markets, we need to
understand e-tailing business models and how they operate. According to Laudon and Laudon
(2017), e-tail is one of the e-commerce B2C business models which include: e-tailer (online
retail store), community provider (social platform for online transactions), content provider
(information content provider), portal (search tools and centralized contents), transaction
broker (transaction platforms), market creator (digital marketplaces), and service provider
(online).
The e-commerce business model is the concept based on the ways of generating revenues and
creating value (Turban’s et al., 2015). Laudon and Laudon (2017) argued that a successful ecommerce business model should be based on eight elements including: value proposition,
revenue model, market opportunity, competitive environment, competitive advantage, market
strategy, organizational development, and management team. Hsu et al. (2008) classified the
e-commerce business models based on three roles: supplier-oriented, consumer-oriented, and
supporter-oriented. The supplier-oriented role includes the content provider, the e-tailer, and
the manufacturing models; the consumer-oriented role includes the community and user
creating models; and the supporter-oriented role includes the affiliate, brokerage, and trust
intermediary models (Hsu et al., 2008). Hsu et al. (2008) stated that e-commerce business
models tend to be more interactive and participable, and that the supporter-oriented and userCopyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
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oriented business models have more adoptive rates than the supplier-oriented business models.
E-tailing business models are classified into four main types (Laudon & Trevor, 2017):
-

Virtual Merchants: e-commerce firms that generate their revenues from online sales.
Omni-channel Merchants (BRICKS-AND-CLICKS): companies that offer their
products in physical stores and online.
Catalog-Merchants: established companies that have a national offline catalog
operation and recently developed online capabilities.
Manufacturer-Direct firms: manufacturers who sell directly online to consumers.

Turban et al. (2015) have classified six categories of e-tailing business models based on the
distribution channel used:
-

Traditional mail-order retailers who also sell online.
Direct marketing by manufacturers: direct online sales to the customers in addition to
selling via retailers.
Pure-play e-tailers: e-tailers who sell only online.
Click-and-mortar (“brick-and-click”) retailers: retailers who provide online offering to
support their regular business activities.
Internet (online) malls: a website that includes many stores.
Flash sales: offering online discounts to the customers either directly or through
intermediaries.

Chen et al. (2020) have determined two possible business models for e-tailers: the reselling
model and the agency selling model. The main factors that determine the e-tailing systems’
success include information quality, system quality, service quality, product quality, and
perceived price (Wang et al., 2018). Firms typically make use of more than one business models
at the same time to stay competitive, however, they have to pay extra attention in order not to
have an offering that is too confusing to the customers (Stewart & Zhao, 2000).
E-tailing Market Opportunities
The internet has provided substantial opportunities for e-tailing market development as many
of the existing brick-and-mortar retailers already have online retailing (Altıntaş et al., 2019).
Online consumers are buying variety of products including expensive jewelries, cars, big TV
screens, and building supplies (Turban et al., 2015). Many of the early pure-play online firms
who pioneered the online retail had failed because they misjudged the success factors in this
market (Laudon & Trevor, 2017). E-Tailing is growing faster than its offline counterparts even
though it represents only 8% of the entire retail market based on the new functionalities and
product lines being added on daily basis to this market (Laudon & Trevor, 2017). According
to Doherty & Ellis-Chadwick (2006) the adoption of the online retailing by firms is driven by
the organizational readiness and to a great extent by the external pressures.
The rapid advancement of digital technologies and services along with the continuous
entrepreneurial innovations in business and marketing will ensure the full transformation of the
coming decades into digitally enabled social and commercial life (Laudon & Trevor, 2017).
The ICT infrastructure services (e.g., internet services and mobile services), social networks,
and flexible and reliable financial services are vital opportunities for e-tailing success (Xu &
Quaddus, 2009). Technology readiness and e-service quality have positive impacts on the
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
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online retailing through influencing the customers’ purchasing decisions (Mummalaneni,
Meng and Elliott, 2016). Furthermore, there is a positive relationship between the adoption of
the B2C e-commerce, and technology access, human resources development, and the political
and regulatory environment (Adam, Alhassan & Afriyie, 2020).
Additional factors that can enhance e-tailing opportunities include transactions security,
affordable prices, vendor quality, and advanced digital services (Liao & Cheung, 2001).
Payment security has substantial impacts on the online shoppers’ purchasing decision and
intentions (Zhao et al., 2021). Customer’s online purchasing intentions are influenced by the
personal online experience in terms of the perceived value and satisfaction which are also
influenced by the information quality, system quality and service quality (Wang, 2008).
E-tailing Market Challenges
The government bureaucracies, poor telecommunication infrastructure, and the lack of
information technology competencies are the main challenges for e-commerce growth (Dahbi
& Benmoussa, 2019). The lack of digital technologies such as IT infrastructure, mobile
network, and internet speed and availability prevent customers from purchasing online (Karine,
2021). Poor infrastructural services such as continuous power outages in developing countries
and traditional banking and financial services contribute to hindering online purchases (Karine,
2021). The technological and financial factors are the most critical factors impacting the growth
of e-tailing in developing countries (Dahbi & Benmoussa, 2019). Other challenges such as
information security and online frauds can also hinder the growth of e-tailing and ecommerce
(Turban et al., 2015). The commercial development of the internet has costs for individuals,
organizations, and societies because the internet technology and its uses in e-commerce disrupt
the existing social and business relationships (Laudon & Trevor, 2017). Moreover, there are
major issues emerged with e-commerce such as information rights, property rights,
governance, and public safety and welfare; in addition to the ethical, social, and the political
controversies (Laudon & Trevor, 2017).
As a result, the e-commerce opportunities which include the technological advancements, emarkets developments, political and regulatory environment, business readiness, public
technology literacy, and customer satisfaction can turn into challenges due to the reasons
explained within this section.
Summary of Literature Review
The contemporary digital economy and digital transactions such as e-commerce are based on
digital enabling infrastructure which consists of information technology, telecommunication
equipment and services, organizations, Internet of Things, and support services (Barefoot et
al., 2018). The technological innovation and the resulting digital technologies including
internet diffusion, mobile devices, social networks, and secure online transactions are main
enablers for digital transactions (Bukht & Heeks, 2017). Based on the majority of research, the
internet diffusion and accessibility (Alshehri and Meziane, 2017); smartphones, mobile
services, contemporary financial services such as mobile payments and wallets (Adesoji,
2019), social networks (Singh & Singh, 2018), and mobile commerce (Laudon and Laudon,
2017) are vital enablers for e-tailing through creating real opportunities for the online retail
growth. At the same time, the majority of research determined lack of ICT infrastructure
(Alshehri and Meziane, 2017), poor infrastructure services (e.g., telecommunications and
power supply), lack of population, lack of financial services (Karine, 2021), poor internet speed
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
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and insecure online transactions (Xing, 2017), lack of access to smartphones, poor mobile
services, and social networks (Vinod, Tasleem, and Majid, 2014) as the main challenges which
hinder the growth of e-tailing especially in developing and poor countries. Based on the
presented literature review the following conceptual framework has been developed:
Internet Users
(independent variable)

