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Introduction

Background and Conceptual 

Framework 

Since the dawn of the 21st century, internet, 

Information and Communication 

Technologies (ICTs) and digital applications 

have been infiltrating every aspect of human 

lives and reshaping social and economic 

activities and it has become evident that the 

ćÏðÅv ¾ó ðUl¾Ë³ ûÏ U êv¾³¾ûUÅ  lÏËÏÈĉë  ðUà 

There is no universally agreed definition of 

êv¾³¾ûUÅ  lÏËÏÈĉëà *UðÅĉ Uûû ÈÛûó lÏË¬¾Ë v ¾û 

to ICT and high-tech sectors in the developed 

economies. But as ICT continues to generate 

widespread transformations across other 

sectors, creating new business models and 

structures that increasingly involve the 

developing world, the digital economy is now 

perceived as encompassing the whole 

economy with no geographical limits (Ismail, 

2020; Cooper, 2017).    

According to the 2019 Digital Economy 

Report of the United Nations Conference on 

Trade and Development (UNCTAD), the 

ËÏû¾ÏË Ï¬ ìv¾³¾ûUÅ  lÏËÏÈĉí ¾ó lĀðð ËûÅĉ 

frequently used to refer to transformations 

occurring worldwide in patterns of production, 

consumption and trade. In other words, 

creating a whole new landscape for business 

ûÏvUĉà ìI»  ¬Uð-reaching nature of the 

transformation has led many to identify it as a 

fourth industrial revolutiÏËs Ïð ±àč ¬Ïð ó»Ïðûí 

(ITC, 2018). 

J;'IĎ)íó ÿčÖÌ )¾³¾ûUÅ *lÏËÏÈĉ G ÛÏðû 

identified two recent trends as key drivers for 

the expansion of the digital economy. The first 

trend is the increasing ability to collect, store, 

analyse and commercially use machine-

readable information (digital data). The 

second closely linked to the first, is the rise of 

v¾³¾ûUÅ ûðUËóUlû¾ÏË ÛÅUû¬ÏðÈóà ìIðUËóUlû¾ÏË 

Platforms are two / multi-sided markets with 

an online infrastructure that supports 

exchanges between a number of different 

ÛUðû¾ óí ÝJ;'IĎ)s ÿčÖÌcs Ûà ĈĆÞà I»  v¾³¾ûUÅ 

platform revolution has greatly changed the 

ćUĉ ¾Ë ć»¾l» ¬¾ðÈó lÏËË lû ûÏ ìÏû» ðóís c  û» ĉ 

buyers, suppliers, peers or supporting 

institutions at home or abroad. It could be 

argued that it is entirely reshaping the 

economy or business ecosystem (see figure 1 

below on how industrial revolutions have 

affected the business ecosystem).   
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Figure 1: How industrial revolutions affect the business ecosystem 

Source: ITC, 2018, p. 2. 

The recent UNCTAD report highlights that the 

top eight companies by market capitalization 

in the world adopt digital platforms as a core 

business model. The rise of transaction 

platform business models and data value 

chains have particularly contributed to 

boosting trade in the digital economy leading 

ûÏ û»  ËÏû¾ÏË Ï¬ ì*Å lûðÏË¾l 'ÏÈÈ ðl í Ý -

lÏÈÈ ðl Þ UËvøÏð ì)¾³¾ûUÅ IðUv í UËv ì -

IðUv í1. There are several attempts to define 

e-commerce especially since 1998, when 

both the World Trade Organisation (WTO) and 

the Organisation for Economic Co-operation 

and Development (OECD) adopted their 

respective Work Programmes on e-commerce. 

This study adopts the OECD definition which 

lÏËó¾v ðó û»Uû ìUË  -commerce transaction is 

the sale or purchase of goods or services, 

conducted over computer networks by 

methods specifically designed for the purpose 

of receiving or placing of orders. The goods or 

services are ordered by those methods, but the 

payment and the ultimate delivery of the 

 

1 E-commerce, e-Trade and digital trade are mostly being 
used interchangeably while recognising that they may be 
used/interpreted differently. For example, some countries, 
mainly the U.S. and Canada prefer to use ódigital tradeô 
with the difference of excluding ordering and delivery of 
óphysical goodô. In the World Trade Organisation Joint 

goods or services do not have to be conducted 

online through digital network means 

(webpages, extranets, electronic data 

¾Ëû ðl»UË³  h*)2i Ë ûćÏðÄóÞí Ý=*')s ÿčÖÖs 

p. 72).  

It is worth noting here that OECD definition 

excludes orders done through telephone calls, 

but admits orders done through smartphone 

applications and mobile money digital 

solutions which has been a game changer 

particularly in the context of Africa and LDCs 

as it allowed connectivity and remote non-

cash money exchange without requiring a 

bank account (Brusick, 2018).  

B2C Cross-border E-commerce: 

the Rise of Online Platforms 

Chain  

Measuring e-commerce is a challenge as not 

many countries are able to compile data on e-

Statement Initiative where a group of countries are 
negotiating e-commerce provisions, digital trade is used 
interchangeably with e-commerce. Also, some trade 
experts and academics like Foster & Azmeh (2018), 
consider ódigital tradeô as an expansion in focus towards 
regulating a broader set of cross-border digital issues. 
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commerce revenues. UNCTAD has worked on 

this issue and estimated that the global value 

of e-commerce to have reached 29 trillion 

USD in 2017, which is equivalent to 36 per 

cent of world Gross Domestic Product (GDP) 

(UNCTAD, 2019b, p.15). In some countries 

like Korea and Japan, data shows that e-

commerce value is exceeding 50 per cent of 

their respective GDP (OECD & WTO, 2017).  

Global business-to-business (B2B) e-

commerce was 25.5 trillion USD in 2017, 

representing 87 per cent of all e-commerce, 

while B2C e-commerce was 3.9 trillion USD 

in 2017 witnessing an increase of 22 per cent 

over the previous year (UNCTAD, 2019b, 

p.15). So B2B e-commerce currently has the 

largest share of e-commerce globally, however 

B2C e-commerce is the fastest growing, 

particularly when it comes to cross-border 

trade. 

UNCTAD (2019b) reports that around one 

quarter of th  ćÏðÅvíó ÛÏÛĀÅUû¾ÏË U³ v Ö® 

years and older, shopped online in 2017, 

which is 12 per cent higher than in 2016. 

