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ABSTRACT 

The study was carried out to establish the impact of information communication technology on 

business performance of Selected SME's In Kampala - Uganda. The research was guided by four 

objectives. (i) to determine the profile of respondents in terms of gender, age, education, 

enterprise number of years in business. (ii) to establish the level of business performance in 

selected SME's Kampala - Uganda, (iii) to establish the !CT tools (web logs) used by selected 

SME's in Kampala Uganda, and (iv) to establish the relationship between business performance 

and !CT tools in selected SME's in Kampala - Uganda. In chapter two, the related literature was 

reviewed which was inline with the objectives and researcher questions. Chapter three focused 

on the research design, study population, sampling techniques and size that is sampling method 

and sample size data collection methods and instruments, data analysis and limitations of the 

study. The researcher had a total population of 400 people from whom only 200 were chosen. 

Chapter four of this research had the presentation, interpretation and analysis of findings. The 

data was presented in form of tables, and graphs. The researcher followed the questio:rnaire from 

the demographic characteristics of the respondents and then the objectives of the study. As per 

the demographic characteristics of the respondents, majority were men compared to women. It 

was implied that male contribute more on the role of!CT on business performance compared to 

women who were few and they have therefore, realized the I CT. The age bracket of 40-49 had 

majority of the respondents because they were considered to work harder than those within the 

age bracket of 30-39 and those who were above 30-39 years. In reference to the researchers 

findings on level of business performance in selected SME's, 70% of the total respondents who 

were the majority seemed to be a ware that !CT leads to high performance of businesses in 

selected SMEs in Kampala - Uganda. Chapter five contained the summary of the findings and 

discussions of findings about the research. The researcher summarized that !CT is no longer an 

afte1thought concept but an actual cause and driver which offers enterprises avenues to compete 

on a global scale with improved efficiency and closer customer and supplier relationships. He 

also concluded that research should also find out what kind of !CT applications (basic or 

advanced) firms use. Furthermore, future studies should establish the level of adoption, 

motivating factors as well as challenges being faced, in use of!CT tools by business. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background 

Africa is currently experiencing the best economic performance in decades. Six of the world's 

top ten fastest growing economies are from Africa however the cost of doing business in Africa 

is still in general high as a result of policy uncertainty, inadequate physical infrastructure, poor 

access to investment funds and banking services, to point some. Most commonly African SMEs 

lack appropriate driving resources including the collective knowledge, skills, and other necessary 

resources that enable business to grow and add value to their goods and services in order to meet 

the competitive demands of their customers. A further intricacy which is restricting African 

SMEs to perform economically better and or have higher international commitment is that they 

are often labeled to have reputation of low quality products and that there are tedmological 

requirements both in regional and developed markets as well as difficulties in joining 

international supply-chain networks. In addition to the problems noted, there is a poor inter-firm 

linkage between small firms and large ones. Cooperation between small and large firms permits 

small enterprises in particular to reap the benefits of scale and scope economies. The skills small 

firms develop and knowledge they acquire in inter-firm linkage can lead to competitive 

advantage in the global marketplace (McCormick 1999). Although, SMEs in developed countries 

continue lo face an array of similar challenges, the solution has been found from the effective 

utilization oflnformation and Communication Technologies (!CT). 

This disse1iation intends to bring into light the story of emerging SMEs in a leading East African 

country which tends to be different than above reflections. Well remembered as th~ country that 

went through some serious bloodshed and loss of life, during post election violence in 2007 that 

left many displaced and the country in a state of turmoil leading to the loss oflives of thousands 

of its citizens and more than 600000 displaced Given this environmental change, Uganda has 

emerged within 8years to be one of the top ten fastest growing economies in the world. It is also 

regarded currently as among top best performing economics in Africa and as such continues to 

be one of the top places to invest in Africa. In spite of the recent financial crisis, the economy of 

Uganda recovered from the sharp downturn with an expansion of up to 5% GDP as of March 



2014economic prospects are positive. (African Economic Outlook 2013) and the outlook for 

2014 remains robust. Uganda's economy has progressed by improving factor productivity, 

achieving a considerably higher level of output per worker (African Economic Outiook 2013). 

The country has undertaken impressive reforms to create a business-friendly environment for the 

private sector. Popularly known as the pearl of Africa, Uganda is a low income country 

struggling to overcome a divisive legacy and aspiring to reach the middle income status by 2030. 

Currently, latest figures show that there are as much as 450000 SME5 operating in Uganda 

(African Development Bank 2013). Most small enterprises in Uganda start off as micro 

businesses and grew into small businesses making 97.8% of the private sector and accounting for 

36% of private sector employment. Medium sized enterprises, by contrast, are well--established 

JCT-oriented businesses that are individually or jointly owned. They have set administrative 

processes, qualified personnel and trained staff, employ between 50-100 people and account for 

0.22% of businesses in Uganda, contributing 5% of total private sector employment. 

Combinations of these categories show that SMEs comprise approximately 98% of the total 

businesses in Uganda and account for 41 % of all private sector employment Ministry of Trade 

and Industry of Uganda 2012). 

However, to a large extent, Ugandan SMEs still face similar challenges as other small and 

medium scale businesses in the continent. Ugandan SMEs face challenges in boosting their 

nesses across the region. This is due to many restricting policies and regulations as well as 

infrastructure which generally inhibit trade movement. 

1.2 Statement of the problem 

JCT helps to harmonize the relationship between business performance and the market, thus 

including customer satisfaction, Koch and Mac Donald, (2000). However, Kamusiime et al 

(2008) repo1ied that despite the numerous efforts including embracing JCT taken by selected 

SME's in Kampala - Uganda to manage business performance and small market share in 

Uganda, which has been linked SME's failure to meet customers' expectations, as elaborated in 

selected SME's in Kampala - Uganda where market share, market growth and customer base 

were lower than the budgeted perfonnance. Kamusiime et al (2008) frniher added that to some 

extent, the SME's failure to satisfy its customers may not be self-imposed by the SME's but 

rather business performance due to ICT problem which results into poor performance. It is 
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against this background that the researcher wants to research on information communication 

technology and business performance. 

1.3 Purpose of the study 

The primary purpose of the study was to examine the effect of ICT on business performance of 

selected SME's in Kampala - Uganda 

1.4 Research objectives 

(i) To determine the profile of respondents in terms of gender, age, education, enterprise 

number of years in business. 

(ii) To establish the level of business performance in selected SME's Kampala- Uganda. 

(iii) To establish the ICT tools (web logs) used by selected SME's in Kampala Uganda. 

(iv) To establish the relationship between business performance and JCT tools in selected 

SME's in Kampala- Uganda 

1.5 Research questions 

(v) What is the profit of respondents in terms of gender, age, education, enterprise number of 

years in business? 

(vi) What is the level of business performance in selected SME's Kampala- Uganda? 

(vii) What are the !CT tools for example web logs used by selected SME's in Kampala 

Uganda? 

(viii) What is the relationship between business performance and JCT tools in selected SME's 

in Kampala- Uganda? 
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1.6 Scope of the study 

1.6.1 Geographical scope 

The study was carried in selected SME's within Kampala Uganda. 

1.6.2 Time scope 

The study was carried from December 2014 to April 2015 and reviewed information limited 

between 2010-2014. 

1.6.3 Content scope 

The research study established the impact of JCT tools on Business performance in selected 

SME's in Kampala Uganda. Subject scope variables are JCT tools (Independent variables) and 

Business performance (dependant variables) 

1. 7 Significance of the study 

The study will be of great use to the researchers in the field of business performance and 

management since it will act as a reference of different citations in their respective research 

studies. 

The study will benefit government bodies especially Uganda national bureau of standards, 

Uganda revenue Authority, and Uganda investment Authority. 

The study will be of great significant on future researchers who will intend to research on the 

same topic or case study. 

The study will help the prospective investors to study the impact of !CT on business 

performance. 

The study findings will help the case study companies (SMEs) in formulation of appropriate 

marketing strategies. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

As chapter one outlined the background and objectives of this study including research questions 

as well research significance of the study, this chapter intends to present literature reviews, 

knowledge and other information relevant to the theme of this study. As such, this chapter 

focuses on reviewing the evolution and definition of information, communications and 

technology (!CT), e-business, e-commerce and e-marketing as well as marketing in social media. 

2.1 The evolution of ICT 

The realization and evolution of Information, Communication and Technology (!CT) has 

arguably begun in the late 1970s and early 1980s, following the emergence of, first the 

minicomputer and, later the microcomputer ( culminating in the personal computer). At early 

stages, the Information Technology was the single most dominant notion in terms of economic 

development and growth. However, despite the fact that IT expansion created significant 

economic opportunities, keeping it as discrete sector was not in economic terms wise and as 

emerged the significance of increasing communication technologies as well as information 

processing technologies - a shift from IT to !CT. Following was the intense placement of large 

volumes of investment to entice and stimulate all possible means of !CT infrastructure and 

development. 

Today, the result is clear, !CT shapes every aspect of our lives and is paradoxically taking on a 

Hitherto unseen dimensions whereby communication technologies are becoming forces of social 

change - bringing the virtual and physical worlds more closer than ever before in a more 

dynamic fashion. Considering the rapid evolution of!CT and government policies and strategies 

in place, the future of CT is promising at large in every imaginable sector and field. 
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2.2 Defining ICT 

The term CT - Information, Communications and Technology can be thought of or referred to 

technologies that pertain to the new science of collecting, storing, processing and transmitting 

information whereby information, computing, and telecommunications are converging. 

Beckinsale and Ram (2006, 86) defined 

ICT as 'any technology used to suppo1i information gathering, processing, distribution and use'. 

More precisely ICTs can be viewed as all forms of technologies and products for a wide range of 

software, hardware, telecommunications and information management techniques, applications 

and devices used to create, produce, analyze, process, package, distribute, retrieve, store and 

transmit or receive information electronically in a digital form such as computers, email, internet, 

websites, social networking and other wireless communications devices, networks, broadband, 

and as well as the various specialized devices and applications associated with them, such as 

satellite systems and videoconferencing (Porter and Millar 1985, 149-174; Brady et al 2002, 

Nicola 2003). 

The fact that the diffusion of information and communication technologies (ICTs) is a prevailing 

reality in many parts of world it is particularly for developing countries held to offer remarkable 

opport1mities for the alleviation of poverty and the creation of employment and have the 

potential to expand a country's economy by making economic enterprises more accessible to 

local and global markets, improving access to market information, providing information for 

better and more competitive prices, and lowering transaction costs. For small and medium sized 

enterprises, ICT can be exploited to create a list of contacts and to make use of available 

information to start and sustain new business ventures. For example, Moyi 2003 :222) and Shiel 

et al. (2003:312) express that ICTs have the potential to link small sellers and buyerE to the daily 

market prices of commodities in different places, giving them the ability to improve their 

negotiating power. So much so, Cohen and Kallirroi (2006:45) agree at information and 

communication technologies can radically change the competitiveness of organizations, and note 

how electronic commerce has reduced the cost of trading among the companies and also helped 

to strengthen their relationships and collaboration. 
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Despite ICTs' role in changing approaches to business by making it possible for business 

Enterprises worldwide to establish direct links with customers, suppliers and · distributors, 

enabling faster and more efficient service delivery and transactions (Castells, 1999:3;) it has 

become an important feature in the global transformation of social, economic and political life 

(Migiro, 2006:40; Donner, 2004:4) resulting the decrease of the cost of doing business globally. 

The unprecedented acceleration of Information, Communication and Technologies (!CT) have 

contributed the recognition of a wide range of new technologies, business practices and features 

not to mention the emergence of e-business, e-commerce, e-marketing, e-banking, e-:.earning etc. 

The integration of information and communications teclmology (ICT) in business has 

revolutionized relationships within organizations and those between and among organizations 

and individuals. Specifically, the use of CT in business has enhanced productivity, encouraged 

greater customer participation, and enabled mass customization, besides reducing costs. With 

The aim of gaining better understanding, the characteristics, differences, as well as benefits and 

disadvantages of the terms e-business, e-commerce and most importantly e-marketing will be 

discussed. 

2.3 E-business 

The term "e-business" has a very broad application and meanings; to some the terms business 

and e-commerce mean the same, to others they are quite different. However, at a more 

fundamental level, the term "e-business" is framed in this research as enhancing the wall 

competitiveness of an organization by deploying innovative information and :communications 

technology throughout the entire organization and beyond, through links to partners and 

customers. Damanpour (2001) defines e-business as any 'net' business activity transforms 

internal and external relationships to create value and exploit market opportunities driven by new 

rules of the connected economy. In contrary, some scholars view business as the ev,Jlution of e­

commerce from the perspective of buying and selling over the internet, and as such argue that the 

former is a subset of the later (Turban et al., 2006). Others i.e. that both terms interchangeably 

mean the same thing (Schneider, 2002). However, in broadest context, e-business is an electronic 

way of doing business. Landon and Landon's 2002) describe e-business as the use of the internet 

and other digital technology for organizational communication, coordination and the 
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management of the firm encompasses these different adaptations. Moreover, (I<;alakota and 

Robinson 2001, 5) have proposed a clear definition that stresses the difference· between e­

comrnerce and e-business. They delineate that e-business is not just about e-commerce 

transactions or about buying and selling over the web; it is the overall strategy of redefining old 

business models, with the aid of technology, to maximize customer value and profits". Kalakota 

and Robinson's definition is of great impo1iance because it describes e-business as an essential 

business-reengineering factor tat can promote company's growth (European Commission, 2007). 