Mobile Connections
(independent variable)
Social Networks

E-Tailing
(dependent variable)

(independent variable)
Financial Services
(independent variable)
Research Methodology
Overview
The adopted research approach for this study is abductive with descriptive research purpose.
Abductive research adopts range of research methods and data types in order to satisfy the main
research purpose (Saunders, Lewis and Thornhill, 2019). The descriptive research provides the
necessary answers about a certain situation or event and answers variety of questions including
what and how (Greener, 2008).
Methodological Choice
This research is based on mixed research methods which use quantitative and qualitative
secondary data for answering the main research questions and hence achieve the main research
aim. Secondary data is the data which is collected by other researchers, organizations, and
institutions and there is a vast amount of secondary data accessible over the web (Greener,
2008). The collected secondary data for this research includes statistical figures and thematic
information.
Research Strategy
This research is based on case study strategy to collect the necessary research data from the
available data sources about the main e-tailing opportunities and challenges in Lebanon. The
data sources include statistical organizations, governmental institutions, and other specialized
international and research organizations. The numerical data for this research were retrieved
online from the Datareportal website which is a specialized statistical website. The qualitative
data were collected online as well from the websites of the Lebanese Ministry of Economy &
Trade, International Trade Administration, Executive Magazine, and LLOYDS Bank. Both
types of data are available online and can be accessed freely. Thus, the collected research data
can be accessed through the websites URLs as provided in the list of references.
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
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Data Analysis Techniques
The gathered quantitative data about the digital variables, financial services, and online
purchases were analyzed using inferential statistics (correlations) and descriptive statistics
(exploratory charts) based on MS Excel software. The gathered qualitative data were analyzed
using Thematic analysis.
Data Findings & Analysis
This chapter includes the data analysis and interpretations to deduce the relationship between
the digital variables, financial factors, and e-tailing market in Lebanon. We will also discuss
the main challenges of the e-tailing in the Lebanese market.
Data Findings
Table 1: Digital Indicators/Variables
2017
2018
2019
Total Population
6.01 m 6.09 m 6.08 m
Internet Users
4.55 m 5.54 m 5.55 m
Active Social Media Users
3.50 m 4.00 m 4.00 m
Mobile Connections
4.48 m 4.56 m 4.65 m
Active Mobile Social Users 3.10 m 3.60 m 3.80 m

