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Abstract:

This study examines the state of e-commerce in the Arab region, focusing on disparities in growth rates
compared to developed economies and identifying key opportunities and challenges. A descriptive-analytical
approach was employed using secondary data from international reports and prior studies over the period
(2014-2025). The compound annual growth rate (CAGR) was used to assess growth dynamics across a sample of
eight Arab countries, selected based on data availability for indicators including e-commerce sales volume, digital
usage rates, and technological infrastructure, reflecting demand, access, and infrastructure dimensions. The
findings reveal significant variation in market size and growth rates across the Arab countries. Higher levels of e-
commerce activity are associated with advanced digital infrastructure and more mature regulatory frameworks,
while emerging markets exhibit higher growth despite smaller market sizes. The study also identifies a gap
between internet penetration and service quality. It concludes that sector growth is driven by the interaction of
infrastructure, digital literacy, and regulatory effectiveness. The study recommends improving internet quality,
standardizing digital payment systems, strengthening regulatory frameworks, integrating e-commerce into

national accounts, and drawing on international best practices such as those of the European Union.
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1. Introduction:

The continuous fast-paced evolutions of information and communication technology, along with the
expansion of technological applications, have led to the emergence of many fields that touch upon all aspects of
life. Furthermore, many methods of performing business and conducting various activities have evolved for both
individuals and communities. E-commerce has appeared as a manifestation of this significant impact that
technological advancements have had on commercial exchange processes through a digital intermediary such as
the internet or networks that enable digital communication. E-commerce provides a new opportunity for many
economies, including the creation of a broad movement for international trade and commercial exchanges, as it
offers the ability to transcend borders and reduce effort and time (49 4xass 2019 (S 9 alluiegy) . Despite the
notable growth witnessed by e-commerce in the Arab world over the past decade, this phenomenon still faces
specific challenges related to the context in the Arab world, in addition to various repercussions and obstacles
concerning its potential implementation. While the volume of global e-commerce continues to rise, its volume in
Arab countries remains significantly limited, which calls for further efforts aimed at enhancing its growth and
improving the share and participation of Arab countries in this form of commerce (850 =44 2023 ( zluall).

In light of this, the aim of this research is to handle the issue of exploring the opportunities and obstacles
related to the implementation of e-commerce in Arab countries, in order to provide a clearer understanding of
this phenomenon. This is especially relevant given the significant differences in e-commerce growth rates
between Arab countries and developed nations, despite the presence of some key factors, such as technological
infrastructure, in certain countries. The importance of this research lies in the relevance and novelty of the topic it
covers, especially with the various challenges that may hinder the expansion of e-commerce in the Arab world.
This raises important questions about how to confront and overcome these challenges and capitalize on the
available opportunities to improve this relatively new and vital sector.

The research draws upon the hypothesis which states that e-commerce in the Arab world faces several
various challenges, whether cultural, economic, or related to infrastructure, legislation, and consumer culture.
However, there are emerging opportunities that can be leveraged to improve the growth of this sector,
particularly through government initiatives and the expansion of digital technology usage. Meanwhile, the
research is considered among descriptive analytical studies. The descriptive analytical approach is a method of
scientific research that is based on analyzing sufficient and relevant information about a specific phenomenon
over unknown period or periods of time (37 4xiw 2020 . Jsuall g zs) . This approach is considered suitable to
the nature of the research due to the reliance on qualitative and quantitative data that can be collected, in a way

that helps to analyze the reality of e-commerce in the Arab countries through reviewing the indicators associated
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with it, and interpreting them. This is done by relying on secondary data obtained from reports and previous
studies, with attention to analyzing the general trends in the development of e-commerce for example of Arab
countries for which data related to the following indicators are available: (volume of e-commerce sales, rates of
individuals” use of digital technologies, technological infrastructure), during the period (2014-2025). The
research is also concerned with reviewing and analyzing previous literature, as well as the legislation and policies
related to e-commerce in Arab countries, in addition to examining the reasons or factors that may hinder the
growth of e-commerce in some countries.
2. The theoretical framework of the concept of e-commerce:

The significance of e-commerce lies in its role as one of the most crucial pillars that supports numerous
businesses in the present era. E-commerce models have expanded significantly over the past decade, propelled
by the global shift to conducting various business activities digitally or through mediums designed to facilitate
commercial transactions, including buying, selling, payment processing, and money transfers via different
channels. This expansion is supported by technological advancements and progress. Consequently, e-commerce
has become a highly influential domain thatimpacts various sectors, institutions, and individuals alike.

The following section will present the theoretical framework related to the concept of e-commerce, its
historical evolution, its main types, characteristics, and different forms of application across various contexts, as
well as key factors influencing its adoption and implementation by both institutions and individuals.

2.1.Definition of e-commerce:

E-commerce, in its general concept, is regarded as the process of buying and selling goods and services
through a network-based or internet-dependent communication system, utilizing digital electronic commands
(6 dmim 2013 olokae 5 Jladliie).

The term “e-commerce” consists of two words: The first, “commerce,” is self-explanatory and refers to
any economic activity undertaken by individuals with the aim of generating profit, involving the exchange of
goods and services among individuals, institutions, and governments. The second word, “electronic,” qualifies
commerce and describes the method by which this economic activity is conducted, namely through electronic
media and digital means .(12 4xa.s 2010 . K1)

E-commerce is defined as the use of electronic media and the internet to conduct transactions involving
goods and services. This necessitates that businesses have internet access, along with information technology
resources such as electronic data exchange. This concept is closely tied to the presence of a website or the direct
exchange of goods and services through a user-accessible platform (Jain, Malviya, & Arya, 2021, p. 665).

Furthermore, e-commerce can refer to all transactions carried out using modern technologies to facilitate
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commercial activities. This broader perspective allows for an expanded definition that encompasses various
forms of digital trade.

E-commerce can be conducted through several channels: including purchasing and payment via wireless
communication devices, computers, and mobile phones. This includes various activities such as shopping,
purchasing, and making payments using digital currencies or traditional money. Examples include booking
reservations online and using electronic banking services (Laudon & Traver, 2021, p. 28). In fact, e-commerce is
not limited to buying and selling over the internet; it has expanded to include the sale of information, travel
bookings, consultations, and the exchange of products and services using digital payment methods, as well as the
establishment of virtual stores (199 4= 2023  SJk) , and therefore, e-commerce can be defined as a process
in which commercial activities; such as the buying and selling of goods and services, as well as the exchange and
transmission of data and expertise are carried out through digital and electronic means. This enables businesses
to generate revenue and complete transactions instantly and automatically, without requiring physical presence
or traditional face-to-face interactions. Thus, e-commerce marks a transformative advancement over traditional
trade practices, characterized by features such as instant transactions and the presence of a digital intermediary
between the involved parties.

