
    ISSN (Online) 2456 -1304 

International Journal of Science, Engineering and Management (IJSEM) 

Vol 11, Issue 7, July 2024 

 

52 

Study for Competitive Analysis of E-Commerce 
[1] Prachi Dixit, [2] Dr. Bhanu Sahu 

[1] Research Scholar, Department of Commerce and Management, Madhyanchal Professional University,  

Bhopal, MP, India 
[2] Professor, Department of Commerce and Management, Madhyanchal Professional University,  

Bhopal, MP, India 

Corresponding Author Email: [1] bhartendu2991@gmail.com, [2] bhanuneeraj200@gmail.com 
 

Abstract— The learning process of SMEs and e-commerce is getting much attention from academicians and experts as SMEs play a 

full of force part in producing sizeable amount of nation's income now a day. As a result, SMEs' contributions to the development of 

goods and money-making processes are weighted by their scarce resource needs, which are strong and easily influenced by emotions. 

This makes it important to consider the factors that will influence SMEs' ability to engage in e-commerce. observing a significant 

amount of activity that looks at e-commerce taking on a life of its own among SMEs; furthermore, observations are primarily made by 

gathering at one location on large-scale businesses or organizations; this learning process aims to ascertain the specifics of the 

important elements of e-commerce taking on a life of its own among SMEs in Madhya Pradesh, a middle-sized state in India. Important 

variables like greater opportunities and the force of competition for a certain oval unit are specifically taken into account when doing this 

observational process. Above, above, and beyond, this learning process is directed by taking into consideration design perspectives and 

the process of making observations. Only 137 of the nearly 300 forms for inquiries that were distributed to managers or CEOs from 

various regions were completed. Using the number of times every unit time observations, readiness level for working observations, 

descriptive observations, connection observations, and number of times another regression observations, the process of creating 

observational facts is divided (into smaller portions). 

 

Index Terms—Competitive Pressure, Relative Advantage, Small Enterprises, Medium Enterprises, E-Commerce Adoption. 

 

I. INTRODUCTION 

The phrase "electronic commerce" refers to the act of 

purchasing or selling goods and services using the Internet. It 

describes a business model that allows both individuals and 

organizations to exchange money for goods and services. 

Online purchasing and selling can be facilitated by 

computers, tablets, smart phones, and other smart devices and 

works in four main market sectors. Almost all idea-forming 

products and services, such as music, books, airline tickets, 

and financial services like online banking and stock 

investing, can be acquired or sold through online 

marketplaces. The four market categories that online buying 

and selling operates in are business-to-business, 

business-to-consumer, consumer-to-consumer, and 

consumer-to-business.  

A competitive analysis is a meticulous process of 

conducting observations about your target market. It 

examines your rivals, how consumers learn about them, and 

industry developments in order to provide a comprehensive 

analysis of your brand. One way to begin an in-competition 

analysis would be to concentrate on a specific approach, such 

as giving a competitor's content priority, or you might start 

with something more comprehensive, covering a larger area 

and providing a more comprehensive view, such as trade 

marking and tone of voice. Making greater use of your 

procedures is the first step. I could work at a bag trying to 

make additional electricity for hours on end. preventing you 

from wasting hours researching something that others are 

already aware of and using to their advantage. 

II. REVIEW OF LITERATURE 

In 2020, Jilcott Pitts, S.B., Frentz, F., and Blitstein, J.L. 

provided An analysis using a mixed-methods approach to 

look at the advantages of online grocery shopping in 

Germany and the United States: does health play a role? The 

emergence of online food stores and the resulting shift in 

consumer behavior are discussed in this work, along with the 

findings made about why consumers are altering their food 

property practices. The major family home food provider and 

participants who were at least eighteen years old were the 

sources of data regarding online grocery stores and their 

purchases in Germany and the United States [1]. 

In an omnichannel setting, Buldeo Rai, H., Verlinde, S., 

and Macharis, C. (2019) provided City logistics. According 

to this paper, users live in an omnichannel world where they 

conduct their shopping activities using both online and 

offline channels. In terms of efficiency and continuous 

power, the result is an increase in parcels transported to users' 

"starting place," hard building-covered items for 

transportation systems. This data is required to reconsider 

how parcels are distributed and to assist in creating a road 

map that maximizes the continuous power and quality of life 

provided by structures [2].  

