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Abstract:

The goal of this research is to provide a thorough analytical framework for evaluating the
long-lasting nature of e-commerce business models by integrating essential indicators of
success into the same vector. The suggested vector method enables the identification and use
of the best instruments for the growth of ecologically sound e-commerce, as well as the
prediction and assessment of the consequences of different measures. Regression, group, and
correlation-based analysis form the foundation of the methodology. This study's analytical
strategy, which enables a comparative comparison of businesses operating in a competitive
context to identify their goals for long-term success, is its scientific value. According to the
association research, the efficiency of business models in e-commerce is significantly
influenced by environmental and financial variables. Regression techniques for every group
are more exact when businesses are grouped according to comparable indicators of success.
The research also establishes the connection between the long-term viability vector and the
financial, social, and environmental outcomes of e-commerce businesses. According to the
findings, a firm may reach the corporate sustainability standard by raising its sustainable
vector.
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Introduction:

The fast innovations in technology in the past ten years resulted in a transformation in
industry, particularly retail, with e-commerce businesses anticipated to make up for nearly
40% of the entire retail industry by 2026. E-commerce is a genuinely new phenomenon that
offers a multipurpose service society and is an outcome of the growth of an information-based
society. E-traders have to integrate customer purchasing patterns utilizing mobile devices with
data from other sources to influence consumer choices.
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Figure 1: Structure of E-Commerce
(Source: Sellerapp, 2025)

Corporations are trying to function in line with the notion of sustainable development, which
is a global aspiration. With an emphasis on social, ecological, and financial variables, this
research defines the components and relationships of the online retail system within the
framework of equitable growth. It is suggested that three diagnostic areas be used to assess
the efficacy of business models in e-commerce: financial (showing the calibre of e-business
operations), ecological (showing the effects of an organization on the surroundings), and
social (showing the degree of relationship between staff, customers, and the community at
large) (Ogunmola, and Kumar, 2023).

E-commerce's growth is intended to increase the volume of orders that reach customers,
which will result in a considerable rise in CO2 emissions and worsen traffic in urban areas.
Nowadays, a sizable amount of all e-commerce deliveries are sent via B2C delivery, which
contributes to rising pollution levels. By requesting reduced cost-dependent rates from
logistical service suppliers and offering substitute modes of shipping, e-commerce should
give a special focus to ecological sustainability. A retail business's main objective is to
concentrate on economic returns to produce profitability and revenues.

Literature Review:

Tarasewich, Nickerson, and Warkentin (2002) examine the main issues and limits of web-
based e-commerce, emphasizing the leadership, interpersonal, and technical factors that
influence uptake and effectiveness. The digital gap, user experiences, security and
confidentiality difficulties, trust in internet transactions, difficulties with accessibility, and
regulations and laws governing e-commerce operations are some of the main worries.
Businesses and policymakers must develop policies that reduce safety issues, increase
confidence among users, guarantee inclusiveness, and adhere to ethical and legal principles to
improve e-commerce adoption and success.

Al-Qirim (2006) conducts empirical research to investigate how SMEs in Oceania approve of
and use online shopping. Administrative, technical, ecological, and external support variables
are important determinants of e-commerce adoption. The research highlights how crucial
external assistance, strategic alignment, and management commitment are to SMESs' adoption
and usage of online shopping.
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The impact of institutional forces on enterprises’ adoption of e-business is examined by
Venkatesh and Ramesh (2006). They discovered that various firms are impacted by
institutional factors in various manners, with legislative and regulatory pressures enhancing e-
business unification. E-business interaction is also aided by industry norms and standards.

Zhou, Lu, and Wang (2010) investigate the widespread use of smartphone banking using the
unifying theory of Acceptability and Application of Technologies (UTAUT) and the
Technological Acceptance Model (TAM). The research discovered that the adoption of
mobile banking is influenced by several factors, including perceived usefulness, ease of use,
social effect, favourable circumstances, and reported pleasure.

Hoang, T. P., & Van (2015) looked into the factors that affect SEO, or search engine
optimization, on the e-commerce website Hotdeal.vn. The study sought to determine the
factors affecting SEO, assess the relative importance of the various impact stages, and provide
strategies for improving its efficacy.

Types of E-commerce:

E-commerce fosters creativity and is essential for businesses to succeed in the worldwide
market. Since the introduction of the Internet in 1994, experts have predicted that e-commerce
would soon emerge as a significant economic industry. Nonetheless, security procedures have
greatly improved, resulting in safer internet-based transactions. While many online retailers
crashed during the dot.com crisis in 2000 and 2001, numerous businesses began creating
webpages with e-commerce features (Sun, et al. 2021). A significant number of elementary e-
commerce websites were created in the last decades of the 20th century and 2000. B2B, B2C,
C2B, along with C2C are the four primary categories of e-commerce.

B2B refers to the trade of products, services, and data between companies as opposed to
customers. It increases efficiency and effectiveness by enabling companies to deal with other
companies at the moment. In the coming years, analysts predict that B2B sales will surpass
B2C income (Rohn, et al. 2021).

