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Abstract. The present study seeks to identify and prioritize the

components and dimensions of e-commerce and categorize them as
a comprehensive model by using the meta-synthesis method. In this
research, total of 58 articles in the field of E-commerce was

identified and examined in the first step. Latin articles were in the
period of 1996 to 2017 and Persian articles were related to the
period of 2001 to 2017. Finally, after three stages of the evaluation
of articles, 29 articles remained. Then, based on the results of the

meta-synthesis method and the use of open coding, three main
fields and a number of subfields were found for the e-commerce
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variable. Also, at this stage, the initial data was also introduced in
the form of a new subset and added to the comprehensive model by
using the indexing, conceptualization and categorization method.
The main fields of e-commerce included customer trust and
satisfaction in e-commerce, the development and application of e-
commerce and the success of e-commerce. Each of these main fields
has a number of subfields. Suggestions are presented in accordance
with the comprehensive model identified. The e-commerce model
can be a good tool for decision making managers and decision-
makers, and should be used as a basis for future research.

Keywords: E-Commerce, Meta-Synthesis, Indexing,
Conceptualization, Categorization.

1. Introduction

In today's world, computers affect all aspects of human life. The basic
elements of business such as customers’ personal information, product
design, and accounting information are all stored in computers, and this
intangible information includes a huge proportion of corporate assets
(Willis, 2010). Nowadays, e-commerce is rapidly penetrating
organizations and has a profound impact on business, just like people’s
ordinary life (Mohanna et al., 2011). E-commerce is a collection of
activities and services that allow search and management of information
and exchange, creation, reporting, and credit management and virtual
payment on the Internet through digital communication. By easiest
means, e-commerce means trading through information and
communication systems. Although e-commerce is considered an emerging
phenomenon, it has been able to have a significant impact on economic
and business progress. Information and communication technology is the
mainstay of electronics economics. Along with the use of information and
communication technology in all aspects of human life, the world is
rapidly becoming a modern information society. Nowadays, access to the
Internet and the use of information resources in all human societies are
progressing rapidly and different organizations with different
infrastructures benefit from ICTs. The Internet as a global network and
also as a prerequisite for e-commerce is changing traditional business
practices. The interaction between technology and business process is the
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key to understanding the effects of e-commerce on economic transactions
and ultimately on the whole economy (Malkawi, 2007). E-commerce
cause more globalization of business, eliminating time and space
constraints, creating employment, reducing inflation, expanding market
coverage, reducing the price of resources to buy, increasing sales,
improving productivity, significantly reducing transaction costs, creating
opportunities for the activities of small and medium enterprises and etc.
E-commerce is one of the best examples of the use of ICT for economic
purposes. Using this technology has led to economic growth, improved
business efficiency, and facilitated convergence of countries and
especially developing countries in the global economy (Khodadad
Hosseini, 2009). Today, companies compete for using e-commerce. This
competition is done in a variety of ways and with the purpose of finding
a better place in the minds of the customer through competitive prices,
the provision of attractive promotional programs for customers, as well
as providing the best service for the products delivered to the customer.
These programs should be designed in such a way that customers have
multiple and more than expected choices to buy goods and services (Tan
& Trang, 2017). Globalization of trades, removal of time and place
limitations, reducing the price of resources to buy, increasing sales, easy
access to information, reducing transaction costs, reducing time costs are
the general features of e-commerce. Also, Elimination of the delay caused
by the production of documents, reduction in the chance of making
mistakes, saving time, manpower and administrative costs, Reduction in
labor costs, the information flow, and Reduction of the level of repetitive
standards are some benefits of applying the e-commerce (Najafzadeh,
2013).

