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ABSTRACT

Online shopping is nowadays is a highly frequent action but there are several critical factors that
have to be considered for enabling websites and platforms to be able to offer all necessary requisites
for guaranteeing user friendly, secure and also enjoyable shopping experiences to clients, offering
them exactly what they expect to buy, and quickly find, among a huge offer available online. In this
paper, a set of considered critical success factors are analysed on a set of top ranked websites, about
luxurious furniture, to understand to what extent these critical factors are satisfied. The results can
be taken into consideration for implementing a successful business through e-commerce from herein
analysed perspectives.
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1. INTRODUCTION

Online shopping is growing fast as an interesting alternative way of buying experience, which has
emphasized the relevance of the growing instrumentalization usefulness of the web through websites
and platforms for supporting e-commerce (Alturas, Santos & Brites, 2006). Essentially, e-commerce
is a type of e-business involving goods, services and information in which the parties involved do not
always meet physically but interact electronically. The benefit of e-commerce is of course evident.
For example, the potential of placing orders, transferring sales data and inventory information, and
conducting the transactions online can significantly reduce business operations cost and increase the
speed of business activities.

Given the existing competitiveness in the nowadays global market context, there is an increasing
need to reach the maximum number of customers within particular niche markets (Abdallah & Jaleel,
2014). E-commerce provides many opportunities for business to reach markets that have never been
possible to reach before the Internet age. Therefore, e-commerce can create significant value and
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generate extra sales through the virtual marketplace. Although e-commerce is already being widely
explored, there is still considerable margin of growth to its maturity (Ascensao, 2011). Furthermore,
there is no guarantee that companies selling their products and services through Internet channels
will be successful. Many businesses have now realized that installing computer networks inside the
company and creating a website may appear easy. But building a profitable business to fulfil customer’s
orders online is actually a lot harder. A major challenge for e-commerce success lies in the question of
how to use e-commerce to help create a sustainable competitive advantage (Bandyopadhyay, 2010).

There are a vast number of studies demonstrating the successful implementation of e-commerce,
in many industrial sectors (Ascensao, 2011), which led to a strong motivation for this work, in order
to further the study of the critical success factors for implementing successful businesses through
e-commerce from multiple perspectives.

Thus, in this paper, a study of the whole process of online shopping, with special focus on critical
success factors analysis is presented and discussed. The paper is organized as follows. In section 2, a
brief description of the market behind e-commerce is presented. In section 3 an extensive review on
the state of the art is included, with the research gap identified. Section 4 proposes a multi-perspective
critical success factor analysis and discusses, in detail, each of the critical success factors to be
considered when putting forward an online shop. In section 5 are presented and briefly discussed some
results obtained regarding the main critical success factors studied through a questionnaire carried
out in this work. Finally, section 6 puts forward some main conclusions and planned further work.

2. MARKET DESCRIPTION

The competitive global market of today requires companies to be in all parts of the world at the same
time. E-commerce is a sophisticated tool for opening new business opportunities with a considerable
competitive advantage over local markets (Becerra & Korgaonkar, 2011). Although there is already a
great adherence and growth of e-commerce, it is expected that this still has a high degree of progression.

The demand for niche markets and marketing allies could revolutionize the new e-commerce.
Recent technological changes allow cementing online business by providing payment procedures in
a safer way up to highly effective logistic companies. The whole process of creating online stores
involves many techniques and multidisciplinary areas, requiring a synergy of skills for obtaining the
desired result (Brege, Brehmer & Rehme, 2008). Thus, much attention has to be paid to a variety
of subjects related with this issue, including the study of implications of e-commerce at different
levels of impact, particularly in terms of human behaviour and preferences, as well as the analysis
of alternatives for its implementation.

Understanding what drives an online shopper to buy online through a website, as an alternative to
traditional commerce is one of the goals that distinguish a successful project, from an inconsequential
attempt. A well-known challenge for a successful online business provider is that it needs involvement
from multiple disciplines, such as engineering, design, computing, communications, logistics,
marketing and even psychology.

Along with the increasing success of e-commerce in global markets in recent years, especially
since middle 1990s, it has been recognized that e-commerce success has been hampered by a number
of reasons. One of which is the lack of conceptual frameworks that can develop and provide effective
success measures (Varela et al., 2016). The work presented in this paper is motivated by this recognition
and aims to contribute to the development and provision of an integrated view to define critical
success factors for online shopping. The following section will provide a comprehensive literature
review on the topic (Burgess, 2008).



17 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/article/analysing-critical-success-factors-for-

supporting-online-shopping/189210

Related Content

Portal Combat Revisited: Success Factors and Evolution in Consumer Web
Portals

John M. Gallaugherand Charles E. Downing (2005). Web Portals: The New
Gateways to Internet Information and Services (pp. 40-63).
www.irma-international.org/chapter/portal-combat-revisited/31169

Installation and Maintenance Costs

Jana Polgar, Robert Mark Braumand Tony Polgar (2006). Building and Managing
Enterprise-Wide Portals (pp. 216-218).
www.irma-international.org/chapter/installation-maintenance-costs/5977

Facet of Modeling Web Information Systems from a Document-Centric View
Bélint Molnarand Andras Benczur (2013). International Journal of Web Portals (pp.
57-70).
www.irma-international.org/article/facet-of-modeling-web-information-systems-from-a-document-
centric-view/103983

Analysing Critical Success Factors for Supporting Online Shopping

Maria Leonilde R. Varela, Goran D. Putnik, Maria do Sameiro Carvalho, Luis Ferreira,
Maria Manuela Cruz-Cunha, V. K. Manupatiand K. Manoj (2017). International
Journal of Web Portals (pp. 1-19).
www.irma-international.org/article/analysing-critical-success-factors-for-supporting-online-
shopping/189210

GIS Based Interoperable Platform for Disaster Data Exchange Using OGC

Standards and Spatial Query
Sunitha Abburu (2017). International Journal of Web Portals (pp. 29-51).
www.irma-international.org/article/gis-based-interoperable-platform-for-disaster-data-exchange-

using-ogc-standards-and-spatial-query/183650



http://www.igi-global.com/article/analysing-critical-success-factors-for-supporting-online-shopping/189210
http://www.igi-global.com/article/analysing-critical-success-factors-for-supporting-online-shopping/189210
http://www.igi-global.com/article/analysing-critical-success-factors-for-supporting-online-shopping/189210
http://www.irma-international.org/chapter/portal-combat-revisited/31169
http://www.irma-international.org/chapter/installation-maintenance-costs/5977
http://www.irma-international.org/article/facet-of-modeling-web-information-systems-from-a-document-centric-view/103983
http://www.irma-international.org/article/facet-of-modeling-web-information-systems-from-a-document-centric-view/103983
http://www.irma-international.org/article/analysing-critical-success-factors-for-supporting-online-shopping/189210
http://www.irma-international.org/article/analysing-critical-success-factors-for-supporting-online-shopping/189210
http://www.irma-international.org/article/gis-based-interoperable-platform-for-disaster-data-exchange-using-ogc-standards-and-spatial-query/183650
http://www.irma-international.org/article/gis-based-interoperable-platform-for-disaster-data-exchange-using-ogc-standards-and-spatial-query/183650

