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ABSTRACT

Onlineshoppingisnowadaysisahighlyfrequentactionbutthereareseveralcriticalfactorsthat
havetobeconsideredforenablingwebsitesandplatformstobeabletoofferallnecessaryrequisites
forguaranteeinguserfriendly,secureandalsoenjoyableshoppingexperiencestoclients,offering
themexactlywhattheyexpecttobuy,andquicklyfind,amongahugeofferavailableonline.Inthis
paper,asetofconsideredcriticalsuccessfactorsareanalysedonasetoftoprankedwebsites,about
luxuriousfurniture,tounderstandtowhatextentthesecriticalfactorsaresatisfied.Theresultscan
betakenintoconsiderationforimplementingasuccessfulbusinessthroughe-commercefromherein
analysedperspectives.
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1. INTrOdUCTION

Onlineshoppingisgrowingfastasaninterestingalternativewayofbuyingexperience,whichhas
emphasizedtherelevanceofthegrowinginstrumentalizationusefulnessofthewebthroughwebsites
andplatformsforsupportinge-commerce(Alturas,Santos&Brites,2006).Essentially,e-commerce
isatypeofe-businessinvolvinggoods,servicesandinformationinwhichthepartiesinvolveddonot
alwaysmeetphysicallybutinteractelectronically.Thebenefitofe-commerceisofcourseevident.
Forexample,thepotentialofplacingorders,transferringsalesdataandinventoryinformation,and
conductingthetransactionsonlinecansignificantlyreducebusinessoperationscostandincreasethe
speedofbusinessactivities.

Giventheexistingcompetitivenessinthenowadaysglobalmarketcontext,thereisanincreasing
needtoreachthemaximumnumberofcustomerswithinparticularnichemarkets(Abdallah&Jaleel,
2014).E-commerceprovidesmanyopportunitiesforbusinesstoreachmarketsthathaveneverbeen
possibletoreachbeforetheInternetage.Therefore,e-commercecancreatesignificantvalueand
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generateextrasalesthroughthevirtualmarketplace.Althoughe-commerceisalreadybeingwidely
explored,thereisstillconsiderablemarginofgrowthtoitsmaturity(Ascensão,2011).Furthermore,
thereisnoguaranteethatcompaniessellingtheirproductsandservicesthroughInternetchannels
willbesuccessful.Manybusinesseshavenowrealizedthatinstallingcomputernetworksinsidethe
companyandcreatingawebsitemayappeareasy.Butbuildingaprofitablebusinesstofulfilcustomer’s
ordersonlineisactuallyalotharder.Amajorchallengefore-commercesuccessliesinthequestionof
howtousee-commercetohelpcreateasustainablecompetitiveadvantage(Bandyopadhyay,2010).

Thereareavastnumberofstudiesdemonstratingthesuccessfulimplementationofe-commerce,
inmanyindustrialsectors(Ascensão,2011),whichledtoastrongmotivationforthiswork,inorder
tofurtherthestudyofthecriticalsuccessfactorsforimplementingsuccessfulbusinessesthrough
e-commercefrommultipleperspectives.

Thus,inthispaper,astudyofthewholeprocessofonlineshopping,withspecialfocusoncritical
successfactorsanalysisispresentedanddiscussed.Thepaperisorganizedasfollows.Insection2,a
briefdescriptionofthemarketbehinde-commerceispresented.Insection3anextensivereviewon
thestateoftheartisincluded,withtheresearchgapidentified.Section4proposesamulti-perspective
critical success factor analysis anddiscusses, indetail, eachof the critical success factors tobe
consideredwhenputtingforwardanonlineshop.Insection5arepresentedandbrieflydiscussedsome
resultsobtainedregardingthemaincriticalsuccessfactorsstudiedthroughaquestionnairecarried
outinthiswork.Finally,section6putsforwardsomemainconclusionsandplannedfurtherwork.

2. MArKeT deSCrIPTION

Thecompetitiveglobalmarketoftodayrequirescompaniestobeinallpartsoftheworldatthesame
time.E-commerceisasophisticatedtoolforopeningnewbusinessopportunitieswithaconsiderable
competitiveadvantageoverlocalmarkets(Becerra&Korgaonkar,2011).Althoughthereisalreadya
greatadherenceandgrowthofe-commerce,itisexpectedthatthisstillhasahighdegreeofprogression.

Thedemandfornichemarketsandmarketingalliescouldrevolutionizethenewe-commerce.
Recenttechnologicalchangesallowcementingonlinebusinessbyprovidingpaymentproceduresin
asaferwayuptohighlyeffectivelogisticcompanies.Thewholeprocessofcreatingonlinestores
involvesmanytechniquesandmultidisciplinaryareas,requiringasynergyofskillsforobtainingthe
desiredresult(Brege,Brehmer&Rehme,2008).Thus,muchattentionhastobepaidtoavariety
ofsubjectsrelatedwiththisissue,includingthestudyofimplicationsofe-commerceatdifferent
levelsofimpact,particularlyintermsofhumanbehaviourandpreferences,aswellastheanalysis
ofalternativesforitsimplementation.

Understandingwhatdrivesanonlineshoppertobuyonlinethroughawebsite,asanalternativeto
traditionalcommerceisoneofthegoalsthatdistinguishasuccessfulproject,fromaninconsequential
attempt.Awell-knownchallengeforasuccessfulonlinebusinessprovideristhatitneedsinvolvement
from multiple disciplines, such as engineering, design, computing, communications, logistics,
marketingandevenpsychology.

Alongwiththeincreasingsuccessofe-commerceinglobalmarketsinrecentyears,especially
sincemiddle1990s,ithasbeenrecognizedthate-commercesuccesshasbeenhamperedbyanumber
ofreasons.Oneofwhichisthelackofconceptualframeworksthatcandevelopandprovideeffective
successmeasures(Varelaetal.,2016).Theworkpresentedinthispaperismotivatedbythisrecognition
andaims tocontribute to thedevelopmentandprovisionofan integratedview todefinecritical
successfactorsforonlineshopping.Thefollowingsectionwillprovideacomprehensiveliterature
reviewonthetopic(Burgess,2008).
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