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Abstract: Small and medium-sized businesses (SMEs) are frequently exposed to a variety of difficul-
ties during global epidemic crises like coronavirus (COVID-19), which may even threaten their lives.
The purpose of this study explores the influencing factors of Taiwan’s companies between small
and medium-sized enterprises and micro-enterprises on the choice of the cross-border e-commerce
platform. The findings are defined as taking into account small and medium-sized businesses and
microenterprises when choosing cross-border e-commerce through a literature review and an ex-
amination of secondary data among the 10 participating businesses through interviews in various
regions and business sectors in Taiwan. In this case we used study-based research, which included
five small, medium-sized, and micro-enterprises, as well as five cross-border e-commerce projects
and the company’s management senior officers. According to the study’s emphasis on the economic,
social, technological, and legal aspects of various firms, these factors lead to a variety of decisions
regarding the best cross-border e-commerce platform. The case study approach was utilized in
this investigation to confirm the consideration of micro-and small-sized businesses that took part
in cross-border e-commerce project counseling. This study summarizes five types of enterprises
with different capabilities: product enhancement, marketing enhancement, cross-border potential,
knowledge-based enhancement, and cross-border start-up. According to the results, it was found that
different enterprise capabilities will affect the choice of cross-border e-commerce platforms. These
five capabilities also have different types of consideration factors; among them, SMEs pay attention
to marketing, pricing, market analysis, culture, customer service, payment, logistics, certification,
taxation, etc. In addition to theoretical implications, this research also gives small and medium
enterprises and micro-enterprises practice when choosing cross-border e-commerce platform, as well
as suggestions for future research.

Keywords: small and medium enterprises; micro-enterprises; cross-border e-commerce platform;
COVID-19; e-commerce

1. Introduction

Cross-border e-commerce (CBE), the newest and fastest-growing idea to contribute
to a region in the global economy to drive based on e-commerce, is one of the greatest
platforms in this COVID-19 predicament [1–3].

When choosing cross-border e-commerce, this refers to online deals. Transactions and
payment are conducted in different countries and areas to deliver goods to complete the
transaction process, along with logistics value chains [2]. Despite the contribution of CBE
towards getting attention to maintain economic growth through change and increase market
share to improve their products, for this pandemic, government policies support it [3]. CBE
is an important platform that has the potential to gain trade growth. However, CBE has
limited resources and capabilities to help small and medium-sized enterprises (SMEs) for
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the international market [4]. Governments can develop policies to influence cross-border
e-commerce to improve the further growth of small and medium-sized enterprises and
micro-enterprises [5]. SMEs and micro-enterprises have a significant role in economy
growth [6].

SMEs and micro-enterprises contribute to the standard work force in different de-
veloping countries and different industries [2,3]. Moreover, SMEs and micro-enterprises
have an opportunity to explore their market process, products, and knowledge. For the
COVID-19 situation, all of the developing countries’ government policies support the
growth of micro-enterprises, and promoting small and medium-sized enterprises has had a
significant impact on the CBE market [7]. The feature of e-commerce can use cross-border
business activities [8]. However, SMEs and micro-enterprises cannot build their platforms
due to a lack of resources. Therefore, the strategies of selecting platforms allow for SMEs
and micro-enterprises to apply cross-border e-commerce for sales.

Moreover, the government has a wide range of schemes to challenges and emerging
opportunities for growth. In addition, the emergence of digital platforms is helping SMEs
to reach international markets [9]. After that, SMEs may want to decide to start the CBE.
The SME features will affect companies’ decision-making to choose platforms for their
cross-border e-commerce. The cross-border e-commerce platforms are established on
internet technology by the network and trading factors [10]. The advancement of internet
technology and e-commerce has gained quicker growth over the past few years. According
to the Ministry of Economic Affairs (MOEA) report, the e-commerce market in Taiwan has
jumped to 16.2% to reach $8.6 billion in 2020 [11].

In recent years, cross-border e-commerce platforms have developed more and more
consumers choosing to collect foreign high-quality products [12], and services through
the internet and direct overseas shopping, rather than the new foreign trade agent, are
gradually being accepted by more and more people. Consumer attitudes change and
promote the development of cross-border e-commerce [13]. The enterprises need to consider
economic, social, technology, and legal factors issues when choosing a cross-border e-
commerce platform. Several researchers differentiate barriers for cross-border e-commerce
by analyzing and examining. Bingi et al. [14] pointed out several factors global e-commerce
faces. The listed factors are considered challenges to e-commerce and are expected to raise
the adoption of cross-border e-commerce.

The cost justification for the increasing expense of the global e-commerce capability
to address anywhere in the world is made of economic elements [13,14]. The impact of
social or cultural factors that comprise the trade parties are from different countries, and
they speak different languages. In addition, the language barrier makes it difficult for
the trade parties of cross-border e-commerce to easily communicate and understand each
other [15]. The cultural factors to be faced are diversity, trust, and absence of touch and
feel. Technology factors comprise internet access, infrastructure, and skill-shortage for
important areas of challenges. Legal factors comprise privacy and security. However, there
is still a lack of regulations in the field of cross-border e-commerce in Taiwan concerning
the laws and regulations of foreign countries, which has limited development of cross-
border e-commerce. A company intending to enter a country with cross-border e-commerce
applications should consider the negative effects and barriers and take action to decrease
them [16].

Despite this study focusing on SMEs, micro-enterprises, and cross-border e-commerce
organizations to analyze barriers, product, marketing, and knowledge of corporate ca-
pabilities affect the factors of the cross-border e-commerce platform. In addition, this
study aims to examine the Taiwanese SMEs and micro-enterprises focusing on cross-border
e-commerce factors: economic, social, technology, and legal factors, respectively. Other
factors are customer service, payment, logistics, certification, taxation, etc., which find out
the consideration of SMEs or micro-enterprises on the choice of the CBE platform.

There is a lot of information about how small and medium-sized enterprises operate on
cross-border e-commerce platforms in the existing domestic and foreign-related literature,



J. Theor. Appl. Electron. Commer. Res. 2023, 18 418

but there are fewer data about micro-enterprises. After all, there are still some differences
between micro-enterprises and small and medium-sized enterprises. There will also be
differences in the considerations for choosing a cross-border e-commerce platform, so this
paper wants to know whether micro-enterprises and small and medium-sized enterprises
face different issues when choosing a cross-border e-commerce platform, and hope to find
a suitable one through this research. Micro-enterprises and SMEs each choose the model of
cross-border e-commerce platform.

The purpose of this study explores the influencing factors for the choice of CBE
platforms by SMEs and micro-enterprises. The research questions are as follows: What are
the considerations factors of SMEs and micro-enterprises when choosing a CBE platform?
How do enterprise capability characteristics affect the choice of CBE platforms in terms
of product, marketing, and knowledge? What are the different factors between SMEs and
micro-enterprises when choosing CBE? What are the influencing factors to consider?

2. Literature Review and Research Framework
2.1. SMEs and Micro-Enterprises

According to the international organizations of Taiwan’s statistical data, generally each
country has its own definition of ‘SMEs and micro-enterprises’, and there is no common
worldwide definition due to each country’s economic progress. The official definition
varies widely from country to country, and can be specific to only one country, as is the case
in Taiwan. The Ministry of Economic Affairs indicated that small and medium enterprises
of Taiwan [17] are defined as manufacturing [18] and construction, are based on capital
investments of up to NT$80 million, and have less than 200 regularly employed people.
For instance, the turnover of the previous year report defined SMEs and micro-enterprises
as industries that were below NT$100 million, where the number of regularly employed
people was less than 100. The World Bank also defined SMEs and micro-enterprises
companies that employ fewer than 100 employees.

The Organization of Economic Co-operation and Development (OECD) defined micro-
enterprises as the smallest type of organization in terms of quantity of employees and size
of business. Organization employees with 1–9 employees are only 14% in large companies
and more than 250 employees (OECD average of 55%) in Mexico. In addition, SMEs have
identified some factors such as turnover, number of employees, and total assets [19]. In
2005, the APEC was defined as a small-medium enterprise that has less than 5 employees,
providing 30% of private-sector jobs in Taiwan [20] according to the Ministry of Economic
Affairs. Micro-enterprises have less than 20 employees, and the service industry has 5 or
fewer [21]. Therefore, a micro-enterprise generally refers to a small-scale enterprise that
employs fewer than five employees. According to the results of the Census of e-commerce
in 2011, there were many industries, as many as 940,000 businesses, and services in less than
five people in Taiwan, which accounted for about 79.79% of the total number of companies.
The concept of SMEs and micro-enterprise businesses is in many developing countries.
The main drivers of economic, employment growth, and poverty reduction of developing
countries contain more innovation and new business development. In terms of countries,
employment was relatively low or high (between 60% and 90%) in China, Hong Kong,
Indonesia, Japan, Korea, Mexico, The Philippines, Taiwan, United States, Vietnam, and
the six other countries (Malaysia, New Zealand, Papua New Guinea, Russia, Singapore,
and Thailand).

The challenging role of the Internet was analyzed, and it was found that the vast
majority of SMEs do not connect due to lack of knowledge about the internet; the other
barriers of connection are listed, such as costs, lack of workers, lack of time, and perceived
risks [22]. Some reasons suggested for this view are that it is too expensive, and that
the scope of the task is too complex and difficult. SMEs are concerned with day-to-day
problems and have little scope for adopting a longer-term strategic perspective. The use
of the Internet is one of the most important ways in which connectivity can assist SME
internationalization. This paper uses a case study approach to participate in the acceptance
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of cross-border e-commerce projects to guide five SMEs and micro-enterprises as the
research objects, and to investigate the factors that companies consider when choosing a
cross-border e-commerce platform [23].

The adoption of sustainability in manufacturing methods has become important for
industrial organizations to sustain in their business operations, such as a Green Lean Six
Sigma, which not only improves green performance but also increases the financial stability
of the industry [24]. The integrated application of tools and techniques from each approach
complements a common focus related to sustainability enhancement. The proposed concep-
tual framework provides systematic guidance from the project selection phase to solution
sustainment [25]. The circular economy holds great potential to overcome manufacturing
waste and offers competitive solutions with significant impacts on globalization in terms
of the product quality, cost, and user experience aspects. These have created a playing
field for the manufacturing industry as product life cycles are shortened, resulting in the
addition of multiple products to the production line. This results in an increased com-
plexity of input materials, operating costs, and waste generation for the manufacturing
system [26], which can reduce conflicts with small and medium-sized enterprises through
e-commerce platforms.

