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Resumo

O desenvolvimento do comércio eletronico revolucionou a forma como as pequenas e médias
empresas realizam transacdes comerciais. Esta investigacdo realizou trés estudos que foram
orientados pela seguinte questdo de investigacdo: Como podem os Sistemas de Informacao
alavancar o sucesso do comércio eletronico nas pequenas e médias empresas?

Além disso, esta investigacdo teve em conta 0s seguintes objetivos: propor uma agenda de
investigacdo futura e temas especificos envolvendo a utilizagdo do comércio eletrénico nas
pequenas e médias empresas, investigar as relacdes entre as varidveis do modelo proposto nas
pequenas e médias empresas que operam no contexto business to business, medir e comparar
as variaveis que sdo mais importantes para 0 modelo, compreender como as pequenas e médias
empresas lidam com as falhas nos servicos de comércio eletrénico, identificar como as falhas
nos servigos de comércio eletronico influenciam o envolvimento do cliente e descobrir de que
forma o envolvimento do cliente é afetado quando enfrenta falhas de servigo.

Desenvolvendo esta pesquisa sob a forma de trés estudos, o primeiro aborda a falta de
evidéncia teorica sobre os beneficios desta tecnologia para as pequenas e médias empresas que
operam no contexto do business to business. O segundo, amplia 0s modelos tedricos anteriores
que se focam no sucesso dos sistemas de informacéo, analisando diversos fatores e 0s seus
beneficios no sucesso da nova plataforma de comércio eletrénico. O terceiro, examina o efeito
de multiplas falhas de servigo no envolvimento do cliente.

Esta investigacdo contribui para uma melhor compreensdo dos beneficios do comércio

eletrénico.

Palavras-chave: Comércio Eletronico, Pequenas e Médias Empresas, Comércio por Grosso e

a Retalho, Gamificacdo, Falha de Servico, Envolvimento do Cliente






Abstract

The electronic commerce development has revolutionized the way small and medium sized
enterprises carry out commercial transactions. From an original perspective, this research
carried out three studies which were guided by the following research question: How
Information Systems can leverage the success of electronic commerce in small and medium
sized enterprises? .

Furthermore, this research had in count the following objectives: propose a future research
agenda and specific topics involving the use of electronic commerce in small and medium sized
enterprises, investigate the relationships between the proposed model variables in the small and
medium sized enterprises context that operate in the business to business, measure and compare
the variables that are the most important for the model, understand how small and medium sized
enterprises deal with electronic commerce service failure, identify how electronic commerce
service failures impact customer engagement and find to what degree is customer engagement
affected when facing service failures.

Having developed this research in the form of studies, the first addresses the lack of
theoretical evidence on the benefits of this technology for small and medium sized enterprises
operating in the context of the business to business. The second expands the previous theoretical
models that focus on the success of information systems, analyzing several factors and its
benefits in the success of the new electronic commerce platform. The latest study fills a research
gap by examining the effect of multiple service failures on customer engagement.

This research contributes to a better understanding of the electronic commerce benefits.

Key-words: E-commerce, Small and Medium Sized Enterprises, Business to Business,
Gamification, Service Failure, Customer Engagement
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CHAPTER 1
General Introduction

1.1. Research Gap and problem delimitation

This PhD study is driven by the interest of investigators and company managers in the
application of information systems (I1S) on the success of e-commerce (EC) in small and
medium sized enterprises (SMEs) to increase customer engagement and reduce systems
failures. Being efficient and economically viable is crucial for enterprises, especially SMEs.

The existence of businesses of diverse sizes across various sectors serves as a motivation
for this study to be broadly inclusive, considering different company sizes and sectors within
the SME pool. This approach ensures a clear understanding of data interpretation for diverse
audiences.

In the actual intensifying global economic view, SMEs seek effective management
practices and favorable business environments to enhance efficiency and competitiveness.
SMEs are prominently featured in the business policy agenda due to their pivotal role in job
creation, fostering innovation, and nurturing entrepreneurial skills (Ipinnaiye et al., 2017). The
past literature review on firm growth, dating back to Gibrat’s Law in 1931 (Coad, 2009; Peric
& Vitezic, 2016), provides insights into the heterogeneity of firms stemming from various
origins, including characteristics specific to the firm (such as ownership, age and size) and
strategic variables related to the firm's approach (such as preparation and advanced activities),
which play a crucial role in elucidating the growth patterns of SMEs.

Moreover, empirical research distinguishes two primary sets of factors influencing business
success. The first pertains to the macro-level impact of the business environment, encompassing
external factors that shape companies' performance and solidity and the second focuses on the
micro-level company effect, determined by management practices, internal funds investment,
and company composition (Ipinnaiye et al., 2017).

Even though, a significant body of literature underscores the company effect's greater
influence on business success compared to industry or sectoral effects (Schmalensee, 1984;
Simpson et al., 2004; E. Walker & Brown, 2004). DeLone and McLean (2004) assert that "net

benefits" offer the most precise explanation for ultimate success.
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However, for achieving success in this area some authors define the following objectives:
increase in sales volume, improve distribution networks, enhance consumer service, improve
cost-effectiveness, create value innovation, develop market expansion, and continue business
development (Chatzoglou & Chatzoudes, 2015). In a broader context, a company's performance
can be gauged by its operations, processes, and financial outcomes (Sila & Dobni, 2012).
According to Pham and Pham (2011), globalization and widespread website usage have
simplified global online business, enabling the acquisition of new customers and the exploration
of new markets.

Nevertheless, there are also negative effects for SMEs when adopting EC, which include

concerns related to "resources,” "implications for company security," "increased overall costs

for small firms,
on sales," and "limited market share” (Pham & Pham, 2011; Saridakis et al., 2018; J. H. Walker
et al., 2016a). Yet, recent findings from Saridakis et al. (2018) indicate SMEs with websites

necessary infrastructures,” "required services," "potential negative impacts

exhibit results that are up to 16% superior compared to firms without an online presence.
Additionally, these SMEs demonstrate 4% to 5% better performance than companies lacking
an EC website.

Despite the significant growth of EC in the last decade, the factors contributing to its impact on
SMEs remain unclear, posing a challenge for both practitioners and academics (Hanell et al.,
2019). In the contemporary business landscape, the competitiveness of the market compels
SMEs to inevitably use EC. This necessity pushes these enterprises to adopt advanced and
informed strategies, ensuring their distinctiveness, success, and profitability in both domestic
and international markets (Bertoa et al., 2019).

Existing research has predominantly emphasized the numerous benefits of EC for both
companies and customers (Bilal et al., 2016; Rahayu & Day, 2017). For companies aiming to
meet customer expectations and enhance their performance, the adoption of the EC is essential.
However, a more nuanced approach is required to fully comprehend the comprehensive impact
of EC on company performance (Tobon et al., 2020).
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The effectiveness of EC from a theoretical perspective requires a distinct approach, as
emphasized by Jeyaraj (2020). The author underscores the necessity for a novel model capable
of identifying the fundamental elements of EC net benefits and empirically evaluating these
aspects within an authentic EC context. It is crucial in the current business landscape to grasp
the theoretical and practical underpinnings of business to business (B2B) EC implementation
by SMEs, particularly the significance of gamification elements and mechanisms in this
context. This provides a fresh perspective for SMEs to capitalize on their online presence and
thrive in the B2B context.

The EC development has reshaped the business practices of SMEs, prompting increased
reliance on technology. As a result, this evolving landscape presents various challenges, with
unresolved issues like EC service failures in SMEs (Das et al., 2019; Noor et al., 2020). Despite
recent studies focusing more on service recovery, there is a consensus that understanding EC
service failures in SMEs remains limited (Uitz & Jancikova, 2022).

Several theoretical studies and models were proposed regarding EC in SMEs (Bocconcelli
et al., 2017; Deng et al., 2019; Jean & Kim, 2020; Lyu et al., 2010). Even though, all these
studies left a literature gap regarding the SMEs which use EC on B2B markets. There is a lack
of studies which conducted an empirical systematic review on the last years regarding the
analyze of the advantages and disadvantages of applying EC. Additionally, there was found an
absence on 1S models which added new propositions to make EC more competitive in nowadays
world. Furthermore, there was no seen evidence on literature research on the effects of systems
failures in the EC.

Our PhD is strongly committed to the enhance of these three literatures gaps. Due to the
most diverse forms of approach that the object of study can be guided, the dissertation was
delimited considering the following:

e Analyze the most recent studies regarding the EC

e Test a gamified EC model in the context of B2B EC

e Analyze the factors that contribute to sales through EC

e Study the impact that gamification has on sales

e Gain insights into how SMEs handle EC service failures

e Investigate the impact of EC service failures on customer engagement

e Determine the extent to which customer engagement is influenced in the presence

of service failures.
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1.2.  Topic motivation and justification

In the digital age, SMESs that are structuring internally for growth are implementing Information
Technology (IT) and seeing EC as a business advantage. The advent of emerging technologies,
including information and communication technologies, has not only led to the creation of novel
products but, through their widespread adoption, has also altered the inherent features of them
(Thomas Katua, 2014).

EC aims to increase the competitiveness of organizations through the development of new
technological tools that create value for the company itself and for stakeholders, strengthen
business relationships, and promote companies through digital platforms (Dave Chaffey et al.,
2019). The results obtained through EC are not only due to a single factor but also to something
more complex called a multidimensional phenomenon (Ghandour et al., 2011).

To create a website that can reach the target audience, companies must dedicate part of
their time and money resources to the development of EC innovative technologies (Ghandour
et al.,, 2011). EC uses electronic platforms and digital technologies to provide commercial
exchanges, whether services, products, or information between enterprises or between
companies and the final consumer (Manzoor, 2011).

EC is one of the strategies for integrating multiple online services, which play a major role
in retaining and attracting new customers, however, EC depends on a set of internal and external
factors that must be considered (Choshin & Ghaffari, 2017). Today more than ever, customers
have a wide range of offers where they can make their purchases, which leads firms to internally
find the business mechanisms that improve the online shopping experience (Kara¢ & Stabauer,
2017). To encourage purchases and increase sales volume, corporations have included elements
of games in their sales process, which is known as Gamification (Ziesemer et al., 2014).
Multiple studies on online purchasing mechanisms focus on retail purchases, however, these
studies do not integrate the online shopping process with elements of games in the B2B business
model in SMEs.

One of the main advantages of the application of gamification theories to information
systems is allowing users to feel an experience of deep involvement in the website by exploring

all its potentialities (Hamari et al., 2014).
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Failures in EC services can have a detrimental impact on businesses overall, as consumers
may be hesitant to participate in subsequent online transactions due to previous negative
experiences, since a setback in any part of an EC transaction can result in an adverse ripple
effect, eroding consumers' confidence in other aspects of the transaction process (C. W. Tan et
al., 2016). The categorization of elements within system failure may depend on causes of
failure, outcomes of failure, or alternative criteria (K. Y. Cai, 1996).

Organizations aim to promote the early identification of errors, open communication,
transparent analysis of root causes, and prompt corrective actions (Dimitrova et al., 2017).
However, there are still deficiencies in this developing body of literature (Cusin & Flacandji,
2022) and the exploration of failure can be approached both qualitatively and quantitatively (K.
Y. Cai, 1996).

In today's fast-paced and interactive business environment, customer engagement stands as
a pivotal concept (Sands et al., 2022). Certain extensively engaged customers may tend to
develop robust brand preferences and loyalties, while the reverse might be the case for others
in the context of Customer Engagement Behaviors (C. Zhang et al., 2021) .

Involved customers play a crucial role in the success and expansion of a company, and
assessing brand performance now relies on the metric of customer engagement (Sands et al.,
2022). However, for Zhang et al., (2021) it is not certain whether engage customers consistently
improve guest loyalty.

A considerable number of B2B companies struggle to adeptly oversee the involvement of
their customer base (Sands et al., 2022). Studies indicate that a mere 29% of B2B customers
exhibit engagement, while the general part tend to be either indifferent or disengaged (Kamins,
2016). These findings imply a significant potential for firms, as engaged customers are
instrumental in achieving top-line growth, establishing resilience against disruption, and

ensuring the overall sustainability of companies (Bracke et al., 2019).

1.3. Enhancing the Information Communication Technology (ICT)

In diverse economic environments, SMEs have demonstrated their inherent utilization of ICT
competencies. There is compelling evidence that ICT catalyzes economic growth, prompting

governments worldwide to encourage SMEs to embrace ICT (Asunka, 2016).
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For Vainiomaki and Laaksonen (1999) the intricate nature of ICT utilization in SMEs,
considering the presence of diverse internal and external factors affects a firm's capacity to
employ IS technologies. However, large enterprises have better explored the potential of ICT
to gain a competitive advantage, unlike their smaller counterparts (Asunka, 2016).

Despite significant advancements in ICT, there remains a disparity between the utilization
of ICT and the growth of SMEs, and scholarly research to elucidate this gap is still constrained
(Chege & Wang, 2019). Since SMEs contribute significantly to the global economy by fostering
job creation, revenue generation, and prosperity distribution, thereby contributing to the
socioeconomic progress of societies, is paramount to elucidate the importance of ICT to the
SMEs in a holistic perspective (Thomas Katua, 2014).

Duan et al., (2002) have identified that technological constraints, stemming from unskilled
technicians and a lack of awareness regarding the value of ICTs and return on investment, have
been the primary reasons for the lower rate of ICT adoption by SMEs. Also, inadequate
telecommunications infrastructure, a shortage of skilled or limited ICT personnel, inefficient
integration of ICT into business processes, elevated costs of ICT equipment, and government
regulations for EC have been the cause of a minor rate of ICT embracement (C. W. Tan et al.,
2016).

ICT plays a crucial role in fostering economic growth, particularly in the age of the Internet
and mobile communications (Bankole et al., 2017). Recognizing its significance, many nations,
are striving to integrate ICTs into their frameworks to bridge the gap and align with more
advanced economies (Asunka, 2016; Bankole et al., 2017).

The utilization of ICT represents a contemporary avenue for job creation, facilitated by
networking sites that foster innovative interactions among individuals (Chege & Wang, 2019;
Roztocki & Weistroffer Roland, 2011). The digital opportunities provided by ICTs are crucial
for enhancing various aspects of developing economies and facilitating their entry into new
global markets (Asunka, 2016; Azadnia et al., 2017). In a broad scope, ICTs offer numerous
advantages in various business operations and transactions as SME managers, who adopted ICT
technologies, have highlighted the positive impacts of ICTs on their businesses, encompassing
increased sales, improved communication with stakeholders, and enhanced organizational

processes through their integration (Asunka, 2016).
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Our research helps SMEs understanding how they can leverage the ICT implementation
and take advantage of these types of technologies through EC. EC gives SMEs the possibility
to gain access to new markets, reduce transaction costs, increase partnerships with different
stakeholders and improve price transparency (Asunka, 2016; Office for National Statistics,
2014; Richard, 2010). With EC, SMEs can also increase revenue by enhancing income
generation and gaining national and international competitiveness (Ongori & Migiro, 2010).
Several authors also affirm that ICT via EC implementation in SMEs improves work
productivity and organizational efficiency by assisting in the automation of business processes
(Chege & Wang, 2019; Ongori & Migiro, 2010; Richard, 2010).

A crucial aspect of implementing EC is the presence of a well-organized IS model that can
be effectively applied (Abdu’a & Wasiyanti, 2019). As reported by numerous authors, the
adoption of new technologies poses challenges for many companies, attributed to the intricacies
of systems or a shortage of employees with expertise in IT (Mazzarol, 2015; Morais et al., 2012;
Pham & Pham, 2011).

Successful implementation of EC offers companies significant opportunities to engage in
key business activities such as trading relationships, information exchange, and coordinating
logistics and communications through global or regional supply chains (Kurnia et al., 2015). C.
H. Yang and Tsou (2017) posit that companies adopting EC are more likely to develop new
strategies and have an 11% higher chance of building their brands.

Despite these distinct characteristics, Mahroeian (2012) argues that the adoption of EC
hinges on organizational readiness, external pressures, compatibility, perceived ease of use, and
perceived usefulness. It is generally accepted in the literature that excellent internet service,
information quality, interaction, design quality, and good service providers are the most valued
factors in EC (Bodini & Zanoli, 2011; Lip-Sam & Hock-Eam, 2011).

1.4. Research Question

Regardless of the various definitions surrounding EC, two general characteristics prevail in the
literature. The first pertains to EC actions executed through electronic means, such as sharing
business information or engaging in buying and selling transactions. The second attribute is

linked to the technological assets enabling these actions (Hashim & Abdullah, 2014).
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EC has empowered companies to overcome previously perceived barriers, enabling them
to expand their businesses, explore new markets, diverse product portfolios, and enhance their
client bases (Peiris et al., 2015). The advantages associated with this business model have led
numerous companies to make a transition from traditional business methods to the online
business experience, primarily driven by its net benefits (Delone & Mclean, 2014; J. H. Walker
etal., 2016).

EC signifies the availability of products and enables around-the-clock shopping, a departure
from traditional commerce where customers are limited to purchasing goods during standard
business hours (Gupta et al., 2018). Success in EC, internally viewed, hinges on operational
performance, hardware, IT infrastructures, customer readiness, and digital transformation.
Externally, perceived competitive advantages include fostering a close customer relationship,
market growth, increased sales, and revenue (F. Y. M. Chang & Webster, 2019; Sadeghi, 2019).
However, Haddoud et al., (2021) contends that product quality, niche products, and a positive
country of origin image provide a competitive edge in international trade.

While there is no formal definition of the requisites for a company to be classified as an
SME (Curran & Blackburn, 2011), typical SME definitions include employee numbers,
financial results, and business conduct (Hashim & Abdullah, 2014). These enterprises are
considered the backbone of the European economy, contributing significantly to new job
creation in the European Union (Papadopoulos et al., 2018).

SMEs play a strategic role in the national GDP and economic growth by demonstrating
their capacity to discover fresh business prospects, extend networks into new markets, and
innovate in the development of new products (Vajjhala & Thandekkattu, 2017; Wardati & Er,
2019). Recognizing the significance and impact of these entities on the Union, the European
Commission allocated an exclusive program for the competitiveness of SMEs, during the
second decade of the 21st Century (Papadopoulos et al., 2018).

Presently, organizations confront the challenge of determining the technology or types of
information systems to develop, ensuring a competitive advantage in their business, and
subsequently fostering growth and prominence among competitors (Reddy, 2012). Optimizing
IT utilization and obtaining maximum net benefits pose a notable challenge for SMEs (Yoon et
al., 2021). DeLone and McLean (2003) highlighted the difficulty in quantifying both the
Intention to Use and actual use of EC platforms, suggesting that future research should prioritize

the measurement of net benefits over surrogate measures.
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SMEs serve as the primary drivers of technological innovation, fostering a substantial rate
of communal learning among their employees. Even more critically, these companies play a
pivotal role in absorbing a significant portion of the commercial shocks experienced during
periods of economic transition (Harvie & Lee, 2005).

EC can benefit SMEs by expanding businesses, boosting sales and revenue, and increasing
company earnings. Ghobakhloo et al., (2011) suggest that improving internal technical
knowledge is a key driver of customer satisfaction in SMEs. Owing to the benefits offered by
this business model, numerous companies have shifted from traditional business methods to
embracing the online business experience, primarily motivated by its net advantages (DeLone
& McLean, 2004; J. H. Walker et al., 2016).

Setbacks also negatively impact the strategic plans of SMEs, causing harm to customer
relations (Barroso et al., 2019). This underscores the significance of comprehending service
failure to mitigate these adverse consequences in subsequent transactions or activities following
a failure (Gelbrich et al., 2016; Rohden & Matos, 2022). S. I. Chang et al., (2011) additionally
suggest that SMEs should concentrate on addressing the weaknesses in their EC systems to
diminish the likelihood of failure and gain a more profound understanding of the digital
industry's dynamics.

For SMEs, engaging in B2B transactions is crucial for establishing and endorsing new
business, especially since these enterprises typically possess fewer resources for advancements
compared to larger firms (Markovic et al., 2021). To enhance the likelihood of successful B2B
interactions, SMEs should forge partnerships with research organizations, suppliers,
wholesalers, and even competitors (Bagherzadeh et al., 2020). Furthermore, Markovic et al.,
(2021) highlight in their study that managerial factors, including choices related to
organizational innovation governance and internal firm readiness, also play a pivotal role in
influencing the success of B2B.

In 2016, Adam and colleagues identified EC as a business tool that, when appropriately
implemented, can confer a commercial advantage and boost sales for numerous SMEs. These
value-added services are crucial for small enterprises, enabling them to transition from a
technical functionalities perspective to catering to a broader audience's preferences (C.-W. Tan
& Pan, 2003). Leung et al., (2020) also note that in EC platforms, a high level of uncertainty
arises from unstable shopping priorities and preferences, increasing the complexity of logistics

and implications for managing stocks and shipping products.
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According to Nyadzayo et al., (2020), owing to consumer uncertainty and competition from
other companies, the B2B process should prioritize relational aspects over transactional ones.
This implies fostering a highly engaged relationship between SMEs and their clients. In
alignment with this perspective, Bongers et al., (2021) elaborate that establishing inter-
organizational relationships through personal interactions between companies and buyers has
been crucial in B2B contexts for many years. However, SMEs are currently incorporating
digital sales channels to achieve this in the digital environment.

Despite encountering limitations based on their size, SMEs that integrate EC services
compatible with their systems (demonstrating organizational readiness) recognize that the
advantages of adopting EC outweigh the associated risks (Hussein et al., 2020; Pham & Pham,
2011).

To better guide our research, we created the following question:

RQ - How IS can leverage the success of EC in SMES?

1.5. Thesis Objectives

Much of the research has focused extensively on the numerous advantages that EC offers to
both companies and customers (Bilal et al., 2016; Rahayu & Day, 2017). According to Kartiwi
and MacGregor (2011), transactions between businesses and consumers through EC represent
a swiftly growing strategy.

Previous research indicates that the adoption of EC positively influences both marketplace
preparedness and company performance. Adverse consequences are associated with technology
adoption and costs, encompassing implementation and delivery expenses. Furthermore, the
primary social benefits arising from EC adoption involve increased product sales, seen as a
competitive advantage for business development. On the flip side, the considerable costs
associated with implementing company security resources, particularly the necessary
infrastructures and internet-related services for EC adoption are considered significant
drawbacks.

As a result, this emerging environment presents numerous challenges that remain largely
unresolved, particularly regarding EC service failures (Das et al., 2019; Noor et al., 2020).
While recent studies have focused more on service recovery, there is a consensus that the

understanding of EC service failures is still limited.
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Typically, any service failure leads to significant customer dissatisfaction, emphasizing the
critical importance of an effective recovery process. This becomes even more crucial in EC, as
customers assess the service recovery (Kim & Stoel, 2004; Nursimulu & Bossaerts, 2014;
Orsingher et al., 2010).

Nonetheless, Ueasangkomsate (2015) notes that internet expansion and technological
evolution intensify EC, enabling suppliers to expand their business and customers to choose
from a wide range of solutions offered by online companies.

Chapter 2 of this thesis explores the theoretical and empirical research published in indexed
journals ranked from Quartile 1 to 3, between 2010 and 2021. To establish a way forward and
find new insights based on the analysis of current published literature, this chapter assesses two
main objectives:

« Display the positive and negative impacts of the use of EC in SMEs.

» Propose a future research agenda and specific topics involving the use of EC in SMEs.

The current market competitiveness made EC adoption by SMEs a paramount course of
action to be taken by the managers. In response to this demand, companies are compelled to
adopt innovative and informed strategies to maintain a distinctive, successful, and profitable
presence in both domestic and international markets (Bertoa et al., 2019).

Incorporating gamification into EC platforms emerges as a powerful strategy for SMEs to
boost their competitiveness and increase online sales, as indicated by Tobon et al. (2020).

One of the pioneering strategies proposed in our study is the inclusion of gamification
theories on the De Lone & McLean model. Through the implementation of our new proposed
model, we anticipate that SMEs can enhance their comprehension of EC and leverage
gamification elements and mechanisms. This, in turn, can contribute to the improvement of
customer engagement, loyalty, and satisfaction, ultimately resulting in heightened sales and
revenue.

Our enhanced model expands upon the established Intention to Use EC framework by
incorporating game dynamics as a pivotal element in its efficacy. Through the integration of
gamification, we aim to amplify engagement and user participation, resulting in more
substantial advantages for SMEs. We acknowledge the complexities associated with measuring
the influence of gamification on the intention to use EC, yet we contend that our approach offers
a more comprehensive perspective on the overall benefits of EC.
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The IS success model by DelLone and McLean (2003), originally designed for information
systems, has been adapted for EC and employed in assessing various information systems
(Celik & Ayaz, 2022). However, there is a paucity of research confirming the validity of this
model or its modifications specifically for SMEs operating in the B2B sector. Our revised
model incorporates gamification to fortify the intention to use EC, thereby influencing EC net
benefits.

Chapter 3 expands upon prior research, delving into both the IS model proposed by DeL.one
and McLean and the gamification theory. The chapter’s priority is to improve SMEs’ net
benefits by proposing a new model by accomplishes two main objectives:

* Investigate the relationships between the proposed model variables in the SME context
that operate in the B2B.

« Measure and compare the variables that are the most important for the model.

Nowadays EC is characterized by a significant volume of financial transactions, where a
large spectrum of online goods and services is offered (Lin et al., 2021). The EC development
has also revolutionized the business practices of SMEs, compelling them to embrace technology
more extensively. Consequently, this new business environment poses several challenges that
remain largely unresolved, particularly concerning EC service failures in SMEs (Das et al.,
2019; Noor et al., 2020). While recent studies have focused more on service recovery, there is
a consensus that our understanding of EC service failures in SMEs is still limited (Uitz &
Jancikova, 2022).

The highly dynamic and interactive nature of online business enhances the impact of
customer engagement. The concept of customer engagement is fundamentally about attracting
customers by increasing their inclination towards products, brands, or businesses across
cognitive, emotional, behavioral, and social dimensions (Brodie et al., 2011; Hollebeek et al.,
2019).

While there is limited knowledge about the nature and application of company initiatives,
techniques, and strategies aimed at enhancing or optimizing customer engagement, a significant
research gap, particularly in the context of SMEs, lies in comprehending how customers react
to service failures (Sands et al., 2022; C. Zhang et al., 2021). Understanding the company's
mechanisms and techniques to face this issue is crucial due to the adverse impact that service
failures have on sales, profitability, and, ultimately, customer engagement (C. Zhang et al.,
2021).
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Few studies have explored the impact of multiple service failures on customer engagement
within the SME context. Chapter 4 investigates EC service failures and their detrimental effects
on customer engagement in SMEs. This chapter assesses the following main objectives:

» Understand how SMEs deal with E-commerce service failure.

+ Identify how e-commerce service failures impact customer engagement.

» Find to what degree is customer engagement affected when facing service failures.
The present research is divided into 5 chapters and aims to study the impact of information

systems on the success of EC in SMEs.

1.6. Gaps addressed by the thesis

Prior to undertaking this research, various models, indicators, and studies related to Information
Communication Technology (ICT) in the context of EC in SMEs were identified. (Kartiwi &
MacGregor, 2011) notes that EC transactions between businesses and consumers serve as a
rapid growth strategy, particularly beneficial for SMEs. Past analyses have primarily focused
on systematic reviews, investigating the impacts of various dimensions on organizational
performance (Rojas-Lema et al., 2021; Stekelorum, 2020). The theoretical viewpoint on the
effectiveness of EC necessitates a distinct approach, as emphasized by Jeyaraj (2020).

There exists a research gap in comprehending how prior studies have addressed both the
favorable and unfavorable effects of EC on SMEs. There is a need for additional research to
explore the extent to which EC can either enhance or impede company outcomes in this context.
While SMEs are frequently overshadowed by their larger counterparts, EC provides an
opportunity for SMEs to equalize the playing field and compete with larger companies in certain
aspects (Minatogawa et al., 2020).

It was found that it is necessary to produce a study which underscores substantial theoretical
contributions by expanding upon existing published research. It should identify existing gaps
and emphasize the focal points for future research agendas, particularly in the context of EC
adoption in SMEs. Our Ph.D. conducted a systematic review, collecting studies regarding the

identified theme to address this gap.
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Prior studies have often concentrated on isolated elements of EC, neglecting to integrate
the cross-implications of various aspects, thereby warranting the need for a comprehensive
examination in a new study. Poorangi et al., (2013) study centered on the examination and
elucidation of various dimensions related to the adoption of EC in SMEs, drawing inspiration
from Rogers' Five Factors of Diffusion of Innovation Model. For this investigation, they used
survey methods, where a questionnaire was disseminated to 1,200 managers and employees
across the manufacturing, service, and agricultural sectors. Saptadi et al., (2014) provided an
empirical study on e-business initiatives in Indonesian manufacturing SMEs. The study
encompassed 41 business processes categorized into three focal areas: supplier side, internal
side, and customer side.

Rouibah et al., (2015) proposed an improved IS model derived from Wang's model (2008),
which introduces several improvements to enhance validity and generalizability. It incorporated
the latest SEM techniques, encompassing both monetary and non-monetary value
conceptualizations, employs a multidimensional perspective on system quality, and puts forth
distinct factors of EC service quality. The authors validated the research model through a truly
randomized sampling approach involving 288 experienced B2C consumers in the Arab world.
Elbeltagi et al., (2016) conducted a study which employed a structural equation model to
examine the impact of B2B EC adoption levels on gaining and sustaining competitive
advantage in SMEs manufacturing enterprises, comparing findings between the U.S. and
Egyptian contexts.

Vajjhala and Thandekkattu (2017) directed a qualitative approach where interviewed 30
senior managers from enterprises in Albania, representing ten key sectors. The qualitative data
from in-depth interviews were coded and analyzed using NVIVO to identify key themes. The
findings revealed four key themes and ten subthemes, providing insights to guide organizational
leadership in leveraging EC technology strategically, especially in transition economies.
Holland and Gutiérrez-Leefmans (2018) developed an article that makes a theoretical
contribution by being the first study to delineate the competitive landscape of SME EC
platforms in two markets. The analysis, based on business model and strategic group theories,
involved examining 144 platforms through online panel data methodology. The study identified
32 leading SME EC platforms in the UK and United States, which were then analyzed at the
market level using cluster analysis and website content analysis guided by strategic group
theory. The proposed taxonomy incorporates theoretical constructs from business model theory,

including value proposition, Web 2.0 sophistication, and revenue model.
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Dotzel and Shankar (2019) formulated hypotheses that link the quantity of B2B - Service
Innovations (SI) and Business to Consumer (B2C) - Sls to both firm value and firm risk,
considering moderators such as the number of product innovations and customer-focus
innovations. To assess these hypotheses, the authors construct and apply a model utilizing
distinctive panel data encompassing 2,263 Sls across 15 industries. Minatogawa et al. (2020)
conducted a research where the objective was to comprehend how SMEs can effectively handle
Business Model Innovation (BMI) in an ambidextrous manner. They developed a practical tool,
easily accessible to SMEs, to implement BMI through organizational ambidexterity. Bongers
et al. (2021) conducted a qualitative approach by utilizing in-depth interviews with key
decision-makers from supplier firms (21 interviews) and buyer firms (18 interviews),
contributing to existing theoretical understanding by pinpointing three primary challenges for
salespeople. The challenges were (1) the intensification of professional purchasing's strategic
reorientation, (2) the risk of purchasers juxtaposing personal and digital sales channels, and (3)
delicate maneuvers in buyer education.

In a more recent review, Rojas-Lema et al., (2021) examined articles published in the last
decade related to the determinants of SMESs' export entries. Surprisingly, despite the increasing
utilization of EC among SMEs, research has paid limited attention to the specific needs of EC
in this sector. In Jeyaraj (2020) perspective exists the necessity to study a novel model that can
identify the essential elements of EC net benefits and empirically evaluate these aspects within
an authentic EC context. The model proposed by DelLone and McLean in 2003 is among the
most extensively utilized models for evaluating the adoption of EC. It also provides a
comprehensive methodology for evaluating IS in a general context, with a specific focus on
EC. Its dimensions delineate metrics for EC success, positioning it as an increasingly valuable
tool for enhancing overall success in EC (Tam et al., 2020). The implementation of this type of
model yields a more thorough comprehension of the influence of EC on company performance,
assisting firms in optimizing their utilization of digital sales channels (Yoon et al., 2021).

In their study, Petter, DeLone, and McLean (2008) discovered that specific relationships
within the DeLone and McLean model (2003) lacked robust support at the individual level,
especially the linkage between system quality and user satisfaction was identified as weak or

inconsistent in certain research studies.
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Bongers et al. (2021) proposed a direction for future research to concentrate on the impacts
of introducing digital sales channels on interactions at various stages of a system, specifically
in the context of B2B transactions. Consequently, although the DelLone & McLean model
retains significance as a tool for EC success, there is a need for additional research to explore
its limitations and potential areas for enhancement (Jeyaraj, 2020).

Nyadzayo et al. (2020) suggested that forthcoming studies should investigate the
connection between customers and service providers across the entirety of the purchasing
experience. Consequently, despite numerous conclusions and recommendations put forth by
various authors concerning the DeLone & McLean (2003) IS model, a gap persists between the
model and the practical implementation undertaken by SMEs, particularly in guiding the
realization of EC net benefits in a real practical context.

Although recognizing the pivotal role of EC in the contemporary business environment, it
becomes crucial to pinpoint innovative strategies that can bolster SMEs, ensuring their
competitiveness in the digital space (Fonseca et al., 2020). In pursuit of this objective, this
research suggests incorporating gamification theories into the DeLone & McLean (2003) IS
Success Model tailored for SMEs. This approach allows SMEs not only to harness gamification
for the improvement of EC adoption and success but also to distinguish themselves from other
EC systems (Tobon et al., 2020).

Considering the potential advantages of EC for SMEs, it is crucial to delve into this subject,
examining the hurdles and prospects that SMEs encounter in the adoption of EC. The highly
dynamic and interactive nature of online business places a significant focus on customer
engagement. The concept of customer engagement is initially intended to attract customers by
enhancing their inclination towards products, brands, or businesses at cognitive, emotional,
behavioral, and social levels (Brodie et al., 2011; Hollebeek et al., 2019).

While there is limited understanding of the nature and utilization of corporate initiatives,
techniques, and strategies aimed at enhancing or optimizing customer engagement, a significant
research gap, particularly within the SME context, exists in comprehending customer responses
to service failures (Sands et al., 2022; K. Zhang et al., 2021). Recognizing the adverse impact
of service failures on SMEs' sales, profitability, and, ultimately, customer engagement, the
importance of gaining insights into these dynamics cannot be overstated (Zhang et al., 2021).

Surprisingly, there is a scarcity of studies examining the influence of multiple service
failures on customer engagement in the SME context. Throw our study we will analyze how
SMEs deal with EC service failure, how EC service failure impacts customer engagement and

how customer engagement is affected when facing service failures.
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1.7. Plan of Presentation

Since previous studies have provided little empirical research examining the impact of
information systems on the success of EC in SMEs, it appears appropriate to bridge the research
gap by probing the implications of unstructured studies in this field. This could greatly improve
the understanding of how SMEs leverage business performance by can adopting EC.

To address the research gap, different objectives were defined for each of the three studies
presented in this thesis. Although there are three different objectives for all three studies, all of
them have in common the main goal of understanding how IS can leverage the success of EC
in SMEs.

The first study investigated a systematic review in indexed journals ranked from Quartile
1 to 3, between 2010 and 2021. This examined the positive and negative impacts of the use of
EC in SMEs and proposed a future research agenda and specific topics involving the use of EC
in SMEs.

We first explore the EC value to SMEs and what lies ahead for EC (Zott & Amit, 2010). It
respected the full code protocol following the Page et al. (2021) statement guidelines for
systematic reviews. The results are summarized in a concept map along with a discussion of
the negative and positive outcomes of EC and research propositions. Practical and theoretical
implications, limitations, and future directions are expressed in the research.

The second study proposes a new model based not only on the DeLone and McLean IS
model but also on the gamification theories. It also aims to enhance SMEs’ net benefits by
investigating the relationships between the proposed model variables in the SME context that
operate in the B2B and by measuring and comparing the variables that are the most important
for the model.

This research identified the best practices and strategies to help SMEs successfully
leverage EC to enhance their competitiveness and achieve sustainable growth in today’s digital
marketplace. The present work provides a fresh opportunity for scholars and enterprises to
analyze EC net benefit results as an outcome of the relationship between EC and Gamification.

The last study investigated EC service failures and their negative effect on customer
engagement in SMEs. The study also contributes in important ways to invest the company and
customer perspectives regarding EC service failures. To do so, investigates how SMEs deal
with EC service failure, how EC service failures impact customer engagement and to what

degree is customer engagement affected when facing service failures.
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The last study provided a review of pertinent literature grounded on the SFR. The study
conclusions discuss the research findings in terms of their theoretical and managerial
ramifications.

Research Problem

How IS can leverage the success of EC in SMEs?

Research Context

Application of information systems on the success of e-commerce in small and medium-sized companies

Literature Review

Studies

Research Questions

Main Goals

Figure 1.1- Research Summary Diagram
Adaped from: (Rodrigues, H., 2017)

1.8. Research Methodology
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One of the fundamental principles of the scientific method is reductionism, which involves
breaking down a complex phenomenon into simpler elements to explain it. In consequence, the
PhD was conducted in three different studies under the scope of the thesis theme.

At each stage of the research plan, a different methodology approach was employed and
elaborated upon in the corresponding chapter. Firstly, to understand the state of the art, a
systematic literature review between 2010 and 2021 gathering all the articles published in Q1,
Q2 and Q3 journals was presented. Secondly, a quantitative approach was implemented and the
IBM SPSS Amos software was used to analyze all the data gathered from the questionnaires.
The last study used a qualitative approach and Leximancer was also implemented to analyze
the data gathered.

1.8.1. Study I

In the first study, a systematic review was essential to condense, assess, and analyze previously
documented research on the overall extent of EC in SMEs. This desk study that was carried out
using a meta-analysis technique possess a significant challenge in synthesizing studies on EC
in SMEs lied in the lack of homogeneity among the studies included in this systematic review,
partly attributable to the diversity of disciplinary fields.

The literature review process serves as a fundamental tool for handling the diversity of
knowledge within a specific academic inquiry, since it serves as a valuable tool for
consolidating and refining dispersed knowledge, for evaluating and advancing the awareness
base within a research field, and for gauging the consistency among prior studies (Buldeo Rai
& Dablanc, 2022). The primary objective of conducting a literature review is frequently
twofold: first, to map and evaluate the existing intellectual landscape, and second, to articulate
a research question that contributes to the advancement of the current body of knowledge
(Tranfield et al., 2003).

Systematic review use protocols clearly explained, providing a documented trail of the
procedures followed for the document search, inclusion and exclusion criteria, and analysis
(Christy Nathaniela et al., 2022). Regardless of their sources, systematic reviews aim to gather
as much current and evidence-based research as possible that is relevant to the subject under
investigation (Buldeo Rai & Dablanc, 2022).
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Systematic reviews are recognized for producing rigorous evidence reviews as they require
the adoption of various approaches to minimize inaccuracy and bias (Tranfield et al., 2003).
The review's proposed research questions often are around understanding the current state of
the literature and research on the relationship between EC and SMEs (Christy Nathaniela et al.,
2022). The objective of this study was to conduct a systematic literature review to examine the
body of knowledge and research concerning the positive and negative impacts of the use of EC
in SMEs and to propose a future research agenda and specific topics involving the use of EC in
SMEs.

It was applied a full coding protocol in four stages. During the initial search phase, studies
were incorporated using keywords such as E-commerce "AND™ Small and medium business,
along with related terms like Electronic commerce, Electronic commerce research, E-business,
Electronic business, Digital Business, E-commerce adoption, Small business "AND" Medium
enterprises, Small to medium-sized enterprises, Small business research, SME, SMEs. The
search was refined by filtering for "full text" and "peer review" criteria, and it was conducted
in English. In the second stage, a preliminary screening was conducted to manage the extensive
volume of studies. Additional filters were implemented to exclude non-journal articles and
eliminate duplicate articles within Quartile 1 to Quartile 3. In the third stage, we employed the
"Exclusion” criterion to further refine the search. During this phase, the authors reviewed the
"Abstract" and "keywords" to confirm alignment with the research objectives. In the fourth and
concluding step, the 73 identified articles were summarized and categorized into Positive and
Negative Outcomes using Leximancer 5.0.

To conduct a comprehensive analysis of the impact of EC on SMEs, initially, the
information was organized into a database with two primary categories: positive and negative
outcomes. Following the approach of previous systematic reviews, individual study data was
then analyzed using Computer Assisted Qualitative Data Analysis (CAQDA), specifically

employing the text analytic tool Leximancer.
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Previous studies tended to concentrate on individual aspects of EC, lacking a
comprehensive examination of cross-implications. S. Al-Somali et al., (2009) conducted a
comprehensive review of prior theoretical literature. This study delves into the factors
influencing the successful adoption of EC in SMEs. The analysis focuses on four distinct
categories of factors: technological, organizational, entrepreneurial, and environmental.
Additionally, the study aims to identify and elucidate the stages involved in the adoption
process within organizations. Chouki et al., (2020) underscored the significance of barriers
hindering IT adoption in SMEs. To achieve this objective, a systematic literature review was
conducted to enhance comprehension of the barriers to IT adoption within SMEs. Drawing from
a pool of 132 selected studies, the research identified 18 barriers, organized into categories
based on internal and external parameters. Meier (2023) published a paper which aims to
provide a thorough examination of the impacts of digitalization on SMEs, considering their
distinctive features. It seeks to offer a comprehensive overview of the existing knowledge by
conducting a systematic literature review spanning two decades and analyzing 99 journal
contributions.

This research makes substantial theoretical contributions by extending existing published
research, identifying gaps, and proposing a future research agenda related to e-commerce

adoption in small companies.

1.8.2. Study II

The practical application of the Delon and McLean IS model is logically supported on the
managerial context. Therefore, will define the procedures employed for each success
dimension. The choice of success dimensions and specific metrics is contingent on the nature
and purpose of the system(s) being assessed (Petter et al., 2008).

Kang et al., (2020) directed a study which examines the issue of source information
retrieval in the EC environment and introduces a model based on Bayesian network. The model
incorporates a four-layer Bayesian network retrieval structure, which includes the query
requirement node layer. Keikhosrokiani and Fye (2023) conducted a study that concentrates on
crafting a personalized recommendation system utilizing data sourced from a health supplement
EC website. Subsequently, their developed model was applied across the company's EC

platform, encompassing the website, mobile application, and email marketing campaigns.
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Fatokun (2023) developed a study on the significance of customers' emotional reactions
concerning context-specific factors influencing EC adoption in a developing country. The
objective was to explore the impact of customers' affective responses on their intention to make
online purchases and engage in EC adoption. A preliminary conceptual research framework
was crafted based in a fusion of the Technology Acceptance Model (TAM) proposed by Davis
(1989) and the Stimulus Organism Response (SOR) theory outlined by Mehrabian and Russel
(1974). This conceptual framework only worked to find the emotional dimensions of adopting
EC in the retail sector.

The Theory of Planned Behaviour (TPB), introduced by Ajzen (1991), has gained
widespread popularity among researchers for predicting human social behavior (Abdelkarim
Almajali et al., 2022). This theory posits that behavioral intention serves as a direct precursor
to actual behavior and is shaped collectively by subjective norms, attitude, and perceived
behavioral control (Ajzen, 1991). Gangwal and Bansal (2016) have highlighted that
incorporating perceived behavioral control in technological research encompasses the influence
of factors such as ability, skill, accessibility to resources, and support from others on the
intention to use technology. Recently, Hamid et al., (2023) investigated consumers' intent to
order food and beverage items through EC during COVID-19 by integrating trust into the TPB.

The Theory of Reasoned Action (TRA) has gained popularity among researchers due to its
simplicity, strong explanatory power, and ability to incorporate various factors, especially those
that influence individual behavior in a linear and sequential manner (Abdelkarim Almajali et
al., 2022). TRA has demonstrated strong explanatory power, as evidenced by its application in
studies on technology adoption, including research on e-government systems (Rana & Dwivedi,
2015)and the acceptance of Internet banking services (Al-Ajam & Md Nor, 2015).

For Kristalin et al. (2023), TAM contributes for determining user intentions in using EC
while IS Succes Model greatly contributes for measuring the intention to use e-commerce. On
a recent examination conducted by Celik and Ayaz (2022), the efficacy of the Student
Information System (SIS) was assessed through the lens of DelLone and McLean's (2003)
framework. The study revealed that system quality, information quality, and service quality
significantly influenced system use but did not notably impact user satisfaction. Interestingly,
the investigation found that neither system use nor user satisfaction significantly influenced the

overall success of the SIS.
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Another inquiry conducted by Millenia et al., (2022) applied DeL.one and McLean's (2003)
model to scrutinize the e-Filing system. Their findings indicated that information quality
exerted a positive and significant influence on taxpayers' use and satisfaction. Moreover,
constructs like system quality and service quality were positively and significantly correlated
with taxpayers' satisfaction. Additionally, the study demonstrated that both system use and user
satisfaction had a positive and significant effect on net benefits.

Despite the introduction of derived models in the literature, DeL.one and McLean's (2003)
framework remains extensively utilized in prior research within the Information Systems
domain. While these derived models have expanded the original framework by incorporating
new constructs such as service quality, they are constrained by specific research contexts and
may not encompass all dimensions relevant to Information Systems, as noted by Jeyaraj (2020).

To propose a new conceptual model based on Delon and McLean IS model a quantitative
approach was used. To do so, a questionnaire was distributed among a pool of clients from an
SME that operates in the B2B context distributing products (e.g., coffee, chocolates, candies,)
to Hotels, Restaurants, and Cafés (Horeca).

Survey data was collected from online clients of the case company between July 2021 and
January 2022. A total of 610 responses were obtained, with 88 incomplete questionnaires
excluded, resulting in a final sample of 522 valid responses.

The questionnaire consisted of ten sections, with the first nine dedicated to model
dimensions and the final section focusing on demographics. The breakdown of sections is as
follows: the first section covered Information EC and included 5 dimensions(Loiacono et al.,
2014; J. H. Walker et al., 2016a); the second section addressed Service quality EC with 5
dimensions (Kuo et al., 2009); the third section focused on Ease of use with 5 dimensions
(Chiew & Salim, 2003); the fourth section delved into Game design EC with 12 dimensions
(Thorne et al., 2009); the fifth section explored Game mechanics EC with 5 dimensions
(Bovermann & Bastiaens, 2020); the sixth section considered User Satisfaction with 5
dimensions (Kuo et al., 2009); the seventh section delved into Game dynamics with 5
dimensions (Bertoa et al., 2019); the eighth section covered Intentions to Use EC with 4
dimensions (Belanche et al., 2012); and the ninth section focused on EC Net Benefits with 5
dimensions (DeLone & McLean, 2004; Zhuang & Lederer, 2003). The final section
encompassed Demographics.
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To examine the hypothesized relationships in the new conceptual model, Structural
Equation Modeling (SEM) through IBM SPSS Amos 28 was employed. Before conducting
SEM, an Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) using
SPSS were carried out.

Employing AMOS, there was conducted an EFA in SPSS, preceding the CFA, to unveil
the underlying constructs and validate the factor structure for a set of measured variables based
on participants' responses.

Introducing a novel model that builds upon the DelLone and McLean (2003) framework
allows scholars to assess our findings in comparison with recent studies, notably those
conducted by Celik and Ayaz (2022), Millenia et al., (2022), and Bozi¢ and Dimovski (2020).
This study contributes by elucidating emerging trends and customer satisfaction perceptions,

grounded in the online purchasing experience, influencing EC Net benefits.

1.8.3. Study Il

An EC platform involves utilizing Internet technology to efficiently schedule and manage
product resources within a network (Wu, 2021a). Following 2018, with the deceleration in the
growth rate of Internet users, the acquisition cost for new customers in EC companies has
comparatively risen, being the actual customers so much important as the new ones (S. Li,
2020).

The significance of the Internet is evident in its ability to enhance the efficiency of business
transactions in terms of speed and accuracy, as highlighted by (Sebora et al., 2009). Numerous
potential benefits associated with EC investment have been identified as access to new
customers and new markets, enhance the success of entrepreneurship ventures and getting
competitive advantage (Al-Tit, 2020). This last advantage is extremely important, since SMEs
through EC can boost its competitive advantage when comparing to bigger companies.

