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Abstract 

Romanian companies are expanding in the online environment very fast due to high-speed Internet 

connections and availability of software programmers. Due to the increasing popularity of 

smartphones, many entrepreneurs have various opportunities to start or extend their online businesses. 

The increasing number of open APIs provided by local or global suppliers offer many possibilities 

for digitalizing a company and extending its activity locally or globally with less resources. Billing 

companies, shipping companies, advertising companies and other ecommerce related companies are 

developing business software to facilitate the communication between the most popular ecommerce 

platforms from the local and international market. The research identified which are the most 

important processes for ecommerce stores and the level of processes digitalization. For obtaining 

accurate conclusions our quantitative research was applied to ecommerce entrepreneurs from many 

niches in companies which are based in Romania. Our results can help to understand the current state 

of the Romanian ecommerce market and if entrepreneurs and managers would improve or invest in 

new technologies. Fast business digitalization can offer new opportunities for small and medium 

enterprises in order to extend locally or even globally. 
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Introduction  

The main objective is to determinate the actual state of ecommerce stores and how they are creating 

added value to the potential customers. The second objective is to identify the markets where 

entrepreneurs are acting on, which are their strengths and weaknesses, and also in which way they 

are adopting new technologies. For this research, we measured facts and perceptions based on a 

quantitative research. The research was addressed to business owners and administrators of Romanian 

online stores. The objectives of the conducted research are the following: (1) Identifying the current 

activity volume of manning an online store in Romania, (2) Identifying the average number of 

employees involved in the online store activity, (3) Researching the size of the digital showcase of 

products that help to get online orders, (4) Obtaining statistical correlations between the processes 

that contribute to an online store's activity. 

In order to design the questionnaire, we took into consideration both the respondent’s experience 

on how he/she effectively uses the digital ecosystem to generate and obtain added value. According 

to Briscoe (2009) digital ecosystems are socio-technical, distributed and adaptable, with the ability 

to organize, scale and sustain, digital ecosystems being inspired by natural ecosystems (Briscoe, 

2009). Although difficult to define, performance will be measured from the perspective of the 

respondent’s perception of the current business efficiency. Richard et. al (2009) considers 

organizational performance to cover three specific areas of a company: (a) financial performance 

(profit, asset income, return on investments), (b) product performance on the market (sales, market 

share) and (c) shareholders returns (returns, economical added value) (Richard, et al., 2009). 

1. Methodology  

In order to identify the perception of the respondents regarding their own online store activity and the 

actual state of existing processes efficiency, two types of questions were used. These types of 

questions have identified the perception of the value proposition and questions about the current state 

of its representation in the managed organization.  By using these types of questions, it was possible 

to identify whether in the case of some respondents the cognitive dissonance phenomenon appears. 

Almoatazbillah Hassan (2012) states that the concept of the value proposition does not have a specific 

definition, even if the term is used frequently. Thus, it can be defined as a complete set of experiences 

that the organization provides to the customers, including the value provided for a certain amount of 

money. There are 3 types of value proposition, the full benefits, the favorable points and differences 

that the clients perceive (Hassan, 2012). 

The proposed variables were statistically analyzed and measured by using the Likert scale, in order 

to identify the perception regarding the benefits offered to the existing and potential customers of the 

entrepreneurs who own an online store. This perception is very important because we can identify 

the key points that can be improved by digitalization, so as to provide an easier, less costly experience. 

The current state of digitalization affects the revenue of online stores trough online advertising. 

Digitalization is required in advertising campaigns, according to Bleier & Eisenbeis (2015), the click-

through rate in the survey conducted increased by 27% (from .40% to .51%) as a result of a higher 

degree of personalization of commercials and a higher interest on customer preference approach by 

analyzing past online acquisitions (Bleier & Eisenbeis, 2015). 
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Lee & Ha (2018) consider that prefabricated applications and Application Programming Interface 

(API) services reduce the barriers of bringing customers new products and services more quickly by 

integrating solutions and services (Lee & Ha, 2018). 

Jennifer Xue considers that together with Business Intelligence (BI) and synchronized application 

functionalities, better and faster decision can be made. For this purpose, only software applications 

that provide real-time data collection and reporting should be adopter. Integrating BI with data is 

crucial for ensuring a prompt approach to problems (Xue, 2018). 

