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Abstract: The purpose of the article is to formulate and substantiate a
comparative approach to selecting an e-commerce platform for small and medium-
sized enterprises (SMEs), as well as to evaluate its impact on the performance of
these companies. The relevance of the study is driven by the crucial role e-commerce
platforms play in SME activities, as well as the fact that most enterprises select such
platforms based primarily on cost and convenience criteria, ignoring their potential
impact on overall company performance.

Methods. The article employs a comparative analytical approach based on the
technology-organization-environment (TOE) framework, the resource-based view
(RBV), and multicriteria analysis methods. The empirical study covers five types of
e-commerce platforms: hosted SaaS platforms, open-source content management
systems with e-commerce plugins, customizable enterprise platforms, marketplace-
oriented solutions, and low-code builders with e-commerce functionality. The
analysis 1s conducted according to the criteria of implementation costs,

administration complexity, scalability, integration with other information systems,
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marketing functionality, data analytics capabilities, security level, customer data
ownership, and the potential impact of the platforms on SME performance. The
results of scenario calculations conducted in the article allow for determining the
suitability of each platform category for SMEs of various sizes.

The research results demonstrate that there is no universally optimal type of
e-commerce platform for all small and medium-sized enterprises. At the same time,
it has been established that hosted SaaS platforms are the most suitable for
description across various SME sizes, although their efficiency level and alignment
with enterprise needs may vary depending on business operations and scale. Open-
source platforms provide a high level of flexibility and data control but require an
appropriate level of technical skills from SME employees. Customizable enterprise
platforms are most effective for larger group SMEs with complex digital and
information system requirements, whereas their use is less practical for micro-
enterprises. Marketplace-oriented platforms are characterized by lower barriers to
entry for SMEs, yet simultaneously limit enterprise autonomy and control over their
digital presence. Low-cde website builders with built-in e-commerce functionality
are suitable for establishing a baseline digital presence for SMEs but possess limited
capabilities regarding scalability and data analytics.

The conclusions note that the decision regarding which e-commerce platform
to use has a significant impact on SME performance. The approach presented in this
article makes it possible to identify the optimal platform for an SME of a specific
size and with defined objectives

Keywords: digital adoption, online retail, entrepreneurial firms, scalability,
transaction costs, customer experience, technology—organization—environment

framework, digital capabilities.
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AHoTtanisi: Metoro cTtarTi € (opmyitoBaHHA Ta OOIPYHTYBaHHS
MOPIBHSUIBHOTO MIIXOAY 0 BUOOPY IIIaTGOPMH €IEKTPOHHOT KOMEPIIT I MaIuX
1 cepennix mianpuemctB (MCII), a Takox OI[IHIOBaHHS OT0 BIIMBY Ha PE3yJIbTaTH
JUATBHOCTI  TaKMX  KOMIIaHIM.  AKTyalbHICTh  JOCHIJDKEHHS  3yMOBJIEHA
BU3HAYaJBHOIO POJUTIO TIaTdOpM eNeKTpOoHHOI koMmepiii y misibHOocTi MCII, a
TaKOX THUM, 110 OUIBIIICTH MIANPUEMCTB 00OMPaAIOTh TaKi MIATOOPMH TTEPEeBAXKHO 3a
KpUTEPISIMU BapTOCTI Ta 3PYYHOCTI BUKOPHUCTAHHS, HE BPAXOBYIOUU I1XHBOTO
MOTEHILIMHOr0 BIUIMBY Ha €(EKTUBHICTh JISNIBHOCTI KoMmaHii. Metonu. Y cTaTTi
3aCTOCOBAHO  TMOPIBHSJIBHO-aHATITUYHUN  TIAX1JA, 3aCHOBAHMN Ha  JIOTIII
«TEXHOJIOT1I—OpraHizalis—CepeIoOBUIIE», PECYpCHOMY TMIAXOA1 Ta METoJax
OaraTokpuTepialbHOTO aHali3y. EmmipuyHe MOCHIIKEHHS OXOIUIIOE I SITh THIIIB
m1atgopM  €IEKTPOHHOI KOMepIrii: po3mimieHi SaaS-miaThopMHu, CHCTEMH
KepyBaHHSI KOHTEHTOM 13 BIIKPUTUM BUXIJHUM KOJIOM 1 IJIariHaMH €JIEKTPOHHOI
KOMeEpIIii, HaJalITOBYBaHI KOPIOPaTUBHI MiIaT(OpMHU, MapKeTIIeHC-0OpieHTOBaHI
pieHHs Ta low-code-KOHCTpYKTOpH 3 (PYHKIISIMU €IEKTPOHHOT KoMepIlii. AHami3
31MCHEHO 3a KPUTEPISIMU BAPTOCTI BIPOBAKEHHS, CKJIAJHOCT] aIMiHICTpYBaHHSI,
MaciTaboBaHOCTI, 1HTErpamii 3 1HWUMH 1HQOpPMALIMHUMU  CHCTEMaMH,
MapKETUHTOBO1 (DYHKI[IOHAJTBLHOCTI, MOKJIMBOCTEH aHANITUKUA JIaHUX, pPIBHSA
Oe3neKkH, mpaBa BJIACHOCTI HAa JlaHl KIIEHTIB, a TAaKOXX MOTEHLIMHOrO BIUIUBY
miathopm Ha edektuBHICTh JisibHOCTI  MCII.  Pesynbratu  clieHapHHUX
pPO3paxyHKiB, 3pOOJIEHUX y CTaTTi, HO3BOJISIIOTh BU3HAYUTH MPHUAATHICTH KOXKHOI

