Journal of Theoretical and Applied Information Technology
31 July 2016. Vol.89. No.2 P

© 2005 - 2016 JATIT & LLS. All rights reserved

-;l'\lll

E-ISSN: 1817-3195

ISSN: 1992-8645 Www.jatit.org

SYSTEMATIC LITERATURE REVIEW OF E-COMMERCE
IMPLEMENTATION STUDIES

'DEBORAH LIBU PARIS,’MAHADI BAHARI, °NOORMINSHAH A. IAHAD, ‘WAIDAH
ISMAIL

"3Department of Information Systems, Universiti Teknologi Malaysia, Johor, Malaysia
*Faculty of Science and Technology, Universiti Sains Islam Malaysia, Negeri Sembilan, Malaysia

E-mail: 'Ipdeborah2@live.utm.my, **{mahadi, minshah} @utm.my, *waidah@usim.edu.my

ABSTRACT

E-Commerce implementation is a crucial process for organization to make it successful and beneficial. As a
consequence, intensive research works in the area of e-Commerce implementation from a diverse range of
views and findings have been studied by many researchers. However, the aspect of Business-to-Customer
(B2C) e-Commerce implementation has yet been undertaken in an understandable manner in the context of
a full life cycle of information systems development. This paper provides a systematic literature review of
existing research studies on e-Commerce implementation to discover the extent focus of work based on
theme in the implementation phases: pre-implementation, during implementation and post implementation.
Sixty five (65) selected primary research studies have been analysed on the basis of implementation phase
theme, research approach and research area. The results show that majority papers discussed B2C e-
Commerce in the pre-implementation phase (49%) and applied quantitative approach (63%) as the most
popular research method. Two other implementation phases namely during implementation phase and post
implementation phase has not been sufficiently addressed in the existing literature. Furthermore, existing
literature have significantly addressed factors related to e-Commerce implementation but were not mapped
to the appropriate implementation phases. These factors list remains on surface without clear direction in
which e-Commerce implementation process is crucial for organizations. Thus, through a systematic
literature review this study suggests that more research is needed for understanding the complex process of
e-Commerce implementation in a more holistic manner. In addition, there is a need for study to screen
these factors to a particular and more accurately “map” in the process of e-Commerce implementation.

Keywords: e-Commerce, e-Commerce Implementation, Implementation Phase, Systematic Literature
Review

1. INTRODUCTION There is an obvious need for novel approach and

solutions strategies to curb the barriers in e-

The benefits to companies that succeed in
Business-to-Customer (B2C) e-Commerce are
compelling. Effective B2C e-Commerce
implementations can help organizations realize
substantial cost savings, increase revenue, provide
faster delivery, reduce administration costs, and
improve customer service. Thus, e-Commerce is a
significant area for research because of its novelty
and exploding growth [1]. Extensive research in e-
Commerce implementation studies indicates that
the definition of implementation has been argued
and confusing for researchers. However, in this
paper we adhere with the definition given by [2], as
a full implementation process which includes all
three  phases;  pre-implementation,  during-
implementation and post-implementation.

Commerce implementation studies. Enhancing our
understanding of activities and factors associated
with e-Commerce implementation could direct
these future strategies and understanding. Therefore
to guide future e-Commerce implementation
efforts, this systematic literature review (SLR) will
seek to answer the questions, “What are the present
state of e-Commerce implementation studies?”” and
“What are the nature of the studies?”

The structure of this paper is as follows: Section
Two devoted the background of e-Commerce
implementation and motivation for SLR. Then,
section Three summarizes the SLR methodology,
including the inclusion and exclusion criteria, and
classification method on e-Commerce
implementation themes. Section Four presents the
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results and discussion of the research, outlines the
distribution of articles by year and tabulates a
synthesis of the results of the SLR by themes.
Section Five refers to our recommendations and
discussion, including issues that we consider to be
the keys for e-Commerce implementation studies.
Finally, Section Six presents the limitation of this
study and summarize the paper.

2. BACKGROUND AND MOTIVATION

E-Commerce implementation studies are always
related to e-Commerce adoption [3-5]. Adoption of
e-Commerce within organization is growing by
numbers continuously. However, as organizations
grow over time, e-Commerce becomes more
complex and challenging. This is mainly due to
organizations insights of e-Commerce as part of
their constrained costs rather than an opportunity
for growth. [2] pointed out that cost in general is
not a main barrier for organizations to implement e-
Commerce, but, the relative advantage for the
organizations is critical role in adoption decision.
Moreover, organizations fail to identify the change
in organization and management structure that may
be required due to e-Commerce implementation as
they do not usually incorporate any e-Commerce
strategy that would permit them for effective e-
Commerce implementation. According to [6, 7], in
enabling the success of the whole e-Commerce
implementation, the process in implementation
cannot be divided. Additionally, they suggest a
more up-to-date and comprehensive representation
of the implementation process. This representation
would view the entire implementation as a holistic
system, rather than breaking it into components.
Therefore, there is a need for insights of e-
Commerce implementation studies for the
organizations within business firms to understand
the current research. In achieving this, we intended
to do systematic review with evidence-based (i.c.,
from data of previous studies) for uncover the
insight of e-Commerce implementation area.