2.2. Cross-Border E-Commerce

Concerning studies on the effect of cross-border e-commerce factors, Yang et al. [27]
empirically studied the impact of marketing on the development of SMEs in Taiwan.
Some research has studied cross-border e-commerce, focusing on consumer trading wel-
fare. Meanwhile, Gomez-Herrera et al. [28] also found that trade costs associated with
overcoming language barriers doubled because cross-border e-commerce shares the same
infrastructure as offline transactions. According to Hanson and Kalyanam’s [29] argu-
ment, online marketing uses information technology with corporate business activities
and business methods to carry out marketing activities, with the goal of marketing. They
found the growth of cross-border e-commerce reduced distance-related trade costs by the
World Customs Organization (WCO) [30]. The global supply chain model had been a
core competency in the international trade market, and appropriate trade associations [31]
should promote the platform of public service of international industries. The definition of
electronic commerce (E-Commerce) is as follows:

1. E-commerce communication perspective is the transfer of information, products/
services, or payments over the telephone, computer networks, or any other elec-
tronic aspect;

2. E-commerce business process perspective is the application of technology towards
the automation of business transactions and workflows;

3. E-commerce service perspectives is a tool that addresses the desire of enterprises,
consumers, and management to cut service costs while improving the quality of goods
and increasing the speed of service delivery;

4. E-commerce online perspective provides the capacity to buy and sell products and
information on the internet, as well as other online services [32].

The term indicates that a cross-border e-commerce trading platform refers to a virtual
environment in which a different country’s trading units develop and negotiate with
payment. Yoo et al. [33] argued that electronic payment is also an important part of
cross-border e-commerce that can improve transaction convenience.

The European Commission (EC) pointed out that cross-border e-commerce is a seller
of online transactions that are not in the country where the buyer lives, and also includes
travelers who travel to another country of residence to complete the transaction. Cowgill
and Dorobantu [34] investigated the influence of cross-border e-commerce on international
trade, using domestic trade and data. The empirical study clarified the role of international
services throughout the cross-border e-commerce promotion with factor analysis [35–37].
Therefore, the concept of cross-border e-commerce is expressed as follows: cross-border
e-commerce web-based digital transactions, information collection, customs, payment,
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services, and other business distribution. To promote e-commerce trading platforms, the
development of cross-border e-commerce should improve the information of international
trade process containing many enterprises and private businesses aware of the investment
highlights in the cross-border platform [38,39].

Cross-border e-commerce includes many elements, which are transaction objects,
transaction channels, goods circulation, fund delivery, information, and bill exchanges [36].
Based on these factors, there are various types of cross-border e-commerce features, distin-
guished according to the nature of the market relationship and technology [40,41]. There
are three major types of e-commerce: business to business (B2B), business to consumer
(B2C), and consumer-to-consumer e-commerce (C2C). Internet-based B2B e-commerce has
two features: net marketplaces and private industrial networks. Net marketplaces bring
thousands of buyers and sellers to a single digital marketplace, and many-to-many, as well
as one-to-many, relationships. Private industrial networks bring a few strategic business
partner companies together and support many-to-one/many-to-few relationships. B2C
e-commerce has eight features: popularity, richness, Tran’s nationality, openness, inter-
activity, density, customization, and community provider. According to the Ministry of
Economic Affairs, Taiwan’s report of “B2C E-Commerce Development Strategies”, the
industry has three characteristics: a densely populated area, a small domestic market, and
the use of C2C access by businesses. The study finds B2C cross-border e-commerce online
transactions cross-border e-commerce, and SMEs cross-border e-commerce suppliers. Both
are platform providers based on the cross-border platform, Taiwan [42].

Business-to-Business E-commerce (B2B): These are online businesses selling to other
businesses. This type of e-business is also known as inter-organizational e-commerce. In
this type of e-commerce, businesses link with their suppliers and distributors to exchange
documents globally and process payments; it is more efficient and productive [43]. B2B
e-commerce helps organizations to decrease the cost of purchase orders, production, and
delivery. Additionally, it helps companies to keep track of their documents and inventories,
thus reducing inventory restocking time and improving services in the long-term [32]. On
the other hand, intra-organizational e-commerce allows for the communication and transfer
of documents within the same companies. It is used to enhance communication between
managers and their employees through video conferencing and electronic mail.

Business to Consumer E-commerce (B2C): This type of e-commerce is concerned with
selling products and services directly to consumers. There are several business models of
B2C, the most relevant ones for this study being the case of online retailers [44]. They are
online retail stores (retailers) that offer products to customers all over the world. Some
retailers are called “clicks and mortar” or “clicks and bricks” if they own a physical store
and sell their products and services online. Several other variations of retailers exist, such
as online versions of direct catalogs, online malls, and manufacturer-direct online sales [45].
Faraoni et al. [46] classified e-tailing business models according to the type of sites that sell
directly to consumers. They include direct marketing sites for manufacturers who sell to
consumers, pure-play-e-tai1crs with no physical stores, and the traditional retailers with
websites, which are referred to as ‘click and mortar’ or ‘click and bricks’.

Consumer-to-Consumer E-commerce (C2C): This type of e-commerce provides an
opportunity for consumers to sell among each other. Consumers prepare the product for the
market, and rely on market makers, such as e-Bay, to provide a catalog and search engines
to help in finding and purchasing the products [47]. In this type of e-commerce, some
individuals use numerous auction websites that permit them to sell their products [48].

2.3. E-Commerce Success Model

Based on DeLone and McLean’s [49,50] information system successful model for e-
commerce, the most six important factors concern information quality, which refers to the
information products that produce information quality, including information accuracy,
reliability, meaningfulness, and integrity. System quality refers to the information system
design itself, including the system’s reliability, ease of use, and flexibility, which produces
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the information. System usage refers to the user’s interaction of the product with the degree
of use of the system. User satisfaction refers to the user’s satisfaction with recipients, and
the decision maker’s use of the system. Personal impact refers to the individual influence
by-products have on management decisions of the system users, and organizational impact
refers to the impact of the system product on the organization’s performance.

Sandy [51] proposed the development of an e-commerce model of a comparative study
of small and medium-sized enterprises (SMEs). The study demonstrated the promotion of
e-commerce between the two countries: Australia and Singapore. The study conducted
interviews of small businesses in both countries. Respondents showed that perceptions
of e-commerce are positive, and showed the multiple regression analysis to determine
the success factors that affect the implementation of e-commerce [52]. The surveys were
affected by the overall satisfaction of the regression, which carried out 5 out of the 19 factors.
It was found to make a significant contribution in Australia: observability, communication
channel, customer pressure, supplier pressure, and governmental support; the survey data
used for regression and found only three factors: size of the firm, perceived readiness, and
observability (having the necessary organizational tools), which had a significant impact
in Singapore. It provides a more comprehensive understanding of the implementation of
other factors, which explains the behavior of SMEs; it is being considered when it comes to
testing. This decision is very important for Australian SMEs’ adoption of communication
methods, government support, and external pressure considered from customers and
suppliers. The results of this study can help companies understand the relative importance
of these factors; SMEs can avoid spending in these less important factors above, the limited
resources to achieve the success of cross-border electricity supplier, as shown in Figure 1:
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Kraemer et al. [53] pointed out the relationship between firm globalization, the scope
of e-commerce use, and improved firm performance using a large-scale cross-border market.
The study found that globalization leads to both greater scope of e-commerce use and
improved performance over the larger-scale, measurement as efficiency, coordination, and
market impact. The scope of e-commerce use leads to the greater firm performance of
all three types. The results provide support for Porter’s [54] argument—that upstream
business activities (B2B) are more global while downstream business activities (B2C) are
more local or varied (multi-domestic), as shown in Figure 2.
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2.4. Research Framework

This study explores the factors that influence Taiwanese small, medium-sized, and
micro-enterprises in choosing cross-border e-commerce; it compared to analyze the differ-
ence between SMEs and micro-enterprises and cross-border e-commerce platforms. The
capabilities of the enterprise will influence their consideration of cross-border e-commerce
platforms; the capabilities of the SMEs and micro-enterprise divides into three parts: prod-
ucts, knowledge, and marketing. These factors determine the selection of SMEs and
micro-enterprises for cross-border e-commerce, which has four factors: economic, social,
technological, and legal factors [14]. In the following section, we will discuss the factors in
this study. The research model is shown in Figure 3.
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Figure 3. Research model.

This study considered the factors which discuss the literature review. According to
the following framework set, the hypotheses development of this research is as follows:

Hypothesis 1 (H1): Small, medium-sized, and micro-enterprises will have greater performance
when using cross-border e-commerce.

Hypothesis 2 (H2): Small, medium-sized, and micro-enterprises’ product capability will have
higher levels of impacts (Economic, Social, Technology, and Legal) by using cross-border e-commerce.

Hypothesis 3 (H3): Small, medium-sized, and micro-enterprises’ marketing capability will have
greater performance (Economic, Social, Technology, and Legal) when choosing cross-border e-
commerce.

Hypothesis 4 (H4): Small, medium-sized, and micro-enterprises’ knowledge capability will have
greater experience cross-border e-commerce use (Economic, Social, Technology, and Legal).
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2.4.1. Small, Medium-Sized, and Micro-Enterprises

The capabilities of the SMEs and micro-enterprise divide into three parts: products,
knowledge, and marketing. When Armstrong G. [55] gave a speech in Taiwan, he also
emphasized that marketing is the key factor of business success. The biggest challenge of
business success is more important in marketing; it must know more about the customer
than competitors, as after that they can buy products and services [56]. If SMEs and
micro-enterprises want to increase, their business should understand and catch up with
the current trends and knowledge of cross-border e-commerce [24,25].

Product capability: Products that companies are currently selling on cross-border
e-commerce platforms, including the domestic and international certification of relevant
products and changing customer needs due to technology performance [25]. The product
features are suitable for cross-border e-commerce, whether products have uniqueness, and
the competitiveness of product life, etc.

Marketing capability: The company has online marketing tools, including official
websites, Facebook, or other social interaction pages, whether there is systematic marketing
of these marketing tools, and whether there are strategic plans for future marketing layouts.

Knowledge capability: The company’s knowledge of cross-border e-commerce-related
knowledge, including the understanding of virtual and real integration, understanding
of the trend of cross-border e-commerce operations, and the company will have relevant
plans for future.