kateropii miargpopmu st MCII pizHOoro posmipy. PesynbpTaTu mochimkKeHHs
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3aCBIAYMIM  BIJICYTHICTh  YHIBEPCAIBHO ONTHUMAIBHOTO THILy IUIaTPOPMHU
enekTpoHHOi komepiii mia Bcix MCII. BomHodac BCTaHOBIIEHO, IO PO3MIIIEHI
SaaS-mnmarpopmu € HalOubm npugatHumu Uit MCII pizHoro posmipy, xoda
piBeHb iX e(EeKTUBHOCTI Ta BIAMOBIAHOCTI TOTpedaM MIAIPUEMCTB MOXKE
BIIPI3HATHUCS 3aJ€XKHO BiA crnenudikd AISUIBHOCTI Ta MacmTabiB  Oi3Hecy.
[InatrpopMu 3 BIAKPUTHUM BHUXIAHUM KOJAOM 3a0€3MeuylOTh BHUCOKUU pIBEHb
THYYKOCTI Ta KOHTPOJIO HaJ AaHUMHU, MPOTe NOTpeOyroTh Bia mpamiBHUKIiB MCII
HaJeXKHOTO PIBHS TEXHIYHOI MIArOoTOBKM. HamamroByBaHi KOpHOpaTHBHI
matdopmu HalOLIbII eexkTuBHI A1t Benukux MCII 31 ckiiaaHUMU BUMOTaMu 10
nuppoBux Ta I1HPOPMAIIMHUX CHCTEM, TOMlI SAK IS MaluX MMAIPUEMCTB iX
BUKOPHUCTAaHHS € MEHII IouiabHUM. [Imatdopmu, opieHTOBaHI Ha MapKeTIIEHCH,
XapaKkTepu3yThcsl HWKYMMH Oap’epamu Bxoxy st MCII, onHak BoaHOuac
OOMEXYIOTh aBTOHOMHICTh TMIJNPUEMCTB 1 KOHTPOJIbL HaA iX HUPPOBOIO
NpUCYTHICTIO. Low-code-KOHCTpyKTOpH BeOCalTIB 31 BOYIOBaHUMH (PYHKIISIMU
€JEKTPOHHOT KOMeplii € mnpuaatHuMu s (popMyBaHHs 0a30Boi 1UdpoBOi
npucytHocTi MCII, npote MaroTh 00MeXEeH1 MOXKIMBOCTI 00 MaCIITA00BAHOCTI
Ta aHANITUKU JaHUX. Y BHUCHOBKAaxX 3a3HA4Y€HO, IO PIIIEHHS IMIOAO TOTrO0, SIKY
maTGopMy €IeKTPOHHOI KOMepIlii BUKOPUCTOBYBAaTH, Ma€ 3HAYHUU BIUIMB Ha
npoayktuBHicte MCIIL. Tligxia, npeactaBieHuid y il cTarTi, AO3BOJSE 3HAUTHU
Haiikpaity miatdopmy st MCII neBHOro po3mipy Ta 3 IEBHUMU IITISIMH.
Kuro4oBi ciioBa: ynpoBaskeHHs TU(DPOBUX TEXHOJIOTIH, OHJIAMH-TOPTIBIIA,
MINPUEMHHIIBK (ipMH, MacIITAOOBaHICTh, TPAH3aKIIIHI BUTPATH, KI1E€HTCHKUN

JIOCBIJI, CTPYKTYpa «T€XHOJOT1i—OpraHi3ailisi—Cepe0BUIIE», IUPPOBI MOKIUBOCTI.

