
1 
 

PROMOTING AGRICULTURE, CLIMATE AND TRADE LINKAGES IN 

THE EAST AFRICAN COMMUNITY – PHASE 2 

The PACT EAC2 project builds capacities of East African stakeholders 

for climate-aware, trade-driven and food security-enhancing agro-

processing in their region. Web: www.cuts-geneva.org/pacteac2 

 

 

Country Update 
Assessing The State Of Play In 

Electronic Commerce: Stakeholders 

Perspectives In Rwanda 
 

Provided by  

 

Agency for Cooperation and Research in Development 

www.acordinternational.org 

 

Introduction 

Electronic commerce (e-commerce) is the buying 

and selling of goods and services over an electronic 

network, primarily the internet. Simply defined in 

simple terms, electronic commerce, commonly 

written as e-commerce or eCommerce, is the 

trading or facilitation of trading in products or 

services using computer networks, such as the 

Internet or online social networks. These business 

transactions occur either as business-to-business, 

business-to-consumer, consumer-to-consumer or 

consumer-to-business. The terms e-commerce and 

e-business are often used interchangeably. 

E-commerce is gradually taking shape in Rwanda 

and is currently playing a significant role especially 

in the entertainment and tourism sector. Now 

consumers can easily conduct business transactions 

and even pay for services online as made available 

by various merchants.  

Regulations enacted by the National Bank of 

Rwanda (Central Bank) have further helped to 

encourage e-payment in the country especially in 

areas of customer protection from undue levies in 

the process of paying for goods electronically. 

These developments are further accelerated by the 

increasing rate of internet population among the 

Rwandan society. Of the 12,337,138 estimated 

population of Rwanda, only about 1,110,043 are 

internet savvy. These numbers are growing slowly 

but steadily and the population can be leveraged to 

further boost e-business activities which have 

grown rapidly over the years adding value to the 

economy. 

So, although electronic commerce is relatively new 

in Rwanda, the sector is growing as local tech start-

ups and international players enter the marketplace, 

attracted by adoption of new technologies in the 

country. Increasing mobile payment, internet use, 

convenience, lack of scaled retailers and also 

reduced cost, which makes it easy to start an e-

commerce company, as well as a growing middle 

class are factors that analysts attribute to the online 

commerce growth in Rwanda. This is also in line 

with the country’s National Development Agenda 

as one of Vision 2020's pillars, to build a 

knowledge-based economy which is anchored in 

the development of e-commerce, among others. E-

commerce is seen by many as an opportunity that 

will not only enhance the efficiency of existing 

businesses but also with potential to encourage the 

opening of more other businesses. The sector has 

SEPTEMBER 2016 ● E-COMMERCE  

 
Rwanda 

 



2 

 

 

tremendously opened avenues for many especially 

the youth in Rwanda. Many of the youth are 

engaged in startups every other day in bid to create 

jobs as opposed to looking for jobs. 

In regard to well established e-commerce 

businesses, a number of companies are being set 

up. In the previous years, Rwanda has seen the 

evolution of many online platforms engaged in 

various businesses. These include; Jumia.rw which 

is a platform for retail shopping especially in the 

area of fashion and personal gargets, Lamudi that is 

in real estate business, Jovago, Gemeya.com, 

Gurisha.com, Shop4rwanda.com, 

ComfortRwanda.com, BeautyofRwanda.com and 

Hellofood.rw. Hellofood is a food ordering online 

platform and it delivers food across Kigali from 

over 80 different restaurants. This food online 

platform has been a good example in bridging the 

gap between traditional way of eating and 

combining it with modern technology. The 

technology advancement in Rwanda has helped the 

e-commerce businesses develop more efficient 

delivery systems, tweak its propositions to different 

vendors/suppliers/customers and additionally 

address consumer behavior challenges.  

It is also important to note that major international 

players are also slowly entering the Rwandan 

market to serve both domestic and regional 

markets. One of the major entrants in this category 

is the QNET East Africa Ltd. With a strong 

portfolio of exclusive lifestyle products, Hong 

Kong based direct selling company has opened a 

local affiliate, QNET East Africa Ltd in Rwanda. 

The company that has already launched its e-

Commerce platform in the country has plans for 

business expansion in East Africa with Rwanda 

hosting the region’s head office. The Asian giant 

firm that  is preparing for business expansion on 

the African continent deals in a wide range of 

products in the area of personal care, home care, 

watches, jewelry, vacations and many others. 

