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Introduction 

This note seeks to obtain the perspectives of 

various stakeholders on their roles played in 

electronic commerce in integration of the 

regional and multilateral trade focusing on the 

opportunities and limitation in facilitation of e-

commerce in the country.  

Boateng et al. (2008) define Electronic 

Commerce (E-Commerce) as the process of 

conducting business transactions (e.g. 

distribution, buying, selling and servicing) 

electronically over computer networks, 

primarily the Internet but also using corporate 

networks and extranets (Boateng et al, 2008). 

The UNCTD (2001) point out that few LDCs 

have been able to adopt E-Commerce in their 

countries and even those that have adopted, 

most remain on the business to consumer 

(B2C - goods and services) and tele servicing 

form of E-Commerce. 

Tanzania has 7,590,794 internet users out of 

estimated population of 51,045,882 as of June 

2016 with an internet penetration rate of 

14.90%1. With the introduction of the first fibre 

optic network cables in 2010, internet services 

in Tanzania were set to be revolutionized.  Up 

to that point internet access was completely 

reliant on expensive satellite connections. 

Figure 1 clearly shows that Tanzania has 

made tremendous strides towards 

improvement in internet connectivity when 

taking into comparison 2000 and 2016. 

Figure 1: Tanzania Internet Users- 2000 & 

2016 
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1 http://www.internetworldstats.com/stats1.htm  as accessed on 

12th September 2016 
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The major players of e-commerce in Tanzania 

are the government and private institutions. 

The government through its ministries and 

agencies such as the central bank of Tanzania 

(BOT), Ministry of Industry and Trade, 

Tanzania Communications Regulatory 

Authority (TCCRA), e-government agency 

(EGA) facilitates the essential requirements for 

the development of E-Commerce. However, 

the National ICT Policy (2016) acknowledges 

that there are limited e-transaction services 

such as e-commerce in Tanzania due to lack 

of local credit cards and supportive legal 

framework appropriate for e-business 

promotion. More importantly, the policy also 

admits that the legal framework does not 

provide adequate safeguards to create an 

environment of trust for e-business 

transactions to take place. Consequently, 

financial institutions and businesses at large 

are not able to set up provisions for supporting 

e-transactions for their own, and each other’s 

clients. 

Stakeholders 

Perspectives on 

Electronic Commerce  

The use of electronic services to facilitate 

provision of social and economic services 

such as tourism, governance, education, 

health, finance and justice has significantly 

increased in recent years in Tanzania (URT, 

2016). It is with this backdrop, this note has 

gathered perceptions from different 

stakeholders from the academia, chamber of 

commerce, SMEs, and the private sector. 

Actions required to Leverage and 

Promote E-Commerce in Tanzania 

Sensitization campaign to public on use of 

E-Commerce 

Through the consultations with different 

stakeholders it was evident that majority of the 

people have very limited knowledge and 

preference on E-Commerce. In many cases, 

the respondents made reference to the use of 

mobile money services, which have greatly 

transformed the way they do business. 

“My friend (while smiling), many people 

use internet for Facebook, WhatsApp and 

all sorts of social media platforms to get 

news and see what’s trending. People 

hardly use the internet to do business, it’s 

only very few who do so.” 

Ms. Petronilah John,  

Owner and Director of Petite Food Supply 

 

High costs associated with E-

Commerce should be lowered 

In an interview with the Director of GANAKO 

Luxury Lodge, Mr. Lukiza Makubo, he 

highlighted that E-Commerce has helped his 

business especially on getting foreign tourists 

who always use online platforms to book and 

pay. However, the charges that come with the 

use of these platforms, in his perception, are 

what keep local tourists away from using 

them. 

“Hotel booking websites do bring in a lot of 

business and they really help in raising the 

turnover...But, with some of these websites 

they demand between 10% to 15% of the 

price we offer. To some extent this really 

raises the prices as we are at times forced 

to increase the price to accommodate their 

demand.” 

Mr. Lukiza Makubo, 

Director, GANAKO Luxury Lodge, Karatu 

 

Challenges faced 

Inadequate and unreliable internet 

connectivity especially in remote rural areas. 

This was especially pointed out by tourism 

stakeholder who expressed his concern that 

due to such scenarios they are forced to 

source more than once internet service 

provider. 

Lack of skilled experts to maintain website 
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and run all E-Commerce related business 

activities.  

Limited knowledge from the general public 

on the concept of E-Commerce due to 

proliferation of Mobile Money business in the 

country. 

Long lead time for online transactions in 

Tanzania as it may take as up to 48 hours, 

something which acts as a challenge to users 

especially in the tourism industry. 

 

Recommendations to 

Geneva Ambassadors 

 A lot of attention should be paid to 

infrastructural issues that will 

culminate in its rapid development as 

that is the very foundation of e-

commerce. Such that the issues of 

epileptic internet coverage, bandwidth 

and appropriate technology that can 

help overcome the limitations of the 

local environment should be given a lot 

of priority.   

 Investment in trainings and other 

enlightenment programs is a very vital 

to attitudinal changes to the public.  

 The challenge of cost development 

and finance which makes e-commerce 

not to be cost effective to end users 

should be improved on.   

 Adequate attention should be paid to 

risks and security, which is a major 

issue why consumers shy away from 

using e-commerce in general;  

 To ensure e-commerce success, 

financial and regulatory issues must be 

tackled.  
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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. 

 © 2016. CUTS International, Geneva. 

This country update note is authored by ESRF, 

Tanzania. CUTS’ country updates aim to inform 

negotiators and policy makers about stakeholders’ 

perspectives on the ground related to a particular 

issue. Readers are encouraged to quote or reproduce 

material from this paper for their own use, provided 

due acknowledgement of the source is made. 
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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 

 

 

The PACT EAC2 project is undertaken with funding support 

from the Swedish International Development Cooperation 

Agency (Sida). 