2020
6.84 m
5.35 m
4.1 m
4.65 m
4.1 m

2021
6.8 m
5.31 m
4.37 m
4.57 m
4.34 m

Source: (Datareportal, 2021)

Table 1 presents the real figures about the main digital indicators as key enablers for e-tailing
in Lebanon for the period between 2017 and 2021. Based on the digital indicators as presented
in Table1, the total population has increased from 6.01 m to 6.8 m. At the same time, the rate
of the internet users has also grown from 4.55 m to 5.31 m during the same period. This is
equal to 78% of the population who has access to the internet, while in 2017 the internet users
represented 75% of the total population. The number of active social media users has also
grown from 3.5 m to 4.37 m with 6% increase (from 58% to 64% of the total population). The
number of mobile connections has also increased from 4.48 m to 4.57 m within the same period
but it can be noticed that the mobile connections declined from 4.65 m in 2019 and 2020 to
4.57 m in 2021 which might be caused by the current economic crisis which the country is
encountering. The largest increase can be observed in the number of active mobile social users
that has increased from 3.10 m to 4.34 m within the same period (from 51% in 2017 to 64% in
2021).
Table 2: Annual Digital Growth - Yearly Changes In Key Digital Indicators
2017
2018
2019
2020
2021
Population
0.1%
0.2%
-0.1%
-0.2%
-0.6%
Internet
+3%
+22%
+0.1%
-0.2%
-0.6%
Users
(+123k) (+995k) (+6.475k)
(-13k)
(-34k)
Active
+35%
+14%
0%
+6.8%
0%
Social
(+900k) (+500k) (unchanged) (+261k) (unchanged)
Media Users
Mobile
+3%
+2%
+2%
+0.9%
0.8%
Connections (+141k) (+79k) (+89k)
(+41k)
(+35k)
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Active
Mobile
Social Users

+35%
+16%
+5.6%
(+800k) (+500k) (+200k)

+7.9%
(+300k)

+5.9%
(240k)

Source: (Datareportal, 2021)

Table 2 depicts the yearly digital growth / digital adoption changes in percentages, as well as,
in thousands for each digital indicator for the period between 2017 and 2021. Before start
explaining the digital indicators performance, the data depicts that the total population has
decreased from 0.1% and 0.2% in 2017 and 2018 respectively to -0.6% in 2021. With this
information in mind, the internet users’ growth has increased from 3% to 22% within 2017 and
2018 respectively and scored -0.6% decline by 2021. The Active social media users’ growth
has also decreased from 35% in 2017 to 0% in 2019 with minor growth by 6.8% in 2020 and
another decline to 0% by 2021. Mobile connections growth has been declined from 3% in 2017
to 0.8% by 2021. Furthermore, the active mobile social users’ growth has also decreased from
35% in 2017 to 5.9% in 2021.
Table 3: Financial Services
2017 2018 2019
Bank Accounts
47%
47%
45.6%
Credit Card
11%
11%
13.6%
Mobile Money Account 0.7% 0.7% 0.7%

2020
45%
15%
0.7%

2021
44.8%
14.9%
0.7%

Source: (Datareportal, 2021)

The financial services and e-commerce data table shows the necessary data about the financial
services included in this study and the necessary data about the online purchases in Lebanon
during the period between 2017 and 2021. To start with the studied financial services, the first
financial service which is the Bank Accounts showed slight decline from 47% to 44.8% during
the specified period which might be related to other factors such as the COVID-19 pandemic
as well as the current financial crisis in the country. The Credit Card service showed remarkable
growth between 2018 and 2020 as it increased from 11% to 15% within these three years, while
in 2021 it declined slightly by 0.01%. Another financial service is the Mobile Money Account
which showed stability without any growth or decline between 2017 and 2021 where 0.7% of
the total population using such accounts. This stability might be connected to other reasons that
can be studied and analyzed in another research scope.
Table 3: Online Purchases/E-Tailing
2017 2018 2019
2020
Online Purchases 4%
4%
12.1% 16%

2021
16.4%

Source: (Datareportal, 2021)

The online purchase which includes the electronic retail as well as the online bills payments
showed steady and continuous growth between 2017 and 2021 as it increased from 4% up to
16.4% within these years. In 2019 the online purchases jumped from 4% to 12.1% and it
continued its growth to reach 16% and 16.4% within 2020 and 2021 respectively.
E-commerce Challenges
The data in this section are based on an e-commerce survey which is published on the website
of the Lebanese Ministry of Economy & Trade. The survey is about e-commerce challenges in
Lebanon and it identified 75 businesses involved in B2C e-commerce where 56 of those
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
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businesses responded to the survey (Ministry of Economy & Trade, 2011). According the
Ministry of Economy & Trade (2011) the results of the survey came as the following:
The main stoppers of e-tailing in Lebanon are:
-

The high cost of Internet and the telecommunications infrastructure;
The unavailability of fast internet connections (broadband);
The lack of confidence of the consumer in Internet transactions;
The lack of a regulatory framework;
The high cost of shipping packages.