According to the same source, most online 

shoppers buy from domestic sellers or 

suppliers, however, the interest in buying from 

foreign suppliers is rapidly growing. This is 

proved by the fact that the share of cross-

border online shoppers in total online 

shoppers rose from 15 per cent in 2015 to 

21 per cent in 2017 as well as the fact that 

the cross-border B2C sales by value of 

merchandise exports corresponds to almost 

11 per cent of total B2C sales in 2017, up 

from 7 per cent in 2015 (Ibid, p.15-16).  

Such trends prove how B2C cross-border e-

commerce is becoming a core driver of global 

growth. This may be explained by the 

difference in nature between cross-border 

B2B and B2C. In B2B, ICT has changed the 

speed of doing international business but is 

still mostly confined to traditional international 

trade business models between importers and 

exporters communicating faster through the 

internet. On t»  Ïû» ð »UËvs ìlðÏóó-border B2C 

e-commerce is potentially redefining 

international trade through its entirely new 

ÛðÏl óó l»U¾Ëí Ý2I's ÿčÖÌs ÛàÿÞà I»¾ó Ë ć 

chain consists of four stages: establishing an 

online business, using international e-

payments, providing cross-border delivery and 

providing aftersales services (See Figure 2 

below). 

 

Figure 2: Cross- border E-commerce Process Chain 

 

Source: ITC, 2016, p. 4. 
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Digital Economy Ecosystems: 

Portal to SME Scale up and 

Sustainable Development  

Based on Figure 2 above, two steps precede 

cross-border trade: establishing an online 

business (online platform) and using 

electronic payment mediums, which together 

can be considered the nucleus for a digital 

economy ecosystem; herein after called 

ìv¾³¾ûUÅ  lÏóĉóû ÈíÝĎJs ÿčÖÌUÞà ĎllÏðv¾Ë³ ûÏ 

ĎČÈ » \ /Ïóû ð ÝÿčÖ¥Þs ìû»  ËÏû¾ÏË Ï¬ û»  

digital ecosystem refers to a wider set of 

capabilities, organisations and support that 

can facilitate digital trade in a country that 

moves well beyond the underlying regulatory 

 ËĆ¾ðÏËÈ Ëûí ÝĎČÈ » \ /Ïóû ðs ÿčÖ¥s Ûà ÖüÞà 

I» ĉ ¬Āðû» ð  ĈÛÅU¾Ë vr ìĎ lÏÈÈÏË UóÛ lû Ï¬ 

digital trade (and/or e-commerce), and 

particularly activities that revolve around 

platforms, is the importance of so-called third 

parties  ̈ actors outside the actual platform 

that nevertheless provide services to support 

these platforms. Examples of such third 

parties include logistic providers, financial and 

payment services and business support 

ó ðĆ¾l óí Ý2c¾vs Ûà 18). Allowing digital 

ecosystems to flourish creates greater 

opportunities for Small and Medium 

Enterprises (SMEs) to upscale their 

businesses, go beyond their borders and 

access new and larger Markets.  

In this e-commerce enabled ecosystem, SMEs 

can (ITC, 2016):  

 ̄ access essential services to promote their 

growth, such as financing options, 

delivery and logistics solutions, 

promotion packages, etc., at discounted 

prices. 

 ̄ ship goods and provide services directly 

to the end user without intermediaries 

which occupy a large proportion of value 

in cross-border trade. 

 ̄ expand their outreach abroad and access 

larger markets thanks to the marginal 

operating costs of maintaining an online 

platform and network effects that 

facilitate and speed up customer 

acquisition. 

 ̄ reduce the cost of market research thanks 

to Big Data technologies that analyse 

user data, browsing and transactions 

history to target customers. build trust 

with consumers, especially abroad, as 

platform creates accessible transaction 

records and allows direct reviews from 

lĀóûÏÈ ðó ûÏ Uóó óó lÏÈÛUËĉíó 

performance and trustworthiness.  

Both developed and developing countries can 

benefit from upscaling SMEs by promoting the 

e-commerce model of business. According to 

2I' ÝÿčÖöUÞs ìH:*ó ÈUÄ  ĀÛ û»  cĀÅÄ Ï¬ û»  

economic tissue of an economy. They account 

for approximately 50 per cent of GDP and 60-

öč Û ð l Ëû Ï¬ ûÏûUÅ  ÈÛÅÏĉÈ Ëû ćÏðÅvć¾v íà 

This means a lot more to developing countries 

and LDCs in terms of stimulating development 

effects and accelerating achieving SDGs (see 

Box 1 below), especially since SMEs in those 

countries tend to employ the poorer and more 

vulnerable segments of society such as young 

people and women (ITC, 2017a). 
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Box 1. E-commerce as a driver for achieving SDGs 

E-commerce can: 

 ̄ Become a driver of inclusive growth and sustainable development by empowering women as 

entrepreneurs and traders. (Goal 5: Target 7; Target 8) 

 ̄ Support productive activities, create decent jobs, entrepreneurship, creativity and innovation, and 

encourage the formalization and growth of micro-, small- and medium-sized enterprises 

(MSMEs), including through access to ICT-enabled financial services (Goal 8: Target 3) 

 ̄ Help MSMEs gain access to financial services (including online and mobile payments) and their 

integration into value chains and markets (including virtual marketplaces) (Goal 9: Target 3) 

 ̄ Contribute to significantly increasing the exports of developing countries, in particular doubling 

the share of global exports by Least Developed Countries by 2020 (Goal 17: Target 11) 

Source: Kituyi, M. (n.a.), e-Trade for All Initiative: https://etradeforall.org/connecting-dots-sustainable-development-e-

commerce-sdgs/ 

 

Online platforms, and the digital ecosystem 

they create, can generate socio economic 

benefits as more and more portions of the 

economy and of the society become adopters 

and users (See Figure 3 below). For example, 

banks use them for engagement and 

operations purposes, individual businesses 

use them to widen their outreach to 

customers, and governments increasing use 

them to deliver better quality and faster 

services to their citizens (UNCTAD, 2017a). 

 

Figure 3: E-commerce online platforms increasingly spreading across 

economic sectors and societies 

 

Source : UNECA et Al. (2019b), p.18.

As a matter of fact, it has become evident in 

the past two decades that human and 

economic development are more and more 

dependent on the ability to connect to digital 

networks and harness the potential of ICT in 

economy and trade (OECD & WTO, 2017). 