There is a rich body of literature on the benefits of e-business. In spite of the complexity of 

technological choices, implementation difficulties, personnel training costs and the: continuous 

dating of systems most companies face especially small and medium-sized enterprises, 

researchers identify that SMEs have a lot to gain from e-business if they target e-business 

activities upon their business strategies. E-business alignment with the firm's business strategy 

constitutes SMEs to perform better in terms of growth, productivity and profitability. 

2.3.1 The four faces of e-business 

Darnanpour (2001, 16-33) discusses the four faces of e-business, which were originally 

identified by the Gartner Advisory Group each of which looks at e-business from a different 

perspective (Figure l ). The four faces include the following: 

Face 1: Business and Financial Models Perspective - This face focuses on the business model 

and opportunities that operate as an electronic entity. Financial considerations such as reduced 

costs and operations efficiency are primary considerations. Such a model regards technology as 

an enabler of the business opportunity and sometimes requires changes in the corporate culture, 

financial accounting guidelines, and the corporate image. The model can be used for an existing 

company (brick-and-mortar), a new spin-off from brick-and-mortar, or a small unknown start-up 

( e.g. amazon.corn when it was first launched). 

Face 2: Relationships - This face looks at e-business from a relationship perspective as new 

relationships and collaborations are created and forged in e-business to enter new markets or 

enhance customer, supplier and business relations. Some examples of the relationship respective 

are customer relationship management (CRM), supply chain management (SCM) Infrastructure 
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management. For example, the traditional ordering and invoicing processes and be managed 

electronically. Electronic marketplaces, catalogues and bidding systems, and Internet searches 

can transform business demeanor, accelerate business activities, increase : bal competition, create 

global logistics networks, provide improved customer relationships, effective services, and speed 

up goods and information delivery down the entire supply chain. 

Figure 2.1. Four faces of e-business (source: adopted from Damanpour, 200 I) 

Face 3: Commerce - This face focuses on electronic buying and selling, which requires the 

development of systems, services, models, and relationships to support effective buying and 

selling. Face 3 overlaps other three faces and emphasizes the importance of technology to 

business success and customer demands by leveraging the capability of the Internet to reach 

global buyers around the clock. 

Face 4: Responsiveness -This face is centered on the efficiency and timing of business 

transactions. Responsiveness, in e-business terms, means reducing the time between a business 

request and its fulfillment by increasing efficiency of the delivery of processes and their 

supporting computing systems for seamless operations to provide fulfillment. For example, the 

direct connection of a rent-a-car automobile request system to 

Insurance companies results in improved efficiency, reduction of errors, and hence customer 

satisfaction. 

2.4 E-commerce 

The emergence of e-commerce has profound impact on industries as well as individual firms in 

of the nature of competition as well as sources of competitive advantage (Pitts and Lei, 2000). 

However, despite this fact, there is no commonly or universally agreed definition of the term 

commerce. The businessdictionary.com defines e-commerce as "Business conducted through the 

use of computers, telephones, fax machines, barcode readers, credit automated teller machines 

(ATM) or other electronic appliances (whether or not using the without the exchange of paper­

based documents. It includes activities such as element, order entry, transaction processing, 

payment, authentication and non repudiation, inventory control, order fulfillment, and customer 

support. When a buyer pays bank card swiped through a magnetic-stripe-reader, :1e or she is 
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participating in e-commerce". The European Commission states "electronic commerce is about 

doing business electronically. It is based on the electronic processing and transmission of data, 

inclnding text, sound and video (UNCTAD, 2000). Others, such as, (Turban, Lee, King, McKay, 

Lee & Viehland 2008, 27) define e-Commerce as the process of buying, selling, transferring, or 

exchanging products, services, and/or information via computer networks, including the Internet. 

There also exist a number of other differing definitions often depending on the different 

perspectives; from a communications perspective EC is the delivery of information, products or 

services or payments via telephone lines, computer networks, or any other electronic means; 

from a business process perspective EC is the application of technology toward the automation 

of business transactions and work flows; from a service perspective EC is a tool that addresses 

the desire of firms, consumers, and management to cut service costs while improving the quality 

of goods and increasing the speed of service delivery; from an online perspective EC provides 

the capability of buying and selling products and information on the Internet and other on line 

services. (Kalakota & Whinston, 1997, 3) 

With respect to the aforementioned descriptions, one can with certainty affirm that e-commerce 

is a complex phenomenon whose specific definition can vary considerably. However, that being 

said, it should be taken into account that there is a general consensus among researchers that 

summarizes e-commerce as an emerging model that enables customers to participate in all 

phases of a purchase decision - access product information, select items to purchase, purchase 

items securely and have the purchase settled financially all through electronically rather than 

physical store or by phone. As such, this study adopts the definition of Organization for 

Economic Co-operation and Development (OECD) which delineates e-commerce as "the total of 

all applications that pertain to online communications and transactions (OECD, 2000). Based on 

the handful exploratory definitions presented above, it is imperative to explore as well the 

various models of e-commerce as well as the enabling technologies and solutions. Although 

there are so many different components that clearly need to be systematically categorized 

(Chatley et al 2009, 11) have better categorized the various models of e-commerce into 

following models: 

Customer to Customer (C2C) model involves consumers directly transacting with other 

consumers in the cyberspace. (Hoffman & Novak, 1996) identified C2C interaction as important 

10 



model in Internet based transactions and suggested the need for companies to lake it into 

consideration in their market planning effort. Their asse1tion is exemplified by the growth of 

social network site in recent times. 

Business to Customer (B2C) model involves transactions between business entities and 

consumers. More precisely, customers learn about products or services through electronic 

publishing, and buy them using electronic cash and secure payment systems, and have them 

delivered electronically or through physical channel (Vaithianathan, 2010). 

3usiness to Business (B2B) model involves electronic transactions in which businesses, 

governments, and other organizations depend on computer-to-computer communications as a 

fast, economical, and a dependable way to conduct business transactions (Vaithianathan, 2010). 

Customer to Business (C2B) model involves transactions conducted between a consumer (s) and 

a business organization. In other words, an online transaction in which consumer initiates trading 

with companies. This model is quite similar to the B2C model. Customer to Government (C2G) 

is type of online interaction where feedback is given to government through pressure group or 

individual sites. Business to Government (B2G) is type of online interaction where feedback 

from businesses is given to government and non-government organizations. Government to 

Citizen (G2C) is type of online interaction through which government offer national 1ransactions 

such as local government services, national government information, and tax informa1ion. 

In an attempt to understand the benefits, challenges and barriers of e-commerce particularly for 

emerging SMEs, efforts are made to understand these issues in which SMEs experience through 

their transition of participating in e-commerce. The following part will also investigate the 

teclmological outlook of the owner from the perspective that the owner's view have a major 

influence on whether the business does adopt e-commerce and, if it does, how much the success 

depends upon it. 

2.4.1 Benefits 

Is e-commerce the great equalizer between SMEs and larger companies? Can SMEs now 

compete head to head with their larger counterparts? These were research topics of a study 

conducted by Lomerson, McGrath, and Schwager (2004). If according to the popular trend that 

e-commerce is a prerequisite for the survival of small and medium-sized enterprises, what does 
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e-commerce yield them in terms of financial and strategic point of view? In general terms, most 

authors agree that e-commerce has potential benefits and will significantly increase as e­

commerce expands. Generally, specific benefits small and medium-sized enterp1 ises are to 

realize is framed in two main categories: financial and strategic. In financial terms, e-commerce 

is dramatically changing the dynamics of how businesses are conducted. With a minimum 

outlay, a firm can simply and quickly locate more customers, outsource best supplie1s, and most 

impmiantly reach suitable business pa1iners worldwide. 

E-commerce decreases the cost of creating, processing, distributing, storing, and retrieving 

paper-based information. For example, by introducing an electronic procurement system, 

companies can cut the purchasing administrative costs by as much as 85 percent. It also enables 

reduced inventories and overhead by facilitating the "pull"- type supply chain management. 

Furthermore, e-commerce decreases the time between the outlay of capital and the receipt of 

products and services. In addition, financial benefits include the creation of highly speciali7ed 

businesses and the initiation of completely new unique business processes and re,,ngineering 

projects. In support to the above, Maloff (1996) identified four general areas of benefit. The first 

category specifies benefits arising from the reduction of internal and external communication 

reductions, e.g. the speed-up of business processes and administrative tasks. The second which 

elates to revenues that can be generated either from current business or from new initiatives. 

The third category speaks of the tangible benefits for example reduced costs and flexible 

working practices while the fomih category speaks of the intangible benefits such as enhanced 

competitive positioning and improved customer relationships strategically, e-commerce is highly 

strategic with many potential benefits. For the survival and growth of any business small or 

large, Slywotzky (2000, 39) revealed that strategically e-commerce adoption is a necessity for 

the future success of any business. Some of the strategic benefits include expanding geographical 

reach as well as into new markets, increasing brand awareness, increasing revenue and market 

share, improving customer services and interaction as well as competing with bigger rivals. In 

suppmi, according to Lee (2001, 349-359), where once a company used raw materials, 

transformed those raw materials into products, displayed those products, and ultimately sold 

those products to customers, with e-commerce this has changed. Now, the raw materials are 

information about the customer, the transformation is the synthesis and packaging of this 
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information, the products are designed, very often, by the customer and are sold with information 

services to entice future interaction. 

2.4.2 Challenges and barriers of e-commerce 

The concept of e-commerce is still pretty new as such needs to be explicitly understood in its real 

sense. This is where the challenge arises. To some e-commerce sounds just a technology but in 

reality e-commerce is simply more than technology it is in fact a whole new modern business 

strategy in which if small or large firms integrate into their existing strategies can gain more in 

productivity, market share or even bottom-line profitability. Today SMEs in both developed and 

developing countries continue to fail due to either poor implementation or understanding of e­

commerce strategies and technology. It has been revealed that regardless of the business 

environment, the biggest challenge most SMEs managers or entrepreneurs face is one of the 

transformation- how to basically transform their brick and mortar companies into one of click 

and mortar company in order to be competitive in this inevitable digital economy. These 

challenges are predominantly enormous in developing countries paiiicularly in Africa where the 

digital age is still taking its roots gradually. The challenges primarily include lack of proper 

commercial and legal system for conducting the business and commerce through th,, electronic 

commerce. 

Added to this are hindrances such as security, poor telecommunication infrastructure, lack of 

skilled labor and trust, privacy and psychological barriers, digital divide as well as poor e­

commerce planning and strategy. 

Majority of African SMEs although aware of its benefits perceive that doing business online as 

being of high risk due to security breaches. Security being the major stumbling block for SMEs, 

there is also reluctance culture among SMEs owners or managers to adjust their businesses with 

the requirements of e-commerce participation because they believe that it is first and foremost 

costly and complex as well as time consuming assuming further that such participation involves 

complete re-design of their business strategy. 

There is also a societal illiteracy and failure to see any advantage of using e-commerce. Many 

researchers express that the later continues to convince many managers that e-commerce does 

not fit the products or services their firms offer. Indeed, while e-commerce adoption has eroded 
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trading barriers for SMEs, this has to often come at the price of altering or eliminating 

commercial relationships and exposing the business to external risks (Ritchie and Brindley, 

2001, 575-583). Lee (2001, 44 -57) agrees that the biggest challenge for SMEs is not to find the 

best E-commerce model but to change the mindset of the owner/managers themsel·,es. For those 

who have developed an organization-wide strategy (in anticipation of E-commerce), these 

changes can lead to an increase in efficiency in the business. For those who have not, this can 

reduce the flexibility of the business (Tetteh & Burn, 2001, 171-180) and often lead to a 

duplication of the work effort (MacGregor et al, 1998). A summary of different e-commerce 

adoption barriers in small businesses based on an extensive literature review is presented in 

Barriers to e-commerce adoption Related literature 

E-commerce is too complex to implement Fielding (1996), Quayle 2002) 

Small businesses require short-term ROI and e-commerce Lawrence (1997) 

is long-term McGowan & Madey 

1998) 

Resistance to change because of the fear of new Van Akkeren & Cavaye (1999), 

technology amongst employees Lawrence (1997) 

Reference for and satisfaction with traditional Lawrence (1997) 

Manual methods (phone, fax, etc) Venkatesan & Fink 2002) 

Lack of technical skills and IT knowledge amongst Riquelme (2002) 

employees; Lack of computer literate/specialized staff Van Akkeren & Cavaye 

1999), Damsgaard & Lyytinen 

(1998) 

E- commerce not deemed to be suited to the way the Poon & Swatman (1997) 

organization does business, or the way our clients do Hadjimonolis (1999) 

business Lacovou et al (1995) 

E-Commerce not deemed to be suited to the Poon & Swatman (1997) 

products/services Hadjimonolis ( 1999) 

E-commerce perceived as a technology lacking direction Lawrence ( 1997) 

lack of awareness about business Ivan (1995) 

advantages/oppo1iunities e-commerce can provide Quayle (2002) 
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Lack of available information about e-commerce Lawrence (1997) 

Concern about security of e-commerce Riquelme (2002), Van Akeem & 

Cavaye (1999), hadjimonolis 

91999), Quayle (2002) 

SMEs have a lack of technical knowledge and specialists Martin & Matlay (200 l) Gragg & 

staff and provide little IT training fro staff King (1993) Bunker & MacGregor 

(2000) Reyno;lds et al (1994) 

Blili & Raymond (1993) 

SMEs are more reluctant to spend on information Walczuch et.al (2000) 

technology and take risks Denis (2000), Walczuch et al (2000), 

Denis (2002) 

Lack of e-commerce standards Tuunainen (1998), 

Robertson & Gatignon 

Table 1.1. Summary of e-commerce adoption barriers in small businesses 

2.5 E-marketing 

In the broadest context, electronic marketing ( e-marketing) can be regarded as a nEw business 

practice involved with the marketing of goods, services, information and ideas via *he Internet 

and other electronic means. Although many authors have since the inception of e-marketing tried 

to explain the term it is apparent that definitions of e-marketing vary according to each author's 

point of view, background or specialization. Smith and Chaffey (2005, 11) describe it as: 

"Achieving marketing objectives through applying digital technologies". 

