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Introduction 
Today, information and communication technologies have become so rampant that the world‟s economic prosperity 

depends on them. The widespread use of the internet has motivated entrepreneurs to engage in online business thereby 

causing an e-commerce revolution. E-commerce has been supported by various enablers including increased internet 

penetration around the world and the emergence of new wireless network technologies such as 3G and LTE 

(communications technologies) that provide very fast browsing speeds. According to Al-Otaibi and Bach (Al-Otaibi et 

al., 2014), e-commerce has mostly benefited small and medium companies because it eases marketing and advertising 

that would otherwise have cost them a fortune. Laudon et al., (2014) predict that the internet will continue being relevant 

even in the new knowledge economy because it removes communication barriers that prevent seamless interaction 

among companies for instance language, culture and geographical distance. With e-commerce, organizations can easily 

communicate, share information, and do business rapidly and conveniently. The term e-commerce emerged only in latest 

years as businesses became aware of the potential role of the internet as a powerful tool for conducting business. With e-

commerce, local economies and businesses can become global within a very short period of time. Even within the local 

context, the effect of e-commerce is still felt as it enhances communication, information sharing and business 

transactions among investors, managers, customers and other stakeholders (Anderson et al, 2011). Today, the discussion 

Abstract 
Organizations worldwide have increasingly come to depend on electronic commerce systems, which are 

progressively assuming significant roles in business operations. While e-commerce offers new avenues for revenue 

generation and customer engagement, some organizations exhibit reluctance and negligence in its effective 

implementation, which can hinder potential advantages and result in competitive disadvantages. The primary 

objective of this study is to identify the key enablers essential for the successful implementation of e-commerce 

systems. A comprehensive review of the literature reveals several crucial enablers, including IT infrastructure, 

enterprise integration, compatibility, security, user-friendly websites, IT agility, omnichannel capabilities, and the 

adoption of innovation. These factors are foundational in facilitating the seamless integration of e-commerce into 

existing business frameworks. This study aims to provide actionable insights for managers and decision-makers on 

how these enablers can be strategically leveraged to enhance e-commerce implementation. By understanding the 

interplay between these elements, organizations can position themselves to maximize the benefits of e-commerce, 

ultimately leading to increased market presence and improved customer satisfaction. 

The findings will also pave the way for future research, which will explore barriers to effective e-commerce 

implementation and strategies for overcoming these challenges. Overall, this study seeks to contribute to the 

understanding of e-commerce dynamics and provide a roadmap for organizations aspiring to excel in the digital 

economy. 
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on utilizing e-commerce is one of the current and hot debates in the world of trade and commerce. Due to indefinite 

advantages of e-commerce, interest of organizations to employ this, is being increased, day-by-day. Private organizations 

in mildest are taking the chance by becoming part of these technology revolutions. Consequently, it's important to 

conduct a study that highlight the importance of e-commerce and investigate the key success enablers for e-commerce 

implementation. 
 

Research methodology  
In this research, the design will be descriptive. The case study based on the qualitative method will be chosen because the 

data gathered thusly answered the questions of how, why, and which element were in place and related to the success of 

e-commerce. The researchers will undertake some case studies as a vehicle for empirical research which will be used to 

develop a theory concerning the success of ecommerce. The case studies will be based on five companies from different 

sectors in gulf countries. The aim is to develop an understanding of how the literature could be interpreted in a real-world 

environment. 

 

E-Commerce Importance 
The positive influence of e-commerce on the retail landscape has garnered significant interest within informatics and 

business circles. Many organizations have experienced substantial benefits shortly after integrating e-commerce into their 

traditional offline operations. According to (Kanchanopast, 2014) businesses have successfully leveraged e-commerce to 

strengthen connections with customers and business partners. Kanchanopast, (2014) defines e-commerce as the 

utilization of the internet to securely trade goods, services, and information. Furthermore, (Cegielski and Rainer, 2012) 

characterize e-commerce as the integration of business processes that enable electronic transactions involving products, 

services, and information through computer networks. The advent of e-commerce has led to increased organizational 

efficiency and performance, resulting in numerous operational and strategic advantages for businesses Ray et al., (2011). 

This transition has enabled both small and medium-sized enterprises as well as large multinational corporations to 

enhance their brand visibility while minimizing costs, thereby improving profitability (Al-Otaibi et al., 2014). 

Consequently, e-commerce has emerged as a focal point of interest among academics, government entities, and 

practitioners in the manufacturing and service industries. 