The United Nations General Assembly has 

clearly acknowledged this fact by committing 

to harness the potential of ICT to accelerate 

the achievement of SDGs while noting that 
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ìUll óó ûÏ ¾Ë¬ÏðÈUû¾ÏË UËv lÏÈÈĀË¾lUû¾ÏËó 

technologies has also become a development 

¾Ëv¾lUûÏð UËv UóÛ¾ðUû¾ÏË ¾Ë UËv Ï¬ ¾ûó Å¬í ÝJ;s 

2016).  

When it comes to cross-border trade, the 

ecosystem created by e-commerce provides a 

unique opportunity for  developing countries 

and LDCs (who traditionally face difficulty due 

to high costs of physically crossing borders 

and hiring intermediaries and their 

geographical remote and landlocked position) 

to connect their goods and services with 

potential buyers beyond their borders and 

Ull óó û» ¾ð ð ³¾ÏËóí ÈUðÄ û UËv û»  

international market. Thus, promoting cross-

border e-commerce can result in boosting 

intra-regional trade, accessing regional and 

global value chains (GVCs), and achieving 

economies of scale (UNCTAD, 2019). 

Therefore, leaders and policymakers across 

the developing world are currently striving to 

formulate digitalisation strategies and policies 

û»Uû ÛðÏÈÏû  H:*óí UvÏÛû¾ÏË Ï¬  -commerce 

online platforms and to create the suitable 

business environment for the cross-border e-

commerce process chain to function 

effectively and capitalise on its related growth 

and development opportunities (Cooper, 

2017).  

E-commerce in Africa  

This drive to promote e-commerce adoption is 

particularly visible in Africa, where the digital 

divide between the developed and developing 

worlds is significantly manifested. With the 

accelerating digitalising of the global 

economy, cross-border e-commerce promises 

 

2 There are eight Regional Economic Communities in 
Africa recognized as the building blocks of the African 
Union. These eight are namely: AMU, CEN-SAD, 
COMESA, EAC, ECCAS, ECOWAS, IGAD and SADC. 

to promote intra-regional trade, economies of 

scale, and growth and development on the 

continent.  

In 2012, African leaders and politicians 

renewed their commitment to accelerate their 

50-year-old aspiration of achieving an 

integrated Africa and decided to launch 

negotiations for an African Continental Free 

Trade Agreement (AfCFTA) in 2015. Less 

than three years later, the AfCFTA was signed 

in Kigali on 21 March 2018 by the 

representatives of forty-four African 

Governments - The largest agreement of its 

kind since the signing of WTO in 1994. It is 

also considered a significant step forward 

towards the creation of a common market 

using African Regional Economic 

Communities2  (REC) as building blocks, as 

envisaged by the Abuja Treaty adopted by the 

Organisation of the African Unity (OAU)3 back 

in July 1991. (Albert, 2019). Within only 

thirteen months of opening for signature, the 

AfCFTA attained the minimum number of 

instruments of ratifications on 29th April 

2019 and thus entered into force on 30th 

May 2019. The 12th Extraordinary Session of 

the Assembly of the AU on the AfCFTA on 7th 

of July 2019, witnessed the adoption of the 

Niamey Declaration on the Launch of the 

Operational Phase of AfCFTA (AU, 2019b). At 

the time of writing, fifty-four of the total fifty-

five African Member States have signed the 

agreement4, while twenty-eight State Parties 

have deposited their ratification instruments 

(AU, 2020).  

The AfCFTA establishes the institutional and 

regulatory framework for the implementation 

of the Continental Free Trade Area (CFTA), a 

3 The Organisation of the African Unity was replaced in 
2002 by the African Union. The latter is now the 
continental body consisting of 55 member states from the 
African Continent. 
4 The remaining non-signatory country is Eritrea 
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single and liberalised market for goods and 

services, facilitated by movement of persons. 

It originally envisaged two negotiation phases:  

 ̄ Phase I: concluded protocols on trade in 

goods, trade in services and the dispute 

settlement mechanism. It aims to boost 

intra-African trade through progressive 

elimination of tariff and non-tariff 

barriers. (AU, 2018). The start of trading 

under this protocol and the agreed 

schedule of tariffs is set for 1 July 2020 

(AU, 2020)  

 ̄ Phase II: to tackle cooperation on a 

number of complementary policies. The 

following policies were identified: 

competition policy, intellectual property 

rights and investment. This phase is now 

set to be concluded by December 2020 

(Ibid).  

However, the AfCFTA did not clearly address 

the growing reality of the digital economy, nor 

did it envisage e-commerce to be part of those 

two negotiation phases. During the same 

period, countries across the globe were 

seeking to capitalise on the growth of e-

commerce and their appetite for negotiating e-

commerce provisions in Regional Trade 

Agreements (RTAs) was increasing. 

) Ć ÅÏÛ v lÏĀËûð¾ óí » ¾³»û Ë v û»  Ûð óóĀð  

on the WTO to bring e-commerce to the heart 

of the organisation WTO when they 

announced a Joint Statement Initiative at the 

11 th WTO Ministerial Conference in December 

2017 with the intention of initiating e-

commerce negotiations among them and 

other countries who decide to join.  

The first study commissioned by CUTS 

International as part of this project, and 

conducted by Gaitan G., A. (2020), 

demonstrated how e-commerce provisions 

have recently become a core element in RTAs 

such as the Comprehensive and Progressive 

Agreement for Trans-Pacific Partnership 

(CPTPP) and the United States-Mexico-

Canada (USMCA) agreement. According to 

the study, 60 per cent of all RTAs that entered 

into force between 2014 and 2016 included 

e-commerce specific chapters or provisions. It 

also showed that up until June 2019, a total 

of 84 RTAs included e-commerce provisions 

and added that while developing countries 

were parties to most (74) of these 

agreements, emerging markets made the bulk 

of their participation and 32 among them 

involved the participation of smaller 

developing countries, whether in a North-

South set-up or South-South set-up. A 

significant example from the developing world 

is the Association of the South Eastern Asian 

Nations (ASEAN) Work Programme on E-

Commerce 2017-2025 and the signing of the 

ASEAN agreement on Electronic Commerce in 

January 2019.  One trend showing the 

increasing appetite for e-commerce in trade 

agreements is the recent inclusion of e-

commerce provisions in mega-regional 

agreements and negotiations, such as those 

aiming at a Trade in Service Agreement 

(TiSA), Regional Comprehensive Economic 

Partnership (RCEP) and Comprehensive and 

Progressive Trans-Pacific Partnership 

(CPTPP) among others.  

