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INTRODUCTION

Peopleareincreasinglyinclinedtoshoponlinewhentraditionalshoppingbecomestrickyorscary.In
thefirstquarterof2020,whentheCOVID-19pandemicbegantoaffectglobalmarkets,itbecameclear
thatitwouldtesttheresilienceandperformanceofarapidlygrowinge-commercesectorineverypart
oftheglobe.Theentireworldhaswitnessedthenoveloutburstofcoronavirusandwentintolockdown,
forcingmanybusinessestoshutdowntemporarily.Countriesaregraduallyrelaxingrestrictions,but
thefutureisstilluncertain.Evencompaniesreopeninghaverulesenforcingsocialdistancing,wearing
masks,andlimitinghowmanycustomerscanenteraspaceatonce.Theselimitationshaveforcedthe
movementsofworldconsumersandobservedmanydifficultiesinprocuringallkindsoffamilyrequire-
ments.Theselimitations,likegovernment-imposedquarantines,socialdistancing,andfearofviruses,
provideopportunitiesforthee-commercebusinesstothriveoverthenextfewyears.Consumersturn
todigitaloptionstobypassphysicalshoppingenvironments,sothebehaviorchangewillundoubtedly
influencelonger-termbuyerbehavior.ThisbookwillhelpSmall-andMedium-sized(SMEs)enterprises
advancetheire-commercepoliciestowardsustainability.

CHAPTER OVERVIEW

InChapter1,“SignificanceofBrandImageonSmall-andMedium-SizedEnterprise(SME)Survival
inDigitalCompetition,”EsraGüvenexplainsthatthecompetitionlandscapeisshiftingbecauseofthe
globalizationofsocialmediaandthedigitalizationofsociety,andSMEsmustadapttothisquickchange.
Accordingtotheauthor,SMEscanaccomplishtheirobjectivesatalowcostiftheyusethesedigital
platformswiselyandreflecttheirbrandimages.Thischapterseekstoprovidethenecessarydescrip-
tionsandexplanationsregardingtheimportanceofaSME’sbrandimageaswellasthestepstotaketo
developabrandimageinasequentialmannerfromwidelydistributedmaterialtodigitalenvironments.
Thenotionsofbrand, image,andbrandimagehaveallbeendescribedinthischapter.Thetypesof
brandimagehavealsobeencoveredindetailintherelevanttopic.Thechaptergoesintogreatlength
aboutsocialmedia,itsimpactonbrandimage,andwhatcanbedonetodevelopabrandimageindigital
environments.Additionally,thereareseveralcasestudiesofbrandimagedevelopmentactivitiesfrom
globallyprosperousSMEs.

InChapter2,“DigitalTransformationofSmallandMediumBusinesses,”AizhanBaimukhamedova
andMalikBaimukhamedovdiscussthepurposeandsignificanceofdigitaltransformationingrowing
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smallandmedium-sizedorganizations.Theauthors state thatdigitalization reshapescompaniesus-
ingcomputertechnologysothatalldecisionsarebasedondata.TheprimarygoalsofSMEs’digital
transformationareoutlinedinthischapter.Accordingtotheauthors,theInternetofThings,artificial
intelligence,e-commerce,bigdata,cloudcomputing,blockchain,etc.,aresomeof the technologies
fuelingdigitaltransformation.Thischapterlistssomeofthetasksinvolvedinmanaginganorganiza-
tionintheeraofdigitalization:adaptingthebusinessprocessesofthecompanytocutting-edgedigital
technologies;maintainingahighlevelofexpertiseamongcompanymanagementandexpertsinthefield
ofcontemporarytechnologiesandmaintainingahighlevelofreadinessforchangesandchallengesin
theexternalenvironment.Theauthorsconsidere-commerceandthedigitaltransformationofSMEsin
thecommercial,agricultural,andindustrialrealms.

InChapter3,“HowaSustainabilityStrategyCanLeverageE-Commerce,”AlbéricoTravassosRosário
statesthatbuildingsustainablebusinessmodelshasemergedasacutting-edgecomponentofcorporate
strategyoverthepastfewdecades.Theideahasbeenappliedtoseveraleconomicsectorstoachieve
theirgoals,withe-commerceemergingasoneofthemostsuccessfulbusinessmodelsduringthepastten
years.Accordingtotheauthor,thesignificanceofsustainabilityine-commerceinallitsformscannot
beemphasizedenough.Theauthorfurtherstatesthatnumerousstudieshavebeendoneonthesubject,
spanningvariousapplicationareas.Inthischapter,athoroughreviewofthebibliometricliteraturewas
conductedusing thekeywords “sustainability” alongwith thekeywords “e-commerce,” “Electronic
Commerce,”“E-commerce,”“B2CE-commerce,”and“Business,ManagementandAccounting”over
theprevioustenyearsintheSCOPUSindexingdatabase(2012-2022).Thischaptertriestocomprehend
howasustainabilityapproachcanutilizee-commerce.