In economies worldwide, both developed and developing, SMEs are often regarded as the
'backbone,’ contributing significantly to economic activities (Perera & Chand, 2015). These
enterprises play a crucial role, constituting nearly 60.0% of private employment (Abou-Shouk
et al., 2013; Elbeltagi et al., 2016a). Reports indicate that in developed countries, over 95.0%
of enterprises fall within the SME category (Ocloo et al.,, 2020). In Portugal, 99.9% of
businesses are categorized as SMEs, with approximately 96% falling into the micro-SME
category (Pordata, 2021). Micro-enterprises significantly influence the country's economy,
constituting the predominant type of firm.
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Portuguese SMEs have been identified as requiring adjustments in their digital
communication strategies with their stakeholders to enhance competitiveness (Garcia-Garcia et
al., 2021). Kent and Taylor (2021) states that is recommended that SMEs should create
websites that encourage interaction and dialogue with visitors, as this could significantly
increase public engagement with the organization. Furthermore, Garcia Garcia et al. (2017)
states that displaying content that provides distinctive and enhanced information about
corporate identity and culture is essential since both the existence of substantial content and the
caliber of that content are crucial factors.

B2B EC has emerged as a primary necessity for enhancing business operations, particularly
in SMEs, leveraging the power of the IS (Ifinedo, 2011). Even though scholars have extensively
explored the adoption of B2B EC and put forth numerous theories to elucidate it in diverse
contexts, there are certain issues that remain insufficiently examined and warrant attention.
Prior investigations have scrutinized the impact of different determinants on B2B EC adoption
by concentrating on dichotomous variables, distinguishing between adoption and non-adoption
(Ocloo et al., 2020).

On his study, Wu (2021a). states supply chains suffer losses amounting to hundreds of
billions of dollars annually due to delays in information transmission, distortion of information,
and errors in information exchange, meaning that the inability to acquire or obtain timely
information for the entire supply chain leads to a layer-by-layer amplification of actual
application demand in the information transmission process, resulting in periodic
overproduction and shortages of goods. This scenario closely resembles EC system failures,
wherein companies encounter similar challenges when they struggle to address and promptly
resolve issues.

The current study elucidates the stakeholder perspective by investigating the impact of
multiple service failures on customer engagement within the SME context.

Developing a qualitative approach was considered the most suitable methodology for
exploring EC service failures and their adverse impact on customer engagement in SMEs. Semi-
structured interviews were conducted and iteratively refined, drawing insights from previous
scholarly works and established evaluative criteria.

The population for this study were selected from Portuguese SME managers currently
engaged in operating an EC platform. To ensure a varied and pertinent sample, participants
were recruited through a private network, and the initial contact was made via telephone or
email. The participants were chosen based on their proficiency and background in managing
SMEs with an EC platform.
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The semi-structured interviews were carried out remotely and were conducted in
Portuguese to ensure participants' familiarity and comfort. This method encouraged open and
honest discussions about their encounters with service failures and strategies for customer
engagement. After the interview sessions, the audio recordings were carefully transcribed and
translated. This meticulous process aimed to faithfully capture the participants' insights and
perspectives, ensuring that no nuances or significant elements were overlooked in the
translation.

For this study, a total of 25 interviewees were included, representing various companies.
The main objective was to capture a diverse local perspective, encompassing companies from
both the northern and southern regions of Portugal.

The information obtained through interviews was analyzed using a Computer Assisted
Qualitative Data Analysis (CAQDA) methodology, adhering to the approach detailed by Crofts
and Bisman (2010). Specifically, the text-analysis tool Leximancer was selected for its
efficiency in structuring a considerable amount of responses into meaningful semantic patterns
and themes.

In the context of how SMEs handle EC service failures, our findings underscore the
significant role of the "Customer" concept from the company's viewpoint. This study
contributes novel insights by highlighting "Customer” as a pivotal concept in EC service
failures, suggesting its paramount consideration in future research endeavors.

Concerning the impact of service failures on customer engagement, our results offer
valuable insights for future researchers aiming to explore the concepts influencing customer
engagement, both positively and negatively. This exploration considers perspectives from both

clients and SMEs, providing a nuanced understanding of the dynamics at play.
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CHAPTER 2 - STUDY |
Highway to the Danger Zone -A Systematic Review of The

Hazard Side of E-Commerce in Small Companies

2.1. Introduction
While e-commerce (EC) is acknowledged to have grown tremendously in the past decade, what
contributes to its impact on small and medium-sized enterprises (SMESs), remains hazy —
clouded for both practitioners and academics (Sombultawee, 2020; Tolstoy, Nordman, Hanell
& Ozbek, 2020). Research has largely concentrated on EC’s many benefits for both companies
and customers (Khan, 2016; Rahayu, & Day, 2017). MacGregor (2003) states that EC
transactions between businesses and consumers are a rapid growth strategy, especially for
SMEs. Past studies focused on systematic reviews to examine the effects of different
dimensions of organizational performance (de Araujo et al, 2020; Rojas-Lema et al. 2020, and
Stekelorum, 2020) or more recently in 2021, Hoddoud et al., 2021 reviewed articles published
between 2008-2019 related to the determinants of SME’s export entries. Surprisingly, research
has not paid much attention to the needs of EC in SMEs despite the increasing use of EC among
SMEs. Some examples include that in 2019 online retail sales exceeded 3.5 trillion dollars
worldwide, and according to the previous source, EC will continue to accelerate (Statista,
2020). Moreover, it is not clearly understood how previous research has studied the positive
and negative impacts of EC in SMEs, and we need more research into the extent to which EC
can enhance or inhibit company outcomes. Considering these gaps, the present Systematic
Review raises following three questions:

RQL1 - How does the current body of literature inform about the positive and negative
outcomes and their tradeoffs that affect use of EC in small and medium-sized enterprises?

RQ2 - What prominent concepts constitute the current literature and how they relate to
positive and negative effects of EC?

RQ3 - What propositions should be part of future research and what conceptual

framework should be used to establish new insights in use of EC in SMES?
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The main aim of this study is to review theoretical and empirical research published in
indexed journals ranked from Quartile 1 to 3, between 2010 and 2021. Results from earlier
studies report that EC adoption has a positive effect on marketplace readiness and company
performance. Negative outcomes are related to technology adoption and costs (implementation
and delivery). Additionally, the top social benefits of EC adoption include product sales as a
competitive advantage for business development, while the cost to implement company security
resources is considered a major setback, especially the infrastructures and internet-related
services that are necessary for the adoption of EC in SMEs. Hence, to establish a way forward
and find new insights based on the analysis of current published literature, the current study
assesses 1) positive and negative impacts with the use of EC in SMEs 2) proposes a future
research agenda and specific topics involving use of EC in SMEs.

This study adds significant theoretical contributions building on the current published
research, it suggests what gaps exist and what should be the focus of future research agenda
linking e-commerce adoption in small companies. Past studies focused on single elements of e-
commerce not bringing together cross implications of e-commerce. Based on the findings the
authors identify research propositions that can move the e-commerce research stream forward.
We agree that the EC has a critical impact on small companies’ performance, what these small
businesses need is a conceptual tool that helps to implement the best solutions to promote the
business using the internet effectively. This systematic review is structured as follows. We first
examine the EC value to SMEs and what lies ahead for EC (Zott & Amit, 2010).The
methodology section describes the full code protocol following the PRISMA (2020) statement
guidelines for systematic reviews (Page et al., 2021). The results are summarized in a concept
map along with a discussion of the negative and positive outcomes of EC and research
propositions. Practical and theoretical implications, limitations, and future directions are given

in the conclusion section.

2.2. Literature Review

2.2.1. Can e-commerce create value for small and medium-sized enterprises?

The literature reports much research surrounding the concept of e-commerce (EC), which can
be defined as a modern business methodology that meets the needs of companies in the process

of buying or selling products using the Internet (Ingaldi & Ulewicz, 2019).
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Despite all the existing definitions regarding EC, there are two common characteristics
described in the literature. The first addresses EC actions that happen through electronic means,
for example sharing business information or buying and selling products. The second
characteristic is related to the technological resources that allow these actions to occur (Hashim
& Abdullah, 2014). Nonetheless, with these different characteristics, EC adoption depends on
organizational innovation, readiness, external pressure, compatibility, perceived ease of use,
and perceived usefulness (Zwass, 2003; Mahroeian, 2012).

A good overview of the research in this area is provided when EC is successfully
implemented since it has the power to offer companies great opportunities to promote many
key business activities such as trading relationships, exchanging information, and coordinating
logistics and communications via global or regional supply chains (Kurnia et al., 2015). Yang
and Tsou (2017) argue that companies that adopt EC are more likely to develop new strategies
and have an 11% higher chance to develop their brands.

Although there is no formal definition of what the requisites are for a company to be
classified as an SME (Curran & Blackburn, 2011), typically SME’s definitions include
employee numbers, financial results, and the way business is conducted (Hashim & Abdullah,
2014). These types of enterprises are the backbone of the European economy, as they account
for the highest rate of new job creation in the European Union (Papadopoulos et al., 2018).

On one hand, EC can help SMEs to expand their businesses, boost sales and revenue, and
increase company earnings. Ghobakhloo et al. (2012) suggest that the improvement of internal
technical knowledge is a key driver of customer satisfaction in SMEs. On the other hand, due
to their small size, financial issues and recruiting skilled employees regularly affect SMEs’
productivity in the use of IT resources (Pham & Pham, 2011). Nonetheless, Ueasangkomsate
(2015) mentions that internet expansion and technology evolution lead to the intensification of
EC in which suppliers can expand their business and customers have the advantage to choose
from a wide range of solutions sold by online companies. The value of EC is mainly quantified
by its impact on organization performance, although there are two special cases in which EC
value is assessed directly (Zhu, 2004). DeLone and MclLean (2004) state that EC is a
technological system, in which the results are quantified by the information, namely service
quality, ease of use, user satisfaction, and net benefits. Thus, EC value should be evaluated by
its prospective accomplishments rather than immediate results (Wade & Nevo, 2005).
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Alam et al. (2011) found that the most ranked relative advantages of EC were
organizational readiness, security, and management characteristics. Although there is
widespread acknowledgment that it adds value to companies, Santarelli and Altri (2003) found
that top managers are unwilling to adopt EC due to their negative experience and achievements
that have prevented them from seeing EC as a valuable technological tool. This reluctance to
change and chase new market opportunities is a barrier to contend with in the online market
(Messner & Vosgerau, 2010).

In 2016 Adam and colleagues identified EC as a business tool that when appropriately
implemented can give rise to commercial advantage and increase sales for numerous SMEs.
These value-added services are essential for a small enterprise’s performance since they deliver
a single resource making small businesses capable of transitioning from a technical
functionalities’ perspective to a broad audience preference (Tan & Pan, 2003). Leung et al.
(2020) also agree that in EC platforms, a high level of uncertainty results from unstable
shopping priorities and preferences, which in turn can increase the complexity of the logistics
with implications for managing stocks and shipping products (Leung et al., 2020).

As EC is a transaction process without physical boundaries, SMEs face the challenge of
taxation (Mat Udin et al., 2015). Authorities all over the world need to agree on how EC should
be taxed—if by the nature of the business or the way it operates (Cockfield, 2006). According to
Azam (2007), this is a complex issue since taxes on purchased goods were implemented even
before online business existed. From the review of past studies, the main point to conclude is
that it is undeniable that EC adds value to SMEs by enhancing company visibility and targeting
new marketing opportunities (Holland & Gutiérrez-Leefmans, 2018; Erlanitasari et al., 2020).
But can EC create value for SMEs? Kim and colleagues conclude that, when it is well
implemented, EC is unquestionably a path to develop SMEs’ resources and strategies to

leverage companies to an outstanding performance in the digital economy (Khin et al., 2019).

2.2.2. E-commerce growth, adoption and barriers

Despite the success of previous EC platforms, the online purchasing experience continues to
change with new offers, procedures, experiences, and customers’ demands. The rate of usage
shows that in 2016 1.66 billion people were digital buyers and it is expected that in 2021 this
number will rise to 2.14 billion. (Ingaldi & Ulewicz, 2019; Coppola, 2020). If companies fail
to acknowledge that the future relies heavily on electronic transactions, they will face the

consequences of losing clients, failing to gain new customers, and will lack the resources to
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create a loyal relationship with suppliers and buyers (North & Smallbone, 2000; Yoo, et al.,
2013).

While in SMEs the idea of business development is linked with the application of a total
quality system and the development of processes, IT adoption by SMEs is an enormous
opportunity to develop resources and consequently chase new market opportunities.
Nonetheless, an online acquisition can be a convenient way to purchase but will never replace
the physical experience in which customers can examine and touch the product before
purchasing it (Sengupta et al., 2005).

Stockdale and Standing (2004) sought to determine which barriers SMEs should overcome
first when adopting a formal EC strategy. The authors divided these barriers into two groups:

The internal barriers comprehend the identification of benefits, global trading, financial
constraints, supply chain integration, and understanding of the e-environment. SMEs usually
do not have a formal e-commerce planning strategy, and this prevents them from setting their
business at the desired stage (Chau, 2003). Although EC adoption can internally reduce
financial, human, and organizational resources, this can also make the companies more
susceptible to market oscillation (Wardati & Er, 2019). From an internal perspective, Helfat
and Martin (2015) advocate those dynamic managerial capabilities are needed to implement
winning strategies for digital transformation and EC performance.

The external barriers comprehend the lack of understanding of SME needs, common
technology standards, and e-competence in the industry sector (Stockdale & Standing, 2004).
On the other hand, Duan et al. (2010) endorse that e-commerce performance relies on the role
of the customers, and that it is critical for SMEs to develop technologies in order to maintain a
competitive advantage in the market.

According to North and Smallbone (2000), the six innovative principles to be adopted by
SMEs are: product and service innovation, market development, marketing methods, process
technology, innovation, and use of IT in administration.

The increased use of the internet has launched new trends and technologies to increase sales
through social media (Adam et al.,, 2016). Social media will continue to represent an
opportunity for companies to extend communication that can guide SMEs to understand
customers’ needs, expand their product range, and develop new services (Wardati & Er, 2019).
In 2020 3.6 billion people will use social media and it is predicted that in 2025 there will be
4.41 billion social media users (Tankovska, 2021). The expansion of social media has persuaded
SMEs to adopt strategies related to these platforms by which they can advertise their goods and

services all over the world.
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Alternative approaches view e-commerce platforms as a business model because when
SMEs incorporate social media, they become part of an enriched system that provides value to
these companies (Holland & Gutiérrez-Leefmans, 2018). Thus, through social media
companies can manage customer service, problem-solving, advertising, branding, public
relations, and marketing, (Chirumalla et al., 2018). Even though EC can extend cross-border
sales, SMEs are attentive to the costs associated with international transactions, mainly due to
shipment and speedy delivery services (Gessner & Snodgrass, 2015; So & Sun, 2010; Zhuang
& Lederer, 2003).

The Resource-Based View (RBV) theory supports the correlation between resources/skills
and organizational performance based on the characteristics of a company or the value of the
resources and abilities they have for modernization (Maroufkhani et al., 2020). Prior research
by T. Yang et al. (2015) on RBV theory found that technological assets by themselves are not
enough to produce added value to a company and that SMEs should also invest in personal
training and develop employees’ technical skills.

It is generally accepted in the literature that excellent internet service, information quality,
interaction, design quality, and good service providers are the most valued factors in EC (Lip-
Sam & Hock-Eam, 2011; Bodini & Zanoli, 2011).

2.3. Methodology

2.3.1. The need to summarize the findings in a systematic review
A systematic review is necessary to summarize, evaluate, and analyze previously reported
research regarding the overall magnitude of the phenomenon (Snyder, 2019; Paul et al., 2021b).
A key problem in the aggregate synthesis that studies e-commerce in small and medium-sized
enterprises is that the studies that comprise this systematic review are not homogeneous, partly
due to the multiplicity of the disciplinary fields, e.g., information and technology, information
management, marketing, and accounting, which obscures the interaction between e-commerce
in the context of small and medium-sized enterprises.

This jeopardizes the aggregation of knowledge and the integration of findings among

different fields (Rousseau, Manning, & Denyer, 2008).
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Our full coding protocol was carried out in four stages (detailed Flowchart in Figure 2.1: in
the first (Initial Search). Studies were included based on keyword(s) E-commerce “AND” Small
and medium business and related words, Electronic commerce: Electronic commerce research,
E-business, Electronic business, Digital Business, E-commerce: E-commerce adoption, Small
business: Small “AND” Medium enterprises, Small to medium-sized enterprises, Small
business research, SME, SMEs, using a simple search of “full text” with “peer review” in
English. The database EDS-EBSCO Discovery Service was used as it aggregates publications
that deal extensively with the topic. Thus, the review included all relevant scholarly journals,
and a subset of relevant journals (Moher et al., 2009).

The second stage was a Preliminary Screening, due to the vast number of studies, additional
filters were applied excluding non-journal articles, duplicate articles from Quartile 1 to Quartile
3 (Scimagojr), (Paul & Rialp-Criado’s, 2020).

At stage three we continued using the “Exclusion” criterion to narrow the search. At this
stage, the authors read the “Abstract” and “keywords” to ensure that the research objectives
were covered.

In the fourth and final step the 73 retrieved articles were summarized and coded into
Positive and Negative Outcomes using Leximancer 5.0.

The methodology is designed to address the following objectives of the study:

To assess the current body of literature, its positive and negative outcomes and impact of
EC on small and medium-sized enterprises?

To investigate prominent concepts and how they relate to the positive and negative effects
of EC?

To propose future insights through an original conceptual framework linking EC with
SMEs.
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IDENTIFICATION Identification criteria

Articles identified through database [ e Source Type: Academic Journal
searching (n= 1.010) e  Search Keywords: e-commerce
9 ' and small and medium business

e  Limiters: Full text, Peer
Reviewed

e Date Published: 2010 to 2021

e  Search Engine: EDS-EBSCO

e Language: English

SCREENING Screened and excluded (n = 62)
Avrticles retained after screening search g gonijoutma' a_f“dzf
— . uplicate copies:
results (n 948) e Not Q1, Q2 and Q3 rank: 32

}

ELIGIBILITY Eligibility assessed and excluded (n = 875)

Articles retained after eligibility — e  Conceptual or empirical articles

assessment (n — 73) but content no relevant: 798
e  Content relevant but not

conceptual or empirical article:
32 journal articles

e Not conceptual or empirical
article and content not relevant:
45

INCLUSION

Articles included in the review for
concept analysis (n = 73)

Figure 2.1. — Flowchart - Article inclusion criterion according to PRISMA (2020) Protocol

2.3.2. Leximancer as a tool to synthesize evidence

To achieve a comprehensive analysis of how e-commerce can have an impact on Small and
Medium Companies we first categorized the information in a database with two major
categories: positive and negative outcomes. As in previous systematic reviews, the information
from the individual studies was then analyzed using a Computer Assisted Qualitative Data
Analysis (CAQDA) (Crofts & Bisman, 2010). The text analytic tool Leximancer was selected
as the CAQDA tool due to its efficiency in categorizing a large number of studies into semantic

patterns of themes (Angus, Rintel, & Wiles, 2013). For each concept map presented, the
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software was able to identify the themes and their interrelationships from the data with no
manual interventions, thereby minimizing the subjective results (Cretchley, Rooney, & Gallois,
2010; Smith & Humphreys, 2006).

2.4. Analysis and Results

To address the research objectives of this systematic review, on how does the current body of
literature inform about the positive and negative outcomes and their tradeoffs affect EC in small
and medium-sized enterprises? two separate concept maps were produced to display the most
common positive and negative themes found in the retrieved articles as well the ranked concepts

and frequency of co-occurrences.

2.4.1. Concept map of e-commerce positive outcomes

The map in Figure 2.2 includes four themes (indicated by colored circles) and their related
concepts (connected by smaller gray nodes). The four themes identify the main positive effect
of e-commerce in small and medium-sized enterprises, the connectivity rate for all themes is
higher than 15%. The main theme is related to the positive effect of “e-commerce” (100%
relevance percentage), followed by “technology” (28%). The third is related to technology
“adoption” (44%), followed by “performance” (15%).
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Figure 2.2 - E-commerce positive outcomes for SMEs (source: Leximancer outputs)

2.4.2. Concept map of e-commerce negative outcomes

Connectivity rates of the four themes (see Figure 3) indicate a negative impact of e-commerce

in SME with a connectivity rate higher than 10% and included by importance “e-commerce’

b

(100% relevance); followed by “technology” (50%), technology “adoption” (34%) and its

impact on “customers” (11%).
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Figure 2.3. - E-commerce negative outcomes for SMEs (source: Leximancer outputs)

2.4.3. Dashboard Analysis by positive and negative outcomes of EC

To further investigate the second research objective of how the current literature stated the
research related to positive and negative effects of EC, an automated report dashboard was
generated. The information of #future research agenda# was exported to an excel sheet read
and coded into positive and negative.

The report in Figure 2.4 is based on the advanced techniques of Leximancer categorized by
two “Tags™: “negative” and “positive”. For that purpose, the analyze was conducted in two
steps, 1% the information available in the papers that correspond to #future research agenda#
was exported to an excel sheet read and coded into positive and negative outcomes and analyzed
in the software; 2" using the Supporting Text Summary from Leximancer the positive and

negative outcomes report was reviewed and used as final data (see dashboard Figure 2.4).
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The frequency axis indicates a measure of the conditional probability of each concept; the
strength axis is explained as a logarithmic scale. Quadrant 4 contains strong and prominent
concepts more likely to co-occur within each category. The most prominent positive outcomes
are the social benefits (strength 73%, 3.5 prominence), products (57%, 2.8), customers (57%,
2.7), competitive advantage (55%, 2.6), company development (54%, 2.6), business (54%, 2.6),
and process (53%, 2.5). Online (52%, 2.5) success has a significant correlation with
performance (50%, 2.4) and growth of the business environment (50%, 2.4). The main negative
outcomes for SMEs include the resources (strength 69%, prominence 1.8), implication to
company security (66%, 1.8), the heavier overall cost for small firms (66%, 1.8), the necessary
infrastructures (58%, 1.5), and the required services (57%, 1.5), as well as a potential negative
impact on sales (52%, 1.4) and small market share (51%, 1.4). SMEs are vulnerable to
unfavorable economic environments (50%, 1.3) and information (51%, 1.4) security incidents,
which cause considerable damages. Quadrant overview indicates that concepts in Quadrant 1
are weak and less prevalent in the opposite.
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2.4.4. Summarizing the current literature

This section addresses the last research objective, how the current literature states prominent
concepts related to positive and negative effects of EC? We then discuss positive and negative
effects in SMEs and the ranked themes and concepts for each category (see Figures 1 and 2).
Second, we analyze the dashboard results (Figure 2.4), which represent how likely it is that the

top concepts affect the positive and negative outcomes in SMEs by the percentage of strength.

2.4.4.1. Positive effect of e-commerce in SMEs
Based on the consistency of the lexical results we categorize the positive effects into four major

themes (Figure 2.2).
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The results obtained through this analysis show that the online services available through
EC bring competitive advantage to the enterprises, which results in a sales and order increase,
market expansion, consumer trust, and better performance.

Thus, e-commerce “benefits”, expose the positives effects for companies, consumers, and
the market and business in general (Neykova & Miltchev, 2019). The “business development”
identified which strategies can be adopted to develop the company’s business (Li et al., 2018).

“Market” size endorses the EC capacity of reaching new consumers and therefore creating
new market opportunities for companies (Sohaib et al., 2019). The “company” performance
recommends that the top managers not be reluctant toward EC and be patient for its results
because it might take time to see the positive effects (Kusuma & Marhaeni, 2019).

“Competitive advantage” can be seen as a positive consequence of EC adoption. Like the
last concept, “value” creation is also a result of a good EC implementation and affects not also
the company but also the consumers (Woon Kian Chong et al., 2018; Deng et al., 2019).

Online “services” are the different potentialities that EC services can bring to the consumer.
The last concept is the increased number of “orders” and sales which is the result of a good
strategy applied to the EC (Yoon et al., 2021). Even though further analysis is necessary to
assess how EC plays a positive influence in SMEs we propose:

P1. SMEs that implement e-commerce have a better competitive advantage than those that
do not implement online services.

“Technology” benefits, internally addresses the importance of having employees trained in
IT to dominate a large spectrum of technological resources (Poorangi et al., 2013; Wu & Li,
2012b). It also affects “customers”, and the need to develop customer initiative which influence
market growth leading to an increase of external resources, close relationships, and business
development (Poorangi et al., 2013).

According to Elbeltagi and colleagues (2016b), the use of “information” shows that SMEs
that adopt e-commerce increase quality standards, which has a direct effect on the progress of
information quality and value chain information (Saridakis et al., 2018). Gamache et al. (2019)
consider the technology “management” as one of the most important elements of the
enterprises’ digital performance, and to succeed in this area, companies should take a serious

approach to social network management (Li et al., 2018).
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Technology has a “positive” effect on the intention to use EC (Nurunnisha & Dalimunthe,
2018) and its adoption improves the company’s performance (Sila & Dobni, 2012; Yang et al.,
2015) and organizational readiness (Mahroeian, 2012; Walker et al., 2016). Online business
“processes” are easier to implement when having workers specialized in IT (Bordonaba-Juste
etal., 2012) since human capital is vital in technology implementation and development (Jabeur
etal., 2013).

The supply “chain” has a colossal impact on business performance related to customer
service, satisfaction, innovation, and growth (Woon Kian Chong et al., 2018; Kumar et al.,
2015). Also, “social” media, is an IT tool that can reach more consumers due to advertising and
has a positive impact on sales performance (Suciu et al., 2019), but all of these advantages
always depend on the firm’s strategy and design sophistication (Saridakis et al., 2018). We
conclude that technology should be in the mind of every SME, so we propose:

P2. SMEs that use technology to improve customer services and organizational readiness
have better sales performance than those that do not use technology in human capital.

Concerning the EC “adoption” — the third most important theme of our research — we

2 13

analyzed seven semantically connected concepts (“adoption”, “enterprises”, organizational”,
“commerce”, “readiness”, “online”, and “knowledge”).

E-commerce “adoption” is positively influenced by organizational readiness and the
amount of investment made in human resources (Walker et al., 2016). “Organizational”
readiness endorses the importance of having technological competencies that are crucial for EC
adoption (Wu, 2021b).

E-“commerce” centers on the importance of having a trained team focused on the company
business and on the positive effects of adding value to the information chain (Saridakis et al.,
2018). According to Orouji & Kafashan (2017), “online” “readiness”, is considered by many
authors as one of the most important subjects of EC adoption. It refers to the importance to be
on the web with a strong strategy that is different from that of competitors (Mahroeian, 2012;
Pham & Pham, 2011; Walker et al., 2016).

The last concept, “knowledge” is a variable that can be divided into two, knowledge
application and knowledge acquisition, which is only achievable as the last process in EC
adoption (Yee-Loong Chong et al., 2013). Results indicate that human resources skills are
critical in the adoption of EC, especially in SMEs, leading us to propose that:

P3. SMEs that invest in human resources and knowledge-sharing management enhance

their market value.
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The last positive theme found in the literature is company “performance”, with two
semantically connected concepts (“performance” and “products”).

“Performance” for Yanf et al. (2015) and for Saridakis et al. (2018) is a consequence of the
sophistication brought by the EC, and can be divided into business process performance,
operational performance, and financial performance (Sila & Dobni, 2012). “Products” are the
focus of the EC because, via the electronic platforms, companies can enhance product
competitiveness (Fu et al., 2018; Pickernell et al., 2013).

The pattern seen suggests that EC brings added value to SMEs and new business
development. The results obtained through this analysis show that the online services available
through the EC bring competitive advantage to the enterprises, which results in a sales and order
increase, market expansion, consumer trust, and better performance. Extending this theory that
EC enhances the process, operational, and financial performance we propose:

P4. SMEs that add EC platforms to their businesses have more and better market
performance compared to those that have no online platform.

2.4.4.2. Negative effect of e-commerce in SMEs
Based on the consistency of the lexical results we categorize the negative effects into four major
themes (Figure 2.3).

The main theme “EC”, which is also the main concept, indicates that EC can be difficult to
implement, mainly due to the lack of economic resources and absence of specialized human
resources (Walker et al., 2016), technical restraints (Elbeltagi et al., 2016a), non-existence
market culture (I. Senarathna et al., 2014a), lack of security (Saridakis et al., 2018), and limited
control over the business environment (Pham & Pham, 2011 Das, et al., 2019).

“Business” opportunities can be negatively affected by the lack of EC knowledge and
customers’ resistance to EC adoption (Pham & Pham, 2011; Poorangi et al., 2013). Another
problem is the potential lack of “resources”, which can be divided into a human, financial, and
technological (Walker et al., 2016). The “information” technology required, addresses concerns
about companies’ limitations in this area due to low financial resources to be invested (Pham
& Pham, 2011; Wirtz & Gottel, 2016). Reaching new “markets” is particularly difficult for
SMEs especially in selling their products in foreign countries, and in being competitive cross-
border (J. Li et al., 2020). Although “financial” resources is the last concept that negatively
affects SMEs, it is considered to be one of the main barriers for the EC adoption process
(Walker et al., 2016). Due to the research pattern suggesting that a lack of financial resources

affects e-commerce implementation, we propose that:
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P5. Lack of financial resources and specialized customers in technological areas has a
negative impact on the adoption of e-commerce in SMEs.
The second most prominent theme, “technology” negative outcomes, shows its effect in six

%9 ¢ 99 <¢

semantically connected concepts (“technology”, “management”,

29 <¢ 29 ¢

culture”, “process”, “chain”,
and “readiness”). For Alam et al. (2011) and Elbeltagi et al. (2016a) “technology” is difficult
to implement due to technical complexity and human adoption limitations. “Management”
concerns the EC adoption rate, which is low due to the existence of only small teams dedicated
to IT or to no teams existing at all (Pham & Pham, 2011). Hierarchy “culture” was identified
as been negatively related to EC implementation “process” in the initial maturity stage (1.
Senarathna et al., 2014a). Customer orientation suppliers’ “chain” facilities and customer

% <C

“readiness” technologies should be sophisticated in order not to harm SMEs’ “performance”
(Chen et al., 2016; Sila & Dobni, 2012; Noor et al., 2020). Even though further analysis is
necessary, these results indicate that technology is difficult to implement in enterprises that lack
resources. We need to further investigate that:

P6. SMEs are low on implementing new technology resources because these are expensive
and hard to be applied by unspecialized IT employees.

The subsequent key data were acquired from the third most noted theme ‘“adoption”

99 ¢

negative outcomes with six semantically connected concepts, namely “adoption”, “enterprises”,
“commerce”, “security”, “employees”, and “influence”.

E-commerce “adoption” is negatively affected by technical restraints, delay in technology
implementation, hierarchy culture, and lack of government support (Elbeltagi et al., 2016a;
Janita & Chong, 2013) Sila & Dobni, (2012) explain that “enterprises” have major difficulties
in adopting EC mainly as a result of shortage of financial resources dedicated to technology
investments, lack of awareness of government support programs, and reluctance to take risks
in the IT areas (Alam et al., 2011; Pham & Pham, 2011).

“E-commerce” raises concerns related to the technical implementation process (Elbeltagi
et al., 2016a; I. Senarathna et al., 2014a). One of the main apprehensions related to this subject
is “security”. Tsatsou et al., (2010) pointed out that online risks that are present nowadays
discourage many SMEs from adopting EC. “Employees’” resistance to change, which causes a
negative “influence” on the adoption of a new organizational culture, is seen by the authors as
another distress associated with the technical implementation process (Poorangi et al., 2013;
Kurniawati & Sila Ananda, 2019). Compared to other themes, e-commerce adoption problems

need careful analysis in the context of SMEs, so we propose:
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P7. Security risks, resistance to change, and lack of government support negatively
influence SMEs’ adoption of EC.

The following key data were developed from the last most noted theme “customers”
negative outcomes, revealing its effect in five semantically connected concepts (“customers”,
“model”, “service implementation in companies”, “cost of IT solutions”, and “human
resources”.

The first concept, “customers” raises concerns about the way employees communicate with
consumers (Gyenge et al., 2021). Companies should have their own guiding “model”, allowing
their workers to adopt the best communication strategy (Barroso et al., 2019; Jardim-Goncalves
etal., 2013).

According to Jardim-Goncalves et al. (2013), “service implementation in companies” is
made difficult by the initial “costs of IT solutions”, employees’ resistance to change, absence
of specialized personal in technological areas, and reservations about payback of the initial
investment customers (Nayati Utami et al., 2019).

Although every company knows the importance of their “human resources”, few can give
new technological skills to their employees to realize better sales performance (Jardim-
Goncalves et al., 2013; Kabanda & Brown, 2017; Noor et al., 2020). E-commerce also brings
negative outcomes, and research should thus bear in mind that enterprises with small
infrastructures might have a final negative effect on their customers. This leads us to further
propose that.

P8. SMEs lack sufficient resources to keep their technologies updated enough to keep every

customer satisfied.”

2.5.
Based on the work of Paul and Benito, (2018) & Paul et al., (2017), we conclude the present

Discussion and Conclusion

systematic review by presenting a framework (see Figure 2.5) that summarizes the positive and
negative Antecedents (A) of e-commerce, the Decisions (D) that companies need to undertake
while implementing e-commerce strategies and Outcomes (O), based on the results of the

dashboard analyze (in Figure 2.4).

Antecedents (A) Decisions (D) Outcomes (0)

Resources \ Service \ Social \ Where do

Infrastructure Sales Product we stand?

Security Costs |:> Customer

Develop Market Where do

Progess Environment Competitive we go from
\Onhne j \Information j \Performance ) here?
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Figure 2.5. Conceptual Framework -antecedents, decisions, and outcomes (ADO)
(Adapted from Paul and Benito 2018, and Paul et al., 2017)

Antecedents (A)

DeLone and McLean (2004) consider “net benefits” as the most precise explanation of the
final achievement, but for success in this area two questions should be answered: what is a
benefit? Who will have the benefit? Some authors regard benefits as an increase of sales
volume, better distribution networks, upgrading in consumer service, cost-effectiveness, value
innovation, market expansion, and business development (Chatzoglou & Chatzoudes, 2015). In
general, a company’s results can be measured by its operational, process, and financial
performance (Sila & Dobni, 2012). Other authors share the opinion that globalization and the
massive use of websites have contributed to doing online business all over the world and helped
to gain new customers and conquer new markets (Pham & Pham, 2011). The main critical
negative outcomes for SME comprise (marked in red in the dashboard) are the “resources”,

29 ¢e 2 <

“implication to company security”, “the heavier overall cost for small firms”, “the necessary
infrastructures”, the “required services”, “a potential negative impact on sales”, and “small
market share”.

Having solid IT infrastructures positively influences EC adoption (Chatzoglou &
Chatzoudes, 2015), while hiring employees with specialization in IT is also a major EC
implementation factor because less resistance to new habits facilitates the implementation of
new technological processes (Bordonaba-Juste et al., 2012). This issue is crucial not only for
the employees but also for the managers because when they become more convinced about the
benefits of EC, their confidence level will grow (Poorangi et al., 2013). A similar opinion was
proposed by Bernal-Jurado and Moral-Pajarese (2011), who considered technological
qualification as a decisive mechanism for improving the electronic channels of
commercialization, information, and communication, which also contributed to company value

creation (Walker et al., 2016) due to the innovation brought by the EC (Sila & Dobni, 2012).

Decisions (D)

EC is a technology that helps to boost corporate performance as it allows SMEs with a short
financial budget and a small infrastructure to develop their services and control cost
(Ghobakhloo et al., 2011; Li, 2021). Yu and Dong (2013) consider that business progress is

effective only when dynamically implemented through external and internal readiness.
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Having solid IT infrastructures positively influences EC adoption (Chatzoglou &
Chatzoudes, 2015), while hiring employees with specialization in IT is also a major EC
implementation factor because less resistance to new habits facilitates the implementation of
the new technological environment (Bordonaba-Juste et al., 2012). This issue is crucial not only
for the employees but also for the managers because when they become more convinced about
the benefits of EC, their confidence level will grow (Poorangi et al., 2013).

Recent data collected by Saridakis et al. (2018) suggest that SMEs with websites have up
to 16% better results when compared to firms without a website and have 4% to 5% better
performance compared to companies without an EC website. Also, Nayati Utami et al. (2019)
found that EC increases sales performance and profits, company business becomes more
popular, and the business network becomes wider.

Based on these findings we conclude that SMEs that implement EC not only enjoy proven
benefits and results but can expand their market worldwide and increase sales and offers due to
the competitive advantage obtained.

Outcomes (O)

Where do we stand?

One of the main issues that SMEs will face is integrating different strategies (e.g., EC, m-
commerce, different platforms, and social media) where heterogeneous customer behavior is
significant (Gyenge et al., 2021). EC will represent the availability of products and access to
around-the-clock shopping because in traditional commerce customers can only purchase their
goods during normal business hours (Gupta, et al., 2018). From the company internal point of
view success will rely on operational performance, hardware, IT infrastructures, customer
readiness, and digital transformation; from the external point of view perceived competitive
advantages are a close customer relationship, market growth increased sales, and revenue
(Chang & Webster, 2019; Sadeghi, 2019). Nonetheless, Haddoud, (2021) advocates that
product quality and niche products together with a positive country of origin image have a
competitive advantage of international trade.

Where do we go from here?

The broad conclusions drawn from the results pertain to the two research objectives: How
the current body of literature its positive and negative outcomes and impact of EC on small and
medium-sized enterprises? And how current published prominent concepts relate to positive

and negative effects of EC?
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In summary, this study shows (Figure 2.4) that there are five key EC positive outcomes

2 (13

(blue in the dashboard) are the ‘“social benefits”, “products”, “customers”, “competitive
advantage”, “company development”, “business” and “process”. From this, we conclude that
these are the subjects that companies should prioritize to boost their website and to be
competitive in other markets.

The main critical negative outcomes for SME comprise (marked in red in the dashboard,

2 ¢

Figure 2.4) are the “resources”, “implication to company security”, “the heavier overall cost for

2 (13

small firms”, “the necessary infrastructures”, the “required services

29 ¢¢

a potential negative
impact on sales”, and “small market share”.

This leads us to conclude that when adopting EC, firms should take seriously these themes
and concepts to enhance their business and avoid being negatively affected by them.

Overall, the findings suggest that SMEs that are willing to invest in EC platforms and are
patient regarding the derived revenues can expect to see an increase in sales, market expansion,
new business opportunities, and better performance. On the other hand, companies that are
reluctant to put some of their funds into EC due to lack of economic and specialized human
resources, absence of security, and/or limited control over the business environments have a
competitive disadvantage compared to those that implement online services.

The findings from this research show that the positive effect of ‘“e-commerce”,
“technology”, technology ‘“adoption”, and “performance” are the most important themes
regarding the EC adoption among SMEs. Furthermore, this research shows that when it is well
applied, EC is a tool that enhances firms’ results, competitive advantage, and business
expansion.

We addressed the last objective by proposing new insights and eight research propositions

linked to EC in SMEs through a new conceptual framework based on the retrieved articles.

2.5.1. Theoretical contribution
The present systematic review is an attempt to address multiple gaps and contributes in four
ways to the literature that targets and contributes towards companies' strategic decisions in EC
in the context of SMEs.

First, although many systematic review studies suggest that there is a strong relationship
between e-commerce positive and negative effects in SMEs, not many studies empirically

examine these relationships.

64



Therefore, this research extends other systematic reviews Chouki et al., (2020) on the
organizational environment and the adoption of e-commerce by moving from the single
implications of e-commerce to a holistic perspective and analyzing the positive and negative
effects of EC adoption in the specific context of SMEs.

Second, the study contributes through the outcomes of eight research propositions which
explored desired and undesired effect of e-commerce implementation in SMEs thereby adding
new insights in a conceptual framework.

The study fills a methodological gap as it adopts a text mining tool to represent the main
EC themes (Figure 2.1, and Figure 2.2) that have been studied in the past 11 years and
associated concepts through the strength of connectivity yield in the context of SMEs.

Third, findings indicate that company size influences e-commerce adoption.

Consequently, we additionally propose that the type of company should moderate the
relationship between predictor variables and e-commerce criterion variables. According to the
Systematic Review on the determinants of SME’s firm size is only part of the demographics
and it’s not accounted for its moderate effect (Haddoud et. al., 2021).

Fourth, through the ADO framework (Figure, 5) this Systematic review identifies the
Antecedents Decisions that influence EC Outcomes in SMEs.

The use of a data analysis software that is not manually coded as the previous ADO
framework in Systematic Reviews (Paul & Benito, 2017 & Lim, et al., 2021) uses a quantitative
focus from the retrieved articles and is designed to provide a quick understanding of the

framework.

2.5.2. Practical contribution
Our results have enormous practical implications for both scholars and company managers. For
academics, this research compiled all the available bibliography between 2010 and 2021
regarding the value of EC for SMEs and what lies ahead for EC. We summarize the most
important concepts and themes that influence EC adoption and non-adoption by SMEs.
Practically, this research reveals what the SMEs’ priorities should be when implementing e-
commerce. Our results may have practical implications for understanding the reluctance of
some SMEs regarding EC adoption.

Our findings suggest minimizing the bottom-line negative effects that can undermine EC
adoption in SMEs (i.e., financial resources, employees specialized in IT, and address security

concerns) were revealed to be a barrier for technological advancement in EC.
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Based on the Dashboard quadrant (Figure 2.4) managerial decisions should focus on the
concepts (see the upper, right quadrant (also described as magic quadrant) that were identified
in this systematic review as key positive aspects of e-commerce (i.e., social benefits, increase
product sales, create value to customers and a potential source of competitive advantage and
company development.

Although government support to SMEs is an action that cannot control, during our analysis
we found that companies benefit from this type of intervention and should not waste this support

when available.

2.5.3. Directions for future research based on the evidence

Future studies should therefore also consider top managers’ perceptions, employees’ opinions,
and firms results to compare if the theoretical findings are in line with the SMEs’ reality. In the
past ten years of published articles on e-commerce the great majority of research test theories
drawn from management and technology these past studies on the topic of indicating
overlapping theories. Thus, we argue that future empirical research by expanding conceptual
models including end-user satisfaction both in the context of B2C and B2B small firms, the
Methodological approach of those 10 years of research confirm that user-generated content is
absent in all the methods used, pairing different stakeholders is a priority. From the service
perspective even though SMEs have different business objectives research can provide strategic
recommendations for best practices in SMEs. We call for future research to include research in
new market potentials such as Africa and Latin America where SMEs have an impact on women

startups and small business development.
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THEORIES

Business Model Theory

Cooperative Game Theory (CGT)

Design Science Research (DSR) approach
Dynamic Managerial Capabilities (DMC)
Diffusion Of Innovation (DOI)

Fuzzy Theory

Game Theory

Grounded Theory Method

Hofstede Cultural Theory

Information Processing Theory
Innovation Theory

Interaction Theory

Organizational Culture Assessment Instrument
(OCAlI) *

Relationship-based Commerce Theory
Resource-based View (RBV)
Self-determination Theory (SDT)
Structuration Theory

Technology Acceptance Model (TAM)
Technology-organization-environment
Framework (TOE)

Theory of Demand

Theory of Planned Behavior (TPB)
Theory of Reasoned Action (TRA)
Theory of Social Learning

Transaction Theory

CONTEXT

Geographic
Albania
Australia
Bulgaria
Canada
China
Denmark
Egypt
Grece
India
Indonesia
Iran
Italy
Japan
Jordania
Korea
Macedonia
Malaysia
Netherland
Portugal
Quebec
Russia
Romania
Slovakia
Spain
Sri Lanka
Taiwan

CHARACTERISTIC
Small medium scale
Food industry

Micro

Industries

Supply Chain
Manufacturing

Retail

E-commerce

C marlnt

Psychographics
Performance

Manager Characteristics
Benefits

Threats

Adoption

e) Quantitative
SEM

Regression:
hierarchical stepwise
multiple,

linear

Cluster analyses
MANOVA(ANOVA)
Qualitative
Interviews:

in-depth
semi-structured

Case Study

DATA

Primary

Survey

Interviews

Secondary Data
Company internal reports

Table 2.1. - Theories, Context, Characteristics and Methodology (TCCM) Framework.
(Adapted from Kumar et al., 2020)
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Despite all the results obtained in our study, a significant limitation resides in the origin of
our research bibliography, which is not well-distributed. There are still some studies that are
not public due to government constraints or due to universities policies, and as a result, are not
included in our analysis. Furthermore, this work is limited by the conclusions and results
reported in previous studies, which sometimes represent researchers’ beliefs and conclusions

more than the SMEs reality.
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CHAPTER 3-STUDY Il
The ever-changing business of e-commerce-Net benefits

while designing a new platform for small companies

3.1 Introduction

EC has allowed small companies to expand their business, overcoming barriers that in the
past were thought to be impenetrable, making it possible to reach new markets, expand product
portfolios, and grow their client bases (Peiris et al., 2015). Although SMEs are often eclipsed
by larger enterprises, EC brings the opportunity for SMEs to level the playing field with larger
companies and to compete with them in some features (Minatogawa et al., 2020).

In Portugal EC has experienced rapid growth in recent years, driven not only by the
COVID-19 pandemic but also by the ongoing technological revolution (Digital, 2020).
According to a report by Digital (2020) EC in Portugal reached 110 billion euros in 2020. This
impressive figure underscores the increasing importance of EC in the Portuguese economy and
highlights the need for firms to embrace digital technologies to remain competitive in the
current business landscape (Tam et al., 2020).

Although only 10% of websites in Portugal are exclusively dedicated to Business-to-
Business (B2B) sales, with the majority of Portuguese company websites serving only to
present their products and services (76%), online B2B sales are projected to increase by 6 billion
euros by 2025 (Digital, 2020). Even though SMEs that sell through B2B have sought to
implement strategies allowing them to boost their EC, these plans have had mixed results. On
the one hand, there are high rates of EC implementation in SMEs, but on the other hand, B2B
sales that require Service quality and customer satisfaction have not moved beyond the initial
phase of implementation (Molla et al., 2006).

Today’s market competition makes EC adoption inevitable for SMEs, forcing these
companies to embrace cutting-edge and knowledgeable strategies to stay unique, successful,
and profitable in both home and international markets (Bertoa et al., 2019). According to a
report by Salesforce Research (2018), 63% of the 6,700 B2B firms surveyed reported that their
customers expect them to offer new and improved services with greater frequency than ever
before. This highlights the urgent need for B2B firms to keep pace with technological

advancements and meet the changing demands of their customers (Coppola, 2021).
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The rise of digital sales has become increasingly important for companies seeking to meet
customer expectations and improve their overall performance (Suciu et al., 2019). As noted by
Bongers et al., (2021), a practical approach to this issue involves the extension of digital sales
capabilities using EC platforms. EC adoption is crucial for companies seeking to meet customer
expectations and improve their performance, but a more nuanced approach is needed to
understand the full impact of EC on company performance (Tobon et al., 2020).

The theoretical perspective on EC effectiveness requires a different procedure, as Jeyaraj
(2020) highlights. The author points out the need for a new model capable of identifying the
key elements of EC net benefits and empirically assessing these aspects in a real EC context.
Such a model would provide a more comprehensive understanding of the impact of EC on
company performance and help companies to optimize their use of digital sales channels (Yoon
etal., 2021).

The DelLone and McLean (2003) model, introduced in 2003, offers a comprehensive
methodology to assess IS (Information System) in general and EC in particular. Its dimensions
outline EC success metrics, making it an increasingly important tool for enhancing overall EC
success (Tam et al., 2020).

The DeLone and McLean (2003) model is one of the most widely used models for assessing
EC adoption. However, previous studies conducted by Urbach et al., (2010) and Petter et al.,
(2008) have shown that the model lacks strong support in all relationships and has produced
mixed results in many cases. Petter, DeLone, and McLean (2008) found that certain connections
within the DeLone and McLean model (2003) did not receive strong support at the individual
level, specifically, the connection between system quality and user satisfaction was found to be
weak or inconsistent in some studies.

Additionally, livari, (2005) found that there was no significant link between system quality
and actual use in the DeLone and McLean model and Mardiana et al., (2015) further concluded
that a deeper understanding of Intention to use was required when using the DeL.one & McLean
model. Finally, Nyadzayo et al., (2020) recommended that future studies should explore the
relationship between customers and service providers throughout the entire buying experience.
Additionally, Bongers et al., (2021) suggested that future research should focus on the effects
of introducing digital sales channels on interactions at different stages of a system, particularly
within a business-to-business (B2B) context. Therefore, while the DeLone & McLean model
remains an important tool for EC success, its limitations and potential areas of improvement

warrant further research (Jeyaraj, 2020).
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Despite all the conclusions and recommendations made by several authors regarding the
DeLone & McLean (2003) IS model, there is still a gap between the model and the
implementation phase undertaken by SMEs that guide to EC net benefits in a real context. EC
holds significant potential for SMEs, but to ensure its continued adoption and success, it is
important to explore strategies to overcome potential barriers (Alzahrani, 2019). To this end,
this study proposes the integration of gamification theories into the DeLone & McLean (2003)
IS Success Model for SMEs. By doing so, not only can SMEs leverage gamification to enhance
EC adoption and success, but they can also differentiate themselves from other EC systems
(Tobon et al., 2020) . Given the critical role of EC in today’s business landscape, it is important
to identify innovative approaches to support SMEs and ensure their competitiveness in the
digital sphere (Fonseca et al., 2020).