Krishna & Singh concluded in a study that IT infrastructure and company size play an important role 

in adopting B2B ecommerce systems. Larger organizations have large investment capacity and risks, 

and are therefore more open to adopting such changes (Krishna & Singh, 2018). 

The study conducted by Cenamor et al. (2017) in the field of manufacturing industry, concludes that 

all actors involved in a new architecture need to know their role and make a firm commitment to 

working together to make use of an information module. Thus, the study explains a platform type 

approach that offers the potential to transform service delivery challenges into opportunities to 

overcome competitors' performance (Cenamor, et al., 2017). 

Considering these results of previous researches, a complex questionnaire was designed according to 

the research objectives, which was applied online to the decision people in the target group. 

 

2. Results 

As a result of the research, Table 1 shows a summary of the participants in this quantitative 

research. 

Table 1: Profile of online stores that participated in the study 

Sample features Values  

Number of respondents 105 people  

Number of processed orders per month 2.8913 

Average number of orders processed per month 275 per online store 

Number of employees involved in the online store activity 796 

Average number of employees per online store 7.58 per online store 

Number of products listed in the online stores included in the study 253.505 

Average number of products in the online store offer 2.414 per online store  

Online stores that have a pickup option from the headquarters 39% 

Online stores that deliver nationally  98.1% 

Online stores that deliver internationally  21 % 

Source: Authors’ own research 

Following SPSS data processing, Table 2 shows that a case was excluded because it was not 

statistically representative. 
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Table 2: Data processing summary 

 

 

 

 

 

 

 

Source: Authors’ own research 

Table 3 shows the Cronbach Alpha coefficient and the Cronbach Alpha coefficient based on 

standardized elements. According to IBM, Cronbach Alpha identifies covariates between elements, 

while while Cronbach Alpha based on standardized elements uses inter-asset correlations (IBM 

Support, 2016). A coefficient value of 0.890 is a good value, indicating that the variables included in 

the research have internal consistency, the correlations are good to excellent, among the 37 variables 

included in the quantitative research carried out. 

 

 

 

Table 3: Statistical validity result 

Cronbach Alpha 
Cronbach Alpha based on standardized 

items 
N of variables 

,890 ,896 37 

Source: Authors’ own research 

Table 4 summarizes the results of the analyzed data and their correlation with the total results of 

the processed data. 
 

 

Table 4: Statistics summary of variables 

 Average Minimum Maximum Interval Max/Min Variation 
No. of 

variables 

Average Variables 4,657 2,676 6,181 3,505 2,310 1,100 37 

Variation 4,124 2,207 6,583 4,376 2,982 1,016 37 

Covariation variable - variable ,741 -,793 3,962 4,755 -4,999 ,406 37 

Correlation variable - variable ,188 -,163 ,931 1,094 -5,704 ,027 37 

Source: Authors’ own research 

Variables that have a strong correlation were selected from the analyzed values, in Table 5, the 

strongest independent statistics were highlighted. 

 

  N % 

 Cases 

Valid  105  99,1 

Excluded a  1  ,9 

Total  106  100,0 

a. Cases deleted by all variables included in the research. 
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Table 5: Independent correlated variables contributing to value creation 

No. Variable 1 Variable 2 Pearson Coefficient 

1 V53.Improved_billing_speed V23.Products_update_optimization 0,657 

2 V44.Communication_automation V51.Adding_products_costs 0,618 

3 V53.Improved_billing_speed V18.Prodcuts_adding_optimization 0,61 

4 V32.Fast_shipping V35.Warranty_support_services 0,594 

5 V53.Improved_billing_speed V51.Adding_products_costs 0,576 

6 V32.Fast_shipping V33.Reduced_products_price 0,572 

7 V50.Products_update_costs V44.Communication_automation 0,562 

8 V10.AWB_automation V49.Billing_automation 0,543 

9 V32.Fast_shipping V31.Real_time_stocks 0,527 

10 V44.Communication_automation V23.Products_update_optimization 0,521 

11 V32.Fast_shipping V34.Consultin_services 0,517 

12 V44.Communication_automation V53.Improved_billing_speed 0,516 

Source: Authors’ own research 

The 12 identified correlations identified, with a value greater than 0.5, indicate that the improvement 

of the billing rate is correlated with the optimization of products updating, thus it can be assumed and 

later researched that this representative correlation is the consequence of the fact that the employees 

who issue invoices also deal with product updates in the online stores. The cause of this t can also be 

the situation where there is a strong correlation between the variables V44 / V51 and V53 / V18 

variables. Respondents provided answers so that we could see that those who think they are chosen 

by the customer for shipment are also elected to provide support and warranty services, reduced 

product prices, real-time inventory display, and consulting services. Thus, the value proposition 

indicates strong correlations between the fast delivery of products and these factors. For V32 / V35, 

V32 / V33, V32 / V31, V32 / V34 correlations, the correlation between V53 and V51 is also 

considered atypical and probably is due to the multiple responsibilities of online stores employees. 