2. Literature review

"E-commerce" is a multidisciplinary phenomenon, which, on the one
hand, is associated with the most advanced concepts of information
technology and, on the other, with issues such as marketing and sales,
financial and economic issues, and law (Mohammad Zadeh et al. 2010).
E-commerce is the establishment of digital business exchanges between
organizations and individuals (Farhan and Permana, 2019). E-commerce
is the sale of goods and services through the internet communication
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tools (Khan and Owemi, 2018). Customer-centric e-commerce is defined
as technology-oriented communicational marketing, which is used by
companies and with the intention of maintaining customer relationship,
due to its significant benefits to traditional e-commerce. (Mang unyi et
al., 2017). The general features of e-commerce include the globalization
of business, the removal of time and space constraints, reducing the price
of resources to buy, increasing sales, easy access to information, reducing
transaction costs and reducing time costs. Also, some of the benefits of e-
commerce include the elimination of delays caused by the provision of
documents, reducing the possibility of mistakes, saving time, manpower
and administrative costs, accelerating the flow of information and
reducing the large volume of repetitive standards (Najafzadeh, 2013). In
this regard, Naqgizadeh et al. (2014) tried to systematically review the
findings of qualitative studies related to regional innovation models using
the "meta-synthesis method" and, analyze the reasons and the basis for
the formation of these models based on the main fields identified. In this
research, 300 papers were collected from the Sage and Scopus database
in the 1990- 2013 period. Finally, after two screening stages, 48 papers
were identified as high and medium quality papers for a deeper analysis.
Then, based on the results of the meta-synthesis method, which used the
open coding tool to analyze the articles, three main fields and its
subfields were identified. The main areas include the level of the regions
development, especially in the institutional sector, the reduction of the
direct involvement of governments in relation to industry and industrial
enterprises, globalization and the enhancement of international
communication. Each of the main fields includes a number of subfields
that were considered in the analysis. Ghasemi and Rayat Pisheh (2015)
examined 31 papers to investigate a model for evaluating supply chain
sustainability with a meta-synthesis approach using the meta-synthesis
method. Before coding the texts, using the CASP methodology, the
documents were filtered. In this study, 287 codes were identified by
referral software MAXQDA10. Among identified codes, product recycling
and reproduction (29 referrals), the image and reputation of the
company (24 referrals), performance evaluation and supplier selection
(22 referrals) were among the most important codes. Among the
innovations of the present research is the identification of indicators and
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dimensions of the sustainable supply chain by using the qualitative
meta-synthesis research methodology and MAXQDA10 software in the
field of the sustainable supply chain. The lack of access to authentic
Persian and English scientific documents and resources are considered as
the research limitations. In the study of Niroumand et al., (2012), in
order to identify and classify mobile business models, after studying
mobile business models in 28 article and books, 92 different models were
compared, interpreted, translated by using a meta-synthesis method.
Model classification criteria were the role of decision-makers, the field of
business, business partners, dynamics, type of activity, focus area, mobile
generations, transparency, type of network, operator type, marketing
and advertising, and the layer level. Finally, the models were analyzed
and classified according to the type of product, the content, technology
(hardware, software), network and combination. Also, Floyd et al.
(2014), in a meta-synthesis study, showed that the importance of
providing a high-quality product exceeds the customer expectations and
product brand commitments. Additionally, retailers must provide a
mechanism to detect defective products and services and reduce these
disadvantages by creating procedures as training their employees.
Finally, retailers should encourage consumers, who have a good
experience of product consumption, to promote or recommend the
product on the company's website or on other websites to others. Kim &
Peterson (2017), in their study on the meta-synthesis online trustful
relationships in e-commerce, examines the role of online trust in B2C e-
commerce. In this study, examples of published and unpublished studies
with the words: trust, website, e-commerce, Internet, online, and a
combination of them in Google Scholar were examined by using the
meta-synthesis method. The results of the analysis showed that online
trust has a significant relationship with previous variables (such as
perceived privacy, perceived service quality) and their results (such as
loyalty, the intention of buying again). In addition, more analyzes
showed that the methodological features such as the study plan, the type
of website, and the type of variables used to measure trust structures are
moderating the relationship of online trust. This further analysis showed
that relationship between online trust and the history and results of the
present research are simultaneously very specific, complex and closer
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than the previous studies. The considerations of the analysis of theory,
practice and future research are discussed. Hamari and Keronen (2017),
by studying the way of buying virtual goods, the answered this question
that how people buy virtual goods that are made by using the "meta-
synthesis method". The results showed that, unlike traditional goods, the
reason that people buy virtual goods is strongly dependent on the place
where they are sold. Research findings emphasize the importance of
designing services and its relationship with giving value to virtual goods,
which is related to the context of the society in which it is used. Many
factors can dramatically predict the behavior of buying virtual goods,
such as network impacts, personal presentation, enjoyment, and simple
usage. These are factors that, along with other general features of virtual
goods, are directly related to the design of the way of buying these
goods. In this study, the result also showed that enjoyment and usability
in a longer period can strongly predict the purchase of virtual goods,
especially in games. In this research, it is attempted to identify the
relative components of e-commerce and determine their relative
importance by using the meta-synthesis method and the indexing
method to provide a comprehensive e-commerce model.

