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Abstract

With the development of e-commerce, the area efdst of entrepreneurs
and academics is focused on opportunities andesjiatapproaches to enhanc-
ing the competitiveness of enterprises that prilparade electronically. This
paper focuses on evaluating the importance of datexnts of strategy and stra-
tegic management in the long-term development afl smd medium-sized en-
terprises that primarily trade electronically anldein to evaluate the importance
of these determinants into the whole process afeglic management of enter-
prises primarily focused on e-commerdée main aim of the paper is fulfilled
through research carried out in several phases betwa selected sample of
small and medium enterprises oriented primarilyescommerce. The collection
and analysis of data from the research is realibgdusing the method of per-
sonal interviewing and the methods of statistiodliction and descriptive statis-
tics for the verification of the formulated maindapartial hypotheses. The con-
tribution of the paper is based on the identifioatof the importance of strategic
management evaluated by SMEs focusing primarilg-commerce, influencing
their strategic position and the possibility ofther development.
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Introduction

The area of small and medium-sized entreprenquistémerging and gain-
ing popularity with its increasing importance irr@s the whole business field
and economy (Cravo, Becker and Gourlay, 2015). rdsearch (Korab and
Pomenkova, 2014) investigates whether small and mediized enterprises in
the Czech Republic, Slovakia, Poland and Hungapeeenced a decline in
access to external financing during the financi@is These firms are more
likely to be affected by financing constraints tHarge, listed firms (Lamont,
Polk and Sa&-Requejo, 2001).

The research (Andries et al., 2016) has revedlad dredit supply factors
played the most important role in credit availdapiio small firms. According
to Durgulu et al. (2016), SMEs are increasingly petled to develop strategies
to increase their effectiveness and sustainabilitygrder to gain financial and
performance goals.

The paper focuses on the evaluation of the impoetaf strategic manage-
ment in e-commerce. SMEs primarily focused on e+oence reflect the same
characteristics as the general level of small areliom-sized enterprises
(KuneSovéa and Eger, 2017). These enterprises aigngxas many are highly
entrepreneurial and are often involved in explgitiew innovations (Anvari and
Norouzi, 2016). Due to the narrow specializationtte# products and services
offered, small and medium-sized enterprises inrarmerce can more precisely
identify the target group of customers, includiigit specific needs (Feindt,
Jeffcoate and Chappell, 2002). SMEs in e-commeypicdlly do not have
a specific strategy defined for e-commerce and Eaonceptual and strategic
approach to business development in the virtuairenment (Grandon and
Pearson, 2004, Grandon, Nasco and Mykytyn, 20149org&merce has been
expanded in the short term, and new e-commercendssts are emerging as
well (Tu, 2016).

SMEs are known to face a much easier market &tlian large enterprises
in obtaining and processing the information neettedefine their goals and
strategies (Broome, 2016). SME managers have egklimt e-commerce allows
them to bring innovations to the market and todase their competitive ad-
vantage more effectively (Villa et al., 2018).

There are three barriers to the development aneseerce in small and me-
dium-sized enterprises: high IT costs, a lack péfficial resources and limited
technical knowledge in enterprises (Choshin andfi@ha2017). E-commerce
will not succeed if people lack the required knadge, fail to understand IT and
e-commerce and lack the necessary standards, @&ehsabels (Leung et al.,
2018).
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Theoretical Framework

The research in the field of SMEs (Stokes and &Mil2010; Analoui and
Karami, 2003; Deakins and Freel, 2012; Pavlak, 28h8ws that the success of
SMEs depends more on business policy than on exteressures and factors
affecting them. According to research (Holatovéednova and Kantnerova,
2015), most Czech SMEs surveyed (60%) have a fatedlstrategy. Other
research (Skokan, Pawliczek and Piszczur, 2013pnpeed among 677 SME
from the Czech Republic and Slovakia confirmed thigger enterprises pay
more attention to strategic management and moea dtihve made a full detailed
strategy (strategic document). Aragon-Correa e(28108) confirmed the exist-
ence of a direct and positive relationship betwé@eancial performance and
environmental strategies concerned with the devedop of preventive and in-
novative practices and eco-efficient practicesat8gy in SME is defined as a set
of (Burke and Jarratt, 2004): planned activitiempearried out to achieve stated
objectives, resources and capabilities being deplay action strategic deci-
sions, market being entered, environments providiiggals filtered through
personal and entrepreneurial networks. Accordingith (2010), strategic con-
tinuity of level of goals has several important extp. Defining goals must be
based on the overall imagination of the developrmé&obmpany.