The most recent situation about the above e-tailing stoppers is summarized in the following
table based on the most recent studies and surveys:
Table 4: E-Tailing Challenges
International
Trade Executive Magazine. Nahas
Administration (2021)
(2021)
Slow internet speeds and Lack of sufficient and developed
high connectivity costs
ICT infrastructure.
Poor ICT infrastructure
Current legal system doesn’t
meet the international legal
standards that protect customers
in their online shopping process.

LLOYDS Bank (2022)
Lack of trust when it comes
to online payment security
Poor e-commerce laws or a
regulatory framework for etransactions

The most recent studies have identified that the old e-tailing challenges are still existing except
for the high cost of shipping packages.
Data Analysis & Discussion
Digital Indicators/Variables
The data analysis shows a moderate correlation between population and other digital variables
including the internet users, active social media users, and mobile social users, and a strong
correlation between population and mobile connections/subscriptions. Also, the data analysis
shows strong correlation between social media users and mobile connections/subscriptions,
and between mobile connections/subscriptions and mobile social users, and very strong
correlation between mobile social users and social media users.

Figure 1: Digital Variables Correlations
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The digital variables have a positive relationship with the total population wherein the total
population growth has been accompanied with digital growth in the studied digital variables in
Lebanon between 2017 and 2021. There is also a strong and developing relationship between
the active social media users and the mobile subscribers. Based on the figures of the active
social media users and the active mobile social users within the last two years, it can be inferred
that almost all the active social media users are accessing their social media accounts from their
mobile devices. During 2019 and 2020, the figures showed that there are 4 and 4.1 million
active social media users as well as 3.8 and 4.1 million active mobile social users respectively.
Therefore, almost all the active social media users during the last two years are accessing their
social media accounts from their mobile devices. As a result, it can be concluded that there is
a substantial growth in the given digital indicators over the past five years in Lebanon.
The growth in population has increased the internet users significantly especially in 2017 and
2018. The 0.1% and 0.2% increase in the population in these years has increased the internet
users by 3% and 22% within the same years respectively. While in the last three years from
2019 until 2021 the decrease in the population has resulted in decrease in the internet users’
growth in Lebanon for the same years. The active social media users have also been impacted
by the population’s growth rates as it increased by 35% and 14% in 2017 and 2018 respectively
as the population grew by 0.1% and 0.2% during the same years. However, the active social
media users’ growth scored 6.8% in 2020 which less than the half of the growth rate scored in
2018 as the population’s growth scored -0.2% for the same year. For years 2019 and 2021, the
active social media users’ figures were 0% as the population’s digital adoption decreased by 0.1% and -0.6% in the same years respectively. The mobile connections/subscriptions growth
continued to increase by 3%, 2%, and 2% from 2017 until 2019, while declined to 0.9%, and
0.8% within 2020 and 2021 respectively. The growth in mobile connections within 2017 and
2018 has been accompanied with growth in population by 0.1% and 0.2% for the same years
respectively. While the decline in the population growth rates which started in 2019 and
continued until 2021 has resulted in decline in the mobile connections growth within 2020 and
2021 by 0.9% and 0.8% respectively. As a result, the mobile connections/subscriptions
indicator has been impacted by the population’s growth and both are positively related. The
active mobile social users continued to grow by 35%, 16%, and 5.6% during 2017, 2018, and
2019 respectively. It can be noticed that the active mobile social users declined substantially
between 2017 and 2019 as the active social media users and population’s growth declined over
the same years. In 2020 and 2021, the active mobile social users’ indicator started to improve
again despite the decline in the rest of the digital indicators as well as the population which
means that more people are accessing social media from their mobile devices. Finally, the
interpreted results show a positive relationship between the growth of the population and the
digital adoption, and hence the growth of the digital variables under study. In other words, the
growth in the digital adoption between 2017 and 2021 has led to growth in the digital variables
within this study, while the decline in the digital adoption’s growth resulted in decline in the
growth of the same digital variables.
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Financial Services
The financial data analysis in Figure 2 shows a very strong positive correlation between credit
card and online purchases. The other financial variables within this study don’t provide any
statistical significance with the online purchases.

