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Abstract 

E-commerce is growing swiftly because of its potential as a green industry, a democratic partnership, and 

an open gateway to the economy. Iran is currently dealing with a serious slowdown in economic activity 

that has persisted for more than a few months and is frequently seen in real GDP, real income, employment, 

the creation of new technologies, and wholesale-retail sales. E-commerce will make it simple for customers 

to shop online whenever they need, utilizing secure payment methods. Moreover, customers place a high 

value on the reliability of merchant websites. In this essay, the connection between e-commerce and 

sustainability considerations in business connections is established.The sustainability elements are set up 

in measures that a business manager can use to gauge the level of e-impact commerce's on a business 

association's sustainability. The findings of this analysis may also be used by e-commerce managers to 

learn more about the sustainability facets of their operations. As a result, business practises will be 

consistent with and compatible with corporate goals for social and environmental responsibility. The 

author also exhorts companies to use e-commerce for economic reasons because it would help them comply 

with environmental regulations. 
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1. Introduction  

Every year, e-commerce grows in popularity in many wealthy nations. Consumer studies have revealed that 

this tendency negatively impacts the environment by causing higher CO2 emissions and energy use. Despite 

the way that more customers are deciding to shop online because it is more convenient, it is as yet unclear 

if e-commerce will have positive or negative consequences on the environment. Customers' purchasing 

habits have changed significantly, and many of them bought something online to commemorate their 

favourite moments throughout the pandemic. The environmental impact of both traditional in-store 

shopping and e-commerce has been studied. According to the information that is currently available, e-

commerce is a good option for non-metropolitan distribution over long distances since it strives to avoid 

using private transportation to go to metropolitan regions, which is often where shopping centres are 

located. The "final mile," where factors including package style, material, and size, as well as customer 

behaviour, are important boosters of fossil fuel byproducts, is where the main delivery issue in major cities 

originates. 

Customers have climbed a little piece higher and are presently regularly demanding green or sustainable e-

commerce due to the developing number of people who are taking use of e-commerce enterprises today, 

the variety of things accessible, and the capacity to compare valuing. More than at some other moment in 

recent memory, it is currently essential for businesses to fabricate their brands, draw in customers, and keep 

them returning. This will make it possible for a business to establish enduring relationships with clients as 

end users and will lower obstacles that e-commerce businesses haven't yet been able to get over. The way 

that the two retailers and customers view their work has altered as a result of the internet. The convenience 

of having the products delivered to one's home while shopping from the office, home, vehicle, or train saves 

time. Despite the way that contamination and the creation of carbon dioxide gases are risky to the 

environment, buyers and sellers can compare prices from numerous websites in different countries. To 

ensure that beneficial impacts exceed unfavourable ones, a trade-off is necessary. It is impossible to talk 

about e-rapid commerce's and ongoing expansion without also talking about its sustainability. 

Since businesses from everywhere the world engage in e-commerce, it is vital to make sure that their 

operations don't take a chance with sustainability and in this manner imperil the world. They should protect 

the environment, prevent environmental deterioration, and guarantee the endurance of humankind. 

Negative effects that could result in the ecosystem's depletion will happen in the event that sustainable 

development isn't assured. Hence, businesses ought to take on features that are user-friendly and facilitate 



 

313 | P a g e  
 

customer relationships. As e-commerce has developed, more items are being delivered to clients, which 

results in critical CO2 emissions and, shockingly, more traffic in cities. Due to the rise in online shops and 

shoppers, this isn't anticipated to decrease very soon. Every day, new internet businesses are created, 

creating huge demands for the delivery of merchandise that, in the event that not checked, could cause any 

sort of damage. As indicated by Arnold et al., high emissions cause the environment to deteriorate, which 

affects both the environment and its occupants. Hence, the e-commerce industry ought to prioritize 

protecting the environment by coming down on key service providers (Lsps) to reduce their expense driven 

prices and offer other transportation alternatives when it is reasonable to do as such to benefit their 

businesses. Targeting economic adds and generating income and benefits economically is the primary 

objective of merchants. This ought to be possible by making trade-offs that have better benefits for the 

economy, environment, and society. In any case, neither an organization nor a nation can have sustained 

economic development without jeopardizing the environment. Companies observe that to keep up with their 

reasonability, they should balance their operations with the three facets of e-commerce sustainability, 

accepting that sustainability is to be accomplished. 