An e-commerce strategy is not only for online hasses. It defines both
short-term and long-term e-business and e-comnggraks and includes careful
and qualified planning (Hernandéz, Jiménez and iMa2009; Yoon and Chae,
2009; Raisinghani, Meade and Schkade, 2007). §icateanagement therefore
means introducing any measures within the orgapizab implement these
strategies and all work-related activities, inchglithe e-commerce strategy
(Halici and Erhan, 2013). It is also important &fide the methods of implemen-
tation and the evaluation of e-strategy (Chen,&ahOuyang, 2014). E-strategy
also influences the traditional marketing mix as pinoduct can also be expanded
online as well as on the purchase site, not to imerthe price of websites,
online promotions and people who serve websitessarwh (Chaffey and Smith,
2013). Managers should distinguish more types sfaruers and know how to
deal with them to consolidate the loyalty of thaiistomers and build brand and
image, especially in competing industries (Ballegtaau-Carles and Sainz, 2018).

Lam and Harrison-Walker (2003) report that fiftypdels were developed to
deal with strategic and decision-making processes-tommerce ten years ago.
Kao and Decou (2003), in their strategic managerpentess in e-commerce
model, highlight the main dimensions that influertice design and implemen-
tation of an e-strategy. Chang and Graham (201@)nsrize the key critical
success factors that affect strategic e-commerogegqis: providing quality
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information, a well-formulated plan, stakeholdecegtance, suitable staff, in-
ternal communication, and interactive feedback.v®liSterman and Giese
(2003) emphasize that the creation and implememtati an effective e-strategy
should be fully subordinated to online and offlmestomers and should take into
account current trends in the virtual environmétawer (2005) highlights the
importance of resources (material, informationffstapital) that are necessary
to create a successful e-commerce strategy. Jizshgya (2009) emphasize that
an e-strategy should be an exclusive part of theinbas strategy and cannot
currently be overlooked in business development.a©tount of the specific
determinants of strategic development and othetifigiges that arise from the
virtual environment, phases and aspects of st@i@ginagement are identified
for e-commerce (Fatta, Patton and Viglia, 2018).

Material and Methods

The main aim of the research is to evaluate tlpoitance of determinants of
strategy and strategic management in the long-tlFuelopment of small and
medium-sized enterprises in e-commerce and thenatate the importance of
these determinants into the whole process of gitateanagement of SMEs in
e-commerce. The partial aim is to evaluate thengthes and weaknesses of se-
lected SMEs in e-commerce in comparison with langerprises in e-commerce
in the process and stages of strategic managementommercer he following
empirical research methods are used: Method obpatsnterviewing — quanti-
tative research in the form of a questionnaire eyurirhe questionnaire was then
sent to owners or top managers of the selectedpeistes electronically. Method
of personal interviewing — qualitative researchthie form of semi-structured
interviews between selected enterprises primagtu$ed on e-commerce. Se-
lected methods of statistical induction and desizepstatistics for the verifica-
tion hypotheses formulatetlonparametric tests are used to verify the research
hypotheses (Kruskal-Wallis test (ANOVA), Friedmateést, Nemenyi's multiple
comparison method).

The research aims to answer the following maieassh questions:

1. What are the main determinants of strategic e-comenmanagement that
determine the long-term strategic development tdrprises primarily focused
on e-commerce?

2. What is the importance of determinants of straseyy strategic e-commerce
management that is evaluated by SMEs primarilydedwn e-commerce?

The main hypotheses have been formulated to heehain and partial aims
of the research:
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« MH1: Enterprises primarily focused on e-commercendd apply a com-
prehensive approach to the process of strategic agpament in the Czech
e-commerce environment.

« MH2: There is a relationship between the size daémamises and the size
of the assets of enterprises primarily focused-ocpramerce and the importance
of the strategy, the determinants of strategic bgreent and the determinants
of strategic management in e-commerce.

Research Sample

A research sample of enterprises was identifieobraing to the following
criteria: Enterprises belonging to the category: ESMprimarily focused on
e-commerce (with affiliated stone shops). SMEsthesm compared to large en-
terprises. Enterprises that trade mainly througtbsites. Enterprises selling
predominantly on the B2C market. Enterprises affgphysical products. Regis-
tered main seat in the Czech Republic. Legal fofnbusiness: Joint Stock
Company, Limited Liability Company. Existence oétanterprise on the market
— at least 7 years (i.e. established in 2011 amlikga A prerequisite is the
trustworthiness and reliability of the enterprisgembership in the Association
for Electronic Commerce or certification of a custr-verified award by
Heuréka.cz). Enterprises that have at least ongooe full-featured e-shop.