The need to understand the theoretical and practical foundation of B2B EC implementation
by SMEs, and the role of gamification elements and mechanisms in this process, is of
paramount importance in today’s business landscape. However, previous research has reported
a lack of clarity in this area (Garg & Choe, 2015; Hussein et al., 2020), highlighting the need
for a dedicated study to address this gap. As such, this study aims to fill this methodological
gap by investigating the following research question:

How can SMEs enhance their EC net benefits?

The current study extends previous research not only in the domain of the IS model
proposed by DelLone and McLean but also in the gamification theory. We aim to enhance
SMESs’ net benefits by proposing a new model, and defining two main objectives:

e Investigate the relationships between the proposed model variables in the SMEs
context that operate in the B2B.
e Measure and compare the variables that are the most important for the model.

The adoption of gamification in EC platforms can be a powerful tool for SMEs to improve
their competitiveness and enhance their online sales (Tobon et al., 2020). Therefore, the present
study, which extends the De Lone & McLean model and develops a gamified EC platform for
an SME in Portugal, offers a novel approach for SMEs to leverage their online presence and
succeed in the B2B context. We expect that by implementing the proposed model, SMEs can
gain a deeper understanding of EC and take advantage of gamification elements and
mechanisms to improve customer engagement, loyalty, and satisfaction, ultimately leading to

increased sales and revenue.
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SMEs face a significant challenge in optimizing their IT utilization and reaping the
maximum net benefits (Yoon et al., 2021). DeLone and McLean (2003) found that quantifying
Intention to Use and actual use of EC platforms is challenging, and future research should focus
on measuring net benefits instead of surrogate measures. To address this challenge, we propose
a revised model that incorporates gamification as a key factor in strengthening Intention to Use
EC, ultimately leading to increased net benefits for SMEs.

Our revised model builds on the existing Intention to Use EC framework and introduces
Game dynamics as a critical contributor to its effectiveness. By integrating gamification, we
seek to increase engagement and user participation, leading to more significant benefits for
SMEs. We recognize that measuring the impact of gamification on Intention to Use EC is
challenging, but we believe that our approach provides a more holistic view of EC net benefits.

Our proposed model provides a roadmap for SMEs to optimize their EC platforms and reap
the full benefits of IT utilization. We believe that our model can be a valuable tool for
practitioners and researchers interested in enhancing EC platform effectiveness and improving
the performance of SMEs in the digital economy.

Given the potential benefits of EC for SMEs, it is important to study this topic and explore
the challenges and opportunities that SMEs face when adopting EC. Through our study we can
identify best practices and strategies to help SMEs successfully leverage EC to enhance their
competitiveness and achieve sustainable growth in today’s digital marketplace. The present
work provides a fresh opportunity for scholars and enterprises to analyze EC net benefit results

as an outcome of the relationship between EC and Gamification.

3.2. Theoretical Background

3.2.1. E-commerce net benefits for small and medium-size enterprises

EC has the potential to increase SMEs’ efficiency and operation levels (Dirgantari et al., 2020).
Due to the advantages of this type of business, many companies have migrated from the
traditional way of doing business to the online business experience, principally due to its net
benefits (Delone & Mclean, 2014; J. H. Walker et al., 2016a).
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The concept of Net Benefits was first introduced by DelLone and McLean (2003),
combining individual and organizational impact dimensions from their initial model published
in 1992. For DeLone and McLean (2003) net benefits contribute not only to companies’ success
but also to individuals’ realization, which has a positive impact on customers. For organizations,
these benefits are operations cost reduction (fewer employees), revenue growth, greater
competitivity in local and international markets, high customization, increase in companies’
performance, and greater engagement with the customer (Dilworth & Kochhar, 2013;
Dirgantari et al., 2020; Fu et al., 2018; Senarathna et al., 2014; T. Yang et al., 2015).

On the other hand, several authors report some barriers to the adoption of EC by SMEs.
Those problems are related to a lack of capabilities to adopt EC technologies, absence of
financial resources to invest in the modernization of technological infrastructures, shortage of
qualified human resources, high dependence on outsourcing companies, and lack of security
and reliability (Awiagah et al., 2016; Elbeltagi et al., 2016b; Poorangi et al., 2013b; Suciu et
al., 2019; Vajjhala & Thandekkattu, 2017).

When implementing EC a key factor is having a well-structured IS model that can be
implemented by SMEs (Abdu’a & Wasiyanti, 2019) As several authors report, many SMEs
have difficulties in adopting new technologies due to the complexity of systems or lack of
employees specialized in IT (Mazzarol, 2015b; Morais et al., 2012; Pham & Pham, 2011).

The IS Success Model proposed by DelLone and McLean (2003) is designed to be a simple
and uncomplicated model for companies to use (Hartono et al., 2010; Widiaty et al., 2020).
Since its introduction, according to Research Gate, the DeL.one and McLean (2003) IS Success
Model has been cited more than 8,000 times and has contributed to several articles regarding
IS (Gate, 2022).

In 2005 (livari, 2005) conducted research that tested the DeLone and McLean (2003) IS
Success Model using a field study. He concluded that system quality and information quality
are significant predictors of user satisfaction but not of system use, which in consequence
affects the Intention to use EC. Additionally, Walker et al. (2016) found in their study that Ease
of use is not significantly associated to EC use. For Buttle and Maklan (2019), the more satisfied
the consumer, the greater the increase in the inclination to repurchase products. It is also found
by Nyadzayo et al. (2020) that the relationship between customers and companies is considered
critical to engage the consumer in the IS.

Furthermore, Jeyaraj (2020) emphasized the need to re-examine reciprocal relationships in
success models in order to attain success in information systems. This highlights the importance

of conducting further research on a novel model that can improve EC Net benefits.
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3.2.2. Small and medium-size enterprises in the context of B2B

SMEs are strategic companies for national GDP and economic growth due to their ability to
find new business opportunities, expand networks into new markets, and develop new products
(Vajjhala & Thandekkattu, 2017; Wardati & Er, 2019) Although SMEs face strong competition
from larger companies and have fewer financial and human resources when compared to them,
they can still be competitive, especially due to the adoption and use of IS technologies
(Bocconcelli et al., 2017). These technologies give companies the possibility to develop their
own EC platforms that allow them to conduct business transactions, maintain business
relationships, and share business information (Holland & Gutiérrez-Leefmans, 2018b). As
Wickramansinghe and Sharma (2005) stated, EC platforms can eliminate some of the
competitive advantages of bigger enterprises and provide equal opportunities for all kinds of
companies.

B2B is a way of directing business and settling relationships and interactions between the
salespeople and the purchaser (Kumar & Pansari, 2016). B2B companies are adjusting their
way of conducting business by introducing EC into their sales strategy (Bongers et al., 2021).
As Dotzel and Shankar (2019) state, B2B enterprises rely on new services or innovations to
develop their business. As a consequence, from 2013 to 2019 the EC gross merchandise volume
increased by 6.39 billion dollars in the United States (U.S.) alone (Mehta & Hamke., 2019).
More recent data indicate that in 2023 U.S. B2B sales via EC will reach 1.8 trillion dollars,
which represents a 4% increase compared to 2019 (Coppola, 2021). B2B is fundamental for
SMEs to consolidate and endorse new business, as this type of company usually has fewer
resources to improve developments when compared with larger firms (Markovic et al., 2021).
To accomplish this and to improve the chance of effective B2B, SMEs should make
partnerships with research organizations, providers, wholesalers, and competitors
(Bagherzadeh et al., 2020). Additionally, Markovic et al. (2021) conclude in their study that
there are managerial factors that also influence the success of B2B, such as organizational

innovation governance choice or internal firm readiness.
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Nyadzayo et al. (2020) state that due to consumer uncertainty and competition from other
companies, the B2B process should be more relational than transactional, which means having
a highly engaged relationship between the SMEs and the client. In line with this argument,
Bongers et al. (2021) clarify that developing inter-organizational relationships through personal
interactions between companies and buyers has been essential in B2B contexts for decades, but
that SMEs are now introducing digital sales channels to achieve this in the digital environment.

3.2.3. Model theoretical background

Before the DeLone and McLean (2003) model become one of the most cited IS models, several
researchers studied and verified the first model, published in 1992. They conducted empirical
tests on the DeLone and McLean (1992) model of IS to verify and validate its effectiveness. In
doing so, the model has been tested with modified constructs and relationships and has also
been respecified and extended with the inclusion of other constructs and relationships.

Garrity (1998) presented an ISS model that shared similarities with DeLone and McLean
(1992) but also had two differences. The model excluded both quality dimensions in DM1992
while expanding the user satisfaction dimension to comprise task support satisfaction, decision
support satisfaction, quality of work life satisfaction, and interface satisfaction Jeyaraj (2020).
Larsen (2003) presented a wider viewpoint that incorporates IS implementation, user behavior,
and performance, and highlighted the similarities and differences between ISS and DeLone and
McLean (1992) or DeLone and McLean (2003). In line with the ongoing expansion of EC
platforms, Lai (2014) replaced Service quality with e-service convenience in DelLone and
McLean (2003) and subsequently assessed it with the e-SERVCON instrument. Later, Bozi¢
and Dimovski (2020) investigated the relationship between business intelligence and analytics
(BI&A), absorptive capacity, and knowledge creation by applying the DelLone and McLean
(2003) and the knowledge-based theory. The study found a significant positive relationship
between BI&A use and absorptive capacity enhancement, which ultimately led to knowledge

creation.
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A recent study by Celik and Ayaz (2022) evaluated the success of the Student Information
System (SIS) using the DeLone and McLean (2003) and showed that system quality,
information quality, and Service quality had a significant impact on use, but did not
significantly affect user satisfaction. Interestingly, system use and user satisfaction were found
to have no significant impact on the success of the SIS. Another study, by Milleniaetal., (2022),
applied DeLone and McLean (2003) to investigate the e-Filing system. The authors found that
information quality had a significant positive impact on the use and satisfaction of taxpayers.
Additionally, the quality constructs of system quality and Service quality were also positively
and significantly related to taxpayers’ satisfaction. Furthermore, the study revealed that system
use and user satisfaction had a positive and significant effect on net benefits.

Although derived models have been proposed, DelL.one and McLean (2003) has been
widely used in previous research on the IS domain. These derived models have extended the
original models by introducing new constructs such as Service quality and contributed to the
understanding of IS Jeyaraj (2020). However, these models have limitations due to their specific
research contexts and may not be limited to the IS dimensions.

Several prior studies on gamification have employed the DeLone and McLean (2003) IS
dimensions. For example, Yin et al. (2022) investigated the relationship between gamification
dimensions and user satisfaction, while Inan (2022) examined the impact of gamification on m-
payment applications and measured the intention to use. Pasca et al. (2021) explored how app
perception affects gamification, and how gamification enhances Service quality and user
loyalty.

Additionally, Behl et al. (2021) conducted a study that uses game elements and information
quality grounded in motivational affordance perspective (MAP) to study the intrinsic and
extrinsic participation on a crowdsourcing platform. The study of how gamified systems’
elements and mechanisms shape attitudes and behaviors has garnered significant interest in the
literature as scholars from various disciplines including computer science, psychology,
information systems, and social sciences, have conducted research on this topic (Tobon et al.,
2020).

77



The DeLone and McLean (2003) IS success model has been adapted for EC and has been
used to measure various information systems (Celik & Ayaz, 2022). However, there is a lack
of research validating this model or its variations on SMEs that operate in the B2B. Our
revisited model uses gamification to strengthen the Intention to Use EC, which will influence
EC net benefits. As the Intention to Use EC and actual use are difficult to quantify with DeLone
and McLean (2003), we propose in our model to apply Game dynamics as a key factor that
leads to the Intention to Use EC, because as DeL.one and McLean (2003) recommended in their
report, future studies should contain net benefits measures and not be satisfied to gather only

surrogate measures.

3.2.3.1. Website Information

Information satisfaction is determined by users’ evaluations of website subjects, hence IS
contents will influence customers’ satisfaction (Palvia, 1996). When EC clients search for a
product, they do it quickly, paying little attention to details, thereby obtaining information that
is too general (Madu & Madu, 2002). McKinney et al. (2002) concluded that the level of
consumer satisfaction is influenced by information and the 1S, confirming that one of the factors
of EC user satisfaction is the IS.

Shi and Yuan (2019) conducted a study on the impact of EC and defined user satisfaction
as a psychological mechanism of the consumer who is seeking to satisfy their desires. Anderson
and Srinivasan (2003) defined satisfaction with EC as the satisfaction of the customer’s buying
experience compared to previous purchases. Chen (2012) mentions that user satisfaction is an
aspect that influences customers, guiding them to repeat their online experience in buying
products throughout the EC platforms.

Satisfaction evaluates if an IS user is pleased with the available resources, and how
committed and engaged with the system the user is (Meng & Agarwal, 2007), and how
enjoyable the IS is to the user (Suh et al., 2018)). Satisfaction has been recognized as the
strongest link for continued use of IS by the users (Bhattacherjee, 2001)). Furthermore, user
satisfaction is an essential criterion for a better understanding of consumer behavior by top
managers (Santoso & Nelloh, 2017)).
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User satisfaction enhances consumer loyalty in an online and offline environment (Shankar
et al., 2003)). The more satisfaction, the more predisposition a customer has to buy from the
same enterprise, creating a cooperative relationship between both parts (Buttle & Maklan,
2019)). DeLone and McLean (2003) measured user satisfaction through information quality
and system quality, while Goodhue and Thompson (1995)) emphasized the importance of the
user opinion about a specific IS on user satisfaction. User satisfaction increases the pleasure,
thus leading to greater enjoyment of a gamified IS (Suh et al., 2018)). Mitrevski and Hristoski
(2011)) concluded that satisfaction is the overall feeling of customers who are doing online
transactions.

User satisfaction has been studied with different theoretical approaches. When studied by
psychological theories, which analyzed the relationships among experience, expectation, and
user satisfaction, no influence of system use was found to affect user satisfaction (Brown et al.,
2008)). Seddon and Kiew (1996) conducted a study regarding information integration (which
examined how cognitive elements affect user satisfaction) and found only weak influence of
the perception of system attributes on user satisfaction. Sun et al. (2014) studied user
satisfaction by using economics theories (adding a quadratic regression equation) and
contributed to our understanding that aspects other than consumption could affect user
satisfaction. Meanwhile, Seddon and Kiew (1996) state that the type of IS used will have an
impact on user satisfaction and influence individual performance. Consequently, it is possible
to realize that the greater the user satisfaction with an IS, the higher is the performance (Ratna
et al., 2020).

In the business world companies must continuously search for improvement and make the
best of their resources to comply with customers’ wishes and needs (Bailey & Pearson, 1983).
As user satisfaction is a prominent factor for EC success, there must be mechanisms that
evaluate the customers’ satisfaction by relying on the attributes of the system and information
(Muylle et al., 2004). User satisfaction can also be measured by the system success, which relies
on the perceived system usage and information quality (lves et al., 1983). As different users
may have different product information wishes, a virtuous assessment of website user
satisfaction is therefore crucial for the success of companies (Muylle et al., 2004).

Through satisfaction it is also possible to assess the loyalty and trust generated by customers
toward the products or even the enterprise (Martinez-Navalon et al., 2021). Furthermore, other
studies report that satisfaction affects other variables such as continuance intention and Service
quality, showing the importance of this matter (L. Li et al., 2018; Shakib Hossain et al., 2019).

Based on this, we propose the following hypothesis:
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H1- The information provided by the EC platform has a positive effect on user satisfaction.

3.2.3.2. Service quality

Success can be determined by the enterprise’s skill in providing services that engage the
customers. Therefore, Service quality should be one of the first concerns of companies striving
for an awareness of user satisfaction (Ratna et al., 2020). Service quality intensifies user
satisfaction, encouraging customers to repurchase (Caruana, 2002). For many companies, user
satisfaction is a key factor due to the relevance it takes in business development (Bournaris et
al., 2013). As Kenett and Salini (2011) stated, companies will achieve great performance levels
only if they consider User Satisfaction as a key factor.

Even though quality can be the immediate quantification of a service or product provided
to customers, Service quality is an opinion formed over a long period regarding the general
assessment of a company’s performance (Hoffman & Bateson, 2016; Partap, 2019). In the past,
researchers have debated the relationship between Service quality and user satisfaction and
concluded that from different perspectives Service quality has always had a positive effect on
user satisfaction (Annamdevula & Bellamkonda, 2016; Choshaly & Mirabolghasemi, 2019).
For our research it is important to verify if the relationship between these two subjects is in line
with previous works. This led us to extend the literature review regarding these two dimensions.

Some studies conducted in previous years found that satisfaction and Service quality prevail
in the services literature mainly in the realms of marketing and management (Caruana, 2002;
Nguyen, 2009). A consensus exists regarding this theme that Service quality and satisfaction
are key factors in companies’ development and growth (Mosahab et al., 2010). For marketing
researchers it is fundamental to quantify the Service quality, and models that measure this
subject have been developed in recent years, including the five-factor SERVQUAL
(Parasuraman et al., 1985), the three-dimension model (Gronroos, 1990), and the hierarchical
model (Brady & Cronin, 2018). Nevertheless, there is still disagreement in terms of

applicability through different areas (Annamdevula & Bellamkonda, 2016).
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An online system disrupts the face-to-face encounter between the customer and the
company, which makes it a challenge to establish a continuous relationship based on trust
(Moorman et al., 1992). Park et al. (2017) found that interactivity boosts the communication
levels between the system and the user, and builds a bond of reliability and sympathy among
users regarding information, leading to the enrichment of Service quality. Rousseau et al. (1998)
state that reliability is a key factor in the use of IS to maintain the success of a system.

Consumption experience is a result of general service fulfillment whereby user satisfaction
is dependent on the experience of use accumulated over a long period ( Ballester & Aleman,
2001). The value that clients assign to their experiences turns into a bridge between Service
quality and user satisfaction (Park et al., 2017). Additionally, Service quality is fundamental
for IS development, by helping to maintain existing clients and attract new ones (Alam, 2021).
Quality has a positive impact on user satisfaction, which supports the theory that user
satisfaction is a key factor in the success of IS (Tam et al., 2020). We therefore propose the

following hypothesis:

H2- The Service quality delivered by the EC platform has a positive effect on user

satisfaction.

3.2.3.3. Usability of the website (ease of use)

IS users will use a certain type of technology only if they consider that it is easy to be used
(Ratna et al., 2020), and if technology being implemented on an IS is perceived as being
complex for the user, it will be avoided (Ratna et al., 2020). For Davis (1989), Ease of use is
the level to which the user believes that using a certain type of IS is easy regarding the physical,
mental, and learning effort required. Ease of use can be measured by how the operator
recognizes and uses the technology and if it is easy to become skillful in its use, if it is flexible,
understandable, clear, controllable, and easy to learn (Pham & Pham, 2011). Ratna et al. (2020)
stated that Ease of use can be measured by the performance of an operator in understanding,

using, implementing, controlling, and maintaining a system.
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To quantify the complete intellectual reaction that internet users have for websites,
Eighmey (1997) introduced six key indexes: interaction, reliability, Ease of use, consultation
value, entertainment value, and marketing cognition and concluded that Ease of use is central
to user satisfaction. An EC IS with outstanding usability is generally user-oriented with
articulated and informative content, fast and suitable navigation system, complete commodity
classification, abundant information of personalized services, consistent security procedures
that meet customers’ requirements, and the ability to generate optimistic operation and high
fulfilment (Shi & Yuan, 2019).

Anjos and Gontijo (2017) conducted a qualitative-quantitative study to discover usability
issues in EC websites and detect usability metrics. They proposed an instrument that integrates
usability into the process of website development. One of the most commonly used usability
assessment indicators today is the Microsoft Usability Guidelines (MUG), which measures
usability centred on content, Ease of use, promotion, consistency with the medium, and emotion
(Shi & Yuan, 2019). Rawashdeh et al. (2021) conducted a study in which their findings
contributed to understanding how Ease of use interacts with user satisfaction. As user
satisfaction is a crucial managerial aspect that should be assessed by companies, Taherdoost
and Madanchian (2021) stated that reaching high Ease of use performance levels is important
to attain high Customer satisfaction.

An enterprise 1S will be successful if the technology behind the system is applied in the
right way by its users, which will boost the performance and strength of the relationship
between the employer and the system (Goodhue & Thompson, 1995). Furthermore, Davis
(1989) states that the effectiveness of an IS relies on whether or not users have confidence that
the system will lead to an enhancement of their performance or simplify their tasks. The
persistence usage intention of a system will be shaped by system usage satisfaction, which is a
key factor for the simplification of strategy, value-adding tasks, and plans (Rawashdeh et al.,

2021). Based on this, we propose the following hypothesis:

H3- The EC platform’s Ease of use has a positive effect on user satisfaction.

3.2.3.4. Game Dynamics

Game dynamics is the term given to the characteristics of gamified structures that can predict
or control a further situation in the system. Game dynamics comprise “constraints (certain

limitations or forced withdrawal), emotions (curiosity, competitiveness, frustration, happiness),
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narrative (consistent, continuous and ongoing story), progression (consumer’s, as player’s,
growth and development) and relationships (friendship created by social interaction, status,
altruism)” (Werbach & Hunter, 2012).

One of the Game dynamics goals is to capture customer “flow” (Bilgihan et al., 2015). This
expression is used to designate a state of mind that is sometimes experienced by people who
are involved in some activity with entire immersion, attention, and satisfaction, i.e., being
completely absorbed in it (Pace, 2004).

When using an IS, users search for an online experience that can provide benefits, such as
visual appeal, good design, and enjoyment, but most importantly, a system that is easy and
interactive to use (Bilgihan et al., 2015). Usability can be assessed during the development
procedure, during the planning phase, strategy, replication, test sample, or final software and it
is fundamental to determine whether the IS is user-friendly, efficient, and effective (Anjos &
Gontijo, 2017). Today it is not possible to develop an EC IS without engaging the issue of
usability (Gabriel, 2007). To help the development of EC, some authors have proposed the use
of usability metrics, which are a series of indicators to use in evaluations (Bertoa & Vallecillo,
2004; Gabriel, 2007). These metrics consist of multiple usability guides, each one to evaluate
the usability of a precise feature of the IS (Anjos & Gontijo, 2017).

The combination of different elements from the virtual environment, such as website
design, website communication elements, and website content, can be considered to be stimuli
(Vai¢iukynaité & Gatautis, 2013). According to Eroglu et al. (2003), stimuli in the virtual
environment have an emotional and cognitive impact on consumers, and a more engaged
consumer will be more interested in information related to the product (Gatautis et al., 2016).
Engaging boosts Game dynamics and strengthens active and interactive engagement, which can
be designed by providing more frequent feedback or rewards (Tu et al., 2015). Game dynamics
are critical design strategies to stimulate, motivate, and promote learning objectives, and can
include the interactions between the learner and the system that will be enhanced by its Ease of
use (Prensky, 2001).

Improvements in system Ease of use and utility enhance the navigation experience, raise a
sense of trust, and have a positive impact on customers (Lowry et al., 2008). For Bridges and
Florsheim (2008) the system and all valuable components that have an impact on usefulness,
Ease of use, and enjoyment will shape the flow experience (Bilgihan et al., 2015). Based on

this, we propose the following hypothesis:

H4- The EC platform’s Ease of use has a positive effect on Game dynamics
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Werbach and Hunter (2012) called game components the resources used to engage the
consumer and that in turn make the game more enjoyable, thereby motivating and attracting
players who are more involved in the IS (Gatautis et al., 2016). The relationship of multiple
game elements from different dimensions allows gamification to be applied in multiple
situations (Gatautis et al., 2016). Also, IS hedonic aspects are important in promoting positive
brand impartiality, strengthening the importance of website esthetics in forming and sustaining
an optimistic attitude toward a product (Bilgihan et al., 2015). The combination of virtual
elements has an emotional impact on consumers, which in turn prompts positive or negative
consumer responses (Gatautis et al., 2016). Positive emotions enhance buying possibilities,
while negative feelings may lead to a state of avoidance (Fiore & Jin, 2003).

The system design quality positively affects the consumer’s trust in the website, since is a
critical element regarding online shopping (Ha & Stoel, 2009). Furthermore, Utz, Kerkhof, and
Van Den Bos (2012) state that consumers’ trust increases when they believe that the technology
is reliable and credible. Website developers are influenced to take inspiration from
entertainment industries, such as video games and movies, to introduce more stimulating
characteristics to website design. Even though incentives or rewards are a characteristic of
gamification, such Game mechanics, rewards, and incentives unaccompanied do not
characterize actual gamification design (Tu et al., 2015). In recent years gamification has
become a popular topic among scholars and enterprises, resulting in several studies and
applications with different game design types (Negrusa et al., 2015; Seaborn & Fels, 2015).
Although in the entrepreneurial context, gamification has been applied to boost the engagement
level of clients in the B2B context, there is still a gap in the research undertaken by scholars
(Nah et al., 2019; Robson et al., 2016; Silva et al., 2019).

The constructive emotions that result from the customer-system interaction intensify
consumers’ knowledge about the brand and strengthen their association with it. The Game
design commonly uses diverse Game dynamics in the Game mechanics to continuously nurture
engagement and enjoyment (Tu et al., 2015). The successful design has a high chance of
initiating, simplifying, and maintaining desired learning objectives through effective step-by-
step gamified prizes and/or a series of level-up rewards, such as leaderboards or scoreboards

(Tu et al., 2015). Based on this, we propose the following hypothesis:

H5 - The Game design supplied by the EC platform has a positive effect on EC platform

Game dynamics.
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Game mechanics are elements created by the game designers to enhance the player
engagement in a gamified system (Gatautis et al., 2016). For Werbach and Hunter (2012), these
mechanics can be challenges, elements of randomness, contests, shared goals, feedback,
resources acquisition, rewards, transactions, extra turns, and win states. For Arnab et al. (2015),
Game mechanics are the theoretical concepts of the game such as resources, goals, and
dilemmas; and by the rules that are the guidelines of the game. Game mechanics control which
stimuli should be attributed and outline when and how incentives should be obtained.
Consequently, Game dynamics and Game mechanics are interconnected in such a way that they
balance and boost each other (Tu et al., 2015). In addition, sensations such as enjoyment,
awakening, fantasy, and happiness are some of the mechanics that enhance the shopping
experiences (Xu et al., 2012). As Bilgihan et al. (2015) concluded, the online shopping
experience is characterized by complete absorption in what one is doing, and an IS practical
characteristics help consumers obtain a sense of self-control and an inherently fulfilling
experience.

Game dynamics were defined by Gatautis et al. (2016) as a specific consumer state leading
to additional engagement in gamified activities, which in the online world can lead to a
consumer-specific state of stimulation. They are also considered to be among the most
important subjects regarding gamification, as they can encourage system users to explore new
resources by giving them new and unexpected rewards (Tu et al., 2015).

Suh et al. (2018) concluded that Game dynamics satisfy users’ essential psychological
needs, which is paramount to boosting enjoyment, leading to customer engagement with a
gamified IS.

The online shopping experience is associated with the flow experience because as O’Cass
and Carlson (2010) state, it stimulates online shopping behaviors, impulse buying, purchase
goals, and continuance intentions. Greater awareness of a system’s interactivity over its
mechanisms can amplify the user’s experience and achievements (Bilgihan et al., 2015). Based

on this, we propose the following hypothesis:

H6 - Game mechanics on the EC platform have a positive effect on the platform’s Game

dynamics.

3.2.3.5. Intention to use EC
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User satisfaction is a goal that all companies hope to achieve due to its advantages, such as
customer loyalty, sustainable profitability, and positive reviews and comments from customers
(Y. Liu & Jang, 2009). Customer satisfaction can be defined as the customer’s perception of a
service received compared to a service expected (Jani & Han, 2011). In addition, Martinez-
Navalon et al. (2021) state that if the user has predetermined quality expectations about a certain
service and if the service is delivered in line with those expectations, satisfaction is generated.

If satisfaction is generated regarding a service or product, it positively affects the user’s
trust, which will encourage the user to continue buying the same products or using the same
services (Martinez-Navaldn et al., 2021). In the EC environment, user satisfaction is defined as
the satisfaction of the consumer regarding her/his previous buying experiences with an EC
company (Anderson & Srinivasan, 2003). As Shakib Hossain et al. (2019) conclude, a robust
relationship with users certainly affects brand loyalty in a positive way. Chen (2012) concluded
that achieving user satisfaction is paramount for customer e-loyalty, not only because online
Customer satisfaction can be attained through overall user satisfaction, user expectations, and
the shopping experience, but also once customers become loyal they express their loyalty
toward the e-retailer in different psychological and behavioral dimensions. For Chen (2012),
customer loyalty is a significant objective for EC systems due to the advantageous customers’
attitudes such as repeat purchase intentions and behaviors. In addition, a loyal regular user
should be more likely to seek a product or service in the future than a first-time customer
(Basalla et al., 2021).

User satisfaction is important for companies because a satisfied user repurchases, trusts the
brand, and is loyal to the enterprise’s services and products (Martinez-Navaldn et al., 2021).
Companies must focus on this matter for users to continue using their services and EC

platforms. Based on this, we propose the following hypothesis:

H7- The user satisfaction provided by the EC platform has a positive effect on EC Intention

to use.
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IS performance is a key attribute in determining user satisfaction in EC and an aspect that
affects the consumer’s decision to purchase a product or not (Poggi et al., 2014). Website
abandonment by EC visitors has a negative impact on companies’ revenue and results (Marshak
& Levy, 2003). In their most recent study, Taherdoost and Madanchian (2021) stated that
performance, trust, usability, user-friendliness, design, training, security, and quality are the
most significant features of EC satisfaction and that these must be well planned in order to
implement them correctly on an EC system.

For Chen (2012), customer loyalty is a significant objective for EC systems due to the
advantageous customers’ attitudes such as repeat purchase intentions and behaviors. In
addition, a loyal regular user ought to be more likely to acquire a product or service in the future
than a first-time customer (Basalla et al., 2021).

Gamification is a theoretical framework that merges game elements and techniques to
improve results in a non-game context (Silva et al., 2019). In the business world gamification
has the objective of improving Customer satisfaction and sales (Muangsrinoon & Boonbrahm,
2019). Furthermore, game components characterize consumer understanding of website
features as well as a different type of enthusiasm to become engaged in games Gatautis et al.
(2016). Greipl et al. (2021) conducted a study that identified if participants were engaged in a
game or non-game version of a spatial working memory task. The authors concluded that game
elements enabled a more emotionally engaging experience. On the other hand, the non-game
condition leads to a sense of boredom (Greipl et al., 2021). Game dynamics were defined by
(Gatautis et al., 2016) as a specific consumer state leading to additional engagement in gamified
activities, which in the online world can lead to a consumer-specific state of stimulation. They
are also considered to be among the most important subjects regarding gamification as they can
encourage system users to explore new resources by giving them new unexpected rewards (Tu
et al., 2015). Suh et al. (2018) concluded that Game dynamics satisfy users’ essential
psychological needs, which is paramount to boosting enjoyment, leading to customer
engagement with a gamified IS.

Based on this, we propose the following hypothesis:

H8- Game dynamics implemented on an EC platform have a positive effect on EC Intention

to use.

3.2.3.6. E-commerce net benefits
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Viathe internet, IS, and applications, it is possible today to buy, sell, market, and commercialize
products, services, and information (Ho et al., 2020). EC has become one of the most important
approaches in businesses leading to an increase in efficiency in companies’ operations (Abdu’a
& Wasiyanti, 2019). At the same time, EC also establishes long-term relationships between
consumers and enterprises, resulting in repurchase intentions (Agag & El-Masry, 2016).
Dirgantari et al. (2020) concluded in their recent study that companies must continue
developing EC systems to increase usage level, information quality, information relevance, and
client satisfaction. When compared to other companies, enterprises that use this type of IS have
the ability to become more resilient and improve their own ability to respond to competitors
(Zhuang & Lederer, 2003) . Additionally, as mentioned above, Peiris et al. (2015) state that EC
has the ability to retain customers, contributing to their intention to use these types of system.

Lederer et al. (2009) conducted a study to identify IT general benefits and concluded that
in general there are 33 benefits categorized in six groups: information, cost savings,
competitiveness, productivity, planning and control, and new applications. More specifically,
there are several benefits when using EC IS, such as sales increase, cost reduction, and better
customer relationship management (Bordonaba-Juste et al., 2012; Lyu et al., 2010).
Additionally, Zhuang and Lederer (2003) identified other benefits for B2B EC, which are
operational effectiveness and efficiency, better data control, better customer service, and access
to new markets.

As Agag (2019) concluded in his study, relationship quality has a great influence on
repurchase intention and loyalty, showing the importance of building a solid relationship
between the online service provider and buyers. Furthermore, Carvalho and Mamede (2018)
conducted a study in which companies top managers pointed out the advantages of
implementing and maintaining an EC system, mentioning greater knowledge of their target
audience, contracts growth, transactions speed, wider geographic coverage, and turnover
increase. EC has reshaped the commercial relationship between the customer and the seller
because today it is possible to conduct business exchanges in real-time with no geographical
boundaries (Luo et al., 2005).

EC is not only about successes, but also about failures that must be analyzed. “Net benefits”
leaves a margin for error margin in the final results because “[no] outcome is wholly positive
and without any negative consequences” (DeLone & McLean, 2004). “Net benefits” measure
the negative and positive impacts on companies, customers, suppliers, economies, and
industries (DeLone & McLean, 2004).

Based on this, we propose the following hypothesis:
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HO9- The Intention to use EC platform has a positive effect on EC net benefits.

3.2.4. Conceptual model

The new proposed conceptual model (Figure 3.1) summarizes the hypotheses for this research.

Information

Service quality

User satisfaction

Ease of use

Game design

Game mechanics

Figure 3.1 - New Proposal of 1S Success Model. (source: own elaboration).

Q
Intention to use

e-commerce

H9

E-commerce net
benefits

The suggested approach uses metrics of Game dynamics and User satisfaction to estimate

the Intentions to use EC, which in turn evaluates the EC benefits. User satisfaction and its

antecedents, namely Information, Service quality, and Ease of use have been considered as the

overall Intention to use EC (llieva et al., 2022).

Game dynamics has been considered as the overall user game experience and is considered

a fundamental part of the user’s Intention to use EC (Yu & Huang, 2022). Thus, three

antecedents, Ease of use, Game design, and Game mechanics, were used to estimate Game

dynamics. These variables and relationships in the proposed model are relevant for the study in

the context of Small and Medium Size Enterprises (Schielzeth, 2010).

3.3.  Methodology

3.3.1. Context of the study
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The sample for this study is a pool of clients of an SME that operates in the B2B context
distributing products (e.g., coffee, chocolates, candies,) to Hotels, Restaurants, and Cafés. This
small company seeks to increase online sales by creating a new website.

The survey was distributed among the company clients, i.e., the potential users of the new
website. The survey was a fundamental resource to gather relevant information concerning the
company, its clients, and their intention to use a new EC platform. It is important for this SME
to participate in the project not only to understand and better comprehend the EC in B2B, but
also to improve their online sales. As stated by Libai et al. (2010), an online atmosphere

empowers corporations to be allied in dynamic new ways.

3.3.2. Data collection and Questionnaire

Data were collected with a survey addressed to online clients of the case company between July
2021 and January 2022. The questionnaire was in Portuguese and available online via a link
(https://iscteiul.col.qualtrics.com/jfe/form/SV_8HaQK1KhPFUEOAC) that redirected the
online consumers to the questionnaire (the questionnaire is included in the attachments). A total
of 610 responses were received; 88 incomplete questionnaires were eliminated, and the final
sample has 522 valid responses.

The questionnaire had ten sections, 9 for the model dimensions and the last for
demographics. The first section comprised the Information EC and had 5 dimensions (Loiacono
et al., 2014; Walker et al., 2016); the second section contained the Service quality EC and had
5 dimensions (Kuo et al., 2009),; the third section embraced the Ease of use and had 5
dimensions (Chiew & Salim, 2003); the fourth section was for Game design EC and had 12
dimensions (Thorne et al., 2009); the fifth section included the Game mechanics EC and had 5
dimensions (Bovermann & Bastiaens, 2020), the sixth section comprised User Satisfaction and
had 5 dimensions (Kuo et al., 2009), the seventh section contained the Game dynamics and had
5 dimensions (Bertoa et al., 2019), the eighth section contained Intentions to Use EC and had 4
dimensions (Belanche et al., 2012), and the nineth section included EC Net Benefits and had 5
dimensions (DeLone & McLean, 2004; Zhuang & Lederer, 2003); the last section comprised
the Demographics.

Based on the literature, well-validated measurement items for study constructs were
adopted and included in the questionnaire, which measured online consumers and ranked the
importance of each attribute in their previous experience in online shopping. The responses

used a 7-point Likert scale (1 = “Extremely unimportant”; 7 = “Extremely important”).
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3.3.2.1. Sampling

The respondents were company clients who had access to the shared link redirecting them to

the questionnaire. Most of the respondents were male /54.2% of the sample), with the largest

percentage between 18 and 25 years old 39.8%. Also important to remark is that the EC users

46-54 years old represent 23% of our sample. Time spent online by our users is essential for

the results, since almost every respondent used the internet regularly (99%); and 200

respondents (38.3%,) reported making online transactions at least once per month, followed by

146 respondents making one online transaction quarterly (28% of the sample). It is also

important to mention that 210 respondents had used EC for only 2 to 5 years, representing

40.2%, and 134 respondents had been making online transactions for more than 5 years (25.7%

of the sample).

Variable Category N %
Male 283 54.2
Gender

Female 239 45.8
18:25 208 39.9

26:35 68 13
Age group 36:45 83 15.9
46:54 120 23

>55 43 8.2
High school 157 30.1

Four-year
. 255 48.9
university

Education Master’s 90 17.2
Doctorate 4 0.8

MBA 5 0.9

Other 11 2.1
Regular user 443 84.9

Internet Profile

Not regular user 79 15.1
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Familiar with EC 443 84.9
Familiarity Not familiar with 29 151
EC '
Weekly 68 13
Monthly 200 38.3
Online Transactions Trimestral 146 28
Frequency
Annually 96 18.4
Never 12 2.3
<1 178 34.1
EC years 2:5 210 402
o5 134 | 257

Table 3.1 — Demographics (source: SPSS AMOS output)
3.3.3. Data Analysis

Analyzing the outcome data of research is a complex task. Conventional statistical techniques
for data analysis specify default models assuming that measurement occurs without error and
are intransigent to some extent. On the other hand, structural equation modeling (SEM) is a
multivariate technique incorporating measured variables and latent constructs, and clearly
identifies measurement error (Suhr, 2006).

To test the relationships hypothesized in the proposed conceptual model (Figure 3.2), we
used the SEM (IBM SPSS Amos 28 SEM), after performing an exploratory and confirmatory
factor analysis with SPSS to estimate a series of interrelated dependence relationships
simultaneously. The SEM approach has been used in many fields (social science, IT, and others)
to empirically analyze conceptual models, as it tests hypotheses regarding the model
relationships; to represent, estimate, and test a model’s relationships between variables; and to
test hypothesized patterns of directional and nondirectional relationships between measured and
latent variables (Boomsma et al., 1995; MacCallum & Austin, 2000; Rigdon, 1998)
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Exploratory factor analysis (EFA) and Confirmatory factor analysis (CFA) guarantee that
the precision of this consideration complies with the current measures that are considered
reasonable for conceptual model validation (Figure 3.1). Using AMOS we performed an EFA
in SPSS before conducting a CFA to identify the underlying constructs and to verify the factor
structure for a set of measured variables according to participants responses (see Table 3.1 in
appendix).

Inferential statistics regularly count on the supposition that data are regularly distributed.
Values that are skewed or occur recurrently along one portion of the measurement scale will
affect the variance—covariance among variables, and kurtosis in data will also impact statistics
(Schumacker & Lomax, 1996). Because of this, we tested the data for normality and the

Skewness and Kurtosis measures were checked (see Table 3 in attachment).

There are several methods to determine the proper number of main components to
characterize the data variance and the feature correlation in a principal analysis. One of the most
popular methods is the Kaiser-Meyer-Olkin (KMO) statistic test (Table 3.4), which measures
the suitability of the data obtained for structure detection, and provides hints about the
proportion of variance, given the analyzed variables (or items) that is caused by underlying
factors, i.e., KMO indicates how well the items are suited to perform a factor analysis (Kaiser,
1960). Low values of KMO suggests that the sum of partial correlations is greater than the sum
of correlations, indicating that the use of factor analysis is unsuitable, while higher values of
KMO suggests that the correlations’ pattern is fairly compact and the use of factor analysis
would give consistent results (Field, 2013).

The reliability of scale is commonly measured by the Cronbach’s alpha (Chan et al., 2018)
. It defines the mean correlation or the internal consistency between factors in the survey to
assess the questionnaire’s trustworthiness. The Cronbach’s alpha coefficient takes a value
between 0 and 1 and the closer to 1, the more consistent the measurement scale is (Reynaldo &
Santos, 1999).

93



Intention to
use
e-commerce

H9
E-commerce
net benefits

Game
dynamics

HS
Game design

He

Figure 3.2 - Proposed Conceptual Model. (source: own elaboration)

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin (KMO) Measure of Sampling 0.909
Adequacy.
Bartlett’s Test of Approx. Chi-Square 13764.473
Sphericity dl B0
Sig. 0.000

Table 3.2 - KMO and Bartlett’s Test (source: SPSS AMOS output)

The Square root of the AVE (Average Variance Extracted) and CR (Composite Reliability)
were used to test whether the discriminant validity exceeded the correlation between the
dimensions (Hair et al.,2006). The model has acceptable convergent validity, as shown by the
results for CR and AVE (diagonal elements in bold) of all the dimensions (see Table 3), and
the CR and AVE are above 0.7 and 0.5, respectively, as suggested by Nunnally and Bernstein
(1994), indicating that the discriminant validity is adequate.

Correlations between dimensions and AVE
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Net
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0.817

0.599

0.777

0.509

0.786

0.676

0.508

0.513

0.583

Game

dynam mechan

ics

0.728

0.514

0.775

0.512

0.719

0.613

0.709

0.712

Game

ics

0.881

0.845

0.748

0.519

0.604

0.786

0.713

Ga
me

desi

gn

0.852

0.761

0.693

0.548

0.748

0.716

Ea Servi Custom

se ce er Intenti

of quali Informat satisfact on to

use ty ion ion use

0.79
4

0.66
7 0.822

0.68

3 0.792 0.839

0.51

7 0.653 0.792 0.803

0.61

9 0.757  0.758 0.752 0.798

Note: The numbers of the diagonal (in bold) are the Square root of the AVE for each dimension.

All correlations are significant at p<0.01.

Table 3.3 - Correlations between dimensions and AVE. (source: SPSS AMOS output)

3.4.

Results

Before analyzing the data from this investigation, the values of Skewness and Kurtosis were

examined. These values were gathered for data analysis and therefore SPSS and AMOS 28
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were used. To better visualize the results, a descriptive statistics table (Table 3.1 in appendix),
Skewness and Kurtosis measures table (Table 3.2 in attachment), KMO, Bartlett’s Test table
(Table 3.1), and a regression coefficient conceptual model (Figure 3.3) were formulated.

Cronbach’s alpha values for constructs were all above the minimum threshold of 0.70,
demonstrating internal reliability in measurement items (Reynaldo & Santos, 1999). For this
research the variable with the greatest index is Intention to use (0.899), followed by EC Net
benefits (0.898), the third variable is Customer satisfaction (0.845), the fourth is Information
(0.833), the fifth is Ease of use (0.829), the sixth is Game mechanics (0.818), the seventh is
Game design (0.803), the eighth is Service quality (0.783), and the variable with the lowest
Cronbach’s alpha is Game dynamics (0.760).

The current study found that skewness is between -1.062 and 0.3 (see Table 3.2 in
appendix), indicating non-normal dissemination, but still within the presumptions of greatest
probability (Field, 2013). The most affected variables are Customer satisfaction 3 and Game
mechanics 5.

Kurtosis ranged from -0.806 to 1.257, being recognized as a platykurtic distribution and
demonstrating non-normal conveyances, but still inside the suspected range of greatest
probability (Kallner, 2018). The most affected variables are Game design 1 and Customer
satisfaction 3.

The values for skewness and kurtosis -2 and +2 are considered tolerable and indicate normal
univariate distribution (George & Mallery, 2016). Thus, the variables Customer satisfaction 3
(kurtosis = 1.26) and Customer satisfaction 3 (Skewness = -1.062) may alert us to a problem
and could be removed, as they suggest a large number of univariate outliers in the dataset.
However, they have an acceptable commonality.

A variable is “good” for EFA if its commonality is moderate (above 0.5). When less than
or equal to 0.5 it can be considered low, meaning that it shares less than half of its variability
in common with the other variables (Velasquez & LaRose, 2015). The commonality values

show that all variables are good for an EFA.

Absolute Fit Indices | Value Recommendations Author
Chi-Square (X2) 1376.473 | X2 five times or less than the df is

acceptable Hair et al., 2006
p-value (P) 0.000 <0.05 Hair et al., 2006

96



Degree of Freedom Hu & Bentler,
Ratio (df) 1999

503
Schumacker &
Lomax, 1996

Chi-Square/degree |3.645 X2 five times or less than the df is |Hu & Bentler,

of freedom ratio acceptable 1999
(X2/df)
Schumacker &
Lomax, 1996
Goodness-of-Fit 0.821 >0.80 (Bollen, 1989)
(GFI)
The Root Mean |[0.071 Values closer to 0 represent a good | (Lewis, 2017)
Square Error of fit. It should be < .08 or < .05. (Cai, Chung, and
Approximation Lee 2021)
(RMSEA)
Comparative  Fit |0.845 >0.85 (Byrne and
Index (CFI) Campbell 1999)
Incremental Fit | 0.830 >0.90 (Browne &
Index (IFI) Cudeck, 1993)

Table 3.4 - Fit Model Values (source: SPSS AMOS output)

A KMO value greater than 0.7 indicates that factor analysis is appropriate for the dataset
under consideration and if less than 0.50, is inadequate (Leech et al., 2005). The KMO value
for this research is 0.909, which is a high value (close to 1) and is classified as “superb” on the
Level of Acceptance, demonstrating that the data are adequate for a factor analysis (Table 3.1)
(Field, 2013). To test whether this value is statistically different from zero at p=.05, Bartlett’s
Test of Sphericity is required. The result 2 (522) = 13764.473, p < .000, showing that
correlations within items are good and significant (see Table 3.2). In conclusion, the present

dataset is suitable to perform an EFA.
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A SEM with maximum likelihood estimation procedure was run, with results showing a
good model fit, as demonstrated in Table 3.3. The hypothesized relationships were tested.
Figure 3 presents the empirical findings from the SEM. Hypotheses 1, 2, and 3 were tested, and
their results indicated that User Satisfaction is positively affected by Information (B = 0.17),
Service quality (=0.19), and Ease of use (f=0.38), meaning that EC platform Ease of use has
the greatest effect on user satisfaction.

When Hypotheses 4, 5, and 6 were tested, results showed that Ease of use (f = 0.20), Game
design (B = 0.17), and Game mechanics (f = 0.49) exerted a substantial impact on Game
dynamics, and thus Hypotheses 4, 5, and 6 are also supported. These results also show that
Game mechanics brought by the EC platform has the most positive effect on EC platform Game
dynamics.

Hypotheses 7 and 8 were then estimated. Intention to use EC is positively affected by User
Satisfaction (B = 0.80) and Game dynamics (3 = 0.16), indicating that Hypotheses 7 and 8 are
also supported. The user satisfaction provided by the EC platform has the most positive effect
on EC Intention to use. Finally, hypothesis 9 was assessed. EC net benefits are possibly affected
by Intention to use EC (B =0.70), meaning that the Intention to use EC platforms have a positive
effect on EC Net benefits.