Wisynu Ari G, Anggya Puspita Dewi I (2017) found that 

consumers in Malang were accepting of online grocery 

shopping. This study describes how an Indonesian online 

food store uses the Happyfresh operating system to deliver 

goods to customers. Happyfresh is one of the most popular 

operating systems on the market today. Loka Market Place of 
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Trade is a fantastic market facility that facilitates 

collaboration to supply food store products.As of right now, 

the online food store's ability to function effectively is mostly 

dependent on the loka market. As a result, its place of 

business is still restricted to the Jakarta region [3]. 

In 2020, Wu, Z., Huang, S., and Hu, W. gave studies on the 

combination weighting-improved topsis method for choosing 

green construction projects, The choice of green building 

designs has a major influence on the growth of the southern 

Sichuan goods/money-making zone and is a crucial 

component in securing funding for the ongoing development 

of green buildings in that region, as this research work 

explains [4].  

Factor cluster study of Qingdao Port logistics 

competitiveness was provided by Xu, W., and Gong, X. 

(2020). This study employs factor analysis and 

non-equivalency relation clustering to carefully select 17 put 

value indicators from the dimensions at the transport 

hardware level and software level, respectively, in order to 

clarify the positioning of Qingdao Port's transport logistics 

competition-friendliness among the major coastal harbors in 

China, acknowledge the level of development and 

shortcomings of its own transport, and assign a higher 

position to the thing giving greater value to of its own 

transport logistics competition-friendliness. based on 

2019to-the-point index data for China's principal coastal 

harbors, including Qingdao Port[5]. 

Soderlund, M. and Singh, R. (2020) provided Extending 

the experience construct: a study of supermarket shopping 

done online The goal of this study project is to quantify the 

variables that influence how people receive goods or support, 

such as their experiences shopping at an online grocery store. 

Approach, Methodology, and Design A mixed-methods 

approach was taken; the word count (LIWC) and language 

question were carefully used to make prisoner qualitative 

components of consumers' experiences purchasing food at 

the store; decisions in law The qualitative knowledge was 

supported by the PLS-based analysis, which also highlighted 

the importance of the person receiving support or goods 

service, which explained 42% of the variance in the person 

receiving support or goods satisfaction and 68% of the 

variance in the overall experience[6]. 

Hypothesis is proposed as below: 

H1: There is a significant relationship between relative 

advantage and E-commerce adoption among SMEs in Middle 

state of India. 

H2: There is a significant relationship between competitive 

pressure and E-commerce adoption among SMEs in Middle 

state of India. 

III. METHODOLOGY 

The offered operation of making observations careful way 

taken part with a measures-taking of ceos or managers among 

small and middle-sized undertakings (SMEs) in middle state 

of India to make observation of how specially in relation to 

more chances and in competition force over a given Oval unit 

have power over e-commerce taking as one's own among 

SMEs as given view in Fig.1. (able to be) measured operation 

of making observations by made distribution forms for 

questions is guided by making a request the Respondents how 

the factors have power over on their putting into effect of 

e-commerce in their organizations. 

As an outcome of that, a self-structured form for questions 

would be put on one side to chief company manager or 

manager in SMEs of Middle state of India in order to get 

together the most important first facts. 

Chance one of a number in which simple random 4 one of a 

number will be took up in this learning process as it has 

smallest tendency in a  certain direction and offers the most 

generalizability The questions are grouped and structured 

under the independent not-fixed effects had a discussion 

about in the written works paper. Over half of the items used 

in this form for questions are therefore specially developed 

for this learning process based on written works in operation 

of making observations daily records, newspaper and unit in 

apparatus in guns for placing firing material automatically.  

Coming after, the forms for questions were made 

distribution to possible unused quality Respondents by 

person making observations via electronic connection which 

is computer post chiefly. However, in order to keep in order, 

under control addition of move overviews from Respondents, 

an amount of the forms for questions were made distribution 

personally by person making observations to the 

Respondents. 

In addition, there were a number of belief, tendency to see 

the good take-backs gotten through meeting ways things are 

done narrow way for example facebook.In order to get done 

example size suggested by cavana delahaye and sekaran 

(2011),more than 300 forms for questions were sent out for 

this operation of making observations. 