3. Method

The method used in the present study is a meta-synthesis method, which
has been used to identify the components and dimensions of the e-
commerce variable. Also, the indexing, conceptualization and
categorization method has also been used to generate the initial data in
the form of a new subsystem. All of these components and dimensions
identified were used to provide a comprehensive e-commerce model. In
the present study, the statistical population consists of scientific articles
published from 1996 to 2017, in the section of Latin articles and articles
from 2001 to 2017, in the section of Persian articles. These articles
gathered from reliable databases and in the field of e-commerce. In this
study, the criterion of the sample size is theoretical adequacy, in other
words, the review of the articles does not provide a new indicator and
benchmark in the field of e-commerce. Therefore, the adequacy criterion
of the sample is theoretical saturation. Also, the selected examples of the
meta-synthesis method were non-random in nature. The critical
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assessment skills program (CASP) was used as selection tools for selected
articles. Therefore, the sampling process in meta-synthesis started with
higher priority articles and ended with theoretical adequacy. In this
study, data were mainly collected from library and web-based surveys.
Also, referring to valid papers and reliable data were the criterion for
selecting materials. Nowadays, the numbers of synthesis research that
expose research on a particular subject in a systematic and scientific way
to researchers have been increased. One of the methods used to
investigate and synthesize the past research in the last several years is
meta-study, which is an in-depth analysis of research done in a
particular field. In the past years, it has been called as meta-analysis.
However, meta-study is different from the terms such as meta-analysis,
meta-synthesis, meta-theory, and meta-method and it includes the study
of all these concepts (Paterson and Canam, 2001). It can be said that
meta- theory is analysis of the past research theories, meta-method is the
analysis of the past research methodology, meta-synthesis is qualitative
analysis of past research findings and meta-analysis is the quantitative
analysis of past research findings (Bench, 2010). Meta-synthesis is a
secondary study that reviews the structure of qualitative studies (Arab
et al., 2014). The meta-synthesis explores the information and findings of
other qualitative studies related to similar issues. Consequently, the
sample for meta-synthesis is composed of selected qualitative studies
based on their relation to the research question. meta-synthesis is not an
integrated review of the quality literature of the subject matter and the
analysis of secondary and main data from selected studies, but rather an
analysis of the findings of these studies. In other words, the meta-
synthesis is a combination of the interpretation of the main data of the
selected studies (Ghasemi Rayat Pishe, 2015). The stages of the " meta-
synthesis " procedure are shown in Fig. 1.

4. Findings

In the present research, the first step was the selection of the studies, in
which related research were selected. Some of the most important key
words used by the researcher, who systematically search for articles in
the field of e-commerce, are shown in Table 1.
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Fig. 1. Stages of the meta-synthesis method (Baluchi and Rastegar, 2015)

Table 1. Some of the most important keywords and key terms

E-Commerce, Trust in E-Commerce, Customer Satisfaction, Electronics Environment,
Customer Satisfaction in E-commerce, Privacy, Privacy in E-Commerce, Risk in E-
Commerce, Security in E-Commerc, Quality of Services, Costumer Loyalty in E-
Commerce, Efficiency of E-Commerce, Web Sites of E-Commerc, Ecommerce Site
Features, E-Commerce Data, E-Commerce Information, Responsiveness in E-Commerce,
Infrastructure in The Electronic Environment, E-Commerce Infrastructure, E-Commerce
Technology, Legal State Financial Infrastructure in E-Commerce, Legal State Financial
Infrastructure in E-Commerce, Social and Cultural Infrastructure in The Electronic
Environment, Supportive and Logistics Factors in E-Commerce, Organizational
Structure and Organize of E-Commerce, Communication Factors in E-Commerce,
Economic Factors Affecting the Electronics Environment, Economic Factors Affecting
the Electronics Environment, E-Commerce and FEconomic Development, Payment
Systems in E-Commerce, Customer Relationship Methods in E-Commerce, Advertising
and Marketing in E-Commerce, E-Commerce Distribution Channels, Brand and
Branding in E-Commerce, Concept of Product in The Electronic Environment, Product
in E-Commerce, Concept of Product in The Electronic Environment, Product in E-
Commerce, Warranty and After-Sales Service in E-Commerce, ..., And other related
terms and Idioms.