Studying the environment of Czech e-commerce haws there is no com-
prehensive database of enterprises primarily fatoesee-commerce. Therefore,
the database was created on the basis of thectestrcriteria defined above.
Each individual enterprise was searched for onbties of the following main
sources: List of Members of the Association fordilenic Commerce (APEK,
2018), Basic data from the Commercial Register (2®8), Data from the
Administrative Register of Economic Subjects (ARE®18). Based on the
above-mentioned restrictive criteria, the resefraime of enterprises consists of
367 enterprises. An electronic questionnaire was teethem after a phone call.
Due to the sensitivity of the data, anonymity waswed for the enterprises.
Semi-structured interviews were conducted with é¢ight selected representa-
tives of the enterprises from the research sanplefine and supplement the
results of the questionnaire survey, (SvatoSova9p0

The research sample consists of 209 enterprisesebponded to all inquiries
in the questionnaire survey. The return of questines was therefore 56.9%.
According to Raosoft (2018) at a 95% confidencell@nd 5% error tolerance,
a representative sample of 188 respondents is reeoed. The representative-
ness of the research sample is therefore ensuhedieBults of the questionnaire
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survey are broken down by enterprise size intoftewing categories: micro
enterprises (up to 10 employees), small enterpfigeso 50 employees), me-
dium enterprises (up to 250 employees), large prisess (up to 500 employees)
and large enterprises + (over 500 employees). eumbre, the research sample
is divided according to the size of the assetsnérprises into the following
categories: A: up to 10,000 thous. CZK, B: up te0B0 thous. CZK, C: up to
100,000 thous. CZK, D: up to 200,000 thous. CZK,uR:to 300,000 thous.
CZK, F: up to 500,000 thous. CZK, G: up to 1,000,@Bous. CZK, H: over
1,000,000 thous. CZK.

Results and Discussion

Results from the Quantitative Research

Table 1 summarizes the importance of strategy-éoremerce evaluated by
enterprises primarily focused on e-commerce in ltreg-term development,
broken down by enterprise size (micro, small, megliiarge, large +). Altogether,
76 enterprises, i.e. 36.36%, identified the impletaton of e-commerce strate-
gy in the long-term development as very import&étenterprises as significant,
i.e. 31.58% of enterprises, 42 enterprises assigsdficant, i.e. 20.1% of enter-
prises, and 25 enterprises as insignificant, 1e9@%. Altogether, 85, i.e. 40.67%
of enterprises, formulate an e-commerce strategyritien form, see Table 2.
The larger the enterprise size, the higher thdiliged that the enterprise will
have an e-commerce strategy formulated in writtemf The results confirm the
outcomes of the secondary surveys (SrpovaRetty, 2010; Blazkova, 2007,
Sebestova and Nowakova, 2013, AMSPZ, 2011, HolatBke€zinova and Kant-
nerova, 2015; Nadeem et al., 2018; Prashant, ZRi@dard et al., 2010; Leung
et al., 2018) that only minority enterprises chotsedesign and implement
a systematic approach to create and implementcamenerce strategy.

Table 1
Importance of Strategy in E-commerce

Importance of strategy
in e-commerce

None

Less
important

Important

Very
important

Micro enterprises

Small enterprises
Medium enterprises
Large enterprises

Large enterprises +
Enterprises in total
Enterprises in total (in %)

=
NN Ao Y

25
11.96

11
17
10
1
3
42
20.10

17
26
13
3
7
66
31.58

16
32
14
6
8
76
36.3

Source Oown processing.
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Based on previous results of secondary resea(@vasoSova, 2016; Skokan,
Pawliczek and Piszczur, 2013; Pavlak, 2013; Haied Erhan, 2013; Zich,
2010; Nadeem et al., 2018; Prashant, 2009; Ricataal., 2010; Leung et al.,
2018) that for SMEs in e-commerce, the strategydcbe considered as unim-
portant or less important (almost 30% cases). Theralso interesting findings
that 25% of large enterprises have the same meailimgse results may be
a consequence of incorrect formulating and impleémgrthe strategy into busi-
ness processes as the other secondary resultsiguoiolatova, Bezinova and
Kantnerova, 2015; Skokan, Pawliczek and Piszcz04,32 Blazkova, 2007;
Sebestova, 2005; Sebestova and Nowakova, 2013;3kuaeand Eger, 2017;
Markovi¢, Cavoski and Novowi, 2016). The same interesting results occurred in
case of the strategy formulation in the writtenrforAlthough the key success
factor of the successful strategy implementatiomsisormulation in the written
form (BlaZkova, 2007; Srpova ariRehd, 2010; Analoui and Karami, 2003;
Carter and Jones-Evans, 2012), almost 60% of sedventerprises do not for-
mulate the strategy in the written form as the jmey researches confirmed.
Although 9 of large enterprises consider the sjsate e-commerce as very im-
portant or important (from the total 12 enterprisasy 6 of them have formu-
lated the strategy in the written form. In the piss; written systematic docu-
ment about strategy is many cases missing as @nsterviewing confirmed.

Table 2

Formulation of an E-commerce Strategy in Written Fam
Formulation of an e-commerce| Yes (absolute | No (absolute Yes (relative No (relative
strategy in written form frequency) frequency) frequency) frequency)

(in %) (in %)

Micro enterprises 20 31 23.53 25.00
Small enterprises 28 57 32.94 45.97
Medium enterprises 18 23 21.18 18.55
Large enterprises 6 6 7.06 4.84
Large enterprises + 13 7 15.29 5.65
Enterprises in total 85 124 40.67 59.33

Source Own processing.