 
Figure1: Conceptual Framework [6] 
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IV. ANALYSIS AND FINDINGS 

Round 300 forms for questions were made distribution and 

only 137 forms for questions were in order. over-all, the 

move rate is about 45.61% and it is predicted that the 

non-response reasons might be because of, in relation to 

special to some science or trade unsuccessful person while 

giving (up/over/to) form for questions to the Respondents, 

the computer error of Respondents’ lands ruled over or the 

computer post account that Author attempted to get stretched 

to does not currently be in existence anymore and so on. 

Among 137 Respondents, 82 (59.9%) are males while 

55(40.1%) are females. Facts also supported a discovering 

that more than half of Respondents which is approximately 

59.3% do not own their company place in the net while there 

are only 40.7% which is 110 Respondents have as owner their 

own company place in the net. 

A. Descriptive statistics 

Table 1 let see the suggest for all not-fixed effects which 

ranged between 1.3407 and 3.1117.suggest for in relation to 

more chances is 2.7834,in competition force over a given 

square unit is 3.1117,and the size, range, degree of 

e-commerce taking as one's own is 1.3407,points to the 

Respondents mean agreed with the questions in general in 

terms of in relation to more chances and in competition force 

over a given square unit. turned round, put the other way, for 

the size, range, degree of e-commerce taking as one's own, 

greater number or part of the Respondents are not at all used 

or occasionally using the e-commerce in their organization. 

Table 1: Descriptive Analysis 

Variables Mean 
Standard 

Deviation 

Relative Advantage 2.7834 0.61349 

Competitive Pressure 3.1117 0.49675 

The extent of 

E-commerce Adoption 
1.3407 1.00635 

 
Figure2: Comparison between Mean and SD 

From Table 1, it can also be seen that the value of quality 

example amount gone away from straight for the size, range, 

degree of e-commerce taking as one's own is 1.00635, which 

is greatly sized from suggest value which gives knowledge of 

that quality example amount gone away from straight value 

for the size, range, degree of e-commerce taking as one's own 

is less get, come together at one point or being small. It is 

added that quality example amount gone away from straight 

value for in relation to more chances and in competition force 

over a given square unit is 0.61349 as well as 0.49675.For 

that value, moves from Respondents are given credit as got, 

came together at one point as the values are smaller from 

suggest value. 

B. Reliability analysis 

The number items of each not-fixed effects and the 

Cronbach first or top were made clear in Table 2.In this 

learning process, any one thing on a list that was not 

important will be taken out in order to get the highest level of 

being ready for working of the measurement. looking upon 

sekaran (2009),the nearer the number in sign of level of being 

ready for working coefficient to 1.00,the better the apparatus 

generally in view of the fact that level of being ready for 

working over 0.80 is good and those less than 0.60 is 

measured to be poor. 

Table 2: Reliability Analysis 

Variables 
Number of 

Items 

Cronbach 

Alpha 

Relative Advantage 7 0.892 

Competitive Pressure 5 0.743 

The extent of 

E-commerce Adoption 
10 0.892 

 
Figure3: Number of Items and Cronbach Alpha With 

Variable 

In this way, all not-fixed effects were taken according to 

Table 2, which ranging from 0.743 to 0.892,in which in 

relation to more chances and the size, range, degree of 

e-commerce taking as one's own get the same level of being 

ready for working coefficient. 
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C.  Correlation analysis 

The Pearson's connection is given work to discover the 

relation between at least 2 unbroken stretch not-fixed effects. 

Davis (1997) rule of thumb testified that 0.70 and above 

indicated very strong relation, 0.30-0.49 indicated middle 

relation in view of the fact that 0.10 indicated very low 

relation between 2 not-fixed effects. 

From Table 3, the discovering let see that connection 

between in relation to more chances and the size, range, 

degree of e-commerce taking as one's own is given view in 

r-value which is 0.835 or 83.5% at 99% with self-belief space 

(times) between. In according to the rule of thumb by Davis 

(1997), this is like to a strong and positive relation. In 

addition, the connection is important at 0.05 levels (2-tailed). 

This discovering of this learning process is strongly 

supported by earlier studies that represented in relation to 

more chances has positive relation with the putting into effect 

of e-commerce. The second connection is between in 

competition force over a given oval unit and the size, range, 

degree of e-commerce putting into effect among SMEs and 

the discovering event that r-value is 0.845 which has the 

sense of very strong relation between these 2 not-fixed 

effects. In addition, the connection is important at 0.01 levels 

(2-tailed) and the learning process discovering is supported 

by before studies which indicated that in competition force 

over a given oval unit has positive and strong relation with 

e-commerce taking as one's own. 