The databases on which the articles were extracted are as follows:
ELSEVIER, EMERALD, IEEE, SCIENCE DIRECT, as well, the
following search engines are also used: Google (Google Scholar), Yahoo.
In the first step, 58 articles were identified about the components of e-
commerce. In the next step, which is "the methodological quality
assessment of studies," the goal is to exclude articles that the researcher
does not trust in their findings. In this step, the researcher rejects a
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number of articles in three stages to improve the quality of selected

articles. In the "first stage of evaluation," the researcher establishes a

condition for accepting the articles. The basis for determining these
conditions was that the initial studies are related to the articles in the

field of e-commerce over the mentioned periods and are more similar to

the objectives of the present study (p and P are Persian articles, and L

and 1 are Latin articles). (Capital Latin letters show timeframe of all the

identified articles and small Latin letters indicate the desired timeframe

of the researcher). The result of the first evaluation stage is shown in

Table 2.

Table 2. The first stage of the evaluation of e-commerce articles

Persian articles

Latin articles

Timeframe of all identified articles 2001< P<2017 1996<L <2017 P+L
Total number of identified articles | 34 24 58
First stage of evaluation: based on | Persian articles Latin articles I
researcher's terms 2005 p 2017 1999 1 2017 P
Number of remaining articles in 30 99 59

the first stage of evaluation

In the Fig. 2 and in the second stage of the evaluation, articles were

reviewed based on parameters such as title, abstract and other details.

Fig. 2. A summary of results
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In the "third stage of evaluation," the researcher examines the
methodological quality of the study carefully. The tool usually used to
assess the quality of the initial qualitative research studies is the critical
evaluation program. This program has ten questions that help the
researcher to determine the accuracy, validity, and importance of
qualitative research studies. The questions focus on these issues: 1.
Research objectives; 2. Method logic; 3. Research design; 4. Sampling
method; Data collection; 6. Reflectivity, which is the relationship
between the researcher and the participants; 7. Ethical considerations; 8.
Data analysis accuracy; 9. Clear explanation of the findings; 10. Value of
the research (Ja'farinejad et al., 2014). At this stage, the researcher, the
supervisor and the advisor give a quantitative point to each of these
questions, and then a form is created; therefore, the researcher is able to
collect the points given to each article and review the articles and see
the evaluation results. Based on the Rubik's 50-point scale, the rating
system in this research is considered as the following, and any article
that achieves the scores lower than very good (below 30) will be rejected.
The summary of the ranking method for e-commerce articles (according
to the CASP method) is shown in Table 3.

Table 3. Scoring method for articles

Row
Article Title
Research
objectives
method Logic
Research design
Sampling method
Data collection
Reflectivity
Ethical
considerations
Data analysis
accuracy
Clear explanation
of the findings
Value of the
research
achieved score
Final result

1
Chellappa,
Pavlou,2002
5
5
5
5
5
4
5
5
5
5
49
accepted

Choshin,2017
5
5
5
5
5
4
5
5
5
5
49
accepted

3-29
43-49
accepted
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Accepted and rejected articles (in the third stage of evaluation) are
described in Table 4.

Table 4. Number of remaining articles and rejected articles

Number of
articles with
excellent score
41-50 (points)

Number of
articles with
very good score
31-40 (points)

Number of
articles with
good score
21-30 (points)

Number of articles
with an average
score 11-20
(points)

Number of
articles with low
score 0-10
(points)

29 articles

16 articles

result:
Acceptance

Result:
rejection

Finally, a summary of the triple stages of accepting or rejecting the e-

commerce articles is presented in Table 5.
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Table 5. Summary of the triple steps
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First stage of the
evaluation of articles

Second stage of the evaluation
of articles

Third stage of the
evaluation of articles

Evaluation based on
researcher's terms (year of
publication)

Evaluation based on
parameters of title, abstract
and other article details

Evaluation based on
critical evaluation skills
program (CASP)

Result: 6 rejected articles,
52 accepted Article

Result: 7 rejected articles, 45
accepted Article

Result: 16 rejected
articles, 29 accepted
Article

In the third step, at first, all the extracted factors from the studies were
considered as codes. Then, considering the concept of each code, they
were classified in a same concept. Finally, the main fields of research

were formed. Subsequently, selected articles and their dimensions and

components were carefully examined by the researcher and the main
fields and subfields were identified. Table 6 illustrates the main fields
and subfields of e-commerce.