Table 1 shows the definition and evaluation criteria of the three enterprise capabilities.
This analysis evaluated the company’s capabilities by high or low standards. The evaluation
criteria are through interviews and observations of the company’s products, marketing,
and knowledge of e-commerce.

Table 1. Definition and evaluation standards for enterprise capabilities.

Capabilities Definition Evaluation Criteria

Product capability

Whether the company’s products are related to
domestic and international certification, whether
product features are suitable for cross-border
e-commerce, whether products have uniqueness,
and the competitiveness of products in the
market, etc.

(1) Whether the product formula has its
uniqueness and irreplaceability
(2) Whether the product has market
competitiveness
(3) Whether the product has domestic and
foreign certification
(4) Whether the product is suitable for
cross-border e-commerce

Marketing capability

Does the company currently have online
marketing tools, including official websites,
Facebook, or other social interaction pages; is
there a systematic way to operate these
marketing tools, and whether it is strategic for
future marketing

(1) Whether you are using online marketing tools
(2) Whether to understand and invest in these
marketing tools
(3) Whether to understand the brand positioning
of their products
(4) Is there any development strategy in
marketing in the future?

Knowledge capability

Corporate understanding of virtual reality
integration, understanding of the current trend
of cross-border e-commerce operations, and
whether the company has plans for cross-border
e-commerce in the future

(1) The degree of understanding of the relevant
counseling methods mentioned in the counseling
(2) Ideas or plans related to cross-border
e-commerce for their own companies

2.4.2. Cross-Border E-Commerce Platform Selection Factors

Bingi et al. [14] categorized the factors that companies need to consider when selecting
a cross-border e-commerce platform as being divided into four factors: economic, social,
technological, and legal.

Economic Factors: The economic factors refer to the cost justification of projects, and
all kinds of users who access the internet, around the issues of infrastructure upgrade and
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the skill shortage that is necessary to consider in e-commerce [26,57]. Economic factors span
three components, as follows. One, marketing—SMEs must play a role in cross-border e-
commerce; they need marketing services such as advertising, website marketing, marketing
tools, sellers’ goodwill, and the trust between buyers and sellers. Second, pricing related
to the profit of the intermediaries (such as platform suppliers, professional sellers) and
suppliers, and the price of the consumer’s purchase. Therefore, it is very important to make
the parties satisfied and make the consumers willing to pay. Third, market analysis—when
a supplier wants to sell goods abroad, their opponents will be scattered around the world,
so the assistance of market analysis can help suppliers analyze their product advantages in
new markets.

Social Factors: The social factors refer to privacy and security on the internet, the
challenges of cultural diversity, the questions raised by user resistance and inadequate trust,
and the absence of a tactile medium for online sales. Because of the cultural diversity of
cross-border e-commerce, it is very important to understand the culture of the place of sale.
Social factors refer to the following two factors as follows. One, culture—sealing things
in the target market before they integrate into the local market. Then let your consumers
accept the product. Second, customer service—when the customer has a problem with
the product they will ask the seller for help or further processing the return. At this time,
an external communication direction is required. Therefore, this study classifies customer
service as the supply. The business has been established by itself and is provided by the
platform provider.

Technology Factors: Technology factors refer to security, stability, reliability, com-
munication protocols, bandwidth availability, and integration with existing applications.
Technology factors describe two important factors, payment and logistics, as follows. One,
payment—when SMEs choose an online shopping platform they will give priority to the
website’s measures for customer privacy and security, strengthening the protection of
consumer data and the security of the payment. Therefore, the current cross-border e-
commerce is commonly used. The payment methods are three types of payment: third
party payment, credit card, and overseas remittance. Second, logistics—Liu et al. [58] de-
scribed four types of logistics as postal parcels, international express, cross-border logistics,
and overseas storage. Kawa [59] presented the conception of an integrator in cross-border
e-commerce to solve the logistics problems of cross-border e-commerce by the whole supply
chain. Cross-border e-commerce influences supply chain management to improve logistics
systems [60].

Legal Factors: Legal factors refer to intellectual property rights, the legal validity of
e-transaction, taxation issues, and the violation of local law. Because of popular demand,
customers could learn the following from the internet: security, quality, price, and the
service information. Legal factors describe the law of security as follows. One, certification—
different countries have different import-related laws and regulations. For example, in
China, there are three certifications (business registration certification, tax registration
certification, and commodity registration certification), and Islamic countries have halal
certification and some regulations. Second, taxation—different countries have different
tax rates for product types, and taxation methods are different. Before the 2016 tax reform,
China defined cross-border e-commerce retail imports as postal tax, tariffs, and import VAT,
and the combination of consumption tax and taxation is different. After tax reforms, the
taxation of each country is changing every day.

3. Research Methodology
3.1. Method

This research used a case study method to review different kinds of examples, and this
method provides researchers with a more significant contribution to this research [61]. In
addition, the present studies focus on case study, which is suitable to examine the significant
research of their study [62]. Multiple case study methods are used by authors researching
the aspects that affect small, medium, and micro-enterprises as they examine the CBE.
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These methods provide a deeper knowledge of the selected example and help to clarify the
theories [63,64]. The growing features of this research considers the multiple case study
methods as more skillful when the suggestions are more deeply explained in common
empirical evidence. Furthermore, multiple cases study give allowance to the researcher to
explore research objectives and theoretical progression [65]. While the multiple case study
method gives more powerful and authentic evidence than a single case study, the previous
is more precious and essential to put in an application [66].

Given the incomparable outcomes, the case study technique’s benefits have been
scrutinized for their lack of meaningful conclusions. In particular, scholars have concurred
that the case study method is inappropriate for hypothesis testing [67]. This point of view is
not accurate, as the case studies give the researcher a chance to grow new hypotheses [62].
When studying a small number of cases, it is very difficult for the researcher to explore and
criticize the statistics, however, logical conclusions based on simple descriptions can be
explored [68].

3.2. Sample and Purpose

The sample for this study aimed to find out the influence factors of CBE, and it was
conducted among the enterprise experts and managements in Taiwan. The structure of the
interview questions was developed, and this study focuses on discussions with company
experts. The case study of Yin [69] also requires further gathering of evidence through
interviews and direct observations. There are 10 interviewees in different companies,
5 small and medium-sized enterprises, and 5 micro-enterprises for the cross-border e-
commerce counseling. These companies belong to different areas in Taiwan and provide
various types of products and service. This study was used to collect data by interviewing
small- to medium-sized enterprises and micro-enterprises with a good relationship to
their companies’ management, such as companies’ manager, deputy general manager,
general manager, CEO, principle, company representatives, and special assistance [7–9].
The interviewee respondents of this study were from small, medium-sized, and micro-
enterprises. Basic information is displayed in Table 2.

Table 2. Interviewee information.

No. Company Name Job Title Major Merchandise

1 SME A Deputy general manager Fermented bean curd

2 SME B Manager Loose fish, processed fishery

3 SME C General manager Nano soap

4 SME D CEO Floss, processed meat products

5 SME E Manager Footwear

6 Micro-enterprise A Principals Essential oil

7 Micro-enterprise B Manager cosmetic

8 Micro-enterprise C Company representatives Soap film, handmade soap

9 Micro-enterprise D Special assistance Coffee, tea, and other drinks

10 Micro-enterprise E Principal Ice cream, shortbread

Organization SME A was established in 1961. This company is located in the cen-
tral area of Taiwan, and started as a small fermented bean curd factory. After years of
wholeheartedly operating “Inheriting of the ancient flavor of fermented bean curd”, it has
become loved by locals and villagers and gained a good reputation until it was handed
over, and the second generation of succession management created the company SME A.
Moreover, the second generation focuses on innovative flavor development and process
improvement and expanding a larger customer base market. So far, the third generation
has taken over the innovative future development of the brand and overseas marketing.
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In addition, the owners mentioned that they have physical channels in a certain market
in Taiwan, under the affirmation of retail stores and chain supermarkets. The business
map has continued to expand. Product research and development have been continuously
updated with the trend. In terms of virtual channels, there are GoHappy, retail stores, and
self-built official websites in China [10]. Through these channels, a certain fixed customer
has been accumulated in China. In foreign countries, there are dealers or supermarket
chains that are selling on behalf of them. However, the business owners still want to invest
in the development of cross-border e-commerce. The business owners believe that their
fermented bean curd is limited due to product features. Many people in Western countries
do not understand this product. Even in Eastern countries, only certain regions know of
the fermented bean curd product. The business owners want to open up the popularity
and acceptance of the product through the boom of cross-border e-commerce, then put it
on the physical channels in foreign countries.

Organization SME B was established in 1950 and has operated for more than 60 years.
It is located in northern Taiwan, and this city’s most famous product is swordfish pine. In
this city, there is a swordfish pine specialty shop in the market. In 1984, in order to meet
the demand, the owner established a modern and automated health and safety factory in
the Dali industrial zone, Taichung. To improve the quantity and quality of products to a
higher level, they are committed to combining fish production with agriculture to create
a variety of products so that more people can eat this delicacy. During the counseling,
it was found that SME B has been operating for a long period of operation. There is a
fixed number of customers on the physical channel. However, the owner also mentioned
that they have been working hard on the virtual channel for a period of time. If you have
your own official website, go to various domestic e-commerce platforms, and continue to
sell online, but the sales volume is less than one-tenth. In the cross-border e-commerce
sector, SME B has already sold in mainland China [5,10]; the problem encountered by the
owners is that if mainland China needs three certificates, they will prepare three certificates.
However, each country has different requirements. The biggest problem for owners at
present is that they do not understand the requirements of various countries in terms of
cross-border e-commerce, and they are in a dilemma of not knowing where to ask for help.

Organization SME C was favored by Chung Hsing University of the business of
philosophy in 2007. After that, the chance to work with Chung Hsing University opened
up, and participants were involved in significant initiatives, including academic patent
technology transfer collaboration, and vowed to build unique goods. Therefore, products
with special patents like nano-silicon soap were born. After years of hard work, the first
store was established in 2014. Moreover, the owner mentioned that SME C had no storefront
when it was founded, and it started from online sales and word of mouth. So far, virtual
channels still account for 60% of total revenue. The owner mentioned that in the future, he
hopes to put the resources on the virtual channel, and only do the shipment.