Estimate S.E.C.R. P Label
Customer _
_ _ <--- Information 171 .047 3.644 faleie H1
satisfaction
Customer Service
_ _ <--- ) 199 .034 5.872 faleie H2
satisfaction quality
Customer
_ _ <--- Ease of use 381 .047 8.082 faleie H3
satisfaction
Game
) <--- Ease of use 201 .057 3.537 Fhx H4
dynamics
Game )
) <--- Game design 160 105 1.517 129 H5
dynamics
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Estimate S.E.C.R. P Label
Game Game
_ G ) 493 .052 9.393 faalad H6
dynamics mechanics
Intention  to Customer
- _ _ .804 .080 10.040 falale H7
use satisfaction
Intention  to Game
<-- _ 165 .034 4,845 *kx Hg
use dynamics
EC Net Intention to
_ <--- 707 .064 11.016 falale H9
benefits use

Table 3.5 - Regression results underling the hypothesis testing (source: SPSS AMOS output)

H1:p=0.17

Service
quality H7:p=0.80

H3:p=0.38

User
satisfaction

H8:p=0.16

Game
dynamics
E ——

............ » Non positive influence

HO:B=0.70

Intention to
use
e-commerce

E-commerce
net benefits

H5:p=0.17
Game design

H6:$=0.49 Positive influence & significant at 0.01

Figure 3.3 - Regression Coefficient Values (source: Own elaboration)
3.5. Discussion

Our study presents an original conceptual model to investigate the potential impact of a new

EC website on the performance of a SME in the B2B context. Through an analysis of the
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company, its customers, and potential users of the new EC platform, we have identified a strong
correlation between Customer Satisfaction and the Intention to Use. This relationship, in turn,
has a direct and positive effect on the EC Net benefits as the dependent variable. This highlights
the critical role of Customer Satisfaction and Intention to Use in driving the success of EC
platforms for SMEs in the B2B context. Our results align with the research conducted by
(Shahid Igbal et al., 2018) , who reported a significant positive correlation between self-service
technology Service quality and behavioral intentions. Moreover, (Ma & Wang, 2021) have
demonstrated the importance of customer satisfaction in driving re-purchasing intention,
especially in the context of service failure. These findings provide further support for the notion
that enhancing customer satisfaction and Service quality can lead to improved Intention to Use
EC.

Our study indicates that while all variables in the proposed model have some impact on the
final results, certain factors may warrant more attention from companies seeking to enhance
their net benefits. Our analysis has revealed that the Ease-of-Use variable exerts the greatest
influence on Customer Satisfaction, while the Game Mechanics variable has the strongest
impact on Game Dynamics. Additionally, we have found that Customer Satisfaction has a more
significant positive effect on the Intention to Use EC variable than on the Game Dynamics
variable. Notably, the Intention to Use EC variable was identified as having a direct and positive
impact on EC net benefits. These findings have important implications for companies seeking
to improve their EC performance by prioritizing the most influential variables in the proposed
model. Our study's findings are consistent with those of Agarwal and Dhingra (2023), Yadav
and Goraya (2018), and Phaphoom et al., (2015), who have reported that Ease of use is the most
crucial factor influencing cloud Service quality and, consequently, customer satisfaction.

For small B2B enterprises EC offers a variety of growth opportunities and advantages
including cost savings, efficiency enhancements, better customer and supplier relationships,
access to new markets, real-time marketing offers, higher profits, and gains in competitive
advantage (Elbeltagi et al., 2016b; Walker et al., 2016). Customers tend to use EC if the website
delivers the proper service in the period agreed to ensure that what the customer receives is
what he or she believed they would get. Furthermore, customers are more likely to share

information and conduct online transactions if they feel more secure (Agag, 2019).
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Although H1 and H2 had positive effects regarding the Customer satisfaction, H3 stands
out more. Our results imply that at these levels of Ease of use customers will be more pleased
and inclined to consume, thereby expressing consumer satisfaction. In a study conducted by
Filieri et al. (2021) measuring if TripAdvisor is still relevant, the authors found that perceived
Ease of use has a positive impact on Customer satisfaction, leading to the continuing relevance
of the user generated platforms. On the other hand, the findings differed from those of Shahid
Igbal et al., (2018), who found a strong relationship between self-service technology Service
quality and customer satisfaction.

This study contributes to the very limited literature on SMEs that operate in the B2B context
and that intent to use gamification as a mechanism to boost sales and increase the customer
intention to use an EC website. Regarding the Game dynamics, the hypothesis found to be the
most prevalent was H6. Hypotheses 4 and 5 did not have the same outcome values has H6,
revealing that for Game dynamics success, developers should focus more on Game mechanics.

One of the earliest mechanics introduced was the frequent flyer program by American
Airlines, which was followed by other airline companies. Subsequently car rentals and hotel
chains started using mechanics of gathering points and exchanging them for other services and
products as an instrument to grow the return rate of customers (Shpakova et al., 2017). Hamari
et al. (2014) have reported that mechanics enable game dynamics to create a unique user
experience. Moreover, Hofacker et al. (2016) have shown that game mechanics have the ability
to shape users’ perceptions of expected rewards.

While our study and others have highlighted the potential benefits of effective Game
mechanics, Zhang and Huang (2010) have cautioned that the effectiveness of these mechanics
may depend on consumer proximity to specific goals and the mechanics of goal achievement.
These results suggest that careful attention must be paid regarding the tailoring of game
mechanics to the specific needs and goals of users in order to maximize their impact on user

behavior and outcomes.
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The correlation between Ease of use and Customer satisfaction is slightly higher than the
correlation with Game dynamics. Similar results were found in a Technology Acceptance
Model (TAM): Ease of use, defined as the degree to which using a system is relatively free
from effort; and usefulness, defined as the degree to which using the system enhances an
individual’s effectiveness (Davis, 1989). Service quality and Information both have a small
impact on Customer satisfaction with only Ease of use being relevant. Contrary to our research,
Brown et al. (2008) found that the relationship between satisfaction and Ease of use and
usefulness was not statistically significant. However, they found that the relationship between

the interaction term and satisfaction for usefulness was statistically significant.

In the specific context of the study in which customers use the website for placing their
orders, Game mechanics, which include scores, levels, and virtual goals, have a direct positive
effect on Game dynamics (Bovermann & Bastiaens, 2020). We found that customers tend to
use gamification if it is related to financial benefits or monetary gains, which is in line with the
findings of Rodrigues et al., (2016). For example, Game mechanics and Game dynamics might
be a successful company strategy if they are related to quantity discounts or other monetary
advantages. The non-positive effect of Game design and Game dynamics is that design is
related to esthetics and when shopping online, customers may seek functional benefits and
usefulness of the website rather than the design (Bridges & Florsheim, 2008).

Another interesting finding is that Game dynamics (e.g., game characteristics such as
trophies, rewards, contests, or avatars) have a weak effect on the intention to use the website
for commercial transactions. On the other hand, when comparing H7 with H8, it is clear
Customer satisfaction is more important than Game dynamics when the main objective is that
clients intend to use the EC website. Tu and colleagues found that although gamified websites
might include incentives and rewards, these Game mechanics do not constitute a successful
gamification design on their own (Tu et al., 2015). For instance, Google’s attempt to reward
users for reading the news with badges was unsuccessful because they did not want to reveal
the specific news they were interested in reading. This is an illustration of how poorly conceived
mechanics may result in unfavorable dynamics. Gamification does not necessarily work or
represent the best approach merely because it is popular at the present time (Robson et al.,
2016).
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In a study conducted by Khulood Alhammadi (2022) it was found that actual use mediates
the relationship between satisfaction and net benefits. These findings are in line with our results
whereby H7 is more important than H8, showing that Customer satisfaction will influence EC
Net benefits but will be mediated by Intention to use EC. Our findings also indicate that EC
Net benefits are highly dependent on Intention to use EC, resulting in the validation of HO9.
Similar results were also found by Jimmy (2014), who conducted a case study to measure the
net benefits of the University of Surabaya’s EC, finding that the net benefits dimension is the
most critical one, and is responsible for cost savings, market expansion, additional sales, and
time savings.

Our main results are in line with those of previous studies conducted in this area. Tobon et
al. (2020) found that gamification enhanced customer engagement and consumer decision, Xi
and Hamari (2019) discovered that gamification has a substantially positive effect on users’
satisfaction, Rodrigues et al. (2016) state that gamification has a positive impact on customer
intention to use a business software, and Blohm and Leimeister (2013) discussed in their study
that gamification enhances loyalty and motivation toward a service, brand, or product.

Contrary to our findings, in which Game Mechanics were the gamification element with
most impact on EC net benefits, Hofacker et al. (2016) report that Game Design is the
gamification element which has the greatest positive impact on customers’ decisions. Tobon et
al. (2020) also points out the importance to study gamification using psychological theories, as

individual desires and needs require understanding to develop new services and products.

3.6. Conclusion

Despite the phenomenal growth in EC, little is known about the way SMEs operating in B2B
manage their EC IS. The main goal of this study, therefore, was to develop a theoretical model
based on DeLone and McLean’s (2003) model that elucidates how SMEs operating in B2B can
attain EC Net benefits by considering gamification as a lever and a determining factor for EC
success. Our study examined the associations among the proposed model variables to observe
the influence of variables on each other and on the EC Net benefits and to measure and compare
the importance of User Satisfaction and Game dynamics for the EC Net benefits.
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Consistent with earlier research findings, the outcomes of this study substantiated the
validity of our proposed model as a theory that can be applied not only to information system
adoption, but also to the assessment of SMES EC. Our research has addressed a crucial gap
between the model and implementation phases of EC in SMEs and has implications for
achieving net benefits in a real-world context.

In general, with the aid of the proposed model, it has been verified that EC adoption plays
a critical role in enabling organizations to satisfy customer demands. Therefore, the adoption
of the proposed model may prove advantageous to businesses wishing to improve their
competitiveness in the market. Our study has provided insights into the theoretical and practical
aspects of B2B EC by SMEs as well as the potential of gamification elements and mechanisms
in facilitating this process.

In particular, it can be concluded that a well-designed information system with good
usability can significantly enhance customer satisfaction, leading to a positive buying
experience. While the mechanics of the website also contribute to its overall performance, the
impact of graphic design elements on the Intention to use EC is relatively lower compared to
that of user satisfaction. Nevertheless, our analysis of the Intention to use EC reveals that greater
customer satisfaction can result in greater net benefits for the company. Therefore, businesses
should focus on improving the usability of their information systems to optimize customer
satisfaction and enhance their overall performance.

The results also suggest that an information system with good usability can lead to
increased customer satisfaction and a positive buying experience. While effective website
mechanics contribute to improved dynamics, game dynamics have a relatively lower impact on
the Intention to use EC compared to user satisfaction. Nonetheless, our analysis indicates that
higher levels of Intention to use EC can result in greater net benefits for the company. Therefore,
businesses should prioritize the development of user-friendly information systems to optimize

customer satisfaction and improve their overall performance.
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Additionally, our study successfully integrated gamification into a novel theoretical
framework and extended the proposed model to encompass graphic design, game mechanics,
and game dynamics, in line with DeLone and McLean’s (2003) framework. While we do not
claim that our theoretical model is extremely vigorous, it effectively demonstrated the positive
impact of user engagement, game mechanics, user satisfaction, and Intention to use EC on the
perceived net benefit. Therefore, our proposed model can serve as a useful tool for businesses
seeking to enhance customer satisfaction and improve their overall performance through the
use of gamification. Undeniably, our proposed model involving these key factors has a strong
explanatory power for outcome variables, whereby Ease of use ( = 0.20), Game mechanics (3
=0.49), User Satisfaction ( = 0.80), and Intention to use EC ( = 0.70) are revealed to be the
most significant variables. The investigation brings to light operational relationships among
research variables that will offer managers important material for building their own EC IS and
attaining EC Net benefits.

A limitation of this study is the method used to collect the data. Although having a company
that cooperated with our research was a positive issue, a drawback was that a portion of the
sample were clients of this company. Future research could address more companies around
the world focusing on more types of clients.

In the future it would be valuable to examine the IS success model for EC in the Arab
world, as proposed by Rouibah et al. (2015) in their study on B2C companies. Their model,
which builds on Liu and Wang’s (2008) model, highlights that has no bearing on user
satisfaction in an Arab context. Our study’s findings shed light on emerging trends and
customers’ satisfaction perceptions based on the online buying experience that affects EC Net
benefits. As such, it would be interesting to explore how our study aligns with the Arab context
and to apply our findings to this context, given that Ease of use is the variable that most strongly

affects User Satisfaction.
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The study by Wachidin Widjaja et al. (2017) investigates the determinants of a successful
B2C EC website in Indonesia, Japan, and South Korea by using an updated DeLone and
McLean Information System Success model. Their results reveal that all quality factors of B2C
EC impact both user satisfaction and attitude toward the website across all research groups,
regardless of the level. Their study concludes that improvements in user satisfaction and attitude
toward the site can aid in the advancement of online business. The authors also mention that
enhancement on user satisfaction will help in the development of an online business, and it is
interesting to consider the outcomes of our study in this context, since our model is a tool for
businesses seeking to enhance customer satisfaction and improve their overall performance

through the use of gamification.

3.6.1. Theoretical Contribution

The results allow us to conclude that all variables have a strong link, but Ease of use is the one
that most affects the User Satisfaction; Game Mechanics is the variable that has the strongest
link to Game Dynamics; User Satisfaction reveals having more influence than Game Dynamics;
and it was possible to confirm that EC Net Benefits are positively influenced by Intention to
Use EC.

In recent years, few academic researchers have conducted studies focused only on the
SMEs that operate in the B2B market. Although many of these studies have launched EC
models, not all have been tested in the field, as we do. Jeyaraj (2020) pointed out the need for
more studies undertaken in specific areas in order to have specialized field studies.
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By proposing a new model that extends that of DeLone and McLean (2003), scholars will
be able to compare our results with previous studies conducted in this area, especially with the
most recent ones, identified in the articles conducted by Celik and Ayaz (2022), Millenia et al.
(2022), and Bozi¢ and Dimovski (2020). The present research adds new awareness by
explaining the emerging trends and customers’ satisfaction perceptions based on the online
buying experience that affects EC Net benefits. It was noted by Dirgantari et al. (2020) that it
was necessary develop EC systems for improving usage levels, information quality, and client
satisfaction. Our study not only enhances the SME literature pertaining to the Intention to use
EC, it also helps top managers to develop EC strategies to please their customers and increase
net benefits. Agag (2019) reported that the establishment of a strong relationship between the
online service provider and buyers is crucial, as it has a significant impact on both repurchase
intention and loyalty, highlighting the importance of prioritizing relationship quality in the
context of online services. This investigation also provides a fresh opportunity to judge and
benchmark results with another research undertaken internationally.

3.6.2. Practical Contribution

SMEs are the backbone of economies, which makes them very important for every country.
However, these companies generally have limited resources, which denies top managers the
opportunity to invest sufficiently in all departments, and they must choose wisely where to
allocate their limited funds. Based on our model, enterprises should focus their investment on
a system that provides good Ease of use to their customers in order to reach their satisfaction.
By having a website that provides Customer satisfaction, firms will be able to impress their
clients in a way that will encourage them to increase their Intention to use EC. The more a
consumer intends to use EC systems, the more net benefits a company will obtain, which lets
us conclude that EC Net benefits are directly and positively affected by Intention to use EC.
The recent years have shown an immense digital evolution in all ways, making EC a type
of business that is indispensable for most companies that sell products, including those
operating exclusively in the B2B markets. Those SMEs are now faced with the need to be online
to attain EC Net benefits. If in the past there was no defined strategy to operate on the web
through the EC, with the model we propose we guide companies to obtain EC Net benefits from
the EC adoption. Based on our results companies will be able to focus their EC IS on the
variables we identified as the most important. Nevertheless, managers should not forget to
analyze their type of business and adapt our proposed model to their own specificities.

107



108



CHAPTER 4 - STUDY IlI
Failure is not an option-Service failures and customer

engagement in small and medium-size enterprises

4.1. Introduction

E-commerce (hereinafter EC) gained a high profile at the beginning of the 21st Century with
rumors and criticism, even though many believed it held out tremendous promise for selling
goods and services (Holloway & Beatty, 2016).

With a considerable volume of financial transactions, today’s EC platforms provide a wide
range of online goods and services, including electronics, high-tech items, food, health and
beauty products, fashion, sports, and travel (Tran, 2021). The EC evolution has also transformed
how SMEs conduct their business, driving them to use technology more often. Consequently,
this new environment raises several challenges that are still mostly unsolved, such as EC service
failure in SMEs (Das et al., 2019; Noor et al., 2020). Although recent studies have paid more
attention to service recovery, there is general agreement that the knowledge of EC service
failure in SME:s is still limited (Uitz & Jancikova, 2022).

The outage of Amazon.com on 19 August 2013, which was believed to have cost the online
retail giant USD 4.72 million in lost sales, serves as the best example of the business impact of
e-commerce service failures (Parkhurst, 2013). Previous research conducted by a digital
marketing company found an alarming 45% failure rate for EC transactions after reviewing
modern websites from a variety of businesses (Tan et al., 2016). In addition, 91% of customers
who had encountered any kind of EC service failure said they were more likely to doubt the
competence of e-merchants to handle private information provided during online transactions
(Tan et al., 2016). The very dynamic and interactive online business places a strong emphasis
on customer engagement. The concept of customer engagement can be seen originally to attract
customers by enhancing the propensity toward products, brands, or businesses on the cognitive,
emotional, behavioral, and social levels (Brodie et al., 2011; Hollebeek et al., 2019).
Nonetheless, the concept evolved as companies seek sales growth and profitability, sustainable
competitive advantage, and customer involvement in product development, and obtaining
customer feedback and referrals has quickly become a strategic business priority (Brodie et al.,
2013; Kumar & Pansari, 2016).
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According to a survey conducted by Gallup (2017), engaged customers make 56% more
trips per month to fast food and casual restaurants, respectively, than disengaged customers
(Palmatier et al., 2017).

Although little is known about the nature and use of company initiatives, techniques, and
strategies that improve or optimize customer engagement, a notable gap in research, particularly
in the context of SMEs, is in understanding how customers respond to service failures (Sands
et al., 2022; Zhang et al., 2021). Given the negative effect of service failures on SMEs’ sales,
profitability and ultimately customer engagement, this understanding is crucial (Zhang et al.,
2021). There are very few studies that examine the effect of multiple service failures on
customer engagement in the context of SMEs.

Considering this, the present study examines EC service failures and their negative effect
on customer engagement in SMESs.

Our study contributes in important ways to investigating the company and customer
perspectives, and we consider a threefold research question:

RQ1 - How do SMEs deal with E-commerce service failure?

RQ2 - How do e-commerce service failures impact customer engagement?

RQ3 - To what degree is customer engagement affected when facing service failures?

The scope of this study is grounded in the service failure and recovery (SFR) theory. Its
application to SMEs is an addition to the current body of the literature.

To better understand our study, we first provide a review of pertinent literature grounded
on the SFR. We then go into detail about the research strategy. The conclusion discusses the
research findings in terms of their theoretical and managerial ramifications. We end by

considering the study’s limitations and make suggestions for future research.

4.2. Theoretical Background

4.2.1. Service failure and recovery (SFR) theory

SMEs must often manage customer grievances arising from instances caused by a service
failure (Van Vaerenbergh & Orsingher, 2016). Although the literature mentions a
comprehensive array of organizational options for rectifying service failures, scholars have
traditionally treated these issues as distinct organizational steps that are loosely connected to
the dynamic nature of the recovery process (Van Vaerenbergh et al., 2019). Service recovery,

which denotes the measures undertaken by service providers following customer complaints, is
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an indispensable component of an organization’s service operations (Van Vaerenbergh &
Orsingher, 2016).

A surge of attention has risen within the domains of service in small enterprises, branding,
and product failure literature, focusing on the influence of adverse incidents and the subsequent
reactions of consumers to these occurrences (Khamitov et al., 2020). Brands and companies
now face growing demands to address moral or performance lapses in their interactions with
consumers (Khamitov et al., 2020).

Service recovery is often regarded as one of the most developed areas of study in the
literature on service management, as there are more than 1,000 articles reporting SFR research
that provide valuable insights into proficient service recovery management. At the same time,
the considerable number of organizations encountering challenges in the domain of service
recovery management reveals that the substantial amount of research in this sphere has had only
a modest influence on the formulation and execution of organizational service recovery
strategies (Khamitov et al., 2020; Kunz & Hogreve, 2011; Michel et al., 2009).

Human resource management researchers concentrate on elucidating the ways that
organizations can provide support to their employees who manage customer complaints, while
marketing management researchers delve into understanding customer reactions to the
organization’s endeavors in service recovery (A. K. Smith et al., 1999a) Simultaneously,
operations management researchers direct their efforts toward comprehending the
establishment of service recovery systems (A. K. Smith et al., 1999a). Such compartmentalized
disciplinary perspectives prove notably valuable within the domain of organizational science,
but there is a potential drawback in failing to recognize service recovery as a holistic
interconnection of concepts and theories (Van Vaerenbergh & Orsingher, 2016).

Qualitative and conceptual research in this area remains constrained, leaving researchers
insufficient tools to break away from conventional viewpoints and propose transformative
perspectives on the process of recovery (Grégoire & Mattila, 2021). Previous studies have
additionally proposed a range of fresh and illuminating recovery approaches, including external
recovery (Allen et al., 2015), customer inoculation (Mikolon et al., 2015), recovery

communication (Van Vaerenbergh et al., 2012), and co-created recovery (Dong et al., 2008).
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Despite all of the approaches, the achievement of complete recovery is sometimes not
universally attainable, especially in cases involving profound moral injustices (such as racism)
or enduring and significant repercussions (such as bankruptcy) (Grégoire & Mattila, 2021). In
scenarios such as these, administrators could design interventions centered around urging
acceptance. For example, when a customer bears significant responsibility for a failure
managers can implement interventions aimed at encouraging customer cognitive and self-
expression restructuring, thereby facilitating the process of recuperation (Khamitov et al.,
2020).

The SFR perspective offers a valuable contribution by acknowledging the comprehensive
scope of service recovery and facilitating the identification of optimal ways for researchers and
managers to implement and formulate various response strategies throughout the SFR, ensuring
a heightened level of efficacy in the overall recovery process (Van Vaerenbergh et al., 2019).
Even though Grégoire and Mattila (2021) state that despite the advanced state of the SFR field,
there are numerous paths for exploration that remain open to the community of researchers in

this area.

4.2.1.1. E-commerce service failures in SMEs

EC service failure can be described as an instance in which a customer expectation is not
fulfilled, leading to disappointment that could be solved by companies’ mechanisms to deal
with this type of issue (Khamitov et al., 2019; A. K. Smith et al., 1999b).

Forbes et al. (2005) report that in 2001 EC retail customers complained about confused web
page information, slow webpages, payment difficulties, late delivery, additional distribution
costs, and delivery of incomplete orders or damaged merchandise. Cultural values and norms,
market heterogeneity, political issues, and unsatisfactory infrastructures have a high probability
of influencing either company policies or customers’ behaviors, which in turn influence their
reaction to service failure (Borah et al., 2020; Chatterjee, 2020; Schoefer et al., 2019; Sinha &
Sheth, 2018).

Although companies develop techniques and mechanisms to prevent EC service failures, it
will always be difficult to prevent them entirely due to the complex involvement of customers
and employees in the consumer’s purchasing journey (Choi & Mattila, 2008). In a study
conducted by Augusto de Matos et al. (2011) in Italy, Netherlands, France, and Brazil it was
found that clients should not be inhibited in making complaints as they consider it as a basic

consumer right and not as an insurrection against companies.
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Additionally, Forbes et al. (2005) measured 10 EC service failures namely i) policy failure,
i) slow/unavailable service, iii) system pricing, iv) packaging errors, v) out-of-stock, vi)
product defect, vii) hold disaster, viii) alterations and repairs, ix) bad information, and x) web
system failure. The authors compared their results with those of Douglas (1993), who measured
the same type of failures. Analyzing both results, it was possible to conclude that policy failures
and product defects were the most often reported service failures.

Commonly, any service failure results in intense customer displeasure and the need for an
efficient recovery, which is even more important in EC, where customers evaluate the service
recovery (Kim & Stoel, 2004; Nursimulu & Bossaerts, 2014; Orsingher et al., 2010). In line
with this research, Chang et al. (2011) concluded that SMEs should focus on the weaknesses of
their EC systems to reduce the chances of failure and to better understand the digital changes.

Failures also have an undesirable effect on SMEs’ strategic plans by harming customer
relations (Barroso et al., 2019), which in turn enhances the importance of understanding service
failure to minimize these negative consequences in post-failure transactions/activities (Gelbrich
et al., 2016; Rohden & Matos, 2022).

The flexibility that characterizes most small enterprises gives them the strength to explore
other types of business opportunities such as EC (Ghobadian & Gallear, 1996). This type of
company also differs from others by not having conventional and formal working relationships,
by having smooth administration, and by having limited resources for developing employees’
capabilities (Levy & Powell, 1998; Saini et al., 2013). SMEs started implementing EC in their
business activity due to benefits such as faster business transactions, lower business costs, and
enhanced flexibility (Lee & Whang, 2001; Subba Rao et al., 2003).

On the other hand, Al-Somali et al. (2011), Garg and Choeu (2015), Ghobakhloo et al.
(2011), and Hussein et al. (2020) state that SMESs that adopt EC face constraints related to poor
technical infrastructures, absence of specialized employees able to develop and sustain EC
technologies, and limited budget to develop and sustain EC.

Although SMEs face some constraints due to their size, firms that implement EC services
compatible with their systems (which have organizational readiness) acknowledge that the
benefits of adopting EC outweigh the risks (Hussein et al., 2020; Pham & Pham, 2011). Chang
et al. (2011) also conclude that SMEs should focus on the weaknesses of their EC systems to
lower the chances of failure and to better understand the digital industry’s changes.

Guchait et al. (2019) state that if SMEs have limited budgets, precluding them from having
a department dedicated to service failures recovery, it is important to develop an organizational

culture that allows their other employees to deal with this type of situation.
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4.2.1.2. Information and system failure

Information System(s) (IS) technologies are used to reduce costs, improve processes, and
provide a high degree of flexibility (Dirgantari et al., 2020). Regarding its usefulness and utility,
DelLone and McLean (2003) developed a model to measure IS performance that has been
widely used by researchers. For DeLone and McLean (2003) the information presented must
be pertinent to the purchaser’s interest and must above all be complete because as Dirgantari et
al. (2020) found, information quality increases EC use and increases user satisfaction.

However, information failures account for a considerable portion of technological problems
that users relate to EC websites (Holloway & Beatty, 2016). Tan et al. (2016) describe this issue
as a main imperfection of EC that occurs when the information provided prevents customers
from completing their activities.

Having convenient information on an EC improves the certainty of a positive purchase
experience for a client, and it is a crucial element of positive evaluation (Zeithaml et al., 1993).
Furthermore, Pavlou and Gefen (2005) and Turban et al. (2015) concluded that to not
discourage clients from carrying out a purchase, an EC website should have complete
information regarding its return policies, warranties, cancellations, and security procedures.

Tan et al. (2016) state that information failure on EC is mainly due to inaccurate
information, incomplete information, irrelevant information, and untimely information.
Research by Chiu et al. (2007) and Maciej Serda et al. (2013) confirms that precise information
has a positive influence on customers’ assessment of EC websites. Therefore, detailed
information is a paramount element of information quality since it captures the extent to which
information generated by a technological system is accurate and impartial (Wixom & Todd,
2005).
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Having complete information regarding extra costs, company procedures, enterprise
policies, and products’ general information is fundamental to guaranteeing transparency and
creating a relationship based on trust with consumers (Wixom & Todd, 2005). DeLone &
McLean, (2003) stated in their work that in the digital revolution, information through the
internet has become a strong and universal communication mechanism to simplify the
progression of commercial businesses. However, having irrelevant information adds difficulty
to the consumers’ buying experience by unnecessarily complicating the information search
process (McKinney et al., 2002; Waite & Harrison, 2002). It has been demonstrated that system
quality improves the capacity of a system to adapt to changing environments (Wixom &
Watson, 2001) but when EC IS are insecure, delayed, inaccessible, non-navigable, or non-
adaptable there are system failures (Tan et al., 2016).

Tan et al., (2016) defined System Failure as when service content (i.e., information and
functionalities) provided by an EC website is not supplied in a way that encourages users to
complete their transactional activities and/or objectives. Moreover, navigational challenges
have been included as a primary failure dimension in the classification of EC service failures
(Holloway & Beatty, 2016). For Jacko et al. (2010), System Failures increase the users’ overall
transaction costs and make them feel financially and psychologically lost as they are unable to
obtain the right good or service in the allotted period.

The ease with which a user may navigate an EC website and ultimately how much cognitive
work the customer must exert to complete the transactional activity are both determined by the
complexity of the navigational structure (Loiacono et al., 2014; Semeijn et al., 2005). Because
the navigability of an EC website influences the consumers’ determination and is seen as a
service performance standard for EC IS, the non-navigability of EC is characterized as a system
failure (Tan et al., 2016).

One of the primary standards for EC website service excellence is accessibility (Surjadjaja
et al., 2003). Consequently, the inaccessibility of EC websites is considered a type of system
failure and has been mentioned as a crucial issue impacting the accessibility of EC services
(Tan et al., 2016).

4.2.2. Customer engagement

Previous research describes qualified customer engagement as a free resource spent in
interactions with businesses and other ecosystem players that goes beyond simple exchanges of
money for goods (Harmeling et al., 2017; Jaakkola & Alexander, 2014b). A wide range of
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definitions in the literature reveal a non-consensual conceptualization of consumer engagement.
Nevertheless, researchers agree on two main points: the existence of an interactive core and the
multidimensionality of customer engagement (Hollebeek et al., 2019; Marbach et al., 2016).
Customer engagement in the interactive core is described as an emotional condition that
emerges from interaction experiences with an emphasis on service relations (Storbacka et al.,
2016). Customer engagement in multidimensionality is often described as having cognitive,
emotive, and behavioral investments in brand or corporate interactions (Brodie et al., 2013;
Vivek et al., 2014).

Previous studies have found numerous connections between customer engagement and
positive outcomes for both individuals and businesses (Kumar & Pansari, 2016; Marbach et al.,
2016). Customer engagement has been found to have a positive impact on client happiness,
intentions to purchase or use products or services, and loyalty, as well as company performance,
reputation, and worth (Hollebeek et al., 2019; Islam & Rahman, 2016; Kumar & Pansari, 2016).
These results have been observed mainly in Business to Consumer (B2C) scenarios that
concentrate on customer interactions with businesses or brands (Brodie et al., 2013; Storbacka
etal., 2016).

Although most studies focus on positive engagement, Nayman and colleagues advocate
that disengagement (a weak or passive kind of engagement that occurs when customers distance
themselves from an exchange) and negative engagement (which entails more aggressive and
focused unfavorable engagement action toward the company) are two examples of engagement
that harm companies (Naumann et al., 2017). An experience that is perceived to be poor can
lead to unfavorable consumer engagement, which can have a negative influence on brand value
and reputation through negative word-of-mouth, brand switching, avoidance, and rejection, as
well as potential retaliation and vengeance behaviors toward a company (Brodie et al., 2013;
Dolan et al., 2019; Jaakkola & Alexander, 2014a).

It is emphasized that engagement is not a binary condition (i.e., engaged vs. disengaged)
and that it manifests at various intensities (Brodie et al., 2019; Dolan et al., 2019). Thus,
customer engagement is influenced by situational factors such as contextual, institutional, and
individual contexts, which over time leads to a variety of engagement behaviors, intensities,
and valences (Brodie et al., 2019; Van Doorn et al., 2010).
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Previous research regarding customer engagement has focused on individual consumers
and their interactions with a specific focal object, such as brands, brand communities,
organizational services, or social media (Dolan et al., 2019; Naumann et al., 2020; Ng et al.,
2020). While online communities and brand involvement have dominated most of the current
topics, engagement researchers have realized the need to look at different focal objects both
within and outside of the service system (Conduit et al., 2016; Connell et al., 2019). The
importance of other focal points may be obscured if brand interaction is the exclusive and
ongoing focus of research (Dessart et al., 2016). Thus, by focusing on involvement with service
failure, this study aims to broaden this subject.

As mentioned above, service failure is recognized as a service that does not match a
customer’s expectations and can be critical since consumers often have emotional reactions to
these occurrences (Zhang et al., 2021). Studies have shown that poor customer service can
expose companies’ inadequacies in dealing with clients, elicit unfavorable reactions, and reduce
clients’ relationship-based commitment (Dutta et al., 2007; Mathwick et al., 2010; Obeidat et
al., 2017).

For a variety of reasons, customers sometimes tolerate poor service. As an example, a
previously established, fruitful connection could be sufficient to maintain a client’s loyalty to
the service provider (Sands et al., 2022). Another possibility is that customers are somewhat
dependent on the supplier, perhaps because of high switching costs (Sands et al., 2022).
Regardless of the justification for tolerating failure, clients are more likely to switch service
providers if they experience multiple service failures even if they have been willing to ignore a
single negative occurrence (Sands et al., 2020; Spreng et al., 1995).

Service failures often occur in industrial settings, and research indicates that customers’
reactions to service failures depend on the nature and strength of the connection they have with
the company (Fouroudi et al., 2020). Therefore, service failure might be seen as an inhibitive
element that may decrease the effects of positive customer engagement with clients (Zhang et
al., 2021).

4.2.3. Service failures and customer satisfaction

Earlier studies mention that service failures were the main motive for customers to switch
behaviors or to have a negative assessment of the supplier (Choi & Mattila, 2008; He & Bond,

2015; Keaveney, 1995). Once service fails, clients often rely on causal attributions that prompt
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buyers’ reactions to service failures (Mattila & Patterson, 2004; van Raaij & Pruyn, 1998;
Weiner, 2000).

Choi and Mattila (2008), advocate that the failures they studied were mainly due to
customers, companies, and unknown origins. From the customer perspective, Blankertz and
Cox (1969) identified three main categories of transactional risks that customers perceive:
failing to achieve the desired result, incurring a cost as an effect of attempting to achieve a
desired outcome, and confusion about how the desired product is to be obtained. Later, Glover
and Benbasat (2014) modified Cox’s typology for the setting of online transactions and stated
that customers feared the danger of receiving undesirable results and incurring needless
expenses. For Tan et al., (2016) this separation between the method, cost, and outcome of EC
transactions is consistent with previous research on cost-benefit analysis of technology use.

Jacoby (1998) split the process of the customer purchasing journey into five consecutive
stages. He stated that the key to meeting customers is to offer services that would carry
transactional activities smoothly through these stages. Additionally, Piccoli (2001) states that
as the most innovative services are those that can successfully meet customers’ desires,
businesses should think imaginatively about how technology may be integrated into goods and
customer experiences.

Customers may have expectations about how transactional procedures should advance on
EC websites, and these expectations may be thwarted whenever their transactions are
interrupted (Tan et al., 2016). Such failures might incur high expenses for the business, such as
loss of clients and a negative reputation (Bitner et al., 2000). Additionally, service failure drives
customers to switch their behavior since they anticipate efficient recoveries when these
disruptions occur (Mccollough et al., 2016).

According to Kelley and Davis (1994), satisfaction with complaint management is highly
correlated with both trust and commitment, and it can operate as a crucial mediator between
post-complaint attitudes, actions, and perceptions of justice. Additionally, customer satisfaction
and the assessment of a service experience may also be enhanced by how complaints are
handled (Bitner et al., 2000).

Other studies state that service failure and recovery affect customers’ emotional responses,
retaliation intentions, perception of fairness, and satisfaction (Gelbrich et al., 2016; Orsingher
et al., 2010). The resources lost and gained during the exchange determine how clients rate
service failure/recovery incidents, which may have an impact on whether they decide to
continue doing business with the enterprise that created the issue (Grégoire et al., 2018;
Orsingher et al., 2010).
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Customer satisfaction is crucial to the success and expansion of businesses (Martinez-
Navalon et al., 2021). The users’ perceptions of the service or goods they received in
comparison to what they had anticipated is known as user satisfaction (Otto et al., 2020). This
indicates that if a consumer expects to obtain goods or services of a given caliber and those
goods or services meet or exceed their expectations, contentment is generated (Jani & Han,
2011). Thus, companies may learn about the likes and preferences of their clients through
customer satisfaction (Alsini, 2017).

According to Mitrevski and Hristoski (2011), the general attitude of customers who conduct
online business is expressed in the satisfaction of website users. These authors also provide a
summary of several elements that affect the satisfaction of website visitors, including ease of
use, website design, website security, affordability, and information availability (Mitrevski &
Hristoski, 2011). Lam and Lee (1999), who addressed customer satisfaction with websites as a
comprehensive concept, proposed a framework and found that the logistical support of
business, customer service, and product delivery had an impact on online user satisfaction. The
authors also made the point that the primary factor influencing repeat acquisitions in online
purchasing is consumer pleasure (Lam & Lee, 1999).

Ingaldi and Ulewicz (2019) noted that the success of e-business luxury brands is mostly
due to well-designed websites and superior customer experiences. According to J. H. Kim
(2019), private and industry consumers demand that Internet platforms continually enhance
their offerings. The EC quality is initially determined by the fact that customers want quicker
and higher quality services, and therefore businesses must put an evolving emphasis on
maintaining client relationships (Yang et al., 2016). EC services must be of the highest caliber
and be consistent in their dependability, resulting in successful delivery (J. H. Kim, 2019).

When customers choose to approach companies directly with a complaint, they are often
seeking retribution or compensation (Singh, 1988). In these situations, the supplier is given the
chance to correct its error (Rohden & Matos, 2022). Therefore, a favorable response is the most
beneficial for the business and the one that will most likely lead to customer satisfaction
(Zeithaml et al., 2017). Clients can also complain to outside parties about their experiences, and
in these situations, they are also looking for fair compensation for the difficulty they
encountered (De Matos & Leis, 2013; Singh, 1988).
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For Rohden and Matos (2022) customers may also respond negatively by spreading rumors
regarding the companies or its products, communicating with their peers, sharing details about
goods or services, and calling for wiser purchasing decisions (Babi¢ Rosario et al., 2019; King
et al., 2014). Instead of seeking compensation, these dissatisfied customers typically want to
tell others and change the conduct of other consumers in the future (De Matos & Leis, 2013;
Khamitov et al., 2019).

Due to factors including emotions, breaking of social norms, and forgiveness, customer
satisfaction service and recovery processes may affect not just complaint behavior but also
enterprise loyalty (Gelbrich et al., 2016; Khamitov et al., 2019). Martinez-Navaldn et al. (2021)
state that customer satisfaction is a crucial component for businesses since pleased clients are
those who plan to repurchase, believe in the company’s brand, and are devoted to its goods and
services. This implies that the consumer and the enterprise have conditions to establish a long-
term connection (Chavdar & Andeva, 2018; J. H. Kim, 2019).

4.3. Methodology
4.3.1. Research approach

The present research clarifies the stakeholder by examining the effect of multiple service
failures on customer engagement in the context of SMEs. Having in mind our three research
questions, “how do SMEs deal with E-commerce service failure?”, “how do e-commerce
service failures impact customer engagement?”’; and “to what degree is customer engagement
affected when facing service failures?”, employing a qualitative approach was deemed the most
appropriate methodology for examining EC service failures and their negative effect on
customer engagement in SMEs.
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Semi-structured interviews were administered and refined based on prior scholarly works
and established evaluative criteria (Hartman, 2015; Taplin et al., 2014). Semi-structured
interviews adhere to a predetermined yet partially structured framework, while allowing for
adaptability through open-ended inquiries, affording a conversational and informal interaction
(Longhurst, 2003). This method empowers interviewees to express their thoughts from their
standpoint while enabling the interviewer to steer the discussion (Huyler & McGill, 2019).
Moreover, it serves as an apt means of data collection for innovatively shaping approaches or
identifying possibilities for modifying existing practices (Adams, 2015). Additionally, open-
ended questions enable the researcher to gain a holistic understanding of the central issues,
while allowing room for pertinent subjects to emerge during the process, contingent upon their
relevance as perceived by the interviewer (Harvey-Jordan & Long, 2001).

Following the collection of data through semi-structured interviews, a content analysis was
performed using Leximancer v5.0 software. Our findings complement the literature on the

multiple service failures in the context of SMEs, elucidating their interconnected-ness.

4.3.2. Data collection

The participants for this research were identified from among Portuguese SME managers who
were actively operating an EC platform. To ensure a diverse and relevant sample, participants
were sourced through a private network, and initial contact was established through telephone
or email. The population addressed was determined based upon their expertise and experience
in managing SMEs having an EC platform.

Before the interviews, participants were provided with an online Consent Form describing
the confidential nature of the study and requesting their permission for audio recording. The
Consent Form also facilitated the collection of demographic variables essential for subsequent
analysis, including age, gender, and location of residence.

The semi-structured interviews were conducted remotely and were processed in Portuguese
to ensure familiarity and comfort for the participants. This approach facilitated open and candid
discussions regarding their experiences with service failures and customer engagement
strategies. Following the interview sessions, the audio recordings were meticulously transcribed
and translated. This process sought to accurately capture the participants’ insights and

perspectives, ensuring that no nuances or meaningful elements were lost in translation.
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To enhance the credibility and reliability of the data collection, a validation process was
implemented. Transcripts of the interviews were shared with the interviewees, allowing them
to review and make any necessary adjustments or clarifications. This validation step aligned
with the approach advocated by Purchase et al. (2016), thereby contributing to the robustness
of the data.

This study adheres to the ethical and data regulation standards outlined by The European
Parliament and the European Union (The European Parliament and the Council of the European
Union, 2016). To protect the privacy and confidentiality of participants, a numerical code
system was implemented to anonymize individuals and institutions, mitigating potential ethical
concerns.

Drawing from the literature, which suggests that data saturation is typically reached when
no novel insights emerge from additional information, the research was attentive to the issue
(Guest et al., 2006). This point of saturation, often observed between 12 and 15 interviews as
indicated by Guest et al. (2006), was achieved after conducting 25 interviews, signifying a

comprehensive exploration of the research topic.

4.3.2.1. Target companies
Aiming to ensure comprehensive and insightful responses during interviews, several critical
factors were taken into account at the stage of participant selection, as highlighted by Whiting
(2008). These factors include assessing the interviewees’ familiarity with the subjects under
consideration, their professional experiences relevant to the research domain, their enthusiasm
and willingness to engage, and their capacity to furnish comprehensive and detailed insights.

For the present study, a total of 25 interviewees were examined, each drawn from different
companies. The primary goal was to amplify the local perspective, from companies situated in
both the northern and southern regions of Portugal. Drawing from the insights of Hagaman and
Wutich (2016), who emphasize that achieving data saturation for cross-cultural meta-themes
requires between 22 and 40 interviews, our analysis focused on 25 participants.

Importantly, the selection process was purposeful and driven by the relevance each
individual could contribute to the research. The goal was to pinpoint Portuguese SMEs capable
of significantly advancing the research objectives, in alignment with those defined in our

research.
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In this study, a non-probabilistic sampling technique, specifically judgment sampling, was

employed to define the cohort of respondents. This approach, as outlined by Boyd et al. (2023),

permits the selection of participants based on specific and intentionally crafted eligibility

criteria, serving to meticulously guide the investigation. The criteria employed for selection

encompassed:

I. micro-sized Portuguese companies operating within the e-commerce domain;

ii. small-sized Portuguese companies engaged in e-commerce;

iii. medium-sized Portuguese companies operating within the e-commerce sphere.

As a result, the study involved the participation of 25 companies hailing from Portuguese

SMEs.Details concerning the characteristics of the participating SMEs are in Table 4.1.

Code EC Years | Region | Business Objective Employees
SME1 |>11Years | Setabal [47782 - Optical, photographic, [1:9]
cinematographic material and precision
instruments
SME2 | >11 years Santarém | 90010 - Performing arts activities [1:9]
SME3 | >11 years Porto 10822 - Confectionery - manufacturers [50:249]
SME4 | >11 years Aveiro 10712 - Pastry [1:9]
SME5 | >11 years Aveiro 10720 - Manufacturers of Biscuits, [10:49]
biscuits, rusks, and preserved pastries
SME6 | >11 years Porto 82990 - Other support services provided | [10:49]
to companies
SME7 | >11 years Lisboa 27510 - Household appliances [50:249]
25992 - Other miscellaneous metallic
products
SME8 | >11 years Lisboa 47610 - Books [50:249]
SME9 |6to10 Lisboa 90040 - Exploitation of concert hallsand | [10:49]
years related activities
SME10 | >11 years Porto 68200 - Lease of real estate [10:49]
SME11 [ 6t0 10 Castelo | 68100 - Purchase and sale of real estate [1:9]
years Branco
SME12 | 6to 10 Castelo | 47784 - Other new products [10:49]
years Branco
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47784 - Other new products [1:9]
SME13 [ 6t0 10 Lisboa

years

47523 - DIY material, sanitary [1:9]

SME14 | >11 years Castelo ) ) i
equipment, tiles, and other materials

Branco

47711 — Retail adults’ apparel [1:9]
SME15 | 1to 5 years | Porto

32996 - Other miscellaneous [1:9]

SME16 | >11 years Castelo . .
manufacturing industries

Branco
47711 — Retail adults' apparel [1:9]
SMEL17 | 1to5years | Lisboa
46382 - Wholesale of food products [10:49]
SME18 | 6to 10 Viseu
years

61100 - Telecommunications activities [50:249]
SME19 | >11 years Lisboa

46382 - Wholesale of food products [50:249]
SME?20 | >11 years Porto
46382 - Wholesale of food products [1:9]
SME21 | 6to 10 Setubal
years
93293 - Tourist activities [1:9]
SME?22 | 6to 10 Santarém
years
93293 - Tourist activities [1:9]
SMEZ23 | 8 years Amadora

47740-Wholesale and specialized retail of | 18

SME24 | 34 years Alvalade . . .
y medical devices and orthopedics

47711-Retail adults’ apparel 7
SMEZ25 | 7 years Santarém

Table 4.1 - SMEs Characteristics (source: own elaboration)

4.3.3. Data analysis tool
To comprehensively examine both the organizational and customer perspectives concerning
service failures in EC and their impacts on customer engagement, the data were initially divided

into two categories. The first allowed us to understand how SMEs address EC service failures
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from their standpoint. The second category sought insights into the implications of EC service
failures on customer engagement.

The data collected from interviews underwent analysis using a Computer Assisted
Qualitative Data Analysis (CAQDA) approach, following the methodology outlined by Crofts
and Bisman (2010). For this purpose, the text-analysis tool Leximancer was chosen due to its
effectiveness in organizing a substantial volume of responses into coherent semantic patterns
and themes (Angus et al., 2013). Leximancer, a robust content analysis tool, extracted pertinent
themes and concepts from the textual and relational data, thereby revealing semantic insights
(Sotiriadou et al.,, 2014). The software autonomously discerned themes and their
interconnectedness in the data without manual intervention, thereby minimizing subjectivity in
the output (Lin et al., 2019; A. E. Smith & Humphreys, 2006).

According to Leximancer’s guidelines (2021), the concept maps (Figures 1 and 2)
incorporate word frequency and the co-occurrence of concepts, revealing eight themes clustered
contextually for both “how do SMEs deal with EC service failure?” (RQ1). Similarly, six
themes are clustered within the context of “how do E-commerce service failures impact
customer engagement?” (RQ2). The study adhered to Wolcott’s (1994) three-phase approach:
description (centered on interviewees’ transcripts), analysis (identifying significant concepts),
and interpretation (contextualizing meanings within the EC service failure literature).

Additionally, the insight dashboard furnishes a comparative comprehension of the
correlation between predefined primary categories (dependent variables) and the corresponding
concepts (independent variables). In essence, this conceptual analysis facilitates a clearer
comprehension of significance beyond linguistic data (Leximancer User Guide, 2021).

4.4. Results

This section presents the outcomes derived from the analysis of the concept map generated

through Leximancer outputs.

4.4.1. Strategies employed by SMEs when dealing with EC service failures

Figure 4.1 is a graphic representation illustrating various dimensions of stakeholders’
perceptions concerning the strategies employed by SMEs when dealing with EC service
failures. The concept map highlights eight prominent themes: Clients, Website, Order, After-
Sale, Problem, Experience, Information, and Security. The visual representation depicts the
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concepts that emerge within the text and their connections to other concepts on the map
(Leximancer User Guide, 2021).

An examination of the connectivity rates for each of the themes identified reveals a
remarkable consistency, with all concepts exhibiting connectivity rates exceeding 22%. The
concepts represent groups of words that frequently co-occur within the text. These concepts are
assigned weights based on their occurrence in sentences containing the concept, in comparison
to their occurrence in the text (Leximancer User Guide, 2021).

Figure 4.1 reveals that the most salient theme is the “Client(s)”, which has a remarkable
relevance percentage of 100%. Following closely is the theme of “Website”, with a relevance
percentage of 94%. The next significant theme pertains to “Order”, with a relevance percentage
of 67%. The “After-Sale” service theme has a relevance percentage of 62%. The “Problem”
theme captures stakeholders’ concerns about the service failure process and achieves a
relevance percentage of 53%. The theme of “Experience” concerning the company’s handling
of service failure follows with a relevance percentage of 47%. The seventh theme,
“Information”, emerges as transparent and easily accessible, with a relevance percentage of
46%. The final theme, “Security”, which pertains to the safeguarding of personal data, has a
relevance percentage of only 17%.

The spatial arrangement of themes in the concept map, as observed, aligns with our initial
expectations, demonstrating a coherent and logically organized representation of stakeholder
perceptions. These findings have a broader significance, transcending mere visual
representation. The proximity of themes on the map mirrors the intricate relationships and
interactions inherent in stakeholders’ perceptions regarding how SMEs handle EC service
failures.