Strauss and Frost (2001, 454) define it as: "The use of electronic data and applications for 

planning and executing the conception, distribution and pricing of ideas, goods and services to 

create exchanges that satisfy individual and organizational goals". Others like, Reedy and 

Schullo (2004, 16) define it as: the process aimed at facilitating and conducting business 

communication and transactions over networks. 

Whatever the case may be, one potential problem that is likely to create confusior is the use of 

the terms: E-Marketing / Internet-marketing / E-commerce / E-business as equivalents by some 

of the researchers. It is impmiant to distinguish between these terms because for instance internet 
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marketing (IM) can be justified to refer only to the Internet, World Wide Web, e-mails while e­

marketing includes all of that plus all other E-Ma,keting tools like: intranets, Extranets and 

mobile phones. In contrast, e-commerce and e-business have a wider and broader scope than e­

marketing. 

These differences can be illustrated in figure 2. 

Figure 2.2. Differences between internet-marketing, e-marketing, e-commerce and e-business 

(El-Gohary et al. 2010) 

2.5.1 E-marketing tools 

E-marketing tools are evolving rapidly as new technologies emerge everyday and firms have no 

choice but to adopt these technological trends. A company using the internet as a part of its 

marketing mix is often perceived as a company at the leading edge of its sector. The new e­

marketing tools have dramatically reduced traditional media dependence, including Yellow 

pages and mailing-list brokers. One of the most effective popular e-marketing methods is the 

banner ad - a form of advertising, often small four-sided and horizontal shaped advert which 

very often appears in most sites. Their presence and importance for internet-based business is 

immense. Banner ads are typically hyperlinked to the advertiser's primary page or 0ne with more 

information about the specific product or service advertised (Kaye & Medoff, 200 l, 6). 
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According to Banner works (2010), there are three common file types of banners: static, 

animated, and flash. Static web banners are cost effective and simple ads, often containing 

graphics and text with .jpg, .png or .giffile format. Static banners are the most widely" recognized 

and accepted file sizes. Similarly, animated banners are types of banners which use animation in 

the text or images to transfer their messages. They come in as .gif file format. Because of the 

movement, it attracts viewers more than the static banners. Flash banner is a sophisticated 

animated banner that flows smoothly like a movie and can also include sound. They usually 

come in .swffiles format. They can also be interactive, and include rollover buttons, checkboxes, 

in-banner navigation systems, sound on/off buttons, play-pause buttons, close buttons and so on 

(Banner works 20 I 0). 

Interstitials are another form of online marketing often regarded as controversial. Pop-ups and 

pop-under advertisements are generally new web browser windows intended to 1ttract web 

traffic. interstitials are perceived to be intrusive because they put audiences in a forced exposure 

mode (Cho 2000) resulting in negative response such as feelings of irritation and ad avoidance 

(Li, Edwards and Lee 2002, Edwards, Li and Lee 2002, 83-95). 

Sponsorship is also another type of marketing Online involving placements of the sponsor's 

identity (corporate logo or brand name) in sponsored Web sites to build good-will more than 

traffic to its site. Meenaghan (I 983, 5-7 I) defined sponsorship as the provision of assistance 

either financial or in kind to an activity by a commercial organization for the purpose of 

achieving commercial objectives. 

Added to the above are internet discussion groups and the e-mail marketing methods. Internet 

discussion groups are deemed to be effective in terms of marketing in that they attract a large 

number of daily users and visitors. Company marketers and users who are already familiar with 

the company products or services help satisfy both visiting and existing customers many of their 

concerns leading sometimes to convince them acquiring additional relevant products and 

services. 

Electronic mailing also known as e-mail has become an important online marketing t:lol as well. 

In addition to text, e-mail messages also contain pictures, videos and sounds, and can be 
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personalized for certain customer groups (Kotler & Armstrong 2008, 503). Recent studies on 

email marketing 

Indicate that nearly half of all businesses used e-mail marketing to reach their custombrs. 

According to Kotler and Armstrong, e-mail can be the best direct marketing medium. Internet­

based companies such as Amazon.com and Dell have been using email marketing successfully. 

Both companies have adopted a permission-based marketing approach and they c•ffer highly 

personalized messages to customers. For instance Amazon.com is known for sending marketing 

e-mails based on the customers' previous purchases (Kotler & Armstrong 2008, 504). However, 

given that fact, e-mail marketing has also some crippling problems - the spam messages. A 

spam message is an unwanted commercial e-mail message and at present 84% of all inbound e­

mail is considered spam. Unwanted commercial e-mail messages may even distance the 

customer from the company and therefore companies are encouraged to ask for permission to 

send marketing e-mail messages. This approach is called permission-based marketing and is 

considered the new standard model for e-mail marketing (Kotler & Armstrong 2008, 503-504). 

Rich media is a generic term for a variety of highly interactive, visually influential internet 

advertising formats. Research studies of on rich media ads reveal that rich mec:ia is more 

effective than banner ads. Including Flash, DHTML, and many 3D modeling applications, video 

and audio streaming, rich media ads deliver enhanced impact and result in improved user 

response. The premise of rich media ads lies in the assumptions that messages appealing to 

multiple perceptual systems are better perceived than those that call on single or fewer perceptual 

systems, and that high quality messages (e.g., vividness or distinctiveness) are more effective 

than low quality messages (Reeves and Nass 1998). 

Keyword searches are also popular form of internet adve1iising. Also called as paid listings, 

keyword search rises to meet the new needs of consumers, advertisers and search and content 

sites. It is estimated that 30-40 percent searches are out of commercial motivations, making 

keyword search a potentially lucrative lead to web sites that are designed to sell. 

Different from many banner ads is the 3-D visualization. The interfaces of 3-D visualization 

offer a natural approach to product inspection and represent a form of "object interactivity" 

(Schlosser 2004, 184-198). For example, consumers can inspect a 3-D product by rotating it for 
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view from any angle, zooming in and out for details, and even trying some product ( e.g., a digital 

camera or a laptop) functions through prescribed animation. Studies have shown that compared 

with graphical presentation of products on the Web, 3-D production visualization results in 

improved product knowledge, more positive brand attitude and heightened purchase L1tention for 

products for which touching is not essential for purchase decision (Li, Daugherty and Biocca 

2003, 395-407). 

Other methods include the adve1i-games - an ad-content, where interactive technology is used 

to embed brand messages in an entertaining fashion. According to Chen and Ringel 200 l) there 

are three levels of integration: associative, illustrative and demonstrative. Associative integration 

is the lowest level, where a brand can be placed in the background of an activity or event. 

Illustrative places a brand in a prominent position in a game, such as an adventure game that 

features a story line. Demonstrative integration represents the highest level of brand integration, 

such as a slam-dunk game in which a character demonstrate the performance features of the Nike 

Shox basketball shoes chosen by the player in the opening sequences of the game (Chen and 

Ringel 2001 ). 

2.5.2 Benefits and disadvantages of c-marketing 

Many theoretical and empirical studies have provided adequate evidence that e-marketing can 

help firms of all sizes to improve their performance and reap benefits same as large companies 

do. In this part, the benefits realized through e-marketing will be discussed whilst in the 

meantime taking into consideration the driving factors, methods and tools used in e-marketing. 

Seemingly significant benefit of e-marketing compared to traditional marketing is the number of 

reaching alternatives that become available for companies within a given product or a service 

category. 

Platforms for e-marketing create an increase in reach, generate cost reduction and provide 

advantages for customers. Without human intervention, a company can provide a customer with 

a limitless amount of information. This amount of information delivered via internet 

communicated messages is exemplary in comparison to any other form of communication 

means. Such information can additionally be delivered in a very easily understandable form to 

the consumer. £-marketing firm is also able to create interaction with the customer in a way that 
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customers can themselves design products and services according to their liking. Domains for e­

marketing also provide a modern substitute for human contact service as consumer is able to do 

transactions with the firm via automated sites (Nitish & Krishnamurthy, 2005, 612- 6 i 3). 

£-marketing affects traditional marketing in two ways. First, it increases efficiency in established 

marketing functions. Second, the technology of e-marketing transforms many marketing 

strategies resulting in new business models that add customer value and/or increase company 

profitability (Strauss and Frost, 200 I). Moreover, Kotler (2006) indicated that the Internet 

eliminates the economic consequences of geographic distance to insignificant levels, which 

opens up substantial opportunities for reaching international as well as domestic markets. In the 

view of the increasing number of firms aiming to expand outside markets in order to maximize 

their sales revenue via tapping the untapped markets; e-marketing indeed have the potential to 

achieve greater cost savings, reach more potential customers as well as exchange continuously 

information with them simply by streamlining their business processes and strategies with the 

current internet and technology practices. Smith and Chaffey (2005) defined 5Ss of c-marketing 

which suggest five broad benefits or reasons for adopting e-marketing which marketers can use 

to set objectives. 
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To put into context, the main task of e-marketing is to take advantage of the web in order to 

develop a positive, enduring relationship with customers using the Internet (Kotler et at, 2006, 

555; Laudon & Traver, 2002, 379-380) Hence, the primary purpose of online marketing is to 

spawn sales directly and rapidly through a transactional web site of the marketer (Berkowitz, 

Kerin, Hartley, Rudelius, 2000, 216). 

Although not having any presence on the internet at all increasingly leads to a competitive 

disadvantage. Typical risks encountered include security issues. As confidentiality of personal 

communications is extremely important in business marketing the potential loss of proprietary 
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data over the Internet remains a critical issue. On the other hand, in most cases, information 

gathering and use of personal information for marketing purposes is often seen as suspicious 

unless otherwise clearly stated and guaranteed. Privacy invasion and the possibility of becoming 

conned online are of huge concern. The fact that marketers increasingly gather detailed personal 

information from consumers to increase the efficiency and effectiveness of their marketing 

strategy, private information on consumers has now become a commodity that is routinely 

bought, sold, and traded (Gillmor, I 998, 38-39). 

Moreover, it is now virtually impossible for consumers to transact business onli ne without 

having to reveal personal information (Rust, Kannan and Peng, 2002, 455-464). Personal 

information is also often asked for when consumers are required to register at web sites before 

being able to browse free content. In addition, consumers' personal information could be 

obtained involuntarily by the use of cookies that track people's online surfing behavior (Pierson 

and Heyman, 

2011, 30-42). Vast amounts of individual information can be easily collected over the Internet, 

and digital networks can link all this private information in databases (Caruso, 1998, 57-61). 

Consequently, this information can then be bought, sold and traded, possibly without the 

consumers' permission, which mcreases consumers' concerns regarding having to reveal 

personal information online, and regarding the way in which such information might be used 

(Yao, Rice and Wallis, 2007; Ohm, 2010; Fletcher, 2003, 710-722). Online privacy concerns are 

felt globally, as the Internet is a global medium, and allows the transfer of massive amounts of 

consumer information instantly across national borders (Nijhawan, 2003, 939-976.). Building on 

the evidences stated above, there are still other drawbacks of online marketing. For example, 

many consumers are worried about the fact that online marketing does not offer them the luxury 

of examining and getting a feel of the quality and fit of the goods sold online and th:s generally 

leads them to require the seller to have liberal return and refund policies. In addition, the lack of 

after sales service is another concern of online shoppers. Time is also a problem with online 

marketing in that consumers are not able to take immediate possession of their purch<tses and are 

faced with added expense for faster delivery. 
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2.6 Marketing in social media 

What started out as a way for individuals to communicate and share information online has now 

become trend in which almost all businesses see no longer as an option but as an obligation. 

Companies are now using social media as an integral part of their marketing strategy. Businesses 

have now realized that traditional marketing techniques are no longer viable for surviving in the 

online world. 

Kaplan and Haenlein (2010, 59-68), explain social media as "a group of internet-based 

applications that build on the ideological and technological foundations of web 2.0, which allows 

the creation and exchange of user-generated content". Social Media covers a wide variety of 

"online and mobile, word-of-mouth forums including social networking webs:tes, biogs, 

company sponsored discussion boards and chat rooms, consumer-to-consumer email, consumer 

product or service ratings websites and forums, internet discussion boards and forums, and sites 

containing digital audio, images, movies, or photographs, to name a few" (Hollensen, 2011 ). 