Figure 2: Financial Variables Correlations

Figure 3 shows the performance of the financial variables based on Table 3. The below figure
shows that the financial services had poor performance between 2017 and 2021 except for the
credit card variable which showed slow and gradual increase between 2018 and 2021. This
growth interprets the psoitive relationship between credit card and online purchases which is
supported by the strong positive correlation between both variables.

Financial Services
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Figure 3: Financial Services Performance
Online Purchases
The following linear chart display the substantial growth of online purchases in Lebanon. The
online purchases increased from 4% in 2017 and 2018 to 12% and 16% in 2019 and 2020
respectively. This growth in the online purchases is accompanied with growth in the digital
variables including the internet users, active social media users, mobile connections, and
mobile social media users.
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Figure 3: Online Purchases Performance

Online Purchases Challenges
Based on the provided data findings and the performed thematic analysis the challenges which
continue to impact the e-tailing sector in Lebanon are:
-

The undeveloped ICT infrastructure.
Poor internet speed and high costs.
Online fraud and insecure online transactions
Lack of laws and regulations for protecting online customers.

Summary of Data Findings & Analysis
The increase in total population in Lebanon for the period between 2017 and 2021 has resulted
in growth in the digital variables which include the internet users, active social media users,
mobile connections/subscriptions, and active mobile social users. This growth is a result of the
positive relationship between the total population and the digital variables under study. The
data analysis presented a positive moderate correlation between the total population and the
other digital variables. Furthermore, the data analysis depicted strong correlations between
social media users and mobile connections/subscriptions, and between mobile
connections/subscriptions and mobile social users, and very strong correlation between mobile
social users and social media users. The decline in the total population growth which started in
2019 and continued until 2021 resulted in decline in the growth of internet users as well as
slow growth of other digital variables.
The financial service that are discussed in this study have witnessed weak performance between
2017 and 2021. The bank accounts growth has declined from 47% down to 44.8% between
2017 and 2021 which can be understood as a result of the ongoing economic crisis within the
country. As for the credit cards factor, it showed steady growth between 2017 and 2020 with
minor decline in the growth by 0.1% during 2021. However, the mobile money accounts factor
didn’t show any growth improvements or decline between 2017 and 2021, as its growth rate
continued to score 0.75 over the same period. The data analysis presented a strong positive
correlation between the credit card factor and the online purchases. The online purchase
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showed steady and continuous growth between 2017 and 2021 as it increased from 4% up to
16.4% within these years.
In 2019 the online purchases jumped from 4% to 12.1% and it continued its growth to reach
16% and 16.4% within 2020 and 2021 respectively. This growth has been accompanied with
growth of other digital variables under this study. Regarding the e-tailing challenges in
Lebanon, based on the most recent and previous studies the main challenges that can result in
negative impacts on the e-tailing in Lebanon include: the undeveloped ICT infrastructure, poor
internet speed and high costs, online fraud and insecure online transactions, and lack of laws
and regulations for protecting online customers.
Conclusion, Limitations, and Recommendations
Conclusion
The growth of the digital variables including the internet users, social media users, mobile
connections, and mobile social users within the period 2017-2021 in Lebanon has resulted in
growth in e-tailing (online purchases). Technology readiness (Mummalaneni, Meng and
Elliott, 2016) and digital technologies are vital enablers for e-tailing (Laudon & Trevor, 2017).
These technologies include internet services, mobile services, social networks, and electronic
financial services (Xu & Quaddus, 2009). The growth of the digital adoption rates in Lebanon
which was enhanced by the growth of the population has enhanced the e-tailing growth. Based
on that, the e-tailing growth scored 4%, 4%, 12.1%, 16%, and 16.4% within 2017-2021
respectively. However, the financial services didn’t play a remarkable role in the growth of etailing in Lebanon within the same period. As for the key e-tailing challenges, the research
results determined that the undeveloped ICT infrastructure, poor internet speed and high costs,
online fraud and insecure transactions, and lack of laws and regulations for protecting online
customers are the main challenges which are slowing down the rapid growth of e-tailing in
Lebanon. Technology infrastructure (Dahbi & Benmoussa, 2019), internet speed and costs
(Karine, 2021), online security (Xing, 2017), and supportive regulatory framework (Adam,
Alhassan & Afriyie, 2020) are the main challenges which can hinder the growth of e-commerce
business. However, despite the low internet speed and high connectivity costs many e-tailing
ventures have emerged in Lebanon during the COVID-19 pandemic and the resulted business
closures (International Trade Administration, 2021).
Limitations
The main limitations that impacted the results of this research can be summarized in the
following points:
-