Table 6. Main fields and subfields of e-commerce subfields

Field 1: customer trust and

Main . .. Field 2: Development and Field 3: The success of e-
. customer satisfaction in e- ..
fields application of e-commerce commerce
commerce
Subfields | 1.Privacy 1.Infrastructure and 1.Trust Management System

2.Perceived security
3.Quality of service
4.Customer loyalty
5.Website Performance
6.Website Features
7.Quality of website
information
8.Perceived risk
9.Responsiveness

technology

2. Legal and governmental
infrastructure

3.The financial
infrastructure

4.Social and cultural
infrastructure

5. Supporting factors
6.0Organizational structure
7.Communication factors
8.Economic development

2.payment management
system

3.Customer Relationship
Management System
4.Advertising and marketing
management system

5. online channel distribution
6.Brand Management
System

7.Product Management
System

8.After-sales service
management system

Higher subfields are more
important and more
frequent in selected articles.

Higher subfields are more
important and more
frequent in selected articles.

Higher subfields are more
important and more
frequent in selected articles.

Then, the researcher studied their main fields and subfields and codified

them. The "open coding" method was used for coding the main fields and




Identifying and Ranking the Components and Dimensions of E-Commerce... 173

subfields. For example, E5-32 means the second subfield of the third
main field, which is related to article number 5. In order to present and
introduce a comprehensive e-commerce model based on the meta-
synthesis method, relying on literature and theoretical studies of
research, there were also relationship between the main fields; for
example, customer's trust and satisfaction could cause the development
and application of e-commerce, and ultimately the development and
application of e-commerce will lead to the success of e-commerce.
Subsequently, in order to produce the initial data, the researcher uses
the indexation, conceptualization and categorization method to create a
subfield variable for each of the main fields and add them to the
comprehensive model. In the process of identifying empirical
experimental evidences and measuring the abstract concepts is called
indexation (Ramezanian Fahandari, 2014). The relationship between
indices, concepts, and categories is summarized in Fig. 3.

Fig. 3. The relationship between indicators, concepts and categories

Then, in Table 7. it is shown how to indicate, conceptualize and
categories e-commerce variable.
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Table 7. Indexation, conceptualization and categorization

Main
fields

Indicators

Concepts

Categories
(integration of
concepts in a more
general form)
(New sub field)

- Buy and sell remotely, remove
geographical constraints, participate in
electronic auctions, reduce disadvantages

1. Remove or
reduce time

)
g
g for people with disabilities (first concept). and space
g g - Reducing the cost of processing, constraints | Removing or
f d transferring and categorizing information, 2.Ease and reducing barriers
é E digital transfer of information, increasing affordabilit | and restrictions
g S access to goods, especially in deprived y of access
% E countries, more information to increase to
§ -é consumer choice (second concept). information
o @ (Choshin and Ghaffari, 2017)
® Firm size, firm size, firm ownership,
g strategic thinking, firm flexibility,
1 ' abilit d willi 35S to use e-
g employees' ability and wi ingness touse e- |, o
g © | commerce tools (first concept). Intra
50 . . . factors L
o -The size of the company, the uniformity . organizational
s ©° . 2. Underlying
S g of production technology, the process factors
g .2 . factors
2= turmoil (the second concept).
?; é (Ranjbaraki and Eskandarian, 2014),
A & | (Taqvai et al, 2013)

The success of e-commerce

- telecommunications infrastructure,
advanced and updated computer systems,
availability of software and hardware,
technical personnel skills (first concept).
-Commercial plan, place of business
organization, business processes, cost /
control processes, advertising, customer
contact practices, payment processes
(second concept).