Organization SME D was established at the first Rousong store in Taiwan, 1966. After
decades of development, it is now an old store with multiple stores and sales channels.
The first generation of owners adhered to the principle of fresh raw materials being fried
every day during the start-up period. This has enabled SME D to make good achievements
in the country in the past 40 years. Now they not only take root in Taiwan, but also
want to cross the sea to develop across the sea so that more people can eat delicious
delicacies full of happiness. During the counseling, it was found that the company has
gradually been handed over to the second generation to operate, and it is in the stage of
transformation. Because SME D has been a time-honored brand for more than 40 years,
when it is stimulated by young employees’ new ideas, it is inevitable that there will be
disputes and disagreements. In addition, during the transition period, the owners wanted
to vigorously develop and expand overseas businesses and tried various methods during
this period. However, due to product characteristics, the sales have not met expectations
in many ways, and the owners are currently exploring a cross-border channel suitable for
their own enterprises.
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Organization SME E was established in inheriting 40 years of craftsmanship and it is
a socks and shoe brand enterprise. In order to provide comfortable and stable shoes for
growing children, they developed a non-slip rubber sole with a stable back heel, and a
non-binding sock body that allows the toes to move in a wide shoe shape. For activities,
yoga insoles with excellent cushioning and an exclusive patented safety shoelace design
have been selling wildly in major channels in just a few years on the market. In addition,
the owner mentioned that SME E has developed in both physical and virtual channels. The
performance ratio is about half, and the domestic side has accumulated a certain amount of
strength. In terms of internationalization, they are also actively participating in exhibitions,
or put on shelves on major foreign platforms. However, the owners still find it difficult to
shine in the international arena.

Organization micro-enterprise A is located in Taiwan, and it was established 16 years
ago [17]. An essential oil company has spanned 16 years of cross-border e-commerce. In
the past 16 years, it has done everything that should be done in cross-border e-commerce,
such as online marketing, Facebook marketing, word-of-mouth marketing, platforming,
etc. During the interview, the owner mentioned that developed physical and virtual stores
have been accumulating a group of customers. However, in the face of fierce international
competition, they find that if they no longer adjust their pace, they will be eliminated by this
society. Now is the time for transformation. At the beginning of this year, micro-enterprise
A put away all the channels in Taiwan and stopped selling for a few months. In the past
few months, they have targeted the U.S. market. The first step to enter the U.S. market
is that they have to get FDA certification for this type of product [11,18]. After that, they
continue to develop new products and send them for verification. In the end, it successfully
obtained the certification and opened up its popularity in the United States, and because of
this, it was sold to Japan and mainland China. The owner firmly believes that the brand of
the product is the king of sales, and cross-border e-commerce is just one of the relay tools
to enhance the brand and increase the number of points of sale.

Organization micro-enterprise B was established in the 100th year of the Republic of
China [5]. It mainly does the design, research and development, and purchasing of raw ma-
terials for beauty products. The production part is subcontracted, and the owner insists that
the customer feels at ease using products that are truly harmless to the skin. Products with
high-efficiency ingredients provide customers with intimate product-consulting services
and new knowledge of maintenance. In addition, micro-enterprise B believes that their
product strength has met international challenges. However, cross-border e-commerce
often depends on marketing and product descriptions to determine consumers’ buying
behavior. It just so happens that they lack marketing resources because they are micro-
enterprises. Therefore, the owner stated that overcoming this problem and letting those
who have never used them know that the benefits of their products are the problems that
should be solved at present.

Organization micro-enterprise C was established in 1998, and it is a handmade soap
raw material industry. In particular, it cooperates with American technology partners
to create a trend of domestic DIY handmade soap and artistic candle styles which are
different from the monotonous shape of ordinary traditional handmade soaps. Micro-
enterprise C has successfully integrated molding and soap-making technology into more
local characteristics and special raw materials while constantly creating the possibility
of infinite development of handmade soap. During the counseling, micro-enterprise C
owner mentioned that they currently do not have physical channels, and all sales come
from virtual channels. The owner said that he has tried to go hand in hand with virtual
and real channels before, but at present, he believes that virtual channels are the bulk of
development. Firstly, it can save costs, and secondly, the customer return rate is stable and
the virtual channel is sufficient for the purchase process. However, the current owner is
also encountering marketing problems. Although the micro-enterprise C has spread across
many countries, due to limited resources, they rely on passively waiting for customers to
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come to their door. There is no marketing plan yet, and they hope to make breakthroughs
in this area in the future.

Organization micro-enterprise D was established in 2012, and mainly focuses on coffee,
tea, and dessert-related products. Special consideration has been given to the selection of
raw materials, manufacturing process, and packaging. Firstly, represent innovation, from
product innovation to service innovation, aiming to give customers a new feeling; Second,
represent the two concepts of “safety” and “happy”. Let customers drink with peace of
mind and happiness. Moreover, the owner mentioned that there are currently two physical
channels. One is mainly based on natural beverages, and the target customer group is
students. The other one mainly focuses on specialty coffee, and the target customer group
is office workers. However, the virtual channel mainly sells gift box boutiques. At present,
the owners think that their brand is not big enough, so they still focus on physical channels.

Organization micro-enterprise E was established in 2010. At first, it was just a small
vendor selling ice cream on the Iron Horse Road in Taiwan. Then, in November, it was
voted third place in the “Greater Taichung Campus Food”. In 2011, it became famous with
“100th Anniversary of the Founding of the People’s Republic of China Ice Cream” and
“Summer Love Ice Cream”. In order to match these virtual markets, such as group buying
and home delivery, the owner developed and patented “pure milk shortbread”, and started
to set up counters in chain retail stores in 2013.

3.3. Data Collection Processes

In this research we used multiple cases study methods, as this method provided a
better opportunity for wider explanations. A case study is the best way to explore cases,
and to explain them and make them understandable [70]. While multiple case study
methods provide stronger evidence and more truthful results than single case studies, prior
to this, more precious essentials take time to apply [71]. The data collection method is
a primary data collection method. The primary data collection methods are interviews,
case studies, questionnaire methods, and others. Interview research methods were used to
collect relevant information. The first part collects the basic information of respondents
to confirm relevant interview questions and answers. The second part of the interview
outlines uses semi-structured interview questionnaires for marketing, logistics, operations,
etc. On the other hand, interview respondents were asked to respond according to their own
company’s status. According to the definition of the case study data proposed by Yin [69],
the secondary data of this study are as follows: the secondary data content is personal career
support counseling, planning to promote the integration of micro-enterprise networks into
internationalization, and written information such as corporate report-related innovation
can help this research to identify the key variables. In this study relevant information was
collected from September to October 2016, which verifies the data without errors.

4. Results and Discussion
4.1. Comparison between SMEs and Micro-Enterprise Based on Three Capabilities

Based on the case analysis, the study compared and analyzed the high and low results
of the three capabilities, “product”, “marketing”, and “knowledge”, to obtain five different
categories to analyze SMEs and micro-enterprises. Similar to [72], in this study, cross-border
e-commerce platforms can facilitate trade in three key ways. Digital e-commerce platforms
can serve as enablers through which new businesses can be created and traditional ones
can be transformed. This study identifies differences in motivational influence between the
two types of entrepreneurs, which translates into different financial outcomes. Although
the business strategies based on the e-commerce platform are similar between the two
types of entrepreneurs, the difference between the survival and growth motivation can
be clearly seen from the difference in the business expansion speed of the two groups of
entrepreneurs.

The findings differ from the conventional view that entrepreneurs have limited access
to resources (financial, human, social) and are therefore excluded from actively participating
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in transnational activities. The digital platforms allow necessity entrepreneurs to conduct
business in exactly the same way as opportunity entrepreneurs. The characteristics of
cross-border e-commerce are between SMEs and micro-enterprises, as shown in Table 3.

Table 3. Summary of SMEs and micro-enterprises’ capabilities.

Enterprise Name Product Capability Marketing
Capability

Knowledge
Capability Main Products

SMEs A low high high Fermented bean curd
SMEs B high low high Dried fish floss, processed fishery
SMEs C high high high Nano soap
SMEs D low high high Floss, processed meat products
SMEs E high high low Footwear

Micro-enterprises A high high high Essential oil
Micro-enterprises B high low high Cosmetic
Micro-enterprises C high low high Soap film, handmade soap
Micro-enterprises D low low low Coffee, tea, and other drinks
Micro-enterprises E high high low Ice cream, shortbread

4.1.1. The Study Compared and Analyzed the High and Low Results of the Three
Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze
organization SME A

Product capability—Low: Table 3 indicates that the enterprise abilities of product
capability are low. Because the product quality has passed various food certifications,
there are also groups of long-standing consumers in terms of taste. Nevertheless, in the
face of cross-border e-commerce, their products are restricted everywhere because of their
characteristics. The packaging of glass bottles is easily broken, and it is difficult to transport
over long distances. Consumers in the place where the taste is sold may not be able to
accept such a novel product. This is where they need to reconsider the product.

Marketing capability—high: Because the organization has significantly succeeded by
the second and third generations. The successor of the third generation has studied the
relevant marketing methods. In the interview, he mentioned the importance of the brand.
He believes that in the fermented bean curd industry the generation of the work is not a long-
term solution. Therefore, in the future, he plans to use cross-border e-commerce to open up
international popularity and apply different marketing strategies in different regions. Let a
part of the customer group accept it first, and then hit the physical channel market.

Knowledge capability—high: Because the enterprises have a certain understanding
of cross-border e-commerce-related knowledge through the distributors responsible for
international sales. The actual actions of cross-border e-commerce in the future are also
underway. There are currently negotiations with Singapore and Malaysia platform vendors.

4.1.2. The Study Compared and Analyzed the High and Low Results of the Three
Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze
Organization SMEs B

Product capability—high: Because SMEs B has its own factory, it can provide extremely
customized services, and the products can constantly change in response to customer needs
in various places, maintaining the concept of product diversification and having relatively
low-priced products. There are also exquisite products with high unit prices, and with
extremely high plasticity.

Marketing capability—low: In terms of marketing capabilities, SMEs B has a fixed
customer base because it started form physical channels such as the market. However, it
belongs to a traditional industry and faces the competition of the big environment. There
is a tendency to lose customers, and it is currently in a transitional stage. In terms of
transformation, the marketing plan is still being drafted, and it will take some time to digest
and determine the target.
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Knowledge capability—high: About the knowledge capability, the owner talked a lot
about the advantages and disadvantages of the company’s products in various cross-border
e-commerce platforms, and clearly understood the positioning of their products in the
international market.