 

Li and Ma (2019) highlight that e-commerce accelerates the innovation of modern service concepts within the physical 

retail sector. Utilizing the "self-support + platform" model, e-commerce has introduced significant development 

opportunities for brick-and-mortar retailers, leading to substantial improvements in operational efficiency. However, e-

commerce has also transformed traditional working methods and consumer mindsets, thereby encroaching upon the 

offline market. As a result, many physical retail businesses may struggle to survive if they are unable to align with 

evolving consumer needs. Further, Chen (2018) discusses how e-commerce technology enhances the circulation of goods 

by transforming the manner in which retailers present product information and how consumers access this information, 

thereby improving demand matching efficiency. Nonetheless, the author expresses concerns that this shift may lead to 

increased offline search costs for consumers, potentially undermining overall market efficiency. The impact of e-

commerce development on the retail industry has been extensively examined in the academic literature. Zhang et al. 

(2016) identified a Granger causality relationship between e-commerce revenue and the turnover of physical retail, 

demonstrating through empirical tests that e-commerce has a statistically significant negative correlation with the 

traditional retail sector. Furthermore, their analysis highlights that the effects of e-commerce vary across different retail 

formats. Dong (2018) emphasizes that e-commerce, as an emerging sales model, exerts a considerable influence on the 

traditional retail landscape. Specifically, it has attracted a portion of the customer base from traditional retail, resulting in 

diminished sales profits and contributing to phenomena such as supermarket closures and the underutilization of 

commercial spaces. Jia et al. (2017) suggest that large retail enterprises are likely to evolve towards new marketing, 

competitive, and managerial paradigms. These paradigms may include the integration of online and offline channels, 

cross-border collaborations across various consumption formats, and a service experience-centered approach, with an 

emphasis on informativeness and contextualization in sales strategies. 
 
 

The potential of e-commerce has solidified its role as a transformative tool in emerging economies, creating significant 

opportunities for businesses and consumers alike. However, these emerging markets often grapple with unstable business 

environments and diverse cultural landscapes, making it challenging to design a one-size-fits-all e-commerce 

implementation strategy. Each country's unique socio-economic conditions necessitate tailored approaches that consider 

cultural nuances, regulatory frameworks, and existing infrastructural capabilities. 
 

Digital Retail Landscape  
Focusing on Saudi Arabia, the situation presents both promise and challenges. According to the Communications and 

Information Technology Commission (CITC, 2016), the number of internet users in Saudi Arabia surged from 41% in 

2010 to 92% in 2023, reflecting a growing digital engagement among the populace. This increasing connectivity bodes 

well for the adoption of e-commerce services, which, although relatively nascent in the country, is witnessing a notable 



Global J Res Bus Mng. 2024; 4(5), 136-143 

                  @ 2024 | PUBLISHED BY GJR PUBLICATION, INDIA                       
 

138 

rise in consumer interest and usage. However, despite this enthusiasm, the pace of e-commerce implementation within 

the business sector raises concerns.  
 

A study by CITC underscores that, while there is a general perception of e-commerce being favored by businesses in 

Saudi Arabia, only a limited number of firms—primarily within the manufacturing sector—have successfully adopted 

robust e-commerce practices. This disparity indicates a lag in the broader adoption of e-commerce across other sectors, 

thus highlighting potential areas for growth.   The promising growth rates of the IT sector position Saudi Arabia as one of 

the leading destinations for e-commerce investment in the Middle East. This potential is further enhanced by the 

country's distinct advantages across various sectors, distinguishing it from other nations in the Gulf region Alrawi, K.W. 

and Sabry, K.A. (2009). The Saudi government has shown a proactive stance toward fostering a conducive environment 

for e-commerce, as evidenced by initiatives such as the establishment of a dedicated firm for overseeing online 

transactions, alongside implementing comprehensive legal frameworks governing e-commerce activities. Such 

government support not only facilitates the establishment of secure and efficient online platforms but also instills 

confidence in both local and international investors. 

 

Key Factors for E-Commerce Implementation 

This study aims to identify the key enablers for e-commerce implementation, providing organizations with a framework 

for successfully adopting e-commerce systems. Understanding these enablers will clarify the critical elements necessary 

for designing and executing an effective e-commerce strategy. 
 