Nonetheless, we recognise the huge impact e-commerce has on the Indian economy, as businesses are 

converting local stores and warehouses into new distribution networks. Due to the activities that the Indian 

e-commerce model has surpassed in terms of shops, finances, and coordinated operations, it is likely that it 

will serve as a model for emerging markets around the world. In a similar vein, India has growing awareness 

of global warming and a justifiable concern for the environment. It indicates that the importance of 

managing association resources and systems sustainably is rising. As the demand for environmental 

responsiveness grows, associations across the globe are working to promote environmentally friendly 

corporate practises. It is anticipated that sustainability, interconnected economies, environments, and 

societies through increased sustainability awareness will usher in a new paradigm for business. Business 

groups are embracing e-commerce, either without taking sustainability into account or in a thorough way. 

Examining how e-commerce affects an association's sustainability components (financial, environmental, 

and social) and noting any gains will be helpful for business organisations. 

2. Literature Review  

The Internet revolution will improve e-social, commerce's economic, and environmental sustainability. 
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2.1. Development of E-Commerce 

The emergence of e-commerce and the development of technology have fundamentally affected how 

business is conducted. The same thing happens in China, Europe, and Africa, with Kenya, South Africa, 

and Nigeria coming in second and third, respectively. Due to widespread Internet use and a large number 

of mobile customers, e-commerce is expanding exponentially. E-commerce is developing and completing 

three times better overall than anticipated. The reception of PDAs, which are widely available and less 

expensive than they were a few years prior, has made this easier. Nonetheless, this has made it extremely 

challenging for businesses to meet changing consumer demands. Additionally, the trouble of shipping 

products starting with one area then onto the next has raised environmental dangers to communities. Not to 

mention, some items are returned to the suppliers after delivery, fundamentally because they miss the mark 

regarding consumer expectations for green items. Customers are pressuring e-commerce enterprises to take 

on sustainable practices as they become more aware of the need to stop what's going on. This offers 

businesses a decent chance to keep sustainability guidelines for e-commerce in the areas of the environment, 

society, and the economy to help future sustainable e-commerce. 

2.2. Working in Partnership to Drive Sustainable E-Commerce 

To provide a positive environment for e-commerce, producing firms, strategic service providers, retailers, 

and customers ought to cooperate to achieve sustainable arrangements in the process of assembling, 

pressing, transportation, and reducing shipment returns. The expense of operations, as well as the expense 

of products, transportation, and recycling, will be reduced through the meeting, which will benefit all 

stakeholders economically. 

Online firms will be pursuing a green atmosphere with this strategy. Correct bundling will decrease returns, 

simplify delivery, and use the least amount of bundling, and customers will actually want to commit to a 

big expenditure for goods from businesses that support the environment. Where appropriate bundling is 

employed, this will cut greenhouse gas emissions and help to prevent an increase in global temperatures. 

According to Laudon and Traver, everyone has a responsibility to protect the environment. Companies 

cannot be trusted to handle this on their own because they not only exist to maximise profits but also to 

prioritise the interests of consumers and society, as well as to create jobs and safeguard the environment. 
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2.3. Dimensions of Sustainability in E-Commerce and Trade-Offs  

Sustainable regulations are followed by businesses, consumers, and society as a whole, and they are 

becoming more and more important for the global community. Every one of the three sustainability 

dimensions ought to be focused on when establishing customer purchase attitudes, as well as the available 

trade-offs that will get benefits both in the medium and long haul. This makes it impossible for any 

stakeholder to be concerned with only one dimension. Sustainable outcomes ought to be pursued by society, 

businesses, smart service providers, and customers to improve overall monetary, social, economic, and 

environmental performance. Trade-offs become significant because there is certainly not a single, accepted 

method for integrating sustainable e-commerce into a business strategy. Since every nation has specific 

legislation suited to their country, it is hard for different businesses to implement an arrangement in different 

countries. To achieve this, countries and companies should cooperate to develop universally accepted 

regulations. Sustainability will be viewed as a successful strategy for businesses to keep up with their 

competitiveness while drawing in and retaining more customers in online marketplaces. Moreover, it will 

reduce resource usage and expenses, improve operational performance, efficiency, and effectiveness, and 

help society by giving less unsafe labor and products in the best possible manner. This should be understood 

since e-commerce is as yet developing steadily, and at the same time, air contamination is rising and needs 

to be reduced by uncovering issues. 