Social media & more particularly social networks have enabled businesses of all forms to 

interact, reach and create relationship with large number of customers (Brogan 

2010). 

Turning into an influential marketing channel, social media and networks have been_ great news 

for many companies and organizations (Drury 2008, 274) Social media marketing is a process 

that empowers individuals and companies to promote their websites, products or services 

through online social channels and to communicate with and tap into a much larger community 

that may not have been otherwise available via traditional advertising channels. It connects 

service providers, companies and corporations with a broad audience of influencers and 

consumers (Weinberg 2009, 2-3). Weber (2009) argues that social media marketing is not only 

for the largest multinational corporations. It might be even easier and more effective for a small 

and medium-size company to take maximum advantage of it. Not only social media ts a tool for 

staying linked with other respective stakeholders such as technology vendors, and distributors, 

but it is also seen as an opportunity for R&D projects. 

Marketing through social media requires different techniques than marketing through traditional 

channels because marketing through social media challenges a company to adapt different 
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techniques than marketing through traditional channels. Weber (2009) explains that marketing to 

the social media requires adopting a completely new way of communication with an audience in 

a digital environment. Drury (2008) clarifies that marketing with traditional media was much 

about delivering the marketing message to the target audience. With the increase of social media 

networking, building a relationship and conversation has become a major and focal part of 

marketing adopting the pull marketing strategy. Marketing is no longer one dimensional; it has 

become a two-way process engaging a brand and an audience. Marketing within social media is 

not just about telling and giving a message, it is more about receiving and exchanging 

perceptions and ideas. Also the way of segmentation changes radically with the event of the 

social web (Drury 2008). 

Demographics like gender, age, education and income, together with lifestyle factors have 

become less relevant compared to what people do, think, like and dislike. Further the 

communication in social media is less about creating contained and controlled messages and 

more about creating compelling environments to which people are attracted. The be!;t web sites 

will combine both professional and user-generated content. (Weber 2009, 35-38.) 

Mangold and Faulds (2009, 357-65) explicate that in the era of social media, marketing 

managers' control over the content, timing, and frequency of information is being severely 

eroded. In the new era of social media, information about products and services also criginates in 

the marketplace. This information is based on the experiences of individual consumers and is 

expressed through the traditional promotion mix. 

Figure 2.3 below illustrates the new communication paradigm presented by Mangold and Faulds 

(2012). 
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2.7 Web 2.0 

The concept of Web 2.0 is relatively new and today marketers are compelled no Jess than to take 

advantage of its potential. However, there is no specific definition for the term web 2.0 because 

it doesn't have clear boundaries. Tim O'Reilly, who created the term 'Web 2.0', describes it as, 

"the business revolution in the computer industry caused by the move to the Internet as platform, 

and an attempt to understand the rules for success on that new platform". According to 

Murugesan (2007) the Web 2.0 concept was developed to express the new evolving trends of 

web. It can be considered to be a joint name for a collection of new technologies, applications, 

concepts, ideas, business strategies, and social trends in the web (Mur 2007). Web 2.0 has also 

been called wisdom web, people-centered web, participative web and read/write web (Mur 

2007). Web 2.0 is driven by a range of interrelated web technologies which include social 

networks (e.g. Facebook, YouTube, Myspace, Linkedln, and twitter), biogs, Mash-ups, Podcasts, 

RSS, Wilds and audio and video streaming. From marketing perspective, creative and intelligent 

use of Web 2.0 tools can help marketers reach cu8tomers, build awareness and manage their 

image on the web; and refine operational practices to stay ahead of the competition. 
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Figure 2.4. Some main characteristics of web 2.0 concept 
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2.8 Information and Telecommunication Services 

The aim of this chapter is to provide a general overview of the role of JCT on firm 

competitiveness and performance as well as its role on business innovation. The chapter will also 

illustrate the challenges and barriers of!CT adoption to the Ugandan SMEs. 

2.8.1 ICT role on fkm competitiveness and performance 

The concept of competitiveness can be conceptualized as vague one in that much of its mistiness 

stems from the fact that the term means different for different organizations however, at a firm 

level, competitiveness resides in the ability of firms to consistently and profitably produce 

products that meet the requirements of an open market in terms of price and quality. According 

to Barney (1991, 99-120), a firm is said to have a sustained competitive advantage when it is 

implementing a value creating strategy not simultaneously being implemented by any or 

potential players. Porter (1990) defines competitive advantage as the heart of a company's 

performance. It reflects a company's ability to offer consumers greater value either by means of 

lowering prices or by providing greater benefits and services that justifies higher prices. When it 

comes to ICT's role in connection with company competitiveness, authors Alan, and Noor 

(2009, I 12-125) argue that !CT offers enterprises avenues to compete on a global scale with 

improved efficiency and closer customer and supplier relationships. 

Similarly, Melville et al. (2004), highlight that the use of !CT brings about customer satisfaction 

by improving service quality thereby offering new opportunities for companies. Moreover, 

Apulu and Latham (2010), claim that !CT enables customers to give immediate feedbacks that 

allow companies to react fast to customers' demands and recognize new market niches. This 

entails that organizations that are able to exploit the potentials offered by !CT can handle various 

types of innovative processes in their businesses since JCT influences the performance of an 

organization in multifaceted ways. Thus, JCT can bring about change in organizations and make 

them more competitive, innovative and assist to increase organizational growth (daily nation, 

2011). For these reasons, Kamar and Lawson (2006) recommend that organizaticns need to 

adopt !CT in order to remain competitive in the present competitive global economy. 
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2.8.2 ICT & business innovation 

In addition to identifying the impact of ICT on firm competitiveness, this part ascertains how 

ICT promotes and effects innovation and productivity of firms. The Oslo Manual defines 

innovation as "the implementation of a new or significantly improved product (good or service), 

or process, a new marketing method, or a new organizational method in business practices, 

workplace organization or external relations" (OECD, 2005, 46). Moreover, Porter (200 I) argues 

that today the issue for organizations is not the acquisition and deployment of technology but 

rather how companies innovate. Product initiation or development can no longer be solely 

determined by internal R&D functions, but rather depends on the contributions of a broad range 

of external players. External players might include suppliers, customers and researc:1 institutes. 

Here the concepts of open and closed innovations come into play. 

2.8.3 Open & closed innovations 

Open innovation defined as "the use of purposive inflows and outflows of knowledge to 

accelerate internal innovation" encourages companies to explore internal and external sources of 

innovation opportunities, integrate those with the capabilities and resources of a company and 

broadly exploit the new opportunities through multiple channels (West, Gallagher, :2006, 319-

331 ). Open innovation differs from closed innovation rather it means diffusion •of internal 

knowledge - sharing knowledge with third parties. The underlying assumption of the closed 

innovation model says that "successful innovation requires control". It is a logic that is strongly 

internally focused and based on the following implicit rules: 

A firm should hire the best and smartest people. 

Profiting from innovative efforts requires a firm to discover, develop, and market everything 

itself. 

Being first to market requires that research discoveries originate within the own firm. 

Being first to market also ensures that the firm will win the competition. 

Leading the industry in R&D investments results in coming up with the best and most ideas and 

eventually in winning the competition. 
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Restrictive IP management must prevent other firms from profiting from the firm's ideas and 

technologies. 

In contrast, in open innovation, ideas do not need to solely originate within the firm and the 

release of those ideas into the market does not need to be accomplished by the firm alone. Rather 

external ideas and technologies are used in order to advance innovation projects without 

compromising corporate secret. The open innovation approach makes the boundary between a 

firm and its environment more porous, turning the former solid boundary into a semi-permeable 

membrane. Having explained the underlying rationale of open innovation, the following 

principles and figure 3.1 reflect open innovation explicitly. 

A firm does not need to employ all the smart people, but rather work with them inside and 

outside the firm. 

Internal innovation activities are needed to claim some of the significant value which can be 

created by external innovation efforts. 

In order to win the competition, it is more important to have the better business model than 

getting to market first. 

Winning the competition does not require coming up with the best and most ideas, hut to make 

the best use of internal and external ideas. 

Proactive IP management allows other firms to use the firm's IP. It also considers t,) buy other 

firms' IP whenever it advances the own business model. 
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When taking a closer look at the role of JCT on innovation, literature on the role of JCT on 

innovation offers a multitude of different views that stress out the importance of JCT in terms of 

accelerating innovation processes from idea generation to development and commercialization 

and most importantly to simultaneously reducing costs and increasing quality. According to 

Koellinger (2005, p. 6) CT makes it possible to reduce transaction costs, improve business 

processes, facilitate coordination with suppliers, fragment processes along the value chain (both 

horizontally and vertically) and across different geographical locations, and increase 

diversification. ICT is not just a technological phenomenon but the impact of CT as an enabler 

has become noticeable, Today firms in both manufacturing and service sectors who use !CT 

more intensively are more productive, grow faster, invest more, and are more profitable. 

Theoretical studies on the economic role of CT are in general presented from two arguments: 

Strategic management and cost reduction. The CT use could change the optimal structure of The 

organization by enabling complementary organizational investments such as business processes 
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and work practices and thus allow firms to be flexible and adaptive may allow firm :o access to 

complementary or new compete (Brench 2002, 339-376.). According to these studies, CT use 

may allow firm to access to complementaiy or new competencies developed elsewhere while 

concentrate in developing their specific internal ones, to roll out (new) products and to manage 

knowledge flows within and between firms (Brynjolfsson and Hitt, 2000; Kogut and Zander, 

1993; Nelson and Winter, 1982, 23 -48). 

Implementing these investments could, in turn, result in substantial improvements in productivity 

by reducing costs and in improvements in organizational flexibility and intangible aspects of 

existing products like convenience, timeliness, quality and variety (Brynjolfsson and Hitt, 1997). 

Numerous studies have also investigated the complementarily between organizational innovation 

and JCT by highlighting the importance of technological change as a driver of organizational 

changes within the firm (Henderson and Clark, 1990, 9-30; Danneels, 2002, 1095-1121). These 

studies have focused on the fact that JCT usually conduces to new methods or ways of 

organizing firms. Firms introducing JCT would be constrained to reorganize their production, 

workforce, sale and distribution systems. 

Another research line points out the inverse relationship by stressing the role of organizational 

innovation in enhancing flexibility, creativity - that in turn facilitates the development of JCT 

use. Using a sample of finns in the fast-moving consumer goods industry in Germany, Lokshin, 

van Gils, and Bauer (2008) studied the effect of organizational skills on firms' innovative 

pe1formance, showing that firms implementing a combination of customer, organizational and 

technological skills tend to introduce more innovation. 

Although the processes of innovation considerably differ between small and large firms in that 

SMEs are labeled often to be less capable to invest in innovation projects due to lack of finance, 

technology and skilled force. Among literature studies are theories that indicate SMEs are 

generally more flexible, adaptive and are better placed to develop and implement new ideas. This 

is to say that their simple organizational structure, their low risk and receptivity are in fact 

essential features facilitating them to be innovative (The World Bank, 2010). With open 

innovation, SMEs can obtain external support of knowledge and expertise. However, its has been 

revealed through many observations that earlier findings strongly depend on owners' education 
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and prior work experience, technical skills of the workforce, and investment in R&D and training 

are some of the important internal factors which facilitate the development of innovative 

capabilities in SMEs (Romijn and Albaladejo, 2002). The background and role of ertrepreneurs 

are crucial for SME innovations. Ciemleja and Lace (2008) found that innovative activity of the 

enterprise is directly connected with the educational level of managers. Technical education 

background and work experience of entrepreneurs in the same industry generate necessary 

technological capability and thereby facilitate the technological innovations of small firms. 

In summary, CT enables closer links between businesses, suppliers, customers and collaborative 

partners. By enabling closer communication and collaboration, !CT assists businesses to be more 

responsive to innovation opportunities and provides significant efficiency gains. In fact, the skills 

and knowledge required to successfully develop and implement business innovations mean that 

many innovations occur in conjunction with collaboration. 

2.8.4 Challenges of ICT adoption 

Reasons why SME5 do not take advantage of !CT vary widely across sectors and nations. In 

developing countries particularly in Africa SMEs often lack the human technological resources 

needed for !CT implementation. Researchers have discovered that lack of awareness; uncertainty 

of 1 CT benefits, set-up costs and pricing issues and security concerns are the most visible barriers 

to !CT adoption. Moreover, research studies on !CT adoption by SMEs in Africa reason that 

economic, political uncertainty and cultural factors are barriers for !CT adoption (Mehrtens et al 

200 I). From technological perspective, a firm should have at least someone within the company 

who has reasonable amount of knowledge for technology in general. Therefore, without internal 

technological capabilities, utilization of !CT applications might be difficult and sometimes 

dangerous in terms of system maintenance failures. The opposite is to seek advice and support 

from IT professionals but most SMEs do not simply afford to do that because of the relatively 

high cost. 