-

The limitation of the data availability about the digital variables that have influences on
the e-tail market in Lebanon.
The data related to the years between 2019 and 2021 was impacted substantially by
other factors such as the COVID-19 pandemic and the current economic & financial
crisis which might not reflect the real/normal e-tailing growth trends as such factors
might not persist in the future.
The available data doesn’t include the e-commerce transactions data including the
transactions platforms, products, payment methods, and customers among many others.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

27

Volume 7 Issue 26 (June 2022) PP. 13-31
DOI: 10.35631/JISTM.726002

Recommendations
The following recommendations can help improving the results of any future research that will
focus on the e-tail market in Lebanon:
-

-

Including the online customers and business in any future research will enhance the
current research findings about the e-tailing opportunities and challenges in Lebanon.
Future research including e-commerce transactions data can help finding the key
relationships between the e-tail market and other factors such as products, customers,
and financial institutions.
The political and economic stability can help improving the quality of the gathered
data and thus results in improved research results in the future.

References
Adam, I. O., Alhassan, M. D. & Afriyie, Y. (2020). What drives global B2C E-commerce? An
analysis of the effect of ICT access, human resource development and regulatory
environment. Technology analysis & strategic management, 32(7), 835-850. doi:
1080/09537325.2020.1714579
Adesoji, A. (2017). Mobile technology, social media and 180 million people. Journal of
Business Administration and Management Sciences Research, 6(5), 082-085
Akar, H. and Yurter, Y. A. (2015). Elektronİk Tİcaretİn Vergİlendİrİlmesİnde Son GelİŞmeler.
International Journal of Social Inquiry, 8(1), 1-28.
Alfonso, V., Boar, C., Frost, J., Gambacorta, L. and Liu, J. (2021). E-commerce in the
pandemic
and
beyond. Retrieved
from:
https://www.bis.org/publ/bisbull36_appendix.pdf
Alibekova, G., Medeni, T., Panzabekova, A., & Mussayeva, D. (2020). Digital Transformation
Enablers and Barriers in the Economy of Kazakhstan. The Journal of Asian Finance,
Economics
and
Business , 7 (7),
565–
575. https://doi.org/10.13106/JAFEB.2020.VOL7.NO7.565
Alshehri, H., & Meziane, F. (2017). Current state on internet growth and usage in Saudi Arabia
and its ability to support e-commerce development. Journal of Advanced Management
Science, 5(2), 127-132.
Altıntaş, M.H., Kılıç, S. and Akhan, C.E. (2019). The transformation of the e-tailing field: a
bibliometric analysis. International Journal of Retail & Distribution Management,
48(2), 152-168. doi: 10.1108/IJRDM-10-2018-0232
Asare, S.D., Gopolang, B. and Mogotlhwane, O. (2012). Challenges facing SMEs in the
adoption of ICT in B2B and B2C E‐commerce: A comparative case study of Botswana
and Ghana. International Journal of Commerce and Management, 22 (4), pp. 272-285
Babenko, V., Kulczyk, Z., Perevosova, I., Syniavska, O., & Davydova, O. (2019). Factors of
the development of international e-commerce under the conditions of globalization.
In SHS Web of Conferences (Vol. 65, p. 04016). EDP Sciences.
Bakri, M.J. (2020). Factors Affecting Consumers Trust in the Lebanese Business to Consumers
(B2C) Market. Doctoral dissertation, Beirut Arab University.
Barefoot, K., Curtis, D., Jolliff, W., Nicholson, J. R., & Omohundro, R. (2018). Defining and
measuring the digital economy. US Department of Commerce Bureau of Economic
Analysis, Washington, DC, 15.
Blythe, S.E. (2014). Fine-Tuning Vietnam's Electronic Transactions Law To Promote Growth
in E-Commerce. International Association of IT Lawyers.
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