InChapter4,“ThePropensityofE-CommerceAcceptanceAmongUnorganizedRetailSmallMe-
diumEnterprises(SMEs),”KarthikRamandSelvabaskarstatethatafterChina,Indiahasoneofthe
largestSMEpopulationsintheworld.ThisbenefitstheIndianeconomybycreatingawiderangeof
employmentopportunities, innovatingnewself-sufficient technologies,andassistingexportgrowth,
socioeconomicgrowth,andruraldevelopmentthatsupportsnation-building.Theauthorsexplainthat
consumersareutilizingthepowerofdigitaltechnologiesande-commerce;nowisthemomenttoassess
theunorganizedretailers’inclinationtoadoptbusiness-to-businesse-commerce.Theauthorsexplain
thatpriorstudieshaveexaminedtheeffectsofe-commerceonconsumers,organizedretailers,anddis-
organizedretailers.Additionally,someotherresearchfocusedonanalyzingunorganizedretailSMEs’
performance,rivalry,problems,andchallenges.However,theauthorspositthatstudiesassessingthe
acceptabilityofe-commercebyindependentretailersarescarce.Thischapterconsidersthesubtleties
ofunorganizedretailers’tendencytowardsbusiness-to-businesse-commerce.

InChapter5,“ImplementingE-MarketinginSmallandMedium-SizedEnterprisesforEnhanced
Sustainability,”EdnaMngusughunDengapointsoutthatbyswitchingfromconventionaltointernet-
basedplatforms,e-marketinghascompletelychanged thewaymarketing is carriedout.Theauthor
positsthate-marketinghasdramaticallychangedhowbusinessescommunicatewithclients.Thechapter
studiedtheorganizational,technological,andenvironmentalfactorsthatmaydrivetheadoptionofe-
marketingaswellasmodelsthatcanbeusedtoenhancee-marketingtoofferinsightsanddirectionfor
thegrowthanddevelopmentofe-marketingamongSMEs.Athoroughexaminationoftheliteraturein
thischaptershowedasignificantpositivecorrelationbetweensustainablemarketingstrategyandSME
success,demonstratingthatsustainabilityisgreatlyinfluencedbycustomerhappiness,customerloyalty,
andprofitability.
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InChapter6,“TheRelevanceofSupplyChainPreparednessontheLong-TermSustainabilityof
SMEs,”SefaAsortseandEdnaMngusughunDengaemphasizethatgreatervolatilityisbecomingthe
newstandardformodernsupplychainsbecauseofthewiderangeofhazardsandhowfrequentlythey
caninterruptasupplychain.Asaresult,theauthorsstatethatresiliencehasbecomeacrucialelementof
supplychainmanagement.Tostrengthensupplychains’resilience,theauthorsadvisedthatbusinesses
boosttheirriskpreventionandresponsemeasures.Throughresilientsupplychains,theauthorsencour-
ageSMEstoforeseepossiblechanges,respondtoactualchanges,andprovidebettervalue.Building
supplychainresiliencecanhelptodecreaseandovercomeriskvulnerabilitiesbydevelopingsolutions
thatallowthesupplychaintoresumenormaloperationsafteraninterruption.Thechapterseekstoof-
ferathoroughunderstandingoftheeffectsofacriticalaspectofsupplychainresilience,supplychain
readiness,whichisintendedtoincreasethesustainabilityofSMEs.