From managerial perspective, small and medium-sized enterprises may also lack the managerial 

understanding and skills. According to Rodgers (2002), a small and medium-sized enterprise 

needs to entirely reshape its current systems because !CT adoption projects are complex in 

nature. For example the successful implementation of e-business requires restructuring business 
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process and redefining core competence of the firm. Undertaking such changes cannot be 

successfully implemented without relevant skills and a visionary mindset. Frniher, lack of long­

term corporate strategy is another factor. That is SME5 strategies are often confined on survival 

and on sho1i-term activities. More precisely, very often managers of SMEs set their decisions on 

current needs and situation. The decision-maldng process of the managers is rather intuitive, 

based on instinctive decisions and a less dependent on formal models of decision-making. They 

tend not to pass information and not to delegate decision making authorities to their inferiors. 

They are often the only people in the company who have the authority, responsibility and access 

to the information necessary for identifying business opportunities including utilization of 

information technologies for strategic and competitive purposes 

2.9 Uganda 

2.9.1 Knowledge-based economy 

Uganda is a sovereign state in the African Great Lakes region of East Africa countries covering 

about 482,650 square kilometers, maintains a liberalized external trade system with a population 

of about 30,000,000 people with 52tribes .The country is generally perceived as Eastern and 

Central African hub for communication and Financial services. It has borders with Kenya to the 

east, Tanzania to the South, S. Sudan to the north and DRC on the West. Uganda has so many 

natural resource but they are not sufficient for long- term productivity that would on its own 

become a primary or even a satisfactory source of growth. Confronted with this reality, the 

Ugandan government was compelled to set up an exit strategy that would lead the country to 

become and remain a competitive modern economy by reaching the vision 2040. The Ministry of 

Finance and Economic Planning has from the results of a broad national consultative consensus 

on the necessity for Ugandans to clearly define the future of the country projected and inspired 

the "the Uganda Vision of2040". 

The vision which compromises several pillars in which this research will only go briefly into 

detail of six of the major pillars, the second pillar - Im man resource development and a 

knowledge-based economy- seeks to fundamentally transform Uganda into a middle-income and 

knowledge-led economy by the year 2040. To reach this requires achieving annual per capita 

income of US$ 900, a poverty rate of 30% and an average life expectance of 55 years. 
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This means also that major infrastructural investments in the areas of energy, 

telecommunications and transportation, improvements in education and health standards are 

crucial to be undertaken in order to make sure an efficient and productive citizens. 

Apart from raising the general welfare of the population; Uganda did impressive improvements 

in education in order to build productive human capital. This was essential for Uganda to become 

a sophisticated knowledge-based economy. 

Uganda's commitment to reaching "Free Education for All", which is one of the most important 

millennium Development Goals clearly confirms the need to educate and train p,:ople at all 

levels: primary, secondary and tertiary while placing special attention on vocational and 

technical training in the fields of technology, engineering and management and more importantly 

innovative small-scale entrepreneurs. 

The emergence of a viable private sector that can take over as the principle growth engine of the 

economy is a key for Uganda's development. Not only will such development be conducive for 

economic growth, but it will also ensure the emergence of a vibrant middle class community, 

which will help develop and embed the principles of democracy. Although foreign direct 

investment is encouraged, a local-based business class remains a crucial component for the 

nation's development. This calls the state to act as a catalyst to ensure that infrastruc1ure, human 

resources and legal frameworks are geared towards stimulating economic activity and private 

investment. 

2.9.2 Business environment 

According to the World Bank (2014), it is now easier, faster and less expensive to operate a 

business in Uganda than in most other African countries. Only Mauritius, Soc1th Africa, 

Botswana and Tunisia now fare better. Indeed, a healthy business environment streamlined with 

the use of !CT applications is fundamental for all businesses patiicularly growing small and 

medium- sized enterprises to thrive and prosper in the face of this rapidly changing world. This 

means that a transparent, open and competitive business framework, clear independent rule of 

law for all firms, easy set up and dissolution of businesses, transparent, simple and accessible 

corporate regulation, and equal and stable legal treatment for national and cross-border 

transactions are all necessary to be in place. 
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Accordingly, Uganda has implemented several business regulation reforms that address issues 

mentioned above. As far as reforms are concerned, Uganda has recently seen a great success in 

the World Bank Doing Business 2013 report. For the first time since Doing Business started 

tracking reforms, Uganda, led the world reforms. Overall, major reforms that have been 

implemented to assist the business community include easing the process of staiiing a business 

and prope1iy registration; investor protection, trade across borders, credit access and paying 

taxes. For example, getting credit was made easier with a new secured transactions act d 

insolvency act to make secured lending more flexible, allowing a wider range of assets to be 

used as collateral and a general description of debts and obligations. Prope1iy registration was 

simplified by decreasing the number of days required to transfer a prope1iy. Business start-up 

was eased by introducing standardized memorandums of association; enabling online 

publication; consolidating name checking, registration fee payment, tax registration, and 

company registration procedures. These reforms made Uganda to rise from 129 to 122th place on 

the ease of doing business rankings 2014. 

Moreover, the government's ambitious plans to transform the country into a regional high tech 

hub proved to be working. The first plan, from 2000 to 2005, focused on creating an 

enabling environment for !CT initiatives. The second, from 2007 to 2014, built the JCT 

backbone, including laying high capacity fiber-optic cables. The network connects Uganda to the 

outside world by means of Seacom's east African undersea cable. It provides faster and cheaper 

Internet access than the satellite. The third, scheduled to run from 2020 to 2025, will speed up 

skill upgrading and technology exploitation. Mounting evidence shows that the government is 

committed to encouraging, strengthening and supporting network infrastructures such as 

broadband connectivity which is a key component in !CT development, adoption and use. 

To summarize, Uganda is amongst the few African countries that embarked on developing an 

integrated !CT Policy in the late 1990s with a clear vision of making !CT an integral part of its 

global socio-economic development plan, with the hope that the country would move from an 

agricultural-based economy into a knowledge-based economy through the development of 

competitive service-based industries. 
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2.9.3 Placing Ugandan SMEs in global framework 

Small and medium-sized enterprises in Uganda play a pivotal role in the country's economic 

development. The current trends in socio- economic development have made Uganda as one the 

freer economies in the world. Today, SMEs comprise approximately 98% of the total businesses 

in Uganda and account for 41 % of all private sector employment. Generally speaking, small and 

medium-sized enterprises are described as being flexible, active and informal. Due to - their 

unique characteristics SMES are able to deliver to market in a timely manner and provide 

customers in a more personal way compared to corporate firms and therefore are accredited with 

a competitive edge (Van Beveren 2002a, 1-17). However, due to the emergence of the twin 

forces of liberalization and globalization, SMEs are similarly compelled too to expand their 

business into international markets in order to stay competitive. 

The term internationalization is in broad economical terms viewed as the process in which firms 

increase their involvement in foreign or international markets. As a result, more and more firms 

are internationalizing in greater numbers than ever before and are internationalizing faster than 

ever before. This is due to the fundamental shift in world economy in which as a result markets 

have become one huge global marketplace because of reductions in trade barriers and advances 

in information and transportation technologies. Internationalization is acknowledged to be one of 

the main drivers SMEs can participate in international trade even possibly right from inception. 

Many firms including small and medium-sized enterprises have overcome the traditional barriers 

to expo1i; gain access to geographically distant markets and have now full advanced international 

business paiiicipation with the use and help of Internet. In fact, the Internet is changing the 

dynamics of international business marketing. Chaffey (2002) states that in particular Slv!Es that 

do not have existing sales channels into overseas countries might use the Internet to sell into new 

geographical markets. However, there is little knowledge about the number of Ugandan SMES 

operating in international markets. There are also no findings that reveal the sharpness of 

international focus among the vast smaller business in Uganda. 

Nevertheless, the vast empirical findings around internationalization of African SMEs highlight 

several constraining issues including inadequate business infrastructure, lack of information on 

foreign markets, high customs duties as well as difficulties in establishing contacts with foreign 
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patiners and overseas customers. Even though there are a number of countries such as South 

Africa, Botswana, Mauritius, Ghana, Tanzania and Uganda itself who have made significant 

improvements in easing regulations and cost of doing business in their countries, SMEs from 

these countries still somehow seem to be restrained from tapping into potential counter- markets 

thus making their business activities less diverse and only limited to domestic markets. There are 

few SMEs however who despite the constraining difficulties venture into international markets 

but they do so to a lesser degree. Lack of credit access has often been identified to place a heavy 

burden on SMES to develop themselves and go international. Credit access is believed to be 

essential for SMEs to reach their potential and rebound better rather than failing. 

Jllustrating from this view and considering the relative age, size and capacity of Ugandan SM Es, 

it :an be assumed that at present time Ugandan SMEs are less likely to be greatly involved in 

foreign markets for several internal and external reasons. First, from managerial perspective, 

firm growth is generally dependent on managerial urge, knowledge and motivation. Not only it 

important that the enterprise has a competitive product, technological skills and enough 

resources, is internationalization not possible without the right attitude (Gichui 2003, 43). 

Managerial commitment is equally fundamental for enduring stagnation and sometimes setbacks 

and failure (susana. 2005, 350). This type of managerial commitment is particularly essential for 

the international orientation of employees. Considering this, a significant proportion of SMEs 

owners or managers are generally less internationally experienced or trained. Added to this is the 

lack of skilled labor which is one of the major bottlenecks SMEs face today. It has been 

highlighted that SMEs in developing countries in general encounter difficulties to attract highly 

educated workers due to the fact that educated workers prefer to work for larger firms who can 

offer them higher pay, job security and long-term career possibilities and developmern:. 

Marketing is on the other hand another hurdle for most SMEs in Uganda to grow internationally 

in that they confront even in home markets challenges for successfully setting up distribution 

channels as well as communicating their product features and services in an attractive way. Also 

their short period of existence and limited human resource make it impossible for them to 

undertake constant product development, brand their image internationally. 
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Technological incompetence is another impediment. Often SMEs use outdated and in- advanced 

technologies and this makes them technology users rather than technology adopters. The World 

Bank (2012) claims that investments in technology are required in order to build up existing 

capacity and to improve the quality and productivity of production which will generate in higher 

value-added products that will improve the competitiveness of firms. 

However, having listed possible restraining factors, SMEs in Uganda have undoubtedly very 

good chance to grow and expand internationally as the country is at the crossroads ofrebounding 

economically and technologically better. 

Generally, there are four different stages that determine the ability of a country to compete 

successfully in international markets. These four country conditions are: factor conditions, firm 

strategy, structure and rivalry, demand conditions and related and supporting industties. During 

the first three stages, the country's competitive advantage develops and increases until in the last 

it declines. Each stage determines the success of the home country. These conditions form the so 

called Porter's diamond (see figure 4. I) 
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Figure 4: 1. Determinants of Global Competitive Advantage (Porter 2006) 

In the first stage, the country advantage is based on factor conditions e.g. cheap labor and natural 

resources. It can compete internationally with low prices. In second stage, the enterprises are 

able to concentrate on investing, the know-how gets better and competition in the home country 

becomes more intense. This prepares the enterprises to compete internationally and receive 

licensing contracts from abroad. In the third stage, all aspects of the diamond are in use meaning 

that enterprises concentrate on innovation and are constantly leaders in product development and 

design compete globally with technology and differentiation. The last stage, enterprises start to 

lose their competitive advantage in the global markets and don't want to take risks anymore, 

innovation slows down and foreign enterprises start buying domestic enterprises. (Pmier 2006, 

614-616,620,624-625) Countries do not necessarily go through all these stages (Potier 2006, 

612). Due to the increased openness of countries to information, production factors, supplies and 
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competition, enterprises can still become globally competitive even though one of the factor 

conditions is missing. 

Being operating in small country in East Africa with small domestic markets and yet open for 

foreign competitors will force and drive Ugandan SMEs sooner than later to internationalize 

even at an earlier stage. The fact that the country is aiming to be an IT hub in Africa, government 

agencies that promote export will also encourage Ugandan enterprises to internationalize. 

However, it should be remembered that internationalization needs long-term commitment and 

planning. Lack of long-term strategic planning can be devastating especially when enterprises go 

international. They need not to be equally good as their competitors but a lot better. That is they 

need to consider several situations. Often many enterprises think that their product or service is 

one of a kind however the situation might not be so in international markets. For instance, firm 

products or services might not be suitable to the target markets in that they lack added value for 

customers in those markets. If the enterprise is unable to adapt its products or services to local 

customers needs and is unable to base its pricing decisions on profit rather than for sales growth, 

it will undoubtedly fail. 

Equally important is the establishment and building relationship with partners. Ugandan small 

and medium-sized enterprises will have to particularly strive for building networks and getting 

the right partners with the right capabilities to help them penetrate desired markets more 

effectively. These networks are essential for them because the geographical and physic distances 

separate the clients, sellers and partners in the international markets. Networks and pa1inerships 

provide members with knowledge that improves their access to markets and lesser,s risks and 

time spent on establishment processes. 

As a matter of fact, today, collaboration of even two competing enterprises has become part of 

the adjustment and flexibility required in the global markets. Even a new term - competition -

is emerged to describe the collaboration between competitors (Mohammed& Ojijo 2007, 7). If 

Uganda succeeds with its ambitions of becoming an !CT hub in Africa, such technological 9ow­

how would enable SME5 to compete in knowledge-intensive fields and seize new oppmiunities, 

utilize first mover advantages and spread their operations across countries. SMEs managers by 

vi1iue of their position should also strive to gain international experience. Many sr.udies have 

shown that management's international experience helps enterprises anticipate and pursue new 
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opportunities available both in national and foreign markets. To put into context, the more 

entrepreneurs and managers [posses international business skills, the more likely theii businesses 

are likely to internationalize (Antonio. 2007). 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter details the research methodology adopted in this dissertation. It first outlines the 

research objectives and the appropriate methodology the research was based on. Next, the 

rationale for the research design and analysis was discussed. Then, trustw01ihiness of data 

collection was discussed. Finally, the chapter ended with research conclusions followed by 

research limitations and recommendations for future studies. 