2.4. E-Commerce and Environmental, Economic and Social Sustainability  

In e-commerce, sustainability awareness is vital. Researchers and professionals have questioned how 

environmentally cognizant internet malls are and what arrangements might be set up for environmentally 

cognizant shoppers. An association can't choose to deal with one component while disregarding another 

because they are undeniably interconnected. Ordinary resources, packaging of materials, carbon dioxide 

emissions, water defilement, and soil deterioration are aspects of environmental concern. Businesses ought 

to make sure that their operations won't damage or deplete normal resources. Dealing with the creation 

process, items, and services entails protecting living things before, during, and after usage of the item to 

ensure the continuation of life. 

2.5. Trade-Offs between the Inter-three Dimensions of Sustainability in E-Commerce  

"Meeting the requirements of the present generation without compromising the limit of future generations 

to fulfill their own needs" is the definition of sustainability. We need to be worried with three primary areas 
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of influence, which are interrelated spheres that explain the relationships between the environmental, 

economic, and social components, while addressing sustainability. These ideas structure a strong 

groundwork from which significant choices might be made and activities can be started. These are linked 

ideas. Examples include anticipating land use, overseeing surface water, designing and developing 

structures, and even creating regulations. Everybody benefits when the three areas of sustainability are 

applied to genuine circumstances. Typical resources are maintained, the environment is safeguarded, the 

economy is unharmed, and people's levels of personal happiness are raised or kept steady. 

3. Research Approach  

The main goal of this research is to determine the connection between e-commerce and the long-term 

viability of business associations. A literature review is used to discover the connection. The outcome of 

the evaluation survey will then explain most of beliefs regarding what e-commerce activities mean for 

sustainability criteria already present in an affiliation. The review's discoveries will help the business 

manager in legitimizing sustainable development and compliance, with e-commerce serving as a supporting 

movement. E-commerce supporters will likewise acquire understanding into sustainable development.For 

major business associations in India, the term "business associations" has limited meaning. The elements 

deemed to be of the utmost importance by survey respondents are referred to as the "major concerns." In 

addition, the fundamental components (factors) of an association's sustainability are recognised. If deemed 

appropriate by the sole decision-maker, e-commerce will be accepted. As per the researcher's discoveries, 

if a manager needs to keep the business viable in the long-to medium-term, he has no alternative except for 

to embrace emerging trends of leading business online. 

Affiliations must have the help of different stakeholders when arranging and implementing e-commerce 

projects. The requirement to safeguard and keep up with the environment affects all core components of an 

affiliation system, including operations, procurement, and delivery, at the same time. Hence, e-commerce 

initiatives should zero in on the two economic and environmental considerations. 

Affiliations ought to promote business practices that are consistent with and compatible with their initiatives 

for environmental responsibility while engaging in e-commerce. Recent years have seen a sharp rise in 

interest in environmental issues, to the point that the center is step by step moving from the dependable 

environmental effects of e-commerce to the requirement for a quantitative investigation of such effects. 
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The many types of e-commerce, for example, e-procurement, assume a major part in the drawn out 

sustainability of streamlining and enhancing the entire shop network. Like this, the sustainable operations 

management combines the emphasis on efficiency and turnover with larger conversations of the affiliation's 

stakeholders and its effect on the environment. The creator hypothesizes that notable effects of e-commerce 

on sustainability would include better energy efficiency of modern networks, dematerialization (otherwise 

called digitalization), and cooperation approaches (CRM, talks, snap to call). Nevertheless, this is certainly 

not a comprehensive rundown. When attempting to examine comprehensive issues, the creator discovers 

that the increasingly wide selection of services offered by shop merchants results in alteration in the format 

of metropolitan transportation streams and automobile activities in cities. We observe that key consumer 

enterprises are changing their coordinated variables strategies to meet the changing requirements of 

metropolitan zones as a result of environmental influence and extra traffic produced by e-commerce, 

transportation, and home deliveries. 