2.2.The origin and historical development of e-commerce:

The recent technological advancements and the emergence of new technologies have sparked a
revolution in the business world globally. This has turned the internet and digital media into indispensable tools
in business and commerce contexts, making e-commerce a viable reality. Even before the internet’s existence,
some forward-thinking entrepreneurs were already contemplating the potential of e-commerce. The rise of the
e-commerce sector is a direct outcome of technological progress over the past fifty years, unfolding through
several successive phases (Prachi & Nigam, 2023, p. 661) .The current form of e-commerce, as a representation
of business activities through electronic means, can be traced back to the early 1970s. Several innovations,
including electronic money transfers, were introduced as early as (1970). However, these transactions were
primarily limited to large corporations. This trend grew with the development of information exchange
technologies and the advent of the internet, which initially had a narrow reach, affecting only a limited number
of institutions. It wasn't until the early (1990s) with the advent of the World Wide Web that e-commerce saw
significant expansion (10 d=iw 2019 «(y5,51 9 3Lidl) . The concept of e-commerce became increasingly linked
to the rise of the web, with the number of users steadily increasing throughout the (1990s). This growth spread
to include not only retailers but also service companies and manufacturers. New applications also emerged, such
as online stock trading and travel ticket sales, following the introduction of the web during this period zlx>)

(13 A4 2013.
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E-commerce has gone through several significant milestones since the idea of its adoption first emerged,

which have contributed to shaping the reality of trade today through the use of digital means, online buying and

selling, and the execution of business transactions. This evolution began with the establishment of companies

specializing in the development of this sector and led to the point where online business transactions have

become a reality, conducted instantly and securely for millions of users worldwide. These key milestones can be

summarized as follows (Prachi & Nigam, 2023, p. 662):

The beginning of e-commerce can be traced back to the establishment of CompuServe, the first e-
commerce company, during the historical events of (1969). Although the internet was not yet available,
reliance was placed on telephone lines for electronic data exchange.

The emergence of computers made the first online transaction possible. Transactions began to be
processed online through companies such as Atalla Technovation and Bunker Ramo, which provided
technologies to financial institutions in the United States in (1976).

The emergence of what is known as electronic marketing led to the formal recognition of e-commerce in
(1983), when the Electronic Commerce Law was enacted in California. This law included guidelines for
programs developed to facilitate the purchase of goods and services through telecommunications
networks.

The opening of the electronic shopping center in (1984) by CompuServe, which allowed customers to
purchase goods from approximately 100 different vendors.

The emergence of the World Wide Web (WWW) in (1990) enabled retailers to reach a wide global
audience, while consumers became more capable of searching for goods and services using the network.
In August (1994), Phil Brandenberger purchased a compact disc (CD) on NetMarket, marking the first
transaction to use encryption and the first secure transaction conducted over the web.

In (1995), web marketplaces emerged as an innovative development pioneered by several
entrepreneurs. This included the founding of eBay and Amazon, which were originally dedicated to
selling books. In (1998), PayPal was introduced as the first electronic money transfer system, later
integrating with online banking services.

The rapid expansion of online stores after (2000) introduced numerous innovations across various
sectors of e-commerce. A key milestone was the emergence of Shopify in 2006, which significantly
facilitated the process of launching online stores for business owners.

The rise of online grocery shopping and food delivery saw rapid growth in (2012), propelled by

advancements in food storage, preservation, and delivery capabilities. By (2017), the value of e-
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commerce transactions worldwide, which also includes business-to-business trade, had reached

$25.516 trillion.

The historical progression of e-commerce is essential for understanding how this trade model has
developed, primarily driven by technological progress across various domains. This evolution has been
accompanied by numerous innovations and technologies, gradually integrated into the concept of e-commerce,
eventually shaping it into what we recognize today. While inventions like the development of computers,
laptops, smart phones, and the emergence of companies that facilitated these advancements have been
significant, the internet and the World Wide Web serve as the fundamental drivers of e-commerce’s emergence
and growth over the past decades. This is because internet connectivity is the key enabler for providing e-
commerce services and allowing businesses and consumers worldwide to benefit from them. Nevertheless, e-
commerce has faced several critical challenges, including global restrictions and crises that have caused setbacks
at certain points in its development. The financial crisis in the technology market and the collapse of the dot-com
bubble in the early (2000s) stand out as major historical shocks. These events forced many companies in the
internet and technology sectors to file for bankruptcy. This had a negative impact on the growth of e-commerce,
but it eventually recovered, coinciding with the adoption of short advertising content and URL-based marketing

strategies by e-commerce companies (Prachi & Nigam, 2023, p. 663).

2.3.Characteristics and features of e-commerce:

Modern commerce heavily relies on information technology in computing and communications,
requiring the restructuring of organizations and a focus on digital skills. This emphasis on digital competencies is
a key foundation for adopting digital payment models and engaging in buying and selling through e-commerce.
E-commerce is notably characterized by features such as administrative automation for both internal and
external transactions, reduced office space requirements, enhanced transparency, and providing an intelligent
customer experience to ensure satisfaction and retention .(23 dxiw 2011 (9,51 9 343ll) .The characteristics of
e-commerce can lead to significant transformations in business and marketing practices. This is because it
enables direct relationships between parties, eliminating the role of intermediaries, thus allowing for higher
levels of interactivity and bargaining power. Furthermore, e-commerce does not require the exchange of paper
documents for conducting and executing transactions, as everything is carried out within a digital framework.
This also allows for the delivery of various services and intangible goods directly through the network,
overcoming geographic barriers and distances (216 d=aw 2012 lus).

