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Abstract

On the road to the market there are many middlemen who are like roadblocks barring the away of the farmers from making direct contact with the buying public thus preventing them from getting higher prices. This is an unfair system that FAIR TRADE can change.

Farmers are dependent on middlemen for transportation and credit for their product.

This middleman has the trucks and gets the product to market as well as lending the small farmers money. Farmers tend to live in isolated areas, speak only local languages and are very dependent on the middlemen. The interest rates of the middlemen range from 20 to 60 percent and the farmers are paid ridiculous prices for their product.

Fair trade helps the small farmers by eliminating middlemen.

E-commerce in Least Developed Nations is insignificant when compared with e-commerce in developed countries. However, a number of enterprises are moving in the direction of e-commerce rapidly.

There are several impediments to the development of e-commerce in Least Developed Nations.

The lack of awareness at government level of e-commerce issues with enterprise manager’s lack of initiative and leadership in taking advantage of e-commerce, and the urgent need for enterprises to educate themselves on e-commerce.

The unavailability of electronic banking capabilities in these countries has a limiting effect on e-commerce. Also restrictive regulations and trade practices and prohibition in some countries are more of concern to enterprises wanting to engage in e-commerce strategies.

Less reliable telecommunications infrastructure and regulatory restrictions has also deterred enterprises from implementing e-commerce strategies.

Most Enterprises that have successfully applied e-commerce strategies in their business operations are (B2C) business–to–consumer that targets a Diaspora market.

Teleservicing as business-to-business have emerged in these countries.

Introduction

The emergence of electronic commerce over the past decade has radically transformed the economic landscape. For developing countries, the digital revolution offers unprecedented opportunities for economic growth and development, as entrepreneurs from Bangalore to Guadalajara to Dakar will testify. 

Potential business opportunities resulting from the World Wide Web and web-enabled technologies to make enterprises interact between themselves for purchasing products from each other.

The benefits of e-commerce, in particular, include access to new markets, quality of service, encouragement of innovation, more efficient management of supply and distribution and better customer service.  These benefits should accelerate economic growth in all sectors, and across all regions and communities.

The potential benefits of e-commerce for the developing world are immense. Any company can enter global markets where size and location have become rather irrelevant. Success in e-commerce will have an immediate impact not only on productivity and profits, but also generate new jobs, employment and livelihoods. Although conditions and costs for market entry have been lowered, obstacles still exist for actors from developing countries.

One of the major bottlenecks to the expansion of e-commerce to the developing world is the lack of telecommunications and Internet connectivity and access to the necessary hardware and software. Indeed, the gap between industrialised and developing countries in terms of infrastructure and access is huge and growing.

 The reach and geographic coverage of telephone services, its bandwidth, the cost of telephone services, the national policies governing the telecommunications sector and the number of computers are major determining factors to what extent developing countries and their private sectors can partake in the global push for e-commerce. The impending satellite revolution may well facilitate access and connectivity although it is not yet clear whether the pricing structure for these satellite links will be affordable for actors in the developing world.

The biggest challenge facing enterprises is not the technology aspect of e-commerce, but dealing with the business culture and practice changes that e-commerce strategy requires.

On the other hand, countries that lags behind in technological innovations risk being bypassed by the competitive edge of those using the new technologies.

The potential benefits of e-commerce for the developing countries are significant to say the least.  However, the foundation to achieving these significant benefits must be laid prior to e-commerce implementation to avoid unnecessary failed business ventures.

Fair Trade and Farmer’s Grievances

Fair Trade means essentially one thing - Fair prices for the products produced by the small farmers and cooperatives. Just prices can only be had when the producers have direct access to the buyers of their products. 

On the road to the market there are many middlemen who are like roadblocks barring the away of the farmers from making direct contact with the buying public thus preventing them from getting higher prices. This is an unfair system that FAIR TRADE can change.

Small producers are at the mercy of a powerful clique that control production and the marketing of food. Because of this system food producers are prevented from reaching the market but they cannot even fully own the fruit of their labour.