The developer looked for social references like the Indian retailer ITC's e-chaupal. We locate the SAP 

relationship as an example, which collaborates with rustic South African communities. By permitting 

adjacent stores to SMS their stockpile orders, the mobile procurement arrangement increases the 

accessibility of merchandise in villages. Some vendors, like Google and Microsoft, have located their server 

ranches in rustic areas and somewhat powered by neighborhood renewable energy sources, thereby making 

a monetary commitment to the nearby local area. An Information Technology is a key element of e-

commerce (IT). To send off e-commerce, the e-commerce unit leverages already-existing fundamental IT 

resources. This unit can then be employed to expand IT capabilities all through the relationship to utilize 

its potential completely. The environmental coordination of assembling and marketing is likewise impacted 

when IT is positively aligned with environmental practices (a component of sustainability). E-commerce 

makes extensive use of IT, which expands the use of IT capital in organization.High IT capital expenditures 

have an impact on creation-oriented initiatives for sustainable effectiveness, sustainable e-business 

inferences, and e-commerce influences on environmentally sustainable practises. These days, IT is helping 

to enable the next wave of technological convergence, which will have an impact on how long infrastructure 

systems, such as buildings, supply chains, transportation networks, or entire cities, can last. New ideas and 

technology based on IT assist businesses in becoming energy efficient, reducing the byproducts of fossil 

fuels, avoiding resource waste, reducing resource utilisation, and preventing contamination of the air, water, 

and land. 
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IT aids the development of items and services that have a lower carbon impression and in redesigning a 

variety of life and working styles, including telecommuting, education, entertainment, shopping, 

transportation, and recycling. It additionally upholds the more efficient use of energy on appliances, items, 

structures, assembling, and transportation. Future IT-enabled arrangements will screen and optimize the 

use of different resources utilizing technologies like sensors and RFID labels (human, water, electricity 

etc.) Such a setup additionally includes data investigation devices for breaking down affiliations' effect and 

limiting environmental effect. After reading the literature on e-relationship commerce's to sustainability, it 

very well might be useful to check out at sustainability and its metrics. The metrics will be created utilizing 

this information, which is the reason we need it. The triple main issue (TBL) concept is one of the most 

well-known interpretations of sustainability, as per the originator. As per the TBL, social, environmental, 

and economic variables ought to be generally considered in sustainable development. TBL is being well 

received and given a ton of attention in enterprises. As affiliations haven't properly integrated economic, 

social, and environmental variables into their performance measures, its acceptance is an essential step 

towards integrating sustainability-related metrics into overall performance. Creator searched the literature 

for a direct metric that could combine a large number and be used by different relationship to address the 

complexity encompassing sustainability. The creator discovers that the GRI sustainability guidelines on 

economic, environmental, and social performance are such measurements that take both monetary and 

social variables into account. It additionally sets "sustainable" reporting separated from clear environmental 

reporting. The focuses are divided into eight categories in the GRI 2000 reporting guidelines, the initial five 

of which deal with different management and strategy aspects and the last three with performance. In Table 

1, the eight categories are listed. 

Table 1: Guidelines Categories for GRI 

S. No. Category  Topics  

1 General Organization Features  34 

1.1 CEO statement  4 

1.2 Organizational Profile  16 

1.3 Key Indicators 4 

1.4 Vision and Strategy 5 

1.5 Policies, Organization, and Management System  13 

2 Environmental Performance Metrics 27 
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3 Economics Performance Metrics  32 

4 Social Performance Metrics  26 

 

Maker offers a set of measures to evaluate what E-Commerce means for sustainability considering the 

aforementioned research investigation. Table 2 shows the preliminary metrics with four spaces and 

seventeen components. Less travel, reduced inventory, less paper used in printing and packaging, less 

wastage, and computerized delivery are a few of the variables that can be conceivably attributed to utilizing 

e-commerce.Further factors were chosen from the TBL, GRI guidelines, and literature review. The 

numerous aspects of sustainability will be impacted by e-commerce to varying degrees; on the off chance 

that we can validate the extent of effect through critical study, it will be helpful to pinpoint the main 

components that will be focused harder. Additionally, the measurements can be utilised as a tool for 

sustainable e-commerce governance. 

Table 2: Sustainability Areas and Elements 

S. No. Sustainability Domain  Factors  

I Environmental Domain   

1  usage of energy is reduced 

2  reduction in the use of natural resources 

3  greater reliance on renewable energy 

4  decrease in waste 

5  Increasing Material Efficiency 

6  improved and effective resource use 

7  Reducing Product reacquisition and remarketing through reverse logistics 

8  Enhancing product reacquisition and remarketing through reverse logistics 

II Economic Domain  

9  Energy efficiency is improved through technology 

10  Long-term financial viability 

11  improved cost effectiveness 

12  an enhanced market presence 

III Social Domain   



 

320 | P a g e  
 

13  Participate in carbon-neutral improvement projects with all employees. 

14  Bring the environmental credentials to the attention of the supplier and 

partners 

15  improved job security 

16  enhanced moral behaviour 

IV General Domain  

17  application of green metrics to business process evaluation 

18  Design, handling of byproducts, and end-of-life operations of recovery and 

disposal are all included in the supply chain. 