Compared to traditional commerce, e-commerce offers several characteristics that make it a distinct
practice in its own right. lts widespread presence creates a favorable environment for the development of various

sectors, making it a field that supports and aids numerous businesses. Unlike traditional commerce, e-commerce
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allows for participation in business activities from anywhere and at any time, as it does not require a physical
marketplace. Moreover, as a global technology, e-commerce enables extensive trade and offers significant
advantages, such as the availability of information and assistance in decision-making due to its reliance on the
web. This eliminates the need for face-to-face meetings to obtain information related to products and services
(184 dmiso 2017 ccawgs 9 g3le=) .E-commerce also features the ability to personalize by delivering tailored
messages to individuals or groups, which sets it apart in terms of targeting and achieving the goals of both
consumers and sellers. This personalization ensures improved communication quality, effectiveness, and a
reduction in overall costs associated with the process (Shafiyah, Alsaqour, Alsaqour, & Uddin, 2013, p. 1358)
.When conducting a comprehensive comparison between e-commerce and traditional commerce, several clear
distinctions in their characteristics and attributes emerge. These include differences in the methods of
conducting business and the underlying principles. In e-commerce, product searches are conducted through web
pages, and the processes of ordering, purchasing, and responding to requests are done electronically, via the web
or email. This typically involves the user accessing a webpage or platform, browsing products, and being
provided with detailed information, inquiries, and tools that help in the purchasing and payment process .z lx>)
(26-25 wl=asall 2013 .In contrast, traditional commerce does not primarily rely on these tools and does not
involve communication for ordering and purchasing through the web or any digital and automated technologies,
as is the case with e-commerce. E-commerce is characterized by its wide geographic reach, allowing businesses
to target large segments of customers within an open time frame, often with a tendency to lower costs. On the
other hand, traditional commerce is more limited in terms of its scope, geographic range, and responsiveness

(203 deaw 2023 ‘L"SJLa) .

2.4. Forms and types of e-commerce:

E-commerce manifests in various forms and is conducted through multiple applications and levels,
enabling it to serve a broad range of beneficiaries and become an effective model for completing commercial
transactions between parties. The nature of the parties involved in e-commerce leads to several subtypes, which
include the following:

- Business-to-Business (B2B) trade: This is a form of e-commerce where commercial transactions occur
between two organizations or companies. An example of this type of trade includes placing purchase
orders with suppliers, making financial and banking commitments, and processing bill payments
between companies.

- Business-to-Consumer (B2C) trade: B2C is one of the most widely used forms of e-commerce, where

businesses sell products or services directly to consumers. This model enables consumers to visit online
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platforms or digital stores, explore various products and services, make their purchases, and choose their

preferred payment method. Examples include popular retail platforms like Amazon and eBay.

- Business-to-Government (B2G) trade: This type of trade involves the private sector providing goods
and services to the government. Government entities typically purchase from companies in the business
sector, often through online procurement processes. This is usually seen when government agencies
announce procurement opportunities and purchase requests via online platforms.

- Government-to-Consumer (G2C) trade: This refers to the delivery of government services to citizens
via the internet and applications. In the realm of e-commerce, it is associated with the concept of e-
government, which involves the electronic provision of government services to the public.

Another level of e-commerce involves the electronic services provided by nonprofit organizations, which
use various forms of e-commerce to reduce costs, improve customer service, and manage the organization (&44ll)
(26 d=iw 2011 (09,51 5 The forms of e-commerce based on the active parties involved are one way to
categorize e-commerce, demonstrating the wide reach and variety of stakeholders that can benefit from this type
of technology. However, there are other classifications, such as the different e-commerce models based on retail
versus wholesale trade, as seen in the Business-to-Business (B2B) model, as well as subscription models that
enable recurring and automatic service purchases, and e-commerce based on digital goods and media « zluall)
(854 dxdys 2023

2.5. Fundamental components of e-commerce:

E-commerce requires several essential elements to be effective, including infrastructure, physical
components, networks, communication, and the presence of the parties involved. These include modern
equipment and cables for connectivity, software such as operating systems and specialized e-commerce software
that enables transactions, along with services related to completing the transaction such as advertising, payment
methods, eligibility verification, and delivery (11 4xaw 2013 (lelu 9 Jladlue) .E-commerce fundamentally
relies on the internet, website engineering technologies, email, and databases (15 4= 2010 «»&,11) According
to the World Trade Organization, e-commerce has three core pillars: the availability of communication
infrastructure, a supportive business environment, and human resources. Additionally, the enabling conditions
for e-commerce include digital skills, entrepreneurship, regulatory frameworks, and e-commerce logistics
services ((7 dzaswo 2021 (A9 ASIY Byl caMadl e 9 (o).

E-commerce applications include specific tools designed to facilitate the various tasks and stages
involved for both sellers and buyers. These tools feature payment systems like bank cards, smart cards, and
digital currencies, along with tools for business transactions. In order to implement these applications,

companies need effective management in addition to infrastructure, focusing on planning, organizing, and
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developing appropriate strategies. Other supportive areas, such as business partners, marketing, advertising, and
the establishment of favorable public policies, are also essential (24 4x4.0 2013 zlx>) .
2.6.Motivations and factors affecting the growth of e-commerce:

The scale of e-commerce has increased markedly in recent years worldwide, accompanied by increased
awareness of the benefits and advantages it offers, the emergence of technical facilitations, and the technological
advancements witnessed on a global level. Certain factors, such as the outbreak of the COVID-19 pandemic,
have accelerated the growth of e-commerce and expanded its applications at an unprecedented rate within a
relatively short period of time. In (2020), the number of online shoppers worldwide increased by approximately
1.5 billion people, which represents a 7% rise compared to (2019), before the emergence of the pandemic’s
repercussions, which drove individuals to look for alternative shopping methods in light of health concerns and
the restrictions imposed by the pandemic on direct commerce dxaw 2021 (a9 AW Byltdl (oMdl e 9 u>)
(18.

E-commerce relies heavily on modern technology, which makes it significantly affected by the growth
associated with digital payment methods, information technology, and the contributions of human resources to
ensure the success of the transition to this type of commerce. Furthermore, the advantages it offers prompt
organizations to take into consideration the economic benefits it can provide (187 4xiw 2010 ( s29a]l).

E-commerce presents a number of advantages that have contributed to its adoption by both

organizations and individuals, including the following (231-230 olxaall 22012 (o Jluse) :

Factors related to cost reduction compared to traditional commerce, as it does not require any physical
stores, showrooms, or shopping centers. Moreover, it allows for a reduction in the number of employees
and other operational expenses associated with maintaining a physical store.

- The ability to create an electronic record of the organization's activities, which aids in minimizing human
errors and saving time and effort for businesses adopting e-commerce.