Problem Statement. In the present time, small and medium-sized enterprises
are heavily dependent upon digital sales channels to access markets, communicate
with customers, and manage their growing businesses. Beyond being a simple
platform that allows these businesses to present their products to the general public,

the selected e-commerce platform has a significant impact upon the performance of
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the SME. Factors like the speed with which the business can enter the market online,
the cost of processing sales, the quality of the customers’ interaction with the
platform, the analytics available to the business, and the scalability and management
of the platform have all become critical aspects of many SME decisions regarding
their digital sales channels.

The general problem that will be explored in this article is the insufficient
choice of e-commerce platforms by SMEs. Most SMEs consider only factors like
the subscription fee to contribute to the cost of using the platform, the convenience
of the interface, and the general popularity of the platform. Each of these factors
ignores the potential impact that the platform may have upon their business in the
long term. For example, choosing a platform with a low subscription fee may result
in additional and hidden costs being placed upon the SME. Alternatively, choosing
a platform with a high initial cost and complexity may lead to positive impacts upon
the business due to the reduction of manual operations, the increase in sales and
customer retention, and scalability. The scientific interest in this problem arises from
the need to examine the specific ways in which SMEs may impact their digital
transformation by their e-commerce platform choices. Digital transformation
impacts aspects of the business that relate to the customers that the business serves,
the value that is provided to those customers, and the processes that relate to those
changes within the business [1]. Each of these aspects are influenced by the e-
commerce platform that is chosen by the SME. Additionally, as most SMEs have
limited resources to contribute to their information systems, the impact that their e-
commerce platform has upon their business is amplified by their limited resources.
Another reason that this problem is important to explore is through the comparison
of SMEs in different markets. Authors Mbonigaba, Vasuki, and Kumar have
researched the impact that e-commerce platforms have had upon SMEs in both
developed and developing countries [2]. The authors find that the platforms may
allow for an increase in the number of customers that are accessed by the SMEs, an

increase in the flexibility of its operations, and an increase in the number of ways in
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which it may participate in the market. However, the authors also state that the
impact upon these SMEs of their platform choices depends upon the resources that
they have to provide the services that the platform requires.

Thus, the decision to use a specific platform is a managerial decision that has
impacts upon the cost, operations, marketing, and scalability of that SME. The
unresolved problem within management is finding a means of comparing each
platform in regard to how it will impact the operations, marketing, and financial
aspects of the SME.

Analysis of Recent Research and Publications. The discussion of e-
commerce platforms for SMEs relates to several research directions: the direction of
digitalization of business processes in general, the nature of platform-based forms
of competition, e-commerce adoption, marketing performance and readiness of an
enterprise to adopt information systems. P. Verhoef et al. define the concept of
digitalization as the change of an enterprise in the way it interacts with its customers,
the way it creates value for them, and the change of its own business models and
structures [1]. The concept of an e-commerce platform goes beyond the
digitalization of a business; it determines the way the company receives orders from
customers, processes the payments from customers, communicates with customers
and manages its business processes.

Another group of studies looks into digital platforms and the strategies that
SMEs use in e-commerce. C. Mbonigaba et al. compare the strategies used by SMEs
in developed countries to those in emerging countries to determine the extent to
which digital platforms increase the exposure of the SMEs to customers, and their
impact on the number of SMEs that enter the digital market [2]. J. Cenamor et al.
explore the relation between the level of competitiveness that SMEs exhibit and their
capability to use digital platforms, their network capabilities, and their
ambidexterity [3]. These studies show that the digital platform does not necessarily
ensure the improvement of SME performance by itself. The SME must have the

capabilities to use the digital platform to connect with customers, to change its
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commercial processes, and to integrate its current commercial processes with future
processes that it might use.

A separate group of research studies aims to investigate the reasons for which
SMEs do not adopt e-commerce. Y. Amornkitvikai et al. investigate the barriers to
the adoption of e-commerce by SMEs; they find that there are financial,
technological, organizational and market-related barriers to the adoption of e-
commerce by SMEs [4]. A. Hussain et al. find that the level of competencies of the
entrepreneurs in an SME also impacts the relationship between e-commerce
adoption and SME performance [5]. These studies are important because they show
that the purchase and implementation of an e-commerce platform is not necessarily
a way of ensuring the improvement of SME performance. An SME that does not
have the necessary personnel, skills, time or management routines to use the
platform will find it to be ineffective.