19  adherence to international standards and conduct 

20  minimizing product repurchases and remarketing 

 

4. Research Findings 

The literature research and investigation reveal the need to further define and validate the sustainability 

indicators for e-commerce and associations (Table 2). An assessment survey is conducted for this. The goal 

of the assessment survey is to evaluate how e-commerce has affected the various sustainability factors. The 

assessment survey also aids in identifying the sustainability factors that e-commerce often influences. To 

determine the severity of the effect, the assessment survey rates each response on a scale of 1 to 5. The 

variables with high mean scale ratings require greater attention or checking because they are more affected 

by e-commerce. A factual analysis of 65 valid survey replies reveals that e-commerce does have a beneficial 

impact on an association's sustainability, with a mean overall score of 3.61 out of 5. The conveyance of 

data is somewhat negatively skewed (more responses have large values), and the kurtosis is additionally 

marginally leptokurtic (more peaked). Examining the effect of e-commerce on each sustainability element, 

the respondent agreed, with a mean of 4.09 out of 5, that e-commerce fundamentally affects a business 

affiliation's capacity to monetarily compete. Notwithstanding the main 5, other variables that were normally 

impacted by e-commerce include increased cost effectiveness, technical advancements that enhanced 

energy efficiency, greater market presence, improved and efficient resource usage, and waste reduction. 
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Table 3 provides more information. 

Table 3: Average Ratings of Answers to Opinion Surveys 

Effect on Sustainability Factor  Mean  Std. Deviation  Skewness  Kurtosis  

E-impact commerce's on energy usage reduction 2.61 .728 -.325 -.321 

E-impact commerce's on lowering the use of natural 

resources 

2.72 .730 -.235 -.238 

E-impact commerce's on reducing waste 2.74 .826 -.513 -.145 

E-impact commerce's on maximising material use 2.63 .805 -.380 .100 

E-impact commerce's on better and more effective 

resource use 

2.74 .804 -.898 1.003 

E-positive commerce's impact on reverse logistics 2.77 .824 -.086 -2.82 

E-impact commerce's on lowering reverse logistics 2.42 .800 -.150 .250 

E-impact commerce's on lowering product reacquisition 

and remarketing costs 

2.50 .886 -.174 -.427 

E-impact commerce's on operational practise changes that 

involve all employees in carbon-neutral improvement 

initiatives 

2.44 .801 -2.55 -.577 

E-impact commerce's on job security 2.02 .827 -.423 -.533 

E-influence commerce's on operations' encouragement to 

include green KPIs in assessment metrics 

2.41 1.023 -.416 -.620 

 

In order to see the sympathetic movement and direction of the elements, the correlation analysis of 

responses is also conducted. The correlation coefficient degree ranges from +1 (highest) to -1 (least), and 

the direction of the correlation coefficient is positive (+) for favourable and negative (-) for unfavourable.  

Improved end-of-life processes of recovery and removal of items, improved operations encouraging the 

expansion of green metrics to the assessment measures, and a positive effect on adherence to international 

norms and behavior are factors in the environment that contribute to improved and efficient use of 

resources. E-commitment commerce's to lowering common resource use, improved and efficient resource 

use, and effect on cost effectiveness are directly tied to its commitment to waste reduction. E-commerce is 

entirely associated with the way it contributes to lowering typical resource use. decreasing energy 

consumption, waste, and e-commerce will improve technology and increase energy efficiency. A 

fundamental relationship exists between the variable "e-commerce reduces energy utilisation" and "e-

commerce reduces normal resource utilisation," "e-commerce optimises material usage," "e-commerce 

helps in technology improvement leading to energy efficiency," "e-commerce encourages operations to add 

green metrics to the assessment measures," and "e-commerce helps in the improved market presence." Then 
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again, e-influence commerce's on increased use of renewable energy is fundamentally correlated with e-

commitment commerce's to reducing regular resource utilization, bringing issues to light of suppliers' and 

partners' environmental credentials, and advancements in e-commerce technology that result in energy 

efficiency. E-commerce, reduced energy use, reduced regular resource use, reduced item securing and 

remarketing, increased use of renewable energy, improved market presence, and adherence to international 

principles and behavior are completely associated with improvements in e-commerce technology that result 

in increased energy efficiency. 