- Providing greater efficiency in marketing efforts, reducing temporal and spatial barriers, while improving
the ability to identify competitors, conduct market research, and establish appropriate competitive
strategies.

- Factors related to facilitating communication with partners and stakeholders through the use of e-
commerce applications, such as email, software, and platforms that enable communication with
suppliers and consumers.

- Ease of ordering and receiving products for consumers, as purchases can be made with one single click

and delivered anytime, anywhere, without congestion. This provides flexibility in ordering and

purchasing through e-commerce.
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On the other hand, e-commerce applications provide a variety of tools and options for both sellers and
buyers, which helps accelerate their adoption as a convenient means of conducting transactions and trade
exchanges between parties. To complete these exchanges, the buyer selects the appropriate payment method
offered by e-commerce, which includes both traditional payment methods and digital payment options provided
by banking institutions through secure payment and collection systems. Technological advancements have
contributed to enhancing payment options for users through various platforms, including digital payments via
mobile phones, which now account for approximately 73% of total payment transactions in e-commerce g ;yus)
(13 Axdio 2027 (A9 AT 85l (2Mudl uue Factors related to service quality, the availability of support, and the
benefits provided by the online store contribute to enhancing the effectiveness of the shift to e-commerce as a
preferred method for users. The quality aspects of the website help shape the online user experience, which
directly impacts customer satisfaction and their acceptance of electronic payments, as confirmed by several
models such as the Technology Acceptance Model and comprehensive service quality models (Himawan,
Wismantoro, & Susilowati, 2023, p. 133).This means that the factors and motivations driving the growth of e-
commerce include a combination of advantages and characteristics offered by e-commerce in terms of its nature
compared to other methods, which has led to the need for its transition or inclusion as an option for completing
business transactions and trade exchanges. This has been further strengthened due to the emergence of many
supporting technologies and tools that were enabled as a direct result of technological progress. Meanwhile,
factors related to the website and the institution providing e-commerce services are important for the user,
including ease of use, perceived benefits, reliability, and security, which optimize the user experience and their
level of satisfaction.

3. Thereality of e-commerce in Arab countries:

3.1.Regulation of e-commerce and related to legislation in the Arab countries:

Many Arab countries have taken steps to enact regulations and legislation concerned with organizing e-
commerce practices. Qatar is considered among the first countries that issued a system to regulate commercial
activities within the framework of the Law on Electronic Transactions and Commerce (No. 16 of 2010). This
latter came to regulate all commercial transactions conducted through electronic means and to authenticate
electronic signatures and electronic documents (Qatari Ministry of Justice, 2010). Saudi Arabia also issued the E-
commerce Law under the umbrella of trade, economy, and investment regulations. The law was issued by Royal
Decree No. (M/127) dated 10/07/2019. It aimed at regulating online transactions, protecting the rights of the
consumer and the practitioner, and organizing the disclosure of data and electronic advertisements, in addition
to addressing aspects of penalties for those who violate the provisions of the law with the aim of ensuring a safe

digital commercial environment (Saudi Ministry of Commerce, 2019). In a similar way, the United Arab Emirates
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issued federal decree No. 14 of 2023, with the aim of regulating trade through modern technological means. It
addressed obligations and licensing related to the practice of digital business, disclosure of data, and the
requirements of security and guarantees related to customer privacy and the security of their data (Federal
Government, 2023). By 2022, most Arab countries had issued updated systems and legislation that addressed a
set of dimensions of e-commerce and the regulation of transactions between the parties of trade through digital
means. Table (1) below, shows the level of maturity of legislation and systems in the Arab countries under study,
in terms of national strategies, inclusion in national accounts, and taxation.

Table (1): Level of maturity of legislation and systems in the Arab countries under study national

strategies, and inclusion in national accounts and taxation

Is there a national e- Is e-commerce included in the Are there taxes on e-
Country
commerce strategy? national accounts ? commerce ?
Uniter Arab Emirates Yes No Yes
Saudi Arabia Yes Yes Yes
Egypt Yes No Yes
Bahrain Yes No Yes
Qatar Yes No Yes
Sultanate of Oman Yes No Yes
Kuwait Yes No Yes
Tunisia Yes No Yes

Source : :Busill dopall SN b gl - iy ASIYY 5Ll e lyas Joo Aoy -(2023) 20| e sg0mma 3gamma pusls Jlox
23140 (el wadl Ggtive

3.2.The size of the e-commerce market in Arab countries:

E-commerce in the Arab world has witnessed significant growth in recent years, driven by the increase in
internet usage and technological advancements. However, the size of e-commerce in Arab countries and its share
of the total value of commercial transactions are often described as below expectations, mainly for numerous
Arab countries that face various challenges in implementing e-commerce on a large scale. According to a report
issued by the Arab Monetary Fund, the size of e-commerce in Arab countries accounts for only a small
percentage (1%) of total global e-commerce, despite the rising global trend towards its application wc g 39054)
(1 Aiie 2023 (agg ASIY ylatdl wlsbias| Jo> dulys «adludl .E-commerce in Arab countries has not followed the
same growth pattern in terms of levels of growth as in several other regions. Some Arab countries remain behind
in technological development, including the shift to e-commerce 4xaw 2021 (ag9 ASIY ;L) 2 Mudl e 9 (yuu)

4.
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Online shopping is considered as one of the emerging economic phenomena in the Arab world.
Estimates indicate that there are around 30 million online shoppers in the region. The e-commerce market in the
Arab world has witnessed significant growth in recent years, influenced by several factors, including the increase
in internet usage, the spread of smartphones, and the shift in consumer behavior towards relying on digital
solutions for purchasing. According to available data, the size of the business-to-consumer e-commerce market
in the Arab world is about 7 billion dollars, distributed among several countries according to the level of online
demand and the available digital infrastructure (525 4=an 2024 (slede) Meanwhile, the total value of e-
commerce in Arab countries, according to 2020 data, is about 22 billion US dollars &,l=xl (aMudl e 9 ¢pu)
(25 dmdim (2021 (As ASIYI .

Saudi Arabia, the United Arab Emirates, and Egypt come at the top of the countries that contribute the
most to this market, in terms of the share of e-commerce sales in total retail sales, according to data from 2019.
The share of e-commerce reached about 4.2% of total retail sales in the United Arab Emirates. In Saudi Arabia, it
represents 3.8% of total retail sales, while in Egypt itis about 2.5% of total retail sales as well «aMudl e 5 (yu)
(27 - 25 Slmagall 20271 (e ASIY Bylaeall.