According to the company’s Operations Manager, 

Mr. Lordever Digan, the company chose Rwanda 

because of the country’s supportive business 

environment. He stated that; “We chose to establish 

our first African office in Rwanda because the 

country offers a business-friendly environment, 

sound infrastructure, and reliable IT platform.”  

Summary of various stakeholders’ 

perspectives 

There are a number of stalekholders to consider in 

the area of e-commerce in Rwanda. From the 

public officials involved in the policy making to 

key players in the private sector (sellers and 

consumers), their views on e-commerce are very 

important for consideration. For the purpose of this 

paper, a number of stakeholders’ views were 

captured through direct consultations and 

discussions as well as being quoted in their relevant 

statements and their views reported by the media. 

Based on the stakeholders’ perspectives generally, 

the need to embrace e-commerce is highly 

supported. It is evidently noticed that Rwanda’s 

small and medium entrepreneurs are being 

encouraged to embrace electronic - commerce and 

ICT to penetrate regional and global markets. 

Majority of the stakholders believe that greater 

international e-commerce participation will 

increase dividends for the digital technology 

investment that Rwanda has already made. 

 

A number of initiatives are being put in place to 

facilitate e-commerce in Rwanda. A partnership 

agreement between International Trade Centre 

(ITC) and DHL to facilitate trade and improve 

access to e-commerce transportation and logistics 

in Africa was signed in Kigali on May 11th, 2016. 

During the signing ceremony, the Minister of Trade 

and Industry, Francois Kanimba said that the 

government of Rwanda is embracing e-commerce 

as part of its strategy to digitize the economy. “We 

are taking e-commerce as a key enabler towards 

boosting SMEs capacity to export; it is also an 

ingredient that we must leverage on to strengthen 

private sector’s contribution to the national 

growth,” the Minister said. Arancha González, the 

Executive Director at International Trade Center, 

said that; “embracing e- commerce will increase 

SME’s contribution to the export industry and 

ultimately reduce the country’s trade deficit.”  
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Also a portal for Rwandan products is being 

established. The made in Rwanda portal will have 

two platforms: made in Rwanda for local markets 

and made in Rwanda for export. The portal will 

also serve as an online Multi- vender market place 

for Rwandan goods and services, all managed from 

one place. The portal will also advertise selected 

“export- ready” products for which international 

market solutions and international logistics options 

will be available to foreign buyers serving markets 

such as the EU and the US. International Trade 

Center (ITC) proposes to provide technical 

assistance in building and adapting solutions for 

international payment and logistics and activating 

the platform.  

For the private sector players involved in e-

commerce, they find a number of opportunities and 

advantages that people need to know and take 

advantage of as they consider embracing the trend. 

Being quoted by the local newspaper (The New 

Times), Mr. Alain Murenzi, the sales manager at 

Gemeya.com, one of the local online shops, e-

commerce gives customers a rewarding shopping 

experience free from stress. Mr. Murenzi states 

that;  

“With the physical marketplace, a customer can 

spend the whole day moving from shop to shop 

looking for a particular item, online shopping 

offers a customer a full list of companies making or 

selling different items from which a client can 

easily select what they want.” He adds; “A 

customer is given service in a more convenient way 

as they look through a list of products and choose 

which one fits their needs. There is also a variety of 

online shopping websites at their disposal.”  

For buyers (consumers), e-commerce is also 

relatively cheaper given its flexibility to be run 

without transport costs. According to Mr. Mupenzi 

Byiringiro, he was able to buy a phone online at a 

cheaper price compared to ordinary shops. He says 

that; “I bought a Nokia Lumia 820 phone online at 

Rwf200,000, which was quoted at Rwf300,000 in 

electronic shops in Kigali.” 

Sectors involved in e-commerce in 

Rwanda 

Rwanda continues to be one of the fastest growing 

African countries in ICT and there are several 

opportunities for growth for the ICT sector 

including e-commerce and e-services, mobile 

technologies, applications development and 

automation and ICT training. ICT penetration rate 

in the country is 30% and the internet is also 

growing with 7% penetration rate in the country. 

These developments are encouraging a number of 

innovations, including e-commerce. Indeed, 

electronic commerce is relatively new in Rwanda 

but the sector is growing as local tech start-ups and 

international payers enter the marketplace, attracted 

by adoption of new technologies in the country. 