To illustrate the interpretation of the concept map, consider the themes “Clients” and
“Website”. These two themes overlap and show a close connection, indicating that related
concepts such as service and failure are closely intertwined with how customers perceive SME
responses to service failures. Another noteworthy example is the theme “Website”, which
shares the most boundaries with other themes on the map. This boundary-sharing underscores
the theme’s close relationship with other concepts, emphasizing its pivotal role when SMEs

grapple with E-commerce service failure.
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Content analysis in the form of reviews serves as a valuable research tool employed to
identify the presence of specific words or ideas within textual documents and its primary
purpose is to systematically categorize and establish relationships within the material, enabling
the quantification and examination of the text’s content (Leximancer User Guide, 2021). These
measurements then facilitate the conclusion that when it comes to strategies employed by SMEs
when dealing with EC service failures, managers should be concerned primarily with the clients
and followed by the company websites since they are the two most prominent concepts. The
visualization of stakeholder perceptions through the concept map generated by Leximancer
offers a comprehensive view of SMEs’ strategies in addressing EC service failure. The
importance of the “Client” theme reinforces the anticipation that client-centric approaches play

a paramount role in mitigating the impact of service failures in the EC domain.

 PROBLEM

g

Figure 4.1 - Concept Map for “how do SMEs deal with E-commerce service failure?”
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(source: Leximancer outputs)

4.4.2. E-commerce service failures, from the company perspective

Figure 4.2, a concept map generated using Leximancer outputs, represents stakeholder
viewpoints concerning how e-commerce service failures, from the company perspective,
influence customer engagement across six key themes: Clients, Orders, Information,
Performance, Reviews, and Personal Data.

Upon inspecting the connectivity rates associated with each theme, a consistent pattern
emerges, with all themes exhibiting connectivity rates surpassing 12%. A more comprehensive
examination of these themes elucidates their significance within the context of e-commerce
service failures and customer engagement.

The theme that stands out is “Client”, obtaining a relevance percentage of 100%. Following
closely is the theme of “Orders”, which assumes a relevance percentage of 67%, underscoring
the salience of efficient order management despite service disruptions. The third theme is
“Information”, achieving a relevance percentage of 46%. This theme highlights the necessity
of transparent, easy access and timely information dissemination to customers affected by
service failures. Meanwhile, the theme of the website “Performance” is positioned as the fourth
most significant, capturing stakeholders’ attention with a relevance percentage of 31%. The
subsequent theme is related to “Reviews”, which registers a relevance percentage of 16%. This
theme underscores the influence of customer reviews and feedback in the aftermath of service
failures. Lastly, the theme of “Personal Data” in the context of the company’s handling of such
information obtains a relevance percentage of 12%.

The examination of thematic relevance percentages and spatial arrangements provides a
nuanced comprehension of the themes’ roles and interactions in the sphere of EC service
failures and customer engagement. The prominence of the “Client” theme reinforces the
anticipation that customers’ priority remains at the top when addressing service failure
concerns, encompassing effective order management, transparent information dissemination,
and prudent handling of customer data.

The spatial arrangement of these themes in the concept map aligns with the anticipated
patterns, reflecting the logical interplay and relationships inherent in stakeholders’ perspectives.
This arrangement lends credence to the validity of the findings and their representation of the

intricate interconnections among the themes identified.
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To illustrate the interpretation of the concept map, let us consider the themes “Clients” and
“Orders”. These two themes not only overlap but also show a strong connection, indicating that
interconnected concepts like website and time play a crucial role in how SMEs respond to
service failures to ensure ongoing customer engagement. Maintaining customer engagement
relies heavily on having a website that provides clear information about service failures and
promptly addresses client feedback in the event of a service failure.

Another significant instance is the theme “Orders”, which shares boundaries with “Client”,
“Information”, and “Reviews”. This shared boundary highlights the theme’s close association
with other concepts, underscoring its pivotal role in sustaining customer engagement when

SMEs grapple with EC service failure.
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Figure 4.2 - Concept map from the company’s perspective on “how do e-commerce service
failures impact their customer?”’

(source: Leximancer outputs)

4.4.3. The effect of service failures on customer engagement

Leximancer’s ranked concepts for category overview was also employed. This tool provides
valuable insights into the leading concepts within specific categories, customers, and SMEs.
The tool presents the prominent concepts in the form of a ranked bar chart, offering a visual
representation of their significance within the respective category. The essence of this tool
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resides in its ability to gauge the importance of these concepts by considering both their strength
and frequency attributes (Leximancer User Guide, 2021).

The term “prominence” refers to a measure that is calculated based on the joint probability
of these concepts, which is essentially the product of their marginal probabilities (Leximancer
User Guide, 2021). This method allows us to obtain not only the frequency of occurrence but
also the interconnectedness and influence that these concepts have within their respective
categories, providing a comprehensive overview of the most important concepts to be addressed
regarding the effect of service failures on customer engagement.

Table 4.2 shows the ranked Concepts for Categories Overview for Customers and Table
4.3 for SMEs. Their analysis provides a comprehensive understanding of how various concepts
influence customer engagement in the aftermath of service failures. This analysis allows us to
identify which concepts contribute positively or negatively to customer engagement following
a service failure. The customer related outputs, “Brand”, “Failures”, and “Service” are the
concepts with the most positive influence on customer engagement. These concepts seem to
enhance engagement following service failures. Conversely, “Website”, “Purchase”, and
“Client” are identified as concepts that apply a more negative impact on customer engagement
in such scenarios.

Turning to the outputs related to SMEs, the analysis reveals that “Experience”,
“Information”, and “Website” are the concepts that have the most positive effect on customer
engagement after service failures. In contrast, “Failures”, “Service”, and “Company” are the
concepts that seem to have a more adverse impact on customer engagement in the context of
SMEs.

These findings highlight the significance of certain concepts in shaping customer
engagement following service failures, emphasizing the need for businesses to focus on areas
such as brand management, addressing failures effectively, and improving the online
experience to enhance engagement. It is essential for organizations to tailor their strategies
based on these insights to improve customer engagement in the face of service failures.

Customer expectations for prompt resolution of service failures are evident, and proactive
measures taken by SMEs can have a positive impact on maintaining and increasing customer

engagement levels.

131



Concept Rel Freq Sn—el’agth Prominence Concept Rel f:'eq Strel‘lgth Prominence
(%) (%) (%) (%)
Brand 71 35 | 44 Experience 51 100 |[EC—J 11
Failures 79 15 |EE_]18 Information 48 95 |EC—111
Service 93 15 |17 Website 95 92 |EC—110
SME 93 14 |17 Order 66 91 |EHC—110
Failure 64 14 (17 Customers 99 91 |E——10
Problem 79 13 |15 Support 60 gs |10
Support 79 (R — Problem 50 ge |H—110
Client 100 g [(E—110 Company 52 gs (H—109
Purchase o g |10 Service 50 | 84 |H——Jo9
Website 86 g [EC—J09 Failures 40 g4 (09
Table 4.2 - Ranked Concepts Table 4.3 - Ranked Concepts
for Categories Overview — for Categories Overview — SMEs
Extent of influence on customer outputs on the effect of service
engagement when encountering failures on customer engagement
service failures (source: Leximancer outputs)

(source: Leximancer outputs)
4.5. Discussion
This section synthesizes our findings by juxtaposing insights drawn from the interviews with
those reported in literature. At the outset of our study, we posed three fundamental questions:
how do SMEs deal with E-commerce service failure? How do e-commerce service failures
impact customer engagement? and to what degree is customer engagement affected when facing
service failures? These inquiries emerged from a noticeable gap in the research landscape,
which lacked comprehensive investigations into the ramifications of multiple service failures
on customer engagement within the context of SMEs. Our study set out to explore EC service

failures and their adverse effects on customer engagement in the context of SMEs.

4.5.1. E-commerce service failures in SMEs

A noteworthy insight gleaned from the results is the unequivocal importance attributed to the
“Client” concept. This theme emerges as the cornerstone, amounting to the very foundation

upon which stakeholders’ considerations begin when grappling with service failure issues. The
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resounding relevance percentage of 100% underscores the centrality of client-centric
approaches in the domain of EC service failure mitigation. This pivotal position highlights the
overarching significance of clients as the prime focal point for SMEs’ remedial undertakings.

The interviews revealed that customers are more likely to place orders when they
experience a sense of connection or engagement with a brand or company. Clients (100 %
relevance) tend to purchase products from a company that has an EC website as they can also
access relevant information on the company (e.g., detailed product information, return policy,
delivery policies) (Ghobakhloo et al., 2011). The results show that customers tend to refrain
from making purchases from companies that fail to address service issues adequately, leading
to disengagement and ultimately abandoning their purchasing intentions. These findings are in
line with those of Naumann et al. (2017), Fitriati et al. (2020), and Jo and Park (2023).

The following was stated in an interview with a manager who responded by sharing his
opinion regarding purchases from websites: “I do not buy an article with outdated information.
These types of situations take away my confidence and make me feel more disengaged with the
brand.” (Code: SME20).

Following “Client” is “Website” with a relevance percentage of 94%. The interviews
revealed that websites incorporate functionalities enabling customers to address service failures
without enduring lengthy waits for a company response. These findings go in line with a recent
study by Yu et al. (2020), the results of which support previous research indicating that as
response times increase, user experience tends to diminish. In one interview it was stated “(...)
having bad service will always negatively influence performance, responding in the best way,
more capable and quickly, will always be the solution.” (Code: SME19).

The third most prominent theme, “Order”, obtains a relevance percentage of 67%.
Interviewees expressed their concern, as some customers abandon their orders without the
managers being aware of the underlying reasons, while others urgently request expedited order
processing within very tight timeframes, which can lead to an episode of service failure. A
breakdown in any part of an e-commerce transaction can lead to an adverse ripple effect,
eroding consumer confidence in other aspects of the transaction process (Tan et al., 2016). In
the interviews, managers reported that “(...) our customers highly value the ease of finalizing
orders and the fact that this is an efficient process with just a few clicks, with our platform
having several options available, from the delivery method that best suits customers’ needs and

preferences to how the customer wants to make payment.” (Code: SME3).
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The “After-Sale” service theme has a relevance percentage of 62%. Interviewers reported
that the optimal scenario would involve having a designated individual handling responses to
service failures, but this proves to be highly impractical due to the associated costs.
Furthermore, managers emphasized the significance of metrics in formulating effective
responses following a service failure episode, as they can anticipate some of the customer’s
needs. After-sale functionalities are intended to provide consumers with peace of mind, and
their absence may be considered as functional shortcomings (Tan et al., 2016). In line with this
are the findings of the Gnewuch et al. (2018) study in which it was found that response time
has a great importance in customer satisfaction following a service failure.

Research into service recovery typically depends on perceptual measurements such as
perceived fairness, contentment, and behavioral inclinations (Grégoire & Mattila, 2021). These
metrics are especially important when showcasing the benefits of investing in recovery efforts
at the individual customer level and fostering a greater understanding of the significance of
service recovery across the entire organization (Van Vaerenbergh et al., 2019). It was stated in
one interview that, “we analyze after-sale feedback and try to make improvements where it is
most feasible. We also analyze whether any of the comments will bring about any changes that
can be taken on by my company because the more satisfied customers are, the greater the
performance of my business.” (Code: SME18).

The next prominent theme is “Problem”, which captured stakeholders’ concerns about the
service failure process, and obtained a relevance percentage of 53%. Interviewees revealed that
the response time for certain service failures is problematic, particularly for those that involve
complexity and require time to diagnose the causes. Additionally, interviewers also mentioned
that when customers are used to a high level of service quality any occurrence of service failure
can detrimentally impact the company’s reputation and customer satisfaction. The speed of EC
service failure response serves as a considerable obstacle to consumers using EC websites and
extended delays result in complaints of frustration, expressions of dissatisfaction, a feeling of
being disoriented, and ultimately abandonment (Tan et al., 2016). One interviewee gave an
example of a situation that occurred: “(...) We have had failures in after-sales service, for
example, there was a certain time when we were unable to respond adequately to our customers,

which resulted in complaints about the poor quality of customer service.” (Code: SME4).
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“Experience” regarding the company’s handling of service failure has a relevance
percentage of 47%. It was revealed through interviews that company’s primary goals include
enhancing the user navigation experience to attract customer interest, setting themselves apart
from competitors, and ensuring a robust system-failure response in order to retain clients.
Through the application of HR practices, organizations can shape the actions of their frontline
employees, particularly during the initial stages of responding to service recovery (Guchait et
al., 2014). Empowering these frontline employees in service recovery scenarios is vital in this
context, as granting them autonomy enables them to independently tailor their problem-solving
efforts or responses to customers’ needs, without requiring managerial approval (Cusin &
Flacandji, 2022). As an example of this experience, in one interview the following was stated:
“(...) We recognize the importance of providing complete and accurate information about our
products so that customers can make informed decisions (...).” (Code: SME20).

The next theme, “Information”, emerges as transparent and easily accessible, with a
relevance percentage of 46%. Interviewees indicated that customers’ expectations for product
and brand information seams to facilitate purchasing when compared to other websites.
Furthermore, in the event of a system failure, accessibility becomes crucial as customers can
quickly gather the necessary information to initiate a complaint with the seller. E-commerce
websites provide valuable information when the content supplied aligns with the specific
choices that consumers are making regarding their purchases (McKinney et al., 2002). The
inclusion of irrelevant information increases the workload on consumers during transactions by
needlessly complicating their information search process as they sift through excessive content
to find the pertinent information they need for their specific task (Waite & Harrison, 2002). One
interviewee stated, “on our website, we seek to present only pertinent and essential information
to provide a good shopping experience to the customer. We want to have the content as
simplified as possible and have clear and direct communication. We want them to easily find

the information they are looking for to make informed decisions.” (Code: SMES).
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“Security”, the final theme, which pertains to the safeguarding of personal data, has a
relevance percentage of 17%. The interviews uncovered that concerning security concerns,
companies aim to maintain a transparent and forthright data policy. When confronted with a
system failure, organizations make efforts to provide customers with a clear explanation of the
issue and a timeline for a resolution. Additionally, some company representatives mentioned
that they seek to mitigate the impact of such failures by offering special commercial incentives.
Security on EC websites refers to protective measures put in place to shield transactional data
from unauthorized or unlawful access by external parties (Collier & Bienstock, 2015). It serves
as the primary defense against any form of abuse or improper use of confidential personal
information (A. Sengupta et al., 2005). Regarding this subject, one interviewee stated, “(...)
We make a continuous effort to offer the most popular and convenient payment methods for
our customers, currently offering options such as mbway, ATM reference, and credit card,

among others. We seek to provide a fluid and secure payment experience.” (Code: SMES).

4.5.2. E-commerce service failures’ impact on customer engagement

In a broader scope the outcomes presented herein offer valuable insights into the perceptions of
SMEs regarding the impact of e-commerce service failures on customer engagement. The
analysis illuminates the prioritization of client-centric strategies, underscoring the pivotal role
played by customer relationships and satisfaction even during instances of service
shortcomings. An essential takeaway from these results is the unequivocal primacy assigned to
the “Client” theme. This theme emerges as the very basis of stakeholder considerations, with
its relevance percentage of 100% identifying its unmatched significance in shaping strategies

aimed at mitigating the repercussions of service failures on customer engagement.
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Managers expressed a strong interest in implementing measures aimed at safeguarding
clients against personal data theft, minimizing clients’ waiting times for responses, adjusting
client sales conditions after a service failure episode, and enhancing service quality based on
client feedback. This goes in line with the findings of Dimitrova et al. (2017) and Frese and
Keith (2015), that organizations aim to promote the early identification of errors, transparent
communication, systematic analysis, and prompt corrective measures to reduce the adverse
consequences and to preempt the recurrence of similar errors in the future. One interviewee
stated, “depending on the impact of the failure, we will speak to the customer and resolve the
problem verbally, analyzing the cost-benefit. We will propose more advantageous conditions
to the customer through offers and we will try to entice the customer to compensate them for
the service failure. This way, if the service failure is resolved correctly, customer engagement
will not be affected.” (Code: SME18).

“Orders”, which has a relevance percentage of 67%, emphasizes the salience of efficient
order management despite service disruptions. Briefly, interviewees’ apprehensions revolve
around the timing of order placement and product availability. They emphasize that companies
should strive to ensure delivery within a maximum of two days after an order is placed,
emphasize the importance of an efficient refund service to address customer dissatisfaction,
advocate for enabling customers to compare similar products on the website, and stress the
significance of real-time order tracking capabilities. Piccoli (2001) emphasized that
technological features regarding orders and payment have the potential to streamline the
acquisition process. Nonetheless, failure to acquire essential components, as with failures in
ordering and payment functions, can be detrimental to EC websites (Holloway & Beatty, 2016).
One interviewer gave a practical example of this situation: “(...) when a customer purchases a
product that remains undelivered, we immediately inform him that we are awaiting the arrival
of the book and that we will do our best to keep the client updated on the progress. As soon as
the book arrives, we will immediately notify the customer. We do not usually send an estimated
delivery time to the customer because since we deal with different publishers, each one has its
own shipping time. Instead, we tell customers that we will be in touch soon with more
information about product availability. We know that this lack of a defined deadline creates
some uncertainty for customers, but we prefer to be realistic about this variable delivery time
for books we have never had.” (Code: SMES).
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“Information”, the third prominent theme, has a relevance percentage of 46%. This theme
highlights the necessity of transparent, easy access and timely information dissemination to
customers affected by service failures. Furthermore, the interviews determined that customers
tend to abandon their orders when they encounter challenges in transportation details, when
stock information is lacking, and when general data about the company’s terms and conditions
is not easily accessible. This goes in line with the findings of VVan Vaerenbergh et al. (2019), in
which customers require additional time to prepare their complaints and assemble pertinent
information after a service failure. Mittal et al. (2008) also indicated that customers who file
complaints have a strong desire for information and clarification. Providing information
throughout the customer journey could serve to fulfil this need and not lose customer
engagement with the company (Van Vaerenbergh et al., 2019). Regarding this theme, one
interviewee stated that, “(...) as well as obtaining detailed information about some
characteristics such as color, fabric, measurements, and extra information such as type of foam
and customization options. We recognize the importance of providing complete and accurate
information about our products so that our customers can make informed decisions. (Code:
SMEI8)”.

The concept of website “Performance” is positioned as the fourth most significant, with a
relevance percentage of 31%. Findings indicated that to achieve optimal service failure website
performance, businesses must allocate resources toward implementing systems that enable
customers to store their wish lists, facilitate personalized shopping carts, and ensure a swift
website browsing experience. Even in companies that uphold rigorous performance standards,
service breakdowns are bound to happen and do so regularly (Van Vaerenbergh et al., 2019).
In such instances, businesses must initiate service recovery protocols to prevent customers from
diminishing their engagement with the company (Haruna et al., 2018). Examining the service
failure outcomes concerning how customers perceive and behave can provide insights into
which organizational strategies can improve service recovery performance (Guchait et al.,
2019). The following was stated by one of the managers interviewed: “the better the accuracy
of the information, the greater the engagement of my customers will be as they will be more
satisfied. (...) the systems will have to be constantly monitored by someone responsible for
managing the website because if the information is inaccurate customers will feel discouraged
from purchasing on the website (...) which will contribute negatively to customer engagement”

(Code: SMEL9).

138



“Reviews”, which has a relevance percentage of 16%, shows the influence of customer
reviews and feedback in the aftermath of service failures. Additionally, several companies
disclosed that they send new products to specific clients aiming to create a favorable initial
impression, which subsequently influences the product’s overall presentation and sales
performance. Organizations place strong emphasis on the findings from satisfaction surveys
and online reviews, as these assessments help them to pinpoint areas that need enhancement
(Cusin & Flacandji, 2022). In line with this are the conclusions of Grégoire and Mattila (2021)
suggesting that by implementing some changes suggested in the reviews and crafting readily
applicable synthesized knowledge, they believe that this concept can be a source of valuable
insights for managers. One interviewee stated, “(...) we appreciate all opinions and comments,
both positive and negative. When we receive negative comments, we always respond
attentively (...) we express regret when the customer’s shopping experience was not as
expected (...) we seek to resolve issues appropriately and find satisfactory solutions for the
customer (...) we understand that negative comments can affect customers and can generate
distrust and doubts about the quality of our products” (Code: SME21).

“Personal Data” in the context of the company’s handling of such information obtains a
relevance percentage of 12%. A few interviewees indicated a preference for maintaining a
substantial database rather than deleting certain client records, as they occasionally rely on this
data to address complaints that arise long after the initial purchase. Furthermore, some
interviewees noted that some of their clients use the website chat to seek clarification on
personal data protection policies. Related to this concept is security, which in this context serves
as the initial line of defense against the improper use or abuse of confidential personal
information (Collier & Bienstock, 2015).

Our study aligns with the findings reported by Sim et al. (2022), which suggest that
decreased engagement can be linked to the intricacies associated with regulations and policies,
as well as variations in consumer attributes such as time perspectives, self-confidence, and
perceptions of financial security. In one interview the following was stated, “I see changing the
way customer data is protected. If there is a data leak, my customers’ privacy will be affected,
and | will certainly lose some of the engagement | have with them. Personal data is one of my
biggest concerns.” (Code: SME7).

4.5.3. Customer engagement repercussions after service failures
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Comparing the findings in Table 4.2 with those in Table 4.3 it is possible to gain valuable
insights into the relationship between concepts and their impact on customer engagement.
Specifically, the comparison reveals that “Brand”, “Failure”, “Service”, and “SME” are the
categories most profoundly influenced when customer engagement is considered and
“Experience”, “Information”, “Website” and “Order” when SMEs are considered.

The tables’ data suggest the positive influence that “Brand”, “Failure”, “Service”, and
“SME” have on customer engagement, and the EC service failures and the not-So-positive
effects on this theme from the “Support”, “Clients”, “Order”, and “Website”. Since it is valuable
to take into account the customer’s intention when initiating engagement, the following three
key questions addressed by Van Doorn et al. (2010) are in line with our findings: who is the
engagement targeted toward?, how meticulously is the engagement premeditated?, and to what
degree do the customer’s objectives align with those of the firm?

Indeed, the results shown in Tables 4.1 and 4.2 regarding the category SMEs suggest that
“Experience”, “Information”, “Website”, and “Order” have positive effects on engagement in
SMEs. On the other hand, results show that “Problem”, “Company”, “Service”, and “Failure”
have less impact on this subject. For Sim et al. (2022) the interactions with the service provider
have emerged as a pivotal factor in gaining a holistic comprehension of customer engagement
tendencies, and various aspects of disposition are connected to and made evident by the
customer’s relationship with the service provider.

It is crucial to recognize that when confronted with a system failure, customers’ initial
response is to associate the incident with the specific brand responsible for the failure.
Subsequently, they engage in a comprehensive evaluation of all prior failures tied to the
associated service. Following the resolution of the immediate issue, customers expect that
SMEs will thoroughly assess the failure and employ the available support mechanisms within
the company to rectify any associated problems encountered by the customer.

The “Brand” concept appears 89 times in all the interviews, has a 56% relevance, and is
composed of the following concepts: support, after-sale, trust, data, company, engagement,
failure, failures, information, payment, personal, problem, answer, satisfaction, security,
service, and time. Our findings are in line with those of VVan Doorn et al. (2010), who conclude
that customer engagement behaviors extend beyond mere transactions and can be precisely
characterized as the way that a customer expresses their involvement with a brand or company,
going beyond purchases, and stemming from motivational factors. Also, other engagement
researchers report that “Brand” plays an important role in customer engagement (Gummerus et

al., 2004; Sim et al., 2022).

140



In one interview the following was stated: “when buying I feel more engaged to a company
which gives me all the product information. I usually don’t purchase anything from a company
which does not have up-to-date data” (Code: SME20).

It is of utmost importance to acknowledge that when SMEs encounter a system failure, they
actively draw upon their reservoir of experience and leverage all the information at their
disposal to retain customer engagement. This information is not limited to the policies outlined
on the company's website, but also encompasses the broader framework of company rules and
guidelines. SMEs prioritize the well-being of the client, and as such, they are committed to
providing the highest level of support within their means to effectively address and resolve any
problems stemming from system failures.

The “Experience” concept appears 71 times in all the interviews, has a 44% relevance, and
is composed of the following concepts: deliver and easy. These findings are in line with those
of Ding et al. (2007), who found that engagement with companies is of particular interest to
situations in which the service provider is paramount to the service experience. Customers who
engage in the service process are inclined to experience a decrease in both financial and
performance risks since their participation enables them to provide direct input, achieve greater
customization, and optimize their choices, ultimately enhancing their knowledge and feelings
of control (Eberhardt et al., 2021).

In one interview the following was stated: “we look forward all the time to improve
customer delivery experience, by reducing all the delivery time to the minimum and by making
easy all buying processes. This will enhance customer experience and engagement with our
website” (Code: SME 8).

The examination of thematic relevance not only affords us an understanding of stakeholder
perceptions but also provides a platform to discern customer expectations. Customers seek a
brand that can effectively address service failures without compromising their overall
engagement. This sentiment is especially pronounced in cases for which customer complaints
remain unresolved, as it becomes evident that unresolved service failures exert a substantial
negative influence on customer engagement.

In light of these results, it becomes evident that SMEs have a pivotal role in shaping
customer engagement following service failures. Since EC adoption plays a critical role in
enabling organizations to satisfy customer demands (Costa et al., 2023), by offering exemplary
service and diligently addressing failures, SMEs can maintain or even enhance customer
engagement levels. This implies that a proactive and customer-centric approach can effectively

mitigate the adverse effects of service failures on customer engagement.
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4.6. Conclusion

EC customers often experience failures, and to prevent unfavorable outcomes service providers
make efforts to deliver recovery solutions that aim to restore equilibrium in the relationship
between the parties involved (S. Sengupta et al., 2018). This is a consequence of service
failures, which are inevitable and occur regularly even among companies with high levels of
performance standards (Cusin & Flacandji, 2022).

With this in mind and given the need to gain a deeper comprehension of consumer actions
during service failure occurrences, our main goal was to investigate EC service failures and
their negative effect on customer engagement in SMEs. In recent years there has been
considerable interest from both scholars and practitioners in the concept of customer
engagement and this subject now has heightened attention at individual and organizational
levels (Eberhardt et al., 2021; Naumann et al., 2020; Sim et al., 2022). Our study examined how
SMEs deal with EC service failures, how EC service failures affected customer engagement,
and the degree of influence on customer engagement following service failures.

Regarding the way that SMEs deal with EC service failures, findings reveal the paramount
importance of the “Client” concept. It is clear that this concept is the central issue for
stakeholders dealing with service failures, emphasizing the importance of prioritizing clients as
the primary focal point for SMEs’ efforts to remedy service failures in the EC sector. It also
highlights the notion that a client-centric approach is fundamental to address and rectify service
issues effectively.

Concerning the way that EC service failures impacted customer engagement from the
company’s perspective, the analysis underscores the continued importance of “Client”
approaches, emphasizing the vital role that customer relationships and satisfaction play. Once
again, a pre-eminent concept from these findings is the “Client” theme, which stands at the
core of stakeholder considerations, with a remarkable relevance percentage of 100%,
highlighting its unparalleled significance in shaping strategies to address the impact of service

failures on customer engagement.
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Managers who were interviewed demonstrated a keen interest in implementing various
measures to ensure client protection, reduce response times, adjust sales conditions after service
failures, and improve service quality based on client feedback. These insights emphasize the
commitment of businesses to prioritize their clients and maintain strong relationships,
recognizing that such efforts are essential for mitigating the repercussions of service failures on
customer engagement and overall success.

Relating to the degree of influence of service failures on customer engagement, the insights
allow us to assess the distribution of concepts and their proximity within their respective
categories. Notably, for customers the concept “Brand” has the greatest strength value, while
for SMEs, it is “Experience”. Conversely, the concepts “Website” and “Failures” have the
lowest strength values for customers and SMEs, respectively.

These findings emphasize the importance for businesses to concentrate on key areas such
as effective brand management, efficient resolution of failures, and enhancing the online
customer experience to boost engagement levels. Proactive measures taken by SMEs can have
a positive impact not only on retaining customers but also on increasing their engagement

levels, highlighting the significance of addressing service failures promptly and efficiently.

4.6.1. Theoretical contribution

Notable progress is seen in recent years in the domain of service failures, with every literature
having its own strengths, weaknesses, and areas calling for further exploration (Khamitov et
al., 2020; Laufer & Wang, 2018). Regarding the impact of multiple service failures on customer
engagement within the SMEs context, research has been limited — our study being a pioneer in
this matter. Our research enhances theory by investigating the repercussions of customer
engagement when EC service failures occur on SMEs.

Following a qualitative approach that provided a comprehensive understanding and that
allowed relevant topics to arise spontaneously during discussions, this study brought out new
findings for scholars. Regarding the way that SMEs deal with EC service failures, from the
company perspective, it was possible to conclude that “Customer” has a major importance. The
present research adds new awareness by indicating the most prominent concept, “Customer”,
which should be addressed by future researchers as a paramount concept on EC service failures.

Regarding the effect of service failures on customer engagement, our results provide future
researchers with guidance in conducting studies into the concepts that influence customer

engagement most positively and negatively, from the perspectives of clients and SMEs.
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This not only enriches the body of knowledge in the context of SMEs’ EC service failure,
but also assists senior executives in formulating effective EC strategies to satisfy clients and
boost customer engagement. Furthermore, this study offers a new avenue for evaluating and

comparing findings.

4.6.2. Practical contribution

SMEs are crucial contributors to national economies in every country. Nevertheless, these
enterprises typically operate with constrained resources, imposing restrictions on top managers’
ability to allocate ample investments across all departments. Therefore, they must make
judicious decisions regarding the allocation of their limited financial resources. Regarding EC
service failures and the effect they have on customer engagement in SMEs with this research,
managers can gain insight into the fundamental importance of adopting a client-centric
approach. This highlights the value of prioritizing clients as the central focus for SMEs when
addressing service issues.

Furthermore, as Adams (2015) states, such a policy serves as an effective approach for
gathering data that can be used to creatively shape strategies or identify opportunities for
adjusting current practices Concerning the degree to which service failures influence customer
engagement, the current findings allow managers to realize that to protect their company’s
customer engagement ‘“Brand” holds the highest strength value, while for SMEs, it is
“Experience”.

Our research made significant contributions in two critical dimensions, shedding light on
both the organizational and customer perspectives. This study expanded upon the literature by
delving into the sphere of SFR theory within the SME context, enriching the current body of
knowledge in this domain.

4.6.3. Limitations

The study identifies three constraints. The first is that since EC is a worldwide phenomenon,
the data collection sample does not fully represent every country, which would be ideal
(Khamitov et al., 2020). Therefore, further research on this subject is recommended. Second,
the study did not take into account other important players such as firm suppliers, regulators,
competitors, or employees (Van Doorn et al., 2010). Third, in some countries the application
of EC is still restricted by internal policies and bureaucratic regulations, hindering a

comprehensive understanding of its outcomes in terms of service failures.
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4.6.4. Future research

A future research topic worth exploring is whether large firms would yield outcomes similar to
those of SMEs regarding the subject under examination. Such research might shed light on
whether our conclusions are specific to SMEs or if they apply universally to the broader field
of EC. Additionally, future investigations could explore the influence of cultural factors on
service failures in various countries, potentially revealing new prominent concepts that may

arise in different cultural contexts.
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CHAPTER 5
Thesis Conclusions

5. Overview

Our research demonstrates that there are five primary positive outcomes in EC, which are
"social benefits,” "products,” "customers,” "competitive advantage,” "company development,"
"business,” and "process.” From this, we infer that companies should prioritize these aspects to
enhance their websites and maintain competitiveness in other markets. On the other hand, the
main critical negative outcomes for SMEs are the “resources”, “implication to company
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security”, “the heavier overall cost for small firms”, “the necessary infrastructures”, the
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“required services” “a potential negative impact on sales”, and “small market share”.

SMEs willing to invest in EC platforms and display patience in terms of generated revenues
can anticipate growth in sales, market expansion, new business opportunities, and improved
performance. Conversely, businesses hesitant to allocate funds to EC, driven by factors like
economic constraints, a shortage of specialized human resources, security concerns, and limited
control over business environments, face a competitive disadvantage compared to those
adopting online services.

Chapter three investigated the relationships among the variables in the proposed model,
aiming to understand how these variables influence each other, and their impact on EC Net
benefits, and to assess and compare the significance of User Satisfaction and Game dynamics
about EC Net benefits. The results provided evidence supporting the credibility of the proposed
model, establishing it as a theory applicable not just to information system adoption but also to
evaluating EC in SMEs. By bridging the gap between the model and the implementation phases
of EC in SMEs, Chapter three holds implications for realizing net benefits in real-world
scenarios.

Chapter three suggested model has confirmed that EC adoption is pivotal in meeting
customer needs for organizations. Consequently, businesses aiming to enhance their
competitiveness in the market may find the adoption of the proposed model beneficial. The
research has offered insights into both the theoretical and practical dimensions of B2B EC
among SMEs, highlighting the potential impact of gamification elements and mechanisms in

facilitating this process.
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In terms of how SMEs address EC service failures, the results underscore the crucial
significance of the "Client" concept. This concept represents the central concern for
stakeholders dealing with service failures, underscoring the need for SMEs to prioritize clients
as the primary focal point in their endeavors to address service failures in the EC sector. This
emphasizes the fundamental role of a client-centric approach in effectively managing and
resolving service issues.

Regarding how EC service failures influenced customer engagement from the company's
viewpoint, the examination highlights the sustained significance of "Client" strategies,
underscoring the crucial role played by customer relationships and satisfaction. Relating of the
extent of the impact of service failures on customer engagement, the observations enable us to
evaluate the arrangement of concepts and their proximity within their relevant categories.
Significantly, among customers, the concept "Brand" exhibits the highest strength value,
whereas for SMEs, it is "Experience.” Conversely, the concepts "Website" and "Failures" have
the lowest strength values for customers and SMEs, respectively.

Proactive initiatives implemented by SMEs can positively influence not only customer
retention but also elevate their levels of engagement, underscoring the importance of promptly

and efficiently addressing service failures.

5.1. Contribution and implications
This research builds upon prior systematic reviews, such as Chouki et al. (2020), which focused
on the organizational environment and EC adoption. It expands from examining the singular
implications of EC to adopting a holistic perspective, analyzing both the positive and negative
effects of EC adoption within the specific context of SMEs. Additionally, the study introduces
eight research propositions that explore the desired and undesired effects of EC implementation
in SMEs, contributing novel insights to a conceptual framework. The research addresses a
methodological gap by utilizing a text mining tool to represent the primary EC themes studied
over the past 11 years, along with associated concepts, within the SME context. Furthermore,
the findings highlight that company size plays a significant role in influencing EC adoption.
Pioneering companies drive technological improvement. For Chege and Wang (2019) are
not greater systems that enhance economic development but efficient learning organizations

which seize technological and market opportunities creatively.
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Managerial decisions should prioritize concepts identified in this systematic review as key
positive aspects of EC. These include social benefits, increased product sales, value creation
for customers, and the potential for competitive advantage and company development.

While government support for SMEs is beyond the control of businesses, our analysis
revealed that companies stand to gain from such interventions. Therefore, they should make the
most of available support when it is provided. In line with the following is also Jean & Kim (
2020) where they state Politics should not only enhance access to ICT but also exploit
guidelines that boost the progress of the skills and proficiencies of SMEs’ owner-managers and
employees.

By introducing a novel model that builds upon the framework of DeLone and McLean
(2003), researchers can make comparisons between our findings and prior studies in this field,
with a particular emphasis on the latest research. This study contributes with new insights by
elucidating emerging trends and customer satisfaction perceptions derived from the online
purchasing experience, influencing the EC net benefits.

Our research not only contributes to the existing literature on SMEs regarding the intention
to use EC but also provides valuable insights for top managers to formulate EC strategies that
enhance customer satisfaction and increase net benefits AS Asunka (2016) recommends in his
study regarding ICT, SMEs and their managers should build an environment that is promising
to technology and modernization.

In the absence of a previously defined strategy for online operations through EC, our
proposed model serves as a guide for companies to achieve EC Net benefits through its
adoption. By using our results, companies can prioritize the variables we have identified as the
most crucial in optimizing their EC Information Systems. However, managers need to analyze
their specific business type and tailor our proposed model to accommodate their unique
characteristics. As Consoli (2012) states implementing ICT in SMEs must be defined in a
business strategy and be in line with the company approach and the internal organization to
take maximum advantage of the technological potential.

Concerning the influence of multiple service failures on customer engagement in the
context of SMEs, there has been limited research, with our study pioneering this exploration.
Our research contributes to the theoretical understanding by examining the consequences of EC

service failures on SMEs' customer engagement.
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Regarding how SMEs address EC service failures, the study emphasizes the significant role
of "Customer" from the company's perspective. This research provides fresh insights by
highlighting "Customer" as a crucial concept in EC service failures, suggesting its importance
for future researchers to explore further.

Relating the impact of service failures on customer engagement, our findings offer future
researchers valuable direction for exploring the concepts that exert the most positive and
negative influences on customer engagement, considering the perspectives of both clients and
SMEs.

Concerning service failures in EC and their impact on customer engagement in SMEs, this
research provides managers with insights into the crucial significance of adopting a client-
centric approach. It underscores the importance of prioritizing clients as the primary focus for
SMEs when dealing with service issues.

Contrary to our study, researchers have tried to analyze the causes of SMEs' difficulty to
embrace ICT and the failure to originate substantial profits from it (Chege & Wang, 2019). Still,
a great amount of research has tended to emphasis on demands between general ICT and its

context.

5.2. Limitations and future research

Considering the study presented in Chapter 2, subsequent studies should encompass the
viewpoints of top managers, employees, and overall company performance to assess the
alignment of theoretical findings with the realities faced by SMEs. Over the past decade, the
majority of published articles on EC have predominantly tested theories rooted in management
and technology, leading to a notable overlap in theoretical frameworks.

Despite SMEs having distinct business objectives, research can contribute strategic
recommendations for optimal practices within SMEs from a service perspective. This have a
tremendous impact, since Duan et al., (2002) stated that limitations in technology, stemming
from unskilled technicians and a lack of understanding regarding the value and return on

investment of ICTs, are primary factors contributing to a lower rate of adoption.
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We advocate for future research to explore new market potentials, particularly in regions
such as Africa and Latin America, where SMEs play a crucial role in empowering women
startups and fostering small business development. For Kamunge et al. (2014)African SMEs
encounter numerous obstacles that hold back their progress. This observation is mostly
substantiated due to various challenges hindering the long-term survival of SMEs, despite its
positive developmental impacts (Wekesa Bunyasi & Bwisa Gregory Namusonge, 2014).

Having counted the study available in Chapter 3, this study has a limitation related to the
data collection method, since a portion of the sample consisted of clients from a particular
company. Subsequent research endeavors could involve multiple companies globally, targeting
diverse types of clients for a more comprehensive investigation since the advantages of ICT
become evident only after a period of adoption, and relying on factors such as the nature of the
business, internal transformations and interactions with suppliers and customers (Consoli,
2012).

The results of our study illuminate emerging trends and customer satisfaction perceptions
derived from the online purchasing experience, impacting EC Net benefits. Our
recommendations go in line with Asunka (2016) that SMEs should allocate resources to educate
their staff and management about ICT and its benefits since they could invest in recruiting or
outsourcing knowledgeable ICT specialists or focusing on the most prominent variables that
best for their business.

Considering the study presented in Chapter 4, the research recognizes three limitations.
Firstly, as EC is a global phenomenon, the data collection sample may not comprehensively
represent every country, secondly, the study did not consider other significant stakeholders and
lastly, in certain countries, the application of EC is constrained by internal policies and
bureaucratic regulations, impeding a comprehensive understanding of its outcomes in terms of
service failures. As Chege and Wang (2019) suggest governments should enhance not only ICT
accessibility but also formulate policies that foster the enhancement of skills and capabilities
among SMEs' managers and employees.

An intriguing avenue for future research involves investigating whether comparable
outcomes would be observed in large firms as in SMEs concerning the examined subject. As
Consoli (2012) stated examining factors related to ICT adoption and their effects on
organizations is crucial for comprehending how to encourage the process of investment in new
technologies within SMEs, aiming to attain competitive advantages and favorable business

performances.
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Appendices

Appendix A

Appendix A is related to Chapter 2 study results.

Appendix A.1 - Ranked concepts

The ranked concepts is based on the relative frequency, strength and prominence of the
analyzed text.

Category: COLUMN_negative-outcomes Category: COLUMN_positive-outcomes

Concept Rel Fl'eq Stre]-1gt]1 Prominence Concept Rel Freq) Strength Prominence
(%0) (%0) (%) (%)
resources 16 60 |HE 1 18| |social 11 73 | 35
security 10 66 |HE] 18| |product 1 57 |28
costs 9 66 B ] 18| |customer 27 57 o7
infrastructure 8 53 |(HE1 15| |competitive 15 55 |26
service 7 57 |HEL__1 15| |development 19 54 |26
sales 5 52 |EE_1 1.4| |process 16 55 |25
market 12 51 (HE—]1 14| |online 13 52 |25
mnformation 13 51 |EE——1 1.4| |environment 10 50 (124
environment 5 50 |EE——1 1.3| |performance 16 50 (124
benefits 9 47 (12| |data 9 47 | )23
technology 32 45 |EE—] 12| |benefits 16 47 |HEE] 22
management 19 43 B 11| |information 21 44 121
development 8 40 B 111 |market 19 44 |HEN 121
organizational 7 38 |E——1 10| |growth 9 42 | 120
customer 10 38 B ] 10| |organizational 13 41 B 120
growth 4 35 |E ] 10| |management 33 41 |HE]20
chain 7 36 | 1.0| |business 41 41 (HE 120
business 19 34 |EC] 09| |chain " 33 |[HE_116
performance 5 3 B 108| |resources 13 30 HE— 114
enterprises 9 24 |/ 06| |technology 38 29 |HEJ14

Table 2.1 of appendix — Ranked concepts for categories (source: Leximancer outputs)
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Appendix A.2 - Ranked concepts

Concept Rel Freq (%9) | Strength (%) Prominence
costs & sales 2 80 1112
secunity & data 2 100 [ —
resources & mirastructure 4 73 B 199
secunty & environment 2 80 B 194
costs & infrastructure 2 100 B 138
chain & competitive 3 86 [ —
securnty & culture 2 67 | —
market & social 2 100 B 179
environment & benefits 2 200 W 175
costs & market 3 67 174
organizational & culture 2 40 171
market & benefits 4 67 B 170
development & growth 2 57 169
environment & data 1 100 B 167
service & product 1 80 164
service & sales 1 <1 B 164
sales & market 2 67 B 162
security & organizational 2 &7 B 161
security & mformation 3 86 B 160
resources & organizational 3 60 157
sales & customer 2 67 B 157
nfrastructure & sales 1 100 B 156
costs & product 1 50 B 156
mformation & environment 2 200 154
mfrastmucture & environment 1 100 153
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mformation & growth 2 50 152
resources & culture 2 67 151
environment & online 1 67 151
mfrastructure & service 1 100 150
resources & customer 4 73 150
benefits & social 1 <1 150
mfrastructure & marlket 2 80 B 149
development & social 1 67 148
environment & management 3 67 148
resources & online 2 100 147
environment & competitive 1 67 147
mnformation & development 3 G0 1486
mfrastructure & culture 1 50 146
costs & mformation 2 67 145
costs & customer 2 67 145

Table 2.2 of appendix — Ranked concepts for categories: negative outcomes (source:

Leximancer outputs)
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Appendix A.3 - Ranked concepts

Concept Rel Freq (%) | Strength (%) Prominence

social & product 4 80 I 22
social & sales 4 100 I 22
social & online 4 133 B | 044
social & data 3 150 B ] 04 1
product & sales 3 100 B ] 190
social & information 5 83 Bl 1162
product & process 4 100 B ] 161
product & mformation 6 60 Bl ] 154
product & customer 6 120 B ] 154
social & process 3 100 Bl 1153
competitive & development G 120 Bl 1145
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222

social & growth 2 100 Bl ] 145
process & growth 4 133 B 1145
online & data 3 75 ] 145
environment & performance 4 100 B ]i43
competitive & data 3 < ] 134
product & competitive 3 300 1134
social & customer 4 80 B 1130
product & data 2 100 1127
online & culfure 3 150 B 1120
ouline & information 6 150 1117
chain & infrastmcture 4 133 B 1116
process & chain 5 125 [ —
product & service 2 50 B 1115
customer & benefits 8 114 B 1115
ocnline & costs 3 75 B 1115
process & information 7 78 1114
social & competitive 2 100 B 1113
performance & sales 3 300 1113
product & performance 3 75 1113
product & market 4 100 1112
benefits & mariet 7 58 [ —
environment & growth 2 200 B 109
customer & competitive 3 150 1108
social & business 7 78 B 1108
competitive & infrastracture 3 300 B 1106
data & culture 2 200 [ —
environment & chain 3 5 B 1104
online & security 3 75 1] 102

Leximancer outputs)

Table 2.3 of appendix — Ranked concepts for categories: positive outcomes (source:




Appendix A.4 — Ranked Counts

Concept Count Category Count
technology 128 negative-cutcomes 182
business a9 positive-outcomes 101
management 79

enferprizes 66

information 47

customer 47

esourCes 43

market 43

development 35

benefits 34

chain 33

performance 32

organizational 3

process 30

security 27

conxpetitive 27

online 25

infrastructure 24

costs 24

culture 23

growih 21

service 21

enviromment 20

data 19

product 19

sales 19

social 15

Table 2.4 of appendix — Ranked counts (source: Leximancer outputs)
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Appendix A.5 — Supporting Text Summary

The supporting text summary helped the Leximancer tool to produce all the results.