Whereas the vast majority of the population are rural folk and make up 75% of the population but only own 2O% of the property among them all. Whatever food items they produce and can keep for themselves is usually only sufficient to feed their family but if they have a surplus they can never rise out of poverty because the prices of their products are controlled.

Farmers are dependent on middlemen for transportation and credit for their product.

This middleman has the trucks and gets the product to market as well as lending the small farmers money. Farmers tend to live in isolated areas, speak only local languages and are very dependent on the middlemen. The interest rates of the middlemen range from 20 to 60 percent and the farmers are paid ridiculous prices for their product.

Fair trade helps the small farmers by eliminating middlemen.

Buyers instead do their business directly with the small farmers' cooperatives. 

Perhaps most importantly, the buyer is responsible for providing credit to the farmers at the beginning of the growing season, up to 60 percent of the value of the contracted crop. This job was previously filled by the middlemen.

With the emergence of the Internet, World Wide Web and web-enabled technologies commerce is gaining new grounds.

Electronic commerce and effective Internet marketing

There is no universal definition of e-commerce, because the Internet marketplace and its participants are so numerous. Nonetheless, one of the best ways of understanding e-commerce is its impact on traditional marketplace, and the continuum of ways in which e-commerce in manifested.

E-commerce and its related activities can improve and integrate the domestic and global markets.

It brings together whole industries and narrow applications, producers and users to a global market place called “the Internet”.

E-commerce strategy is to create an Internet marketplace and to connect market participation to that backbone.

To connect the Internet marketplace to the traditional marketplace, and this makes payment over the Internet possible. It also makes possible the distribution and delivery of products purchased over the Internet to the consumer.

This affects the conduct of those businesses engaging in and impacted by e-commerce, as well as the relationships between businesses, consumers and government.

Developing countries need to address a number of socioeconomic and regulatory barriers before their e-commerce and Internet use match that of the developed nations.

High Internet rates, low penetration of electronic means of payment, and cumbersome delivery system are primary obstacles to the growth of e-commerce in developing countries.

E-Commerce infrastructure in Least Developed Nations

Internet Access and related services

The quality of Internet access ranges from very good to very poor in least developed nations.

The proliferation of privately owned Internet cafes has provided viable access option for those enterprises and individuals that do not has their own computers and telecommunications access.

The popularity of Internet cafes appears to be unrelated to the cost oe quality of ISP services but rather to a greater awareness on the part of the general public regarding the Internet and its benefits.

Telecommunications

The quality and reliability of telecommunications varies between cities and rural areas, but has improved dramatically in most least developed nations.

Most countries have relatively high local telecommunications costs, and

Least developed nations rely on VSAT gateways, and this impacts international bandwidth costs and entails the risk of down time, putting them at a disadvantage in relation to developed countries.

The presence of Mobile Communication (GSM) cellular networks in important for e-commerce, and joint ventures between ISPs and cellular operators are being set up in some countries, enabling ISPs to establish point as of presence (POP) in rural areas.

Electronic payment systems

Electronic payments infrastructure is crucial to promote e-commerce, which exposes a key link between e-commerce and the financial foundation of the economy.

Full efficiency and realization of the benefits of e-commerce depends on rapid authorization, payments, and settlement of accounts between Internet businesses and payment institutions in real time, so as to allow immediate delivery of digital products. 

The shorter the time between authorization and actual payment, the more efficient the transaction and the lower the institutional risk.

Banking infrastructure in the least developed nations is not conductive to e-commerce. Most banks are not electronically interlinked, nor even the branches of the same bank, or even payments mechanisms that are up to such tasks.

Owning to the lack of local credit management infrastructure, none has a national electronic payments clearing system, so banks can’t issue credit cards.

Some countries have a degree of foreign exchange and banking regulations in place, and some restrict access to foreign e-commerce related support services and the holding of foreign ban accounts, and being able to ship without traditional payment assurances in place.