Table 3: Correlation Analysis 

Relative 

Advantage 

Competitive 

Pressure 

Extent of E-commerce 

adoption among SMEs 

1   

0.678 1  

0.835 0.845 1 

Note: * Correlation is significant at 0.05 levels (2-tailed) 

** Correlation is significant at 0.01 levels (2-tailed) 

D. Regression Analysis 

As given view in Table 4, the quality example coefficient 

is 0.569 for in relation to more chances while in competition 

force over a given square unit is 0.239.The value of r-square 

points to that 58 % of the authority to change in the size, 

range, degree of e-commerce taking as one's own can be 

predicted from the not-fixed effects of in relation to more 

chances as well as in competition force over a given oval unit. 

Table 4: Regression Analysis (Dependent variable: The 

extent of E-commerce adoption among SMEs) 

Independent 

Variables 
Beta 

Significance value 

(Sig.) 

Relative Advantage 0.569** 0.000 

Competitive 

Pressure 
0.239** 0.001 

In the time between, the p-value is made a comparison of 

with the first or top value (normally 0.05) and if small, it can 

be took as true that the independent not-fixed effect 

constantly have in mind the dependent not-fixed effect. 

looking upon Table 4,it can be let be seen that the 

independent not-fixed effects which are in relation to more 

chances P= 0.000 and in competition force over a given 

square unit P= 0.001 event a statistically important relation 

with the size, range, degree of e-commerce taking as one's 

own among SMEs and they can be used to safely say what 

will take place in the future with the size, range, degree of 

e-commerce taking as one's own among SMEs in Middle 

state of India In a nut covering, in relation to more chances 

together with in competition force over a given square unit 

has important have power over on e-commerce taking as 

one's own among SMEs in Middle state of India. 

 
Figure 4: Beta and Significance value 

Table 5: Summary of the Hypotheses testing results from 

Multiple Regression Analysis 

Hypothesis Remarks 

There is a relationship between Relative 

Advantage and E-commerce adoption among 

SMEs in Middle state of India. 

Supported 

There is a relationship between Competitive 

Pressure and E-commerce adoption among 

SMEs in Middle state of India. 

Supported 

Table 5 sharply presents short account of the starting idea 

testing results from number times another regression 

observations. The first starting idea which is There is a 

relation between in relation to more chances and e-commerce 

taking as one's own among SMEs in Middle state of India is 

supported while second starting idea which is There is a 

relation between in competition force over a given square 

unit and e-commerce taking as one's own among SMEs in 

Middle state of India is supported as well. 

V. DISCUSSION AND CONCLUSION 

From the discovering of the learning process (See Table 5), 

it showed that there is important have power over of in 
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relation to more chances in the direction of putting into effect 

of e-commerce among SMEs. The outcome of this learning 

process makes good before studies which discovered that in 

relation to more chances was an important person making 

statements about the future for putting into effect of 

e-commerce among SMEs. On the opposite, the discovering 

of this learning process is self-opposite with make 

observations guided by Soh et 3 Al 4. (1997)in Singapore and 

having experience of acted on by seyal et 3 Al 4. (2003) in 

brunei which detailed the greater number or part of ceos of 

SMEs were being unready about the in relation to benefits 

that can be gained from e-commerce taking as one's own. 

This learning process make observation of that the ceos who 

instrument e-commerce taking as one's own importantly have 

belief in that e-commerce not only able to increase amount of 

exchange of goods, undergo growth market statement of 

part-owners, cut down gives idea of price, great act new 

business prospects but also will get more out of relation with 

dealers and living with another for payment. Although in 

competition force over a given square unit can be used to 

level of being ready for working have in mind the dependent 

not-fixed effect but this discovering is primarily not 

supported by operation of making observations completed by 

Chang (2006) in taiwan whereby it pictured that conditions 

Context (in competition force over a given square unit) did 

not considerably send in to the scaled-copy for saying what 

will take place in the future with the size, range, degree of 

e-commerce taking as one's own from the complete number, 

order, group, line of predictors possibly because of, in 

relation to point  or amount different of society development 

and society in high stage of development. In addition, this 

having experience of is also not made certain of by former 

learning process under OTE design to be copied that out-side 

in competition force over a given oval unit is not important to 

e-business taking as one's own whereby the B= -0.06, T = 

-0.35, P< 0.10 (Suhaiza, Noornina,Yusof, 2009). 
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