Most stakeholders argue that for e-commerce to 

grow there is a need for proper connectivity and 

security because those involved are in need of 

reliable network on the internet and mobile phone 

to access platforms and that the platforms must 

have secure payment options. For Rwanda, these 

prerequisites are getting into play as the country 

continues to witness increasing mobile payment, 

internet use as well as a growing middle class. 

These factors are expected to contribute 

tremendously to the growth of online commerce in 

Rwanda. 

There are a number of sectors involved in e-

commerce in Rwanda, including among others; 

retailing in all kinds of products (household 

appliances, electronic gudgets, clothes and 

accessories, footware as well as automobiles), real 

estate (selling and buying houses as well as renting) 

and general supplies. However, as more 

innovations continue to advance, e-commerce is 

expanding beyond the common sectors to other 

areas. For example, public utilities such as water 

and electicity are currently made available and 

being purchased online by many people in Rwanda 

right from ordering and receiving the required 

amount to effecting payment electronically on the 

computer or phone within a matter of just minutes.  

Required policies and/or actions to 

leverage the promotion of e-commerce  
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At the moment, policy related issues are not the 

main concern for players in the e-commerce 

business. According to the majority of the 

stakeholders, the most important priorities for 

urgent consideration include the need for increased 

connectivity country-wide in terms of ICT 

penetration and specifically internet connection. 

Again, there is a need to enhance the infrastructure 

needed to provide effective logistics and 

distribution points and networks. It is argued that 

the importance of such infrastructure is the smooth 

facilitation in terms of delivery because once a 

buyer (consumer) has purchased a product online 

and has effectively paid, then the product should be 

delivered safely and in time.   

However, from a general perspective, there is a 

need to have a National Policy on E-commerce. A 

national policy on e-commerce with clear actions to 

take, involving key stakeholders and players would 

provide a firm foundation and also provide a 

strategic direction for the future and business 

potential of e-commerce in Rwanda. In this light, 

the Ministry of Trade and Industry should take the 

lead and coordinate other relevant Ministries and 

institutions as well as all relevant stakeholders in 

the formulation and implementation of the national 

policy on e-commerce.  

E-commerce challenges faced by the 

identified  sector(s) in Rwanda  

E-commerce players say there are many 

opportunities in the country albeit with some 

shortcomings since online shopping is still a new 

thing. As much as e-commerce presents a number 

of advantages and business opportunities, it also 

comes with related challenges. Online sellers, 

particularly those selling internationally or across 

state lines, face different legal and financial 

considerations, especially in regard to privacy, 

security, copyright and taxation. The most common 

challenge is that of theft where most of the related 

crimes are in the category of cyber-crimes which 

are still complicated in terms of follow up.  

According to the East African Business Week, a 

weekly newspaper (of May 3rd, 2015), it was 

reported that;  

“However, while e-commerce hopefuls are 

optimistic about an upward slide in the sector, 

there are mischief makers’ online stealing 

confidential information and credit card 

information. This menace is a common feature in e-

commerce world over but is more pronounced in 

certain countries. The growing number in the spate 

of cyber-crimes worldwide has been the bane of e-

commerce in countries around the world since the 

emergence of the internet technology into the 

business community.”  

The paper continues to report that; “In the midst of 

the mad rush, business had opened the gates of 

opportunities for cyber thieves to thrive, stealing 

credit card information from unsuspecting shoppers 

and causing many to lose large amounts of money. 

That is the reason an ecommerce company like 

Kaymu created a platform for you to pay into the 

Kaymu safepay account instead of the personal 

account of the seller, this is one way to curb 

things.” 

Another downside of e-commerce is related to 

consumer satisfaction in regard to the products 

purchased online without physical inspection. 

Some online shoppers claim that, sometimes, in 

online trading, what you see is not always what you 

get. Pictures can make something look better than 

they actually are. Customer persuasion always 

causes problems when a commodity is delivered 

and does not meet the client’s expectations.  

Other challenges include intertwined challenges 

related to underdeveloped e-payment platforms as 

well as weak logistics and distribution networks 

and related infrastructure. All these are very 

important to support e-commerce to operate 

smoothly and thrive yet they are not well developed 

given the general level of development in the 

country.    