The data related to the share of e-commerce sales in total retail sales in these countries are consistent
with the data on the volume of sales in US dollars. The value of e-commerce sales in the United Arab Emirates is
about $10.7 billion. In comparison, the volume of sales in Egypt and Saudi Arabia reaches $9.9 billion, and $6.3
billion respectively. Table (2) below shows the volume of e-commerce based on (2022) data for a number of

Arab countries:

Table (2): E-commerce sales volume in selected Arab countries (US billion dollars) :

@i 2019 2022 2025 Compound annual growth rate
*(Projected) (2025 — 2019)

United Arab Emirates 5.4 10.7 14.4 17.8%
Saudi Arabia 6.8 9.9 17.2 16.7%
Egypt 26 6.3 10.9 27.0%
Bahrain 1.9 35 4.7 16.3%
Qatar 2.2 3.3 4.5 12.7%
Sultanate of Oman 1.3 2.0 2.9 14.3%
Kuwait 1.0 1.5 2.1 13.2%
Tunisia 0.2 0.4 0.7 23.2%

*The volume of e-commerce 2025 was estimated by calculating the projected growth based on actual historical data.
Source: :5ux=ill 3.5.1)4." Sl ‘.gja yi g ASTY) é)l.:».i‘.”é/;l.;a.&‘/‘jy 4wly.(2023) .ﬁM‘ EFSKTVE SR T E S MG Jhs>

.27 24 - I ‘gﬁjl aadl B9t
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The data related to the volume of e-commerce in each of the following countries: (The United Arab
Emirates, Saudi Arabia, Egypt, Bahrain, Sultanate of Oman, Qatar, Kuwait and Tunisia), indicates variations in the
size of e-commerce activity across these countries. This reflects differences in the levels of domestic economies
and the overall size of trade, including e-commerce. It can also be explained by the weak spread of electronic
payment systems and supporting digital infrastructure in some countries. The volume of e-commerce in 2025
reaches 17.2,14.4, and 10.9 billion US dollars in Saudi Arabia, the United Arab Emirates, and Egypt respectively.
However, it is relatively lower in the remaining countries. Tunisia records the lowest level of e-commerce sales
compared to the rest of the sample countries, as it reached 700 million US dollars in 2025. This is despite the fact
that merchandise trade (as a percentage of GDP) in Tunisia represent 89.4%, while in other Arab countries such
as Egypt 33%, Qatar 59.4%, kuwait 70.6%, and Bahrain 84.7%. It is lower according to the World Trade
Organization and World Bank estimates of GDP. This indicates a lag in some Arab countries regarding the
transition to e-commerce compared to other Arab countries. Figure one below illustrates the growth trends of e-

commerce sales in the Arab countries included in the study:
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The compound annual growth rate was calculated based on data on the volume of e-commerce in the
sample countries over the period (2019- 2025). This helps in measuring the dynamics of market growth and
overcoming the limitation of direct comparison between the absolute values of e-commerce volumes across
countries, using the following formula:

1
V final \n
CAGR = — -
V initial
Where:

V final =The volume of e-commerce in 2025

Vinitial = The volume of e-commerce in 2019
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n=The number of years between the beginning and the end of the measurement period = 6 years.

It is observed that both Egypt and Tunisia are among the leading countries in the sample in terms of the
compound annual growth rate of e-commerce sales. In contrast, the United Arab Emirates, Saudi Arabia, and
Bahrain show a relatively moderate growth rate. Oman, Kuwait, and Qatar record the lowest rates in terms of the
annual growth of e-commerce volume. It can be explained by the fact that countries with already high levels of
e-commerce have effectively invested in developing their e-commerce systems, along with higher spending
levels and more mature markets. This has resulted in a high level of trade volume but a relatively limited growth
rate. On the other hand, in developing economies such as Tunisia and Egypt, the markets are still emerging and
in a growth phase with a higher rate of acceleration compared to more mature markets.

3.3.Technological infrastructure in the Arab world:

The digital infrastructure and related components that activate the growth of e-commerce in Arab
countries are of fundamental importance. In addition to the human and organizational requirements, e-
commerce requires the presence of network and computer components as well as digital infrastructure.
According to Tarchi and Bouflih (2018), the requirements related to information and communications are
considered an essential component of e-commerce, as there is no e-commerce without technological means,
which are represented in all tools integrated into the computer system that allow for connecting devices and
components of the e-commerce system, exchanging data, transferring it, and enabling access to systems g o%,b)
(39 4xise <2018 . z4ldg, The digital infrastructure in Arab countries is promising in several aspects, yet it may still
fall short of expectations, especially in light of gaps and disparities in the levels of technology application and
reliance on computers and mobile phones, as well as the presence of supportive infrastructure. Some countries,
such as the United Arab Emirates, Qatar, Bahrain, and Saudi Arabia, stand out with high coverage rates and high
usage rates of mobile phones and personal computers, while other Arab countries still exhibit weak coverage
rates (58-57 &il=awll 2006 « n=s) . The percentage of mobile phone users in Arab countries has grown
significantly over recent years, surpassing the global average, but remains below the level when compared to
regions such as the European Union. Furthermore, the population of the Arab world covered by third-generation
communication networks is 448 million people, according to 2022 data, with an increasing rate compared to
previous years (5 &xasw 2023 (g AW 5Ll Slsbias | Joo ulys cpMud| e 9 39020)

Tables (3-5) present some estimated key indicators of the information Network in selected Arab countries

included in the study sample:
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Table (3): Percentage of individuals using the internet in some Arab countries

Percentage of individuals using the internet in some Arab countries

Country
2014 2017 2021 2025
UJAF 904 948 100 100
Saudi Arahia 647 94 7 100 100
Bahrain 90.5 95.8 100 100
Qatar 91.5 97.4 99.6 98.1
Kuwait 78.7 97.9 99.7 100
Sultanate of Oman 70.2 80.2 95.2 953
Tunisia 46.2 55.5 68.3 76.5
Egypt 339 44.9 721 74.6

Source : World.Bank.Group. (2026). Individuals using the Internet (% of population). Retrieved from
data.worldbank.org: https://data.worldbank.org/indicator/IT.NET.USER.ZS