Another group of studies investigates the extent to which SMEs that adopt e-
commerce platforms exhibit improved performance. J. Ballerini et al. find that
SMEs that adopt an e-commerce platform exhibit better performance if the SME
owners commit to using e-commerce platform affordances and adopting them into
their everyday business processes [6]. J. Gao et al. find a relationship between the
adoption of e-commerce and digital marketing platforms by SMEs and the
performance of those SMEs in relation to their financial and sustainability
indicators [7]. A. Aremu and S. Arfan find that the implementation of e-business
platforms into SMEs improves the performance of the SMEs only if those digital
instruments are integrated into their business processes by the SME itself [8]. These
studies justify the need to compare different e-commerce platforms according to
their impact on the SMEs’ conversion of customers, marketing efficiency, order and
cost processing capabilities.

Further studies investigate the impact of e-commerce on indicators other than
business performance. R. Wirdiyanti et al. investigate whether the adoption of e-

commerce by SMEs improves financial inclusion of those SMEs [9]. Authors
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O. Salah and M. Ayyash find that SMEs’ adoption of e-commerce platforms is
determined by the technological factors that are present in the SMEs, their
innovation culture, their integration of artificial intelligence systems, and the
technological readiness of the customers of those SMEs [10]. These studies are
important in recognizing that the choice of an SME’s e-commerce platform will
impact the SME in relation to its payments, transactions, customer data
management, and their ability to respond to the external digital environment. T. Le
et al. find that the performance of SMEs that use digital platforms for their e-
commerce activities is improved by the amount of intellectual capital that they have
and their ability to operate in a dynamic commercial environment [11]. P. Anabila
et al. investigate the adoption of e-commerce by entrepreneurial firms in Sub-
Saharan Africa and find that their environment impacts their decision to go live with
an e-commerce platform; their infrastructure, the level of trust among business
partners, and the available payment systems for their customers impact their e-
commerce adoption [12]. These studies highlight the findings of the other groups of
authors, indicating that there is no one platform for SMEs that will exhibit the best
performance; the suitability of a digital platform for an SME is dependent upon the
capabilities and resources of that SME. M. Gongalves et al. find that the decision of
SMEs to use third-party marketplaces is related to the complexity of those
marketplaces and their processes [13]. I. Khsroo et al. find that trust plays a key role
in the decision of SMEs to adopt e-commerce [14]. Trust can relate to either the
customers’ trust in the SME or in the e-commerce platform itself, or to the trust that
the SME owners have in that platform. These studies justify including aspects
relating to security of the digital platform, reliability of the platform and its data in
any model for comparing e-commerce platforms. N. Giang et al. find that the factors
that influence the adoption of e-commerce platforms also impact the marketing
performance of SMEs in Vietnam, as determined by the technology-organization-
environment framework [15]. These authors recognize that one of the constraints of

SME:s is their limited resources for marketing, and that their e-commerce platforms
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should have the marketing capabilities to minimize the impact of these constraints
on the SME and its performance.

Recent studies further specify this logic by focusing on the factors, platform
conditions, and channel configurations that shape e-commerce outcomes. S.
Hendricks and S. Mwapwele systematize the factors influencing e-commerce
adoption in developing countries and show that technological readiness,
infrastructure, organizational capacity, trust, perceived usefulness, and external
market conditions affect the ability of firms to benefit from e-commerce
adoption [16]. Y. Yang et al. examine the relationship between digital platforms,
enterprise digital transformation, data elements, and the performance of cross-border
e-commerce enterprises [17]. Their findings are important for this article because
they demonstrate that platform use affects performance not only through online sales
functions, but also through data-driven transformation of enterprise processes.
F. Ding et al. analyze inventory strategy in cross-border e-commerce under a multi-
channel competition model [18]. This approach confirms the need to consider
platform choice together with channel configuration, inventory decisions, and
competitive interaction, since the effectiveness of e-commerce depends on how the
selected platform supports coordination across several sales channels.

These research studies indicate that e-commerce platforms can help to
improve the performance of SMEs if the functions of that platform relate to the
capabilities of the SME itself. Previous studies have explored the determinants and
consequences of the adoption of e-commerce by SMEs. However, there seems to be
a lack of studies that explore the different types of e-commerce platforms that can
be used by SME:s.

Selection of previously unresolved parts of the general problem. The
analysis of the previous studies makes it possible to single out several aspects of the
general problem that remain to be resolved. The first unresolved issue relates to the
need to separate the concept of e-commerce adoption from platform selection.