On the social side, e-commerce securing reforms operational practices to involve every employee in carbon-

neutral improvement activities are undeniably correlated to the effect on lowering item getting and 

remarketing, encouraging operations to add green metrics to the assessment measures, and encouraging 

operations to use more renewable energy. Furthermore, the effect of e-commerce on ethics is entirely 

correlated to an increase in adherence to international norms and behavior, which is fundamentally 

correlated with e-commerce streamlining material usage, improved and efficient resource usage, 

improvement in end-of-life processes of recovery and removal of items, and e-commerce technology 

improvement leading to energy efficiency. 

5. Conclusion  

This study offers an empirical analysis of how E-commerce impacts environmental sustainability goals. In 

numerous research, the impact of online purchasing on economic growth has been examined. 

Unfortunately, no actual research has yet been done on how E-commerce affects environmental 

sustainability. To fill this gap, the current analysis investigates how E-commerce affects environmental 

sustainability goals in light of a few key European economies. These economies were selected based on the 

availability of information. The focus also includes a panel quantile for estimating the impact of e-

commerce on environmental sustainability goals. Also, the assessment poll revealed that e-commerce had 

a predominately medium to high positive impact on 20 sustainability aspects related to the environment, 

economy, social issues, and general areas. In light of this, business groups will create a comprehensive 

strategy to deal with sustainability and tackle e-commerce for reasons related to both the economy and the 

environment and society. Companies should use e-commerce to build sustainable systems that meet 

societal, environmental, and customer expectations for value. E-commerce with sustainability concerns 

may temporarily increase operational costs, but will eventually decrease them and turn to progress over the 
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long term. The emergence of novel technology, goods, services, business models, and processes could 

significantly boost the competitiveness of associations. 

Associations should promote business strategies that are consistent with their environmental responsibility 

goals, including e-commerce, shop networks, and data technology. In the quantifiable analysis, the designer 

has shown that a greater portion of the sustainability factors—economic, environmental, and social—are 

favourably associated with one another. There are some important linkages between the core points, which 

could potentially result in a synergy effect. Both the triple principal concern of the business association and 

the compliance requirements connected to sustainability will be supported by the inclusion of key 

sustainability aspects in the setup of e-commerce and careful attention to their management. Examining the 

forces behind the Megatrends that are changing the way the game is played will be helpful in understanding 

how associations approach the development of sustainable e-commerce programmers. The analysis 

highlighted four steps in an organization's development towards trend reception, including cost reduction, 

item and process reengineering, changing the core business, and developing new business models. The 

same will be true for how sustainable e-commerce is received. 

 References  

1. Arnold, F.; Cardenas, I.; Sörensen, K.; Dewulf, W. Simulation of B2C e-commerce distribution in 

Antwerp using cargo bikes and delivery points. Eur. Transp. Res. Rev. 2018, 10, 2.   

2. Barata José Felipe Figueiredo, Osvaldo Luiz Gonçalves Quelhas, Helder Gomes Costa, Ruben 

Huamanchumo Gutierrez , Valdir de Jesus Lameira and Marcelo J. Meiriño (2014), Multi-Criteria 

Indicator for Sustainability Rating in Suppliers of the Oil and Gas Industries in Brazil, Sustainability, 

6, 1107-1128 

3. Callaway, Stephen Kent and Jagani, Sandeep Bhailalbhai (2015), Strategic Context for Internet 

Banking: How Traditional Banks Manage ecommerce to Build IT Capabilities and Improve 

Performance, Journal of Internet Banking & Commerce, 20 (1), 122. 

4.  Chang, W.Y.; Chang, I.Y. The influences of humorous advertising on brand popularity and advertising 

effects in the tourism industry. Sustainability 2014, 6, 9205–9217. 

5. Dabija, D.-C.; Pop, N.A.; Postelnicu, C. Ethics of the garment retail within the context of globalization 

and sustainable development. Ind. Textilă 2016, 67, 270–279.  