Table (4): Number of Internet subscriptions - broadband subscriptions per 100 inhabitants

Number of Internet subscriptions - broadband subscriptions per 100 inhabitants

Country
2014 2017 2021 2025
LIAF 132 299 365 408
Saudi Arahia 154 216 338 441
Bahrain 21.9 131 16.5 17
Qatar 10.2 9.5 111 11.8
Kuwait 1.3 2.8 1.6 -
Sultanate of Oman 4.4 75 11.6 111
Tunisia 5.1 6.9 12.4 15
Egypt 3.2 5 9.8 1.7

Source : World.Bank.Group. (2026). Fixed broadband subscriptions (per 100 people). Retrieved from
data.worldbank.: https://data.worldbank.org/indicator/IT.NET.BBND.P2

Table (5): mobile Cellular subscriptions per 100 inhabitants

Country Mobile Cellular subscriptions per 100 inhabitants

2014 2017 2021 2025
UAE 204.2 214.7 186.3 203.2
Saudi Arabia 1813 1306 145 159.5
Bahrain 177.4 159.6 1281 159.6
Qatar 149.0 147.4 137.7 153.6

Kuwait 207.3 171.8 158.6 -
Sultanate of Oman 153.8 148.8 1351 120.6
Tunisia 126.7 123 129.8 117.6
Egypt 97.7 99.2 84.1 971

Source : World.Bank.Group. (2026). Mobile cellular subscriptions (per 100 people). Retrieved from
data.worldbank: https://data.worldbank.org/indicator/IT.CEL.SETS.P2

The data in table (3) show a clear trend toward digital saturation in the Gulf countries compared to other

Arab countries. The United Arab Emirates, Saudi Arabia, Bahrain, and Kuwait have all reached a usage rate of
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around or close to 100% by the period (2019-2025). This indicates the near-complete spread of internet access
among individuals, and means that the internet is available and used by almost 100% of the population in this
countries. In contrast, countries such as Tunisia and Egypt show noticeable gradual growth where the share of
internet users increased from 33.9%, 74.6%. However, this level is still below full saturation as seen in some
more advanced countries, which may indicate a digital divide linked to factors such as infrastructure and the
level of digital transformation. A slight stability or marginal decline is also observed in some highly digitalized
countries such as Qatar in 2025. This may suggest that the market has reached a saturation point where growth
becomes limited, or shifts from quantitative expansion to more qualitative factors.

In addition, the data in tables (4) and (5) show a kind of mismatch between internet penetration and
infrastructure density. Even though user rates are high, broadband subscriptions do not rise at the same level in
some countries, such as Qatar and Bahrain. This may point to a stronger dependence on mobile internet rather
than fixed Broadband connections. It is also noticeable that mobile subscriptions go beyond 100 per 100
inhabitants in all the Arab countries in the sample, except Egypt. This suggests a high level of usage, where
individuals often have more than one mobile subscription.

In terms of the development of the information and communication technology infrastructure index in
Arab countries, there are clear differences between them. Some Arab countries are placed at relatively Advanced
levels on this indicator. The value of ICT infrastructure index reaches 89.3 points in the United Arab Emirates,
87.7 points in Kuwait, and 85.0 points in Saudi Arabia according to 2024 data. This also reflects an improvement
in these countries compared to previous years. On the other hand, the value remains relatively low in other Arab
countries, such as Morocco, Lebanon, and Algeria, compared to the countries at the top of the list. Table (6)
below represents a comparison between the index values and the global ranking of a number of Arab countries

in both 2014 and 2024, which reflects the extent of change over a period of 10 years.
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Table (6): information and communication technology infrastructure index in some Arab countries

2014 2024 Progress in global
Country
Value Global rank Value Global rank ranking
UAE 71.2 18 89.3 13 5+
Kuwait 38.3 69 87.7 17 52+
Saudi Arabia 61.8 27 85.0 26 1+
Sultanate of Oman 52.4 38 791 46 8-
Bahrain 68.0 21 771 50 29-
Qatar 66.5 23 71.6 70 47 -
Jordan 29.6 91 71.6 71 20+
Tunisia 35.6 75 64.3 81 6-
Egypt 489 48 60.7 85 37-
Morocco 40.8 62 59.9 89 27 -
Lebanon 43.8 53 53.1 98 45 -
Algeria 18.4 116 52.8 99 17 +

Source: WIPO. (2014). The Global Innovation Index. WIPO. Retrieved March 6, 2025, from:

https://www.wipo.int/edocs/pubdocs/en/economics/gii/gii_2014.pdf

WIPO.(2024).Global Innovation Index. WIPO. Retrieved March 6, 2025, from: https://www.wipo.int/web-publications/global-

innovation-index-2024/assets/67729/2000%20Global%20Innovation%20Index%202024 WEB3lite.pdf

The Information and Communication Technology infrastructure index data is derived from a model
developed by the World Intellectual Property Organization (WIPO) in partnership with INSEAD and Cornell
University. The index is calculated as the arithmetic mean of four distinct indicators: the ICT access index, the ICT
usage index, the e-Government services index, and the e-participation index (WIPO Global Innovation Index,
2025). The previous table (Table 6) illustrates, based on data from both 2014 and 2024, the significant disparity
among Arab countries in terms of the development levels of ICT infrastructure, including e-participation rates
and usage and access percentages.

The researchers calculated the change in the global ranking of the ICT infrastructure index for Arab
countries, with the aim of assessing the progress or decline of the countries under study compared to the rest of
the world over a 10 year period (from 2014-2024). This was done using the following formula:

Degree of progress/ decline = global rank in 2014 - global rank in 2024.