3. RESEARCH METHODOLOGY

Figure 1 shows the selection process of the
articles extraction. First, we performed automatic
searches using the search engines of electronic
databases which are ProQuest, Emerald, Springer
Link and Science Direct. We have applied a
relevant set of keywords and phrase such as ‘e-
Commerce implementation’, ‘electronic commerce
implementation’,” implementation of e-Commerce’,
‘implementation of electronic commerce’, ‘B2C e-

Commerce implementation’ and ‘business to
customer e-Commerce implementation’. These
keywords search are limited in extent to the title,
abstract and keywords search archives published
between the year 2006 and current year 2015 as in
month of June, 2015. The database search has
returned a total of 196 publications. Besides that,
we have conducted backward-forward search from
the reference lists of other most relevant and good
quality reviews of e-Commerce implementation
studies previously done. Then, we have filtered the
publications to only full text access and written in
English only. Finally we obtained a total of 128
publications.

Database search:
N=196
Proquest (N=19) +

Article included
from backward

Emerald(N=23) & forward
ScienceDirect search N=7
(N=64)
i Duplicate & full
text access;
Full-text articles English (N=68)
assessed for
eligibility:
-------->| Inclusion Criteria

& Exclusion
Criteria

Relevant studies
for Literature

analysis:
R

N=65

Theme analysis
in Microsoft

Excel
Documentation of
analysis and ** Legend — N
Discussion
(frequency)

Figure 1. Selection Process of Articles Extraction

Next, we narrowed down the full text publication
based on the Inclusion and Exclusion criteria.
Inclusion criteria consists of articles that present the
e-Commerce implementation related and within
business firms, articles which included or
mentioned their research approach and articles that
proposed and evaluated research models or
frameworks. Meanwhile, Exclusion criteria consists
of articles which focus on technical issues such as
software evolution or algorithm process, articles
which claims are non-justification statement rather
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than based on evidence, articles which are only
conceptual paper or review paper and duplicates
articles. Table 1 shows the Inclusion and Exclusion
criteria used in this SLR process.

Table 1. Inclusion And Exclusion Criteria Used For The
Study

Inclusion criteria Exclusion criteria

a) Articles related to e- a) Articles which focus on

Commerce technical issues such as
implementation written software evolution or
in English. algorithm process

b) Articles which are
related to e-Commerce
implementation within
business firms

¢) Articles which included
their research approach

d) Articles which
proposed and evaluated
research models or
frameworks

b) Articles in which
claims are non-
justification or ad hoc
statement rather than
based on evidence

¢) Studies which are only
conceptual papers or
literature reviews

d) Duplicate articles

Finally, we obtain a total of 65 relevant studies
for literature analysis. The literature analysis is
based on full text reading and uses Microsoft Excel
for systematic records and documentation presenter
in this paper (Appendix A shows the summary of
main papers in this review). The analysis of each
paper is followed with classification schemes which
will be discussed in the next section.

3.1 Classification Method

We have used classification method, which are
based on the literature reviews, the nature of e-
Commerce implementation research and the work
of [7] and [2], and e-Commerce classification in the
work of [1]. The articles have been classified into
three broad themes: i) pre-implementation; ii)

during-implementation; and iii) post-
implementation, and each are divided into
subcategories.

1. Pre-implementation: This is an initial change

process, thus decision of organization to adopt or

not to adopt e-Commerce is critical [7]. This

category may include articles that mainly focus on:

a) Adoption: This covers articles that discuss
about the driving factor for organization to
adopt e-Commerce, the comparison of adopter
and non-adopter of e-Commerce, and article
assigned “adoption” as keyword.

b) Benefits: Articles that present the benefits of e-
Commerce implementation towards
organization.

¢) Readiness: Contain articles associated with e-
Commerce implementation readiness including
the top management support on the e-
Commerce implementation, the acceptance of
organization to implement e-Commerce and
the available sources for e-Commerce

implementation.
d) Decision Making: Studies that present
organization decisions for e-Commerce

resourced based, e-Commerce planning and in
predicting the result for every decision made to
make change in the organization.

2. During-implementation: This stage is where
installing and development of e-Commerce mostly
covered, which depends on the system applications
whether online publishing, auctions, marketing and
advertising or other applications [1,7]. This
category includes papers that mainly focus on:

a) System design: Studies that present the
structure of e-Commerce planning (e.g., the
structure of supply chain management and
recommender of system structure for
organization). Studies that elaborate the web
design or customer preference on website
design also included in this categories

b) System strategies: Presents organization
strategies to enhance their performance and
recommendation to improve e-Commerce
diffusion.

c) System application: Studies that discussed the
applications provided by organization in the e-
Commerce implementation. Example of
applications:  customer  services, online
purchasing and payment, usage of email within
organization and marketing through social
media.