Each of these recent developments made it 

ÈÏð  UËv ÈÏð   Ć¾v Ëû û»Uû ì¾¬ û»  Ď¬ð¾lUË 

Continental Free Trade Area is to fulfil its 

potential in transforming African economies, it 

must also include a clear digital strategy. This 

has led to discussions on whether e-

commerce should be included in the second 

phase of negotiations. (UNECA. OHCHR & 

FES, 2017, p. xii).  

It was finally decided by the AU in its 33rd 

ordinary session in February 2020 in Addis 

Ababa, that Phase III Negotiations on an 

AfCFTA protocol on E-commerce will 

immediately start after the conclusion of 

phase II on investment, intellectual property 
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rights and competition policy so far set for 

December 2020. (AU, 2020, p. 4).  

Study Rationale and Objective 

It is against the above background and context 

that this study will explore policies and 

approaches through which African integration 

could tap into e-commerce opportunities and 

harness its development potential, particularly 

in the context of AfCFTA. 

I»¾ó óûĀvĉíó ĀÅû¾ÈUû  ÏcÃ lû¾Ć  ¾ó ûÏ ÛðÏĆ¾v  

African policymakers and trade negotiators 

with relevant synthesised information, 

analysis and experiences that can be 

leveraged at the national, regional and 

continental level within the framework of 

AfCFTA negotiations and its prospective e-

commerce protocol, in order to promote e-

commerce growth across the continent, 

establish suitable environments and 

regulatory frameworks that enable and further 

facilitates cross-border e-commerce, boost 

intra-African trade and capitalise on its growth 

and development benefits.  

The study will contribute to better preparing 

the continent for an era of digitalised global 

economy and trade while it builds on existing 

efforts at the national, regional, and 

multilateral levels. 

Methodology and Steps of 

Analysis 

In order to meet this objective, the study will 

be based on a review and empirical analysis 

of the existing literature, data, reports and 

experiences. These include the following: i) 

AfCFTA agreement framework; ii) AU Agenda 

2063 (a continental comprehensive vision 

and framework for sustainable development) 

and draft digitalisation strategy in the process 

of finalisation; iii) digitalisation and e-

commerce strategies and/or policies and/or 

legislations developed in Africa at the national 

or REC level with the objective of highlighting 

significant national and regional case studies 

and best practices and iv) relevant studies, 

reports and data published by African States 

and by relevant regional and international 

organisations. 

The analysis is presented in 4 steps which are 

reflected in the four chapters of the study as 

follows: 

 ̄ Step/Chapter 1: Explores the potential of 

e-commerce in Africa, identifying 

opportunities, challenges and potential 

risks in light of the newly emerging cross-

border e-commerce process chain.  

 ̄ Step/Chapter 2: Explores the relation 

between AfCFTA and e-commerce in light 

of the wider continent development 

aspirations and how AfCFTA framework 

can be leveraged to promote e-commerce 

and catalyse its benefits across the 

continent.  

 ̄ Step/Chapter 3: Gives an overview of 

how a number of African countries and 

the RECs (the building blocks of the 

African Integration) have attempted to 

address the issue. This step will help 

identify best practices and initiatives from 

within the continent and explore potential 

synergies between their various 

approaches in addressing digital 

economy and e-commerce. 

 ̄ Step/Chapter 4: Synthesises the global 

discussions/negotiations on regulating e-

commerce and/or promoting the digital 

economy in the context of the WTO. This 

final step is to allow AfCFTA to grasp key 

debated issues on the e-commerce global 
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agenda, and the various positions and 

approaches taken, to enable the 

formulation and advancement of an 

African common position.  

The study concludes with an overview of 

lessons learned and recommended policy 

options to support African policy makers and 

negotiators in mobilizing AfCFTA towards a 

better integration of the continent in the age of 

e-commerce and to take advantage of the fast 

advancing digitalised economy and trade. 

 

 

 

  

. 
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SECTION 1 

The Rise of E-commerce in Africa: 

Opportunities, Challenges and Risks 

This Chapter will give an overview of the fast-

growing e-commerce potential of the African 

continent and the opportunities e-commerce 

growth can bring to the lÏËû¾Ë Ëûíó Ä ĉ 

economic and development aspirations: 

growth, industrialisation, regional integration 

and global value chain integration. It will then 

track the cross-border e-commerce chain to 

identify challenges that can stand against e-

commerce growth and risks associated with 

its growth and expansion across borders.   

1.1 E-commerce growing 

potentials and 

opportunities in Africa 

Despite being a late comer, it has become 

widely believed during the past few years that 

Africa will be soon witnessing significant 

transformations through the rise of the digital 

economy and e-commerce (ITC, 2015). The 

existing and growing potential of e-commerce 

is more and more evident from the significant 

internet connectivity and mobile financial 

access digitalisation trends and the 

emergence of e-commerce platform-based 

businesses in Africa across various economic 

sectors and societies (UNECA & Al., 2019).  

 

5 According to ITUôs Press release announcing 2018 
Global ICT estimates, available here: 
https://www.itu.int/en/mediacentre/Pages/2018-PR40.aspx 

Growing access to Internet and 

financial services 

The African continent has a total population of 

about 1.3 billion people and, with 60% of the 

entire continent aged below 25, is home to 

the youngest population in the world (WB, 

2019). Recent internet and mobile access 

ð ÛÏðû v ûð Ëvó óĀÛÛÏðû û»Uûs ìĎ¬ð¾la is now 

digitalizing faster than anywhere else in the 

ćÏðÅví ÝJ;*'Ď \ Al. 2019, p. 229). Over the 

past ten years, the continent has recorded the 

highest growth globally in internet access, 

moving from 2.1 per cent in 2005 to 24.4 per 

cent in 20185. The progress is not only visible 

in internet connectivity but also in mobile-

cellular telephone subscriptions and in digital 

¬¾ËUËl¾UÅ ó ðĆ¾l ó Āó¾Ë³ ê:Ïc¾Å  :ÏË ĉë ÝĎJ-

EU DETF, 2019, p.13-14). According to 

World Bank (WB) 2019, more than 50 per 

cent of all mobile money services in the world 

are in Africa. Based on the GSMA (2019) 

State of the Industry Report on Mobile Money, 

table 1 below shows that the number of 

mobile money subscription accounts in Sub-

Saharan Africa (excluding North Africa 

countries) have reached 395.70 million 

subscriptions (representing 60 per cent of 

Sub-Saharan countries adult population) out 

of 866.2 million subscriptions globally.  

https://www.itu.int/en/mediacentre/Pages/2018-PR40.aspx
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Table 1: Number of Registered Mobile Money Accounts in World Regions in 

Millions, 2013 ð 2018 

 

Source: AU, 2019a and GSMA, 2019. 