6. Fedorko, R.; Bacik, R.; Kerulova, V. The analysis on the importance of the reputation management in 

relation to e-commerce subjects. Pol. J. Manag. Stud. 2017, 15, 48–56.   



 

324 | P a g e  
 

7. Gheorghe H. Popescu (2015), E-commerce effects on social sustainability, Economics, Management, 

and Financial Markets, 10(1), 80-85 

8. Ingaldi, M.; Ulewicz, R. How to make e-commerce more successful by use of Kano’s model to assess 

customer satisfaction in terms of sustainable development. Sustainability 2019, 11, 4830.  

9. Kikovska-Georgievska, S. E-commerce-challenge for sutsainable development of companies. J. 

Sustain. Dev. 2013, 4, 71–84.  

10. Kovács, G.; Kot, S. Economic and social effects of novel supply chain concepts and virtual enterprises. 

J. Int. Stud. 2017, 10, 237–254.  

11. Pålsson, H.; Pettersson, F.; Hiselius, L.W. Energy consumption in e-commerce versus conventional 

trade channels-Insights into packaging, the last mile, unsold products and product returns. J. Clean. 

Prod. 2017, 164, 765–778.   

12. Popescu, Gheorghe H. (2015), Ecommerce Effects on social sustainability, Economics, Management 

& Financial Markets,Vol. 10 (1), 80-85. 

13. R Jayaraman, Akash Srivastava, AjitBalgi, Arun Kumar V, Baidyanath Prasad (2013), A Study of 

Operating Practices and Supply Chains in the e-Commerce Online RetailBusinesses in India, Journal 

of Supply Chain Management Systems, 2, 33-47 

14. Sang M. Lee, Sang-Hyun Park and Silvana Trimi (2013), Greening with IT: practices of leading 

countries and strategies of followers. Management Decision, 51(3), 629-642. 

15. Visser Johan, ToshinoriNemato and Michel Browne (2014), Home delivery and the impact on urban 

freight transport: a review, Procedia – Social and Behavioural sciences, 125, 15-17 

Author’s Declaration 

 I as an author of the above research paper/article, hereby, declare that the content of this paper is 

prepared by me and if any person having copyright issue or patent or anything otherwise related 

to the content, I  shall  alwaysbe legally responsible for any  issue.  For the reason of invisibility 

of my research paper on  the website/amendments  /updates, I have resubmitted my paper for 

publication on the same date. If any data or information given by me is  not  correct  I  shall  always  

be  legally  responsible.  With  my  whole responsibility legally and formally I have intimated the 

publisher  (Publisher)  that  my  paper  has  been  checked  by my  guide  (if  any)  or  expert  to  

make  it  sure  that  paper  is technically right and there is no unaccepted plagiarism and the entire 

content is genuinely mine. If any   issue   arise   related      to      Plagiarism      /      Guide      Name      



 

325 | P a g e  
 

/      Educational      Qualification  /Designation/Address      of      my   university/college/institution/   

Structure  or   Formatting/ Resubmission / Submission /Copyright / Patent/ Submission for any 

higher degree or Job/ Primary  Data/  Secondary  Data  Issues,  I  will  be  solely/entirely  

responsible  for  any  legal issues.  I  have  been  informed  that  the  most  of  the  data  from  the  

website  is  invisible  or shuffled  or  vanished  from  the  data  base  due  to  some  technical  fault  

or  hacking  and therefore the process of resubmission is there for the scholars/students who finds 

trouble in gettingtheir paper on the website. At the time of resubmission of my paper I take all the  

legal  and  formal  responsibilities,  If  I  hide or  do  not  submit  the  copy  of  my  original 

documents  (Aadhar/Driving  License/Any  Identity  Proof  and Address  Proof  and  Photo)  in 

spite of demand from the publisher then my paper may be rejected or removed from the website  

anytime  and  may  not  be  consider  for  verification.  I  accept  the  fact  that  as  the content  of  

this  paper  and  the  resubmission  legal  responsibilities  and  reasons  are  only mine  then  the  

Publisher  (Airo  International  Journal/Airo  National  Research  Journal)  is never  responsible.  I  

also  declare  that  if  publisher  finds  any  complication  or  error  or anything hidden or 

implemented otherwise, my paper may be removed from the website or the watermark of 

remark/actuality may be mentioned on my paper. Even if anything is found illegal publisher may 

also take legal action against me 

Neha Rani  

Dr. Ritesh Verma 

 

 

 

****** 