The same type of atypical linkage can also be observed with V50 / V44, V44 / V23, V44 / V53 sets 

of variables. The correlated responses presented in variables V10 and V49 indicate that those who 

have implemented the automation of bills usually have the implementation of automatic AWB 

issuance. 

For nominal variables, a descriptive analysis of the collected data was performed. It has the role of 

dividing the initial sample according to certain criteria in order to identify a necessity and specially 

to observe a pattern of technology used by the entrepreneurs in the online commerce industry. The 

variables shown in Figure 1 were selected from the underlying processes that define an online sale. 

Thus, in the following figure we can see the adoption rate of online communication by respondents, 

the way they register and update their products in the store, the type of activity they perform when 

receiving an online order, and the automation related facilities that they already have. The V14, V15 

and V16 variables indicate that very few automations are used to add products, and even if these 
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automations are used, some users also list products manually. In V19, V20 and V21 we have similar 

a behavior. With these two behaviors we can assume that in most cases, although automations have 

replaced manual processing, it has not been completely eliminated. For manual or automated orders, 

an important trend can be seen. Even though 68.6% of respondents say they process orders 

automatically, there is 78.1% of respondents who say they don’t automatically process orders. 

Automatic confirmation of orders does not exclude manual order processing, but this indicates that 

most respondents process both incoming and outgoing orders manually. The same behavior is also 

identified when invoices are issued. In this situation it can be considered that automations, however 

perfect they may, cannot replace manual processes. V10 determines whether there are automated 

AWB issuers, in which case 72.4% have already implemented this type of automation for delivery 

documents. 

Figure 1: Nominal variable results 

 
 

Source: Authors’ own research 
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3. Conclusion  

 

For the collected data where a unified scale was not used, a descriptive analysis on value thresholds 

was made because a statistical correlation with one of the chosen factors was not possible. Figure 

2shows the distribution of the number of employees working for an online store. As it can be observed 

in Figure 2, these businesses are very small business. 
Figure 2: Distribution of stores surveyed by number of employees 

Source: Authors’ own research 

The complexity of an online store and its success in the market is also represented by the variety 

of the offer, depending on the size of the offer presented, it requires different automation solutions 

and can perform differently. Figure 3 shows the distribution of stores on value thresholds. 
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Figure 3: Number of products in the online stores analyzed 

Source: Authors’ own research 

Since the study has collected data from any online store owner, it is important to have a tiebreak. 

As noted, many stores are operated by 1 employee, representing 26% of respondents or 2 employees 

representing a total of 48% of participating stores. Depending on the investment, automation and 

company dynamics, the number of orders may also vary. In this case, there have been ranges to 

identify the status of the received orders on average per month, the results obtained are in Figure 4. 
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Figure 4: Distribution of stores by number of monthly ord

 

Source: Authors’ own research 

Steiber & Alänge (2016) believe that IT-related domains, such as software, electronics, telecom, 

e-commerce, social networks and mobile technologies, have created the need for constant innovation 

as technology is changing rapidly and companies become flexible and adaptable quickly (Steiber & 

Sverker, 2016). This need for innovation can quickly push any company to become more efficient in 

the current economy. For all these changes, the learning process should be included in any discussion, 

a recent study finds that an organization that provides employees with courses increases the 

possibilities to implement successful implementations in business digitization processes (Maditinos, 

et al., 2014). 

In the case of online stores analyzed, there is a clear tendency to have a reduced number of 

employees. Thus, the need to digitalize every available online system is growing and, on the other 

hand, human resource specialization is diversified to allow the online store to function economically 

efficiently and to bring added value to customers. On the other hand, it can be noticed that there are 

already solutions to digitalize certain processes, according to the results, we can see representative 

examples of online stores that have taken steps in this regard. The value proposition can be enhanced 

with digital systems, so a company can quickly publish the offer and process multiple orders with 

fewer employees and lower operating costs. 
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