InChapter7,“FactorsHinderingSmall,Medium,andMicroEnterpriseBusinessGrowthinSouth
Africa,”MuhammadEhsanulHoqueandSfisoNxeleemphasizethatSmall,Medium,andMicroEn-
terprises(SMMEs)playasignificantroleinthegrowthoftheGDPandthecreationofnewjoboppor-
tunities.Accordingtotheauthors,SMMEsinSouthAfricaaregivenmoneyforlong-termsuccessand
employmentgeneration.However,thecontemporarySMMEs’contributiontothenation’sGDPandjob
generationhasdecreasedovertime.Thischapter’sgoalwastoinvestigatethereasonspreventingSMME
businessgrowth.ThefindingsinthischapteridentifysomeoftheissuesSMMEs,includingalackof
funding,information,mentorshipapartfromincompetentmanagement,inadequateassessmentacross
numerousorganizations,andaccesstofunding.Theauthorsrecommendthatthegovernmentandsup-
portorganizationsshouldprovidesignificantattentiontodevelopingsectorspecificSMMEassessment
criteriainsteadofusingageneralapproachtopromoteallbusinesssectors.

InChapter8,“TrustinE-CommerceFromtheCulturalPerspective:ASystematicLiteratureReview,”
NeslişahÖzdemirexaminestheresearchone-commercetrustfromaculturalviewpoint.Thischapter
addstothebodyofknowledgeinthisareabyanalyzingtheprocedureforbuildingtrustine-commerce
andinvestigatingthecausesandeffectsofonlinetrustfromaculturalstandpoint.Inthischapter,52
peer-reviewedpublicationsontrustine-commercepublishedintheScopusdatabaseweresystemati-
callyreviewed.Theresultsshowthattherehasbeenanincreaseovertimeinpublicationsthatcover
e-commercetrustinvariousculturalcontexts.Thesestudieshaveusedavarietyofapproaches,andthey
haveexaminede-commercetrustacrossarangeofindustries.Thearticlesononlinetrustfromacultural
perspectivearedividedintothreegroups:theinfluenceofcultureononlinetrust,itsantecedents,and
itseffects.

InChapter9,“ImpactofTechnologyonBusinessContinuityDuringCOVID-19,”ThiruneshaNaidu
andMuhammadHoquelistthenumerousadvancementsindigitaltechnologythroughouttheyearsthat
havetransformedhowwework,interact,andlive.Inbusiness,suchinnovationshaveoccurredpredomi-
nantlyatlargerornewerorganizationsore-commercecompaniesasresourcesarerequiredtodesign,
implement,andmaintainbespokedigitaltechnologysolutions.Othercommerciallyaccessiblealterna-
tiveshavenotbeengivenpreferenceovermoreconventionallabormethodsregardingintegrationinto
businessprocesses.Abusinesscontinuitystrategyiscreatedwhenacompanyneedstoquicklyrecoverto
continueoperatingafteradisruptionlikeapandemic.Thischapterdiscussespotentialbusinesscontinuity
planninginitiativesthatcouldtakeplaceduringapandemic,thekindsofdigitaltechnologiesthatfirms
utilize,andtheireffectsonbusinesscontinuityundersuchcircumstances.Herearesomesuggestionsfor
howbusinessesmightsurviveandthriveinVUCA(volatility,uncertainty,complexity,andambiguity).
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In Chapter 10, “Electronic Government,” Aizhan Baimukhamedova and Malik Baimukhamedov
emphasizethatelectronicdocumentmanagementsystems,statemanagementautomationsystems,and
otherinformationandcommunicationtechnologiesarethefoundationofe-government.Fourtypesof
“governmentmodels”arediscussedinthischapter:theRussianmodel,theAsianmodel,theContinental
Europeanmodel,andtheAnglo-Americanmodel.Inthischapter,theauthorsdescribethedecreeof
thePresidentoftheRepublicofKazakhstandatedNovember10,2004,No1471,“Onstateprogramof
constructionofe-governmentintheRepublicofKazakhstanfor2005-2007,”thatservedasthefounda-
tionforthecreationofthee-governmentportal.Accordingtotheauthors,thefollowingobjectivesare
supportedbygovernment:fosteringnewmodesofcommunicationbetweenagencies,enhancingthe
deliveryofpublicservicestoindividualsandbusinesses,fostering,andexpandingcitizenself-service
capabilities,raisingtheleveloftechnologicalliteracyandcompetenceamongcitizens,andenhancing
thelevelofparticipationofallvotersinnationalgovernanceandmanagementprocesses.

InChapter11,“DigitalMarketingandtheSustainablePerformanceofSmallandMediumEnter-
prises,”EdnaMngusughunDengaandSandipRakshitexplainthatregardlessofwhereSMEsoperate,
today’smarketinginnovationincludesdigitalplatforms,andtheymustdealwithextremelyunstable,
competitive,anddynamicmarketconditions.Accordingtotheauthors,companiescannotgrowtobe
successfulandcompetitivewithoutusingeffectivedigitalmarketingmethods.Byleveragingdigitaltools,
SMEsmaysuccessfullylocate,engage,market,andsustaincustomerconnections.Inthischapter,the
authorsconductasystematicreviewoftheliteraturetodeterminethenumerousdigitalmarketingtactics
SMEscanuse,theadvantagestheystandtogain,andthepotentialdirectandindirectconsequenceson
SMEs’performance.