Concept

Related Concept

Supporting Text

TESOUICES

cultre

Hierarchy culture type was significantly and negatively
correlated with e-commerce adoption; Clan and Market,
were not significantly correlated with e-commerce
adoption; the top managers opinion was significantly and
negatively comrelated with hierarchy culture; only
possessing technological resources and infrastructure is
not adequate to adopt e-commerce.

customer

For SMEs constrained by their lack of resources, the
service-onented functions of a web portal outweigh its
other functions (such as speed or system capacit],ralthe
findings on the relationship between industry benchmark
information and perceived organisational performance
which shows negative effects across all four performance
dimensions (finance, customer, process, and leaming)
were unexpected. SME users may perceive a high
degree of difficulty in using the web portal when portal
service providers offer inappropriate fraining programs.

infrastructure

the major ch:allen?es the fumiture companies face in the
inmfplementatiﬂn of IT are: The initial costs for IT
infrastructure and solutions that creates particular
difficulties due to the large number of small-sized
companies that dominate the furniture marketplace;
Resistance to innovation, both internal and external to the
organisation; Lack of technically skilled human resources;
The identification of an addressable end market for the
online selling of furniture_; The uncertainty of the rﬁayback
This stability is hard to maintain since due to market
requirements and the increasingly dynamicity of customer
neads, business requirements are constantly being
adapted, causing systems, models and semantics to
change, thus leading to harmonisa- tion breaking and
dismpim of the interoperability in the enterprise systems
networks;

It was evident that SME owners/ managers possessed
allocative resources as they could determine how much
to give to a particular employee; With respect to
insttutionalizing E-Commerce, SME owners, indicated
their lack of human resources specifically ICT expertise
resulted in their lack of confidence to institutionalize E-
Commerce; SMEs lacked human resource and this factor
inca Iﬁ.lacltated their position to exercise the power of
institutionalizing E-Commerce.; SMEs understand E-
Commerce as merely having a web presence, but not
necessary beinﬂ able to do typical E- Commerce
transaction such as buying and selling online:

organizational

resource constraints (lack of qualified human resources,
lack of financial resources, and lack of technological
resources ) extemnal environmental factors (government
policies and initiatives, security and privacy, and
infrastructural issues) organiza- tional issues (support
from top management and organizational culture
resistance to acceptance of new technologies in the firm
(perceived useful- ness of new technology and training
workforce)

224




security

culture

A study by Pearson and Grandon (2002) discovered that
the lack of security and reliability regarding e-commerce
is significant barrier to the adoption of e-commerce; the
lack of knowledge regarding the advantages of e-
commerce forms an important barrier that needs to be
circumvented in the process of adopting e-commerce into
business; the existing culture significantly influences
em#lnyee?s resistance to the adoption of e-commerce;
with the adoption of e-commerce, employees are facing
several changes from business methods to organizational
culture, and this can effect the adoption of current and
future technologies within the companie.

data

The challenges currently faced by the SMEs in the
regulatory domain are an important barrier that will need
to be overcome in order to both encourage SMEs to take
up e-business opportu- nities and establish trust
relationships within the ecosystem as well as between its
participants in the area of privacy and consumer
protection,questions regarding the types of data that
SMEs will deposit and exchange within the ecosystem
environment and the respective regulatory controls to.
apply need to be further examined in the domain of e-
signatures and authentication, a number of questions
regarding the level of security requirements which are
applicable to the transactions carried out by the SMEs are
still unanswered cross-border online contracting within
the e-business ecosystem vision raises issues regarding
possible barriers to recognition of electronically concluded
contracts in the selected iImplementation cases with
possibly serious implications for the DBE .

environment

The perceived external barriers to e-commerce include:
the unfavorable economic environment, the high cost of
ICT and security concems; The internal barriers to e-
commerce include: poor intermal communications
infrastructure within SME firms, lack of ICT awareness
and knowledge as well as inadequacy of ICT-capable and
literate managers and workers, insufficient financial
resources and the perceived lack of relevance or value-
added of ICTs to their business; Cost is considered a
crucial issue.. The initial investment for the adoption of a
new technology is proportionately heavier for small than
for large firms.

information

Since SMEs are becoming one of the national economic
growth engines it is a great loss for the nation if the SMEs
are unable to avoid the potential information security
incidents which cause the damage towards small
enterprise due to the incompetencies to absorb the losses
as easily as larger organizations do; a firm framework
development must be provided since none of the security
frameworks developed through previous studies focuses
specifically on. the electronic business records
authenticity;

orgamizational

resource constraints (lack of qualified human resources,
lack of financial resources, and lack of technological
resources) external environmental factors (govemment
policies and initiatives, security and privacy, and
infrastructural issues) organiza- tional issues (support
from top management and organizational {:ulture%
resistance to acceptance of new technologies in the firm
(perceived useful- ness of new technology and training
workforce)
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Ccosts

customer

At level 4 the limited contribution to cost reduction could
also be due to the increase in the costs of the IT
infrastructure required at this level Developing countries,
which tend to share a lack of infrastructure readiness, a
lack of skilled labor, employee resistance to moving from
traditional to automated ways of doing business, and
customer concerns (readiness, trust, and satisfaction),
face a consequent delay in adoptinﬁ technology and, in
tum. face strong competition from the global markets in
terms of market share, sales, and revenues.

information

For SMEs, corporate ICT implementation incurs high
costs from hardware establishment, networkin?, Web site
construction, information system establishment, hiring of
additional personnel, and maintenance of ICT;

infrastmcture

the major challen?es the furniture companies face in the
implementation of IT are: The initial costs for IT
infrastructure and solutions that creates particular
difficulties due to the large number of small-sized
companies that dominate the fumiture marketplace;
Resistance to innovation, both intemal and external to the
organisation; Lack of technically skilled human resources;
The identification of an addressable end market for the
online selling of furniture.; The uncertainty of the Ea back
This stability is hard fo maintain since due to mar
requirements and the increasingly dynamicity of customer
needs, business requirements are constantly being
adapted, causing systems, models and semantics to
change, thus leading to harmonisa- tion breaking and
disruption of the interoperability in the enterprise systems
networks;

market

Beside the costs associatedwith duty deferral programs
another key reason for SME to enter a domestic market
upon landing of imported merchandise is that they may
not be confident in the number of crossborder orders they
will receive; Small andiMediumSized Enterprises (SMEs
engaged in e-commerce will most likely find they are n
generating the sales volumes necessary to qualify or
Justify participation indutydeferral programs. small and
medium sized enterprises engaged in cross-border e-
commerce do not appear to be able to participate in most
of the government programs designed 1o help ex- porters.

product

For the cost control of small and medium-sized e-
commerce enterprises, there are three constraints: not
enough awareness for the control of logistics cost,
difficulty in logistics cost accounting, and the trade-off
principle; the basic procedures of the cost control of small
and medium-sized e-commerce enterprises are: specify
goals for cost control; establish a cost tracking and
monitoring mechanism; and sort out and adjust cost
deviations. {g} Under the trans-ocean trade mode, the
cost control of small and medium-sized e-commerce
enterprises has the problems of inadequate accounting,
and high costs of inventory, commission, product-retumn,
and transportation; they can establish special accounting
departments to strengthen product review, screening of
partners, and information construction, so as to improve
their ability in cost control.

sales

At level 4 the limited contribution to cost reduction could
also be due to the increase in the costs of the IT
infrastructure required at this level Developing countries,
which tend to share a lack of infrastructure readiness, a
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lack of skilled labor, employee resistance to moving from
traditional to automated ways of doing business, and
customer concerns (readiness, trust, and satisfaction),
face a consequent delay in adoptinﬁ technology and, in
tum. face strong competition from the global markets in
terms of market share, sales, and revenues.

mfrastructure

culture

Hierarchy culture type was significantly and negatively
comelated with e-commerce adoption; Clan and Market,
were not significantly correlated with e-commerce
adoption; the top managers opinion was significantly and
negatively correlated with hierarchy culture; only
possessing technological resources and infrastructure is
not adequate to adopt e-commerce.

environment

The perceived external barriers to e-commerce include:
the unfavorable economic environment, the high cost of
|CT and security concemns; The internal barriers to e-
commerce include: poor intermnal communications
infrastructure within SME firms, lack of ICT awareness
and knowledge as well as inadequacy of ICT-capable and
literate managers and workers, insufficient financial
resources and the perceived lack of relevance or value-
added of ICTs to their business; Cost is considered a
crucial issue.. The initial investment for the adoption of a
new technology is proportionately heavier for small than
for large firms.

market

the major challenges the furniture companies face in the
implementation of IT are: The initial costs for IT
infrastructure and solutions that creates particular
difficulties due to the large number of small-sized
companies that dominate the fumiture marketplace;
Resistance to innovation, both intermal and extemal to the
organisation; Lack of technically skilled human resources;
The identification of an addressable end market for the
online selling of furniture.; The uncertainty of the payback
This stability is hard to maintain since due to market
requiremenis and the increasingly dynamicity of customer
needs, business requirements are constantly being
adapted, causing systems, models and semantics to
change, thus leading to harmonisa- tion breaking and
disruption of the interoperability in the enterprise systems
networks;

sales

At level 4 the limited contribution to cost reduction could
also be due to the increase in the costs of the IT
infrastructure required at this level Developing countries,
which tend to share a lack of infrastructure readiness, a
lack of skilled labor, employee resistance to moving from
traditional to automated ways of doing business, and
customer concerns (readiness, trust, and satisfaction),
face a consequent delay in adopting technology and, in
fum. face strong competition from the global markets in
terms of market share, sales, and revenues.

Service

an all digitized service infrastructure must be accessi- ble
anytime, at any device, at any connection and from any
place at a reasonable and affordable prize; This requires
more than an infrastructure that interconnects to all rele-
vant identities, as the some of the SMEs themselves lack
sufficient IT competences as well as acquisition on the
appropriate IT infrastructure, being cloud based or not. it
is the target to lower one of the barriers: lack of IT
competence and ignorance regarding the many new
possibilities with modem e-Business;
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service

product

SME must primarily convey all sales-based activities
within a web site (routinization), and then try to use
internet advertising. Otherwise, users will have no choice
but to find other routes to communicate, order or receive
the product or service.

sales

customer

"external resources, namely, quality of external expertise
and electronic readiness of customers and suppliers that
are complementary to IT have divergent impacts on
return on sales, in that the quality of external expertise
negatively and strongly affects ROS" "capital
investements are not positively associated with firm profit”
"IT capital investment that is, bud%eting and IT trainin

are not positively associated with Tirm profit confirm

market

At level 4 the limited contribution to cost reduction could
also be due to the increase in the costs of the IT
infrastructure required at this level Developing countries,
which tend to share a lack of infrastructure readiness, a
lack of skilled labor, employee resistance to moving from
traditional to automated ways of doing business, and
customer concerns (readiness, trust, and satisfaction),
face a consequent delay in adopting technology and, in
tum. face strong competition from the global markets in
terms of market share, sales, and revenues.

market

benefits

Many managers who claimed that they gained benefits
from having a website were uncertain whether they had
achieved them; if they adopt a complex website, it would
cost them a fortune. Gray (2006), too, found that many
SMEs doubted whether adopting e-commerce,
particularly websites, improved the way they do business;
although the survey found that market expansion as the
most important benefit that managers giained from having
website, the interviews did not substantiate the claim;
firm?

social

the market for social media use by SMEs is in an earlier
stage of development than the use of Web 2.0 technology
in consumer markets.

imnformation

development

the insufficient financial resources which are necessary
fior setting up a department, responsible for the
maintenance of computer systems and software as well
as the impossibility to employ qualified ICT specialists,
who are responsible for the timely implementation of
effective technological innovations that ensure the
confidentiality, integrity and accessibility to corporate
information assets and resources; The low share of
enterprises that implement. e-commerce makes an
impression in the obtained results, which can be
interpreted as a serious indicator of the need for
innovative solutions for the development of e-business
systems in Bulgarian enterprises

enviromment

various potential advantages can be created by e-
commerce, but surprisingly SMEs? adoption of e-
commerce has still been limited perhaps due to the fact
that SMEs have different characteristics from large
enterprises; distinct characteristics imbedded in SMEs
consist of small management teams, strong owner
influence, lack of staff in specialized areas such as
information technology, multi- functional management,
limited control over their business environment, limited
market share, low employee turnover, a reluctance to
take risks, and avoidance. of sophisticated software or
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applications.

growth

Since SMEs are becoming one of the national economic
growth engines it is a great loss for the nation if the SMEs
are unable to avoid the potential information security
incidents which cause the damage towards small
enterprise due to the incompetencies to absorb the losses
as easily as larger organizations do; a firn framework
development must be provided since none of the security
frameworks developed through previous studies focuses
specifically on. the electronic business records
authenticity;

environment

compefitive

E-leaders reported a significantly more complex
environment and more pressure from competition than
average, and this may account at least in part for their
more proactive B2B EC adoption strategy; Organizations
that have been more reactive should consider whether
their sluggish approach has benefited or subverted their
competifive posture, and how well or ill it prepares them
for the inevitability of increasing sophistication in supply
chain management; e-laggards had. less trust in their
trading partners;

data

The challenges currently faced by the SMESs in the
re%ulatary' domain are an important barrier that will need
to be overcome in order to both encourage SMES to take
up e-business opportu- nities and establish trust
relationships within the ecosystem as well as between its
participants in the area of privacy and consumer
protection,questions regarding the types of data that
SMEs will deposit and exchange within the ecosystem
environment and the respective regulatory controls to.
apply need to be further examined in the domain of e-
signatures and authentication, a number of questions
regarding the level of security requirements which are
applicable to the transactions carried out by the SMES are
still unanswered cross-border online contracting within
the e-business ecosystem vision raises issues regarding
possible barriers to recognition of electronically concluded
contracts in the selected implementation cases with
possibly serious implications for the DBE .

AN gement

The perceived external barriers to e-commerce include:
the unfavorable economic environment, the high cost of
ICT and security concems; The internal barriers to e-
commerce include: poor internal communications
infrastructure within SME firms, lack of ICT awareness
and knowledge as well as inadequacy of ICT-capable and
literate managers and workers, insufficient financial
resources and the perceived lack of relevance or value-
added of ICTs to their business; Cost is considered a
crucial issue.. The initial investment for the adoption of a
new technology is proportionately heavier for small than
for large firms.

The challenges currently faced by the SMEs in the
regulatory domain are an important barrier that will need
to be overcome in order to both encourage SMEs to take
up e-business opportu- nities and establish trust
relationships within the ecosystem as well as between its
participants in the area of privacy and consumer
rotection, guestions regarding the types of data that
MEs will deposit and exchange within the ecosystem
environment and the respective regulatory controls to.
apply need to be further examined in the domain of e-
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signatures and authentication, a number of guestions
regarding the level of security requirements which are
applicable to the transactions carried out by the SMEs are
still unanswered cross-border online contracting within
the e-business ecosystem vision raises issues regarding
possible barriers to recognition of electronically concluded
contracts in the selected implementation cases with
possibly serious implications for the DBE .

benefits

Fim size is one factor that can affect the adoption
decision. This is attributable to the fact that the larger the
company, the more likely it is to be aware of the
importance of having a web presence and of the many
related benefits;

techmology

technical restraints are the most important barriers to e-
commerce adoption by Egyptian SMEs SMEs in Egypt
are not independent when they adopt technology and rely
on ?external ICT firms? assistance?

management

one key barrier is resistance from SMEs? top
management teams;

development

growth

Since SMEs are becoming one of the national economic
growth engines it is a great loss for the nation if the SMEs
are unable to avoid the potential information security
incidents which cause the damage towards small
enterprise due to the incompetencies to absorb the losses
as easily as larger organizations do; a firm framework
development must be provided since none of the security
frameworks developed through previous studies focuses
specifically on. the electronic business records
authenticity;

social

the market for social media use by SMEs is in an earlier
stage of development than the use of Web 2.0 technology
in consumer markets.

organizational

culture

A stu b~¥ Pearson and Grandon (2005) discovered that
the lack of security and reliability regarding e-commerce
is significant barrier to the adoption of e-commerce; the
lack of knowledge regarding the advantages of e-
commerce forms an important barrier that needs to be
circumvented in the process of adopting e-commerce into
business; the existing culture significantly influences
employee?s resistance to the adoption of e-commerce;
with the adoption of e-commerce, employees are facing
several changes from business methods to organizational
culture, and this can effect the adoption of current and
future technologies within the companie.

customer

it was easy to appreciate how concems such as the
dictatorial attitude of customers and their failure to
communicate effectively or respect standards would tend
to make functions that are collaborative in nature of less
interest functions that are collaborative in nature are
bound to be less relevant if customers show no inclination
to be effectively collaborative

growth

It is because SMEs tend to assume that the great BRI
would ultimately only benefit large MNCs with macro
investments and development and will neglect the growth
of SMEs;

chain

competitive

In the modem business world, it is very difficult to achieve
a secure competitive advantage, as every advantage is
momentarily; The model carmries some disadvantages and
barriers that are briefly examined in the paper, such as
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the risk of vendor lock-in when implementing cloud
computing technologies and applications, technological
requirements and limitations, as well as potential high
investment if SMEs tht to acquire their own hardware and
software necessary. for the e-supply chain
implementation;

business

for the technological context (H1), one may argue for
diminishing relevance for some of the technological
factors in SME's decision to implement e-business;
environmental factors are not meaningful enough to drive
SMEs to fully use e- business:

performance

organizations will not be benefited from new practice that
was originally designed to improve performance unless
users are able to use it;

enterprises

Lack of Awareness: Though there are many beneficial
schemes and programmes available for the existing and
upcoming entrepreneurs, but they are not getting fully
benefitted from those schemes and programmes due to
lack of awareness. Single Window System to help the
needy entrepreneurs as, it is not possible for an

upcoming entrepreneur to have sound financial base,
hence many micro enterprises dies at their nascent stage.

Table 2.5 of appendix — Supporting Text Summary: Negative Outcomes (source: Leximancer

outputs)
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Appendix A.6 — Supporting Text Summary

Concept

Related Concept

Supporting Text

social

business

the importance of additional sources of revenue other
than just advertising, which is in line with the idea that
new revenue models are needed for survival as users
become accustomed to free products and ser- vices;
SME social media platforms are strategically important to
the U.S. and UK economies because of their role in
facilitatin knuuﬂed%e exchange, network- ing, and sales
between SME and their economic partners; The novel
use of online panel data combined with the detailed
analysis and evaluation of individual platforms using
business model theory made it possible to successul
apply strategic group theory in a new business context;

competitive

advertising is essential in the retail sector in order to
become and remain competitive SMEs have encountered
more traffic 7 both organic and paid ? when they
increased their advertising budget a smaller percentage
of people that access the website either directly or
through organic search on both social media and search
engines end up buying a product socialmedia advertising
has the primary purpose of increasing awareness that will
eventually lead to sales continuous advertising spending
not only affects paid advertising driven sales but also
organic sales a significant number of the customers that.
came to the websites through paid campaigns over a
period of one year continue to make purchases from the
same store results show that social media marketing and
search engine advertising have a strong positive impact
on both paid and organic driven sales

customer

were inherently dynamic, revealing in detail how
entrepreneurs could promote their own managerial
capabilities through leaming, reflection, and building up
social networks; Our study identified two key
organizational CBEC capabilities: platform utilization
capabilities and business development capabilities.
Although there were probably other organizational
capabilities that affected the SMEs’ dig- ital
transformations, the theoretical significance of these two
capabilities is clear: Together, they allow SMES to sense
and respond to market and platform changes, to maintain
durable relationships with customers, and to optimize and
grow their businesses.

data

Deep learning as Al area encompasses a wide range of
neural network architectures designed to complete
different tasks, these algorithms are used to extract
complex abstractions (by formulat- ing first simpler ones)
as data representations through a hierarchical learning
process; In companies’ speech and language recognition
may be important in the area of tasks such as branding,
product positioning, corporate reputation management,
and social media marketing; Al technigues. are
implemented into targeting process to make it more
possible that consumers will click on an online
advertisement; Al may be implemented to find
comelations between price and sells and to monitor price
changes, enable dynamic real-time pricing and demand
response optimization and ? as a result ?

orowth

, respectively; The marginal effects suggest that small

232




firms which belong to the value chain information
intensive industry with a social media profile are 8% more
likely to appear in the higher response category of
revenue growth %i_e_ ?increased? response category) than
those that do not adopt such E-commerce technology; the
probit regression coefficients for all three forms of web-
based E-commerce are statistically significant and
positive in SMEs that compete in the product information
intensive industry suggesting that the launch and
maintenance of a company's own web- site, the use of a
third-party website, and a social media profile, all have a
simultaneous positive effect on sales growth; For an SME
competing in a high value chain information.

information

intensive or product in- formation intensive industry that
has a business website, a third-party website, and/or a
social media profile, it is more likely to experience an
increase in business revenue than those without the
respective form of E-commerce; he positive impact of the
E-commerce adoption on performance was expected to
be conditioned upon information characteristics of the
business process and product of information. In addition,
we argue that the extent to which the commercial
websites and social media profiles influence the
performance of small business depends on the level of
interactivity and design sophistication; information
technology investments contribute positively to firm
performance where the value chain information or product
information intensity of the industry is deemed as high;
Mo variations were Tfound in the likelihood of differen
performance.

The use of information and communications technologies
and e-commerce more specifically has been indicated as
an important factor in building sustainable economic
growth; there is a little argument that e-commerce is
having a significant transformative impact on economic
and social activities and relationships throughout the
world; SME's organizational readiness was positively
associated with their intent to use Internet/business
technologies; e-business has changed the business
models in Canada. by reducing costs and increasing the
productivity; Web site design and culture were advanced
as essential tool to Web site trust, Web site satis- faction,
and e-loyally in online business relationships;

pIoCess

Deep learning as Al area encompasses a wide range of
neural network architectures designed to complete
different tasks, these algorithms are used to extract
complex abstractions (by formulat- ing first simpler ones)
as data representations through a hierarchical learmning
process; In companies’ speech and language recognition
may be important in the area of tasks such as branding,
product positioning, corporate reputation management,
and soclal media marketing; Al techniques. are
implemented into targeting process to make it more
possible that consumers will click on an online
advertisement; Al may be implemented to find
comelations between price and sells and to monitor price
changes, enable dynamic real-time pricing and demand
response optimization and 7 as a result ?

product

5 actors are well aware that the use of information
technology, especially m- commerce not only extends the
business network and facilitates business transactions
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but also triggers the innovation, such as process, product
and marketing innovation; It is proven that the network is
widespread, increasing sales and market share to the
Foreign; one?s belief in information te-:hnc:lt)‘gy is related
to expediency and easiness influenced by 3 factors
namely institution, social and individual;

sales

, respectively; The marginal effects suggest that small
firms which belong to the value chain information
intensive industry with a social media profile are 8% more
likely to appear in the higher response category of
revenue growth (i.e. ?increased? response category) than
those that do not adopt such E-commerce technology; the
probit regression coefiicients for all three forms of web-
based E-commerce are statistically significant and
positive in SMEs that compete in the product information
intensive industry suggesting that the launch and
maintenance of a company's own web- site, the use of a
third-party website, and a social media profile, all have a
simultaneous positive effect on sales growth; For an SME
competing in & high value chain information.

product

competitive

advertising is essential in the retail sector in order to
become and remain competitive SMEs have encountered
more traffic ? both organic and paid ? when they
increased their adveriising budget a smaller percentage
of people that access the website either directly or
through organic search on both social media and search
engines end up buying a product socialmedia advertisin
has the primary purpose of increasing awareness that will
eventually lead to sales continuous advertising spending
not only affects paid advertising driven sales but also
organic sales a significant number of the customers that.
came fo the websites through paid campaigns over a
period of one year continue to make purchases from the
same store results show that social media marketing and
search engine advertising have a strong positive impact
on both paid and organic driven sales

costs

The decision to use e-commerce to sell directly to cross-
border cus- tomers sets off a corporate decision to
accepts the costs, liabilities and responsibilities for
establishing and delivering on specific service levels and
presented to customers on their order pages.; The design
of the product determines the Harmonized Tariff System
code (HTS) most likely assigned by Customs officials in
the country of importation; government policy makers
need to rethink the costs and paperwork burdens of the
existing cross-border programs;

customer

advertising is essential in the retail sector in order to
become and remain competitive SMEs have encountered
more traffic 7 both organic and paid ? when they
increased their advertising bud%et a smaller percentage
of people that access the website either directly or
through organic search on both social media and search
engines end up buying a product socialmedia advertising
has the Prima purpose of increasing awareness that will
eventually lead to sales continuous advertising spending
not only affects paid advertising driven sales but also
organic sales a significant number of the customers that.
came to the websites through paid campaigns over a
period of one year continue to make purchases from the
same store results show that social media marketing and
search engine advertising have a strong positive impact
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on both paid and organic driven sales

data

Deep learning as Al area encompasses a wide range of
neural network architectures designed to complete
different tasks, these algorithms are used to extract
complex abstractions (by formulat- ing first simpler ones)
as data representations through a hierarchical leaming
process; In companies’ speech and language recognition
may be important in the area of tasks such as branding,
product positioning, corporate reputation management,
and social media marketing; Al technigues. are
implemented into targeting process to make it more
possible that consumers will click on an online
advertisement; Al may be implemented to find
comelations between price and sells and to monitor price
changes, enable dynamic real-time pricing and demand
response optimization and ? as a result 7

information

intensive or product in- formation intensive industry that
has a business website, a third-party website, and/or a
social media profile, it is more likely to experience an
increase in business revenue than those without the
respective form of E-commerce; he positive impact of the
E-commerce adoption on performance was expected to
be conditioned upon information characteristics of the
business process and product of information. In addition,
we argue that the extent to which the commercial
websites and social media profiles influence the
performance of small business depends on the level of
interactivity and design sophistication; information
technology investments contribute positively to firm
performance where the value chain information or product
information intensity of the industry is deemed as hiqh;
Mo variations were found in the likelihood of differen
performance.

market

E-clusters, offering better market linkages, businesses
practices, and standardized information systems, not only
strengthen MEs? bargaining power but also improve their
business competitiveness. Assist MEs to enhance
product competitiveness through the use of e-clusters.

performance

the utilizing of E-commerce has a positive effect on
revenue growth for both value chain information intensive
and product information intensive SMEs.; The results
indicate that a small firm that has its own website is 13%
and 16% more likely to experience revenug growth during
the past 12 months when compared with its counterpart
that does not have its own website; The probability that a
small organization with a third-party website reports
performance growth is 4% and 5% higher than those that
do not employ such a form of E-commerce in value chain
information intensive industry and product information
intensive industry.

DPIOCEss

customer management services, supply chain facilities,
new product development, 1S/1T infrastructure,
transparency and visibility of information, government
encour- agement and senior management involvement
suggested by various academics and practitioners are
crucial for e-marketing orientation on business
performance; It is crucial that SMEs identify C5Fs in the
e-business implementation process; the B2B- eM-CSFs
can serve as an important milestone for the development
of an e-marketing framework.. B2B e-marketplace is
suitable to SMEs operating in low-technology
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environments.

sales

s actors are well aware that the use of information
technology, especially m- commerce not only extends the
business network and facilitates business transactions
but also triggers the innovation, such as process, product
and marketing innovation; It is proven that the network is
widespread, increasing sales and market share to the
Foreign; one?s belief in information technoloigy is related
to expediency and easiness influenced by 3 factors
namely institution, social and individual;

Service

As for the U S._ firms, there was a small increase in cost
reduction. adopting B2B e-commerce does achieve some
indicators of quality, namely fast delivery (both for U.S.
and Egyptian SMEs), an increase in the quality of
customer service, and an increase in product and service
quality (U.S. SMEs), and an increase in information
quality, and quality of relations with business partners
(Egyptian SMEs).

Customer

benefits

Malaysian SMEs are willing to adopt e-commerce due o
its many advantage; integration, close relationships with
customers and other business owners, influence market
growth to eam external resources, and increase the
expertise for growth and development of business,; e-
commerce increase the level of confidence of business
managers in order for them to continue with the adoption
process; when managers get a hold of more information,
and are more familiar with the benefits. of the adoption e-
commerce, their confidence level will inevitably rise; the
more information that the management possesses on e-
commerce, the higher their level of confidence will be with
regards to it; there is no relationship between complexg
and e-commerce adoption; the owners and managers
SMEs have an important role in encouraging the growth
of innovation because they are familiar with the
organizational system and the characteristics of SMES;
Managers.

compefitive

benefits? factors being identified: Essential, Marketing
and Competition, and Intemal Business Efficiency, each
of which distinguishes particular types of perceived
advantages that influence decision making by the travel
agency owner-managers when considering how e-
commerce might contribute to their business; Improved
knowl- edge and transactions management, effective
partnership building, better accountability, and increased
staff satisfaction all enhance the ability of the SME
agents. to achieve future strategic success through
operational efficiency; Marketing and Competition, which
comprises several dimensions of these travel
businesses? ability to compete effectively and gain
aduanta#le in the market place throult:l;h meeting customer
needs; There is a definite focus on the perceived
marketing and competitive advantages of an advanced
level e-commerce which is consistent with its usage when
SMEs are making decisions about its adoption; Within the
context of SME e-commerce adoption in developing
countries it is clear that perceived benefits are influential
in determining advanced-level usage;

competitive

development

Fimm size, firm scope, gtovemmental suEpﬂrt, consumer
readlness IT infrastructure and internet skills were found
to be the most im portant e-business adoption drivers; E-
business is becoming a powerful tool that helps
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companies create better backward and forward
relationships and develop a competitive advantage. E-
business adoption can provide substantial benefits to
companies including increased revenues, operational
efficiency, customer satisfaction and relationship
development; Firm scope has also been found to have a
significant effect on e-business adoption; IT infrastructure
(hardware) significantly affects e-business adoption;
adoption costis not a significant inhibitor of e-business
adoption, something that implies that companies that
have implemented e-business strategies did so without
considering.

Fimn size, firm scope, governmental support, consumer
readiness, IT infrastructure and internet skills were found
to be the most important e-business adoption drivers; E-
business is becomingﬂa powerful tool that helps
companies create better backward and forward
relationships and develop a competitive advantage. E-
business adoption can provide substantial benefits to
companies including increased revenues, operational
efficiency, customer satisfaction and relationship
development; Firm scope has also been found to have a
significant effect on e-business adoption; IT infrastructure
(hardware) significantly affects e-business adoption;
adoption cost s not a significant inhibitor of e-business
adoption, something that implies that companies that
have implemented e-business strategies did so without
considering.

infrastructure

development It is essencvial for the human resource departements of

any SMEs fo fully understand the nature of their individual
companies, problems and needs for future human
resource development. The SMEs could clearly be certain
of the needs of their IT professionals’ skill demand, and
these results could probably provide a solution to the
intemal on-job-training programs, increasing IT workforce
and outsourcing.

customer management services, supply chain facilities,
new product development, |1S/T infrastructure,
transparency and visibility of information, government
encour- agement and senior management involvement
suggested by various academics and practitioners are
crucial for e-marketing orientation on business
performance; It is crucial that SMEs identify CSFs in the
e-business implementation process; the B2B- eM-CSFs
can serve as an important milestone for the development
of an e-marketing framework.. B2B e-marketplace is
suitable to SMES operating in low-technology
environments.

Malaysian SMEs are willing to adopt e-commerce due to
its many advantage; integration, close relationships with
customers and other business owners, influence market
growth to eam external resources, and increase the
expertise for growth and development of business; e-
commerce increase the level of confidence of business
managers in order for them to continue with the adoption
process; when managers get a hold of more information,
and are more familiar with the benefits. of the adoption e-
commerce, their confidence level will inevitably rise; the
more information that the management possesses on e-
commerce, the higher their level of confidence will be with
regards to it; there is no relationship between complexity

Process chain

growth
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and e-commerce adoption; the owners and managers of
SMEs have an important role in encouraging the growth
of innovation because they are familiar with the
organizational system and the characteristics of SMEs;
Managers.

information

5 actors are well aware that the use of information
technology, especially m- commerce not only extends the
business network and facilitates business transactions
but also triggers the innovation, such as process, product
and marketing innovation; It is proven that the network is
widespread, increasing sales and market share to the
Foreign; one?s belief in information technoloigy is related
to expediency and easiness influenced by 3 Tactors
namely institution, social and individual;

COsts

like online ordering enables them fo reduce operating
costs like store rental and staff numbers, which, in turn,
allows them to maintain their market leadership through
competitive pricing; hierarchy culture-oriented firms that
emphasise efficiency and formal rules and policies are
more willing to strive to adopt e-commerce after
overcoming the change management issues during the
initial transition period.

culture

The use of information and communications technologies
and e-commerce more specifically has been indicated as
an important factor in building sustainable economic
growth; there is a little argument that e-commerce is
having a significant transformative impact on economic
and social activities and relationships throughout the
world; SME's organizational readiness was positively
associated with their intent to use Internet’business
technologies; e-business has changed the business
models in Canada. by reducing costs and increasing the
productivity; Web site design and culture were advanced
as essential tool to Web site trust, Web site satis- faction,
and e-loyalty in online business relationships;

data

Deep leamning as Al area encompasses a wide range of
neural network architectures designed to complete
different tasks, these algorithms are used to extract
complex abstractions (by formulat- ing first simpler ones)
as data representations through a hierarchical leaming
process; In companies’ speech and language recognition
may be important in the area of tasks such as branding,
product positioning, corporate reputation management,
and social media marketing; Al techniques. are
implemented into targeting process to make it more
possible that consumers will click on an online
advertisement; Al may be implemented to find
comelations between price and sells and to monitor price
changes, enable dynamic real-ime pricing and demand
response optimization and 7 as a result 7

information

s ability to adequately train employees in the use; As
such any education or information programs targeted at
SMEs fo encourage e-commerce activity should also
include advice on cyber-crime and the security measures
that should be adopted; As the use of digital online e-
business systems grows it will become increasingly
important for firms to engage with this technology; It is
therefore important that such fears and concemns over e-
business adoption are addressed through education,
information. and enhanced systems that reduce these
risks; SMEs can take advantage of this digital technology
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to enhance their marketing; The Internet offers small firms
the ability to reach a range of audiences that were not
previously possible and at a cost that is no longer
prohibitive;

security

Ensuring security of payments and privacy of online
transactions is key to the widespread acceptance and
adoption of e-commerce; The security concern and the
reluctance due to the customer unfamiliarity are issues
that will fade out, as e-business is becoming more and
more integrated in everyday life; ICT integration among
SMEs in the service sector in Albania can be improved
and enhanced in future bbmﬂperatiﬂnfmllabnratiﬂn
among various parties; SMEs should diversify their.
current business activities through use of broadband
Internet.

environment

chain

The adoption of open standards reduces both: investment
costs and the time used to integrate new processes in a
businesses operating environment; Standards enable a
greater integration across the supply chain and
interoperability as they reduce bariers caused by
bespoke systems and enable cost reduction, betier
communication, improved predict- ability of supply and
faster order processing; The benefits that will result from
the project for the economy are. multiple.

growth

Critical success factors for supply chain implementation
have significant comrelation with performance in terms of
customer service and satisfaction, innovation and growth,
financial performance and intemal business;
management commitment has significant correlation with
all issues related to performance, while C5Fs such as
development of effective SCM strategy; when analysed
sector wise, different CSFs show different impacts on
different performance. criteria in different sectors; SMEs
should develop their supply chain strategies effectively
alﬂer analysing the business environment and their future
plans;

performance

Critical success factors for supply chain implementation
have significant comelation with performance in terms of
customer service and satisfaction, innovation and growth,
financial performance and intemal business,
management commitment has significant correlation with
all issues related to performance, while CS5Fs such as
development of effective SCM strategy; when analysed
sector wise, different CSFs show different impacts on
different performance. criteria in different sectors; SMEs
should develop their supply chain strategies effectivel
after analysing the business environment and their future
plans;

performance

sales

"human resources that are complementary to IT are
positively associated with return on sales™ "e-commerce
sophistication has a positive association with firm
performance” "SMEs? IT investments and appropriation
of budgets for IT training actually confribute to increased
short-term sales.”

data

culture

being on average one of the weakest dimensions among
the companies in the sample, there seems to be a lack of
integration between the different systems and a lack of
real-time in the update of data. leadership, culture and
organization, technology management, customer
experience and the measurement system have significant
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impacts on the digital performance of companies; At the
sub- dimension level, commitment and exemplarity,
change management, agile systems and innovation, skills
acquisition and development, Lean use and continuous
improvement, internal communication, digital ecosystem
and architecture, integration, connection and mastery of
digital. tools, automation, cybersecurity, quality of data,
customization capability and operational and strategic use
of data all have a significant positive impact on the digital
performance of companies; commitment and exemplarity,
acquisition and development of skills, digital architecture,
automation, quality of data and e-commerce offer the
greatest potential to increase the score of digital
performance; showing the difference and the
relationships between the

benefits

market

Malaysian SMEs are willing to adopt e-commerce due to
its many advantage; integration, close relationships with
customers and other business owners, influence market
growth to eamn external resources, and increase the
expertise for growth and development of business; e-
commerce increase the level of confidence of business
managers in order for them to continue with the adoption
process; when managers get a hold of more information,
and are more familiar with the benefits. of the adoption e-
commerce, their confidence level will inevitably rise; the
more information that the management possesses on e-
commerce, the higher their level of confidence will be with
regards to it; there is no relationship between {:Dmplexict}
and e-commerce adoption; the owners and managers
SMEs have an important role in encouraging the growth
of innovation because they are familiar with the
organizational system and the characteristics of SMEs;
Managers.

information

The experimental results demonstrate that the integration
of the aforementioned techniques offers two main
advantages over other classical CF-based
recommendation ap- proaches. First, the semantic
attributes for items provide additional information to
improve the alleviation of sparsity by allowing the system
to make inferences based on an additional source of
knowledge.

market

Assist MEs to strengthen their market channel Assist MEs
to build a good business reputation through the e-
clusters. Assist MEs to develop unique and value-added
products.

growth

SMEs need to understand that BRI is a long-term
initiative that indeed will take time to build a strong
foundation for the countries involved; Volatility of the
exchange rate, language barmiers and the cultural
differences between countries may make it more difficult
for the SMEs; SMEs need to understand that BRI is a
long-term initiative that indeed will take time to build a
strong foundation for the countries involved; BRI will
serve as a global platform with vast opportunities. for
Malaysia to nurture economic growth and lead Malaysia
towards globalisation and to transform into a developed
nation;

organizational

organizational readiness, compatibility, external pressure,
perceived ease of use and perceived usefulness as the
most important factors affecting e-commerce adoption in
SMEs; It identified three aspects of a firm?s context that
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influenced adoption and implementation.

management

It was concluded that a study of e-business requirements
could usefully both include and exclude management
concems the supply side e-business functions relating to
planning and demand management tended to be
considered more relevant than the corresponding
demand side; the incorporation of concems tends to
improve the results; understanding where the e-business
focus of the organisation should be directed

business

Culture does indeed influence the decision-making of
every business owner; The role of the business owner is
very Important for every business because the business
owner must adopt a good strategy for any efiorts to move
towards e-commerce; The role of the owner is the key to
the success of every SME and so tact is needed when
trying to instil new ideas and operational methods on
people who are headstrong and who do not like change
due to various reasons as expressed. earlier.

chain

infrastructure

customer management services, supply chain facilities,
new product development, 1S/IT infrastructure,
transparency and visibility of information, government
encour- agement and senior management involvement
suggested by various academics and practitioners are
crucial for e-marketing orientation on business
performance; It is crucial that SMEs identify CSFs in the
e-business implementation process; the B2B- eM-CSFs
can serve as an important milestone for the development
of an e-marketing framework.. B2B e-marketplace Is
suitable to SMEs operating in low-technology
environments.

Tes0Urces

In this case, IT would work as a facilitator for users to
work in team; EBTAM is simpler, less expensive to apply
and imposes very few restrictions to be used. Thus it is
highly appropriate for small and medium-sized
organizations (SMOs) EBTAM predicts user acceptance
of IT solutions in SMO; Provided that the target
population usually has few resources (mainly time, money
and personnel), the model is simple, easy to use, and its
application involves just a low effort.

technology

high accessibilities, easy maintenance and low
investment fee to introduce propagate cutting edge
technologies to more manufacturing places

Table 2.6 of appendix — Supporting Text Summary: Negative Outcomes (source: Leximancer

outputs)
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Appendix B

Appendix B is related to Chapter 3 study results.

Appendix B.1 - Descriptive Statistics

Descriptive Statistics

Min Standard
N Interval Méax | Sum Average Deviation Variance Kurtosis

Stati | Stati Standard Standard

Statistics | Statistics | stics | stics | Statistics | Statistics Error Statistics Statitics Statistics Error

Inform | 522 4 1 5 1996 3.82 .039 .887 787 .158 213
ation 1

Inform | 522 4 1 5 | 2177 4.17 .035 .796 .633 1.177 213
ation 2

Inform | 522 4 1 5 | 2141 4.10 .034 .766 .587 787 213
ation 3

Inform | 522 4 1 5 | 2090 4.00 .034 179 .607 372 213
ation 4

Inform | 522 4 1 5 | 2135 4.09 .036 811 .658 1.021 213
ation 5

Servic 522 4 1 5 1885 3.61 .041 .936 .875 -.572 213
eQuali
ty 1

Servic 522 4 1 5 | 2032 3.89 .044 1.009 1.017 .956 213
eQuali
ty 2

Servic 522 4 1 5 | 2035 3.90 .039 .893 .798 -.011 213
eQuali
ty 3

Servic 522 4 1 5 | 2010 3.85 .041 .932 .868 -.048 213
eQuiali
ty 4
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Servic | 522 4 1|5 | 2042 | 391 .035 .798 .637 -.002 213
eQuali
ty 5

Ease 522 4 1|5 | 2053 | 3.93 .038 .857 734 -.561 213
of use
1

Ease 522 4 1|5 ] 1939 | 3.71 .045 1.026 1.053 -770 213
of use

Ease 522 4 1|5 ] 1994 | 3.82 .036 .826 .682 .075 213
of use

Ease 522 4 1| 5| 2008 | 3.85 .040 .906 .821 .348 213
of use

Ease 522 4 1|5 | 1953 | 3.74 .040 919 .845 .163 213
of use

Game | 522 4 1| 5| 1649 | 3.16 .049 1.120 1.255 -.806 213
design

Game | 522 4 1|5 | 1972 | 3.78 .042 970 941 .505 213
design

Game | 522 4 1|5 ] 2059 | 3.94 .040 914 .836 1.019 213
design

Game | 522 4 1|5 ] 2005 | 384 .038 .861 741 1.236 213
design

Game | 522 4 1|5 | 1868 | 3.58 .047 1.074 1.154 .084 213
design
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Game
mecha
nics 1

522

2070

3.97

044

1.010

1.020

-478

213

Game
mecha
nics 2

522

2147

411

.037

.843

711

-.040

213

Game
mecha
nics 3

522

2133

4.09

.037

.855

732

-.354

213

Game
mecha
nics 4

522

1993

3.82

.045

1.023

1.047

-.358

213

Game
mecha
nics 5

522

1880

3.60

.035

.809

.655

-.346

213

Custo
mer
satisfa
ction 1

522

2132

4.08

.031

707

.500

722

213

Custo
mer
satisfa
ction 2

522

1971

3.78

.041

932

.869

-.358

213

Custo
mer
satisfa
ction 3

522

2193

4.20

.036

.826

.683

1.280

213

Custo
mer
satisfa
ction 4

522

2191

4.20

.030

691

ATT7

871

213

Custo
mer
satisfa
ction 5

522

2079

3.98

.035

.804

.647

1.204

213
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Game
dynam
ics 1

522

2024

3.88

.032

728

.530

.653

213

Game
dynam
ics 2

522

1975

3.78

.041

942

.888

-.025

213

Game
dynam
ics 3

522

1563

2.99

.052

1.178

1.388

-.707

213

Game
dynam
ics 4

522

1731

3.32

.049

1.111

1.234

-.465

213

Game
dynam
ics 5

522

1574

3.02

.051

1.161

1.347

-.653

213

Intenti
on to
use 1

522

2047

3.92

.034

771

.595

-.063

213

Intenti
on to
use 2

522

2129

4.08

.035

.810

.656

.509

213

Intenti
on to
use 3

522

2003

3.84

.041

.939

.881

-.011

213

Intenti
on to
use 4

522

2202

4.22

.033

.755

.570

-.337

213

Intenti
on to
use 5

522

2170

4.16

.035

795

.632

523

213

EC
Net
benefit
sl

522

2130

4.08

.032

734

.539

.053

213
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EC
Net
benefit
S2

522

2126

4.07

.032

729

.532

-.264

213

EC
Net
benefit
s3

522

2111

4.04

.035

.798

.637

.000

213

EC
Net
benefit
s4

522

2160

4.14

.037

.836

.699

131

213

EC
Net
benefit
s5

522

2165

4.15

.036

822

675

.666

213

N
(valid)

522

Table 3.1 of appendix - Descriptive Statistics (source: SPSS AMOS output)

Appendix B.2 - Skewness and Kurtosis
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\Variable min max skew c.r. kurtosis C.r.

Ease of use 1 1.000 | 5.000 -.311 | -2.900 -564 | -2.630
Game design 1 1.000 | 5.000 -.217 | -2.026 -.806 | -3.759
Game dynamics 2 1.000 | 5.000 -.619 | -5.770 -.036 -.170
Game dynamics 1 1.000 | 5.000 -.406 | -3.783 .635 2.961
Service quality 1 1.000 | 5.000 -.338 | -3.156 -578 | -2.697
Service quality 2 1.000 | 5.000 | -1.054 | -9.830 .936 4.364
Game dynamics 5 1.000 | 5.000 -185 | -1.722 -.658 | -3.069
Game dynamics 4 1.000 | 5.000 -444 | -4.146 -472 | -2.201




\Variable min max skew c.r. kurtosis C.r.

Game dynamics 3 1.000 | 5.000 -.193 | -1.804 -712 | -3.321
Customer satisfaction 5| 1.000 | 5.000 -.834 | -7.776 1.181 5.509
Customer satisfaction 4/ 1.000 | 5.000 -.665 | -6.207 .851 3.971
Customer satisfaction 3| 1.000 | 5.000 | -1.062 | -9.904 1.257 5.861
Customer satisfaction 2| 1.000 | 5.000 -452 | -4.217 -.367 | -1.709
Customer satisfaction 1| 1.000 | 5.000 -577 | -5.386 .703 3.280
Game mechanics 1 1.000 | 5.000 -591 | -5.515 -485 | -2.261
Game mechanics 2 1.000 | 5.000 -.639 | -5.960 -.052 -.240
Game mechanics 3 1.000 | 5.000 -.589 | -5.496 -.362 | -1.687
Game mechanics 4 1.000 | 5.000 -491 | -4.579 -.366 | -1.708
Game mechanics 5 1.000 | 5.000 .300 | 2.801 -.354 | -1.651
Intention to use 5 1.000 | 5.000 - 747 | -6.964 .506 2.361
Intention to use 4 2.000 | 5.000 -.598 | -5.580 -.345 | -1.610
Intention to use 3 1.000 | 5.000 -.688 | -6.421 -.023 -.106
Intention to use 2 1.000 | 5.000 -.751 | -7.008 493 2.298
Intention to use 1 1.000 | 5.000 -.368 | -3.430 -.074 -.344
EC Net benefits 5 1.000 | 5.000 -.819 | -7.636 .649 3.024
EC Net benefits 4 1.000 | 5.000 -.737 | -6.872 119 .553
EC Net benefits 3 1.000 | 5.000 -555 | -5.176 -.011 -.053
EC Net benefits 2 2.000 | 5.000 | -.380 | -3.543 -273 | -1.273
EC Net benefits 1 1.000 | 5.000 -447 | -4.171 .041 .189
Game design 2 1.000 | 5.000 -795 | -7.411 488 2.277
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Variable min max skew c.r. kurtosis c.r.

Game design 3 1.000 | 5.000 | -.916 | -8.547 .998 | 4.656
Game design 4 1.000 | 5.000 | -.811 | -7.561 1.212 | 5.654
Game design 5 1.000 | 5.000 | -.692 | -6.456 .072 .336
Ease of use 2 1.000 | 5.000 | -.518 | -4.831 -774 | -3.609
Ease of use 3 1.000 | 5.000 | -.373 | -3.476 .063 293
Ease of use 4 1.000 | 5.000 | -.670 | -6.250 333 | 1555
Ease of use 5 1.000 | 5.000 -.640 | -5.967 .150 .698
Service quality 3 1.000 | 5.000 | -.544 | -5.077 -.023 -.106
Service quality 4 1.000 | 5.000 | -.597 | -5.571 -.059 -.275
Service quality 5 1.000 | 5.000 | -.408 | -3.802 -.013 -.062
Information 1 1.000 | 5.000 | -.459 | -4.277 145 677
Information 2 1.000 | 5.000 -.955 | -8.905 1.154 5.383
Information 3 1.000 | 5.000 | -.738 | -6.886 .768 | 3.580
Information 4 1.000 | 5.000 -.568 | -5.297 .357 1.664
Information 5 1.000 | 5.000 | -.900 | -8.394 1.000 | 4.664
|Multivariate 515.454 | 90.537

Table 3.2 of appendix - Skewness and Kurtosis measures (source: SPSS AMOS output)
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Appendix B.3 — Questionnaire

In this appendix IS available the questionnaire used in the Chapter 3.

Dimension Items Adapted from
1eC1 - E-Commerce provides quick and easy access to finding information
1eC2 - E-Commerce provides relevant information
. — - - (Walker, 2011)
Information 1eC3- E-Commerce provides information content that is easy to read

leC4 - E-Commerce has information that is updated regularly

1eC5 - E-Commerce has reliable information

(Loiacono, Watson, & Goodhue, 2002)

Service Quality

SQ1 - The on-board e-Commerce website provided the exact service quality | expected or desired

SQ2 - When | shop again, the same e-Commerce website would remember my related consumption habits

SQ3 - I amconfident in buying products fromthe e-Commerce website

SQ4 - | feel secure in buying products from the e-Commerce website

SQ5 - | trust that the e-Commerce website can provide appropriate service to me

(Kuo, Hu, Deng, 2009)
(Lin, & Sun, 2009)

Ease of use

EU1 - The e-Commerce website is easy to use

EU2 - The e-Commerce website is easy to read and has comprehensible content

EU3 - The e-Commerce website is clear and it is easy to find the products | need

EUA4 - | Feel in control when using the e-Commerce website

EUS - The e-Commerce website is interactive

(Chiew, & Salim, 2003)

Game Design

GD1 - While navigating on the e-Commerce website, | felt a sense of adventure

GD2 - Awards increase my involvement in the e-Commerce website

GD3 - | like to receive and see points by using the e-Commerce website.