Table 1. summary of enablers 

No.  Enablers No. of Evidence  

1 IT Agility 7 

2 IT Infrastructure 6 

3 Omni-Channel 6 

4 Corporate Consolidation 4 

5 Security 14 

6 Harmony 6 

7 Handy Website 8 

8 Adoption of innovation 4 

 

Corporate Consolidation 
In contemporary business environments, technology has emerged as a pivotal enabler in addressing both internal and 

external operational challenges. The interconnectedness of processes necessitates a focus on environmental enablers that 

rely on this integration (Abbasi et al., 2o15). Enterprise integration involves utilizing technology to consolidate software, 

hardware, information, and other resources to create impactful and resource-driven organizational processes (Abbasi et 

al., 2o15). This academic discipline examines cooperation and communication within organizations, centering on topics 

such as distributed computer networks, product data exchange, electronic data interchange, and system interconnection 

Fowler, M. (2002). As highlighted by Sealey, R., (2000), the success of e-commerce hinges on the integration of 

processes among customers, businesses, and relevant partners. Establishing a platform for integrating the virtual roles of 

stakeholders in a business transaction fosters customer loyalty and enables efficient data management across various 

applications and systems. Manual data handling becomes increasingly challenging; thus Gallegos, G. (2014) asserts that 

e-commerce companies integrating various applications for product ordering and fulfillment see improved profit margins 

due to reduced delivery times. Nevertheless, as the business landscape continues to evolve, emerging challenges will 

necessitate more sophisticated approaches to enterprise integration. 

 

Information Technology Infrastructure 
Historically, IT infrastructure has been recognized as a fundamental source of competitive advantage and a critical 

determinant of organizational success. Such infrastructure supports business operations and encompasses various 

elements, including IT facilities, equipment, applications, and processes that bolster the functional areas of the 

organization. Broadbent et al. (1999) define IT infrastructure as the foundational element of the IT portfolio, shared 

throughout the organization in the form of reliable services and usually coordinated by the information systems group. In 

the context of e-commerce, robust IT infrastructure extends beyond having the right technology; Alsmadi et al., (2009) 

highlight the importance of infrastructure in facilitating successful e-commerce transactions. Robertson and Sribar (2002) 

emphasize that inadequate technology support can lead to financial losses, while strategic investment in aligned IT 

infrastructure can significantly improve business process quality [32]. Consequently, prioritizing IT infrastructure is 

essential to mitigate time, cost, and resource inefficiencies that may arise from frequent reconfiguration in response to 

evolving market dynamics or technological advancements Schalken et al., 2005; Traxler, D. 2012). 
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Security 
As businesses increasingly automate their applications and store sensitive information, the significance of security 

continues to rise. Whitman and Mattord, (2011) define security as the state of being protected against threats or harmful 

entities. A system is deemed secure when it safeguards information from unauthorized access or alterations (Bullock., 

2014). Johnson and Goetz, (2007) underscore that security is paramount not only in the design of new products and 

services but also in maintaining the relevance of existing offerings. A consensus exists among scholars about the growing 

importance of information system security (Ling, C. Y. (2001), Fumy, W. (2004). Despite security concerns, user 

engagement in online shopping remains robust. A report by Hosting Facts, (2016) indicates that over 40% of smartphone 

users participated in online shopping in 2016. However, the tolerance for security risks may diminish if appropriate 

measures are not taken. For e-commerce ventures to thrive, secure transactions must be a priority Kanchanopast. S. 

(2014), Mukherjee et al., (2003). Ensuring user security and privacy correlates positively with the growth of e-commerce 

platforms Kanchanopast. S. (2014), Makki, E., & Chang, L. (2015). Studies indicate that security considerations are 

crucial for the technical dimension of e-commerce implementation Kanchanopast. S. (2014), Makki, E., & Chang, L. 

(2015). 

 

Harmony 
For an IT project to be successfully implemented, it must align with the organization’s needs, goals, and cultural values 

Akbulut, A. (2002), MOHAMED, R. M. F. (2014), Al-Ghaith et al., 2010). Ensuring compatibility is crucial, as it fosters 

trust among potential adopters. An IT innovation that is highly compatible is significantly advantageous for an 

organization. When existing systems are compatible with internet-based transactions, the effort required to integrate new 

innovations is reduced, facilitating the adoption of e-business practices Teo et al., (1997). Overall, compatibility serves as 

an essential metric for evaluating the effectiveness of e-commerce initiatives and is a key enabler for the successful 

implementation of e-commerce solutions Al-Ghaith et al., 2010), Cosgun et al., 2012), Ling, C. Y. (2001) 

 

Handy Website 
An e-commerce website must not only convey essential information about products but also be visually appealing and 

engaging for target consumers. This is particularly vital for websites with extensive product offerings. Increased 

competition compels online retailers to provide a wider array of products and services to enhance convenience for their 

customers (Salehi et al., 2012). Convenience is defined as “the usability of the website for the purpose for which it was 

designed” Feindt et al., (2002). It also involves efforts made by e-commerce sites to reduce the time and effort required 

by consumers during their shopping experience. To improve convenience, website design should take into account 

elements such as availability convenience, benefit convenience, transaction convenience, decision convenience, and post-

purchase convenience Salehi et al., (2012). Given the nature of online shopping, e-commerce websites should offer more 

comprehensive product information than what is typically available in physical stores Keh, T. H., & Shieh, E. (2001). 