(Cloete et al, 2002), (Dedrick and
Kraemer, 2001), (Sukovskis, 2002),
(Sairamesh et al, 2002), (Amoroso, 2001),
(Castelluccio, 2000)

1. Technical
infrastructu
re

2.Commercial
infrastructu
re

Technical and
commercial
infrastructure

Finally, in figure 4., the e-commerce comprehensive model derived from
the meta-synthesis method and the indexing method is introduced.
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Fig. 4. E-commerce comprehensive model

5. Discussion and Conclusions

Considering the growing importance of e-commerce studies, this research
seeks to identify and classify the components of this key variable in the
form of a comprehensive model. On the one hand, by reviewing the
literature of the subject, it is found that studies aimed at identifying the
components and the dimensions of e-commerce and their relative
importance have not reached a consensus, and each research has only
identified a limited number of components and dimensions. Therefore, in
this research, the e-commerce indexes have been investigated by using
the meta-synthesis method and the indexing method. Subsequently, in
this study, 29 papers in the field of e-commerce were finally identified
and accepted by using the meta-synthesis method and the open coding
method, and in the three stages of evaluation. In the following,
components and dimensions were extracted and presented in the form of
a comprehensive model. Regarding the e-commerce variable, three main
fields were identified: customer trust and customer satisfaction in e-
commerce, the development and application of e-commerce, and the
success of e-commerce. All these main fields have a number of subfields.
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According to a comprehensive presentation model, personal privacy in
the first main field, infrastructure and technology issues in the second
main field, and finally, trust management system in the third main field
had the most frequent code in the selected articles and considered to be
relatively the most important subfields. Therefore, in comprehensive e-
Commerce model, higher sub-fields as the most used code and the
highest repetition in selected articles are relatively more important. In
the end, the main innovation of this article was the identification of the
main dimensions and components of e-commerce and determination of
their relative importance. Another innovation of this research was the
use of indexing method. The simultaneous use of indexing method, along
with the meta-synthesis method, in addition to the secondary data
relating to the meta-synthesis studies, could also produce the initial data
or a new subfield, and add it to the model. Therefore, understanding and
analyzing the comprehensive models proposed in this study, along with
the consideration of regional, indigenous, and other environmental,
organizational and human constraints, can direct managers and other
decision makers in order to make optimal and appropriate decisions for
the organization. It will also help the researchers to use the results of
this research in other areas of research.

References
Amoroso, D. (2001). E-Business Success Factors. Working Paper, San
Diego State University.

Arab, S.M., Ebrahimzadeh Pezeshki, R, Moravati Sharif Abadi, A.
(2014). Designing the meta-synthesis Model of Effective Factors on
Divorce with systematic review of previous studies. Epidemiology
Journal, No. 4, edit 10, 10-22.

Baluchi, H, Rastegar, A. (2015). Structural Modeling of Interpretative
Factors Affecting Organizational Pessimism. Journal of Management
of Governmental Organizations, Third Year, No. 11, 65-82.

Bench, S., Day, T. (2010). The user experience of critical care discharge:
A meta-synthesis of qualitative research. International journal of
nursing studies.Vol 47,No 4 ,pp: 487-499.

Castelluccio, M. (2000). So, How'm I Doin’?. Strategic Finance.Vol



Identifying and Ranking the Components and Dimensions of E-Commerce... 177

82,No,(4), pp:85-86.
Choshin, Mahdi., Ghaffari, Ali. (2017). An investigation of the impact of
effective factors on the success of e-commerce in small- and medium-

sized companies. Computers in Human Behavior. Vol 66, Iss C, pp:
67-74.

Cloete, E., S. Courtney, and J. Fintz. (2002). “Small Businesses’
Acceptance and Adoption of E-Commerce in the Western-Cape
Province of South-Africa.” Electronic Journal on Information Systems
in Developing Countries. Vol 10,No 4 ,pp: 1-13.

Dedrick, J. & K.L. Kraemer . (2001). “China IT Report.” Electronic
Journal on Information Systems in Developing Countries.

Farhan, Muhammad., Permana, Herdiansyah. (2019). Influence of
Information Technology, Quality of Service, Trust, Price, Customer
Satisfaction on E-Commerce. Available at SSRN:
https://ssrn.com/abstract=3311332 or
http://dx.doi.org/10.2139/ssrn.3311332

Ghasemi, A.R., Rayat Pishe, M.A. (2015). A Model for Assessing Supply
Chain Sustainability with a meta-synthesis Approach. Journal of
Management Executive, Year 7, Issue 14, pp. 91-112.