3. Post-implementation: Process of diffusing or
expanding e-Commerce within the organization as
their cultural norms and values [7]. This includes
papers that mainly focus on:

a) System Routinization: Reporting the
organization efforts in maintenance the e-
Commerce system (e.g., system
reconfiguration)

b) Assessment: Organization experience

measurement after implement the e-Commerce
(e.g., the barriers or challenges and the success
factor for e-Commerce implementation).

¢) Performance and Business impact: Impact of
e-Commerce implementation or the
determinant that leads to increase organization
performance.
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4. RESULT AND DISCUSSION

Here, we present the data collected according to:
i) the e-Commerce implementation articles
publication growth between years 2006 to 2015; ii)
the distribution of studies by theme; iii) the
research approach; and iv) the area of research
domain.

4.1 Growth of Publication

Figure 2 shows the growth of publication of
research papers between years 2006 to 2015 in the
area of e-Commerce implementation studies. The
pattern had been increasing from year to year, from
2006 to 2012 except for a fall in 2010 and started to
increase again for the following year reaching to
peak in 2012 with 11 publications. Then, there was
a significant decrease from the year 2013 until
2015. In year 2015, it is expected to be low as some
articles are not in full text access yet or in next
publication issues. It is expected to moderately
increase in the latter part of the year.
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Figure 2. Growth Of Publication

4.2 Distributions of Articles by Theme

The distribution of articles by themes is shown in
Figure 3. The most commonly published research
theme is in the pre-implementation (49%) while the
least is on the post-implementation (23%). As far as
the research sub-theme is concerned, adoption
studies are in vast majority, covering 29% of the
current research. On the other hand, system
routinization has been addressed as small
percentage of 3%.
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Figure 3. Distribution Of Articles By Theme

Here, we elaborate important themes within the
division of e-Commerce implementation studies:

4.2.1

i)  Adoption

The adoption theme may include the driving
factor for organization to adopt e-Commerce and
the comparison of adopter and non-adopter of e-
Commerce. Factors affecting e-Commerce adoption
have been highlighted in most of studies at this pre-
implementation phase e.g., [8-12]. Although these
studies objectives are relatively in line with each
other (i.e., to measure factors affecting e-
Commerce adoption), however, the significance of
the factors varies from one research to the other.
For instance, [10] analysis has shown that
environmental factors (i.e., customer pressure,
access and quality of ICT consulting services) in
Southern Italy are significant in e-Commerce
adoption both in Australia and Denmark. Contrary,
[13] analysis have differed view from the two case
studies in Australia and Singapore. Similar with
[10] study within Australian firm, Australian
experience external environment related to
customer pressure, supplier pressure and perceived
government support are exclusive related to
adoption. However in Singapore, the environment
related, size of firm and perceived readiness are
found to be a unique factor. This confirms the
views of different countries are different towards
adoption and implementation of e-Commerce. This
is similar with [14] studies on the identification of
differentiation characteristic of design features in

Pre-implementation phase
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different countries. In addition, top management
support is the most crucial actor in organization
through whole adoption of e-Commerce [12]. The
common contribution from these studies is
conceptual model in term of making classification
for factors that trigger e-Commerce
implementation.

ii)  Benefits

Second theme which receives much attention in
this phase is benefits. Despite the organizational
potential of e-Commerce, operational and strategic
benefits might remain beyond the reach of most
small to medium-sized organizations. Organizations
which approach the e-Commerce effort from a mere
technology perspective might end up with isolated
islands of automated marketing related activities
[15]. In addition, in the study by [16] which
compared between traditional approach and net
system approach as marketing strategies of
organization, found that net system approach is
proven to be economically feasible and less risky
with respect to the traditional approach. Moreover,
net system approach is more impartible in
distribution of benefits and effective in stimulating
the local economy as a whole system.
iii) Decision Making

The third crucial theme in the pre-
implementation phase is decision making. This
theme presents organization decisions for e-
Commerce resourced based, e-Commerce planning
and in predicting the result for every decision made
to make changes in the organization. For instance, a
study by [17] has emerge with the development of
framework to ensure the type of e-Commerce
partnership is on track based on the volume of
transactions (i.e., low vs high) and complexity of
transactions (i.e., simple vs complex). In doing this,
[17] has claimed that decision maker is a crucial
person to give direction for e-Commerce to move to
another step during its process. This person must
also ensure that the implementation of e-Commerce
does not only receive support from the strategic
level, but throughout the provision of information
access, which would make it possible to reap
operational benefits and support cooperative
partnership [18].

iv) Readiness

The least theme in the pre-implementation phase
is readiness. Readiness of organization to
implement e-Commerce is related with the
acceptance of organization and customer. [4]
explored organization e-readiness in term of
acceptance intention and degree of implementation
of a corporate website from four viewpoints;

E-ISSN: 1817-3195
technology, = management, organization and
environment. Their study indicates a significant

positive effect on the intention to accept e-
Commerce with mentioned dimensions as stated.
Parallel finding from [19] studies have proven that
technology and organization dimension affect e-
Commerce success. The contingent nature of
study’s findings for this theme will include
technology and organization in measuring the
readiness of organization and thus will affect the
degree of implementation of e-Commerce.