The objectives of this research was to establish the impact ofICT on growing SME'f, in Uganda 

with particular attention on how !CT improves their competitiveness and business performance 

in the face of this rapidly changing and globalised world. Fmiher, the research aims to compare 

and contrast the competitiveness and !CT uptake of Ugandan small and medium enterprises 

globally for the purpose of measuring their capacity, innovativeness and performance. 

3.2 Research design 

There are generally two types of research methods according to Gichuri. (1995); the quantitative 

and qualitative methods. The quantitative method entails systematic empirical studies which 

involve quantifying through the assistance of mathematics and statistics (Bryman and Bell, 

2007). Data is collected and transformed into numbers which are empirically tested to see if a 

relationship can be found in order to be able to draw conclusions from the results gained. On the 

other hand, qualitative research does not rely on statistics or numbers rather qualitative research 

often refers to case studies where the collection of information can be received from a few 

studying objects (Bryman and Bell, 2007). Furthermore, qualitative methods emphasize on 

understanding, interpretation, observations in natural settings and closeness to data with a sort of 

insider view (Gichuri, 1995). 

The choice of the research methodology is influenced by the researcher's theoretical perspective 

and also his attitude towards the ways in which the data will be used (Gray, 2004). Although the 

qualitative method takes into consideration the overall picture, a quantitative approach will be 
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more suitable in order to draw conclusions from the survey analysis and reach the objectives of 

this research which is finding out how use of !CT affects the competitiveness and business 

performance of Ugandan small and medium-sized enterprises. 

3.3 Research rational 

This thesis was concerned about identifying the impact on how and to what extent !CT can 

improve the competitiveness and performance of emerging SMEs in country like Uganda. 

Chapters two and three have shown the increasing significant role of JCT in imp:·oving firm 

performance in terms of productivity, profitability, market value and market share regardless of 

firm size and location. 

It is important to bear in mind that the nature of this research is exploratory, building on existing 

theories and practices supported by the empirical findings of this research. The research also 

sought to suggest possible recommendations on issues that have not been researched or 

undertaken yet. Fu1iher it sought to analyze the general perception and opinion of !CT adoption 

and integration of small and medium-sized enterprises in Uganda. 

3.4 Data collection 

According to Gichuri (1995) data collection can be either primary or secondary. Primary data is 

information that the researcher gathers on his own, for instance by using interviews, 

questionnaires and tests. On the other hand, secondary data refers to the data such as literature, 

documents and aiticles that is collected by other researchers and institutions (Bryman and Bell, 

2007). In this thesis, while primary data is collected in the form of questionnaire it also emphasis 

on secondary data. This is because it tends to compensate for the loop holes of primary data and 

as such the documents used for secondary data are from a broad range of sources such books, 

scientific articles, company reports and internet sources as well as government institutions policy 

strategies and reforms. All sources are in general treated and assessed as of high quality and the 

diversity of sources and nature of data is in accordance with the multifaceted and holistic 

approach this thesis was based on. 
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3.5 Population of the study and sample size 

The target population of this study was the Ugandan SME's particularly focusing more on the 

Kampala Magazine Publishers association. Samples will be randomly drawn from various units 

of the SMEs involved in the study that are based in the capital city Kampala. The unit of study 

for this research was therefore just the SME 's that are based in the capital city where the research 

was undertaken. The survey was administered to 200 SME employees coming from different 

departments and different levels of management in the SMEs, the questionnaire was the main 

data collection instrument from this survey. 

3.6 Validity and reliability 

Whether the data was collected through in the form of direct observations, questionnaire, and 

focus groups or through interviewing; the quality of the research was often judged by the 

validity, reliability and trustworthiness of the research methodology and data. While this thesis 

was based on a quantitative assessment, the quality criteria was applied for the purpose of 

generating deeper understanding on issues identified in relation to the impact of JCT on small 

and medium sized enterprises. In addition, according to Patton (2002), validity and reliability are 

two factors that any researcher should be concerned while designing a study, analy ling results 

and judging the quality of the study. 

Validity refers to the extent to which a measure reflects the concept it tends to measure. If the 

measures used actually measure what they claim to, and if there are no logical errors when 

drawing conclusions from the data, the study was valid (Trochim, 2005) 

Generally empirical research quality was assessed through the following four specific tests 

described by Yin (1994). 

Tests Description 
Reliability Demonstrating that the operations of a study can be repeated with (he 

same results 
Construct 
validity Establishing correct operational measures for the concepts being 

studied. 
Internal validity Establishing casual from superiors relationships. 

Establishing the domain to which a study's findings can be 
generalized 

External validity relationships whereby ce1iain conditions are shown to lead lo other 
conclusions, as distinguished 
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On the other hand, reliability means dependability or consistency (Neumann, 2006: 196). It 

indicates the likelihood that a given measurement technique will repeatedly yield the same 

description of a given phenomenon. The role of reliability is to minimize the errors the errors and 

biases in a study. (Yin, I 994) 

3. 7 Data Collection instruments 

The following methods of collecting data were employed by the researcher so as to obtain the 

required information in writing this research work. These included; interviews, Questionnaires, 

Observation and focus group discussion. 

Questionnaires 

The researcher used these pre-formulated written set of questions where the respondents 

recorded their answers because they were given to many people who would answer them at their 

own time and as a result, it provided in depth information. These set of questi0ns led to the 

provision of accurate, reliable and in depth information of our study. 

Interviews: 

This involved face to face conversation between the interviewer and the interviewee, it was 

intended to provide n depth information and also in case of problem any problem in the 

questions, the interviewer was able to change the questions hence interview proved to be more 

flexible and it was in the form of both structured form and non structured form. 

Observation 

The researcher also employed observation as a data collection method because it was possible to 

gather information without asking questions but just by observing people in their day to day 

work environments. 

3.8 Data analysis and presentation 

The researcher employed descriptive and inferential statistics as the techniques of data analysis. 

This was because descriptive statistics summarized the data and described the sample, and 
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inferential statistics enabled the researcher to infer the sample results to the population, for 

example tables, graphs and pie charts were used as descriptive tools to analyze data. 

3.9 Limitations to the study 

The section gives the obstacles to the activities under taken, it outlines the problems the 

researcher found while collecting and processing data. This included 

i. Language barrier was one of the problems the researcher encountered while 

collecting information. 

11. Absenteeism from some of the respondents who were to give out adequate 

information towards our research. 

iii. Expenses of stationery for both the researcher and the respondents proved to be a 

challenge as funds were not so much available. 

iv. Lack of enough written records reduced the accessibility of ital information that was 

required for our research. 
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CHAPTER FOUR 

PRESENTATION INTERPRETATION AND FINDINGS 

4.1 Introduction 

This chapter presented the findings in relation to the research objectives established earlier on. 

The data collected from the field was processed and analyzed, quantitatively and qualitatively. 

The qualitative approach used in analysis provided more clarification on explanations on 

quantitative data. Quantitative information summarized by using tables and percentages to show 

the responses of the respondents. All these findings were interpreted and presented, through re­

examining research objectives. 

TABLE 1: shows the gender of the respondents 

Gender Frequency 

Male 120 

Female 80 

Total 200 

Gender 
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Percentage% 

60 

40 

100 

■ Male 

■ Female 



Figure 5.1: The gender distribution of the respondent 

As far as the gender is concerned, 60% of the respondents were male and 40% were female. 

This indicates that men are more entrepreneurial than women. 

Table2: Shows age of the respondents 

Age (years) Frequency Percentage% 

20-30 100 50 

30-39 60 40 

40-49 400 200 

Graph showing Age of Respondents 

20-30 30-39 40-49 

- Graph showing Age of 
Respondents 

Respectively 50% of all enterprises were owned or managed by respondents classified as the 

youth (20-30 years of age). In addition, close to 30% and 25% of the enterprises were similarly 

owned or managed by respondents between 30-39 and 40-49 years old, with no indication of The 

respondents being over 50 years old. 
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Table 3: Shows the education level of the respondents 

Education level Frequency Percentage% 

Bachelors degree 80 40 

Masters 10 5 

Diplomas 70 35 

High school certificate 40 20 

Figure 5.2 the education distribution of the respondents 

The educational level of the respondents was high with 40% possessing bachelor's degree, 5% 

with masters or higher degree, 35% college diplomas and 20% with high school level. 
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Table 4: Showing Business Fields Operated by Enterprises. 

Field of department Frequency Percentage% 

Manufacturing 30 15 

Business service 40 20 

Financing and Insurance 10 5 

Construction 10 5 

Communications 20 10 

Transport and Storage 10 5 

Wholesale and Retail 10 5 

Real Estate 10 5 

Food 10 5 

Import and Export(non 0 0 

durable goods) 

Import and Export(Durable 10 5 

Goods) 

Import and Export 10 5 

Restaurant and Hotels 20 10 

Other 10 5 

Business Fields operated By Entreprises 

25 

20 

15 

10 
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Table 5: Showing number of employees most SMEs have 

No persons Employed Frequency Percentage(¾) 

Less than 10 80 40 

10-49 70 35 

50-100 40 20 

Over 100 10 5 

With respect to business fields operated in, services form overwhelmingly the largest part, 

accounting for 25% was Business services. Manufacturing, communications and real estate form 

the second biggest group accounting 22% of the enterprises, while construction, financing and 

insurance, transport and storage, wholesale/retail, food and hotels form the third group with 21 %. 

Other businesses amounted above 5%. 
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Table 6: Showing numbers of years the respondents SMEs have been in business 

NUMBER OF YEARS FREQUENCY PERCENT AGE(%) 

Lessthan3years 80 40 

3-7 30 15 

7-10 20 10 

10-15 20 10 

15-20 40 20 

20 or more 10 5 

Number of years your firm has been in business 

45% 

40% 

35% 
> u 30% C 
41 

25% :::J 
CT 
!! 20% ... 

u.. 15% 
'tft. 

10% 

5% 

0% 
Less 

3-7 7-10 10-15 15-20 20or 
than 3 

years years years years more 
years 

■ Bnumberofyears your firm has 
40% 15% 10% 10% 20% 5% 

been in business 

Figure 5.5. The extent firms use ICT 

A total of 64% of all enterprises indicated that they use ICTs on a regular basis. 11 % expressed 

to use sometimes while in contract a total of20% have very little use ofICT and 5% not at all. 
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4.3. Use of Internet 

Table 8: Shows internet usage in SMEs 

Internet usage Frequency 

Yes 20 

No 180 

Percentage 

Figure 5.6 Internet usage 
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Percentage 

10 

90 

■ Yes 

■ No 



Table 9: Shows the purpose of internet usage by SMEs 

Extent of Internet Usage Frequency Percentage (%) 

Daily Business Use 20 10 

Reluctance in use 30 15 

Sending and receiving mail 40 20 

Information outsourcing 20 10 

Online ordering 10 5 

Online Sales 2 1 

Software Downloads 6 3 

Customer Feedback 20 10 

E-Banking 30 15 

Video Conferencing 2 1 

Government Information 20 10 

Graph showing purpose of internet use by SMEs 

25 

20 +---------------------
15 

10 

5 

0 
■ Percentage(%) 

When asked whether they use the internet for their business activities and if so to what extent 

they use it, a significant number of 10% of all enterprises indicated they use the internet for their 
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daily business operations while only 15% showed reluctance in using the internet as indicated in 

figure. Sending and receiving emails (20%), information sourcing (10%), online ordering and 

payments (5% ), online sales (1 % ) Government Information (10% ),Video Conferencing(!% ),E­

Banking (15%)and software downloads (3%) as well as customer feedback (10%) are 

overwhelmingly the main reasons enterprises use and are dependent for the internet. 

Table 10: Showing barriers to internet use by SMEs 

CONSTRAINTS TO INTERNET FREQUENCY PERCENT AGE (%) 

USEBYSMEs 

Uncertainty about Internet Security 80 40 

Business partners don't use internet 40 20 

Internet maintenance is difficult and 20 10 

expensive 

Employees will waste a lot of time 10 5 

Internet Cost is too high 50 25 

\ 

\ 
\ 
\ 

80 

70 

60 

so 

40 

30 

20 

10 

\ - PERCENTAGE(%) 

\ 

0 

Yes No 

Figure 5. 7 A table showing barriers to internet use by SMEs 
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Similarly, a question aimed to identify what are the key factors that constrain not to use the 

internet was administered to enterprises paiiicularly those answered no for the previous question. 

A sum of 40% indicated that unce1iainty about internet security is by and large the main reason 

that they cannot practically rely fully on internet and as such prefer on staying traditional. 20% 

of them were also of the view that their business partners and customers do not use that much the 

internet for business activities whilst 10% indicated that internet maintenance is difficult and 

expensive and with some 5% worried about employees might waste their time where as some 

25% had difficulties in raising the internet costs. In contrast, companies that fully rely on internet 

do not see security as a major bottleneck rather they see the internet as simplifying their business 

activities if properly used with the right know-how and right technologies with built-in securities. 