Another question of the questionnaire survey idinnd out how much of

a priority the focus of the e-commerce strategyTise following Table 3 lists
the results broken down by enterprise size. Inl,t@th enterprises, i.e. 14.83%,
do not have a strategy specified, 47 enterprises2P.49%, focus the strategy
on quality, 41 enterprises, i.e. 27.27%, focusstinategy on stabilization and 33
enterprises, i.e. 15.79% focus the strategy on mmakig profit. Micro enter-
prises focus the strategy on quality, small enteegrfocus the strategy on stabi-
lization and development, while medium and largegmises focus the strategy
on development. Only 14.83% of enterprises havestrategy in e-commerce
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specified, and most enterprises focus their styateg-commerce on develop-
ment without the distinction of the enterprise sizbe most of large enterprises
focus their strategy on stabilization and develommas the sign of a certain
business and economic development of the enterprfie statement was also
confirmed in personal interviewing with selectedveyed enterprises The SMEs
focus their strategy mostly on quality and stahtiian that reflect the most obvi-
ous position of SME on the market in general angractise.

Table 3

Prioritization of the E-commerce Strategy

Prioritization On

of the e-commerce No't' O”. Qn . on maximizing | Total
specified | quality | stabilization | development )

strategy profit

Micro enterprises 8 14 12 10 7 51

Small enterprises 17 16 19 19 14 85

Medium enterprises 6 6 4 15 10 41

Large enterprises 0 6 0 4 2 12

Large enterprises + 0 5 6 9 0 20

Enterprises in total 31 a7 41 57 33 209

Enterprises in total (in %) 14.83 22.49 19.62 27.27 15.79 100

Source:Own processing.

Another part of the survey focused on the imparaof individual functional
strategies evaluated by enterprises primarily fedusn e-commerce on the rat-
ing scale 1 — 5 (1 — the least significant, 5 —riwest significant). The following
Figure 1 (based on the arithmetic mean) shows glgeegate evaluation broken
down by enterprise size. The most significant édkierall strategy in e-commer-
ce (e-strategy) — 3.18, marketing strategy — 3ridf @orporate strategy — 3.16.
The least significant on average is the finandiategy — 2.65 and the personnel
strategy — 2.80. From the overall evaluation, itlesar that the larger the size of
the enterprise is, the more important the funclieti@tegies are evaluated: the
most obvious is in the case of the financial sgwatend personnel strategy. Con-
sequently, smaller enterprises do not considesatea of financing and human
resources to be equally important in strategic rgameent. The functional stra-
tegies should be equally important in any entegprisgardless their strategic
priority, size or scope of the activity (Blazkow)07; Srpova anitehd, 2010;
Analoui and Karami, 2003; Carter and Jones-Evad$22Brorgekova and Ber-
natov4, 2005). Based on personal interviewing SIEs in e-commerce finan-
cial and personnel management and strategy isamstidered as priority, obvi-
ously because of limited number of employees infigdd of HR and financing.
Based on personal interviewing, SMEs have obviouslthe field of HR and
financing limited financial resources and lack oferience and knowledge.
Among large enterprises this phenomenon has not ddeserved.
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Figure 1
Average Evaluation of the Importance of FunctionalStrategies by Enterprise Size

Corpgrate strategy

Financial strategy

Logistic strategy Marketing strategy

Personnel strategy

= \iCro enterprises (average) = Small enterprises (average)
Medium enterprises (average) = | arge enterprises (average)
= | arge enterprises + (average) e Total (average)

Source Own processing.

Another part of the questionnaire survey focusedi® importance of the
determinants of strategic development in e-commécehe long-term devel-
opment of enterprises on the scale 1 — 5 (1 —dhst Isignificant, 5 — the most
significant). Determinants were identified based pyevious research broken
down by enterprise size (SvatoSova, 2016).

In the General aspects of strategic managemg@m®t Mission and vision,
Situational analysis, Strategic planning, Formolatof corporate strategy, Im-
plementation of corporate strategy, Strategic abptoverall strategic planning
(3.12) and the formulation of the corporate straté®)25) are best evaluated,
missions and vision (2.24) and strategic controd4p are the least significant.
In the categoryinternal determinants of strategic developméré. Corporate
culture, Quality of top management, Marketing mamagnt and strategy, Fi-
nancial management and strategy, Personnel managan strategy, Logistics
management and strategy, Competitive advantagepHiy, Innovation ability,
Financial condition, Security of e-commerce, Tedbgmal advancement of
e-commerce, Payment systems in e-commerce, WelgnjeRieputation and
brand), the technological advancement (3.12) amjstics management and
strategy (3,10) are on average the most signifi@antthe other hand, financial
management and strategy (3.37), personnel managemerstrategy (2.59) and
corporate culture (2.58) were evaluated as thd Egsificant. In the category
External Determinants of Strategic Developm@et Orientation in the industry,
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Ability to work with legislation, Negotiation witltustomers, Negotiation with
suppliers, Struggle with the competition, Onlin@ghing behaviour), the most
important is the negotiation with customers (3.48)l online shopping behav-
iour (3.12); the least important is the abilitywork with legislation (2.95). In
summary, it can be said that the larger the erigerjs, the more significant the
determinants of strategic development are.