4.2.2  During-implementation phase

i)  System Design

The  highest theme on  e-Commerce
implementation in the during-implementation phase
is system design. Many studies on this theme have
looked into the structure of e-Commerce
applications and have also elaborated the customer
preference on website design. For instance, [14] has
developed a B2C e-Commerce website design
features in different countries based on evaluation
of participant from Australians and Koreans’
favourite site. The global site based in USA
provided similar design features to the Australian
site that looks relatively simple except display of
local products and images. Contrary, Koreans’
favourite sites features more collective such as use
of multiple menus and contents contained various
types of information, products promoted for
shopping and community communication tools.
Besides, large number of studies that contributed to
framework design and model design [20-22] for e-
Commerce system leads to the highest theme
discussed in the during-implementation phase.

ii)  System Strategies

Second theme which receives much attention at
this phase is system strategies. This includes those
studies that present organization strategies to
enhance their performance and recommendation to
improve e-Commerce diffusion. For instance, [22]
have proposed a model that provides how to
generate e-Commerce value. Their study shows that
the business resources (e.g., innovation capacity,
market orientation and strategic flexibility) impact
on e-Commerce capability which contributes
significantly to the organizational performance. In
another study, [23] have explored five key themes
in e-procurement strategies, namely system
specification, implementation management,
changes in total acquisition costs, changes to
governance  structures and  changes  to
organizational characteristics.

iii)  System Application
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The least theme on e-Commerce implementation
in the during-implementation phase is system
application.  Implementing  e-Commerce in
organization allows varies application happen on
the Internet. Besides purchasing and selling
product, email is the one of the first applications to
run on the Internet and involves the direct
transmission of text messages between two users.
Email is still the most actively used by e-
Commerce organizations to correspondence
between buyer and seller [12,24]. The usage of
email provides the simplest form of e-Commerce
applications (e.g., B2C, B2B) which maintains the
business relationship with other parties.

4.2.3  Post-implementation phase

i)  Performance & Business Impact

Performance and business impact theme has
received much attention in the post-implementation
phase. The theme may include series of critical
success factors (CSFs). For instance, [25] in their
study have identified some CSFs from organization
perspective  namely supplier and contract
management, information and system infrastructure
and end-user Dbehavior. From technology
perspective, supporting of e-Commerce business
law, data security and privacy, cyber-crime
concern, and e-Commerce integrating capabilities
contribute to performance of e-Commerce [26].
Whereas, a study carried out by [6] has identified
different factors from varied perspective that affect
the success of e-Commerce, namely organization,
management, leadership, strategy, customer, IT,
website functions and customer oriented functions.

ii)  Assessment

Following the performance and business impact
theme in the post-implementation phase is
assessment. Assessment in e-Commerce
implementation involves the use of empirical data
to improve the system. Often, barriers and
challenges have been raised to refine the systems.
Two main barriers have been discovered in a study
of [28] which are technical problem and cost,
considered as two different approaches to deal with.
Especially technology issues related to security is a
main challenge in both pre and post implementation
phases [29]. Organizations would rather have short-
terms goal in daily basis operation instead of long-
term goal thus limit them in expansion of business
strategies including e-Commerce application.
Finally, in term of cost or investment decisions,
SMEs have higher risk of failure than in larger
companies [28,29]. Therefore, a critical decision
making is very crucial for SMEs. Many other
barriers have been reported on these studies yet not

many solutions have been offered, namely culture,
power, sales and marketing as well as complexity
of e-Commerce system [15, 30-32]. Thus, this gives
some limitation on this theme.

iii)  System Routinization

The least discussed theme in the post-
implementation phase is system routinization. E-
Commerce implementation leads to organizational
change and the level of coping the change lead to
higher possible for e-Commerce into organization
routinization. [30] research draws attentions to the
factors that facilitate the processes of routinization
and institutionalization over time in TexCo, a first
B2B e-Commerce of textile firms in Egypt. The
study highlighted factors of the system’s simplicity,
the users’ satisfactions with their new embedded
rules, the participation of the accountants in the
design and modification of the new system,
monitoring the implementation of the new routines
and resolving the problem which TexCo was
encountering. Meanwhile a case study conducted in
the largest Chinese home appliance manufacturers
state that routine reconfiguration, as the process of
strategy implementation, enriches and helps
organizations to implement e-Commerce strategies
and indicating the strategic value of including
implementation  approaches into  traditional
companies’ e-Commerce strategies [33].