28

Volume 7 Issue 26 (June 2022) PP. 13-31
DOI: 10.35631/JISTM.726002

Bukht, R., & Heeks, R. (2017). Defining, conceptualising and measuring the digital
economy. Development Informatics working paper, (68).
Chaffey, D., Edmundson-Bird, D., & Hemphill, T. (2019). Digital business and e-commerce
management. Pearson UK.
Chen, P., Zhao, R., Yan, Y. & Li, X. (2020). Promotional pricing and online business model
choice in the presence of retail competition. Omega, 94, 102085.
Chevalier, S. (2022). Retail e-commerce sales worldwide from 2014 to 2025. Statistica.
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
Consoli, D. (2017). The use of social media and e-commerce: A winning strategy for small
businesses. North Economic Review, 1(1), 109-119.
Corporate
Finance
Institute
(2022).
Electronic
Retail
(e-tailing).
CFI.
https://corporatefinanceinstitute.com/resources/knowledge/strategy/electronicretailing-e-tailing/
Dahbi, S., & Benmoussa, C. (2019). What hinder SMEs from adopting E-commerce? A
multiple case analysis. Procedia Computer Science, 158, 811-818.
Datareportal. (2021). Digital in Lebanon. Retrieved from: https://datareportal.com/digital-inlebanon
Del Rowe, S. (2017). Customer Preferences Drive B2B E-Commerce Growth: B2B ecommerce will reach $1.2 trillion by 2021; companies need to become more digitally
savvy to remain competitive. Information Today Inc.
Doherty, N. F. & Ellis-Chadwick, F. (2006). Electronic commerce in the retail sector: From
exploratory channel to strategic necessity. Emerald Group Publishing.
Gautam, V. and Sharma, V. (2019) Mediating Role of Company Information in the
Relationships among Perceived Risks and Purchase Intentions in an Online Retailing
Context. Journal
of
Relationship
Marketing,
18(1),
1–16.
doi:
10.1080/15332667.2018.1534056
Goldsborough, R. (2009). E-Commerce Continues Growth, but All Is Not Well for Digital
Merchants. Autumn Publishing Enterprises, Inc.
Greener, S. (2008). Business Research Methods London. Ventus Publishing.
Gupta, B. & Hooda, A. (2011). Retailing to e tailing: Evolution to Revolution. Retrieved from:
https://www.researchgate.net/publication/269390100_Retailing_to_e_tailing_Evolutio
n_to_Revolution_International_Journal_of_Retailing_and_Marketing
Hajli, N. & Featherman, M. S. (2017). Social commerce and new development in e-commerce
technologies. International journal of information management, 37(3), 177-178.
https://doi.org/10.1016/j.ijinfomgt.2017.03.001
Hanson, W. A., & Kalyanam, K. (2020). Internet marketing and e-commerce.(Student ed.).
Thomson/South-Western.
Heizer, J., Render,B. and Munson, C. (2017). Operations Management: Sustainability and
Supply Chain Management. Pearson Education, Inc.
Hemp, P. (2006). Are You Ready for E-tailing 2.0? Retrieved from:
https://hbr.org/2006/10/are-you-ready-for-e-tailing-20
Ho, SC., Kauffman, R.J. & Liang, TP. (2011). Internet-based selling technology and ecommerce growth: a hybrid growth theory approach with cross-model
inference. Information Technology Management, 12, 409–429. doi:10.1007/s10799010-0078-x
Hoffman, T. (2000). Un: Global e-commerce challenges abound. Computerworld, 34(28), 112.
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

29

Volume 7 Issue 26 (June 2022) PP. 13-31
DOI: 10.35631/JISTM.726002

Hsu, T. S., Chuang, S. P., Yang, C. L., & Hsu, C. J. (2008, September). Study on business
models for electronic commerce. In 2008 4th IEEE International Conference on
Management of Innovation and Technology, 664-668.
International Trade Institution (2021). Lebanon - Country Commercial Guide. Trade.
https://www.trade.gov/country-commercial-guides/lebanon-ecommerce
Ismail, M.H., Khater, M. and Zaki, M. (2017). Digital business transformation and strategy:
What do we know so far. Researchgate, 10, 1-35. doi: 10.13140/RG.2.2.36492.62086
Joseph, P. T. (2019). E-commerce: An Indian perspective. PHI Learning Pvt. Ltd.
Karine, H. A. J. I. (2021). E-commerce development in rural and remote areas of BRICS
countries. Journal of Integrative Agriculture, 20(4), 979-997.
Laudon, K.C. and Laudon, J.P. (2017). Management Information Systems – Managing the
Digital Firm, Global Edition. Boston, MA: Pearson.
Laudon, K.C., & Trevor, C.G (2017). E-Commerce 2017 - Business. Technology. Society.
Global Edition. Boston, MA: Pearson.
Liao, Z. & Cheung, M. T. (2001). Internet-based e-shopping and consumer attitudes: An
empirical study. Information & management, 38(5), 299-306. doi: 10.1016/S03787206(00)00072-0
LLOYDS
Bank
(2022).
E-commerce
in
Lebanon.
Llyodsbanktrade.
https://www.lloydsbanktrade.com/en/marketpotential/lebanon/ecommerce#:~:text=The%20Lebanese%20e%2Dcommerce%20mar
ket%20continues%20its%20moderate%20growth%20both,of%20Payments%2C%20
PayFort%202017).
Malenkov, Y., Kapustina, I., Shishkin, V.V. and Shishkin, V.I. (2019). Theoretical aspects of
strategic sustainability of a trading enterprise under digitally transforming economy.
Retrieved from: https://iopscience.iop.org/article/10.1088/1757-899X/497/1/012128
Mansur, D. M., Sule, E. T., Kartini, D., Oesman, Y. M., Putra, A. H. P. K., & Chamidah, N.
(2019). Moderating of the Role of Technology Theory to the Existence of Consumer
Behavior on e-commerce. Journal of Distribution Science, 17(7), 15-25.
Melnyk M.V., & Salin, V.N. (2018). Preconditions of effective development of digital economy.
Accounting. Analysis. Auditing, 5(6), 6-16.
Mummalaneni, V., Meng, J. and Elliott, K. M. (2016) Consumer Technology Readiness and
E-Service Quality in E-Tailing: What is the Impact on Predicting Online
Purchasing? Journal
of
Internet
Commerce,
15(4),
311–331.
doi:
10.1080/15332861.2016.1237232.
Nahas, A. (2021). E-commerce Experts: Make your shift to e-commerce now or quit.
Executive-Magazine.
https://www.executive-magazine.com/business/e-commerceexperts-make-your-shift-to-e-commerce-now-or-quit
Ordysinski, T. (2011). Ontology of E-Commerce Solution. Studia i Materialy Polskiego
Stowarzyszenia Zarzadzania Wiedza / Studies & Proceedings Polish Association for
Knowledge Management, 57, 384–395.
Ramadan, Z. B., Farah, M. F. and Daouk, S. (2019). The effect of e-retailers’ innovations on
shoppers’ impulsiveness and addiction in web-based communities: the case of
Amazon’s Prime Now. International Journal of Web Based Communities,15(4), 327–
343.doi: 10.1504/IJWBC.2019.103181
Saunders, M., Lewis, P. and Thornhill, A. (2019). Research Methods for Business Students (8th
ed). Pearson.
Singh, M., & Singh, G. (2018). Impact of social media on e-commerce. International Journal
of Engineering & Technology, 7(2.30), 21-26.
Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