Platforms can be hosted SaaS solutions, open-source solutions, enterprise solutions,
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marketplaces, and website builders. The second issue relates to the need to separate
short-term convenience in platform selection from long-term performance criteria.
Convenience may result in the selection of a platform that is easy to implement
initially, but which does not permit for the growth and performance that is required
of an enterprise over time. The reverse may be true for technically complex
platforms, as well, where the costs may only be justified with a large and complex
organization. The third unresolved issue relates to the need to discuss performance
in more detail. While the concept of performance in general is often discussed in the
literature, more detail about the various performance criteria for SMEs would be
beneficial. Such criteria could include revenue, conversion rates, order values,
acquisition costs, order processing times, repeat purchases from customers,
workload for the organization, and marketing efficiency. The fourth issue is the need
to differentiate between the requirements of different categories of SMEs. Micro-
enterprises, small businesses, and medium-sized enterprises have different
requirements for their information systems and their IT departments. Therefore, the
same types of platforms may not be suitable for all of the SMEs. The fifth and final
unresolved issue is the need for models that can aid in platform selection without
requiring large amounts of data about the SME. Because SMEs often have limited
resources, they may benefit from a method for evaluating e-commerce platforms that
1s manageable in size and scope prior to implementation. This article addresses this
unresolved issue in the development of a platform selection model based on
weightings of various criteria and calculations of the potential impact of those
platforms upon the monthly performance of the SME.

Formulation of the objectives of the article (statement of the task). The
aim of the article is to substantiate the use of a comparative approach to selecting an
e-commerce platform for SMEs, to determine which configuration of that platform
is likely to produce the best outcome in terms of the performance of those businesses.
To achieve its aim, the article must systematize the scientific approaches to the

relationship between e-commerce platforms, the e-commerce of SMEs, and the
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performance of those SMEs; determine which characteristics of the platforms have
the greatest impact upon the performance of those SMEs; compare the suitability of
different types of e-commerce platforms for SMEs of different levels of digital
maturity; develop a model for weighting the various features of e-commerce
platforms to reflect the performance of SMEs; calculate scenarios of the impact of
each of those features upon SME performance; and provide recommendations to
SME:s of different types and sizes regarding which e-commerce platform to adopt.

Presentation of the main material of the study. The methodological
approach of this study is grounded in Module 4 (Market and Economic Impact
Assessment) of the AI-Commerce Integration Assessment Framework (ACIAF) —
an original methodology developed by the author and registered as a Literary Work
for systematic evaluation of Al integration in e-commerce contexts. ACIAF Module
4 provides structured criteria for evaluating how platform-level decisions affect
SME competitive position, operational efficiency, and market reach. The application
of this module enables a systematic comparison across diverse e-commerce
platforms by isolating the economic and market-level performance variables most
relevant to SME decision-making.

The results of the analytical work allow stating that the influence of an e-
commerce platform on the performance of an SME forms in three groups of effects:
operational, marketing and strategic. The operational effect includes factors that
influence the costs of the platform implementation, the complexity of its
administration, the speed of processing orders placed on the website, or the
functionality of integrating various processes in the company with the platform [1].
The marketing effect includes factors related to the quality of presenting products
on the platform, the visibility of the products in search functions on the platform, the
possibilities of conducting marketing campaigns on the platform, segmenting
customers according to selected criteria, the recovery of customers who abandoned
their shopping carts on the website, or the availability of analytics on sales on the

platform. Finally, the strategic effect includes factors that determine the possibility
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of growing the business that uses the platform, the ownership of customer data by
the company that implements the platform, the autonomy of the brand, or the ability
of the company to replace intermediaries in its operations [3].

The analysis of these effects makes it possible to state that the decision about
the choice of an e-commerce platform cannot be based only on the comparison of
prices and functionalities of platforms for companies of similar sizes. A platform
that is cheap and easy to implement at the initial stage of the activities of a company
may turn out to be problematic for a firm that is planning to significantly expand its
activities online in the near future. At the same time, a platform with complex
functionalities that can significantly facilitate the operations of a company in its
developed stage may be too complex and costly for the management of a company
in its initial stage. Thus, the choice of an e-commerce platform significantly depends
on the ability of the company to match the features and functionalities of the platform
with the capacity of the company to manage these functionalities [6].

According to the analysis of the platform features, five main types of
platforms can be distinguished according to their functional and managerial role in
SMEs: hosted SaaS e-commerce platforms, open-source content management
systems with e-commerce plugins, enterprise-oriented customizable platforms,
marketplace-oriented models and low-code website builders with commerce tools.
Hosted SaaS e-commerce platforms include all the functionalities necessary to start
online sales on the website without the need to hire external companies to provide
such services. Open-source content management systems with e-commerce plugins
offer more control over the content and customer data presented on the company’s
website. Enterprise-oriented customizable platforms allow companies to
significantly expand their online sales activities and control their data, but at higher
prices and with more complex management functions. Marketplace-oriented models
of e-commerce platforms significantly reduce the difficulty of starting online sales
for companies, while low-code website builders allow even non-technical managers

to create a company’s website, but with limited functionality [11].