In summary, that the larger the enterprises &sntlore significant it assesses
the individual determinants of strategic developm&he results of the research
again confirmed the results of secondary reseaftt@atova, Bezinova and Kant-
nerova, 2015, Sebestova and Nowéakova, 2013; Skékamliczek and Piszczur,
2013; AMSPZ, 2011; Halici and Erhan, 2013; Anvaui &orouzi, 2016; Roztocki
and Weistroffer, 2015; Markogj Cavoski and Novow, 2016; Prashant, 2009;
Richard et al., 2010; Leung et al., 2018) thatrictice there is mostly underes-
timated the process of strategic analysis, the itapoe of mission and vision
and strategic control. The personnel managementstmadegy and financial
management and strategy are among the surveyegbresgs deeply underesti-
mated regardless their size. Based on survey,réeed financial and personnel
management and strategy are the weakest part iofstnategic management.
This may be caused by absence of qualified per$¢amiee surveyed area. En-
terprises in e-commerce mostly focus their effortld quality personnel for
their long-term business based on qualitative sumehe form of personal in-
terviewing realized along with questionnaire sur{@yatoSova, 2019).

In addition, the questionnaire survey identifibd brder of importance of key
elements of strategic management in e-commercdofag-term development
(1 - least significant, 9 — most significant). Thislering from 9 to 1 provides
the information if all surveyed enterprises in susmmnconsider these elements
as equally important and if the surveyed enterprigee the systematic and com-
prehensive approach in the process of strategi@geanent. Figure 2 provides
a summary of descriptive statistics of the ordemgfortance of the individual
elements of strategic management (arithmetic meétais)already clear that these
elements are not valued by enterprises in the saaye The key elements of
strategic development were identified on the ba$igprevious research (Sva-
toSova and Svobodova, 2014). These elements areqoatly important for en-
terprises. Theory and practice show (Blazkova, Z0@pova andkehad, 2010;
Analoui and Karami, 2003; Carter and Jones-Evadi$2 2Brorgekova and Ber-
natova, 2005; Markouj Cavoski and Novov, 2016; Prashant, 2009; Richard
et al., 2010; Leung et al., 2018) that the definitkey elements of strategic man-
agement should be evaluated equally important, ihéo process of strategic
management. However, the surveyed enterprisesiaterestimate this area.
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Figure 2

Evaluation of the Importance of the Key Elements ofStrategic Management
by Enterprise Size

Keg/ product

Crisis managemen

~ Customer service
5 /] "z.
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1 "A‘\)A g4 Key staff
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~ _ Corporate culture

Financial manageme Strategic thinking

Micro enterprises (average) Small enterprises (average)
Medium enterprises (average) == | arge enterprises (average)
= | arge enterprises + (average) e Total (average)

Source Own processing.

The last part of the questionnaire survey dealth e importance of
the determinants of individual phases of strategamagement in e-commerce
on the rating scale 1 — 5 (1 — least significant, faost significant). Phases with
determinants are followingAnalysing (i.e. Analysis of online customer and
online shopping behaviour, Analysis of the comp®tit Analysis of suppliers,
Risk analysis, Analysis of the external environmeiné-commerce, Analysis of
the internal environment of e-commerce, Financialysis), Preparation and
formulation of the strateggi.e. Determination of the mission and vision, iDas
and testing of strategic variants (creation of adel), Determination of the busi-
ness and corporate strategy, Determination of titztegy in e-commerce, De-
termination of the marketing strategy, Determimataf the logistics strategy,
Determination of the financial strategy, Determioatof the personnel strategy),
Planning (i.e. Determination of strategic business goalsteDmination of the
functional strategic goals, Determining partiahstgic tasks, Determination of
key competences, Determination of key staff, Treniification of projects to
implement the strategy, Identification of the azhie and necessary financial
and material resources, Setting a timetable, Settia evaluation and measure-
ment criteria to meet strategic goals, Identifimatiof data, information and
knowledge to meet strategic goals, Creating thetfonal, or process strategic
plans),Implementation(i.e. Allocation of financial and material resoes¢ Im-
plementation of projects, Measures to meet stratbgsiness goals, Measures
to meet functional strategic goals, Action to mgdifie plan to meet strategic
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goals),Control (i.e. Monitoring, evaluation and measurement efftiifilment of
strategic business goals, Monitoring and evaluatifathe fulfilment of functional
strategic goals, Determination of the measuregptaie or change the strategy),
Any phaseg(i.e. Key managerial competences, Delegation awkmtralization,
Flexibility, Vision of the future and prediction development, Teamwork, De-
cision-making, Communication and motivation, Kegft