Ja'farinejad, N, Moghbel Ba arz, A, Azar, A. (2014). identification and
extraction of the main components of organizational risk management
using the meta-synthesis method). Cheshm Andaze Modiriat Sanati,
No. 15, 85-107.

Khan, H.U., & Uwemi, S. (2018). Possible impact of e-commerce
strategies on the utilisation of e-commerce in Nigeria. Int. J. Business
Innovation and Research. Vol 15,No 2,pp:231-246.

Khodadad Hosseini, S.H, Shir Khodaee, M, Kord Naij, A. (2009).
Investigating factors affecting customer confidence in e-commerce.
Quarterly Journal of Modares-e olum-e Ensani, Volume 13, Issue 2,
pp- 93-118.

Kim, Yeolib., Peterson, Robert A. (2017). A Meta-analysis of Online
Trust Relationships in E-commerce. Journal of Interactive Marketing.
Vol 38,pp:44-54

Malkawi, B. H. (2007). E-Commerce in Light of International Trade



178 M. Rahimian, F. Namamian, F. Maroofi, A. Moradi

Agreements: The WTO and the United States-Jordan Free Trade
Agreement. International Journal of Law and Information Technology
.Vol 15, No 2, pp:53-169.18.

Mang'unyi, Eric E., Khabala, Oumar T., Govender, Krishna K. (2017).
The relationship between e-CRM and customer loyalty: a Kenyan
Commercial Bank case study. Banks and Bank Systems. Vol 12, Iss2,
pp:106-115.

Mang’unyi, Eric E., Khabala, Oumar T., Govender, Krishna K. (2017).
The relationship between e-CRM and customer loyalty: a Kenyan
Commercial Bank case study. Banks and Bank Systems. Vol 12, Iss2,
pp:106-115

Mohanna, Shahram.,Yaghoubi, Nour Mohammad.,Vahidi Motlaq,
Samane.,Vahidi Motlaq, Tayeb.(2011). Limitations of E-Commerce
Implementation in Developing Countries: Case Study of Iran.

American Journal of Scientific and Industrial Research. Vol 2, No 2,
pp: 224-228.

Najafzadeh, A. (2013). Management and e-commerce. Journal of
Mechanical Engineering, 2010, No. 93, pp. 65-68.

Naqizadeh, R., Elahi, S.h., Manteqi, M., & Ghazi Nouri, S.S. (2014).
Meta-synthesis of the Models of Regional Innovation. Noavari
Mantaqei Journal of Scientific Research, Third Year, No. 4, pp. 25-56.

Paterson, Barbara L., & Canam, C. (2001). Meta-study of qualitative
health research: A practical guide to meta-analysis and meta-
synthesis. California: Sage Publishing.

Ramezanian Fahandari, H. (2014). www Emanager.Blogfa.Com.
retrieved on 1/3/1394.

Ranjbaraki, A, Eskandarian, Gh. (2014). Effective factors on the
development of e-commerce application in textile and clothing
companies in Isfahan province. Journal of Information Technology
Management, Vol. 6, No. 3, 395-418.

Sairamesh, J., R. Mohan, M. Kumar, T. Hasson, and C. Bender. (2002).
“A Platform for Business-to Business Sell-Side, Private Exchanges
and Marketplaces.” IBM Systems Journal, Vol 41, No 2, pp:242-252

Sukovskis, U. (2002). IT Sector Development in Latvia. Presented at the



Identifying and Ranking the Components and Dimensions of E-Commerce... 179

IS Development Conference 2002. Riga: Latvia, September 12

Tan, Trinh Le., Trang, Dao thi Dai. (2017). Successful Factors of
Implementation Electronic Customer Relationship Management (e-
CRM) on E-commerce Company. American Journal of Software
Engineering and Applications. Vol 6, Issb, pp:121-127.

Taqvai, M, Azgandi, M, Memari nia, A. (2013). Investigating the
Factors Affecting the Adoption and Use of B2B E-Commerce among
Iranian Exporting Companies in the Printing Industry. Scientific
Promotion Journal of Chap va Nashr, Volume 1, Issue 1, pp. 6-41.

Willis, Amy R. (2010). Business Insurance: First Party Commercial
Property Insurance and the physical Damage Requirement in a
Computer-Dominated World. Florida State University Law Review.
Vol 37, No 4, pp:1003-100.



180 M. Rahimian, F. Namamian, F. Maroofi, A. Moradi