According to the GSMA (2019), while Africa 

is still driving growth of Mobile Money, it is 

expected that its growth rate of registered 

accounts will slow down as more and more 

people get access. However, Africa still has 

û»ð   ìóÅ  Û¾Ë³ ³¾UËûóír ;¾³ ð¾Us *ûhiopia and 

Egypt ̈  the top three most populated countries 

of the continent. Their combined adult 

population of over 242 million remains with 

limited availability of mobile money services 

and low rates of financial inclusion (GSMA, 

2019). Mobile money as previously 

introduced, is a game changer in Africa as it 

allowed bringing populations traditionally 

excluded from the formal financial system into 

economic activity, notably: the rural poor, 

women and displaced persons (GSMA, 2019; 

WB, 2019; UNCTAD 2019b).  

Emerging local platform-based 

businesses 

Figure 4 below shows a recent mapping of e-

commerce companies using online platforms 

in Africa in the year 2020. It counts more than 

250 e-commerce companies operating across 

the continent. The map shows how e-

commerce platform-based business enabled 

various forms of trade: in goods, in services 

and the combined trade in goods and 

services. It also gives a live example of how 

online platforms are more and more adopted 

by various economic actors and across various 

sectors, including even the most traditional, 

like health and medical services.  
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Figure 4: More than 250 E-commerce Companies in Africa in 2020 

 

 

Source: Briter Bridges (2020), Innovation Maps. Available at: https://briterbridges.com/innovation-maps  

Supporting SMEs and start-ups 

to transcend borders  

The above map points to seven e-commerce 

platform-based companies (SMEs) who are 

now able to access the markets of three or 

more African countries. This is an affirmation 

of what the study outlined in the introduction 

that e-commerce platforms can bring 

particular benefits to SMEs by helping them 

transcend location constraints and reduce 

marketing and advertising costs of their 

products and services, as well as by providing 

 

6 World Finance (2014). SME growth key to Africaôs future, 
says African Guarantee Fund, 18 November 2014, 

easy and simplified access to necessary 

services to facilitate SMEs exports to foreign 

markets, naming for example: simplified 

payment solutions and logistics (WB, 2019; 

MacLeod, 2018). Such benefits are even 

more particular in the case of Africa, where 

SMEs contribute to more than 80 percent of 

output6 and employment, thus establishing a 

new middle class and fuelling demand for 

available at: https://www.worldfinance.com/banking/sme-
growth-key-to-africas-future-says-african-guarantee-fund 

https://www.worldfinance.com/banking/sme-growth-key-to-africas-future-says-african-guarantee-fund
https://www.worldfinance.com/banking/sme-growth-key-to-africas-future-says-african-guarantee-fund
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new goods and services, including online 

services7.   

Growing Digital Markets 

potential  

African SMEs also create around 80% of the 

ð ³¾ÏËíó J;'IĎ) &ÿ' *-commerce Index 

2018 8 estimates that there were at least 21 

million online shoppers in Africa in 2017 and 

it has surged annually by 18 per cent since 

2014, higher than the world average growth 

rate of 12 per cent. According to UNCTAD this 

number represents less than 2 per cent of the 

global online shoppers, but still Africa holds a 

ÅÏû Ï¬ ÛÏû Ëû¾UÅr ìJËÅ¾Ä  v Ć ÅÏÛ v ÈUðÄ ûó 

such as the European Union, where 68 per 

cent of Internet users made an online 

purchase in 2017, the corresponding figure in 

Africa was only 13 per cent on average in 

2017. If the ratio of online shoppers to 

Internet users in the region was increased to 

50 per cent, an additional 77 million online 

shoppers would be added and the estimated 

B2C revenue (assuming average annual 

óÛ Ëv ćUó »UÅĆ vÞ ćÏĀÅv ÈÏð  û»UË vÏĀcÅ í 

(UNCTAD, 2018b, p.16). 

Accordingly, and as mentioned in the 

2ËûðÏvĀlû¾ÏËs ìû»  v¾³¾ûUÅ ûðUËó¬ÏðÈUû¾ÏË Ï¬ 

Africa would foster economic growth and 

reduce poverty. It has the potential to create 

more jobs, encourage entrepreneurship 

UÈÏË³ û»  ĉÏĀû»s ¾Ëlð Uó  ¬UðÈ ðóí 

productivity, bring more women into the 

ÅUcÏĀð ¬Ïðl s UËv lð Uû  ÈUðÄ ûóàí ÝP&s ÿčÖÌs 

p.3).  

 

7 WEF (2015). Why SMEs are key to growth in Africa, 04 
August 2015, available at: 
https://www.weforum.org/agenda/2015/08/why-smes-are-
key-to-growth-in-africa/ 
8 UNCTAD B2C E-commerce Index of 2019 mentions that 
given data limitations, this year's index should be 
considered provisional. Internet user data for 2018 was 
limited at the time of index calculation and the latest data 
on accounts are for 2017. Hence, changes from the 

Boosting Intra-African trade 

According to UNECA et Al. 2017a, Intra-

African trade provides a far larger share of 

³ðÏćû» ¾Ë Ď¬ð¾lUíó ĆUÅĀ -added and 

¾ËvĀóûð¾UÅ¾Č v  ĈÛÏðûó û»UË vÏ ó Ď¬ð¾lUíó ûðUv  

with any other market. 

E-commerce facilitates cross-border flows of 

goods, services and particularly data, thus, 

can significantly boost intra-African trade 

(OECD, 2017). A relevant example from 

another continent, is MercadoLibre, an 

Argentinian company that is now the largest 

online retailer in Latin America (MacLeod, 

2018). A recent study showed that of the total 

amount of Latin Americans with internet 

access in February 2018, 62 per cent visited 

e-commerce sites and 47.4 per cent of those 

made their online purchases on MercadoLibre 

(and only 16.6 per cent of them shopped on 

Amazon and 10.9 percent shopped via 

Alibaba9).  