Determinants were compiled on the basis of literasearch (see SvatoSova,
2016). Findings of the survey show that enterprsésarily focused on e-com-
merce do not evaluate all phases of strategic nesmneigt as equally important.
In the Analysis phase, online customer analysi¥4)3s the most significant, on
the other hand, the analysis of the external enment (2.61) is the least signifi-
cant. In the Preparation and formulation of thatetyy phase, the determination
of the strategy in e-commerce (3.12) is the magtiicant, on the other hand,
the determination of the mission and vision (2.i4he least significant. In the
planning phase, the definition of key competen¢®$2) is the most significant,
on the other hand, the determination of strateggirtess goals (2.24) is the least
significant. Only the Implementation phase is, earage, almost equally signi-
ficant. Conversely, the Control phase is on avefagel and the comparison
with the other phases is considered to be the kgstficant. For each stage,
teamwork is the most significant (3.12), while #e&y managerial competencies
are the least significant (2.74). In general, blges in strategic management are
not evaluated with the same priority regardlesssibe of enterprise. Based on
these results and from the hypotheses verificateopmmerce-oriented enter-
prises do not provide a systematic and comprehergiproach to the process of
strategic management in e-commerce. In generalsitbational analysis, mis-
sion and vision, determinants in control phasaraial and personnel issues in
management and strategy are underestimated regmittike size of enterprise. In
general the phase Analysis and Control is the whaleess underestimated that
may cause possible long-term ineffectiveness inpitoeess of strategic man-
agement in e-commerce.

Results from the Qualitative Research

Eight enterprises in the survey were selected ftbenresearch sample to
equally represent enterprises by size (micro, smaddium and large enterprises)
to compare and trace common features and diffesestrengths and weaknesses
in strategic management in e-commerkk . enterprises surveyed have common
features in the process of strategic managementgs® in e-commercéheir
priority is oriented on needs and wishes of thearaser, there is an important
role of personalization, a certain form of intena&tcommunication with the
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customer can be traced, all enterprises use soefalorks to promote and com-
municate with customers, in all enterprises, tlo®imerce strategy focuses on
stabilization, development and quality, for allemptises, the high quality of pro-
ducts and services is a priority, each enterpriiersosome added value (loyalty
program, discounts, regular events etc.), for eathrprise, a strategic approach
to solving the problem and form of strategic thigkcan be traced, all enterprises
use multi-channel sales (online and offline), botffine and online sales are all
considered as equally important, the security amstworthiness of e-commerce
is a priority, all enterprises combine both onlared offline marketing forms of
support, all of them have built up a good reputaémd stable position in the
online and offline markets, all enterprises applyeatain strategic approach to
management and e-commerce strategy developmeimafementation.

In summary, from the personal interviewing, miarad small enterprises pri-
marily oriented on e-commerce are more specializea particular market, and
focuses on quality and stabilization more than evetbpment. However, the pro-
cess of strategic management is less sophistieatddot systematically and com-
prehensively addressed in enterprises. Medium@iges have a similar strategic
approach to small businesses, but they are mousddoon strengthening strategic
market positions. The process of strategic manageieemore sophisticated in
medium enterprises, but there are some shortcorbagsd on the non-conceptual
approach. For the comparison, the large enterpmsése e-commerce were se-
lected, in which the sophisticated system of sgiatenanagement process and
unigue e-strategy defined the position of the leesellers. Unique e-commerce
strategies help them to progress and strengtharsthategic position.

Main Research and Partial Hypotheses Verification

The following chapter verifies the main and péartesearch hypotheses of
the research. The verification of hypotheses ifopmed at a significance level of
a = 0.05. The rejection or non-rejection of the fiedi hypothesis is decided on the
basis of a comparison of the significance levelnd the p-value, which is the
minimum level of significance, for which the zergpbtheses can be rejected.
Shapiro-Wilk's test confirmed that the selectioresimot come from the normal
probability distribution at a significance levek 0.05, since g a. Therefore, the
following nonparametric tests are selected for liypsis testing: Kruskal-Wallis
test (ANOVA), Friedman’s test, Nemenyi's multiplenaparison method. Hypo-
theses verification is performed by using the Stiai program (Kubanova, 2004).

An example of how to calculate and verify partiesearch hypotheses is
given in the following caseAll phases of the process of strategic management
in e-commerce are equally importanthis hypothesis is verified by using
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Friedman’s test. Sincea, i.e. p = 0.00, see Table 4. This hypothesis cabao
confirmed, so it can be stated that the phasedseoptocess of strategic manage-
ment are not considered equally important.

Table 4
Friedman’s Test
] Friedman'’s test (Phases of strategic management)
The importance of phases ANOVA chi-qu. (N = 209, sv = 4) = 76.23337 p = 0.000
of strategic management Compliance coefficient = 0.09119, r = 0.08682
in e-commerce —
Average order | Sum of order Average Standard deviatin
Analysis 3.25119617 679.5 3.02392344 0.57750365
Preparation and formulation
of strategy 2.72009569 568.5 2.78648325 0.530980996
Planning 3.20334928 669.5 2.91474554 0.46415503
Implementation 3.50717703 733 3.053588p2 0.635B894
Control 2.31818182 484.5 2.57256718 0.84426942

Source:Own processing (in Statistica program).