GDA4 - | like to receive immediate feedback as a reward

GD5 - Virtual status symbols like a badge showing my accomplishment of levels or goals is important for me

(Wakefield et al ., 2011)
(Sykes et al., 2009)

Game Mechanics

GM1 - Scores: | like to see steady progress in a game

GM2 - Levels: | like to work out things step by step

GM3 - Competitions and victory medals: When | participate in a game, | focus on results and rewards

GM4 - Virtual goals makes me especially proud when | receive a certificate or award for a game performance

GMS5 - Scoreboards: In a game | often try to be the best

(Bovermann & Bastiaens, 2020)

Customer
Satisfaction

CS1 - | amsatisfied with the value-added services provided by this company

CS2 - | think this company has successfully provided value-added services

CS3 - The experience that | have had with this e-Commerce website has been satisfactory

CS4 - In general, | amsatisfied with the service | have received from the e-Commerce website

CS5 - This e-Commerce website has all the functions and capabilities | expect it to have

(Kuo, Wu & Deng 2009)
(Belanche, Casald, & Guinaliu, 2012)

Game Dynamics

Gd1-Inagame | find activities interesting

Gd2 - | try to get more badges or trophies as a reward for my game activities

Gd3 - Game activities of other participants are threats to my status

Gd4 - In a game | express my emotions through virtual goods (e.g., emoticons, avatars, and other digital items)

Gd5 - During a game it is difficult to detach myself from the website

(Suh, Wagner, and Liu 2018)

Intention to use

1tU1 - 1 would be willing to visit this e-Commerce website

1tU2 - | feel this e-Commerce website reflects most current trend(s) and provides nice design for the site visit

1tU3 - | have the intention to use this e-Commerce website again in the near future

1tU4 - The likelihood of using this e-Commerce website again is high

1tU5 - If | had to use this e-Commerce website again, | will use it without any doubt

(Belanche, Casalé, & Guinaliu, 2012)

E-Commerce
benefits

CnB1 - Help maintaing current customers

CnB2 - Improve ability to respond to competitors

CnB3 - Permit differenciating our products and services fromthose of competitors

CnBA4 - Provide access to new markets

CnB5 - Real time marketing offers

(Zhuang and Lederer 2003)
(Delone and Mclean, 2004)

Demographics

Age - [18:25] [26:35] [36:45] [46:54] [Over 55]

Gender - [Male] [Female]

Education: [High school] [Two-year college] [Four-year university] [Master's] [MBA] [Doctorate] [Other]

Are you using the Internet ? [YES/NO]

How often do you use E-commerce transactions? [Weekly] [Monthly] [Trimestral] [Annually] [Never]

How long you have been using the E-commerce? [<1] [2-5] [ >5]

(Ali, Samsuri, Brohi, Soomro, Soomro,
Shah 2018)

Table 3.3 of appendix — Questionnaire (source: own elaboration)
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Appendix C
Appendix C is related to Chapter 4.
Appendix C.1 — EC Service Failures

In this appendix are accessible the questionnaires used in the Chapter 4.
Group 1 (SME’s only)

EC service failures

Explored Source in the Original Reframed Purpose of the
topic literature Question guestion guestion
E-commerce (Md Husin & | What are the What  strategies | The subsequent

Haron, 2020) strengths that can SMEs adopt to | question
will assist the improve customer | touched on the
industry to engagement and | actual
accelerate? mitigate the | phenomenon of

impact of service | market strengths
failures, thus | and weaknesses
accelerating their
business growth in
the e-commerce

industry?

E-commerce (Md Husin & | What difficulties | What difficulties | The subsequent
Haron, 2020) hinder the hinder  customer | question
development of | satisfaction affects | touched on the
the industry? the development | actual

of EC platforms in | phenomenon of
SME’s? development
(In face of service | difficulties
failures or

recoveries)
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E-commerce | (Garg & Choeu, | Using e- What is  the | The subsequent
2015) commerce would | relationship question
increase between customer | touched on the
productivity and | satisfaction, actual
employee productivity, and | phenomenon of
performance employee e-commerce
performance  on | productivity and
EC platforms, and | performance
how can this
relationship be
leveraged to
improve the
overall
performance of the
platform?
E-commerce | (Md Husin & | What activities How do EC | The subsequent
Haron, 2020) and procedures service  failures | question
are absent, can have a positive | touched on the
weakly done and | impact on | actual
need customer phenomenon of
improvement? engagement? Can | e-commerce
customer customer
satisfaction reduce | engagement
the impact of EC | impact.
service failure?
(what type of
service failures?)
E-commerce | (Md Husin & | What What  potential | The subsequent

Haron, 2020)

transformation
and changes in
rules, strategy

and technology

industry-wide

transformations in
rules, strategies,
and technologies

could impact the e-

question
touched on the
actual
phenomenon of

e-commerce
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may affect the
industry?

commerce
industry,

particularly in the
of

managing service

context
failures and
enhancing
customer

engagement?

service failures

outcomes.

Table 4.1 of appendix — Questionnaire, EC Service Failures (source: own elaboration)

Group 1.1

EC service failures in the context of SMEs

e-commerce

information

Explored topic | Source in the Original Reframed Purpose of the
literature Question guestion guestion
E-commerce (C. W. Tan et | Information What steps can | The subsequent
and Small and | al., 2016) providedonan | SMEs take to | question touched
medium-size e-commerce address the | on the actual
enterprises website contains | negative impact | phenomenon of
errors that of service | SMEs
misinform failures, such as | information
consumers in inaccurate failure and
making information  on | customer
transactional their e-commerce | engagement.
decisions websites, and
enhance customer
engagement  to
improve overall
business
performance?
E-commerce (C. W. Tan et | Information How can SMEs | The subsequent
and Small and | al., 2016) provided onan | ensure that the | question touched

on the actual
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medium-size

enterprises

website cannot
be utilized by
consumers in
making
transactional

decisions

provided on their
e-commerce
websites is usable
by consumers in
making informed
transactional
decisions, and
what impact do
such failures have
on customer
engagement and
business

performance?

phenomenon of
SMEs
information
failure and
customer

engagement.

E-commerce
and Small and
medium-size

enterprises

(C. W. Tan et
al., 2016)

Responses to
online customer
enquiries are not

forthcoming

Does your SME
receive feedback
from customers?
If yes, how do
you enhance
customer

satisfaction after
receiving  their
opinions?

What steps can
SMEs

ensure that they

take to

respond promptly
and effectively to
online customer
enquiries, and

how can service

failures in this
area impact
customer

The subsequent
question touched
on the actual
phenomenon of
SMEs

information
failure and
customer

satisfaction.

253



engagement and
overall business
performance in

the e-commerce

medium-size

enterprises

accuracy of their
e-commerce
systems, and what
impact do system
inaccuracies have
on customer
engagement and
business
performance in
SMEs?

industry?
E-commerce (Alshehri & | Is the system How can SMEs | The subsequent
and Small and | O’Keefe, 2019) | accurate? ensure the | question touched

on the actual
phenomenon of
SMEs
information
failure and
customer

satisfaction

E-commerce
and Small and
medium-size

enterprises

(Alshehri
O’Keefe, 2019)

&

Does the system
provide up-to-
date

information?

How can SMEs
ensure that the
information
provided by their
e-commerce

systems is up-to-

date, and what
impact do
outdated or
incorrect

information have
on customer
engagement and
business

performance in

The subsequent
question touched
on the actual
phenomenon of
SMEs

information
failure and
customer

engagement
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industry?

the e-commerce

Table 4.2 of appendix — Questionnaire, EC Service Failures in the context of SMESs (source:

Group 2 (SME’s and Customers)

own elaboration)

Customer engagement of EC websites after service failures

failure
experienced
[Please be
specific on the

website

Service failure | (C. W. Tan | What had you | What your | The subsequent
etal., 2016) | managed to customers had | question touched
accomplish on | managed to|on the actual
the website accomplish on the | phenomenon  of
prior to the website prior to the | interest by
occurrence of | occurrence of the | requesting
the online online service | respondents  to
service failure? | failure? Where | elaborate on the e-
have they stopped | commerce service
the buying | failure
process? what | experienced
strategies do they
employ to mitigate
the negative effects
of such failures and
maintain customer
satisfaction?
Service failure | (C. W. Tan | Details of the | Doyourecallthe | The subsequent
etal., 2016) | online service | lastservice question touched

failure? If so, what
website features
needed
improvement?

why you believe

on the actual
phenomenon  of
interest by
requesting

respondents  to
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feature(s)
involved and
why you
perceive these
feature(s) to
have failed] ?

these features
failed, and how the
failure impacted
customer
engagement with
the website and
overall

satisfaction?

elaborate on the e-
commerce service
failure

experienced

brand,
compared to
other brands in
the

same category

the same category,
do you feel that
your  customers
spend more time
using this website,

and if so, why?

Customer (De Matos & | After this What is  your | The subsequent
engagement Leis, 2013) experience with | company planning | question touched
this company, | to implementinthe | on the actual
what are the future to keep | phenomenon of
chances that customers engaged | customer
you will ... to your platform | engagement being
Choose this after a service | an important
company the failure? mechanism by
next time you which to
need? Keep understand  how
using the service
services of this relationships are
company? Use developed,
the services of maintained  and
this company enhanced.
more often in
the future?
Customer (Sandsetal., | I spend alotof | In comparison to | The subsequent
engagement 2022) time using the | other companies in | question touched

on the actual

phenomenon of a

long-held and
inac- curate
assumption  that
emotions  have
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How does your
experience with the
recent online
service failure
impact customer’s
perception of the
brand's overall

quality and also

likelihood of
continued
engagement  with

company’s website

and services?

little effect in
business
relationships and

environments.

Customer

engagement

(Sands et al.,
2022)

Whenever I’'m
doing
something in
this category, |
usually use the
brand

What features does
your company
offer to customers
that can be unique
compared to other
platforms after a

service failure?

The

question touched

subsequent
on the actual
phenomenon  of
the strategic
importance of
strong and
enduring business

relationships.

Table 4.3 of appendix — Questionnaire, Customer engagement of EC websites after service

failures (source: own elaboration)

Customer satisfaction with EC website after service failures

Service failure

(C. W. Tan
etal., 2016)

Please describe
in detail the
negative
consequences
you have
suffered as a

Please provide a
detailed description
of the negative
impact on customer
satisfaction that

your company has

The subsequent
question touched
on the actual
phenomenon of
interest by

requesting

257



result of the
online service
failure you have

experienced ?

experienced as a
result of the recent
online service
failure. How has this
impacted customer
satisfaction, and
have

what  steps

been taken to
address and mitigate

these consequences?

respondents  to
elaborate on the
e-commerce

service failure

experienced

purchases from

specific features or

Customer (Tam et al., | 1did the right What specific | The subsequent
satisfaction 2020) thing when | measures does your | question touched
decided to use company take to|on the actual
this e-commerce | ensure customer | phenomenon of
platform satisfaction customer
throughout the | satisfaction
entire buying | being measured
experience, in terms of use of
especially in the | an e-commerce
event of a service | system and
failure? should cover the
entire customer
experience cycle
from
information
retrieval through
to purchase,
payment, receipt
and service
Customer (Tam et al., | I am very Based on your | The subsequent
satisfaction 2020) pleased with experience with our | question touched
making EC platform, what | on the actual

phenomenon of
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this e-commerce

aspects would you

customer

platform suggest to improve | satisfaction
in order to increase | being measured
customer in terms of use of
satisfaction and | an e-commerce
avoid service | system and
failures? should cover the
entire customer
experience cycle

from

information
retrieval through
to purchase,
payment, receipt

and service
Customer (Tam et al., | I would How often does | The subsequent
satisfaction 2020) recommend this | your company | question touched
e-commerce receive on the actual

platform to a

friend.

recommendations

and positive reviews
on external
platforms (such as
Google) following
an e-commerce

service failure?

phenomenon of
customer
satisfaction
being measured
in terms of use of
an e-commerce
system and
should cover the
entire customer
experience cycle
from
information
retrieval through

to purchase,
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payment, receipt

and service

Customer

satisfaction

(Ocloo et
al., 2020)

Using
management
information
systems to
enhance quality

assurance

How does your
company's
management
information system
assist in enhancing
customer
satisfaction after a
service failure on
the e-commerce

platform?

The subsequent
question touched
on the actual
phenomenon of
customer
satisfaction and
management
information

systems.

Table 4.4 of appendix — Questionnaire, Customer satisfaction with EC website after service

failures (source: own elaboration)

Group 3 (SMEs and Customers perspective)

engagement and

Explored Source in Original Question Reframed Purpose of
topic the literature question the question
Small and (Md Husin & | What transformation As a customer | The
medium-size | Haron, 2020) | and changes in rules, who has | subsequent
enterprises strategy and experienced an e- | question
technology may affect | commerce touched on
the industry? service failure, | the actual
what do you think | phenomenon
SME’s can do to | of key

transform  and | perceptions
change rules, | and
strategy, and | challenges
technology to

improve

customer
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prevent  future

service failures?

Small and
medium-size

enterprises

(Md Husin &
Haron, 2020)

What are the

opportunities facing

the industry?

What

growth areas and

potential

opportunities
exist for the
SMEs in the
aftermath of
service  failure
episodes and
their impact on
customer

engagement?

The
subsequent
question
touched on
the actual
phenomenon
of market

opportunities

E-commerce

(Md Husin &
Haron, 2020)

What difficulties

hinder the development

of the industry?

What difficulties
hinder customer
satisfaction

affects the
development of
SME EC

platforms?

The
subsequent
question
touched on
the actual
phenomenon
of
development

difficulties

E-commerce

(Garg &
Choeu, 2015)

Using e-commerce
would increase

productivity and

employee performance

How do service
failures in e-
commerce impact
the development
of the SMEs, and
what are the main
difficulties  that
hinder their
growth ?

Do you feel that

EC platforms

The
subsequent
question
touched on
the actual
phenomenon
of e-
commerce
productivity
and

performance
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increase your
satisfaction with

their services?

Information

failure

(Ghobakhlo
o et al,
2011)

It is vital for our
company to have
access to reliable,
relevant and accurate

information

Can you describe
the importance of
having access to
reliable, relevant,
and accurate
information in
the context of
online shopping
and how it
affects your
engagement with
e-commerce
websites,
especially after a
service failure
episode?

Do you feel more
engaged to a
company when
they present you
reliable, relevant
and accurate
information? If
yes, how do you
identify those

firms?

The
subsequent
question
touched on
the actual
phenomenon
of
information

access

Information

failure

(Garg &
Choeu, 2015)

There is very little risk

involved when doing

How do you

perceive the risks

The

subsequent
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business over the

internet

involved in doing
business over the
internet,

particularly  in
light of any
negative

experiences you
may have had
with e-commerce

service failures,

question

touched on
the actual
phenomenon
of customers
being worried
about privacy
and security
of internet

and will not

especially use the
regarding internet  to
information make
failure? payment
Information (Garg & | There is trust that the How much trust | The
failure Choeu, 2015) | internet can protect the | do you have in | subsequent
confidential data that the security | question
we enter on the website | measures touched on
implemented by | the actual
EC websites to | phenomenon

protect your
confidential data
after
experiencing  a
service  failure
episode?

If a

would have a

company

security breach,
what  measures
should it take in
order for your

satisfaction

of trust that
the internet
can  protect
the
confidential
data that we
enter on the

website
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regarding
company not be

affected?
Service (C. W. Tan | What had you Have you ever | The
failure etal., 2016) | managed to accomplish | had an service | subsequent
on the website prior to | failure episode? | question
the occurrence of the If so, what had | touched on
online service failure? | you managed to | the actual
accomplish  on | phenomenon
the website prior | of interest by
to the occurrence | requesting
of the online | respondents
service failure? | to elaborate
Was your | on the e-
satisfaction commerce
regarding to | service failure
company services | experienced
affected?
How did the
online  service
failure affect
your ability to
accomplish tasks
on the website,
and what changes
would you
suggest to
prevent such
failures from
happening again?
Service (C. W. Tan | Details of the online | Do you recall the | The
failure etal., 2016) | service failure last service subsequent
experienced [Please failure? If so, question
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be specific on the
website feature(s)
involved and why
you perceive these
feature(s) to have
failed] ?

what website
features needed
improvement in
order to keep you
engaged to the
company?

touched on
the actual
phenomenon
of interest by
requesting

respondents
to elaborate
on the e-
commerce

service failure

experienced

Service (C. W. Tan | Please describe in Based on your | The
failure etal., 2016) | detail the negative past experience, | subsequent
consequences you have | please describe in | question
suffered as a result of | detail the | touched on
the online service negative the actual
failure you have consequences phenomenon
experienced ? you suffered as a | of interest by
result of the | requesting
online  service | respondents
failure to elaborate
experienced. on the e-
After that episode | commerce
have you felt less | service failure
engaged to the | experienced
company?
Customer (Sands et al., | I spend a lot of time Based on your | The
engagement 2022) using the brand, experience as a | subsequent
compared to other customer, can | question
brands in the you describe how | touched  on
same category customer the actual
engagement phenomenon
influences your | of a long-held
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decision to
continue buying
from certain
companies? In
your opinion,
what are the key
characteristics
that lead to a
satisfying
customer

experience with

and inac-
curate
assumption

that emotions

have little
effect in
business

relationships
and

environments

specific
companies?
Customer (Sands et al., | Whenever I’'m doing What are the | The
engagement 2022) something in this main subsequent
category, | usually use | characteristics question
the that make you | touched on
brand feel engaged with | the actual
specific phenomenon
companies in the | of the
context of e- | strategic
commerce, and | importance of
how do these |strong and
characteristics enduring
differ from those | business
of other | relationships.
companies?
Customer (Tam et al., | I did the right thing Can you describe | The
satisfaction 2020) when | decided to use | what your | subsequent
this e-commerce favorite question
platform companies offer | touched on
throughout  the | the actual
entire buying | phenomenon
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experience to
ensure your

satisfaction?

of customer
satisfaction
being
measured in

terms of use

of an e-
commerce
system  and

should cover
the entire
customer
experience
cycle  from
information
retrieval
through  to
purchase,
payment,
receipt  and

service

Customer

satisfaction

(Tam et al.,
2020)

I would recommend
this e-commerce

platform to a friend.

Do you provide
recommendation
s or leave ratings
on rating
platforms  after
experiencing a
service  failure
with an e-
commerce

company? If yes,
what measures do
these companies

take to ensure

The
subsequent
question
touched on
the actual
phenomenon
of customer
satisfaction
being
measured in
terms of use
of an e-

commerce
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your satisfaction
and maintain

your loyalty?

system and
should cover
the entire
customer

experience
cycle  from
information
retrieval

through  to
purchase,
payment,
receipt  and

service

Demographic

S
Gender (Connell et | Male, Female
al., 2019)
Age (Connell et 19-23, 24-28, 29-33,
al., 2019) 34-38, 39-43, 44-48,
49-53, >54
Education (S. A. AlI-| Lessthen High School,
Somalietal., | Senior High Scholl,
2011) Diploma, Bachelor’s
degree, Master’s,
Doctoral
Position (Al-Somali President, Managing
etal., 2011) Director, CEO,

Information Services
Manager, Manager,
Planner Business
Operations,
Administration/Financ
e Manager

268




Type of

business

(S. A Al-
Somali et al.,
2011)

Construction and
building, Insurance and
financial services
Computer and
electronic products
Electrical materials and
accessories

Food and beverages
Motors and autos
Medical care
Textiles and clothing
Transportation
(Airand

Ground)
Maintenance and
Cleaning Services
Marketing and
Advertising

Tourism and
Hospitality Services
Furniture

Training and
consultancy

Publishing and Printing

Which of the
following
categories

does your

business
belong to
regarding e-
commerce
status?

(Garg &
Choeu, 2015)

We have a Website
that allows for
advertising, detailed
display of company’s
products & services,
on-line enquiry, on-
line ordering and on-
line transaction

processing (e.g. on-line

269



sales and online
payment all through
the Internet) and using

emails as well.

Table 4.5 of appendix — Questionnaire, Customer satisfaction with EC website after service

failures and Demographics (source: own elaboration)

Appendix C.2 — SMEs interview transcripts to Leximancer
Semi-structured interviews were conducted in Portuguese, allowing participants to engage
comfortably in the discussion. To ensure the accuracy and reliability of the data, a validation
process was implemented. Interviewees were given the opportunity to review the transcripts,
enabling them to make adjustments or provide clarifications based on their perspectives. After
this validation phase, the transcripts were translated into English, ensuring that the subsequent
analysis using Leximancer v5.0 software was conducted on English text.

Before inputting the data into the Leximancer v5.0, all text had to be merged without
accentuation, particularly only words were transferred to the software, and any diacritical marks
or accents were removed to ensure compatibility with the software's requirements.

In Appendix C.2 and C.3 is accessible all the final text used in the Leximancer software.

Initial and ongoing training of employees to reduce communication gaps between company
members full responsibility of the company and apply compensatory measures for the customer
after a failure it is important to have transparency of things that can affect customers examples
data exposed canceled orders errors that may have there is the level of website operations undue
charges the important thing is how to deal with failures the main thing is transparency and
trying to have responses and strategies for disaster recovery and business continuity innovations
so that the failure occurs in the shortest possible time have a backup of information services so
as not to cause problems for customers depending on the length of time the failure takes to
analyze mitigation measures not immediately offer services after a failure in order to maintain
brand reliability and coherence | have a platform that | use that the development does not
depend on me what can be developed is a more direct customer support channel in case of
failure periodic control and testing of the website in order to test it use an internal opinion to
make changes carried out a test before carrying out website updates the failure will always be
caused by a company however we must have previously defined processes to respond to system
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failures the existence of a well-structured plan to respond to failures is essential in order to
control them only ensuring a good response to failure is that it will be possible to maintain
customer engagement regardless of the type of failure affecting the training of employees so
that they can go from meeting to the company's periods of continuous training constant
improvement of processes having accurate analyzes and mentoring realizing the impact after
time periods things that can be observed by users purchase volumes and make detailed
observations evaluate complaints and the number of calls received trying to mitigate everything
the difficulty is knowing whether the customer is buying from a credible company or not so the
focus is on having high levels of security in the company so that we can convey our reliability
the biggest difficulty is when depending on outsourcing to personalize the In my application |
lose control of the updates | want to make and how | want to do them after a service failure The
great difficulty is having an information system focused on each customer's needs due to the
wide range of customers | have which sometimes makes it more difficult for us to develop the
platform however there must always be constant improvement the existence of customer
satisfaction metrics are essential to understand which components or parts of the website require
improvement the great difficulty lies in correctly adjusting the website to the review of
customers after experiencing a failure in the service dissemination strategies sampling offers
through orders for new products salary appreciation according to employee productivity

carry out extracurricular activities with the entire team in order to increase team cohesion a
satisfied customer will always be more likely to buy more which will increase productivity
service to professionals will increase customer satisfaction however performance will always
have a cost benefit because if it takes a long time to develop a system and if it has a lot of
development costs the sale will have to be high and specific the investment the company's
productivity will always depend on customer satisfaction a more satisfied customer tends to
extract more as a general rule the more the customer is satisfied the higher the company's
productivity also largely due to the type of business if a platform is well developed the higher
the customer satisfaction will be a satisfied customer will always have a greater propensity to
buy and we give a bigger discount to those who buy more the more users have the platform the
higher the sales a well motivated team and the work according to the company's vision has
everything to be productive the greater the company's productivity the greater the customer
satisfaction will be because We only get the product to the customer quickly and we also
respond in a timely manner to service failures Listen more to the employees who are on the first
line of customer support and who listen to your complaints maintain high customer satisfaction

levels make offers commercial discounts make the customer feel safe returning to our company
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after a failure apply offers tailored to the customer Only through analysis can you provide a
good response to a failure Only with a good customer service and post-failure can you achieve
greater customer satisfaction depending on the impact of the failure 1 will try to talk to the
customer and resolve the problem verbally by purchasing analyzing cost-benefit will provide
more advantageous conditions to the customer | will try to entice the customer in order to
compensate them for the failure in my service only if the service failure is well resolved
customer engagement will not be affected if we have a satisfied customer we can more easily
minimize the impact of service failure training remains mandatory more openness with the
company's senior management in order to resolve potential service failures more quickly being
able to listen to customer suggestions all strategies will depend on a cost-benefit analysis on a
case-by-case basis How can I provide a resilient and failure-free service It is a constant struggle
between technical management and financial efficiency to maintain the company's standards
and identity to sell a good service selling products all brands sell this way it is important to have
a good service provision | see changing the way in which customer data is protected If there is
a data leak my clients' privacy will be affected and | will certainly lose some of the engagement
I have with the client Personal data is one of my biggest concerns better protecting clients'
personal data so that there are no leaks or abusive marketing of companies with campaigns |
believe that if there are more laws dedicated to data protection all companies will benefit
because the quality of service to be provided will have all the conditions to increase customers
with good service there will be a greater propensity to have customer engagement and thus
minimize failures that occur invest in training increase a business culture look for good partners
that complement the areas of expertise stay focused on sales and let the IT department
responsible for this topic delegate to outsourcing it will be the most efficient way it is only
worth having your own services when | have a full scale investing a lot in providing the service
investing in customer response in the honesty of the brand and the trust we give to the customer
making the customer comfortable with our services asking the customer for feedback on the
service they received | assume that everything | do on the website is correct | only do a little
monitoring of the information but never anything relevant | have to do a daily check of what
has been done to know if all changes are up to date increase data supervision our departments
check daily if all improvements to the system are implemented and working correctly we keep
a track of all updates so that nothing fails having a dedicated team or having a person dedicated
to supervising and maintaining the website on a daily basis can reduce the impact of system
failures Supervision teams must have metrics software and that helps to increase its

performance at this point the difficulty is increased as the company's headquarters are abroad
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and sometimes there is no clear transmission of information not having an effective
transmission of information will degrade customer satisfaction communication must be a
responsibility of the company that sells but when switching to a good partner it will ensure that
they check if there is any failure in the interconnection of systems having a bad service will
always negatively influence performance responding in the best way more capable and faster
will always be the solution Identifying good partners will always be a good solution to have
information as accessible as possible and easily accessible maximum information with the least
number of words so as not to lose the customer's attention innovate new information
dissemination tools there has to be greater supervision of what happens if the If the error is the
company's fault I will accept the error and have an impact on the conditions to be offered to the
customer the error is my sole responsibility I will assume the costs of the error if it was simply
some information wrongly given to the customer | will accept the error and apologize for what
happened if the customer is satisfied with the resolution of the problem customer engagement
will either increase or will maintain my company's performance as we don't lose a customer the
sales department will support the customer due to the error that occurred which was our fault if
the customer is satisfied with the resolution of the problem customer engagement will either
increase or stay that way like my company's performance because it doesn't lose a customer just
through metrics and by talking to some customers it's possible to know whether the information
provided is being useful or not if we have good information and quality on the website | believe
we have everything to increase customer engagement and reduce the consequences of service
failure we receive positive reviews from customers daily the majority of negative feedback has
to do with the wrong pass Information management in the company having better training for
employees will ensure that sales are not harmed there will be greater performance and a
reduction in service failures Resolving the problem first hand after negative feedback is the
priority after solving the problem we try apply a solution in order to compensate the customer
and in the future avoid more problems like these after negative feedback we analyze it and try
to adjust our strategy after positive feedback we try to improve the service anyway to try to
exceed customer expectations we analyze feedback through of metrics after analyzing the
metrics we evaluate whether the cost-benefit of any change is worth it and we proceed to change
it with this we hope to increase customer satisfaction by meeting the needs and desires of our
customers thus increasing the company's performance feedbacks positive ones | analyze them
and try to make improvements where it is most viable for me | analyze whether any of the
comments will bring any changes that can be taken on by my company the more satisfied the

customers are the higher the performance of my business Yes we receive feedback we analyze
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it and we try to understand what led to a negative review In the case of positive reviews we try
to understand where we can also improve the service in order to surprise the customer by going
above and beyond their expectations in order to increase their satisfaction and engagement with
the company through greater supervision of intermediate management however a failure should
not exist but if it does occur it must be solvable as quickly as possible Have a helpdesk team
permanently ready to respond at any time to a failure in the system There is a person responsible
for resolving the failures in the systems through the systems architecture we design them in
order to be engaged with customers after that we maintain metrics to know if the system remains
accurate all the information has to be supervised by those responsible for the sectors and
information areas the service will always be accurate If | have good supervision offering
accurate information to my clients they will become more engaged with my system | need to
offer accurate information to my clients in order to gain their engagement through supervision
I will be able to guarantee the accuracy of the information only through architecture of the
systems is that | will be able to keep the information accurate the better the accuracy of the
information the greater the engagement of my customers will be as they will be more satisfied
the systems will have to be constantly monitored by someone responsible for managing the
website if the information is inaccurate customers will feel discouraged from purchasing on the
website which will negatively contribute to customer engagement take responsibility take the
blame and compensate the customer when these situations occur both customer engagement
and the company's performance are affected from the moment | start designing the system |
must guarantee the accuracy of the data and make choices that allow me to maintain accuracy
throughout the life cycle that in daily operation | have backups in case of a catastrophe to
guarantee the service in case of failure when | am designing the system right from the beginning
through systems that help maintain credible and current information temporary supervision of
those responsible for areas to focus on improvement continuity of services there must be
continuous communication from my systems if there is no continuous communication | must
ensure that there are updates so as not to affect the company's performance and customer
engagement continuous improvement and supervision by the systems inaccurate information
can result in customer losses and have to compensate customers financially a poor response
Service failure will result in a loss of engagement and subsequently business performance the
sales department will support the customer due to the failure that occurred which was our fault
if the customer is satisfied with the resolution of the problem customer engagement will either
increase or maintain the performance of my company as it does not lose a customer Companies

will only be able to ensure the transmission of updated information if they constantly monitor
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their update systems or if they have a team dedicated solely to this topic Not having up-to-date
and correct information regarding the products being transacted makes customers feel
discouraged from purchasing reducing their engagement with the company and thus reducing
the company's performance or so | must plan the responses to these failures design a system in
which | know how it fails and control the failures if | waste time designing the system | will
know how it will fail customers remain engaged with the brand if it provides the blaming the
error take the blame and correct the error made customers were able to make reservations at the
time of payment there was an error that affected the type of payment chosen as a mitigation
measure we offer different types of payment customers were able to complete the shopping cart
but had difficulties In the payment phase when selecting the desired type of payment we had to
accept another type of payment method Customers were able to complete the shopping cart but
had difficulties in the payment phase when selecting the desired type of payment we had to
accept another type of payment methods when selecting large quantities of merchandise the
discounts associated with large orders were not appearing we had the need to change the way
quantity discounts were presented and offered because when we did not have enough stock for
a certain product we were not managing to reach the maximum level of discount that the
customer was expecting to receive changing the information that failed and that was not clear
and putting it in a simple and easily understood way for the customer to control the way in
which the system fails will lead to me feeling more comfortable with how to solve the problem
when choosing the way | solve the problem I know that | will have a greater impact on customer
satisfaction not valuing the customer's potential based on their past and offering better
conditions because we think that the customer will not change because they are loyal to assume
an attitude of uncertainty and always meet the needs of the customer and not the company as
they all have expectations from suppliers that sometimes do not match reality customer loyalty
in the payment service or payment offers customer engagement was not greatly affected as all
customers were able to call the store and reserve the product through alternative means in the
product reservation service

the customer was unable to select the booking dates the booking service needed a backup and
redundancy as it was not a recurring situation customer engagement was not harmed the
packaging of a product was changed and customers did not understand the concept of the new
packaging and did not associated the same change with the product next time either a marketing
campaign or a communication to the public should be carried out that despite the change in
packaging the quality of the product and its characteristics remain the last service failure was

in the management communication of stocks with the warehouse this failure occurred due to
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poor communication between stock management and the website this failure inevitably affected
customer engagement as the customer was unable to receive the quantity of product requested
which also resulted in dissatisfaction with the service provided speak to the customer
compensates the customer in some way so that the customer remains engaged with the brand
continues to provide good service regardless of failures that have occurred continues
improvement in the company's architecture maintains continuous improvement of the service
improvement or meets the expectation that the The customer has our company to ensure that
past failures do not occur again so that they continue to feel engaged with the brand continue
to innovate the website in order to surprise the customer with more service offers continue to
invest in business marketing in order to publicize all existing product offers provide
personalized customer support that solves problems after a service failure speed in presenting
solutions to problems presented by customers customers spend more time in my store due to
the quality of the products and the strong marketing campaign that is carried out | think it has
nothing to do with the failure but rather with the way the product and the service is sold and
reaches the customer having a differentiated service provision will be the key for us for the
service for the quality of service above average quality of service due to honesty in responding
to problems above average quality of service and quality of service privacy offered personalized
service having personalized services ends up offering a unique experience to all customers
which makes them feel engaged by the service brand as the client has personalized services as
is the area of my business it facilitates the existence of a real perception of the quality that is
being invested in the client and in the service offered the layout of the website is inviting and
the brand invests heavily in marketing g yes I think customers waste more time on my website
because | can provide good customer support in after-sales service and problem solving A
customer will only remain engaged with a brand when they receive quality products from the
same brand and have good support to the customer quality of service visually appealing quality
of products quality of service service privacy personalized offer layout marketing image Speed
in resolving some problems the translation of a factory product into Portuguese was poorly
carried out resulting in the customer complaining in order to satisfy the customer with the brand
not being affected we had to make an offer after purchasing a product this type of situation will
always have an impact on the customer if no compensatory measures are taken the negative
impact had to do with the sales department's response to the customer the department did not
fully understand what happened and the solution offered was not ideal the impact on customer
satisfaction was negative as the response was not adequate when customers do not trust our

services it is difficult to please them having customer expectations that do not This will affect
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our sales in the payment service or payment offers Customer engagement was not greatly
affected as all customers were able to call the store and reserve the product through alternative
means in the product reservation service the customer was unable to select the booking dates
the booking service needed a backup and redundancy as it was not a recurring situation
customer engagement was not harmed the packaging of a product was changed and customers
did not understand the concept of the new packaging and did not associated the same change
with the product next time either a marketing campaign or a communication to the public should
be carried out that despite the change in packaging the quality of the product and its
characteristics remain the last service failure was in the management communication of stocks
with the warehouse this failure occurred due to poor communication between stock
management and the website this failure inevitably affected customer engagement as the
customer was unable to receive the quantity of product requested which also resulted in
dissatisfaction with the service provided good marketing sending samples to customers
continuing to provide a good service being transparent with the customer and resolving the
failure in the best way possible the customer through strategies that do not meet customer
satisfaction do not adopt strategies that go against customer satisfaction do not carry out
business that does not meet customer expectations ensure that past failures do not occur again
so that continue to feel engaged with the brand continue to innovate the website in order to
surprise the customer with more service offers continue to invest in business marketing in order
to publicize all existing product offers provide personalized customer support that solves the
problem after a service failure speed in presenting solutions to problems presented by customers
improve factory translations increase customer support teams after purchase improve the type
of offers to be sent to customers through analytical data you can see the whether or not it is
possible to carry out market research and analyze the way in which customers analyze our
product check how customers use our website have good monitoring invest in future
relationships with customers have good after-sales service customers who have a high level of
trust will buy more products because in the past they have been well served to increase customer
satisfaction | would have to listen more to my customers and apply small corrections to the area
of my business in order to avoid future service failures provide my customers with a form before
reserved the service in order to be able to better meet their satisfaction listen more to customer
criticism and focus less on metrics carry out a cost-benefit analysis of the suggestions suggested
by customers if it were advantageous they should be implemented in order to meet the customer
satisfaction very rarely complaints we receive a few compliments per week analyze the cost-

benefit to resolve some flaws try to analyze the cost-benefit to overcome negative flaws and
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resolve viable problems overcome criticisms that are entirely our fault and apply mitigation
measures we receive some recommendations per week some many suggestions and few
complaints some suggestions and few complaints good customer support customer
compensation through offers the app service oo the customer analyzes with the sales service
what happened in the purchase process and what problem gave rise to the complaint after
analyzing the problem the problem is discussed with the customer and what measures were
implemented to mitigate it an apology is made to the customer and the best way to compensate
the customer is analyzed so as not to affect their satisfaction with the company The company's
analysis data is very basic and | only do small analyses however | believe that this type of
analysis contribute to the success of the platform | rarely use metrics for this type of analysis
when | receive alerts whenever there are positive or negative comments on my website | try to
analyze the problem and check whether it has an immediate solution or not it is important to be
able to obtain quick responses to problems raised by information services in order to maintain
customer satisfaction by analyzing feedback I can understand where to improve obtaining the
correct metrics becomes fundamental for evaluating the company's performance and
performance it is necessary to keep the information updated so that When a service failure
occurs we can provide a brief response We do not have specific data on the stage at which
customers abandon the website however we can observe that only 4% to 6% of visitors make a
purchase this indicates that there may be a significant abandonment rate throughout the entire
transactional process but not we can identify a specific phase in which this occurs more
frequently firstly price is an important factor we sell products at low prices which attracts
customers looking for good opportunities in addition we always have the best-selling products
in stock which means that customers do not need to wait for the ordering process and can receive
products quickly another feature valued by our customers is the possibility of obtaining lenses
made to measure ie personalized products according to the specific needs of each person in
addition we offer a large selection and variety of products which means customers have a wide
range of options to choose from and are likely to find exactly what they need in our online store
We currently have plans to upgrade to the latest version of our magento system which is the
platform on which our website is built this update we will be able to take advantage of the latest
features and performance improvements offered by magento there is always room for
improvements on the website namely implementing design improvements navigability and
usability in order to guarantee a smoother experience more pleasant and intuitive for customers
we also recognize that the adaptation of our website to mobile devices is an area that needs to

be improved Currently we face some disconfiguration problems which result in images
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overlapping product descriptions in certain situations this issue compromises usability and the
user experience on mobile devices we aim to improve the responsiveness of the website
ensuring that it adapts perfectly to different devices such as smartphones and tablets this
includes optimizing images and layout so that elements are displayed correctly on any screen
size our customers especially value the speed of shipping products we have in stock our
shipments are made within 2 working days providing fast and efficient delivery in the case of
products that we do not have available in stock at the time of purchase we inform you on the
product description page about the estimated shipping time most of our customers choose to
create an account on our website due to the convenience and ease it offers because when
creating an account customers can view the history of previous orders this feature is especially
useful in our industry because most customers wish to place the same order every month this
way there is no need to go through the entire process again customers simply select the previous
order and add it to the cart saving time and effort although 99% of our customers are looking
for the same product we recognize the importance of provide a good shopping experience and
meet customer needs consistently one of the ways in which we aim to retain customers is to
ensure that they receive a high quality service and ensure fast and effective delivery we follow
some practices to ensure reliability and quality of the products we make available one of the
ways we ensure trust is by providing accurate and up-to-date information about our products
we obtain this information directly from manufacturers who are experts in the development and
production of products we believe that the information provided by manufacturers is the most
credible information and true information that we can present to our customers therefore the
description of products on our website is based on information provided by manufacturers
ensuring that customers have access to accurate details about each item we offer customers the
possibility of leaving their feedback on each product page on However over the years we have
only had three customer reviews we don't know if these reviews are of much value to other
people who visit our website in relation to returns we follow a specific procedure if a customer
has a problem with a product and needs to return it to us we send the product back to the
manufacturer so they can check and evaluate the product if they confirm that the customer is
correct in their complaint we ask the customer to send us the lenses again and then we send a
new product back to the customer however it is important to mention This process may take a
few weeks to resolve however if the product box has been opened we cannot make returns We
are selling medical devices and for hygiene and safety reasons We do not accept returns
however if the product is unopened and within the appropriate conditions we are willing to

return and exchange our customers can track the status of their orders as soon as we ship the
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product we send an email to the customer with the relevant information such as the shipping
number and a link to track the order regarding shipping options we work with several logistics
partners which allows us to provide customers with different shipping options according to their
needs and preferences in relation to failures in the shipping system order tracking it is possible
that on rare occasions there may have been delays or problems with updating information in the
tracking system however we try to minimize these situations and ensure that order tracking is
as accurate as possible the most significant failure we experienced in the service of e-commerce
is related to the availability of products by manufacturers especially since the covid-19 period
sometimes manufacturers face difficulties in acquiring the raw materials necessary for the
production of products this affects around 5% of orders in which manufacturers do not have the
specifications desired by the customer in stock in the warehouse these situations can be
frustrating for both us and customers as we cannot guarantee accurate delivery times to the
customer because the manufacturer is also unable to estimate how long it will take to have the
product availability and sending us this directly affects the customer experience and customer
satisfaction in these situations we seek to communicate frequently with manufacturers and
provide regular updates to customers on the status of their orders and clarify any uncertainty
related to product availability one of the measures that What we identified to improve customer
satisfaction in our e-commerce service is the creation of clear and distinct categories for our
products on our website We currently recognize that we display products in the online store
without a clear organization which can make navigation and search difficult specification of
products by customers by categorizing products in a more precise and intuitive way such as
separating them into categories for "people who cannot see well up close” and "people who
cannot see well from a distance"” we will facilitate the purchasing experience of our customers
This will allow customers to more easily find products relevant to their needs and avoid
confusion or frustration when searching for a specific product In addition we are also
considering implementing filters and advanced search options so that customers can filter the
results according to your preferences such as type of lens brand price and other criteria we do
not have information on when customers abandon the process we do not dedicate ourselves to
specifically researching at what point they abandon sometimes customers go through the entire
ordering process but then do not make payment in these cases we contact the person to
understand the situation sometimes occurs through mbway and as this payment method has a
specific time frame we have to provide a new reference in other situations people say they are
no longer interested in the books we believe that our website is very intuitive which makes

navigation easier and When making purchases customers appreciate the ease of finding the
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books they are looking for because we have all the books well organized on the website and
customers can find them by filtering by styles publishers ages etc also for customers who do
not have a specific book that they are looking for we have our suggestions page we also have a
youtube channel which has been an effective way of promoting our products and creating a
bond with customers and which links to the online store we believe that integration with
youtube and social networks have been fundamental in attracting and engaging customers and
allowing them to stay up to date with our activities and launches our customers appreciate that
their orders arrive within the stipulated deadline we always try to ensure that orders are
dispatched efficiently and reach the customers on time we face a challenge in relation to the
amount of information we have available as we work with a wide variety of books and are
constantly introducing new books it is natural to accumulate a large amount of information
however we recognize the importance of presenting simple and easy to understand for our
customers what we try to do is use detailed descriptions for each product and highlight only the
relevant information we avoid overloading customers with excess unnecessary information
ensuring our customers' trust in our products is a priority in the footer of our website we provide
important sections such as dispute resolution address identification where we provide the
necessary details so that customers can contact us or visit us in person we highlight our contact
details in the footer so that they can easily contact us either by email or telephone Although we
face some challenges related to stock and order management we seek to maintain a high level
of transparency towards our customers to ensure the reliability and quality of products We
recently had a case in which a customer expressed that information about product availability
is not clear our online store is not directly linked to our billing program so we need to carefully
control stock and some sales are made to order In these cases when the customer purchases a
product that is made to order we immediately inform you that we are waiting for the book to
arrive and we will do our best to keep you updated on the progress as soon as the book arrives
we will notify the customer immediately we do not usually send an estimated delivery time to
the customer because as we deal with different publishers they each have their own shipping
time rather In addition we tell customers that we will be in touch soon with more information
about product availability We know that this lack of a defined deadline creates some uncertainty
for customers but we prefer to be realistic about this variable delivery time for books We have
never had any complaints related to our return methods exchanges and refunds we work to
ensure that our customers have a good experience at all stages of the transactional process when
a customer wants to return a product make an exchange or request a refund we are ready to act

quickly we do not expose reviews and feedback of customers on our websites this is not an
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active practice that we have implemented but there is no specific reason for this perhaps it
would even be beneficial to have this functionality to show the opinions of our customers there
was a lapse in the formatting of our website that occurred some time ago we discovered that
customers were not receiving emails sent by our online store for example when we informed
customers that the shipment would be sent on the same day or that it would be necessary to wait
a few days customers did not receive this information after two days we identified this problem
and took action immediate measures to correct it we contacted the team responsible for
developing our website and they made the necessary corrections fortunately we did not identify
any significant consequences for customers we allow real-time monitoring of the status o of
orders in some specific cases when orders exceed 1 kg we send through the express ctt service
which allows us to monitor the order in real time and ensure that it arrives on the scheduled day
and time when orders are less than 1 kg we send by post registered and sometimes the book
arrives at a post office and the information we have is that it is at the post office and will be
delivered soon however sometimes the postman because he has many orders cannot deliver and
the order is returned to the post office then unfortunately the follow-up message remains the
same indicating that the order is at the post office This situation causes some frustration to
customers because they want to know where the order is or if they can go somewhere and then
we are unable to help you as we do not have access to more accurate information as a bookstore
it is essential that we are constantly up to date with new trends and preferences of our customers
we closely monitor publications and new editorial releases we are always looking for new books
authors and literary trends to ensure that our selection of books is updated and aligned with our
customers' expectations we also go to schools to tell our stories and participate in fairs and
literary events where we can find out what's new and establish contact with editors and authors
we have had some situations related to privacy confidentiality and data security personal details
of our customers when we send a registration and for security reasons we keep customer
information such as address and telephone number stored for longer than allowed which is
generally 3 months We have already faced situations where the book appeared as delivered but
the customer did not receive it had received it what happened was that the postman had
delivered the book to the wrong address we immediately contacted the post office to clarify the
situation it has already happened to us that the post office returned the book to us if the person
who received it sent it back and then we send the book back to the right address for the right
customer it has also happened to us that the person who had received the book did not want to
send it back these situations are the ones that most affect customers fortunately our customers

have a very close relationship with our company and the fact that my colleague and 1 show up
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every day and are always available makes customers feel comfortable contacting us directly
although these are unpleasant situations for customers we want them to be resolved in the best
possible way possible way although we have faced some failures related to privacy
confidentiality and security of personal data we try to deal with these situations as best as
possible and maintain clear and transparent communication with the client the impact of these
failures is minimized by the close relationship they have with us we recognize that there is
There is always room and way to improve the e-commerce service in order to improve customer
satisfaction One of the main measures we can adopt is to identify and understand where we are
failing in order to implement new measures to improve the customer experience In our online
store our loyalty strategy is based on several elements we have noticed that many of our
customers make frequent purchases with us this means that they trust us and the quality of our
products we adopt a different approach compared to other large sales platforms books such as
wook fnac or bertrand our youtube channel we have the authorization of the publishers to show
the complete details of the books we have available for sale ie we don't just show the cover and
the synopsis but we also offer our customers the opportunity to Knowing the story in full this
transparent process builds trust and establishes a closer connection between our company and
customers customers leave the website more often during the product consultation phase We
know this because our entire online store is built on a Shopify basis and this platform has many
tools that allow us to understand the customer's journey through the website and at what point
they abandoned the website we don't know the reasons why they leave but sometimes we can
draw some conclusions and try to make improvements The features that our customers
appreciate most are the design of the homepage and the entire website itself as it is a dynamic
and interactive website The way we present our products is one of the characteristics that
customers appreciate most we try to be as detailed as possible when describing the products we
present the ingredients nutritional content and allergens in all of them and since our products
are food products and they are all packaged in boxes we would not be completely transparent
to customers if we did not show on the website what is inside the box ie the food product itself
in great detail because in the end that is what the customer is buying our website has very good
speed loading and increasingly this is fundamental for customers usability can always be
improved platforms are always in constant evolution it is always possible to make the website
more usable in order to improve the entire customer experience the feature that customers
appreciate most when throughout the entire transactional process the delivery time for orders is
only 1 business day for items with immediate availability in the case where we do not have the

items in stock or we have many orders which happens especially during festive times this
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deadline does not apply and the customer is informed through a banner located at the top of the
website we also have free shipping for orders over 30 euros and around 90% of our customers
complete their order so as not to pay additional shipping our company has no overhead of
information we always try to maintain a balance on the website between image and information
we have 168 products in our online store that are separated into 4 product categories this makes
it easier for the customer to more easily reach the product they want we also try not to be heavy
in terms of information because we know that the customer will not read either very large or
very busy texts customers can trust our products for several reasons in terms of images the
images we have of the products on the website are photographs taken internally in the company
we always present the content of the boxes in terms of nutritional information all the
information we have on the website is validated with the product quality team in terms of
information on the website we have a team responsible for keeping all the information on the
website correct and updated we do not accept exchanges or returns of the products however if
the product is damaged and in poor condition for reasons beyond the control of the customer
then we analyze it with our quality team we accept the return and refund the customer but it is
not part of our usual policy to accept returns only in very specific cases we do not present
customer reviews on the website however customers can use social media for this purpose we
have instagram facebook youtube channel and linkedin and then customers can give their
feedback we always respond to all comments regardless of whether they are positive or negative
we have a platform shopify that tracks the order from the moment the order passes to our partner
responsible for the transport service we can track the order using the carrier code the customer
receives some information such as the order is about to be delivered or the order has been
delivered when the customer thinks he will not be at home at the time it will be delivered he
contacts us and we try to speed up the best way to deliver the order and understand where the
order is we always have a way to track the order but from the moment when you are not at our
facilities we normally do not pay much attention to this the customer himself contacts us if he
has any questions we usually highlight our products depending on the festive seasons and what
customers are looking for at that moment as we are in the season of popular saints when the
customer enters our website and immediately sees the products alluding to popular saints Our
online store uses highly advanced encryption software in which all payment information is
encrypted from the initial moment of purchase until the moment the order is processed and they
are not saved on any public server The failure we had that most affected customers was a general
server failure Our website was down for around 24 hours a week before Easter as was developed