Creating value for Africa in the 

4.0 Industrial Revolution 

Business Ecosystem 

ì)¾³¾ûUÅ¾ČUû¾ÏË Ï¬¬ ðó Ë ć ÏÛÛÏðûĀË¾û¾ ó ûÏ 

boost the economy (through e-commerce and 

digital financing), cut red tape and reduce 

trade costs (through e-payments, e-

government and the digitalization of public 

services), leap frog and participate in the 4th 

¾ËvĀóûð¾UÅ¾ČUû¾ÏË ð ĆÏÅĀû¾ÏËí ÝĎJs ÿčÖÌUÞà 

previous edition of the index are mainly influenced by 
secure servers and postal reliability. Therefore, this study 
relies on the 2018 index data and trends.  
9 Portada Online, Top LatAm E-Commerce Sites: 47.4% of 
Latin American Internet Users Buy on MercadoLibre, Only 
16.6% Prefer Amazon, 04 October 2018, available at: 
https://www.portada-online.com/latest-news/top-latam-e-
commerce-sites-47-4-of-latin-american-internet-users-buy-
on-mercadolibre-only-16-6-prefer-amazon/ 

https://www.weforum.org/agenda/2015/08/why-smes-are-key-to-growth-in-africa/
https://www.weforum.org/agenda/2015/08/why-smes-are-key-to-growth-in-africa/
https://www.portada-online.com/latest-news/top-latam-e-commerce-sites-47-4-of-latin-american-internet-users-buy-on-mercadolibre-only-16-6-prefer-amazon/
https://www.portada-online.com/latest-news/top-latam-e-commerce-sites-47-4-of-latin-american-internet-users-buy-on-mercadolibre-only-16-6-prefer-amazon/
https://www.portada-online.com/latest-news/top-latam-e-commerce-sites-47-4-of-latin-american-internet-users-buy-on-mercadolibre-only-16-6-prefer-amazon/
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1.2 E-commerce 

Challenges and Associated 

Risks 

While the economic and developmental 

potential of e-commerce and the digital 

economy are increasingly accepted, countries 

are not on an equal footing to reap its fruits. 

E-commerce was enabled by wide scale 

adoption of the internet in societies of the 

developed and advanced countries (Weigert, 

2018). According to Weigert (2018), 

developed countries enjoyed a far more 

favourable environment than developing 

countries to embrace e-commerce and allow 

it to flourish. This gap persists as some 

developing countries are able to catch-up 

more than the others, while Africa is still 

lagging behind (UNCTAD, 2018a).  

Weigert (2018) explains that in developed 

ÈUðÄ ûó ìÏËÅ¾Ë  ûðUv ðó ć ð  UcÅ  ûÏ Å Ćĉ û»  

necessary logistical infrastructure, such as 

effective transport networks and postal 

systems, in order to be supplied and to deliver 

to customers. They turned to consumers from 

high-income countries who, due to their high 

purchasing power, their use of the banking 

system, and their trust in legal systems, 

quickly occupied e-lÏÈÈ ðl íó ¾ËûUË³¾cÅ  

ÈUðÄ û óÛUl íà HĀl» UË  ËUcÅ¾Ë³ UËv 

favouring environment is not yet fully enjoyed, 

with many foundational challenges to 

overcome to build digital ecosystems and 

facilitate cross-border e-commerce. 

Challenges across the Cross-

border E-commerce Chain (A 

bottom-up approach) 

SMEs, wishing to engage in cross-border e-

commerce, face many challenges across every 

step of the process chain (ITC, 2017b; 

Ebrahim Darsinouei, 2017).  From the Global 

MSME Competitiveness Survey conducted by 

ITC (2017b) of more than 2,200 MSMEs 

across 111 developing and least developed 

countries (with particular focus on Africa), 

four key issues emerge:  

Figure 5: Issues under Four Steps of E-Commerce Process Chain 

Enabling Issues (prominent in the first phase of the chain) Logistical 

infrastructure, digital infrastructure, digital literacy, digital business skills, 

access to internet and platforms, the cost of digital access, access to 

¬¾ËUËl ¦  ûlà  

Facilitating Issues (prominent in the International e-payment phase when 

a wider digital ecosystem is created to support SMEs and facilitate online 

transactions): these are related to issues of Digital ID, the lack of 

advanced e-payment systems following international standards, lack of 

transparency on Government regulations and procedures, lack of 

government-business online interfaces, lack of systems and regulations 

to support: electronic signatures, electronic contracts and paperless 

trading. 

Market Access issues (barriers faced when cross-border delivery is to take 

place): customs duties (particularly in goods), valuation and pricing 

Establishing 

Online Business 

International E-

payment  

Cross-Border 

Delivery  
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issues (lack of information on duties and delivery costs), movement of 

natural persons, access to foreign parcel deliveries and warehouses and 

issues related to data access and localisation (particularly in the case of 

services becoming more prominent in digital economy). 

Trust Issues (very evident in the cross-border and aftersales phases as 

well): these reflect weak regulatory frameworks and are linked to lack of 

understanding of consumer rights and enforcement, lack of customer 

feedback, application of duties on returned products, and lack of online 

dispute settlement mechanisms.  

 

One can observe that challenges in the early 

phases of the cross-border e-commerce chain 

relate to the actual feasibility of setting up the 

online business which requires a certain 

amount of both financial and human capital.  

But moving down the chain, challenges move 

from being firm-specific to involving the larger 

business ecosystem and national and cross-

border actors and stakeholders (ITC, 2017b). 

Kaukab (2017) cited by Ebrahim Darsinouei 

(2017) captured this tendency and translated 

it into a bottom-up (Pyramidal) classification 

(See Figure 6 below). Such a bottom-up 

approach, together with the ecosystem 

approach to digital economy, enable policy 

makers to capture the linkages between 

various policy responses and provides greater 

flexibility for simulating different policy 

scenarios (AU, 2019a).  

Figure 6: A Bottom-Up (Pyramidal) 

classification of e-commerce 

issues and challenges 

Source: Kaukab (2017) cited in Ebrahimi Darisinouei 

(2017).  

Lack or inefficiency of E-

commerce Regulatory Frameworks  

It is important to note that the literature on 

digital ecosystems highlights that well-

developed legal frameworks are needed at 

every step of the chain, and the implications 

of lacking those or having inefficient ones are 

aggravated once e-commerce activity crosses 

national borders (WB, 2019a). Emphasis is 

given to regulations related to electronic 

transactions, consumer protection, privacy 

and data protection and cyber security as they 

could strengthen business and consumer trust 

and boost ecommerce (Ebrahimi Darisinouei, 

2017; Krogman & Khumalo; 2016). 

UNCTAD tracks the state of these e-commerce 

legislations across its 194 member States. 