4.1.3. About the High and Low Results of the Three Capabilities, “Product”, “Marketing”,
and “Knowledge”, to Obtain and Analyze Organization SMEs C

Product capability—high: The products of SMEs C have development patents, which
are relatively low in substitution, and the packaging is specially designed according to the
needs of each customer needs. The nature of the product is biased towards the public, and it
is suitable for cross-border e-commerce in terms of customer acceptance and transportation.

Marketing capability—high: SME C has a professional marketing planning team that
is responsible for product promotion. There are also many requirements in terms of brands;
it hopes to create market value through the particularity and advantages of products. It
is better to take back retail dealers who have different quality control, and also to defend
their own brand value.

Knowledge capability—high: SME C knows the direction of their products in the
future international e-commerce market and has been implementing plans systematically.
They hope to accumulate customer traffic through the boom of cross-border e-commerce.

4.1.4. About the High and Low Results of the Three Capabilities, “Product”, “Marketing”,
and “Knowledge”, to Obtain and Analyze Organization SMEs D

Product capability—low: After more than 40 years of continuous research and devel-
opment, the products have a certain quality. However, it is limited to meat products and
Taiwan is a foot-and-mouth disease epidemic area, which makes it very difficult to export.
Moreover, the owners feel that eating meat floss is not as indispensable a food in the home
as before. The owners are currently encountering this major problem.

Marketing capability—high: In terms of marketing, SMEs D is committed to studying
the consumption habits of today’s customers and wants to transform traditional food into a
new style to enter the young market. The owner’s marketing in the domestic market such
as direct-sale stores, department store counters, and airport stations as the first front line
where there are many tourists. Although online marketing and word-of-mouth marketing
are also in parallel, so far, the effect of these physical stores have achieved better results.
However, the owner believes that to enter the international market in the future, online
marketing must be combined with local trends in order to make their products be accepted
by the public abroad.

Knowledge capability—high: Owners have been in consistent contact with cross-
border e-commerce. At present, the mainland and South Korea are the main sales locations
in the trend of cross-border e-commerce. Before they do cross-border e-commerce, they
have to send people to the field to observe the station and evaluate whether the product can
stand in this area. After a period of planning and evaluation, they may choose to release
the products.

4.1.5. The Study Analyzed the High and Low Results of the Three Capabilities, “Product”,
“Marketing”, and “Knowledge”, to Obtain the Organization SMEs E

Product capability—high: The products of SMEs E are aimed at the children’s footwear
market. They are different from other products on the market in terms of uniqueness. They
developed their own webbing patents. In addition, owners believe that their products
can have advantages in cross-border e-commerce, as the same type of socks and shoes are
cheaper than many places in terms of cost.

Marketing capability—high: At present, owners have adopted virtual and real integra-
tion methods, using virtual marketing methods such as fan groups, Line@, etc., to attract
customers and bring customer traffic to physical stores. Currently, it is also available on
major domestic platforms because of the product characteristics. They have accumulated a
certain amount of popularity on the Internet.
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Knowledge capability—low: At present, the owner only collects relevant cross-border
e-commerce knowledge by participating in foreign exhibitions. There is currently no clear
goal in cross-border e-commerce.

4.1.6. The Study Analyzed the High and Low Results of the Three Capabilities, “Product”,
“Marketing”, and “Knowledge”, to Obtain the Organization Micro-Enterprises A

Product capability—high: Micro-enterprise A products have been certified by the US
FDA and are the first certification in this category. The market has very low substitution, so
the product strength is very high.

Marketing capability—high: Micro-enterprise A understands the importance of prod-
uct brand value. Therefore, the owner has been mainly focusing on foreign markets and
obtaining certifications in response to the needs of foreign markets. The world map of
products starts from America, then sells to Japan, and then sells to mainland China. It is
believed that the needs of the main target group can be used to maximize the brand value.
Hence, this kind of marketing method is common in non-micro-enterprises.

Knowledge capability—high: Micro-enterprise A has entered this field since the
beginning of global cross-border e-commerce. After years of sales, it has accumulated
a certain number of customers. The owner not only has a very good understanding of
cross-border e-commerce, but also clearly knows what kind of cross-border e-commerce
assistance is needed for the products he owns at this stage.

4.1.7. The study Analyzed the High and Low Results of the Three Variables, “Product”,
“Marketing”, and “Knowledge” to Obtain the Organization Micro-Enterprises B

Product capability—high: Because micro-enterprise B is a micro-enterprise, its human
resources are very limited, which leads to limited progress in marketing. Although there is
already a certain degree of exposure on the Internet depending on the product strength and
the real experience of consumers, these so-called exposures are there. Under the premise
of having used it, but in the face of cross-border e-commerce, the unique features of the
product alone cannot be attractive.

Marketing capability—low: Micro-enterprise B is a micro-enterprise with very limited
human resources, which leads to limited progress in marketing. Although relying on the
strength of the product and the real experience of consumers, there has been a certain
degree of exposure on the Internet, these so-called exposures, based on the premise that
they have used it. However, in the face of cross-border e-commerce, it is impossible to
attract people just by having unique products.

Knowledge capability—high: Micro-enterprise B’s current main direction is to move
towards internationalization. The owner believes that cross-border e-commerce is a very
effective method. He is very aware of what his products lack most internationally. He
wants to use the advantages of products to add value to his brand through exposure in
cross-border e-commerce.

4.1.8. The Study Analyzed the High and Low Results of the Three Capabilities, “Product”,
“Marketing”, and “Knowledge”, to Obtain the Organization Micro-Enterprises C

Product capability—high: The products of micro-enterprise C are very distinctive. In
addition to the effects of the same type on the market, he also integrates cultural creativity
and entertainment into his products, such as artistic soap, clay soap, and silicone soap mold,
to make his products more sophisticated. In order to cater to a more diverse customer base,
their products are constantly innovating, and there are more than 1000 products.

Marketing capability—low: Micro-enterprise C is very sophisticated and distinctive
in the product part, but the owner said that the current predicament is the problem of
marketing. They only put their products on the platform and the Internet, and passively
wait for customers to come to their door. Sales are maintained through customer return
and word of mouth.

Knowledge capability—high: Micro-enterprise C is very good at cross-border e-
commerce. The foreign platforms currently being sold on include Ebay, Etsy, and Amazon,
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and spans more than 35 countries. Therefore, they have a good understanding of cross-
border e-commerce knowledge.

4.1.9. The Study Analyzed the High and Low Results of the Three Capabilities, “Product”,
“Marketing”, and “Knowledge”, to Obtain the Organization Micro-Enterprises D

Product capability—low: There are differences in products due to different physical
channels and virtual channels. However, on the market, especially internationally, there
are too many boutique gift boxes of the same type. The uniqueness of the market is slightly
lower. If you want to make gains in cross-border e-commerce, it definitely needs some
additional value-added products.

Marketing capability—low: Micro-enterprise D is still in the start-up stage. The
exposure of the brand only depends on the promotion of physical channel, and then brings
the physical customer source to the virtual channel. In addition, the owner said that the
benefits brought by the virtual channel are still too low, so it is impossible to allocate too
many resources to the marketing.

Knowledge capability—low: The owner currently wants to try to promote the product
internationally, but he does not know much about cross-border e-commerce. Although
there is contact, it just keeps the mentality that everyone else is doing it, so try to do it and
see it, and then choose your future plans based on your own situation.

4.1.10. The Study Compared and Analyzed the High and Low Results of the Three
Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze
Organization Micro-Enterprise E

Product capability—high: Micro-enterprise E products have very high market ex-
clusivity because of their patented technology. Although there are many homogeneous
products on the market, this patent has achieved something that homogeneous products
cannot do. Additionally, the owner has a design in response to virtual channels. The
products that are suitable for sale in virtual channels, such as gift boxes and souvenirs,
prove that the products of micro-enterprise E are very competitive.

Marketing capability—high: Micro-enterprise E started out as a street vendor. Through
participating in marketing selections such as campuses and night markets, the company
has become bigger and bigger. The virtual marketing part has its own fan group, official
website, YouTube audio and video promotion, and blogger word-of-mouth promotion.
Domestically, it has accumulated a certain reputation, and the owner hopes that through
this popularity and the assistance of the government, it will be in line with international
standards, making the brand bigger and causing a boom in foreign countries.

Knowledge capability—low: Although the owner currently has an understanding of
cross-border e-commerce, there is no clear plan yet. It is still impossible to determine which
method is the best way to sell his products abroad. In addition, only the owner has access
to this type of information, and the rest of the employees have not received this training.

4.2. Consideration Factors of SMEs and Micro-Enterprise

Table 4 indicates that two or more repetitive considerations from the two groups of
SMEs and micro-enterprises draw as standard references.

The results of Table 4 are further organized to answer the research questions of
this study. SMEs and micro-enterprises need to consider those factors when choosing
a cross-border e-commerce platform. In this study, the classification of characteristics
was summarized, and its context was observed. Through the selection of the five types
of enterprises and characteristics of cross-border e-commerce platforms, the differences
between SMEs and micro-enterprises are analyzed and compare with considerations factors.
According to the capability characteristics of various SMEs and micro-enterprises, this
study is based on the relevant data obtained from the research structure and case interviews.
This research explores the “product capability”, “marketing capability”, and “knowledge
capability” of the case SMEs and micro-enterprises. To discuss the research questions that
SMEs and micro-enterprises need to consider when choosing a cross-border e-commerce
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platform, we selected five types of enterprise characteristics of cross-border e-commerce
platforms. Moreover, Table 4 results are summarized into five types of consideration factors.

Table 4. Considerations for SMEs and micro-enterprises.

Enterprises Category Economic Factor Social Factor Technological Factor Legal Factor

SMEs A Culture Payment,
Logistics Certification

SMEs B Marketing Culture Payment Certification
SMEs C Marketing, pricing Logistics Certification

SMEs D Culture Payment,
Logistics Certification

SMEs E Marketing Payment Certification

Micro-enterprises A Marketing, pricing, market
analysis assistance Culture Certification

Micro-enterprises B Marketing, market analysis
assistance Culture Payment,

Logistics Certification

Micro-enterprises C Marketing, pricing, market
analysis assistance Culture Logistics Certification

Micro-enterprises D Marketing Customer service Payment,
Logistics

Micro-enterprises E Marketing Customer service Payment Certification

4.2.1. Product Capability

(i) Consideration of factor analysis

For SMEs A and SMEs D, when choosing cross-border e-commerce, the consid-
erations factors are product capability—low, market capability—high, and knowledge
capability—high.