The interventions that would redress 

the challenges: 

Despite the challenges highlighted above, e-
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commerce in Rwanda has been lauded for making 

shopping more convenient and life is a lot better for 

the average Rwandan online shopper. In this light, 

the following measures should be considered to 

address related challenges;  

1. Curbing cyber theft: To curb the trend of 

cyber theft, police should be trained to 

track unethical hackers and cyber 

fraudsters so much that potential buyers 

can rest assured whenever they want to 

shop online; 

2. Awareness campaign: People only need to 

be careful and painstaking when 

interacting with business partners in e-

commerce to ascertain whether they are 

trustworthy. There is a need for awareness 

campaign and outreaches to educate the 

people (general public) about the benefits 

of e-commerce as well as the need to be 

careful of the possible challenges for those 

involved.   

3. Strengthening and popularizing e-payment 

platforms: E-payment platforms serve as a 

basic foundation to support e-commerce 

transactions. In this light, there is a need to 

strengthen these platforms and also 

communicate to the masses in terms of 

their availability and the importance of 

utilizing them. 

Recommendations to policy makers 

and Geneva based ambassadors to 

WTO: 

As far as recommendations are concerned, there is 

a need to first and foremost appreciate the potential 

and the current status of e-commerce in Rwanda so 

as to build on what is there to make further 

improvements. In this light, the following 

recommendations are important for policy makers 

and the Geneva based ambassadors;  

1. The initiative of “Internet for all project” 

should be supported and enhanced. This is 

very important because, e-commerce can 

only thrive in an environment where the 

population has access to internet so that 

they are able to participate in selling and 

buying online hance causing e-commerce 

to grow.  

2. Capacity building in related areas should 

be provided and enhanced to increase 

potential players involved in e-commerce 

and related transactions. At the moment, 

most SMEs owners and various 

entrepreneurs  are trained in a anumber of 

soft business skills but not much in the area 

of online transactions. So, with the 

development of e-commerce, it is now time 

to also build capacities and to provide 

training in skills related to online 

businesses. Organizations like the 

Internation Trade Center (ITC) have the 

potential to be helpful in this area and the 

Geneva based ambassadors should use 

their position in Geneva to enhance useful 

collaborations.   

3. There are a number of initiatives, players 

and platforms involved in a scattered 

manner and yet if networked can boost e-

commerce. In this light, there is a need of 

establishing, strengthening and connecting 

the relevant networks involved in e-

commerce to further promote the sector.  

4. On a particular note, Rwanda is currently 

involved in the drive dubbed “Made in 

Rwanda” with a focus to promote 

Rwandan made products. While there are a 

number of tools and means to market 

related products, e-commerce should be 

utilized as one of the best means to 

promote “Made in Rwanda” products. The 

Geneva based ambassadors should also 

take advantage of their position to add a 

voice in making “Made in Rwanda” 

products known globally.  

5. From a policy perspective, there is a need 

to start on considering the formulation of 

relevant policies and legal framework to 
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support and promote e-commerce in 

Rwanda taking into account future realities 

and aspirations. The Geneva based 

ambassadors can help in providing 

information related to best practices that 

are needed to ensure that the right policies 

and appropriate legal frameworks are put 

in place. 

6. From the Nairobi MC10, the work 

programme instructs four WTO bodies to 

explore the relationship between existing 

WTO agreements and e-commerce based 

on proposals submitted by members in the 

following WTO bodies: the Council for 

Trade in Services, the Council for Trade in 

Goods, the Council for Trade Related 

Aspects of Intellectual Property Rights 

(TRIPS Council) and the Committee on 

Trade and Development. Specifically, it 

was recommended that Members will 

maintain the current practice of not 

imposing customs duties on electronic 

transmissions until the next session of 

MC11 to hold in 2017. In this regard, the 

Geneva based ambassadors sould update 

the capitals on the progress of the work 

programme and on how the new  e-

commerce initiatives from EAC can  

engage in  and tap in the existing markets 

and find a niche for the local and regional 

products.  

 

Note compiled bya ACORD Rwanda, Septembre 

2016 
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CUTS International, Geneva 

CUTS International, Geneva is a non-profit NGO that 

catalyses the pro-trade, pro-equity voices of the Global 

South in international trade and development debates in 

Geneva.  We and our sister CUTS organizations in 

India, Kenya, Zambia, Vietnam, and Ghana have made 

our footprints in the realm of economic governance 

across the developing world. 
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ground related to a particular issue. Readers are encouraged 
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