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Proposed Research Title
The Role of E-Commerce in Supporting the Growth of Small and Medium-Sized Enterprises (SMEs): An Analysis of the UK Baking Industry


 Research Aim 
This research aims to determine how e-commerce might help small-and-medium sized enterprises (SMEs) in the UK baking industry have a growth and competitive edge.  The investigation will devote attention to understanding how internet commerce improves market reach, customer engagement and business performance; and the issues SMEs face to e-commerce being encouraged. 
Objectives

1. To examine how e-commerce contributes to the growth and competitiveness of SMEs.
2. To identify the main benefits and challenges associated with e-commerce adoption among SMEs in the baking industry.
3. To evaluate how e-commerce can improve customer reach, sales opportunities and business resilience.
4. To identify e-commerce strategies that may support sustainable growth among UK baking SMEs.
Research Questions
How does e-commerce support the growth of SMEs within the UK baking industry?
What are the main benefits and challenges associated with e-commerce adoption by baking SMEs?
How can e-commerce improve the market reach and competitiveness of SMEs?
What e-commerce strategies can UK baking SMEs use to support sustainable business growth?


[bookmark: _Toc241865676] Justification of the Research
SMEs are a major part of the economy of the UK. In early 2025, approximately 99.85% of UK private-sector businesses were SMEs, which were responsible for about 60% of private-sector employment (Department for Business and Trade, 2025). GOV.UK Thus, it is of economic relevance to understand the factors that may support SME growth.
Digitalisation helps SMEs to overcome certain disadvantages associated with their smaller scale and limited resources. 
The (OECD, 2021) claims that using digital technologies, the performance of SMEs can be improved and their size constraints addressed. SMEs have been lagging larger firms in digital uptake. OECD E-commerce is particularly useful as it enables businesses to communicate with customers, accept online orders and reach markets beyond their immediate physical location. According to (OECD, 2019), larger companies and SMEs likely to face a gap in participating in e-commerce. 
The baking sector offers an interesting case because bakery SMEs commonly rely heavily on nearby physical locations and sell products that have limited lifespans. This makes for an interesting context in which to assess whether e-commerce contributes to growth in ways beyond national delivery of products such as online ordering, click-and-collect, local delivery, digital marketing, and customer engagement.
Further, the earlier literature on SME e-commerce covered different industries and geographical contexts as compared to the lesser-known study intermixed with e-commerce, SME and UK baking industry. The study intends to use the broader literature on SME digitalisation within a more clearly defined sector.
[bookmark: _Toc241865677]Review of Literature
According to OECD, 2019, e-commerce refers to transactions involving the sale/purchase of goods or services by the use of a computer network using a particular method for placing/receiving orders. The research conducted by OECD has found several benefits of e-commerce adoption for SMEs. Grandon and Pearson (2004) identified three critical factors that influence e-commerce adoption among SMEs: perceived usefulness, organisational readiness and external pressures.
But adopting needs more than just accessible technology only. The study by (Rahayu and Day, 2015) discovered that e-commerce adoption by coffee shop owners was influenced by perceived benefits and technological readiness. (Likewise, Fillis and Wagner, 2005) demonstrate the importance of company level, managerial, industry, and wider environmental factors in understanding e-business change within small firms.
More recent articles persistently reinforce the connection between a resource and digitalisation. (Eller et al., 2020) found SME digitalisation has an important relationship to financial performance. (Abed, Dwivedi and Williams, 2015) further discuss the relationship between social media and e-commerce adoption, suggesting that digital customer communication may become an important aspect of SME e-commerce development.
Nonetheless, smaller companies often have less financial, technological and human resources than larger companies. A systematic literature review by Zamani in 2022 shows that several organisational and contextual factors influence SME technology adoption.  These problems can be more significant for small independent bakers where the funding for digital infrastructure must compete with operational matters. As such, this research would look at what opportunities e-commerce creates, as well as what barriers baking SMEs face to effectively utilize e-commerce.
[bookmark: _Toc241865678]Methodology
The research will follow a secondary-data research design which means that no interviews, questionnaires or any primary data gathering will occur. A systematic literature review will be conducted to identify and critically evaluate existing academic and credible industry evidence.
Next, the secondary resources will consist of peer-reviewed journal articles from databases like Google Scholar, ScienceDirect and institutional library databases and trustworthy reports and statistics from organisations like OECD and UK Department for Business and Trade. Terms that are likely to be used in the studies are expected to include e-commerce, SMEs, UK SMEs, digitalisation bakeries baking industry food SMEs, online retail, and digital business growth.
We will define clear inclusion and exclusion criteria. Terms such as ‘e-commerce’, ‘digitalisation of SMES’, and ‘food/baking sector’ refer to the respective digitalisation process.  Sources that are duplicate, irrelevant, and not credible enough will be excluded
The principles of PRISMA-2020 framework will be used for the transparent documentation of literature identification, screening and selection process (Page et al., 2021). Evidence selected will subsequently be analysed thematically, on the recurrent themes such as e-commerce adoption, barriers, benefits, customer reach, competitiveness and growth of SMEs. A potential limitation is that secondary evidence pertaining specifically to UK baking SMEs may be rather limited. As such, research conducted on SMEs in general and research in the food sector will be assessed critically before being applied to the baking-industry context.
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