4.3 Research Approach
Implementation Studies

on e-Commerce

Table 2 presents the distribution of research
approach and methodology applied on e-Commerce
implementation studies. It shows that e-Commerce
implementation studies in all pre-implementation,
during implementation, and post implementation
themes preferred quantitative approach (64%) using
survey methods. There are various methods of
studies to deliver survey, for instance, [28, 37] in
their studies have used email in distributing
questionnaire to the participants and have reminded
them by telephone calls to ensure higher rate of
effective questionnaire.

Meanwhile, online survey is the most common
deliverable method than hands in paper survey.
Larger number of studies validated their data
reliability using Cronbach’s Alpha. Cronbach’s
alpha was calculated to test internal consistency
reliability of the survey instrument. It measures the
degree to which items are free from random error
that may have an effect on the results [22]. On the
other hand, consulting and considering the expert of
the area is relatively reported in some studies
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[11,20,21,26, 31,34] for validating survey items
before pilot study being conducted.

On the other hand, qualitative approach covers
30% of selected studies. For instance, [16] studies
conducted open-ended interview in their study as
their goal was to develop a framework for B2B
implementation. The study needs the understanding
on the process and what produces an explanation of
what led to a successful implementation and what
prevented the formation of a successful partnership
with other firms. The studies concern “how” e-
Commerce being adopted and to describe a
complex phenomenon which includes decision
making in the organization context as well as

benefits e-Commerce implementation. Thus,
qualitative approach applied in his study.

The least used approach in the selected studies is
the mixed method which is only 7%. All are
equally distributed to each of implementation phase
themes. For instance, [13] decided to combine the
quantitative and qualitative approach in their
studies. To design system features from different
culture origin; Australian and Korean (South) based
in Australia, firstly, he interviewed the users’
preferences of sites including disfavor websites.
Then a questionnaire is being distributed after user
surfed selected site to test the impact of cultural
differences of user preferences

Table 2. Distribution of Research Approach and Methodology Used in e-Commerce Implementation

Pre — implementation

implementation

During — g
& Post — implementation

Decisio Sy
Adoptio Readines Benefit n m

n s s Making Eemg

Research

Approach

Research
Method

Performan
System System o & Assessme System

SStrate gie ﬁppllcat io Business nt rllloutmlzat io

Impact

Survey 21 4 4 3 6

Secondary
data

Quantitative

63

6 3 6 7 - %
0

Interview 2 - 3 3 1
Case study | - - - 3 -
Secondary
data
Observatio
n

Qualitative

- 1 - 1 2 %

Interview - - 1 - 1
Case study | - - 1 - -
Secondary
data
Observatio
n

Focus
group

Survey - - 1 - -

Mixed Method

- - 1 - - 7%

4.4 Research Domain on e-Commerce
Implementation Studies

Figure 4 shows the distribution of articles in e-
Commerce implementation based on their domain
(represented by different lines). It shows that
studies of e-Commerce implementation are
dominated in Business-to-Business domain (49%),
followed by studies in Others (21%) and then
studies in B2C domain (21%). The remaining (3%)
of the studies did not report the domain of study in
their papers. The number of study in B2B domain
remain higher across all the three implementation

themes except slightly lower in benefits theme.
From the literature analysis, most sample in studies
are conducted within trading sector
(wholesale/retail distribution), service sector and
manufacturing sector, thus make this studies
categorized in B2B domain. Furthermore, supply
chain management, Electronic Data Interchange
(EDI) and Enterprise Resource Planning (ERP) are
among the famous theme in this domain. Lin et al.
(2011) stated that B2B website evaluation is
particularly critical since the effectiveness of B2B
web sites is often hampered by a lack of standards
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for product and services representations and
transactions. Therefore, they conducted a study to
examine the relationships between the B2B web
site adoption readiness, B2B web site adoption
constraints, IT investment evaluation, B2B benefits,
and the satisfaction with B2B web site adoption.

The choice of study in B2B is predicted to be
consistently increased due to the diverse views that
emerged from the firms involved in this e-
Commerce type.

Pre— implementation
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Figure 4. Distribution of Articles Based on E-Commerce Implementation Domain

Other domains, may refer both B2B and B2C or
wide sample frame, for example Tourism and
Banking organization. For instance, [37] paper is to
construct a model for factors that affect on-line
customer behavior intentions in banking and travel
website in Taiwan. To prevent misunderstanding of
the questionnaire, they conducted the pilot study
with tourists then conducted the primary study with
organizations. In addition, some studies sampling
design is very large. For instance, [38] sample
frame was obtained from a list of representatives of
the entire market in Nigeria to identify major
barriers and impediments that exist in regard to
implementing e-Commerce. Some studies are
based on the geographical area or cross case study,
for instance, between Swedish and Australian firms
[21] between Australia and Singapore [13] and
between Korea and Japan [39].