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
V’ ECONOMIC SCIENCES

The obtained comparison of e-commerce platforms makes it possible to state
that the effect that a platform will have on an SME significantly depends on the size
and digital maturity of that SME. For micro-enterprises, it is important to minimize
the cost of implementing a platform and the complexity of its management. Small
firms have to pay more attention to the marketing functionalities of the platform.
Finally, medium-sized firms should pay more attention to the possibilities of
scalability of a platform, its integration with internal company systems, and data
control. Thus, no unified ranking of platform types can be developed. What matters
1s that the same platform will be suitable for some SMEs and create difficulties for
others.

In order to provide a unified form of comparison of types of e-commerce
platforms, it is possible to use nine criteria: cost of implementation, simplicity of
administration, scalability, integration capacity, marketing functionalities, data
analytics, security and reliability of the platform, ownership of customer data by the
company using the platform, and autonomy of the brand. Each of these criteria can
be evaluated on a five-point scale for each type of platform. Some of these criteria
are more important for the evaluation of platforms for larger companies than for
small ones. Thus, scalability, integration capacity, marketing functionalities and data
analytics platforms are among the most important criteria for evaluating platform
types, as they impact the development of online sales activities of an SME beyond

its initial stage. The results of such an assessment are presented in Table 1.
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Table 1
Comparative criteria and weighted assessment of e-commerce platform types
for SMEs
Open-source | Enterprise-
Hosted Marketplace- | Low-code
o ' CMS withe- | oriented )
Criterion Weight SaaS ) oriented  |commerce
commerce |customizable
platform ‘ model builder
plugin platform
Implementation|  0.10 4 3 2 5 5
cost
Administration 0.10 5 3 2 4 5
simplicity
Scalability 0.15 4 4 5 3 2
Integration 0.15 4 4 5 2 2
capacity
Marketing 0.15 5 4 5 3 3
functionality
Data analytics 0.15 4 4 5 3 2
Security and 0.10 5 3 4 4 4
reliability
Customer data 0.10 3 5 5 1 3
ownership
Brand 0.10 4 5 5 2 3
autonomy
Weighted score 1.00 4.20 3.90 4.35 2.95 3.10

Source: calculated by the author

The results presented in Table 1 show that the enterprise-oriented

customizable platform has the highest weighted score, while the hosted SaaS

platform demonstrates a very close result. However, these results do not indicate the

best platform for SMEs. The enterprise-oriented platform has the highest potential
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for enterprises but is much too complex and costly for the majority of SMEs. Such
a platform is better suited for medium-sized enterprises with complex structures of
their products and their sales channels. The hosted SaaS platform is the best platform
for the majority of SMEs available. Its easy administration, security, and marketing
tools are the best characteristics for small businesses with limited in-house resources
and knowledge about complex systems. By reducing the gap between the available
digital systems and their use by SMEs, this platform provides the best opportunity
for those businesses to benefit from the platform’s capabilities. The open-source
content management system with e-commerce plugins is a platform with the third-
highest weighted score. Its advantages are its data and brand autonomy, which is
suitable for SMEs that need a lot of control over their customers and their website.
However, the system requires technical maintenance that the SMEs may not possess
in-house. Therefore, the performance of this platform is entirely dependent on the
technical competence of the SME in question. The marketplace-oriented platform
model scores the lowest for the weighted scores but is not without its advantages.
The low barrier of entry and access to existing demand from other businesses is its
best advantage for SMEs. However, its disadvantages include weak ownership of
their customer data and brands. This platform is better suited as an additional channel
of sales for SMEs than the only channel of sales. The last platform model to consider
is the low-code commerce builder. It scores lower than the other models but has
specific advantages for the smallest of SMEs or those just beginning their
digitalization of their companies. Its low cost and easy administration make it a
suitable start for these types of companies. However, its disadvantages include
limited scalability and integration with other software and tools, as well as lacking
analytical tools. This platform will serve as a suitable start for SMEs but might not
suit long-term sales channels for these companies. Figure 1 in the report presents the
general mechanism through which the characteristics of the platforms influence the

performance of the SME:s.
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Fig. 1. Conceptual mechanism of e-commerce platform impact on SME
performance

Source: developed by the author based on [1; 6; 11]

Fig. 1 presents the mechanism through which the characteristics of an e-
commerce platform affect the performance of SMEs as a result of changes to its
business processes. Factors such as implementation and maintenance cost,
scalability, customization, integration capacity, marketing and analytics tools,
security, and reliability and data ownership impact the degree to which an enterprise
can automate its order processing and fulfilment processes, communications with
customers, marketing and sales processes, and overall workload within the business.
These changes to the processes within the SME relate directly to its eventual
performance with metrics such as its potential revenue, sales conversion rates, cost
efficiency, and competitiveness.