Chen and Dhillon, (2003) highlight that the trustworthiness of an e-commerce venture is closely tied to its usability, 

functionality, structure, and design. Features like increased choices, easier comparisons, fast searches, and competitive 

pricing serve as incentives for online shoppers (Salehi et al., 2012). Research by Turban and Gehrke, (2000) affirms that 

website attributes such as security, navigation efficiency, customer orientation, content quality, and loading speed are 

crucial determinants of an e-commerce venture's success. Salehi et al. (2012) assert, “Website information convenience is 

an important enabler to attract customers and plays a key role in e-commerce success.” Therefore, convenience is a vital 

consideration in e-commerce design and can serve as a competitive advantage. 

 

Adoption of innovation 
Odhiambo, (2013) asserts that achieving operational efficiency and improved customer service, whether in existing or 

new businesses, is a long-term journey marked by ongoing innovation. Salehi et al. (2012) differentiate between 

innovation and invention, defining innovation as "doing something which did not exist before in a particular territory or 

technical area." According to Rogers [48], key attributes of innovations include trialability, observability, security and 

confidentiality, complexity, compatibility, and relative advantage. As noted by Odhiambo, (2013), the adoption of e-

commerce is heavily influenced by customer perceptions of innovation. Furthermore, Duan et al. (2012) indicates that 

pressure from trading partners to innovate positively correlates with the likelihood that a business will embrace new 

technological advancements. 
 

IT Agility 
The demand for diverse product offerings, tailored to evolving customer needs, drives rapid changes in market trends. 

Promoting agility within organizations is crucial, enabling them to swiftly adapt to market fluctuations while maintaining 

quality and controlling costs (Somanath et al., 2013). Gong and Janssen (2010)  first introduced the concept of agility in 

1991, recognizing its importance in flexible business practices. Sengupta and Masini (2008) describe IT agility as the 

ability to replace or reconfigure IT systems in response to changes in the market landscape. Belanger and Anderson 

(2015) identify four key characteristics of e-commerce agility: market entry, features and functionality, dynamic content, 
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and the integration of the latest technologies. IT agility is essential, as it allows organizations to leverage new 

technologies and swiftly respond to market changes. For e-commerce systems to maximize their success, it is imperative 

that they incorporate IT agility L2Inc, (2015), MuleSoft, (2012), van Oosterhout, M. (2010). 
 

Omni-Channel 
Many organizations that adopted e-commerce missed out on opportunities because their focus was limited to one or two 

channels, neglecting others that could have generated more sales, improved customer experiences, and enhanced brand 

value. This oversight can lead to significant losses and diminish competitive advantage. Implementing an omni-channel 

strategy addresses these concerns Pollamarasetty, S., & Potti, R. (2016). Omni-channel refers to creating a cohesive and 

seamless experience for consumers, regardless of the phase of their purchasing journey or the channels they utilize 

Pollamarasetty et al., (2016), Brynjolfsson et al., (2013). Gupta et al. (2004) emphasize the importance of recognizing the 

elements that influence consumers' channel choices. Additionally, Wallace et al. (2004) note that prior research supports 

the efficacy of omni-channel approaches in enhancing service performance across various customer interaction channels. 
 

Conclusion 
The paper has systematically reviewed the existing literature on e-commerce, highlighting its critical significance not 

only in the Mildest context but also in the broader global marketplace. The study identifies several key enablers essential 

for the successful implementation of e-commerce systems, including enterprise integration, IT infrastructure, security, 

compatibility, website convenience, innovation adoption, IT agility, and omnichannel strategies. These enablers 

collectively facilitate the seamless integration of e-commerce into organizational operations, thus enhancing overall 

effectiveness and competitiveness. 
 

The insights gained from this analysis underscore the importance of a strategic approach to e-commerce implementation, 

particularly as organizations navigate the complexities of the digital landscape. Furthermore, the findings lay a solid 

groundwork for future research endeavors aimed at exploring these enablers in greater depth, assessing their impact 

across diverse organizational contexts, and identifying potential barriers to implementation. Ultimately, fostering a 

deeper understanding of these critical factors is vital for organizations aspiring to leverage e-commerce as a driver of 

growth and innovation. As the digital economy continues to evolve, this research contributes valuable knowledge that 

can guide practitioners and scholars in optimizing e-commerce strategies to achieve sustainable business success. 
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