Additionally, research in B2C domain is
relatively lower than other domain. The studies in
this domain are mostly focus on system design and
acceptance of users of e-Commerce from  the

customer perspective.  [40], for instance,
investigate issues in consumers’ acceptance of B2C
e-Commerce in Nigeria. An extended Technology
Acceptance Model (TAM) with task technology fit,
perceived risk and trust was developed and tested
using linear regression. These studies suggest that
the use of the Internet for B2C e-Commerce
depends on usefulness, task fit, and trust. Other
studies was to construct a web design for user from
different culture and on-line customer behaviour
[34, 14] while, studies of [19] obtain resource view
of electronic commerce from perspectives of
organizations and customers.

Overall, extensive studies have been undertaken
in B2B domain focusing on large sample size such
in sectors of trading (wholesale/retail distribution),
services and manufacturing. Thus, the studies
commonly involved participants from organization
who are most likely the CEO, Director, General
Manager, IT Manager, and Business Manager. In
comparison, lower number of studies was
undertaken in the B2C domain which, mostly were
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focusing on system design and acceptance of e-
Commerce. Exploring the B2C domain from
organization perspective of whole process of e-
Commerce implementation will significantly
contribute to advancement of useable research
contribution in terms of methodology approach,

implementation design and business firms
solutions.

5. RECOMMENDATIONS

This SLR on e-Commerce implementation

studies has resulted that we have clear implications
for future research. Similar with highlight issues in
[44], it is now apparent that several potential
themes have not been adequately investigated in
previous researches. Firstly is on the nature of e-
Commerce implementation study. Although the
existing studies claim to provide insights for e-
Commerce implementation, however, they are
unable to provide the entire “picture” of B2C
implementation process. For example, it is clear
that most studies on e-Commerce implementation
were focused on the phase of pre-implementation.
Whilst the other two phases, during-implementation
and post-implementation have not been sufficiently
addressed. Furthermore, this review demonstrates
the urgent need of studies for the whole life cycle
of implementing e-Commerce applications.
Understanding why and how firms manage the
activities throughout the process of e-Commerce
implementation could be promising research
avenue.

Secondly, this review reveals that for almost a
decade; the existing studies have enough
sufficiency of data related to factors that may affect
with the e-Commerce implementation. However,
most of the factors were associated with adoption,
for instance, driving factors for e-Commerce
adoption, critical success factors or challenges or
barrier factors in e-Commerce implementation.
Nevertheless, none of the studies in the reviews
have provided in what extent the organization take
into action to provide the solution for these factors.
The factors list remains on surface without clear
direction in which e-Commerce implementation
process is crucial for organizations. With the
availability of these factors, it would be possible to
screen these factors to specific and more accurately
“map” to their respective stages in the e-Commerce
implementation.

Finally, and most importantly the results of this
analysis have implication for the development of
better methods for preventing the ineffectiveness of

E-ISSN: 1817-3195
e-Commerce implementation. In order to
understand the complex phenomena of e-

Commerce implementation in more precise micro
level analysis and to study the relationships
between identified factors in a more detailed form,
the mixed of qualitative and quantitative methods
might be a more effective approach. Overall, we
positive that only through better understanding of
the complex e-Commerce implementation process
and the relationship of underlying e-Commerce
implementation factors, it is possible to make more
effective and more efficient views of e-Commerce
implementation process.

6. LIMITATION OF THE SLR

Intensive research works in the area of e-
Commerce implementation from a diverse range of
views and findings have been studied by researcher
around the nations. Therefore, researchers
contribute to thousands of articles published over
the electronic database. Hence, to refine these bulky
amounts of articles, systematic literature review is
clearly the best approach. In this paper, a
systematic literature review designed to synthesize
the current scientific evidence for e-Commerce
implementation process has been conducted.
However, there are some limitations for this review.
Firstly, since varieties of definition exist for the
term of “e-Commerce implementation”, this review
provides its definition which is limited to the pre-
implementation, during-implementation and post-
implementation phases. Next, the second limitation
is related to the classification of the themes and
data extraction process. Since the study had made
compulsory to use the key word of
“implementation” for all the key word searching
strategies, this possibly could be one of the reasons
why we only retrieved limited number of articles
(i.e., 65). Consequently, the findings can only be
presented in four themes (i.e., the growth of
publication, the distribution of studies by theme, the
research approach employed and the area of
research domain), which slightly limited. Lastly,
the limitation of database search from four
databases which are accessible to the authors in this
study might not give a broader view and sufficient
related of papers, but, we believe the results do
provide reasonable insights into the state-of-the-art
of e-Commerce implementation.