Internet policies, regulatory and e-commerce law

Liberalization of telecommunication environment, privatizing State telecommunication company, issuing private ISP licenses in some countries has paved way to e-commerce, nevertheless most countries would not allow voice-over IP (Internet telephony).

Least developed nations have no e-commerce policy in place, or an e-commerce law as yet, relating to digital signature, cyber crime, protection of databases, copyright issues, contract law, consumer protection, intellectual property law, unfair competition, antitrust law, liability of providers, money transactions, privacy and data protection.

Human resources

E-commerce requires a different mix of capacities and skills, which is another major constraint in developing countries. It should become one of the priorities of developing countries to promote computer literacy and Internet-related skills among the workforce at large. This should be complemented by programmes to train and retain skilled IT professionals. 

Initiatives related to IT and e-commerce in least developed nations is poor.

Most countries have almost no capacity to develop software, and some have plethora of private colleges offering courses teaching computer skills, web development and programming.

Distribution and delivery systems

A country with inefficient distribution and delivery systems and without multi-modal transport for international participation will be left behind in e-commerce.

Overnight delivery, just -in-time processing, 24 by 7 operations all are examples of how much faster and more precisely timed economic activities are in the e-commerce world.

Speed is one of the most important manifestations and key component to developing e-commerce

Cybertaxation

Everyone now seems to want to tax and control the internet.

Some countries decide to impose tariffs and taxes on electronic commerce transactions.

World Trade Organization chief Mike Moore said the domain of the Internet, and electronic commerce in particular, should remain tax and duty-free to benefit smaller and developing countries. 

He said. "We allow tax tariff creep into this area, we will slow it down….. and would be committing economic suicide "

Web hosting

Business-to-consumer models based in least developed nations have their websites hosted in the United States, Canada or another developed country, mainly because credit card payment options can be offered.

Other reasons include cheaper and better website performance and listing.

Obstacles include the high costs involved in developing a quality website and acquiring online clients, expensive fulfilment costs, problematic online payment issues.

Other challenges and constraints

Enterprises selling products to overseas markets have to charge high delivery costs and provide for longer delivery times. Most rely on local producers who sometimes prove unreliable with regard to delivery and consistency of quality.

Online businesses selling to international consumers face regulatory problems in countries with exchange controls, partiiclarly those that require proof of payment prior to shipment, or payment before shipment.

Lengthy customs service and procedures for exports can also impact on customer service and delivery promises.

B2B or B2C

Business to business or business to consumer

As most restrictively defined, electronic commerce is the buying and selling of goods and services, and the transfer of funds, through digital communications. 

B2B is Business the buying and selling between businesses, as opposed to between a consumer and a business B2C. The conducting of business communication and transactions over networks and through computers, it also includes all inter-company and intra-company functions such as marketing, finance, manufacturing, selling, and negotiation

B2C stands for "business-to-consumer" and applies to any business or organization that sells its products or services to consumers over the Internet for their own use. 

In addition to online retailers, B2C has grown to include services such as online banking, travel services, online auctions, health information and real estate sites.

The differences between B2B and B2C are who the customers are — companies or individuals. Beyond that, there are two big distinctions:

B2B efforts require negotiation, selling to another business involves haggling over prices, delivery and product specifications. 

Not so with most consumer sales. That makes it easier for retailers to put a catalog online, and it's why the first B2B applications were for buying finished goods or commodities that are simple to describe and price.

Retailers don't have to integrate with their consumer customers' systems. 

Most companies selling to businesses do integrate because their systems have to be able to communicate with those of their customers without human intervention. Benefits are that, B2B e-commerce can save or make your company money.

E-commerce development

Markets are being developed and tapped as awareness grows among the local entrepreneurs about the potential of e-commerce and connectivity progresses. 

Anyone can become an online merchant with a modest investment in basic PC equipment and connectivity costs. If there is access to electronic community centres, even such costs will not have to be borne by the individual merchant. 

The average cost for building a Web storefront is about US$500 for a small site. 