To summarize, the prominent reason for firms not to fully engage in internet is first and foremost 

related to the perception that security damages are if encountered devastating enough for good 

for the existence of their business. The view on internet and e-commerce as an unsuitable 

medium for business appears relatively strong. That is, because most of these firms see internet 

as ineffective in that they claim that their customers prefer personal or telephone contact for 

business deliveries, negotiations and transactions. The view that engaging fully in ;nternet is not 

suitable for the business holds strong implication for small and medium-sized enterprises aiming 

to adopt !CT because they will not be able to take advantage of !CT in general unless its benefits 

justify the need to adopt it. 

Table 11: Showing how SMEs have embraced the use of website 

USE OF WEBSITE BY FREQUENCY PERCENTAGE(%) 

SMEs 

Yes 140 70 

No 60 30 
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How SMEs have embraced 
the use of website 

■ PERCENTAGE(%) 

Yes No 

Does your firm use website? 

■ Yes ■ No 

Table 12: Showing reasons as to why some SMEs don't use websites 

REASON OF NO WEB FREQUENCY PERCENTAGE(%) 
USAGE 
Business partners lack website 40 20 
Scarcity of Online 20 10 
Transactions 
Scarcity of Online marketing 20 10 

Security Concerns 80 40 
Maintenance is expensive 40 20 
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Graph showing reasons to why SMEs don't use websites 
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Table 13: Showing number of SMEs with websites that have been integrated to their 

databases 

INTERGRATED WEB PAGE FREQUENCY PERCENT AGE(%) 

TO FIRMS DATABASE 

Yes 150 75 

No 50 25 

The surveyed enterprises were also asked whether they have website for their business and if 

their web pages are integrated to their database as well as their business partner's database. 70% 

of the surveyed enterprises indicated they have a webpage while 30% were noted not to be 

having an existing webpage, 75% said their webpage is incorporated to their database and 25% 

of them indicated they had WebPages that were not integrated to the firm's database. 
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Table 14: Showing number of SMEs with WebPages linked to their partner's database 

Integrated web page to partners Frequency Percentage (%) 

Yes 140 70 

No 60 30 

Some Enterprises indicated that they had web pages that were integrated to their partners 

databases 70% while others had little or no awareness of this kind of integration 30% Enterprises 

that do not have web pages as indicated earlier are either concerned about security issues or 

claim that online transaction and or marketing is not common in the industry or that internet cost 

is unbearable or maintenance is difficult or expensive 

Table 15: Showing number of SMEs using internet to market their products 

USE OF INTERNET IN MARKETTING FREQUENCY PERCENT AGE(%) 

Yes 150 75 

No 50 25 

Does your business use the internet to provide and or market its services? 

80 

70 

60 

50 

40 
■ PERCENTAGE(%) 

30 

20 

10 

0 

Yes No 
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Table 16: showing the different e-marketing tools used by SMEs 

TYPE OF E-MARKETTING FREQUENCY PERCENTAGE(%) 

TOOL 

3D visualization 60 30% 

Key word search 20 10% 

Rich media 10 5% 

E-mail 12 6% 

Internet groups 28 14% 

Sponsors 30 15% 

Banner advertisement 40 20% 

Enterprises were asked too whether they use the internet to provide and/or market their products 

and services and if so what kind of e-marketing tools they use. 75% of respondents indicated that 

they use the Internet to provide information as well as market their products and services while 

25% indicated that they do not use the Internet for marketing purposes. In additirm among the 

most popular e-marketing tools used by companies that owned a website were rich media (50%), 

e-mail (65%), banner ads (30%) and 3-D visualization with 30%. Surprisingly, interstitials, 

adve1i-games, sponsorships, keyword search and internet discussion groups were the least used 

of which advert-games and interstitials were not used at all. 
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What kind of e-rnarketing tool does your firm use? 

35% ~------------------------

30% 

25% 

20% 

15% 

10% 

5% 

0% 

In light of the results indicated in the above figure, almost 70% of all respondent saw social 

media as a fast forward means of marketing in that it offers possibility to interact in a real-time a 

large number of customers and users of social media and network 

Table 18: table showing types of media applications mostly used by SMEs 

Media application used Frequency Percentage(%) 

Facebook 30 15% 

Youtube 20 10% 

Twitter 60 30% 

Biogs 40 20% 

Google 30 15% 

Others 20 10% 
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Figure 5.10: Use of social media applications for marketing 

■ Percentage(%} 

Among the most popular social sites were Facebook with a percentage of approximately 88%, 

Youl'ube with 44% and Twitter with approximately over 38%. This can be justified by the urge 

of enterprises to be where majority of users or customers are in social media sites 
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Table 19: Table showing the perceived value added by JCT on SMEs 

Value added by JCT to Frequency Percentage (%) 

SMEs 

No value added 20 10 

Very little value added 30 15 

Some value added 0 0 

Significant Value added 100 50 

Great value added 50 25 

The respondents were also asked if they perceived use of the CT would further improve the value 

added of their business. The responses are mixed, with a total of 75% stating that ICT added 

either significant or great value and improved their business activities, while 15% felt that it 

added little value and 10% indicated no value added. 

Overall, to what extent do you feel that using ICT would 
increase the value added to your busisness? 

60 ~----------------

50 -+--------------.,-----

40 +-------------..-----
30 +-----------+------'- --
20 +---------- -------
10 +----==-- ---"'~- --i,__ ______ _ 

0 -I---~----.----'-----,,----....------, 

No value Very little Some Significant Great 
added value value Value value 

added added added added 
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Table 20: Showing the level of ICT skills of employees in SMEs 

ICT skills of employees Frequency Percentage (%) 

Poor 30 15 

Below Average 40 20 

Average 10 5 

Good 100 50 

Excellent 20 10 

In line with the previous question, respondents were asked to precisely describe whether they 

have adequately trained staff that can handle ICT matters and can through it create innovative 

products or services, 50% indicated to have good capable staff while 10% said their staff's 

competence is excellent. 15% reported poor while another 20% reported bellow average. The 

overall assumption here is that the capacity of enterprises in terms of handling and utilizing ICT 

in innovating their products or services is relatively moderate 

Do you have adequately rained staff that handle ICT 
matters in your organization and can through it create 

innovative products or services? 

40% ~-----------------

35% -+----------------
30"/4 -+---------------
25% -+---------------
20"/4 +-----
15% 

10"/4 

5% 

0% 

Poor Below Average Good Excellent 
Average 
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Table 21: Showing level of JCT usage in business operations of SMEs 

JCT usage level in Frequency Percentage(% 

operations 

Poor 40 20 

Below Average 20 10 

Average 40 20 

Good 70 35 

Excellent 30 15 

When considering the extent in which Ugandan enterprises adopted CT related technologies in 

their business operations, a total of 70% mentioned they have adopted ICT related technologies 

in their business. Thirty percent rated themselves either below average or poor in incorporating 

ICT technologies in their business 

To what extent has your business adopted the use of ICT 
technology in its operations? 

Figure 5.15 ICT usage level in business operations 
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Table 22: Showing the limiting factors to JCT adoption by SMEs 

Factors limiting JCT Frequency Percentage(%) 

adoption 

Resistance to change 40 20% 

Unreliable service providers 20 10% 

Poor hardware technology 20 10% 

ICT applications not well 10 5% 

tailored for SME 

Time Barriers 30 15% 

ICT is too expensive 10 5% 

Security Concerns 20 10% 

Low level ofICT skills 30 15% 

Lack of awareness 10 5% 

Lack of ICT infrastructure 10 5% 

Figure 5.16 The limiting factors of JCT adoption 

■ Percentage(%) 
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Regarding the limiting factors of CT adoption and uptake, some 35% of enterprises expressed 

that unreliable service providers and security concerns (45%) as the major stumbling blocks for 

utilizing the full potential of ICT. Some 25% reported that lack of CT infrastructure and 

awareness (15%) about the benefits of CT are contributing the limiting factors. Another 25% 

expressed that IT skills of their employees is too low. 45% indicated time as a barrier because 

they simply have no time to implement ICT projects and 15% indicated cost of ICT as a 

fundamental problem for them to adopt lCTs. 10% saw low level technology hardware as an 

obstacle. Though quite contradictory, the later could be considered as related to the previous one 

in which a bit higher percentage expressed the cost of CT as a fundamental problem. It is 

important to note though that barriers to CT adoption change overtime (will not exist forever) 

and may vary along the adoption ladder. An important aspect in successfully adopting ICT lies 

on the management's attitude and skill level in restructuring the business process to make better 

use of CT. 
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TABLE 23: showing how useful government support has been to SMEs 

ICT adoption Investing tn ICT Building Providing tax Providing 

training and infrastructure the right incentives More 

consulting legal frame Awareness 

works 

-Jot 18% 20% 19% 18% 18% 

Jseful 

Jittle 12% 10% 5% 7% 2% 

1seful 

-Jot sure 0 40% 5% 19% 0 

/ery 52% 20% 52% 31% 52% 

1seful 

How useful would the following types of government support be to your firm of using ICT? 

60% 

50% 

40% 

30% 

20% 

10% 

0% 

Not 
useful 

Little Not sure Very 
useful useful 

■ ICT adoption training and 
consulting 

■ Investing in ICT 
infrastructure 

■ Building the right legal 
frameworks 

■ Providing tax incentives 

■ Providing More 
Awareness 

Figure 5.17 the role of government in ICT uptake 

Finally, respondents were asked to describe how useful and what sort of government support 

their need in terms of using ICT effectively. A total of I 0% find it very highly useful for the 

government to invest more in ICT infrastructure. This is because ICT infrastructure and its 
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uptake have not yet reached at the expected saturation level. Majority of SME5 feel that 

investment in JCT infrastructure would enable them to take advantage of the large different 

technologies available in the market. Moreover, a total of 52% expressed a very high usefulness 

of the government to build the right legal framework in ensuring security, trust, privacy and 

customer protection. In addition, almost 31 % of the surveyed respondents feel the government to 

provide tax incentives and awareness of the benefits of using JCT (52%) felt that it is best for 

government to provide ICT related training and consulting services. This shows that there is a 

need for advice and relevant information about benefits of!CT for SMEs in Uganda. 

The study was conducted in the form of a survey, in which a questionnaire encompassing 26 

questions was applied as an instrument for collecting the primary data. The data was then 

analyzed using quantitative method. 

4.4 Presentation of other findings 

Pertaining the distinctive characteristics of Ugandan SMEs, the survey data and the literature 

review combined with the interpretation of theoretical perspectives show that even though micro 

and small enterprises form the majority making 97.8% of the private sector and accounting for 

almost 36% of private sector employment, most micro and small enterprises start off as survival 

with little intention for growth and expansion resulting some 50% to vanish right after their 

second anniversary and the rest closing within one year of operation. However, that being said 

the study also found out that most small and medium-sized enterprises have one way or other 

moderately adopted !CT applications even though it is not clear as to whether they have adopted 

basic or advanced JCT applications. However, the uptake and usage of mobile telephony 

technologies is indeed a milestone achieved which ce1tainly helped foster !CT diffusion and 

adoption. The rapid adoption of mobile phone technologies alone helped realize the perceived 

benefits of technology and has led many businesses to heavily rely on for their business 

operations. The combination of the results indeed adequately answered the first research 

question. The findings imply that Uganda has a lot to do in providing supp01t and building a 

vibrant Slv!Es sector. 

Regarding the second research question based on the role of JCT and how does Ugandan Slv!Es 

benefit from using !CT as a competitive tool, it could be concluded that fairly majority of SMEs 
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have gained a significant advantage using JCTs particularly in the areas of communication and 

customers satisfaction, marketing efficiency, market penetration and promptly responding to 

market changes, quality improvements for products and services, reducing operational costs and 

more importantly increasing revenue stream. The research findings correlate positively the 

gathered findings from the literature review related to the perceived benefits of JCT in terms of 

enhancing overall performance of the firm. 

With respect to third question of the research based on the key driving forces of!CT adoption, it 

has become apparent through this research that there are a number of key factors that necessitate 

I CT adoption. The first being in response to the intensification of global competition and the 

quest of companies to grow faster and sustain competitive advantage and the ease, speed and 

connectivity that JCT yields. Secondly, because of the country's insufficient natural resources 

itself as a knowledge-based economy that converges and produces continental IT talents that can 

be then successfully transferred into commodity. While this thinking initially initiates from the 

country's insufficient natural resources, its important to note that in order to secure the continuity 

of building such dynamic knowledge economy, the country will need to be well balanced in 

terms of structural, economy, education, capital and age for the changes ahead. A precondition 

for that is the cooperation of both the private and public sectors and their willingness and ability 

to invest in and adjust to new challenges and demonstrate innovativeness. To p11t together, 

undoubtedly, the country's strong commitment to education and high-level quest of 

technological infrastructure, 

The well-functioning public institutions, openness of the economy and integration of 

international trade blocks in combination can be concluded as the driving forces of embracing 

technology. These facts and findings inclusively answered the third question. 