The solutions of cross-border e-commerce platforms of their consideration factors of
SME A and SME D considered culture, payment, logistics, and certification. Enterprises
have no economic considerations, because the marketing capability and knowledge capabil-
ity of the company sufficiently deal with economic issues such as cross-border marketing,
product pricing, and market analysis. However, in terms of social, technological, and
legal aspects, due to the particularity of the product, it is necessary to consider. In terms
of culture, this type of product does not necessarily meet the needs of the majority of
local people. Therefore, there are many obstacles in marketing and logistics. Due to the
difficulty of the product, it is necessary to strengthen the packaging design, supporting
measures, and certification. It also takes more time and money to carry out international
food certification. The payment process has not been limited by the product characteristics,
but the respondents indicated that the variety of payment systems is too complicated. We
hope that there will be a window for unified teaching or counseling.

(ii) There are no differences of considerations between SMEs and micro-enterprises.

4.2.2. Marketing Capability

(i) Consideration of factor analysis

SME B, micro-enterprises B, micro-enterprises C when choosing cross-border
e-commerce considerations factors are product capability—high, market capability—low,
and knowledge capability—high.

The solutions of cross-border e-commerce platform of their considerations factors of
SMEs B considered marketing, culture, payment, and certification; micro-enterprises B
considered marketing, market analysis assistance, culture, payment, logistics, and certi-
fication; and micro-enterprises C considered factors such as marketing, pricing, market
analysis assistance, culture, and logistics. As a result, the product aspect is highly sought by
customers. However, due to the lack of investment in enterprise resources on the marketing
aspects, the first consideration is the economic considerations of selecting cross-border
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e-commerce considerations. The cultural factor is also a lack of marketing aspects of con-
siderations. There is no real understanding of local cultural management, and it is hoped
that there would be a window or platform provider to help to solve this type of problem.

(ii) Differences in considerations between SMEs and micro-enterprises.

In terms of market analysis of the economic capability, both micro-enterprise B and
micro-enterprise C indicated that there was no way to handle this matter due to worker
limitation and hoped that the platform could assist. In terms of pricing, micro-enterprise C
stated that there would be counterfeiters on the platform. Some platform counterfeiters are
larger and faster, which has deeply affected their pricing. Micro-enterprise C is a company
with limited resources that cannot afford the test of counterfeiting, because counterfeiters
often make 80% similar products, but the price is low. The response measures continue
to develop new products, but the cost of developing new products exceeds profitability.
Therefore, it is very important to consider this factor in selecting cross-border e-commerce
platforms. In logistics, for micro-enterprise B and micro-enterprise C, the platform provider
must provide the established model that can be directly applied. In contrast, SME B has a
problem with the payment. This factor needs to be considered when selecting the platform
vendor. There is no difference between the social factors and the legal side.

4.2.3. Knowledge Capability

(i) Consideration of factor analysis

SMEs E and micro-enterprise E, when choosing cross-border e-commerce consid-
erations factors, are product capability and marketing capability—high and knowledge
capability—low. The choice of cross-border e-commerce platform focuses on marketing,
payment, and certification. Macro-enterprise E considered factors such as marketing, cus-
tomer service, payment, and certification. Although the companies’ domestic products
and marketing experience are high they do not understand transnational e-commerce, so
they need to first understand the rules of international e-commerce and understand how
to sell their products. The payment can only platform businesses, hoping that an area
only uses a payment, and saving payment management costs in the legal aspects of the
certification. The two owners are not familiar with cross-border e-commerce regulations
related to the application. SMEs E hoped someone can provide him or her with applications
for the three-license clearance. Micro-enterprise E hoped that someone would provide them
with the opportunity to apply for halal certification policy and international food-related
inspections.

(ii) Differences in considerations between SMEs and micro-enterprises

In social customer service, micro-enterprise E believes that they are micro-manufacturers
who lack human resources. While the boss of the store often handles customer service, they
start to conduct international cross-border e-commerce. In terms of business, customer
service will become more extensive and in-depth. Non-workers or those who have not
received professional training can afford it. Therefore, micro-enterprise E also considers
customer service as one of the considerations, along with economics, technology, and law.
There is no difference in legal aspects.

4.2.4. Cross-Border Potential Capability

(i) Consideration of factor analysis

SMEs C and micro-enterprise A are high product aspect, high market aspect, and
high knowledge aspect. The choice of cross-border e-commerce platforms focuses on mar-
keting, pricing, logistics, and certification, and the companies focus on the establishment
of brands. Micro-enterprises A considered factors such as marketing, pricing, market
analysis assistance, culture, and certification. On the economic factors of marketing, this
type of business owner believes that a product must sell on an international platform.
Passenger traffic is very important, and the operation on marketing is the most important
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consideration. Pricing is a consideration, but they are not allowed on the shelves. The
platform arbitrarily pulls down product prices. In the legal aspects of certification, and
in the process of establishing international brands, it can assist in the establishment of
certifications. In addition to the general customs clearance of certification, both companies
have obtained international products. Certification, making the product more competitive,
enhances international customer acceptance.

(ii) Differences in considerations between SMEs and micro-enterprises

In the economic aspect, micro-enterprise A has similar software to assist, taking into
account the worker constraints and the need for a more professional approach to local
analysis. In the cultural aspects, SMEs C has sufficient human and resources specialists to
local information was collected, but micro-enterprise A had limited resources because they
believed that there was a need for platform providers to collaborate with local culture to
give product recommendations. In terms of logistics, small and medium-sized enterprises
(SMEs) usually ship a lot, because they expressed the hope that platform traders would
fully handle the matter. Micro-enterprise A says that as long as the price is reasonable,
it can meet the customer’s requirements and respect the customer. The legal aspect is
no different.

4.2.5. Cross-Border Start-Up Capability

(i) Consideration of factor analysis

Micro-enterprise D has low product aspects, low market aspects, and low knowledge
aspects. The choice of cross-border e-commerce platform focuses on marketing, customer
service, payment, and logistics. Micro-enterprise D has been established for less than
five years, so the business is still in the starting stages. In terms of marketing in the
economy, e-commerce products have launched. Products are also low due to the same type
of products on the market. In addition, the company’s initial marketing is also limited,
without investing resources; we are currently exploring the marketing knowledge of
choosing a transnational e-commerce platform, and we need to understand the information.
For customer service in the social sector, the current volume is not high, so the business
owner handles it. If the product reaches an international level, the quantity will increase.
However, when the customers’ demand becomes large, someone will be needed to assist
in processing. Due to the lack of multinational e-commerce knowledge, the owner does
not understand which kind of payment and logistics to choose and needs the platform
provider and the government to help with counseling.

(ii) There are no differences in considerations between SMEs and micro-enterprises.

The result of hypotheses shows, as Tables 3 and 4 indicate, the result of consideration
factors as shown in Table 5, and it analyzes and compares the difference between SMEs
and micro-enterprises by consideration factors.

Table 5. Hypotheses test.

Hypotheses Outcome

H1: Small, medium-sized, and micro-enterprises will have greater performance when using
cross-border e-commerce Supported

H2: Small, medium-sized, and micro-enterprises’ product capability will have higher levels of
impacts (Economic, Social, Technology, and Legal) when using cross-border e-commerce Supported

H3: Small, medium-sized, and micro-enterprises’ marketing capability will have greater performance
(Economic, Social, Technology, and Legal) when choosing cross-border e-commerce Supported

H4: Small, medium-sized, and micro-enterprises’ knowledge will have greater experience in
cross-border e-commerce use (Economic, Social, Technology, and Legal). Supported
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5. Conclusions and Recommendations
5.1. Conclusions

This study uses case studies to study the small and medium-sized enterprises and
microenterprises who participated in cross-border e-commerce project counseling, a total of
10 companies, and the secondary data analysis, and for different enterprises under the char-
acteristics of enterprises in the economic, social, logistics, and legal, these considerations on
the choice of cross-border e-commerce platform. The study found that different enterprise
capacity characteristics will affect the choice of cross-border e-commerce platforms. This
study summarizes five different types of enterprises: product capability, marketing capabil-
ity, cross-border potential capability, knowledge-based capability, and cross-border start-up
capability. These five characteristics also have different types of options to consider, of
which SMEs pay more attention to marketing, culture, payment, logistics, and certification.
In addition to the theoretical implications of this study, small and medium enterprises
and micro-enterprises in the choice of cross-border e-commerce platform management
practice recommendations and proposed future research recommendations. According
to the research results, various cross-border e-commerce platforms will provide different
business models for enterprises, but these models are not suitable for all enterprises. This
study mainly allows business owners to review their corporate capabilities and their corre-
sponding considerations and allow them to select platforms before doing a full range of
thinking, then choose the platform that best meets your company.

5.2. Management Implications and Research Contributions

This study was conducted through the interviews of 5 SMEs and 5 micro-enterprises
and summarized them into five types of cross-border e-commerce platforms: product
capability, marketing capability, cross-border potential capability, knowledge capability,
and cross-border start-up capability. The situation will help companies in the development
of cross-border e-commerce.

In terms of business owners, this study provides five types of reference for enter-
prises, so that companies can find the most suitable model of cross-border e-commerce
platform, and then solve the factors that enterprises consider when choosing a cross-border
e-commerce platform. The platform providers can fully understand why companies do
not use platforms and learn that the reasons can be adjusted so that platform operators
can remain flexible. On the one hand, they retain the original platform functions; they can
design a simple cross-border e-commerce platform model for small and medium-sized
enterprises and micro-enterprises. In terms of government guidance, the government
can assist companies in conducting health inspections when companies participate in
cross-border e-commerce counseling cases.

5.3. Research Limitations

The research method limitations are explored in this study with consideration factors
of models, which is the most influential factor in businesses using cross-border e-commerce.

(i) Due to the sampling, this study did not specifically mention the industry of the enter-
prise. However, in the course of the research, it was discovered that several aspects
of international e-commerce, such tax legislation, would have distinct limitations for
various goods. Therefore, follow-up research industry-specific discussions can be
made.

(ii) In this study, we mentioned the differences between micro-enterprises and small
and medium-sized enterprises. Due to sample limitations, we only focused on the
lack of marketing, known market positioning, and lack of international e-commerce
knowledge. If there is a way to collect more samples in the future, more research and
analysis can be done on the limited product type and the start-up type.

(iii) Due to the project scenario, the interview’s content had to be separated into two por-
tions for analysis. The integration of reality is the first section’s focus, however reality
plays a minimal role in this study, while the second section relates to the primary
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research axis. Therefore, the interviewed companies may have some preconceived
ideas, so they cannot accurately grasp the essence of the questions and answer them,
resulting in some viewpoints being hidden.