All Arab countries have experienced an increase in the overall value of the Information and
Communication Technology infrastructure index. However, some Arab countries have declined in terms of
global ranking. The most advanced countries include the United Arab Emirates and Kuwait. Over the course of
10 years, the UAE saw a significant leap, rising from 71.2 (ranked 18th) in (2014) to 89.3 (ranked 13th) in (2024),
reflecting substantial investments in digital infrastructure, including improvements in the ICT access index, ICT
usage index, e-Government services index, and e-participation index. Kuwait also experienced tremendous
growth, moving from 38.3 (ranked 69th) to 87.7 (ranked 17th), securing second place in (2024) in terms of the

index value among Arab countries.
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Within the countries included in the sample, Saudi Arabia shows some improvement. The index value
rises from 61.8 to 85.0. Its position in the global ranking moves slightly, riching rank 26, which is just one place
higher than before. For the other countries, the picture is different. Oman, Bahrain, Qatar, Tunisia, Egypt, and
Lebanon all move down in the global ranking compared to 2014. Qatar, in particular, records a sharp drop. It
goes from rank 23 in 2014, to rank 70 in 2024, which means a decline of 47 positions. This can be read as a sign
that progress in ICT infrastructure in these countries has been slower when compared to other countries
worldwide. This matters, especially since improving technological infrastructure is usually seen as a basic
requirement for economic development and remains an important focus at the global level

4. Opportunities and challenges of e-commerce in Arab countries:

Despite the varying realities regarding e-commerce and infrastructure levels, there are several
opportunities available and future prospects regarding the growth of e-commerce at the Arab level. The future of
e-commerce globally and internationally is headed toward growth and development, and the Arab countries are
no exception. Below, we review a number of key points related to the future of e-commerce and its growth at the
level of Arab countries.

4.1.Opportunities for e-commerce growth in the Arab world:

This section explores the primary drivers and structural catalysts fostering the rapid expansion of e-
commerce within the Arab region, highlighting the synergy between technological advancements, financial
innovation, and strategic government initiatives.

4.1.1. The spread of the internet and smart phones:

The spread of the internet, smart phones, and personal computers is among the most prominent factors
that could enhance the opportunities for the growth of e-commerce in the Arab world. The internet, or the World
Wide Web, serves as the space through which all e-commerce transactions, buying and selling of products and
services, in addition to exchanging digital content and transferring ownership of intangible goods such as digital
materials, are carried out. Some Arab countries occupy advanced positions in terms of internet and smart phone
usage and penetration, with the percentage of personal computers with internet access exceeding 80% of the
population in several Arab countries, led by Bahrain and Qatar, which rank seventh and eighth globally,
respectively (249 dxiw 2015 «yuxll) .The percentage of individuals in the Arab world spending two or more
hours daily online exceeds 70%, and 43% of users in the Arab countries engage in activities related to shopping
and retail transactions via the internet on a monthly basis (Salem, 2017, p. 17).

4.1.2. Innovation in payment methods:

Many Arab countries have witnessed the development of digital payment methods, which enhance
innovation in creating secure and easy-to-use payment options for individuals and businesses, something that
could contribute to the growth of e-commerce in the future. Electronic payment systems help achieve financial

and monetary stability, supporting economic growth while emphasizing the importance of payment systems for

JEFB, volume 11, Number01, May, 2026, P 761-784», University of El Oued, Algeria»



Zahira Dahmani Wahiba Benchouk

central banks to ensure secure payment services. With the expansion of contactless payment methods,
particularly after COVID-19, retail payment processes have improved, which has enhanced financial inclusion
and facilitated financial transactions. Some types of financial technologies in the electronic payment sector for
retail include: electronic payment gateways through various payment cards and methods, as well as the
emergence of e-wallets via smart phones and smart watches, in addition to payment links and near-field
communication technologies that provide dynamic data authentication features(2023 .=l:Ls|) With the ongoing
development in payment methods, the e-commerce sector in Arab countries could reach more segments of
society that will be able to make payments and receive money through various methods.
4.1.3. The development of delivery and logistics services:

Development of logistics services, transportation, and delivery in various forms provides prospects for
the growth of e-commerce in Arab countries, as companies specializing in transportation and delivery, along with
digital applications designed for this purpose, help enhance, enable, and facilitate e-commerce activities. Several
Arab countries, such as the United Arab Emirates, Qatar, Saudi Arabia, and Oman, lead the logistics services
index, including shipment organization, tracking and monitoring, and the quality of shipping and logistics
services (7 =i 2023 () As the transportation, delivery, and logistics sector continues to grow, including
the spread of applications that replace intermediaries in the goods transport process, e-commerce will be
positively impacted, as it requires an effective, fast, and secure network to ensure the delivery of products and
items associated with online buying and selling transactions.

4.1.4. Government support and Arab development initiatives:

Many Arab countries have launched plans and initiatives aimed at developing the e-commerce sectors
and related commercial sectors. These plans announced by the governments of Arab countries include providing
support and developing the necessary infrastructure, which will help support the growth of e-commerce to
become one of the pillars of the economy in the future. Among the countries that have adopted a comprehensive
strategy for development and digital infrastructure development are: the Kingdom of Saudi Arabia through the
pillars of its Vision and National Transformation Initiatives, and the United Arab Emirates, which has adopted a
national strategy for digital government along with supporting programs to provide high-level digital
infrastructure (14 4xiw 2023 (a9 ASIY 3)letll wlebias| Joo dulys cadlid e 9 59020) .

4.2.Challenges of e-commerce in Arab countries:

Despite the existing opportunities for the transition to e-commerce and the expansion of its applications
in Arab countries, there are serious challenges and difficulties facing most Arab countries in this field. Legislative
and legal challenges are considered one of the main issues that could slow down the growth rate of e-commerce
in Arab countries. Without clear legislation and laws to regulate all forms of e-commerce, all transactions
between parties will be chaotic. The delay in some Arab countries in enacting clear legislation regarding e-

commerce transactions is one of the issues that requires immediate attention (2020 (olus> 9 9,85 sy i)
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(130 4xasw Legal barriers are among the challenges that could limit the growth opportunities of e-commerce in
Arab countries, in light of the absence of regulating laws or the inflexibility of some laws, or their lack of
suitability for implementation in the context of e-commerce (60 dxiw 2019 (Ko 9 <lluess) .Moreover, e-
commerce in Arab countries lacks the technical infrastructure and qualified human resources when compared to
developed countries globally. E-commerce in Arab countries also faces challenges related to sustainability,
business development, the small size of consumer-targeted businesses, and the narrow scope of some sectors
associated with e-commerce (103 d=iw 2014 (aus) . A suitable environment for the development of e-
commerce is not available for many developing Arab countries. These countries also require significant
investments in internet, telecommunications, and infrastructure to enable them to bear the burdens and risks of
e-commerce (96 A= 2011 «5)55).