The zero hypotheses was rejected, therefore tH@piaucomparisons are
being made to determine which pairs caused thethgpis to be rejected. Thus,
Nemenyi's multiple comparison method is used, whidmpares the sum of
order (see the second column in Table 5) obtaioeth& Friedman test.

Table 5
Neményi's Multiple Comparison Method
Preparation Imolemen-
. Analysis | and formulation | Planning pie Control
Phases of strategi tation
of strategy
management
Sum 679.5000 568.5000 669.5000 733.0000 484.5000
of order
Analysis 679.5000 0 111 10 53.5 195
Preparation
and formulation
of strategy 568.5000 | 111 0 101 164.5 84
Planning 669.5000 10 101 0 63.5 185
Implementation 733.0000 53.5 164.5 63.5 0 248.5
Control 484.5000 | 195 84 185 248.5 0

Source Own processing (in Excel).

Red-highlighted values are indicated for thosespai phases that caused the
hypothesis to be rejected. The hypothesis rejectias caused by two phases of
analysis and preparation and formulation of thatstyy, analysis and control,
preparation and formulation of the strategy andpileag, preparation and formu-
lation of the strategy and implementation, prepamatnd formulation of the
strategy and control, planning and control, impletagon and control.
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Table 6
Main Research Hypotheses (MH) and Partial ReseardHypotheses (PH) of the Research
Conclusion
Main research hypothesis of hypothesis
verification

MHZ1: Enterprises primarily focused on e-commerce do not apply a comprehensiv

approach to the process of strategic managementihe Czech e-commerce environment| Not rejected

. Conclusior

) ) Method of hypothesis )
Partial research hypothesis verification of hypothess

verification

All determinants of strategic developm
PH1a): | in e-commerce are considered to be equally impbriafriedman’s test Rejected
by enterprises primarily focused on e-commerce.

The key elements of strategic managemen-corr-
merce are equally important and evenly distributed
The determinants ¢he individual phases of strate
PH1c): | management are considered equally important by | Friedman'’s test Rejected
enterprises primarily focused on e-commerce.

PH1b): Friedman’s test Rejected

All phases of the process of strategic management Friedmar stest,

PH1d): in e-commerce are equally important Nemeényi's multiple Rejected
’ comparison method
Conclusion
Main research hypothesis of hypothesis
verification

MH2: There is narelationship between the size of enterprises and éhsize of the asse
of enterprises primarily focused on e-commerce anthe importance of the strategy,
the determinants of strategic development and theederminants of strategic
management in e-commerce.

Not rejected

. Conclusion

: : Method of hypothesis .
Partial research hypothesis verification of hypothess

verification

There isna relationship between the importance
PH2a): | the strategy in e-commerce and the size of ensaprj Kruskal-Wallis ANOVA | Not rejected
primarily focused on e-commerce.

There isna relationship between the importance
PH2b): | the strategy in e-commerce and the size of thesasseKruskal-Wallis ANOVA | Not rejected
of enterprises primarily focused on e-commerce.
There is n relationship between the importar
PH2c): | of functional strategies in e-commerce and the size Kruskal-Wallis ANOVA | Rejected
of enterprises primarily focused on e-commerce.
There is n relationship between the importance
PH2d): | functional strategies in e-commerce and the size of Kruskal-Wallis ANOVA | Rejected
assets of enterprises primarily focused on e-coene
There is n relationship between the importar

of the determinants of strategic development in
e-commerce and the size of enterprises primarily
focused on e-commerce.

There is n relationship between the importar

of the determinants of strategic development in
e-commerce and the size of assets of enterprises
primarily focused on e-commerce.

There is n relationship between the importar

of determinants of individual phases of strategic
management in e-commerce and the size

of enterprises primarily focused on e-commerce.
There is n relationship between the importar

of determinants of individual phases of strategic
management in e-commerce and the size of asset
of enterprises primarily focused on e-commerce.

PH2e): Kruskal-Wallis ANOVA | Rejected

PH2f): Kruskal-Wallis ANOVA | Rejected

PH2g): Kruskal-Wallis ANOVA | Rejected

PH2h): Kruskal-Wallis ANOVA | Rejected

Source Own processing (in the Statistica program).




1105

Moreover, the results of the sum of the orderrbteshow that the phases of
the preparation and formulation of the strategy emwkrol are significantly un-
derestimated by enterprises compared to other plusgrategic management in
e-commerce. The main and partial research hypathesepresented in Table 6
and are verified by using selected methods ofssiedi induction.