5.4. Future Research Proposals

This study mainly focuses on small, medium, and micro-enterprise factors that can
influence a firm’s growth on cross-border e-commerce. In addition, future research should
be used as follows:

(i) This study is a case study method. A more complete questionnaire structure can
be designed and used to verify a quantitative way and complement the subjective
discussion of this case study.

(ii) For the cross-border start-up type of this study, the characteristics of low product
capability, low marketing capability, and low knowledge capability suggest looking
for more samples to analyze and discuss providing micro-enterprises on cross-border
e-commerce.

(iii) After sorting out the literature, this study will consider the factors to classify economic,
social, technological, and legal factors, and suggests that more complete and more
detailed considerations may be included in the scope of the study.

Author Contributions: Conceptualization, W.-H.C. and A.B.; Visualization, C.-L.C.; investigation, W.-
H.C., Y.-C.L., A.B. and C.-L.C.; formal analysis, W.-H.C., writing–original draft, W.-H.C., validation,
C.-L.C.; writing–review and editing, W.-H.C., Y.-C.L., A.B. and C.-L.C. All authors have read and
agreed to the published version of the manuscript.

Funding: This research received no external funding.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: Not applicable.

Acknowledgments: The authors thank all case organizations and interviewees and the three anony-
mous reviewers for their valuable contributions to the article. The authors gratefully acknowledged
the Small and Medium Enterprise Administration, Ministry of Economic Affairs of Taiwan for
this research.

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Rather, R.A. Demystifying the effects of perceived risk and fear on customer engagement, co-creation and revisit intention during

COVID-19: A protection motivation theory approach. J. Destin. Mark. Manag. 2021, 20, 100564.
2. Liu, Z.; Li, Z. A blockchain-based framework of cross-border e-commerce supply chain. Int. J. Inf. Manage. 2020, 52, 102059.

[CrossRef]
3. Rundle-Thiele, S.; Dietrich, T.; Carins, J. CBE: A framework to guide the application of marketing to behavior change. Soc. Mar. Q.

2021, 27, 175–194. [CrossRef]
4. Lecerf, M.; Omrani, N. SME internationalization: The impact of information technology and innovation. Rev. Knowl. Econ. 2020,

11, 805–824. [CrossRef]
5. Ma, C.; Cheok, M.Y.; Chok, N.V. Economic recovery through multisector management resources in small and medium businesses

in China. Resour. Policy 2023, 80, 103181. [CrossRef]
6. Sarwoko, E.; Frisdiantara, C. Growth determinants of small medium enterprises (SMEs). Univers. J. Manag. 2016, 4, 36–41.

[CrossRef]
7. Zhang, X.; Han, Y. Impact of COVID-19 on Small and Medium Sized Cross-border E-commerce Enterprises and Suggestions. J.

Fro. Eng. Technol. 2020, 23, 2.
8. Kenneth, C.L.; Guercio, C. E-commerce: Business, Technology and Society, 13th ed.; Pearson Education: London, UK, 2017.
9. Park, S.; Lee, I.H.; Kim, J.E. Government support and small-and medium-sized enterprise (SME) performance: The moderating

effects of diagnostic and support services. Asian Bus. Manag. 2020, 19, 213–238. [CrossRef]

http://doi.org/10.1016/j.ijinfomgt.2019.102059
http://doi.org/10.1177/15245004211021643
http://doi.org/10.1007/s13132-018-0576-3
http://doi.org/10.1016/j.resourpol.2022.103181
http://doi.org/10.13189/ujm.2016.040105
http://doi.org/10.1057/s41291-019-00061-7


J. Theor. Appl. Electron. Commer. Res. 2023, 18 438

10. Wang, Y.; Lee, S.H. The Effect of Cross-Border E-Commerce on China’s International Trade: An Empirical Study Based on
Transaction Cost Analysis. Sustainability 2017, 9, 2028. [CrossRef]

11. International Trade Administration under the U.S. Department of Commerce. Taiwan e-Commerce Market. 2022. Available
online: https://www.trade.gov/knowledge-product/taiwan-ecommerce (accessed on 13 September 2021).

12. Qi, X.; Chan, J.H.; Hu, J.; Li, Y. Motivations for selecting cross-border e-commerce as a foreign market entry mode. Ind. Mark.
Manag. 2020, 89, 50–60. [CrossRef]

13. Xiao, L.; Guo, F.; Yu, F.; Liu, S. The effects of online shopping context cues on consumers’ purchase intention for cross-border
E-Commerce sustainability. Sustainability 2019, 11, 2777. [CrossRef]

14. Bingi, P.; Mir, A.; Khamalah, J. The challenges facing global E-commerce. Inf. Syst. Manag. 2000, 17, 26–34. [CrossRef]
15. Wang, Y.S. Assessing E-Commerce Systems Success: A Re-specification and Validation of the DeLone and McLean Model of IS

Success. Inf. Syst. Manag. 2008, 18, 529–557.
16. Mouzas, S. What drives business transformation? Evidence from manufacturer-retailer networks. J. Bus. Res. 2022, 143, 282–293.

[CrossRef]
17. Chang, A.Y.; Cheng, Y.T. Analysis model of the sustainability development of manufacturing small and medium-sized enterprises

in Taiwan. J. Clean. Prod. 2019, 207, 458–473. [CrossRef]
18. Stecenko, I.; Lin, C.F. The assessment of the impact of small and medium-sized enterprises on the manufacturing sector in Taiwan

and Latvia: A comparative analysis. Econ. Ann.-XXI 2018, 169, 21–25. [CrossRef]
19. Zoppelletto, A.; Orlandi, L.B.; Zardini, A.; Rossignoli, C.; Kraus, S. Organizational roles in the context of digital transformation: A

micro-level perspective. J. Bus. Res. 2023, 157, 113563. [CrossRef]
20. Hsieh, Y.H.; Chou, Y.H. Modeling the impact of service innovation for small and medium enterprises: A system dynamics

approach. Simul. Model. Pract. Theory 2018, 82, 84–102. [CrossRef]
21. Zhang, Y.; Ayele, E.Y. Factors Affecting Small and Micro Enterprise Performance with the Mediating Effect of Government

Support: Evidence from the Amhara Region Ethiopia. Sustainability 2022, 14, 6846. [CrossRef]
22. Pongelli, C.; Majocchi, A.; Bauweraerts, J.; Sciascia, S.; Caroli, M.; Verbeke, A. The impact of board of directors’ characteristics on

the internationalization of family SMEs. J. World Bus. 2023, 58, 101412. [CrossRef]
23. Huang, C.D.; Hart, P.; Wiley, M. Factors Characterizing IT Use in SMEs: An Exploratory Study. In Proceedings of the Innovations

Through Information Technology, New Orleans, LA, USA, 23–26 May 2004; Idea Group Inc.: New Orleans, LA, USA, 2004; pp.
1229–1230.

24. Rathi, R.; Sabale, D.B.; Antony, J.; Kaswan, M.S.; Jayaraman, R. An Analysis of Circular Economy Deployment in Developing
Nations’ Manufacturing Sector: A Systematic State-of-the-Art Review. Sustainability 2022, 14, 11354. [CrossRef]

25. Kaswan, M.S.; Rathi, R.; Cross, J.; Garza-Reyes, J.A.; Antony, J.; Yadav, V. Integrating Green Lean Six Sigma and industry 4.0: A
conceptual framework. J. Manuf. Technol. Manag. 2023, 34, 87–121. [CrossRef]

26. Yadav, V.; Gahlot, P.; Kaswan, M.S.; Rathi, R. Green Lean Six Sigma critical barriers: Exploration and investigation for improved
sustainable performance. Int. J. Six Sigma Compet. Advant. 2021, 13, 101–119. [CrossRef]

27. Yang, J.; Yang, N.; Yang, L. The Factors Affecting Cross-border E-commerce Development of SMEs-An Empirical Study. In
Proceedings of the Thirteenth Wuhan International Conference on E-Business—Emerging Operations & Services Management,
Wuhan, China, 31 May–1 June 2014; p. 12.

28. Gomez-Herrera, E.; Martens, B.; Turlea, G. The drivers and impediments for cross-border e-commerce in the EU. Inf. Econ. Policy
2014, 28, 83–96. [CrossRef]

29. Hanson, W.A. Principles of Internet Marketing; South-Western College Publishing Company: Mason, ON, USA, 1999.
30. Urciuoli, L.; Hintsa, J.; Ahokas, J. Drivers and barriers affecting usage of e-Customs—A global survey with customs administra-

tions using multivariate analysis techniques. Gov. Inf. Q. 2013, 30, 473–485. [CrossRef]
31. Anderson, J.E.; Larch, M.; Yotov, Y.V. Trade and investment in the global economy: A multi-country dynamic analysis. Eur. Econ.

Rev. 2019, 120, 103311. [CrossRef]
32. Kalakota, R.; Whinston, A.B. Electronic Commerce: A Manager’s Guide; Addison-Wesley Professional: Boston, MA, USA, 1997.
33. Yoo, S.; Shin, S.J.; Ryu, D.H. The supplier management and approval in reverse trade card: An electronic payment system on the

B2B. In Proceedings of the 5th International Conference on Ubiquitous Information Technologies and Applications, Sanya, China,
16–18 December 2010; pp. 1–6.

34. Cowgill, B.; Dorobantu, C. Gravity and Borders in Online Commerce: Results from google. mimeo.; Department of Economics,
University of Oxford: Oxford, UK, 2007.

35. Saeed, S. Global marketing effectiveness via alliances and electronic commerce in business-to-business markets. Ind. Mark. Manag.
2008, 37, 3–8.

36. Zou, Z. The Study on Electronic Commerce and Development of International Logistics. In Proceedings of the International
Symposium on Electronic Commerce and Security, Guangzhou, China, 3–5 August 2008; IEEE: Piscataway, NJ, USA, 2008;
pp. 704–707.