The fou1ih question of the research being to what extent government reforms help shape the 

private sector particularly the SMEs, even though country facts indicate that the government has 

implemented several business regulation reforms aimed to assist business community in general 

and in particular SMEs such as easing business start-up processes, property registration, investor 

protection, access to credit and tax incentives, cross border trade and more impmiantly creating 

the enabling environment for JCT initiatives, research findings indicate that the government 

needs to invest more in !CT infrastructure up to a saturation level. In addition, foe findings 
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indicate the need for the government to strengthen legal frameworks, areas such as privacy 

measurements as well as awareness of!CT benefits and consulting provisions. These two slightly 

different reflections provide an answer for what has been done so far and what needs to be done 

yet. 

The final fifth questions of the research which relates to stumbling challenges SMEs currently 

face in terms of !CT adoption, it has been found that SMEs in Uganda face an array of 

challenges and constrains like other SMEs in other paiis of the world do. When asked what are 

the most pressing problems that hinder their business operation and growth, respondents 

indicated unreliable service providers and security concerns as the major stumblini:, blocks for 

utilizing the full potential of !CT. Indeed, these two main issues raise a very serious concern as 

they are the very foundation pillar for companies to invest in and fully adopt !CT applications 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Summary of the thesis 

The overall aim of this research was to investigate the impact of Jnforr~ation and 

Communications Technology (JCT) on small and medium-sized enterprises in Uganda. The 

research has carefully gone through extensive literature review on the impact of JCT on SMEs 

particularly in Uganda. It involved a questionnaire survey as an instrument for collecting the 

primary data. The data collected through the questionnaire was intended to answer the research 

questions that were drafted to address the research problem of the thesis. The results obtained 

through the empirical study proved the validity of the research problem and brought promising 

answers to the drafted research questions. Both the literature and empirical findings provided 

valuable insights on how !CT can assist SMEs to perform better and become more competitive. 

The results of the study indicate that while challenges faced by SMEs in terms of finding ways 

and means to achieve sustained competitive advantage are many there are on the other hand 

multiple solutions ICTs offer in terms of fostering company competitiveness. 

It was found that even if very small, a firm has the opportunity to attain competitiveness and 

outmaneuver its rivals if it constructs a culture that fully utilizes the opportunities that come with 

lCTs be it the internet, electronic commerce, e-business and communication technologies, 

knowledge-based innovation management. Furthermore, it was found that JCT can simply help 

firms to quickly locate more customers, outsource best suppliers, and most impo1iantly reach 

suitable business partners worldwide. Enthusiastic respondents expressed that they have found 

!CT as very effective in terms of decreasing the time between the outlay of capital and the 

receipt of products and services. In addition, financial benefits include the creation of highly 

specialized businesses and the initiation of completely new unique business precesses and 

reengineering projects. 

!CT adoption is highly strategic in that it is firstly potential for the immediate survival and 

growth of any business whether small or large and secondly it is inescapable necessity for the 

future success of any business. Some of the strategic benefits respondents indi~ated include 
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expanding geographical reach as well as increasing brand awareness, increasing revenue, 

improving customer services and interaction as well as competing with bigger rivals. 

Even though the concept of !CT uptake is still pretty new in Africa generally and as such 

continues to face an array of challenges including poor telecommunication infrastructure, lack of 

skilled labor and trust, privacy and psychological barriers, digital divide as well as poor !CT 

adoption planning and strategy and an overall culture of reluctance among general population 

and more imp01iantly among SMEs owners or managers in adjusting their businesses with the 

revolution of !CT applications simply with the assumption that such pa1iicipation involves 

complete re-design of their business strategy; it seems despite all these challenges, SMEs do 

explicitly understand the real potential of!CT. 

It was found that Ugandan SMEs take advantage of the different opportunities !CT 11as to offer 

for example marketing through it. A significant number of respondents indicated that tools and 

platforms for e-marketing offered them to increase their reach, reduce costs and provide 

advantages for customers. Without human intervention, a company can now provide a customer 

with a limitless amount of information. E-marketing enables firms not only to cre~te interaction 

with the customer but also a way that customers too can themselves design products and services 

according to their desire and need. 

Also social media applications become more appealing both for marketers and customers in that 

that companies can promote their websites, products or services through online social channels 

and communicate with and tap into a much larger communities that may not have been otherwise 

available via traditional advertising channels. For customers, adve1is channeled or submitted to 

them through social networks provide them an easy way to find out most trending marketing 

activities, stay updated through subscription hence creating broader awareness and connection 

between companies and customers. 

Relating to innovation, the study has found out that although the processes of innovation 

considerably differ between small and large firms, product initiation or development ;s no longer 

determined by internal R&D functions, but rather depends on the contributions of a broad range 

of external players. In this respect, SMEs are generally more flexible, adaptive and are better 

placed to develop and implement new innovative ideas because of their simple organizational 
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structure, their low risk and receptivity are in fact essential features facilitating them to be 

innovative. However, this research notes that it strongly depends on the background and role of 

entrepreneurs/owners. Education and prior work experience, technical skills of the workforce, 

and investment in R&D and training are some of the important internal factors which facilitate 

the development of innovative capabilities in SMEs (Amin and Alibarak, 2002). These 

theoretical reflections were supported by the questionnaire results as the respondent's level of 

education was high with almost fifty percent holding university degree. This is a positive 

indication that at least they would not be behind unless otherwise hindered by other factors that 

their knowledge will generate necessary creativity and mindset for technological capability and 

thereby facilitate the technological innovations their firms. 

In light of the government's role, the study has revealed that there is a need for the government 

to address more about JCT infrastructure investment and awareness aspects related to the 

benefits and adoption of !CT. Based on the results, this study recognizes the necessity of all 

sectors concerned !CT adoption to work together in a networked and in a coordinated manner in 

order to bring JCT diffusion at required level. 

In conclusion, JCT is no longer an afte1thought concept but an actual cause and driver which 

offers enterprises avenues to compete on a global scale with improved efficiency and closer 

customer and supplier relationships. JCT adoption often comes at the price of strategic reform or 

change and this entails that organizations need to view change as a normal way of doing 

business. 

5.2 Limitation of the study 

Although this study has provided comprehensive understanding on the impact of JCT on small 

and medium-sized enterprises it's important to stress out the limitations of this study. Because of 

the limited number of SMEs surveyed as well as limited available infotmation on SMEs, further 

research on JCT impact and uptake is needed to be carried out with an ideal sample size 

5.3 Recommendations for future research 

Because of the existence of the above mentioned limitations, future studies need to address the 

above limitations in order to obtain more convincing results. More specifically, special attention 
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should be given obtaining a bigger sample. Research should also find out what kind of !CT 

applications (basic or advanced) firms use. Fuiihermore, future studies should investigate level 

of adoption, motivating factors as well as challenges being faced. This is because JCT is just 

taking its roots in the continent thus fmiher research would be of interest. Lastly, continuation of 

the subject matter of this research could be based on case study in order to gain a richer and 

bigger picture of!CT adoption and impact. 
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APPENDIX 1 

I. Gender 

e:=JMale 

C:=J Female 

2. Age 

C:=J Less than 20 

C:=J 20-29 

C:=J 30-39 

C:=J 40-49 

C:=J Older than 50 

3. Education 

C:=J High school 

C:=J College 

C:=J Bachelor 

C:=J Master or higher 

4. Please mark the business sector your firm belongs to? 

C:=J Manufacturing 

C:=J Business Services 

C:=J Financing and Insurance 

C:=J Construction 

C:=J Communications 
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C=:J Transport and Storage 

C=:J Wholesale/Retail 

C=:J Real Estate 

C=:J Food 

C=:J Import & Export-Consumer non-durable goods 

C=:J Import & Export - Consumer durable goods 

C=:J Import & Export - Miscellaneous goods 

C=:J 
C=:J Restaurants, Hotels and Boarding Houses 

C=:J Other 

5. Number of persons engaged in your firm (including overseas operations)? 

C=:J Less than IO people 

C=:J I 0-49 people 

C=:J 50-100 people 

C=:J Over I 00 people 

6. Number of years your firm has been in business? Less than 3 years 

C=:J 10-15 

C=:J 15-20 

C=:J 20 or more 
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7. Overall, to what extent do you feel that your firm currently uses CT? 

CJ Not at all 

CJ Very little 

CJ 
Sometimes 

CJ Often 

CJ Very often 

8. Does your firm use the Internet? 

CJ Yes (Please answer question 9) 

CJ No (Please answer question 10) 

9. Please mark to what extent your firm uses the Internet for the following purposes? 

Not at all Very little Sometimes Often Very often NI A 

E-mail CJ 

Online sourcing of general information 
CJ CJ CJ 

Online ordering from suppliers 

Online payments to suppliers 

CJ 
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Online sales to customers 

Online receipt of payments from customers 

Government information 

C_J 

Provision of infonnation/feedback to customers 

Software downloads 

E-banking services 

Video conferencing 
[=:J [=:J 

10. How important are the following reasons for your firm not to use the Internet? 

Highly important Little Important Not impm1ant Very important Impo11ant 

Uncertainty about 

CJ 

Internet security. 

CJ 
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Employees waste their time. 

c::J c::J c::J 

Maintenance is difficult and expensive. 

c::J c::J c::J 

Business partners and customers are not using the Internet. 

c::J c::J c::J 

Internet cost is too high. 

c::J c::J c::J 

11. Does your firm use website? 

c::JYes 

c::J No (if so please answer question 12) 

12. (Follows question 11 if answered No) 

c::J 

c::J 

c::J 

c::J 

Business pminers do not have a Website 

c::J 

c::J 

Online transaction is not common in the industry 

Online marketing is not common in the industry 

Security concerns 

Maintenance is difficult and expensive 

13. ls your firm's Website/webpage integrated with the firm's database? 

c::J 

c::J 

Yes 

No 
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14. ls your firm's Website/webpage integrated with your business partners' database? 

~ Yes 

~No 

15. Does your business use the Internet to provide and/or market its services? 

Yes 

~No 

16. What kind of e-marketing tools does your firm use? Banner ads 

~ Interstitial (pop-ups) 

~ Sponsorship 

~ Internet discussion groups 

~ E-mail 

~ Key word search 

L J 3-D visualization 

~ 
Advert-games 

17. Does your company make use of social media marketing? 

~ Yes (please specify by answering following question 18) 

~ No (Follows question if answered Yes) 
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Overall, to what extent do you feel that using CT would increase the value added to your firm? 

C=:J No value added 

C=:J Very little value added 

C=:J Some value added 

C=:J Significant value added 

Great value added 

20. How much value do you think JCT has added to the following aspects of your business? 

No value Very little Some Significant Great value added 

Penetration of new markets 

Prompt response to market changes 

Exploitation of network opportunities 

Improving operational 

Improving customer services through r integrated processes 

Increasing sales 
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Creation of new products/services a 

Providing comp~ advantat=J 

21. What are the perceived benefits your company experienced through I CT adoption? 

Strongly Disagree Disagree Undecided Agree Strongly Agree 

Customer satisfaction increase 

JCT improved the quality of our product and services 

Business process is more efficient, tasks are performed more quickly 

Increased efficiency of marketing 

Communication within firm and our partners improved 

Finn goals are achieved with ease 
CJ CJ 

Employees can work remotely 

CJ CJ 
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Customer relationship improved 

c=J c=J 

Customer base has increased Operational costs reduced 

c=J c=J c=J c=J 
Increased revenue 

22. Does your business actively pursue CT research and development? 

c=J Poor 

c=JBelow Average 

c=JAverage 

c=J Good Excellent 

23. Do you have adequately trained staff that handle !CT matters in your organization and can 

through it create innovative products or services? 

c=J Poor 

c=J Below Average 

c=J Average 

c=J Good 

c=J Excellent 

24. To what extent has your business adopted the use of CT technology in its operations? 

c=J Poor 

CJ Below Average 

CJ Average 

CJ Good 

CJ Excellent 
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25. What do you think are the factors limiting JCT adoption and usage for your company? Lack 

of!CT infrastructure (e.g. internet access) 

c=J Lack of awareness about the benefits of CT Employees IT skills level is too low 

c=J Security concerns CT is too expensive Time barriers 

c=J JCT applications not tailored to the way we do business 

c=J Business paiiners (suppliers and customers) do not make use of!CT 

c=J Low level hardware technology in place 

c=J Unreliable service providers 

c=J Resistance to change 

26. How useful would the following types of Government support be to your firm for using !CT? 

Not useful Little useful Not sure Very useful Highly usefu 1 

Investing in CT infrastructure 

Building the right legal and regulatory framework to ensure security, trust, privacy and consumer 
c=J c=J c=J c=J c=J protection 

Providing tax incentives for enabling tools e.g. the Internet 

Providing more awareness on the benefits of using !CT 

Providing !CT adoption training and consulting services 

c=J 
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INTERVIEW GUIDES 

I. How has the uptake and usage of mobile telephone technology helped foster JCT diffusion and 

adoption in SMEs? 

2. Role of!CT and how do Ugandan SMEs benefit from using !CT as a competitive tool? 

3. What are the key driving forces of! CT adoption? 

4. To what extent has the government reforms help shape the private sector particularly the 

SMEs? 

5. What are the stumbling challenges SMEs CUffently face in terms of!CT adoption? 
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