Actually, it is much more expensive to open a physical store than a cyberstore which provides access to the global markets, fewer variable costs and a 24 hours a day operation. 

Some major challenges of B2C e-commerce are:

Getting browsers to buy things. Your e-commerce site cannot live on traffic alone. Getting visitors to the site is only half the battle. Whether they buy something is what determines if you win. 

The so-called conversion rate for B2C e-commerce sites is still fairly low. 

Some ways to boost your conversion rate include improving navigation, simplifying checkout process such as one-step checkout and easily replaced passwords, and sending out e-mails with special offers.

Here are some tips: 

1. Focus on personalization: A wide array of software packages are available to help e-commerce sites create unique boutiques that target specific customers. 

2. Create an easy-to-use customer service application. Providing just an e-mail address can be frustrating to customers with questions. Live chat or, at the very least, a phone number will help. 

3. Focus on making your site easy to use.

B2C model

The Diaspora Market

Almost all least developed nations selling a product or service online were business to unique consumer e-commerce models.

All focused on online selling to a small market located in industrialized countries.

They market the concept on non-resident nationals buying gifts online to be delivered to relatives or friends living at home.

Other unique offerings include selling traditional textiles, garments, music, food etc, to their respective diasporas living abroad.

Selling traditional cloth to African-Americans and promoting African culture, or selling high-quality African art to art lovers in the United States.

The average turnover and net profit of enterprises servicing the diaspora community are low because a large portion of the sales price goes to the original producer and to delivery and payment charges.

Unique markets such as the diaspora market are clearly a business model, but it is limited.

Diaspora Market Example
Project name: Tortasperu 

Country: Peru, City: Lima  

Web address: http://www.tortasperu.com.pe/

Up and running since: 2000-5-20

Brief project summary:

Maria del Carmen Vucetich and her husband Edwin San Roman created Tortasperu, an E-business that targets more than 2 million Peruvians expatriates living all over the world who might want to surprise their family members and friends in Peru with a home-made cake.

The way Tortasperu works:

Pedro, in San Francisco or Maria, in New Zealand can visit www.tortasperu.com.pe and order a cake to be prepared and delivered by one of the housewives of the Tortasperu's network of home bakers in several cities in Peru . Up to now this net encompass: Cusco, Lima, Arequipa, Trujillo, Ica, Juliaca and Puno. Tortasperu is helping women do jobs at home that allow them to be with their children.

In Tortasperu’s project there are three partners involved,

The person who orders, the housewives who prepare the order, and the person to whom the cake is delivered. 

The customers ordering the cakes are usually Peruvians living outside Peru who are delighted with the idea of surprising their family and friends back home with a home-made cake. 

They feel as if they too are present to celebrate the occasion. 

They order through their Internet connection, and pay with a major credit card.

However, several customers, not on the Internet, have learned of the service through their friends and they order by phone and pay with money orders. 

The second Partner is the person receiving the cake, His/hers need for love are fulfilled by knowing they are remembered by their relatives or friends living far away. 

The third partner is the housewives who bakes and delivers the cakes. They are elated because they are generating a second income to help at home with a minimum investment - and the satisfaction of being able to take care of the children. 

This new business venture has given them self-esteem, and a great sense of accomplishment, not only with the business but also conquering the fear of using the Internet.

http://www.isabelleescargots.com/ Isabelle Escargots is a company dedicated to the production and commercialization of Helix Aspersa escargots snails.

Benefits of e-commerce 

There is currently a lack of awareness and knowledge in developing countries about e-commerce. Among the private sector in particular, regional differences in the level of awareness have been observed.

Conclusion

People from developing countries, have the opportunity to use our imagination and creativity, in order to generate work and income, for It is possible to set up a e-business covering the whole country even with a simple products as cakes.

The potential benefits of e-commerce for the developing countries are significant to say the least.  However, the foundation to achieving these significant benefits must be laid prior to e-commerce implementation to avoid unnecessary failed business ventures.