7. CONCLUSION

Research in e-commerce implementation can
give a significant result. In order to get an overview
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of the current research in this area, a systematic
literature search was undertaken to identify e-
commerce implementation articles from four
databases. We have found 65 most related articles
after inclusion and exclusion criteria process for
obtaining the maximum relevance to our study
objectives. The articles were published between
2006 and 2015. The results of this review indicate
the e-commerce implementation as a whole process
is rather inadequately addressed. Although there
are extensive studies of factors in e-commerce
implementation, we have found the utmost relevant
factors. There are no research efforts, at least in our
selected papers, which have actually provided the
solution or activities in the e-commerce
implementation. Nevertheless we feel that the
results presented in this paper have few imperative
implications. This study contributes to the first
systematic literature review of e-commerce
implementation area. Hence the results from this
review may assist researchers in the area of e-
commerce implementation.
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APPENDIX A: Summarization Of Some Important Papers On E-Commerce Implementation Studies

No | St | Purpose Phase Country | Perspective | Methods Findings

ud Study

y

1. | [24 | Examine the Pre- UK Supplier, Survey Technical issues found are;

1 tensions implementati Retailer questionnaire, | the immature nature of the
created at tier- | on Case study B2B marketplace and the
1 level software available within it;
relating to the the lack of universal standards
adoption of e- for middleware that can
Business integrate internal business
solutions for processes with e-Business
B2B messages and transactions;
activities”. and a lack of evidence of the

ability of B2B software to
synchronize supply chains, to
improve collaboration or to
deliver sufficient return on
investment.

2. | [28 | Examine the Pre- Sweden, Managers In-depth The results showed that: (a)

1 nature of implementati | Australia interviews, for Sweden and Australia
SMES and a on and USA Survey barriers could be groupeq
bpef . questionnaire under two factors, 'Unsuitable’
discussion of and 'Too Difficult'. For the
barriers to e- US a third barrier, termed
Commerce 'Investment and Security' was
adoption required to fully factor the

barriers; (b) despite each of
the three locations satisfying
conditions for classification as
regional, the uptake of e-
commerce is vastly different
from location to location.

3. | [32 | Assess the Pre- Canada Senior Survey Firms past experience in e-

] influence of implementati Managers commerce, as well as the
factors on on factors relating to its business
firms’ future relationships ultimately affect
level of use of its future use of e-

e- marketplaces.
Marketplaces.

4. | [8] | Develop a Pre- USA Senior Survey, The variables successfully
conceptual implementati Managers Telephone differentiate non-adopters
model for on Interviews from adopters. The model
assessing e- demonstrated that web
Commerce functionalities, web spending,
adoption, and integration of externally
incorporating oriented inter-organizational
six factors systems tend to be the most
unique to e- influential drivers in firms’
Commerce migration toward e-

commerce. Firm size, partner
usage, EDI usage, and
perceived obstacles were
found to negatively affect e-
commerce.
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5. [18 | Examine the Pre- Ghana Owners, Interview, Factors of Perceived
] link between implementati Managers Survey Usefulness (PI.J)., Ease of Use
the factors of | on questionnaire (EU), Compatibility (C),
perceived Organizational Readiness
strategic value (OS) and External Pressure
of e- (EP) are important.
commerce
and adoption
in SMEs.
6. [27 | Identify Post China Customer, Survey Customers, strategy, IT and
1 factors implementati Employee, questionnaire | comprehensive functions of
impacting e- on website are identified as the
commerce. critical factors impacting e-
commerce Success.
7. | [34 | Constructa Pre and Post | Taiwan Tourist, Survey There appear differences in
1 model for Implementat Consumer questionnaire, | the management of banking
factors that ion Telephone and tourism industries,
affect on-line call regarding professional “brand
consumer image”; the affect of
behavior “subjective norm”; “perceived
intentions and risk” and “gap of perceived
post- service quality.” “Product
purchasing involvement” has no
behavior significant influence on
“actual behavior”. Intervening
variables (e.g., product
attribute) exist in the
relationship of product
involvement and actual
behavior.
8. | [25 | To determine | Post- UK Manufactur | Questionnaire | Found five factors that are
] those factors implementati er, Seller, , Focus perceived by users to
perceived by on NHS, Groups influence successful e-
users to Purchaser commerce use - “System
influence the quality,” “information
successful on- quality,” “management and
going use of use,” “world wide web —
B2B. assurance and empathy,” and
“trust” are proposed as
potential critical success
factors.
9. | [14 | Investigate of | During Australia, | Customers Questionnaire | The design of favorite sites
] supportive Implementat | Korea , Interview for Australians look relatively
design ion simple compared to Koreans’
features for favorite sites.
users from
different
cultural
origins
10 | [12 | Examine Pre- Singapore | Chief Survey, Firm size, top management
1 factors implementati Executive Questionnaire | support, perceived indirect
associate with | on benefits, and business partner
the adoption factors are positively and
of'e- significantly associated with
procurement. the adoption of e-
procurement.
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11 | [41 | Explain how Pre- Sub- Managers, Organizations should convert
1 the tourism implementati | Sahara IT experts, Questionnaire | their websites into a
organizations | on countries | Governmen marketing tool by employing
can evolve (e.g., t officers online and offline website
their websites South promotional techniques to
into Africa, break into the highly
marketing Kenya) competitive international
tools and how tourism market.
they can
overcome the
impediments
to e-
commerce
adoption and
usage.
12 | [22 | Propose a During- Malaysia | Managers Online survey | Business resources
] model that implementati (innovative capacity, market
provides brief | on orientation, and strategic
explanations flexibility) impacted on e-
of how to commerce capability that
generate e- contributes significantly to the
commerce organizational performance.
value.
13 | [40 | Assess the Post- Nigeria Customer Survey There are significant
1 prospects and | implementati questionnaire | relationships between the
challenges of | on model variables. Task
Business-to- technology fit and perceived
consumer usefulness have significant
(B2C) e- relationships with intentions
commerce to use. Similarly, the
implementatio interrelationship among trust,
n perceived risk, and behavioral
intention are significant.
14 | [37 | Examines Pre- Australia | Owners, Questionnaire | Reveal the mediating
1 SMEs’ implementati Directors, relationships between
investment in | on Senior organizational drivers and
B2B web sites Managers their influence on SMEs’
and the perceptions of benefits and
relationship stakeholder satisfaction and
between support the B2B web site
organizational evaluation effectiveness
drivers such model. Further insights show
as adoption that SMEs do not understand
readiness and the complementary nature of
constraints the organizational drivers that
and support strategic alignment
evaluation of and therefore fail to realize
investments. benefits from their web sites.
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15 | [29 | Find the Post- Sweden Owners Case study, Security issues appeared as an