The scenario calculation allows to understand the influence of different
configurations of the e-commerce platform upon the performance of the SME with

the same baseline conditions. The baseline scenario assumes the level of online
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revenue of 20,000 monetary units and platform costs of 3,000 monetary units. The
effect upon the performance of the SME is the result of changes to the platform’s
conversion rate, average order value, marketing-related revenue, and operating
costs. Platforms with hosted SaaS solutions provide an effect upon performance that
is balanced due to improvements in revenue and reduction of operating costs. Open
source content management platforms with e-commerce plugins have an
intermediate effect upon performance due to the increased costs of maintaining the
platform. A customizable platform with enterprise-oriented features has the highest
effect upon the SME’s performance, though with increased costs for platform
support. Platforms that focus upon e-commerce marketplaces have an intermediate
effect upon performance based upon the traffic that comes to the platform. Finally,
low-code builders for e-commerce platforms have the lowest effect upon the
performance of the SME due to the lack of analytics, integration, and scaling
capabilities of these platforms. The results of this scenario calculation are presented
in Table 2.

Table 2

Scenario calculation of e-commerce platform impact on monthly SME

performance
Revenue after | Additional
Baseline Adjusted | Change in | Net monthly
‘ conversion and | marketing-
Platform type | online monthly | operating | performance
average order related
revenue revenue cost effect

value effects revenue

Hosted SaaS 20,000 22,464 2,000 24,464 +150 4,614
e-commerce saving

platform

Open-source 20,000 22,260 1,600 23,860 -90 3,770
CMS with e- additional
commerce cost

plugin
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Revenue after | Additional
Baseline Adjusted | Change in | Net monthly
conversion and | marketing-
Platform type | online monthly | operating | performance
average order related
revenue revenue cost effect
value effects revenue
Enterprise- 20,000 23,540 2,400 25,940 —-180 5,760
oriented additional
customizable cost
platform
Marketplace- | 20,000 22,848 1,000 23,848 +90 3,938
oriented saving
model
Low-code 20,000 21,216 600 21,816 +120 1,936
commerce saving
builder

Source: calculated by the author

The scenario results in Table 2 illustrate that the highest net monthly
performance effect is provided by the enterprise-oriented customizable platform,
with a total effect of 5,760 monetary units. This outcome results from three factors:
an improved conversion rate, an increased average order value, and increased
marketing revenue. However, there are also increased operating costs with this
platform, which is only suitable for very large enterprises that can convert the
platform’s functions into actual results. The hosted SaaS platform offers a net
performance of 4,614 monetary units per month. This is lower than the enterprise
platform but accessible by a wider range of SMEs. The hosting model brings in
revenue but also saves SMEs money on hosting, security, and technical costs. This
is crucial for small businesses with limited in-house staff.

The marketplace-oriented platform produces a net effect of 3,938 monetary
units. This platform offers SMEs easy access to customers with low entry costs.

However, their contribution to SME revenue is limited by a weak brand and data
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ownership component. Hence, SMEs can use this platform to increase their sales but
cannot use it to manage their customers effectively. The open-source CMS platform
produces a net effect of 3,770 monetary units. This platform is suitable for SMEs
that want the benefits of customization and data ownership. However, the additional
costs of hosting and maintaining the software limit the effect on the SME’s revenue.
The last platform to consider is the low-code commerce builder with the smallest net
effect at 1,936 monetary units. This platform is useful for SMEs that need to
establish an online store quickly and cheaply. However, the limited analytics,
integrations, and scalability reduce the platform’s performance. This platform is
only suitable for very small online stores or SMEs that need a simple online offer.

The results are represented in Fig. 2.

7 000
6 000 5760
5000 4614
4000 3770 8938
3000
1936

2000
1000

0

Hosted SaaS e- Open-source CMS  Enterprise-oriented Marketplace-oriented Low-code commerce
commerce platform  with e-commerce customizable model builder
plugin platform
m Net effect

Fig. 2. Net monthly performance effect by e-commerce platform type

Source: calculated by the author

Fig. 2 displays the differences in the calculated net effect of each type of e-
commerce platform. The highest value of 5,760 monetary units was obtained by the
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type of e-commerce platform that is dedicated to enterprises and offers customizable
features. The second highest value of 4,614 monetary units was obtained by the
hosted SaaS e-commerce platform. The values of 3,938 and 3,770 monetary units
were obtained by the marketplace and the open-source CMS with e-commerce
plugin platforms, respectively. The values are close to each other, but the
marketplace platform has the higher value due to the possibility of gaining customers
from the existing traffic of other listed merchants on the site. The open-source CMS
with the e-commerce plugin requires the business to maintain its own brand and
traffic. The lowest value of 1,936 monetary units was obtained by the low-code
commerce builder platform. Even though such platforms are suitable for small
businesses in the initial stages of creating their online presence, they do not have the
same capabilities as other types of e-commerce platforms.