Final Discussion

In summary, the results of the research confirenrsults of the secondary
researches (Blazkova, 2007 HolatovéeBnova and Kantnerova, 2015, Sebes-
tova and Nowakovéa, 2013; Skokan, Pawliczek andcRisz 2013; AMSPZ,
2011; Halici and Erhan, 2013; Anvari and Norouf)1@; Roztocki and Weis-
troffer, 2015; Markow, Cavodki and Novowv, 2016; Prashant, 2009; Richard
et al., 2010; Leung et al., 2018; Btekova and Bernatova, 2005), i.e. the strategy
is generally underestimated among small and medized enterprises and only
a minority of them choose a systematic approaatreating and implementing
the strategy. Although all functional strategiesistl be considered as equally
important by enterprises in the process of strateganagement of e-com-
merce, the surveyed enterprises determined signifidifferences between the
defined functional strategies. The surveyed enggprdo not recognize the same
importance for the determinants of strategic dgy@lent, although they should
be considered equally important in the processtraiteyic management. The
surveyed enterprises do not evaluate all phasestrategic management as
equally important. The e-commerce-oriented enteegrregardless their size do
not apply a comprehensive approach in the procesfaiegic management in
the Czech e-commerce environment.

Conclusions

On the basis of all the parts of the researcis, jitossible to answer the fol-
lowing main research questions set out in the rekgaethodology:

1. What are the main determinants of strategic e-cernmmmanagement that
determine the long-term strategic development tdrprises primarily focused
on e-commerce?

The determinants of strategic development in ernerne were divided into
the general aspects of strategic management, aitdaterminants of strategic
development, and external determinants of stratdgielopment that signifi-
cantly influence the process of strategic managemesrcommerce. The process
of strategic management in e-commerce is dividéd fiwe phasesAnalysing,
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Preparation and formulation of strategy, Plannirigyplementation, Controlin
each phase, determinants have been identifiedaimatand influence each phase.
All identified determinants should be consideredadly important in the process
of strategic management in e-commerce. Researdd lwas both qualitative and
guantitative research has shown that surveyedpeiges attribute different mean-
ings to different determinants in the process ®@ftegic management. The results
of research show that the surveyed enterprises nmoigrestimate the following
determinants of strategic development and the peooé strategic management
in e-commerce: mission and vision, strategic sibnal analysis, strategic con-
trol, corporate culture, personnel management aradegy, financial manage-
ment and strategy, corporate culture, ability tokweith legislation.

2. What is the importance of determinants of strategy strategic management
in e-commerce that is evaluated by SMEs primaoiéyi$ed on e-commerce?

Although most enterprises consider the e-commetictegy as very im-
portant or important, they do not apply a comprshenapproach to the process
of strategic management in e-commerce. These eistespdo not give the de-
terminants of strategic development and individu@ses of strategic manage-
ment in e-commerce the same meaning, although theteeminants should be
considered as equally important. Most often, trergterprises focus their strate-
gy on development. Only two fifths of enterprisesé an e-commerce strategy
formulated in writing. Based on the results of thealitative research, it was
found smaller enterprises have greater shortcommt® strategic management
of e-commerce than larger ones. Smaller enterpfigess their strategy in
e-commerce on quality and stabilization, largeremrises focus their strategy
in e-commerce on stabilization and development.

Based on the results of the qualitative and qgt&iivie research, the following
critical areas can be defined in the process ategic management in e-com-
merce, regardless of the size of the selected miges: not applying a com-
prehensive and systematic approach to the prodessategic management in
e-commerce; the determinants of strategic manageareh strategic develop-
ment in e-commerce are not considered equally itapgrunderestimation of
the role and importance of mission and vision; asaerably underestimated
strategic situational analysis, possibly suppliedt aompetitor analysis or market
analysis; situational analysis tools are not usestriategic management in prac-
tice; most enterprises lack a detailed written deent dealing with the process
of designing and implementing the e-commerce gyatabsence of a long-term
strategic plan for business development; stratpioning is underestimated;
a lack of comprehensive financial management amahfiial strategy; a lack of
a comprehensive approach to managing financiatyolinderestimation of the
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role of personnel policy and personnel strateggcl of a systematic approach
to innovation management and long-term busines®ldement, a lack of
a comprehensive approach to change managemenggstraontrol is underes-
timated in enterprises, it is limited to the evdilomm of economic results; a lack
of a system approach to building a corporate ceiltur

The Czech electronic market is undergoing constaotwth and further
growth potential. This potential should be usedh® formulation and practical
implementation of an e-commerce strategy focusedamelopment and further
expansion. The paper identified the common andndiste features of small
and medium-sized enterprises compared to largepeises primarily focused
on e-commerce, including the importance of the @secof strategic manage-
ment for the further development of e-commerce.tiddise pieces of knowledge
can be used by the surveyed enterprises in thategic management and their
strategic position in e-commerce. The results f thsearch have been used for
modelling and simulating the process business mofistrategic management
in e-commerce (SvatoSova, 2019).
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