Figure 7 below shows the latest map of the 

adoption of these legislations worldwide. The 

African continent lags on several fronts:  out 

of 54 African countries tracked, only 33 

adopted electronic transactions regulations, 

20 adopted consumer protection regulations, 

28 adopted privacy and data protection and 

28 adopted Cybercrime laws. 

 

 

Aftersales  
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Figure 7: Summary of Adoption of E-commerce Legislation Worldwide 

 

 

Source: UNCTAD, 18 February, 2020 

E-commerce - Associated Risks  

Adoption of e-commerce is increasingly seen 

as inevitable and any potential attempts of 

digital protectionism would mean further 

isolation and exclusion for the African 

continent in the future global digital economy 

(MacLeod, 2018; AU-EU DETF, 2019). At 

the same time, we are seeing the rising risks 

and disbenefits of promoting cross-border e-

commerce growth. According to Bukht & 

Heeks (2018), those risks stem from the fact 

that the digital divide while being a constraint 

ûÏ v¾³¾ûUÅ  lÏËÏÈĉ v Ć ÅÏÛÈ Ëûs ìÈUy also be 

seen as a disbenefit inherent to that 

v Ć ÅÏÛÈ Ëûíà I» ĉ Uvv û»Uû  -commerce can 

c  ìû l»ËÏÅÏ³¾lUÅÅĉ c¾Uó vís ¬UĆÏĀð¾Ë³ û»Ïó  

who are already digitally skilled over unskilled 

labour, thus increase digital inequalities. 

These fears stem from how advances in 3D 

printing and Artificial Intelligence (AI), are at 

odds with the past incentives to invest in 

developing countries with cheap labour, 

which was at the heart of the export-led 

industrialisation strategy that proved 

successful in Emerging Economies (Macleod, 

2018).  

Worries also stem from the clear risk of 

concentration of economic power in the digital 

platform market which already represents an 

anti-competitive environment for developing 

countries. Data ownership, access to critical 

source codes and intellectual property rights 

are all areas where Africa and most 

developing countries will be the newcomers 

and where digital Multinational Enterprises 

(MNEs) are becoming monopolies (UNECA, & 

Al. 2017).  As e-commerce grows, developed 

countries are ramping up the pressure on 

others to bring those issues to global 

negotiation tables whether in Regional Trade 

Agreements or in the Multilateral sphere of the 

WTO (Ismail, 2020a). Platform-based MNEs 

have in the past decade made headlines for 

alleged tax avoidance and profit shifting 

scandals. Taxing MNEs in the digital economy 

has been on the agenda of developed 
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countries for many years before bringing 

developing countries into the discussion. This 

is despite the fact that many developing 

countries (including African) represent a 

significant market for MNE businesses and 

imposing VATs or taxing income could 

generate significant and much needed 

revenues (Ismail, 2020b).  

In conclusion, E-commerce holds the key to 

boosting intra-African trade, scaling up 

Ď¬ð¾lUíó H:*ós ûðUËól Ëv¾Ë³ borders and 

creating a place for the continent in the 4.0 

industrial revolution. On the other hand, 

cross-border e-commerce growth in Africa 

faces a specific set of challenges 

incomparable to most other countries: while it 

can pull Africa out from its inherited digital 

and industrial disadvantage, its growth can 

generate disbenefits that can further widen the 

inequalities. But e-commerce is a growing 

reality and well-designed policy responses, 

that address challenges across the different 

phases of the new cross-border e-commerce 

chain, are necessary to minimize risks while 

reaping the fruits of promising technologies. 

The current AfCFTA negotiations represent an 

opportunity to scale policies at the regional 

level in harmony with the African integration 

vision and objectives and foster coordination 

and leverage benefits at the continent level. 

. 
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SECTION 2 

AfCFTA: Leveraging E-commerce for 

Intra-African trade and Development 

The AfCFTA agreement did not envisage any 

negotiations or inclusion of e-commerce or digital 

trade provisions at the launch of negotiations in 

2015. The decision to embark on phase 3 

negotiations for an e-commerce protocol (right 

after the accomplishment of phase 2) was 

decided at the 33rd AU Assembly Ordinary 

Session in February 2020. This Chapter explores 

the journey that led to e-commerce being 

included in the AfCFTA negotiations, including the 

AU Strategic Framework for Development 

(Agenda 2063) announced in 2013 and the later 

developed draft AU strategy for Digital 

Transformation (SDT) 2020-2030.  

2.1 E-commerce and 

AfCFTA: Building Momentum 

under AU  

The development link between AU 

Agenda 2063 and AfCFTA 

Even though it took almost 5 years to bring e-

commerce to the AfCFTA negotiating table, 

AfCFTA and e-commerce were clearly intertwined 

under the AU Agenda 2063 announced in 2013 

ÝH   &ÏĈà ÿ c ÅÏćÞà Ď¬'/IĎíó ÈU¾Ë ÏcÃ lû¾Ć s Uó 

Û ð û»  ó¾³Ë v U³ð  È Ëû ¾Ë ÿčÖ¥s ¾ó ìûÏ  óûUcÅ¾ó» 

the institutional and regulatory framework for the 

implementation of the African single and 

liberalised market for goods and services, through 

gradual elimination of tariffs and facilitating 

ÈÏĆ È Ëû Ï¬ Û ðóÏËóí ÝĎJs ÿčÖ¥Þà  

However, the AfCFTA has overall objectives that 

go beyond trade liberalisation. (UNECA. OHCHR 

& FES, 2017). In particular, art.3.a clearly 

mentions that the agreement seeks to achieve the 

ć¾v ð Ć¾ó¾ÏË Ï¬ ìAn integrated, prosperous and 

peaceful Africaí  Ëó»ð¾Ë v ¾Ë Ď³ ËvU ÿč÷üà ĎÅóÏ 

art.3.e of the AfCFTA states that the agreement 

U¾Èó ûÏ êÛðÏÈÏû  UËv UûûU¾Ë óĀóûU¾ËUcÅ  UËv 

inclusive socio-economic development, gender 

equality and structural transformation of the State 

EUðû¾ óë ÝĎJs ÿčÖ¥s Ûà±Þà  

In relation to Agenda 2063 formulated around 

ûćÏ ĉ Uðó  UðÅ¾ ðs Ď¬'/IĎíó ðÏÅ  ûÏ Ul»¾ Ć  ìUË 

¾Ëû ³ðUû vs ÛðÏóÛ ðÏĀó UËv Û Ul ¬ĀÅ Ď¬ð¾lUí lÏÈ ó 

under target 21 under aspiration 2: the same 

aspiration under which digital economy, ICT and 

intra-African trade intersect to realise African 

integration and development: 

ìBy 2063, the necessary infrastructure will be in 

ÛÅUl  ûÏ óĀÛÛÏðû Ď¬ð¾lUíó Ull Å ðUû v ¾Ëû ³ðUû¾ÏË 

and growth, technological transformation, trade 

and development. This will include high-speed 

railway networks, roads, shipping lines, sea and 

air transport, as well as well-developed ICT and 

the digital economy. A Pan-African High-Speed 

Train Network will connect all the major 

cities/capitals of the continent, with adjacent 

highways and pipelines for gas, oil, water, as well 

as ICT Broadband cables and other infrastructure. 