The results make it possible to single out the types of e-commerce platforms
depending on the size of the undertaking in question. For micro-enterprises that are
just beginning to establish an online presence in the market, either low-code
commerce builders or marketplace-oriented models are the most appropriate starting
options. Small retail businesses that already offer the same products can benefit from
using a hosted SaaS platform for its ease of administration and scalability. For SMEs
that have a brand and require the content management capabilities to manage their
brand’s website, an open-source CMS platform is the best solution for their business
needs. For medium-sized businesses with more complex requirements for their
online retail stores, an enterprise-oriented and customizable platform will offer the
most appropriate functionality to manage their operations online. Finally,
marketplace platforms can be used by SMEs to access new markets or old customer
bases, but the limited features and data control make it insufficient as the only
platform of an SME’s digital retail operations.

These results are consistent with the findings of other reports on the topic of
SMEs and digitalization of their business processes. According to a report by the

OECD, SME:s that are to experience a digital transformation in their businesses must
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have the appropriate skills and resources to implement these changes into their
businesses [19]. The World Bank similarly reports that digitalization of SMEs is
associated with increased competitiveness, productivity, and access to new markets,
but only if the SME’s capabilities and their business needs are taken into account in
the digitalization process [20]. Thus, while limited in scope and power, the findings
of this research are in agreement with other research on the topic of digitalization
and SME:s.

In addition to the results presented in this paper, there are some limitations to
the model proposed in this report. The scores calculated for each scenario are based
on a general survey of the categories of e-commerce platforms. The specific
platforms under those categories may have additional features and differences that
were not accounted for in the presentation of these scenarios. Additionally, the
values presented are based on a general estimation of what the results of applying
each platform to an SME may be. In applying this model to a specific SME, the
figures presented for revenue, costs, and other indicators should be replaced with
figures derived from that business. However, the limitations of the model do not
indicate a reduction in the usefulness of the model, as its main function is to provide
SMEs with a method of determining what e-commerce platform will lead to the best
results in terms of e-commerce operations, marketing efforts, and revenue.

Conclusions. The article achieved its aim of comparing the features,
configurations and impacts of different types of e-commerce platforms on the
performance of SMEs. The analysis of these factors confirms that the choice of an
e-commerce platform has a significant impact on the performance of SME:s.
Platform choice affects the structure of an e-commerce site, its automation level,
customer interaction quality, marketing analytics capabilities and data control level.
An assessment of the types of platforms indicates that hosted SaaS platforms are the
most suitable for a wide range of small firms. Enterprise platforms that provide
customizable solutions have the highest potential among medium-sized firms but

require higher investments in financial and technical resources. Open-source content
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management systems are suitable for SMEs that require maximum control over their
data. Market-oriented platforms are the most accessible for entrepreneurs who must
start selling on existing markets but give up data ownership. Finally, low-code
commerce platforms are suitable only for the initial stage of e-commerce
digitalization for SMEs. Platform assessments and scenario calculations indicate that
the hosted SaaS platform and the customizable platform for enterprises have the
highest impact on the performance of SMEs. The customizable platform for
enterprises has the highest net monthly performance effect. The hosted SaaS
platform provides the best balance between platform effectiveness and accessibility.
Market and low-code platforms have lower strategic scores but can be helpful in
specific cases. Depending on the size of the enterprise and its level of digitalization,
SMEs should choose appropriate e-commerce platform types. Additionally, the best
platform for an SME at a specific stage of its development may not be the same as
the best platform for its future development. For example, a micro-enterprise can
start on a commerce or marketplace platform, then shift to a hosted SaaS platform
and eventually to an enterprise customizable platform as their business develops.
Thus, the decision about an appropriate platform for an SME should include
considerations for both present and future development of the SME. Further research
in this area can test the proposed model on a sample of SMEs from various
industries.

Future research can investigate the impact of SMEs’ migration to different
platforms on their indicators of performance. Additionally, it would be interesting
to investigate the specific features and requirements of certain platforms for various
industries. Finally, another interesting project would be to investigate the impact of
integrating artificial intelligence tools and other digital ecosystems into SMEs’ e-

commerce platforms.
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