30

Volume 7 Issue 26 (June 2022) PP. 13-31
DOI: 10.35631/JISTM.726002

Statista (2022). Retail e-commerce sales worldwide from 2014 to 2025. Statista.
https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
Štefko, R., Bačík, R., Fedorko, R., Oleárová, M., & Rigelský, M. (2019). Analysis of consumer
preferences related to the use of digital devices in the e-commerce
dimension. Entrepreneurship and Sustainability Issues, 7(1), 25.
Stewart, D. W., & Zhao, Q. (2000). Internet Marketing, Business Models, and Public Policy.
Journal
of
Public
Policy
&
Marketing,
19(2),
287–296.
doi:
10.1509/jppm.19.2.287.17125
Sur, S. (2018). Theoretical Review of Growth of E-Commerce in India and its Relevance in
Future Business Sustainability. Abhigyan, 36(3), 41.
Turban. E., King. D., Lee. J. K., Liang, T. P., and Turban, D.C. (2015). Electronic Commerce:
A Managerial and Social Networks Perspective. London: Springer International
Publishing.
Unctad. (2021). Global E-Commerce Jumps to $26.7 Trillion, Covid-19 Boosts Online Retail
Sales. Accessed on the 23rd of October 2021. Retrieved from https://unctad.org/pressmaterial/global-e-commerce-jumps-267-trillion-covid-19-boosts-online-retail-sales
Vinod, K., Tasleem, A. & Majid, M. (2014). Role of ICT in driving e-commerce business in
developing countries.
Wang, Y. (2008). Assessing e‐commerce systems success: A respecification and validation of
the DeLone and McLean model of IS success. Information systems journal (Oxford,
England), 18(5), 529-557. doi: 10.1111/j.1365-2575.2007.00268.x
Wang, Y., Lin, S., Li, C., Tseng, T. H., Li, H. and Lee, J. (2018). Developing and validating a
physical product e-tailing systems success model. Information Technology &
Management, 19 (4), 245-57.
Xing, Z. (2017). The impacts of Information and Communications Technology (ICT) and Ecommerce on bilateral trade flows. International economics and economic policy,
15(3), 565-586. https://doi.org/10.1007/s10368-017-0375-5
Xu, J. & Quaddus, M. (2009). E-business In The 21st Century: Realities, Challenges And
Outlook : Realities, Challenges and Outlook. Singapore: World Scientific Publishing
Company.
Zhou, Q. et al. (2020). Research on safety management system optimization of B2C ecommerce intelligent logistics information system based on data cube. Journal of
Intelligent & Fuzzy Systems, 38(2), 1585–1592. doi: 10.3233/JIFS-179522
Zhao, K., Shi, H., Zhang, Y. Y. & Sheng, J. (2021). Fresh Produce E-Commerce and Online
Shoppers' Purchase Intention. The Chinese economy, 54(6), 1-16. doi:
10.1080/10971475.2021.1890359

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

31