This will be a catalyst for manufacturing, skills 

development, technology, research and 

development, integration and intra-African trade, 

investments and tourismí ÝĎJ  ̈ Agenda 2063, 

aspiration 2.25).  
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Box. 2. AU Agenda 2063 

ìAgenda 2063 is a shared framework for inclusive growth and sustainable development for Africa to be realized in 

the next fifty years. It was agreed upon by the African leaders in 2013 through the 50th Anniversary Solemn 

Declaration during the commemoration of the Fiftieth Anniversary of the Organization of African Unity (OAU). It 

builds on past and existing continental initiatives for growth and sustainable development. Those include but are 

not limited to: the Abuja Treaty; the African Charter on Democracy, Elections and Governance; the African Charter 

on Values and Principles of Public Service and Administration; Programme for Infrastructure and Development in 

Africa (PIDA); Comprehensive African Agricultural Development Plan (CAADP); Accelerated Industrial Development 

in Africa (AIDA); and so on. 

It identifies 7 aspirations for the content to be realised by 2063: 

Aspiration 1: A prosperous Africa based on inclusive growth and sustainable development 

Aspiration 2: An integrated continent, politically united based on the ideals of Pan Africanism and the vision of 

Ď¬ð¾lUíó G ËU¾óóUËl   

Aspiration 3: An Africa of good governance, democracy, respect for human rights, justice and the rule of law  

Aspiration 4: A peaceful and secure Africa 

Aspiration 5: An Africa with a strong cultural identity, common heritage, values and ethics 

Aspiration 6: An Africa whose development is people-driven, relying on the potential of African people, especially 

its women and youth, and caring for children 

Aspiration 7: Africa as a strong, united, resilient and influential global player and partner.í 

 
Source: AUC. (2015a). 01 Background Note: Agenda 2063, Addis Ababa: African Union Commission. Available at: 

https://au.int/sites/default/files/documents/33126-doc-01_background_note.pdf 

 

The AU also decided to identify specific actions to 

ensure the achievement of goals by 2063. Under 

ÏË  Ï¬ û» ó  Ulû¾ÏËó ËUÈ v ìConnect Africa 

through world-class Infrastructureís 2'Is v¾³¾ûUÅ 

economy and AfCFTA intersect again to fulfil the 

Ć¾ó¾ÏË Ï¬ Ď¬ð¾lU Uó ìa continent on equal footing 

with the rest of the world as an information 

society, an integrated e-economy where every 

government, business and citizen has access to 

reliable and affordable ICT services by increasing 

cðÏUvcUËv Û Ë ûðUû¾ÏË¦ UËv ÛðÏĆ¾v¾Ë³ Ć ËûĀð  

capital to young ICT entrepreneurs and innovators 

Ý¦Þíà  

Figure 8 below from UNECA & Al. (2019b), 

visualises this relation of interdependence 

between, Intra-African trade, e-commerce, 

development and the ultimate goal of having an 

integrated e-economy or a regional digital 

economy ecosystem. Negotiating e-commerce 

under AfCFTA was therefore only a matter of time 

as economies depending on traditional sectors 

needed to have their worries around e-commerce 

growth addressed. 
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Figure 8: E-commerce and Integration in a Digitizing Africa 

 

Source: UNECA & Al. (2019b), p. 18. 

Building Momentum for AfCFTA e-

commerce Negotiations 

Given this development mandate of the AfCFTA 

and the potential of e-commerce development 

across the continent, the AU organised its E-

commerce Conference on 23-26 July, 2018 in 

;U¾ðÏc¾s 8 ËĉUà I»  lÏË¬ ð Ël  U¾È v ìûÏ ÛðÏĆ¾v  

a platform to enhance understanding of the 

current state of e-commerce in Africa, the 

challenges and opportunities building on the 

experience of actors on the ground as well as 

other regions of the world, and discuss key 

elements of a roadmap for the development of an 

African Strategy of E-commerce with a view to 

promoting the emergence of African e-commerce 

champions and ensuring that African countries 

maximize the opportunities of e-commerce and 

û»  v¾³¾ûUÅ  lÏËÏÈĉí ÝĎJs ÿčÖ¥cs Ûà±Þà =Ë  Ï¬ û»  

key specific objectives of the conference was to 

ì*ĈÛÅÏð  û»  È ð¾ûó UËv ólÏÛ  Ï¬ Āó¾Ë³ û»  Ď¬'/IĎ 

as a platform for advancing e-commerce and 

v¾³¾ûUÅ ûðUv  ¾Ë Ď¬ð¾lUí Ý2c¾vs Ûà ±Þà  

 

According to UNECA et Al. (2019b), the AU 

Conference on e-lÏÈÈ ðl  lÏËlÅĀv v ìû»Uû UËĉ 

future continental e-commerce strategy should 

cĀ¾Åv ÏË G*'óí ¾Ë¾û¾Uû¾Ć ó UËv  ËóĀð  lÏ» ð Ël  

between national, regional and continental 

initiatives and that member States should 

endeavour to ensure that the necessary 

infrastructure to support e-commerce is put in 

ÛÅUl ¦íà  

A series of conferences and events then took place 

in different national, regional and international 

fora with special focus on e-commerce 

development acceleration in Africa. A key event 

was J;'IĎ)íó Ď¬ð¾lU  -Commerce Week which 

took place for the first time in December 2018, 

only a few months after the AU Conference, also 

in Nairobi.  The UNCTAD eCommerce Week of 

2018 was organised in collaboration with the AU 

and the European Union (EU) and resulted in the 

Nairobi Manifesto on the digital economy and 

inclusive development in Africa which gathered 

recommendations mentioned in the conference. 

Box 3 highlights the key recommendations related 

to cross-border trade in the digital economy and 

Ď¬'/IĎíó ÛÏû Ëû¾UÅ ðÏÅ à 


































