1 barriers that implementati Interview obstacle in both pre and post
small on adoption phase. Moreover
enterprises lack of time to improve e-
have faced in commerce activities,
the synchronization of demand
implementatio and supply, price war among
n of the e- competitors, need for
commerce extensive marketing effort,
during pre payment related hazards are
and post explored and identified as
adoption post-adoption barriers.
phases

16 | [26 | Identify the During and Saudi CIOs, Survey Three main problems

] problems in Post Arabia CEOs, IS questionnaire | identified:1) Lack of
implementing | Implementat directors, supporting business law for e-
e-commerce. ion 1T Commerce; 2) Concern for

managers cyber crime, data security &
privacy; and 3) Difficulty in
integrating e-commerce with
existing system
17 | [42 | Identify the Post- Bulgaria Manager Observation, The development of travel

] strategic Implementat Survey intermediaries and use of the
directions of ion questionnaire | potential of e-commerce are
effective use and In-depth being determined by internal
and interview factors (material and financial
development resources, marketing and
of'e- management goals, staff,
commerce on service technology, etc.) and
the activities external factors (legislative,
of travel economic, technological, and
intermediaries competitive). Customers’

behavior and inclination to
participate in online
transactions are of decisive
importance at the determining
of the impact of e-commerce on
travel intermediaries.

18 | [42 | Discuss the Post- Europe IT manager, | Survey Results suggest that the e-

] antecedents of | Implementat Senior Questionnaire | Business use implies changes
the extent of ions Manager, in the firm’s strategy,
e-Business Managing management and marketing in
use and the Director all the countries studied. The
effect of this main factors that influence the
level on level of e-business use are IT
changing expertise and perceived
strategy, benefits.
management
and
marketing.
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19 | [3] | Construct Post- China Customers, | Questionnaire | According to the factor co-
implementatio | Implementat Stafts variance matrix, there is a
n performance | ion strong correlation between e-
measurement commerce strategy elements
system in and e-commerce
hotels travel implementation elements,
e-commerce which indicates that the

scientific e-commerce
strategy can promote e-
commerce implementation
efficiency.

20 | [5] | Examine e- Post- Iran Executives Interview E-commerce practices and
commerce Implementat related technology present
practices in ion similar opportunities and
“traditional” challenges to organizations
business regardless of their business
culture as it culture. Lack of appropriate
compares to a technological hardware and
“developed” software, is identified as a
business hindering factor preventing
culture. Iranian business organizations

from reaching their e-
commerce potentials.

21 | [4] | Aims to make | Pre- Taiwan Senior A mail The variables that have a
a deep Implementat executives survey significant positive effect on
exploration ion the intention to accept a
into e- corporate website in SMEs
readiness are an awareness of corporate
from the website, enterprise resources,
viewpoints of technological resources,
technology, government e-readiness,
management, market force e-readiness, and
organization, supporting industries e-
and readiness.
environment The variables that have a
in order to significant effect on the
understand degree of corporate website
hf)W th§se implementation in SMEs are
dimensions an awareness of corporate
affect the website, senior executive
acceptance commitment, corporate
intention and website governance, human
fiegr ee of ) resources, technological
implementatio resources, government e-
nofa readiness, and market force e-
corporate readiness.”
website.
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