by Shopify when there is a failure in Shopify all websites within this platform are affected a
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very annoying situation both for us because this week is always very busy and there is always
a high number of sales and for customers who could not ordering our products we are unable
to keep track of customers who tried to order from our online store or even who tried to access
our website measures we took to minimize the impact on customers this is how our online store
became available we decided to create a newsletter and send by email to all customers with an
account registration on our website where we announced that in any order placed in our online
store from that day until Easter Sunday there would be an extra treat an additional product of
ours variable depending on the value of the order improving the response time to customers
will increase our customers' satisfaction we have a responsible person dedicated only to
customer support who only works on weekdays from 9am to 6pm many of our orders are placed
at night and if customers have any questions and ask us either through the form we have on the
website for questions and support or through social media or by email we can only respond on
the following business day this is enough for the customer to leave our page and stop buying
from our brand because if the customer wants a quick response at that moment we can only
respond the following day we only have one option when it comes to shipping costs shipping
costs are 5 euros regardless of where the order goes | don't know if it's to avoid paying this
amount but We have already had customers who ask us if they can order in the online store and
collect it in our physical stores but we do not have that option We have a customer loyalty club
in which the customer has to register on our website or request a pre-payment -register with
employees in any participating store and is a platform that allows the customer to accumulate
points for orders placed in order to gain discounts on our products We give members 1 point
for every 10 euros consumed when the customer reaches 10 points they will have a balance of
5 euros to be deducted from your next invoice has just one limitation: the customer can only
accumulate points if they buy in our physical stores that is if you place an order in the online
store you will not accumulate points in your account We send regular newsletters in order to
publicize and promote the products especially when there are festive seasons and we have
products alluding to these festivities Generally customers abandon our website more when they
add products to the shopping cart and see the shipping price Our customers appreciate the
possibility of viewing the composition of products on our website as well as obtaining detailed
information about some characteristics such as color fabric measurements and extra information
such as type of foam customization options related products among others we recognize the
importance of providing complete and accurate information about our products so that
customers can make informed decisions we also present in the product description the estimated

delivery time so that the customer can get Therefore having this in mind our company values
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the convenience and time of our customers in our online store we offer the option for customers
to place their orders without the need to register on the website the process of registering an
account is sometimes an obstacle to some customers mainly for more senior customers and
many of our customers are in a higher age group we have made the purchasing process more
accessible to customers perhaps we can make our online store more interactive and user-
friendly in order to provide a better experience purchasing more pleasant and intuitive for our
customers as well as simplifying the purchasing process by reducing for example the number
of clicks needed to purchase a product the performance of our website in general as well as the
online store in terms of loading speed is not ideal in addition to Being able to cause frustration
to customers can affect their experience and even discourage customers from continuing to
browse our website We know the importance of improving this aspect and we aim to give
customers a fast and fluid online experience One of the features that customers value most is
the price advantage when purchasing from our online store we understand that selling our
products online can be challenging as customers do not have the opportunity to experience the
physical comfort of the sofas before purchasing however many customers visit our physical
store to select and view the desired products then acquire confidence to make an online purchase
on our website We seek to present only pertinent and essential information to provide a good
shopping experience for the customer We want to have the content as simplified as possible
and have clear and direct communication that they easily find the information they are looking
for to make informed decisions to guarantee our customers that our products are reliable and of
quality we adopt several measures firstly we value direct communication with customers
encouraging them to get in touch with us to clarify any Doubts before making a purchase via
WhatsApp many of our leads start there regarding updating information we try to keep our
online store up to date and accurate we ensure that product descriptions are correct and if there
are any changes or updates we communicate clearly to the customer We have reviews available
on the Facebook and Google My Business platforms but we have not yet displayed them on our
website This is an issue that is being discussed internally and could be implemented in the
future sometimes it can be beneficial but on the other hand the customer can go and talk bad
for our company for no reason when we receive a negative review we try to get in direct contact
with the customer to understand the reasons for their dissatisfaction and we try to resolve the
problem in the best way possible our priority is to guarantee the satisfaction of our customers
even when situations arise less positive however on Facebook we chose to show only positive
reviews although we have few negative reviews we do not share them publicly however if a

customer expresses dissatisfaction or places a negative review in one of our publications we
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contact the customer directly and try to resolve any problem To guarantee your satisfaction we
value direct dialogue with customers to resolve any problem and ensure that they leave satisfied
Our customers are satisfied with the payment methods we offer as well as our return policies
exchanges and refunds however it is important to highlight that We do not exchange products
as all our products are customized according to individual customer preferences Failures in the
after-sales service can always occur One of the failures that we can mention is when for example
the fabric of the product was not what was requested by the customer when we identify this
type of failure we ask the customer to send photos for evaluation then we have a team
responsible for delivering and assembling the products to the customer's home if the team can
recover solve the problem in the optimal location otherwise the product is sent back to our
factory where we resolve the situation although delivery delays and logistical failures may
occur frequently however we work to minimize these situations and ensure that customers are
informed of any possible delay or logistical problem that may affect your order we always try
to overcome the situation and find a satisfactory solution for the customer depending on the
severity of the failure we offer appropriate compensation such as offering free shipping or
providing an additional product such as a pillow for example We do not offer real-time
monitoring of the status of orders due to the production and delivery time of our products which
generally takes between 6 to 8 weeks We do not consider it necessary to provide constant
monitoring during this period We understand that it is not a momentary situation in which the
customer Please check the status of your order daily however we are always available to answer
our customers' questions and provide updated information on the status of their order if
requested Delivery of orders is carried out by our team ensuring that we have direct control
over the process and can offer a personalized service to our customers we strive to be up to date
with new trends and preferences of our customers we are constantly monitoring the market and
observing what customers are looking for this includes being aware of news and innovations in
the furniture and decoration industry as well as feedback and suggestions from our own
customers we seek to continually improve our service and product offering we are exploring
the possibility of implementing a phased payment method that could offer our customers a more
flexible option to purchase our products to date We have not had any significant failures in
relation to privacy confidentiality protection and security of our customers' personal data We
believe that always meeting delivery deadlines or even seeking to minimize them is one of the
measures that most satisfy customers we place a strong focus on quality and comfort of our
products we seek to ensure that all our products meet the highest quality standards we maintain

regular communication with our customers by sending newsletters with information about
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products new additions and special promotions this allows us to maintain a close relationship
with our customers and inform them about news and offers relevant to them in addition to sofas
we also offer a variety of other products such as armchairs mattresses headboards sommiers
among others this allows us to meet the different needs of customers and offer complete
solutions for their living spaces and sleep through this diversification we hope that our
customers will come back to us to purchase other related items As a rule customers abandon
the website when completing payments often the customer places it in the cart to simulate the
final value of the order with welcome gifts discounts and respective shipping costs so there are
some customers who abandon the process as it ends up compensating more purchase in large
supermarkets where the product is already available and have access to the customer support
department in a more practical and quick way our customers especially appreciate the usability
and ease of use of our website we seek to ensure that navigation and the shopping process
purchasing are intuitive allowing customers to easily find the products they want and complete
their purchases without complications We value the provision of good content relevant to the
customer's decision process This includes detailed information about the products Frequently
asked questions about the products customer reviews of 1 5 stars on product quality delivery
time would you buy from the store again and would you recommend the product video
demonstrations instruction manuals and other useful resources that help customers make an
informed decision on our website we have the functionality to compare between similar
products this is a feature highly valued by customers as it facilitates decision making by
allowing a detailed analysis of the characteristics and specifications of products with this
functionality customers can compare accessories filters batteries dimensions brands reviews
prices and descriptions which makes it easier for them identify which product best meets your
needs this product comparison tool is very useful for customers who are in doubt between two
or more products for example as it not only saves time but also adds product descriptions to a
single page simultaneously allowing customers to consider the pros and cons of each product
before making a decision perhaps create a frequently asked questions area on the website as
they are an effective way of anticipating customer queries and providing clear and direct
answers in addition to the various payment and delivery methods and ease of navigation and
clarity of information are characteristics that our customers value throughout the entire
transactional process they appreciate when they can easily find the desired products view
detailed information and make an informed choice we do not suffer from information overload
on our website we recognize that due to the amount of information about our products it is

essential to give customers as much information as possible so they can make informed
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decisions however to avoid overwhelming the customer with extensive information and long
texts we adopt a simple and easy to understand content presentation approach we use interactive
resources such as videos explanatory detailed images and tables to convey information in a
visually attractive way and facilitate assimilation we believe that the presentation of interactive
content and the simplification of information contribute to a better shopping experience and
customer satisfaction ensuring customers can trust our products is essential for us which is why
we establish close work with our production team in order to guarantee the viability and
accuracy of the information on our website from the simplest to the most complex we seek to
maintain strict quality control at all stages of the process this includes compliance with safety
standards ensuring that our products meet the highest safety and quality standards required
although we rarely have requests for exchanges or returns failures may occur in this area
however we are committed to resolving these situations quickly and efficiently in order to
satisfy our customers when a customer requests an exchange or return our team analyzes the
case and takes the necessary measures to resolve the issue we work to ensure that the return
processes exchanges and refunds are as simplified as possible to minimize the impact on
customers in addition We have in our online store all policies related to returns exchanges and
refunds clearly detailed so that customers can easily understand the information We consider
reviews essential to provide relevant information to other customers On our website we have a
reviews section available on each page product in this section customers who have already
purchased the product can share their opinions about the company and the product itself these
reviews allow customers to express their opinion about the quality of the product the delivery
time their purchasing experience and whether they would recommend the product Customers
have the option to assign a rating from 1 to 5 stars in each of these categories which which helps
provide an overview of overall customer satisfaction when we receive negative customer
reviews we have an established process for dealing with them we first try to fully understand
the feedback and the situation at hand we carefully analyze the comment and assess whether it
is related to the product with the service or with other agents involved we then take measures
to resolve the situation appropriately depending on the case we can contact the customer directly
to better understand their concerns and find a satisfactory solution in some cases we initiate
compensation measures such as providing vouchers discount in the online store or offer other
additional benefits of course negative comments can impact customers' perception of our
company and products however each customer can have an individual reaction to these
comments some may be influenced and hesitate to make a purchase whilst others may consider

feedback as an isolated experience and rely on other positive reviews although it is not possible
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to measure exactly how negative comments affect customers our aim is to minimize any
negative impact it has caused them our customers have the ability to track the status of your
orders in real time we believe that this functionality is a significant advantage as it allows
customers to monitor and understand the progress of their orders without having to contact our
customer support service this saves time for the customer and also to our customer support team
allowing us to focus on other topics we always try to stay up to date with new trends and
customer preferences one of the ways we keep up with trends is through market research we
carry out research to understand customer preferences identify changing needs and keeping up
with trends in the industry this also helps us identify which products are most popular and what
customers are looking for this way we can more easily adjust our product catalog we also
participate in industry conferences fairs and events for our area To date we have not had any
failures related to privacy confidentiality protection and security of our customers' personal data
We have an active blog where we regularly share articles with delicious recipes and tips related
to our products In addition we have the option for customers to subscribe to our newsletter
where we send information about product launches exclusive promotions inspiring recipes and
practical tips we also recently partnered with a digital influencer a chef who aims to improve
our communication with customers and reach new people our website which has a large influx
of traffic generated by bookstore ticket sales faces more abandonments during the payment
phase many of our customers are international and may face difficulties when making payment
due to problems with public Wi-Fi networks or unstable data connections this generates an
additional demand for intermediary contacts with payment difficulties and searching for
alternative solutions to complete the transaction in all honesty it is difficult for us to specifically
identify the features of our website that customers appreciate most this is due to the fact that
most of the communications we receive are complaints or problems encountered by customers
and not compliments or aspects that they appreciate however we consider that access to the
website and ease of purchase are features valued by our customers the ticket purchasing process
for the bookstore it is quite simple intuitive and straightforward the website was designed so
that the first thing customers see is the option to purchase tickets as this is the most common
activity carried out by customers on our website the improvements to our website are based in
the most common difficulties faced by our customers we believe in a process of continuous
improvement we always seek to improve the user experience one of the most common
difficulties faced by our foreign users is the language barrier although the website is bilingual
we recognize that some nuances may be lost in translation which can create confusion and

difficulties in understanding we are committed to improving the clarity and accuracy of
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information to ensure that all users regardless of language can navigate and use the website
with ease another issue we face is related to the age of our customers many of them have
difficulties in accepting that the purchase of tickets is done online especially those who are not
familiar with the digital environment we are aware of this difficulty and we intend to improve
the usability of our website as well as provide clear guidelines to help older customers make
the purchase of tickets in a more accessible way we recognize that payment options are a
sensitive point for our customers we are considering introducing ATM references as one of the
payment options this option will initially be easier especially for older customers we also
recognize the existence of a delay between purchasing the ticket and receiving it which may be
caused not by the platform itself but by customers' data connections especially when using
public networks that are not very fast we are aware that this situation can create frustration in
customers and we are committed to finding solutions to minimize this problem internally we
have a dedicated person responsible for ensuring that all information such as store hours product
availability and prices are updated regularly and accurately this person is in charge of
maintaining efficient communication within of the company ensuring that all relevant changes
are communicated in a timely manner this includes updates to store hours stock availability new
product launches and promotions we value the trust of our customers and work constantly to
maintain that trust by ensuring that all information provided is correct updated and reliable if
any inconsistency or error occurs we are ready to correct it and take the necessary measures to
ensure the satisfaction of our customers in relation to return methods exchanges and refunds we
have already faced some failures in the past we recognize that it is an important aspect for
satisfaction of our customers and we are committed to improving this area We are currently
working on the development of a new version of the website that will be launched at the end of
the year In this update we intend to simplify the return process and introduce some automations
in order to make it easier customers carry out these actions one of the biggest sources of
customer dissatisfaction has been the response time to contacts related to returns exchanges and
refunds we are not always able to guarantee a response as quick as desired which has been a
source of frustration currently the website has a chat module to facilitate communication with
customers however we are still unable to guarantee a completely immediate response due to
high demand and resource limitations on our website we do not display customer reviews or
comments customers tend to share their reviews and comments on other platforms where we
are present such as instagram linkedin and facebook regarding negative comments we do not
delete customer comments s the person responsible for managing our social media responds

according to the nature of the comment if a customer expresses an opinion such as 'l didn't like
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it" we respect your right to have that opinion as we are a democratic company and we accept
that not all customers will like it of your experience however if a client mentions specific
problems such as translation issues in a book we provide an appropriate response and seek to
resolve the issue internally it is also common for us to receive guestions on social media which
would normally be better suited to be answered via chat in these cases we respond directly to
the customer in a personalized way to resolve their questions when we send the order customers
receive an email with a link to track the order our biggest flaw in after-sales service is the
response time we currently have manual processes that require intervention staff to deal with
return requests and other post-sales issues this results in slower response times than we would
like we have a person exclusively dedicated to online customer support but who works from
9am to 6pm and many of our messages are received after this time ie we are unable to guarantee
an immediate response we recognize that this is an area that we need to improve and we are
aware that automating processes could speed up our after-sales service we are committed to
implementing automated solutions that allow for a faster and more efficient response to
customer requests when it comes to quality complaints relating to our books we take a proactive
resolution approach if a customer reports issues such as blank pages or pagination issues we
take responsibility and send a new copy of the book at no additional cost to the customer our
priority is to ensure our customers' satisfaction and offer quick and convenient solutions we do
not ask the customer to return the defective book as we understand that this may cause
additional inconvenience we believe that this approach demonstrates our commitment to
providing quality products and resolving any problems that may arise now for example when a
customer informs us that they did not receive the voucher for the bookstore because they made
a mistake when typing the email we have a dedicated team ready to resolve the problem
immediately our backoffice team is responsible for identifying the correct voucher and ensure
that the customer receives entry to the bookstore without delays We have faced situations in
which several failures in the e-commerce service affect a single customer resulting in a
sequence of problems for example a customer who had difficulty making the payment of the
voucher and then you don't receive it because you entered your email wrong and then you want
to buy a book and you buy it in the wrong language is very negative we try to compensate the
customer by offering an additional book or we send extra vouchers to the bookstore our goal is
to transform the customer's negative experience into a positive memory showing that we care
about their satisfaction and in these cases when customers receive a positive response and an
adequate solution to the failures that occurred we often have very positive feedback from them

some customers express recognition for the fact that despite the initial problems we were

292



friendly and took measures to correct the situation our business model is not focused on
customer loyalty The majority of people who visit our website are punctual in nature meaning
they do not return frequently after their first visit however we have a loyalty tool called "friend
card" that we offer to the inhabitants of Porto this card allows them to enter the bookstore
without needing to queue although it is a local loyalty initiative the majority of our customers
are international and do not directly benefit from this option to provide a more personalized
experience to our customers and promote loyalty we offer the option of subscribing to our
newsletter Through the newsletter customers can stay up to date with everything that happens
in our bookstore from events and book launches to special promotions and discounts What
makes our newsletter even more interesting is that we allow customers to choose the specific
topics they want to receive in this way They can select the topics that interest them most
avoiding receiving content that is not relevant to them This ensures that the information we
send is personalized and targeted to the interests of each client Those who visit our website tend
to abandon it during the research and product viewing phase around 98% or 99% of people who
visit our website never add products to the shopping cart It is important to highlight that the
rate benchmark online conversion rate is 2% ie only two out of every 100 people who enter our
website actually make a purchase online customers especially appreciate the ease of navigation
usability and interaction of our website we seek to create an intuitive experience for customers
with a clear organization and well-defined categories so that you can easily find the product
you want The descriptions of our products are very detailed and available in three formats: text
image and video sometimes the product may not be that easy to understand and this is what we
have focused on so that customers can have a complete view of the products and that this is
well explained we also have a functionality that allows you to select and save favorite products
where customers have the opportunity to create a personalized list of products they wish to
purchase in the future this allows them follow the products that arouse their interest making it
easier to make a decision when they are ready to make a purchase in terms of performance
especially speed is increasingly important taking into account that people access it on different
devices the speed on our website is not like that so spectacular also due to a lot of interactive
content many images many videos which does not facilitate the performance part of the website
itself We recognize that optimizing the website's loading speed is an area that needs
improvement What customers value most is the product in itself and the way we present the
content more than a specific functionality of the website (for example ours doesn't have out of
this world functionalities) or the checkout in a certain way it is the content we have and it is the

product we sell that is the most The important thing that converts into a 'yes' is that they have
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found the specific product they were looking for we advertise to people we are present on
Google and we attract searches that people do many people already know the brand and go
directly to our website we attract people to the product and through the content we offer we
seek to offer detailed information about each product with clear descriptions quality images and
even explanatory videos we want our customers to feel confident and informed about the
product they are purchasing the customer also values the delivery time after the Upon receipt
of payment we begin the order shipping process within 24 working hours and delivery times
can vary between 1 and 3 working days depending on factors such as the delivery address and
the carrier used for customers who choose the delivery option on marl we have an estimated
delivery time of 1 business day marl is a strategic location that allows us to speed up the delivery
process ensuring that products reach customers quickly and efficiently occasionally there have
been situations where customers have encountered difficulties when making payment using the
methods available however we are always aware of these situations and work to resolve them
as quickly as possible Some of the failures may be related to services that are temporarily
unavailable from payment providers; in other cases there may be problems with sending alerts
of payment by mbway or with the receipt of payment references to deal with these situations
we have an automated system that sends a new email with a new payment reference if the
previous one is not received by the customer in addition our customer support team is available
to manually assist customers by providing personalized assistance and create new payment
references if necessary Failures in the payment process can cause inconvenience and frustration
to our customers when a customer is unable to complete a purchase due to payment method
issues can result in delays in the delivery of the desired product or even in the loss of the
opportunity to purchase it such failures can also affect the customer's trust and perception of
our company We understand the importance of providing a reliable shopping experience that
must include a payment process efficient and hassle-free we consider it extremely relevant for
customers to see other customers' opinions on the toys we currently offer we are working to
encourage our customers to leave reviews on the toys they have purchased we have
implemented a system that sends an email after purchase inviting customers to share their
experiences and opinions on our website however we recognize that there is still a lack of
evaluation actions for many of our products | remember a specific case in which we had
significant problems with a product in our catalogue which generated a lot of customer
dissatisfaction we tried to act to resolve the situation in the best possible way in this particular
case we chose to discontinue the product and we focused our efforts on improving the quality

of our products and the satisfaction of our customers This specific product did not meet the
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expectations and quality standards that we established for our products for customers who had
already purchased this product and faced problems with manufacturing defects we offer the
possibility of refund or repair according to each customer's preference however we understand
that the solutions offered may not have been completely satisfactory for all affected customers
these failures in return methods exchanges and refunds have resulted in comments Negatives
and criticism from customers especially on social networks like Facebook we imagine that all
of this had a significant impact on customers many must have felt frustrated upset dissatisfied
but knowing that the mistake had been ours we tried to minimize the negative impact on the
customer experience Of course we have had failures in after-sales service for example there
was a certain time when we were unable to respond adequately to our customers which resulted
in complaints about the poor quality of customer service some customers expressed frustration
with the lack of response to their e-mails or difficulty contacting us by phone Currently we are
focused on responding more quickly and efficiently to customer questions and feedback
however we realize that in some situations when we are unable to provide a quick response on
social media we choose not to respond We believe that it is better not to respond immediately
than to respond after a long period of time when the situation may already be resolved as our
business is seasonal we face a high volume of customer service during the Christmas period it
is a challenge to deal with this sudden increase in requests and ensure that we have sufficient
capacity to meet all of our customers' needs and sometimes it becomes difficult to manage this
increased volume of issues in addition we produce around 2 million products per year and
although we make every effort to ensure quality of our products it is inevitable that some
failures may occur the most common issues are in relation to the instruction manual either
because there are printing problems or simply because it is missing when this happens we adopt
measures to resolve the situation in the best possible way one of the solutions we have
implemented is to send the manual in pdf format by email if necessary in addition we have
created a dedicated website where our customers can access the manuals online by receiving
the code present on the product packaging customers can easily view the corresponding manual
on the website another error What can happen is the lack of a specific part in the toys in these
cases we have two options: we can send the missing part directly to the customer or replace the
complete toy if necessary In general customers react in different ways to these failures some
may get into trouble contact us immediately to report the problem and look for a solution others
express their dissatisfaction on social media or other evaluation platforms there are some
strategies we adopt to transmit this confidence to our customers with regard to quality we invest

in rigorous production and control processes We have an internal team dedicated to the
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development and testing of products that ensure that they all go through rigorous processes
before being launched on the market In addition all of our products are certified by independent
third-party laboratories that validate their safety and compliance with this certification is a seal
of quality that guarantees our customers that our products meet the standards established with
regard to the security of online transactions we use credible and reliable payment solutions such
as sib and paypal we also seek to strengthen the trust of our customers by publishing on the
website the articles that the specialized press writes about our company we have the privilege
of having the coverage of several renowned publications such as forbes timeout marketeer
business newspaper among others the publication of these articles on our website reinforces the
credibility of our company in the eyes of customers because they can see that we are recognized
and recommended by trusted and respected sources we constantly try to stay up to date with
new trends and customer preferences we are aware that our This industry is highly influenced
by constantly evolving trends what may be considered popular and relevant today may no
longer be tomorrow We use various sources of information to gain insights into our customers'
preferences The online world plays a fundamental role in this regard through channels like
google and amazon we are able to obtain data about what people are looking for what they like
and what they don't like we analyze this information to identify emerging needs and consumer
preferences we also carry out macrotrend studies to stay up to date with changes in the market
and society and which can affect our sector of activity another source of insights is our business
unit which involves birthday parties and summer camps where the main focus is carrying out
scientific experiments with children and where we have the opportunity to interact directly with
them and understand what they like most or least there are several measures that we believe can
significantly improve our customers' satisfaction in the e-commerce service one of which is to
improve the performance of our process ensuring a faster and more efficient experience for
customers customers this includes reducing product delivery time and improving the accuracy
of delivery estimates we could also simplify the purchasing process by making it as intuitive
and easy for our customers as possible by reducing for example the number of clicks required
by automating some processes It would also allow us to streamline operations reduce errors and
ensure a faster response to customers for example we can automate the sending of order
confirmations and create pre-defined answers to frequently asked questions We believe that the
best way to retain customers is to ensure that the the product they purchase is of quality and
meets their expectations when a customer is satisfied with the product they purchased they are
more likely to recommend our company to other people such as family friends and colleagues

contributing to brand loyalty we also have loyalty programs which allow us to maintain close
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contact with our customers through these programs we regularly communicate with customers
by sharing relevant content such as scientific experiments that can be carried out at home this
constant communication allows us to keep “our brand in the minds” of customers and also
inform you about the news and launches we have available in addition we also have a
subscription service called “inventors club” that we are developing with the aim of encouraging
loyalty among our customers The concept of the 'inventors club' is quite attractive and consists
of a themed Kit that will be delivered monthly to subscribers' homes each kit will bring new
scientific activities and fun experiences specially designed to stimulate creativity and curiosity
For new customers we have a special offer of 10% discount when making your first purchase
on our website the phase in which customers most abandon our website is during the product
consultation phase we do not have direct access to the specific reasons why they abandon
purchases one of the features of our website that customers appreciate most is the fact that we
have information available on the number of units available for online purchase that is
customers can see on the product page how many units are for immediate delivery as well as
the number of products available in a physical store and in which specific stores in addition
customers also highly value the ease of Finalizing the order is an efficient process and with just
a few clicks we have several options available from the delivery method that best suits the
customer's needs and preferences to the way the customer wants to make payment and we still
present the options clearly and simple and the customer can quickly and easily place an order
with just a few clicks An area in which we believe we can improve is the way we present
products on our website currently when you enter a product category the different products are
arranged side by side sideways and with small colorful images we recognize that this way of
presenting products may seem excessive in terms of colors and content for some customers we
have also had some feedback from customers that our website is confusing we are evaluating
the organization of the content on the website to make it clearer and more intuitive such as
improving the navigation menus and adding filters on products so that customers can organize
products by relevance price etc We are also considering creating a customer area since currently
We do not have this and we believe that this could be beneficial for customers to register and
have access to their purchase history as well as having their personal information saved We
also consider that implementing a chat on the website or a form would be an important
improvement for customers to get in touch with us more immediately and have their doubts
answered it would facilitate communication and help resolve problems more quickly and
efficiently Based on the feedback we have received from our customers regarding our website

we can say that we have faced some challenges when it comes to With respect to information
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overload many of our customers have asked us questions about the ordering process delivery
times and return policies even though this information is all available on the website however
we have the information written in plain text on the terms and conditions page which gives the
feeling that some customers don't read what's there all the information we have about the
products is that given by our suppliers/manufacturers on the website we don't display customer
reviews normally customers make their comments and opinions in the posts we make on
Facebook we value your opinions and comments both positive and negative when we receive
negative comments we always respond attentively and thank you for the feedback we express
regret that the customer's purchasing experience was not as expected and we provide our email
address so that they can contact us and tell us the situation in more detail we try to resolve issues
appropriately and find satisfactory solutions for the customer We understand that negative
comments can affect customers they can generate distrust and doubts about the quality of our
products and even make them not want to buy more in our company however as we respond
quickly and attentively we demonstrate that we want to resolve situations and above all we want
to minimize the impact they have on customers in addition negative comments also help us
identify areas for improvement we have already identified some flaws in the after service -sale
the way we act in these situations varies depending on the nature of the failure first we seek to
understand the problem reported by the customer and then we seek to correct the failure and
ensure customer satisfaction the main objective is to resolve the problem efficiently and ensure
that the customer be satisfied with the solution offered these failures can cause inconvenience
to customers can affect confidence in our company and generate dissatisfaction but we try to
act quickly and resolve the situation appropriately in order to minimize the negative impact on
the customer experience customers can monitor the status of your orders on carrier websites we
believe that loyalty is achieved by providing good service and creating a positive experience
for our customers we are always available to meet customers' needs when they contact us and
we seek to ensure that all the questions or problems are dealt with quickly and efficiently
customers abandon our website more often during the product consultation phase we are unable
to know the exact point at which they give up on the purchase but through our shopify platform
we are able to understand the customer's journey and draw some conclusions and even when it
comes to the part of going to the cart many customers abandon the products in the cart because
they realize that as the product is only available to order the delivery time can take up to 4
weeks instead of the usual period of 1 to 5 days if we had the product in stock in my experience
there are always things that can be improved within the website and it is essential that we are

constantly updating the way we present products perhaps it can be improved when the customer
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enters our website and chooses the product x they want the customer needs to immediately
select the specifications that do you want if it is product x with capacity y and in state z or if it
is product x with capacity a and in state b ie for each product we have a separate page with the
different specifications and sometimes this becomes a consultation process of products more
complicated for the customer even making comparisons between specifications becomes a
process that requires more time and is not so simple the loading speed of our website pages is
also not the best I consider that we do not have information overload We have a communication
agency that helps us to have the content and all information organized and in very simple
language for the client in order to communicate in the most objective and direct way possible
with the clients We also have a page with frequently asked questions on our website which
contains the most common questions asked by customers and we have organized them by
specific topics this way the customer can easily clarify their doubts without having to read all
the topics to get to what they want we have customer testimonials on our website made on the
trustpilot platform in which customers can rate their experience with us from 1 to 5 stars and
make their comments however we do not show reviews below 4 stars when we are editing our
website we can filter the comments so that only reviews with 4 and 5 appear stars also regarding
product descriptions and features are made based on the technical descriptions shared by our
suppliers all our products undergo a rigorous technical inspection by our experts cleaned and
tested to ensure they are 100% functional and up to date at all levels There was a case where
the customer bought a product from us and we sent the product but with the wrong specification
it was our fault the customer received the item and as soon as we found out about the problem
we contacted the customer and gave them the opportunity to return the product with a full refund
of the value of the product and in addition we offered an additional discount to compensate
obviously this affected the customer he became frustrated and expressed his dissatisfaction on
social media with a negative review but then we offered him these solutions and as soon as we
admitted and we seek to correct our failures we can regain customer trust obviously these
incidents have the potential to impact and influence the purchasing decision of other customers
dealing with after-sales is a challenge especially in sectors as dynamic as this some of the
failures we face mainly due to delays in responses which obviously always cause dissatisfaction
and frustration to the customer and once again they will express this feeling on social media
however as soon as we realize this failure we reinforce our customer support team to ensure a
faster and more efficient response After the order is delivered to the carrier we send the
customer the tracking code that allows them to track the status of the order in real time on the

carrier's website However we do not have direct access to the updated status of the order after
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delivery to the carrier and we cannot track it this process when we are informed by a customer
of some failure in tracking we contact the carrier to obtain updated information and we provide
this information to the customer delivery times or when there is no clear information about the
status of the order of course this negatively affects customer satisfaction We have a
communications agency that through market research identifies new trends and customer
preferences this involves for example analyzing demographic data purchasing behaviors in
addition it maintains very close contact with social networks monitoring customer
conversations and interactions this analysis helps to understand preferences customer
experiences and adapt our product and communication strategies we also carry out research on
online platforms such as e-commerce sites and specialized forums that help us identify the most
popular products customer complaints among others all these indications help us to target
efforts to ensure that they are aligned with the needs and preferences of customers so far we
have never faced a failure in relation to privacy confidentiality protection and security of our
customers' personal data however we are aware of the importance of these issues if a failure
occurred in this regard we would deal with situation as seriously as possible and we adopted
immediate measures to resolve the problem and minimize any negative impact on the customer
relatively recently one of our partners' transport vans suffered a robbery and had our products
inside for several customers that is several customers were affected as soon as we learned about
the assault on the transport van and the loss of products intended for customers we acted very
quickly we contacted each affected customer we explained the situation and refunded the total
amount that each customer had paid in addition we started a refund process with the transport
company responsible since they have insurance that covers this type of situation of course this
situation negatively affected customers in addition to not receiving the products they also had
to wait for the refund process we understand the frustration and inconvenience it caused them
however our priority was always to ensure that they were duly reimbursed and provide them
with the necessary support A situation has also happened to us in which a customer made a
mistake in the delivery address had placed the wrong batch and we still sent the order based on
in the data provided by the customer ie the product was delivered to the wrong address and the
customer who received it refused to return the product in this case we had to take responsibility
for all the costs involved and sent the product back to the customer one of the measures What
we consider fundamental to improving customer satisfaction in e-commerce services is
improving the speed of navigation on our website We know that a slow loading website leads
to customer frustration and even abandonment of the website in addition to improving the speed

of navigation We consider that delivery status is also a key element in improving customer
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satisfaction steps to provide even more detailed and valuable communication for the customer
we want the customer to know exactly where their product is throughout the delivery process
continuous and transparent communication with the customer is very important if the customer
is to have a good shopping experience with us he tends to share this experience with other
people which brings more customers to us another fundamental aspect to improve customer
satisfaction in the e-commerce service is to try to reduce the delivery time we are also
considering the possibility of including real photographs so that customers have a clearer idea
of the aesthetic condition of the product they are purchasing before finalizing the purchase
Unfortunately we do not have specific loyalty tools however we do have an approach that
although unintentional aims to maintain a relationship with our customers One of the ways we
try to maintain contact with customers is through our 5-year warranty on products something
that does not happen in any other Portuguese company in the same sector as ours If within these
5 years the customer's battery is faulty we will provide We provide you with a new battery free
of charge although we do not have traditional loyalty tools we believe that offering a long-
lasting guarantee and providing support in situations such as battery replacement creates a
relationship of trust and satisfies the needs of our customers We also tend to publish frequently
on social media social networks such as Facebook and Instagram that aim to maintain a constant
presence in the minds of our customers and encourage them to interact with us The majority of
our customers tend to abandon the website during the product consultation phase We recognize
the importance of understanding the reasons that lead customers to abandon the website during
the purchasing process For this reason we implement analytical tools such as Google Analytics
which allows us to collect and analyze detailed data about the behavior of users of our website
this way we can identify points for improvement and adjust the user experience to make it more
attractive and satisfactory Firstly ease of navigation is something we frequently receive as
positive feedback we try to maintain a clear and intuitive structure so that customers can easily
find the products they want in addition the attractive design of our website is another feature
that customers appreciate detailed product descriptions are also highly valued as they provide
relevant information to help customers take action informed purchasing decisions lastly we
offer easy access to customer service through a contact form and clear contact information we
believe some key areas for improvements to the website include the interface and user
experience we are constantly looking for ways to make navigation and interaction with the
website even more intuitive and pleasant we want to ensure that our customers easily find what
they are looking for and have a fluid experience on our website another area that we consider

important is the efficiency and precision of our search processes we want facilitate product
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search and filtering ensuring that customers quickly find what their needs and preferences are
This involves implementing more advanced search features such as customizable filters and
better organization of results Based on our experience we have identified some characteristics
that our customers appreciate most throughout the transactional process one of them is price
transparency we seek to provide clear and detailed information about the prices of our products
avoiding unpleasant surprises during the purchasing process customers value the ability to have
a clear view of costs before finalize the transaction in addition our customers appreciate simple
and varied payment processes we offer several payment options so that customers can choose
the payment method that is most convenient and secure for them another feature valued by our
customers is the economical shipping options we try to offer different delivery options from
fast shipping with additional costs to more economical options for those who are not in a rush
to receive the products; finally clear policies are essential our customers appreciate having
access to clear and detailed information about return policies exchange warranty and any other
information relevant to the post-purchase process this creates trust and transparency helping
customers to make informed decisions we believe we have the essential information on our
website to inform customers but we are also careful not to overload them with too much detail
and information we seek maintain a balanced approach we provide essential information in a
clear and concise way to facilitate our customers' experience we provide clear and transparent
information about our company products and services on our website we detail what our
company does our values and how we operate we avoid doing exaggerated promises or
statements that could mislead our customers we also have a clear privacy policy where we
explain how we collect store and protect user information we emphasize the security measures
we implement to protect our customers' personal data another important point is that we have
certifications recognized in the industry such as the Inec (national civil engineering laboratory)
certification which we mention on our website these certifications help to convey trust and
reliability to our customers as they demonstrate that our products have undergone rigorous
testing and meet quality standards recognized in addition we keep the content of our website
always up to date this means that the information about our products services and processes is
accurate and reflects our latest practices we believe that our customers are satisfied with the
payment methods and exchange policies and refunds from our company we make a continuous
effort to offer the most popular and convenient payment methods for our customers we currently
provide options such as mbway multibanco reference and credit card among others we seek to
provide a fluid and secure payment experience ure with regard to exchange and refund policies

we follow the guidelines established by decree-law n° 24/2014 of February 14 which protects
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consumer rights we ensure that our customers have the right to terminate the contract and make
exchanges or request refunds within the deadlines established by law however it is important
to highlight that there are some exceptions to the exchange and refund policy for example when
it comes to personalized products according to the consumer's specifications such as paints with
personalized colors we cannot accept returns or refunds in accordance with with the law this
exception is allowed by decree-law and is in line with the applicable legal provisions we do not
provide a customer reviews and feedback section on our websites in our company fortunately
we have never detected any failure in the after-sales service at the moment we do not have a
Real-time order tracking system where customers can check the exact location of their item
during transport however we provide our customers with up-to-date information on the status
of their order through our online dashboard and through notification emails we update the status
of the order to "in processing” when it is being prepared and packed as soon as the order is
shipped we update the status to "shipped™ indicating that the shipment is in transit finally when
the order is successfully delivered we update the status to "complete” these updates allow
customers to have a clear idea of where their order is and what stage it is in the delivery process
We recognize the importance of staying up to date with our customers' trends and preferences
in e-commerce to To achieve this goal we use several strategies: user data analysis: we use
analysis tools such as Google Analytics to collect and analyze detailed data about user behavior
on our website this includes information about the most visited pages the time spent on each
page conversion rates among other relevant data this information helps us better understand
how customers interact with our website identify patterns and make informed decisions to
improve the user experience; customer feedback: we value the opinion of our customers we
encourage them to share their experiences and feedback and to share suggestions we take these
comments into account and use the information obtained to adapt our offer and meet customer
expectations more effectively; participation in industry fairs and events: we regularly
participate in industry fairs and events to stay informed and up to date with new trends and
practices in the market; and strategic partnerships: we establish partnerships with other
companies and organizations in the sector that allow us to learn from their practices and
experiences and incorporate new ideas into our business the protection and security of our
customers' personal data is a top priority for our company we comply with we comply with all
legal obligations and adopt good practices in relation to privacy and data security we implement
a number of measures to ensure adequate protection of our customers' personal data we use a
number of security measures to protect our customers' personal data including ssl encryption

access controls and data processing in accordance with customer consent we additionally have
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policies to deal with issues such as the right to access rectification erasure and data portability
as well as the right to object to data processing as with any system it is impossible to guarantee
100% security and we are prepared to deal with any security incident that may arise we faced
two distinct situations that had a significant impact on our customers in the e-commerce service
the first was a server failure that resulted in a temporary unavailability of our website the second
was a technical problem in our checkout process that made it impossible for customers to
complete their transactions to minimize negative impacts on our customers we reinforced the
monitoring of our systems and processes to quickly identify any problems that may arise the
consequences of these failures were varied and impacted our customers in different ways the
temporary unavailability of the website resulted in customers being unable to access our website
and make purchases during the affected period this may have caused customers frustration and
dissatisfaction especially if customers were trying to make an urgent purchase or needed access
specific information the technical problem in the checkout process affected the s customers as
they were unable to complete their purchases this may have resulted in delayed purchases lost
time and confusion for customers who expected a quick and convenient shopping experience
these failures may have led to lost sales and customer dissatisfaction Since they may have
chosen to look for other companies and abandon the purchase there are several measures that
our company can take to improve customer satisfaction throughout the transactional process
namely investing in improvements to the interface of our website making it more intuitive easier
to use navigate and aesthetically appealing implement personalized marketing strategies such
as personalized campaigns to ensure that our customers feel that their individual needs are being
met for example by including product recommendations on the website based on customers'
previous purchases and establishing tracking of orders in real time where customers can monitor
the status of their order which will give them a feeling of security and tranquility allowing them
to know exactly when to expect the delivery of their order We seek to retain our customers by
ensuring the exceptional quality of our products that our customers receive long-lasting inks
with accurate colors and superior performance we also maintain regular communication with
our customers providing information on new product launches and special promotions we also
seek to offer excellent customer service at all touchpoints we invest training our team so they
can provide fast efficient and friendly support to customers we are available to answer questions

resolve issues and ensure customers feel valued when interacting with our company.
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Appendix C.3 — Customers interview transcripts to Leximancer

have a helpdesk permanently available to provide customer support in at least 1 hour ensure
that I am informed of failures and their consequences | want the problem to be resolved for me
the better the compensation the more | will return lack of direct contact with those responsible
for sales To resolve the problem it can be done over the phone to improve the failure support
service through specialized employees | was unable to apply the discount at the end of the
purchase Check if the discount coupons were working Failed payment Companies should have
more payment methods Stock management the application did not update stocks and there were
never the stocks | was requesting there was no customer support in my language having
customer support in the language of the countries where it operates

companies should have a faster response service to customer failures resolve problems as
quickly as possible increase ease and time and effort for consumers provide services that
facilitate access and make it easier to find platforms that overcome user difficulties have a good
service after failure by giving a dedicated number or an email to a person responsible for the
area increase ease and time and effort for consumers provide services that facilitate access and
make it easier to find platforms that eliminate difficulties for users to have a good service after
failure by giving a dedicated number or an email to someone responsible for the area companies
should have a faster response service to errors that customers suffer resolving problems that
occur as quickly as possible increasing the ease of customer support service is undoubtedly one
of the reasons not to lose customer engagement the time taken to resolve errors affects
development greater competition for other brands that offer the same type of service and which
reduces the brand's offer not having a dedicated channel for resolving problems with specialists
in the area greater competition from other brands that offer the same type of service and which
reduce the brand's offer greater competition from other brands that offer the same type of
service and which reduce the brand's offer not having a dedicated channel for resolving
problems together of specialists in the field customer complaints or the feedback they send are
not clear and lead companies to change functions and features that were fine the biggest impact
IS on response time as time is money companies must provide a quick response service they
must increase my satisfaction when they provide me with a good service competition from other
platforms is the main factor yes they increase expeditiously online processes increase
satisfaction because when | receive the order | no longer have to do anything else yes they
increase expeditiously online processes increase satisfaction because when | receive the order

I no longer have to do anything else yes online processes increase quickly they increase
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satisfaction because when | receive the order | no longer have to do anything else service
failures can prevent the company from developing because it is more concerned with resolving
problems and not in expanding your business without a doubt that having an online business
increases my satisfaction with the company service failures can prevent the company from
developing because you worry more about solving problems and not expanding your business
without a doubt having an online business increases my satisfaction with the company with
correct and relevant information | know that | will buy the product when I don't have all the
information available about the product I rarely complete the purchase I feel more engaged with
a company that provides me with all the information about the products they have for sale |
don't buy an item with outdated information these types of situations take away my confidence
they make me feel more engaged with the brand | waste less time on other things and everything
is more efficient | consider it essential for the brand to have an online presence although I don't
buy daily on the website however having an online presence | know that | can buy at any time
without a doubt | feel more engaged with a brand that has an online presence | don't consider it
essential at all but I understand the importance of being online having a presence online | know
that | can buy at any time without a doubt | feel more engaged with a brand that has an online
presence | don't consider it essential at all but | understand the importance of being online
having an online presence | know that | can buy at any time without a doubt I | feel more
engaged with a brand that has an online presence | don't buy an article with outdated information
these types of situations take away my confidence | worry more about possible fraud or scams
that may exist on some sites data and payments are mine main concerns | worry about reliability
age of the service provider payment and use of personal data the processing of personal data
still seems insecure | worry more about possible fraud or scams that may exist on some sites
data and payments are my main concerns | worry about reliability of the service provider
payment and use of personal data the processing of personal data still seems unsafe |1 worry
about the reliability of the service provider payment and use of personal data the processing of
personal data still seems unsafe nowadays | feel some distrust in the way my data is processed
in the event of a security breach for me it was enough for the company to issue a press release
or contact me to apologize for what happened not much because every time there is a data leak
most companies don't know where the data goes same

In the event of a data leak companies should take care to inform customers about which areas
were affected and what measures were implemented to remedy the flaws | have some fear and
distrust the company needs to provide more security guarantees to its customers today

Nowadays | feel some distrust in the way my data is treated without a security breach for me it
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was enough for the company to issue a press release or contact me to apologize for what
happened not much because every time there is a data leak the majority of companies do not
know where they go in the event of a data leak companies should be careful to inform customers
about which areas were affected and what measures were implemented to fill the gaps nowadays
| feel some distrust in the way my data is processed in the event of a security breach for me the
company only had to issue a press release or contact me to apologize for what happened | have
some concerns these days about the security of my data in the event of a breach the company
should as soon as possible to speak to me and explain what measures are being implemented
yes when | was going to apply a discount coupon and it didn't work | was in the payment phase
my satisfaction with the brand was not affected because the next day the problem was resolved
yes had any influence on me using it again | was buying an ink cartridge and the company
guaranteed that I would return the money if | wasn't satisfied as | wasn't satisfied | asked for
the money back and I didn't receive it yes when | was going to apply a discount coupon and the
same It didn't work | was in the payment phase my satisfaction with the brand was not affected
because the next day the problem was resolved yes it had an influence on me using it again |
was buying an ink cartridge and the company guaranteed that it would return the money if |
wasn't satisfied As | wasn't satisfied | asked for my money back and | didn't receive it | was
booking a hotel room and after making the payment | didn't receive the booking confirmation
immediately as promised on the website My satisfaction with the brand was not affected as they
had a 24-hour customer support service and after making a phone call to that service | found
out that the reservation was made and that they would send me proof of reservation as soon as
the error was corrected yes by applying a coupon discount customer support and clarity in
explaining the problem they should have assumed the total loss and had a department ready to
speak to me and exchange the product customer support and clarity in explaining the problem
they should have assumed the total loss and have a department ready to talk to me and exchange
the product they should have assumed the total loss and have a department ready to talk to me
and exchange the product the website needs to correct its data recording forms it is always
necessary to fill in all the data every time that a purchase is made wasting a lot of time with the
same process every time | had a failure with the payment method | did not feel less engaged
with the brand because | had never had any failure in the past if the answer was positive and if
I considered it acceptable the level of engagement either remained unchanged or increased as
the company did not solve my problem I never felt engaged by the brand again | never bought
again | had a failure in the payment method I didn't feel less engaged by the brand because |

had never had any failure in the past as the company didn't solve my problem | never felt
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engaged by the brand again But | bought again as the company didn't solve the problem I never
felt engaged with the brand again | never bought again | spent too much time filling out the
purchase details again I didn't feel engaged with the brand again because this failure turned out
to be very common when | was engaged with a brand I am much more predisposed to buy more
products despite | notice flaws and if they solve the problem I will continue to buy from the
brand yes being engaged influences my future purchases | feel that | don't need to look for
alternatives will what | save motivate me to change brands yes being engaged | will continue
to buy from the brand not looking for the price but for the quality of the sales and after-sales
service being engaged with a brand | am much more willing to buy more products despite there
being flaws and if they solve the problem I will continue to buy from the brand and feel engaged
by the brand without a doubt influences my decision to buy again having a fast service with
useful information is undoubtedly very important being engaged with a brand 1 am much more
willing to buy more products despite there being faults and if they solve the problem | will
continue to buy from brand feeling engaged by the brand undoubtedly influences my decision
to buy again having a quick service and useful information is undoubtedly very important
quality products responsiveness that meets what | need is convenience with the brand and
something that makes my life easier and mental effort quality of service having a good quality
of service makes me work with the brand again quality of service products quality
responsiveness that meets what | need having a good quality of service makes me work with
the brand again quality products and good discounts ease of access to information website with
speed of processes and accessible information and quick access quality products being able to
have a good after-sales service quality products being able to have a good after-sales service
ease of accessing information products quality being able to have a good after-sales service yes
| leave recommendations it is rare to leave criticisms | don't usually leave suggestions yes |
usually leave positive feedbacks when | am satisfied with the service provided I don't usually
leave feedbacks I don't usually leave opinions yes because | believe that my feedback will
contribute to an improvement continues with the brand and the service it provides contributing
overall to my satisfaction yes | would recommend it | believe that my opinion will be taken into

account for improvements to the system
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Appendix C.4 — Online Consent Form
Before conducting the interviews, an online consent form was read to the participant. Only after

the agreement of the participant, the interview was conducted.

Failure is not an option-Service failures and customer engagement in small and medium-

size enterprises

Dear participant,

First, I want to say thank you for giving me your time and wisdom. A summary of the study's
goals and some instructions for your enrolment is provided below.

Research purpose: Examining the effect of multiple service failures on customer engagement
in the context of SMEs

Guidelines:

* [ confirm that I am over 18 years old.

* [ can withdraw during the interview at any point and do not have to answer all questions.

* The purpose was explained to me.

* | had the opportunity to clarify any doubts or questions.

* | confirm that I am aware and fine with my interview getting recorded and transcript (with an
anonymous code)

* [ understand that all information is confidential.

* [ acknowledge that my real identity will be anonymous, and I will be assigned a number that
can be referred to.

I (NAME).c.eiiiiiiiiie e voluntarily agree to participate in this research study.

If you have any further questions, you can contact me anytime under the following email:

Researcher mail: pmoca @iscte-iul.pt
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