Among other obstacles, it is noticeable that many Arab countries lack economic capacities and
capabilities, which creates barriers related to the development of e-commerce practices. Several economic and
cultural barriers emerge for institutions and individuals who are the parties involved in e-commerce systems.
These barriers include the following (61-60 &il=aall 22019 « Kidie 9 alliyesy)

- Lack of experience among institutions regarding market requirements and the incompleteness of the
necessary information to engage in e-commerce. There is also fear or uncertainty regarding the
opportunities for entering e-commerce, especially since there are giant companies and conglomerates
that dominate international markets and e-commerce with foreign entities.

- Failure to consider the necessary security requirements for the success of online transactions, as they
differ in some aspects from conducting traditional commerce.

- Lack of sufficient awareness and understanding regarding the opportunities that institutions will miss
and the delays that may affect institutions in Arab countries due to the failure to keep up with the digital
transformation and development that supports e-commerce.

- Cultural barriers related to the consumer, which may include the reluctance of consumers in Arab
countries to accept e-commerce and their preference for traditional commerce, which involves
inspecting goods and direct communication with sellers. Furthermore, there are illiteracy rates and
ignorance in dealing with electronic tools, as well as a lack of knowledge on how to conduct transactions
online.

The cultural challenge is considered one of the most significant challenges that could impact the growth
opportunities of e-commerce in the Arab world. Even if various technical and regulatory issues are addressed,
and the capabilities of institutions are enhanced with a suitable environment and climate, some individuals or
institutions may exhibit forms of resistance or rejection to transformations in this field. The Arab world, in
general, lacks a culture of digital electronic transactions, and even though there are some signs of change among

the younger generations, a portion of Arab consumers still prefer traditional commercial transactions. They may
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have concerns about engaging in online commerce or may not know how to conduct these transactions in the
first place (129 dxaso 2020 (lus 9 (239,45 «is,&). To overcome this, raising awareness about e-commerce and
its methods, along with providing easy tools and options for consumers in Arab countries, is crucial.

Governments and official institutions have a responsibility that should not be overlooked in this regard.

5. Conclusion:

The study aimed to explore the opportunities, challenges, and barriers linked to the application of e-
commerce in Arab countries, especially in light of the noticeable differences in e-commerce rates growth
rates between Arab countries and developed ones. It relies on a descriptive analytical approach, using
secondary data issued by international official bodies and previous statistical studies. At the same time, it
calculates the compound annual growth rates of e-commerce volume and looks at changes in infrastructure,
usage, and Regulatory indicators in a number of Arab countries. The study is applied to a purposive sample
of Arab countries, based mainly on the availability of data during the study period and the possibility of
comparison. This helps to give a more complete picture of the situation of e-commerce in Arab countries and
the challenges it faces.

By analyzing the set of indicators related to market size, digital infrastructure and digital knowledge, as
well as the regulatory and legislative environment, it becomes clear that there are differences between Arab
countries in terms of the size of e-commerce and its growth rates. This reflects differences in the level of
maturity of digital markets, the efficiency of technological infrastructure, and how developed the support
and legal frameworks are. The results also suggest that countries with more advanced digital infrastructure
and clear regulatory frameworks such as the United Arab Emirates and Saudi Arabia tend to record high
levels of e-commerce activity. In contrast, countries with less developed infrastructure show lower market
size and still face real challenges, with growth rates that remain below expectations in terms of applying e-
commerce. At the same time, some countries with emerging and less mature digital markets such as Tunisia
and Egypt, shall relatively higher growth rates in e-commerce sales. However, this is linked to their delayed
position compared to more advanced Arab countries in terms of ICT infrastructure. This can be understood
in the sense that these countries are still in a phase of expansion, while more mature markets tend to move
toward more stable growth rates.

It becomes clear that e-commerce is one of the features of development in the modern era. It is based on a
range of emerging technologies that have played a major role in advancing this field, especially with the
broader technological and digital progress and Innovation across different areas. Technological development
has brought major changes to many aspects of life at the global level. As a result, the internet and digital tools
have become essential in business and trade contexts, and are no longer optional. E-commerce practices
have also developed over the past decades. They started as a relatively new tool, than expanded more widely

during the 1990s and early 2000s with the spread of the internet and the growth of online stores. E-
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commerce offers several advantages. Among the most important is the removal of time and space barriers,

which allows access to markets at any time and from any place. It also helps reduce costs and improve the

efficiency of targeting audiences, making it easier to reach customers from a marketing perspective.

Despite the existing challenges, there are also clear opportunities that can support the growth of e-
commerce in Arab countries. These include the wide spread of the internet and smartphones, the
development of electronic payment methods, improvements in logistics services, and government initiatives
that aim to strengthen the digital economy. At the same time, there are still key challenges. These include
legislative issues, weaknesses in some parts of the infrastructure, as well as cultural and behavioral factors
related to Consumer trust in digital transactions.

In light of the results reached by the study, the following recommendations can be proposed:

- Directing investments toward improving the quality of internet services in Arab countries especially in
terms of expanding fixed broadband services in countries where there is a gap between high user traits
and low subscription density. This could have a positive effect on the efficiency and speed of carring out
e-commerce transactions.

- Working toward unifying digital payment standards, particularly among Arab countries, and develop
more consistent legal and regulatory frameworks across these countries. This can be supported by
drawing on the experiences of more advanced countries and regional blocks such as the European
Union.

- There is a need to update the current laws and regulations in Arab countries so that they remain clear
and protect the rights of all parties. This should go in line with the fast changes in e-commerce and
digital transformation, as well as the emergence of new tools and technologies. It is also important to
connect these laws with practical policies that encourage the use of e-commerce, and to work toward
building integrated government digital platforms to manage online business activities.

- ltis also crucial to develop national statistical methods to measure the contribution of e-commerce to
GDP. This can help in following the growth of e-commerce more accurately and linking it to
infrastructure development. It also helps in giving a clearer picture of e-commerce as part of modern
business activity.

The current study focused on exploring the challenges and opportunities related to e-commerce in Arab
countries. At the same time, it is limited to reviewing the existing literature and describing the situation in a
number of Arab countries based on specific indicators. Based on this, future research could look more into
comparing policies, programs, and regulations across Arab countries in the area of e-commerce. It may also
be useful to consider the experience of some developed countries in order to benefit from them and support
the development of the e-commerce in the Arab world, and keep up with technological progress. There is

also room for more detailed studies that examine current challenges in a deeper way, identify weak points,
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and look at possible future risks, along with ways to confront them in the context of e-commerce.
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