37. Nguyen, H.O. Critical factors in e-business adoption: Evidence from Australian transport and logistics companies. Int. J. Prod.
Econ. 2013, 146, 300–312. [CrossRef]

http://doi.org/10.3390/su9112028
https://www.trade.gov/knowledge-product/taiwan-ecommerce
http://doi.org/10.1016/j.indmarman.2020.01.009
http://doi.org/10.3390/su11102777
http://doi.org/10.1201/1078/43193.17.4.20000901/31249.5
http://doi.org/10.1016/j.jbusres.2022.01.053
http://doi.org/10.1016/j.jclepro.2018.10.025
http://doi.org/10.21003/ea.V169-04
http://doi.org/10.1016/j.jbusres.2022.113563
http://doi.org/10.1016/j.simpat.2017.12.004
http://doi.org/10.3390/su14116846
http://doi.org/10.1016/j.jwb.2022.101412
http://doi.org/10.3390/su141811354
http://doi.org/10.1108/JMTM-03-2022-0115
http://doi.org/10.1504/IJSSCA.2021.120218
http://doi.org/10.1016/j.infoecopol.2014.05.002
http://doi.org/10.1016/j.giq.2013.06.001
http://doi.org/10.1016/j.euroecorev.2019.103311
http://doi.org/10.1016/j.ijpe.2013.07.014


J. Theor. Appl. Electron. Commer. Res. 2023, 18 439

38. Qiu, Y.; Chen, T.; Cai, J.; Yang, J. The Impact of Government Behavior on the Development of Cross-Border E-Commerce B2B
Export Trading Enterprises Based on Evolutionary Game in the Context of “Dual-Cycle” Policy. J. Theor. Appl. Electron. Commer.
Res. 2022, 17, 1741–1768. [CrossRef]

39. Zhu, X.; Yang, H. Taiwanese Manufacturers’ Cross-Border Operation of the Global e-Commerce Market Teaching Manual; The Republic of
China Foreign Trade Development Association: Beijing, China, 2015.

40. Laudon, K.C.; Traver, C.G. E-Commerce Essentials; Pearson: London, UK, 2014.
41. Hutt, M.D.; Speh, T.W. Undergraduate education: The implications of cross-functional, relationships in business marketing–the

skills of high-performing managers. J. Bus.-to-Bus. Mark. 2007, 14, 75–94. [CrossRef]
42. Wang, Y.; Jia, F.; Schoenherr, T.; Gong, Y.; Chen, L. Cross-border e-commerce firms as supply chain integrators: The management

of three flows. Ind. Mark. Manag. 2020, 89, 72–88. [CrossRef]
43. Gupta, A. E-Commerce: Role of E-Commerce in today’s business. Int. J. Comput. Bus. Res. 2014, 4, 1–8.
44. Niranjanamurthy, M.; Kavyashree, N.; Jagannath, S.; Chahar, D. Analysis of e-commerce and m-commerce: Advantages,

limitations and security issues. Int. J. Adv. Res. Comput. Commun. Eng. 2013, 2, 2360–2370.
45. Asare, S.D.; Gopolang, B.; Mogotlhwane, O. Challenges facing SMEs in the adoption of ICT in B2B and B2C E-commerce. Int. J.

Commer. Manag. 2012, 22, 272. [CrossRef]
46. Faraoni, M.; Rialti, R.; Zollo, L.; Pellicelli, A.C. Exploring e-Loyalty Antecedents in B2C e-Commerce: Empirical results from

Italian grocery retailers. Br. Food J. 2019, 121, 574–589. [CrossRef]
47. Zhang, X.; Williams, A.; Polychronakis, Y.E. A comparison of e-business models from a value chain perspective. EuroMed J. Bus.

2012, 7, 83–101. [CrossRef]
48. Shihab, M.R.; Maulana, D.; Hidayanto, A.N. Determinants of Repurchase Intention in C2C E-Commerce: Customers’ Perspectives

of Merchants and Platform Providers. Inf. Resour. Manag. J. 2018, 31, 54–76. [CrossRef]
49. DeLone, W.H.; McLean, E.R. Information systems success: The quest for the dependent variable. Inf. Syst. Res. 1992, 3, 60–95.

[CrossRef]
50. DeLone, W.H.; McLean, E.R. Measuring e-commerce success: Applying the DeLone & McLean information systems success

model. Int. J. Electron. Commer. 2004, 9, 31–47.
51. Sandy, C. Success in electronic commerce implementation: A cross-country study of small and medium-sized enterprises. J.

Enterp. Inf. Manag. 2008, 21, 468–492.
52. Qin, Z.; Qin, Z. Introduction to E-Commerce; Springer: Heidelberg, Germany, 2009.
53. Kraemer, K.L.; Gibbs, J.; Dedrick, J. Impacts of globalization on e-commerce use and firm performance: A cross-country

investigation. Inf. Soc. 2005, 21, 323–340. [CrossRef]
54. Porter, M.E.P.M. Competition in Global Industries; Harvard Business Press: Cambridge, MA, USA, 1986.
55. Armstrong, G.; Adam, S.; Denize, S.; Kotler, P. Principles of Marketing; Pearson: Melbourne, VIC, Australia, 2014.
56. Kiragu, S.M. Assessment of challenges facing insurance companies in building competitive advantage in Kenya: A survey of

insurance firms. Int. J. Soc. Sci. Entrep. 2014, 1, 467–490.
57. Yang, F.; Gan, Q. Impact of Regional Environmental Regulations on Taiwanese Investment in Mainland China. Sustainability 2021,

13, 4134. [CrossRef]
58. Kawa, A. Supply chains of cross-border e-commerce. In Proceedings of the Asian Conference on Intelligent Information and

Database Systems, Kanazawa, Japan, 5 April 2017; Springer: Cham, Switzerland, 2017; pp. 173–183.
59. Heikkurinen, M.; Appleton, O.; Urciuoli, L.; Hintsa, J. Federated ICT for global supply chains: IT service management in

cross-border trade. In Proceedings of the IFIP/IEEE International Symposium on Integrated Network Management, Ghent,
Belgium, 27–31 May 2013; IEEE: Piscataway, NJ, USA, 2013; pp. 1268–1275.

60. Thomas, G.A. Typology for the case study in social science following a review of definition, discourse, and structure. Qual. Inq.
2011, 17, 511–521. [CrossRef]

61. Flyvbjerg, B. The Sage Handbook of Qualitative Research; Sage: Thousand Oaks, CA, USA, 2011; Volume 4, pp. 301–316.
62. Stake, R.E. The Art of Case Study Research; Sage: Thousand Oaks, CA, USA, 1995.
63. Eisenhardt, K.M. Better stories and better constructs: The case for rigor and comparative logic. Acad. Manage. Rev. 1991, 16,

620–627. [CrossRef]
64. Eisenhardt, K.M.; Graebner, M.E. Theory building from cases: Opportunities and challenges. Acad. Manage. J. 2007, 50, 25–32.

[CrossRef]
65. Baxter, P.; Jack, S. Qualitative Case Study Methodology: Study Design and Implementation for Novice Researchers. Qual. Rep.

2008, 13, 544–559. [CrossRef]
66. Sekaran, U.; Bougie, R. Research methods for business: A Skill building Approach, 8th ed.; John Wiley & Sons: Hoboken, NJ, USA,

2019; Volume 432.
67. Kohlbacher, F. The use of qualitative content analysis in case study research Forum Qualitative Sozialforschung. Forum Qual. Soc.

Res. 2006, 7, 1–30.
68. Yin, R.K. Case Study Research: Design and Methods; Sage: Thousand Oaks, CA, USA, 2009.
69. Hyett, N.; Kenny, A.; Dickson-Swift, V. Methodology or method? A critical review of qualitative case study reports. Int. J. Qual.

Stud. Health Well-being 2014, 9, 23606. [CrossRef]
70. Rowley, J. Using case studies in research. Manag. Res. News 2002, 25, 16–27. [CrossRef]

http://doi.org/10.3390/jtaer17040088
http://doi.org/10.1300/J033v14n01_08
http://doi.org/10.1016/j.indmarman.2019.09.004
http://doi.org/10.1108/10569211211284485
http://doi.org/10.1108/BFJ-04-2018-0216
http://doi.org/10.1108/14502191211225392
http://doi.org/10.4018/IRMJ.2018070104
http://doi.org/10.1287/isre.3.1.60
http://doi.org/10.1080/01972240500253350
http://doi.org/10.3390/su13084134
http://doi.org/10.1177/1077800411409884
http://doi.org/10.2307/258921
http://doi.org/10.5465/amj.2007.24160888
http://doi.org/10.46743/2160-3715/2008.1573
http://doi.org/10.3402/qhw.v9.23606
http://doi.org/10.1108/01409170210782990


J. Theor. Appl. Electron. Commer. Res. 2023, 18 440

71. Alshenqeeti, H. Interviewing as a data collection method: A critical review. Engl. Linguist. Res. 2014, 3, 39–45. [CrossRef]
72. Duan, C.; Kotey, B.; Sandhu, K. The effects of cross-border E-commerce platforms on transnational digital entrepreneurship: Case

studies in the Chinese immigrant community. J. Glob. Inf. Manag. 2021, 30, 1–19. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

http://doi.org/10.5430/elr.v3n1p39
http://doi.org/10.4018/JGIM.20220301.oa2

	Introduction 
	Literature Review and Research Framework 
	SMEs and Micro-Enterprises 
	Cross-Border E-Commerce 
	E-Commerce Success Model 
	Research Framework 
	Small, Medium-Sized, and Micro-Enterprises 
	Cross-Border E-Commerce Platform Selection Factors 


	Research Methodology 
	Method 
	Sample and Purpose 
	Data Collection Processes 

	Results and Discussion 
	Comparison between SMEs and Micro-Enterprise Based on Three Capabilities 
	The Study Compared and Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze organization SME A 
	The Study Compared and Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze Organization SMEs B 
	About the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze Organization SMEs C 
	About the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze Organization SMEs D 
	The Study Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain the Organization SMEs E 
	The Study Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain the Organization Micro-Enterprises A 
	The study Analyzed the High and Low Results of the Three Variables, “Product”, “Marketing”, and “Knowledge” to Obtain the Organization Micro-Enterprises B 
	The Study Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain the Organization Micro-Enterprises C 
	The Study Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain the Organization Micro-Enterprises D 
	The Study Compared and Analyzed the High and Low Results of the Three Capabilities, “Product”, “Marketing”, and “Knowledge”, to Obtain and Analyze Organization Micro-Enterprise E 

	Consideration Factors of SMEs and Micro-Enterprise 
	Product Capability 
	Marketing Capability 
	Knowledge Capability 
	Cross-Border Potential Capability 
	Cross-Border Start-Up Capability 


	Conclusions and Recommendations 
	Conclusions 
	Management Implications and Research Contributions 
	Research Limitations 
	Future Research Proposals 

	References