InChapter12,“TrendsinE-CommerceDuringCOVID-19:ACaseofUAE,”RajasekharaMoulyPotluri
andSophiaJohnsonThomasemphasizehoweffectivee-commerceisasatoolinthecurrentcorporate
environment.Varioustransactions,includingasbuyingandsellinggoodsandservicesone-commerce
platforms,increasedsignificantlyduringtheCOVIDpandemic.Atthesametime,itpresenteddifficulties
forcompaniestosatisfyrisingconsumerdemandsandexpectations.Theauthorsstatethatconsumers
intheUAEaretakingadvantageoftheneweste-commercetechnologies,includingaugmentedreality
(AR),voicesearch,on-sitepersonalization,chatbots,mobileshopping,numerouspaymentchoices,and
API-drivene-commerce.Thetacticstosucceedintheonlinemarketareexaminedinthisbookchapter,
togetherwiththetrendsande-commerceissuesCOVIDintheUAEhaspresented.

InChapter13, “CustomerSegmentationofaShoppingMallUsersUsingK-MeansClustering,”
AmitKumarexplainsthatthebusinessesthatknowtheirclientswellandcanforeseetheirdemands
arethemostsuccessful.Theauthorsemphasizethatwithaccurateconsumerprofilesattheirfingertips,
firms can focus feature launches andoptimizeproduct roadmaps andmarketing campaigns. In this
chapter,clientsegmentationwascarriedoututilizingk-meansclusteringandexploratorydataanalysis
ontheshoppingmalldata.Basedonannualincomevs.spendingscoreandagevs.spendingscore,two
separateclusteringwereperformed.Usingtheelbowgraphapproach,fouroptimalclustersforageand
expenditurescoreswerefound,andfiveoptimalclustersforyearlyincomeandspendingscores.First
off,peopleinhigheragegroupshadlowerspendingscoreswhengroupedbyageandexpenditurescore.
Second,groupsbasedonyearlyincomeandspendingscoreshadverylowspendingscoresandhigh
annualincomescores.Asperthefindingsinthischapter,themallcanprovidetheseclustercustomers
withincentivestodrawtheminandboostitsrevenue.

Inthebook’sfinalchapter,“ImpactofCOVID-19:RoleofDigitalizationonSmall-andMedium-Sized
Enterprises(SMEs)inKurunegalaDistrictinSriLanka,”HasiniMekhalaRathnayakeandPratheesh
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PratheebhapresenttheimpactofdigitalizationonSMEsinthecontextofthepandemicinacasestudy
inSriLanka.Theauthorsstatethatthemostrecentglobalcatastropheimpactingalleconomicsectors
isthecoronaviruspandemic.Lockdowns,incarceration,limitedmovementordersandsocialseclusion
area fewof theproactivemeasures thegovernmenthas taken toprotectpublichealth.Theauthors
arguethattherearesomeunrecognizedeffectsoftheCOVID-19mobilityblockandtheinfluenceof
digitalizationonsmallandmediumfirmsinKurunegalaDistrictwhileacknowledgingthesignificance
ofthenationalorderinavoidingthemassivespreadofthevirus.Inthischapter,fivethemesareused
togrouptheeffectsoftheCOVID-19MovementblockonSMEs.Additionally,theauthorsemployed
threepre-existingthemestoexaminetheroleofdigitalization.Theauthorsrecommendfutureresearch
projects,businessdevelopmentorganizations,andbusinessownersinthischapter.

Thisbookoffersmanybenefitstoacademiaspreadintheworld.Remarkably,theacademiainvolved
inresearchandteachingwillreceiveconfidentinputsaboutthee-commercesituationduringthepan-
demicandbeyond.Furthermore,thebookwillhighlighttheproposedtopic’sinfluenceofCOVID-19
onconsumerbehaviorindifferentpartsoftheworld.Thedigitalimpactonsalesofvariousproducts
andservicesbasedonthechangingtrendsofbehavioraltendenciesofconsumersthroughouttheglobe
isemphasizedinthisbook.
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