Internet-based resources and electronic purchasing websites are examples of C2C
transactions, which take place between companies and consumers. B2C companies helped
significantly to the growth of e-commerce by providing consumers with significant shopping
reductions alongside free internet access. B2C is going to keep growing, according to some
experts, but not as readily or as widely as first anticipated (Sanbella, et al. 2024).

Although it is uncommon in reality, C2B electronic commerce is the idea that consumers sell

goods or services to companies so that the latter may pay the charges online. Since 1995, C2C
transactions—which include a third party—have taken place on a daily basis.
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Figure 2: Types of E-commerce
(Source: Sanbella, et al. 2024)

Table 1: Types of E-commerce

Model of Business An explanation Examples of Businesses

Business-to-Business, or Companies offer goods and Salesforce, Shopify, and

B2B, services to other companies Alibaba (B2B)
Business-to-Consumer, or Companies sell directly to Alibaba, Walmart, and
B2C customers Amazon

Consumer-to-Business, or Businesses purchase goods | Shutterstock, Upwork, and
C2B and services from Freelancer
individuals

Consumer-to-Consumer, or | Through platforms, people | Facebook Marketplace, Etsy,

c2C sell goods to other customers and eBay
Direct-to-Consumer, or D2C | Manufacturers do not use The Dollar Shave Club,
middlemen when selling to Warby Parker
consumers

Essentiality of E-Business:
F-commerce is essential for success in the digital era because it allows businesses to reach a

global consumer base, grow their clientele, and provide more flexibility and access.
Additionally, it makes it possible for companies to be open 24/7, which improves client
happiness and overall company performance. E-commerce provides affordable marketing
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tactics and lowers physical facilities expenses like rent, electricity, and manpower (Wirtz,
2024). Through a variety of digital channels, including electronic mail marketing, social
media, live conversation, and tailored material, businesses may engage with their clientele,
promoting client retention and loyalty to the company. Businesses may retain a competitive
advantage, identify new possibilities, and improve operations with the use of data analysis and
knowledge.

By enabling companies to stand out from rivals, provide distinctive value statements, and
provide flawless client interaction, the use of online business strategies may give them an
edge over their competition. Additionally, it facilitates quick adjustments to shifting market
conditions, guaranteeing adaptability and efficiency. E-business promotes creativity and
scaling by fostering the investigation of innovations, business strategies, and techniques
(Andonova, et al. 2021). It enables companies to grow their clientele and activities without
having to make large investments in new tangible assets. E-business streamlines company
procedures, reducing duplication of effort and increasing productivity. E-business boosts
productivity and efficiency by smoothly connecting different organizational aspects, which
helps a firm succeed overall. To sum up, e-business is crucial for achievements in the current
digital era and offers a host of advantages, including improved client happiness, global
interaction, affordable marketing, and the flexibility to adjust to evolving market conditions.

Global Reach
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Accessibility
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Figure 3: Essentiality of E-Business
(Source: Andonova, et al. 2021)

Factors influencing e-commerce:

E-commerce achievements depend on several factors, such as the availability of goods and
services online, the performance of the web page, trust among shoppers, price, simplicity,
surfing experience, social networking mediums, customer reviews on online stores, and
electrical and word-of-mouth (EWOM) and word-of-mouth (WOM) regarding other
customers. Customers now have higher expectations for their goods and services due to
innovations in technology, which has resulted in a wider and more diverse selection.
Purchasing things online requires a high-quality website that is well-designed, easy to use,
natural, and information-rich (Bocken, et al. 2022).

A key factor in e-commerce is trust, which guarantees that customers won't follow dishonest
businesses. Nevertheless, there is no proof that e-commerce systems exhibit shrewd decisions
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Another factor is simplicity, which makes it simple for customers to access and control the
whole purchasing process. Because it enables prompt pricing modifications, often in real-
time, in response to attempts by rival enterprises, price is a very sensitive factor.

The standard and depth of the purchasing experiences offered to customers on the
marketplace have a significant impact on the overall user experience. To better meet their
demands, consumers look for benefits as compared to alternative channels of buying, such as
a physical presence. Benefits may involve the electronic commerce platform's ease and
comfort of use, as well as its rapidity of fulfilment and shipment, as well as the trust it
conveys during the buying process.

Social media sites are crucial tools for sharing data, often in actual time, and they are
revolutionizing modern communication. These platforms enable users to exchange details on
their viewing habits or activities and to actively recommend material. Since customers
establish their opinions and assign worth to the expertise, evaluations from other customers on
internet retailers are regarded as the first stage in the online purchasing process.

WOM and EWOM significantly affect a business's image and profitability. While electronic
mediums and online mediums, especially social networks, blog posts, and dedicated forums,
serve as tools to express ideas, conventional news sources, such as close associates, are
utilized to gather data and viewpoints on a good or service (Agustian, et al. 2023).
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Figure 4: Factors Influencing E-commerce
(Source: Agustian, et al. 2023)

Various Consumer Generations and E-Commerce:

E-commerce and consumer demographics are two different groups with different lives,
attitudes, habits, beliefs, and ideals. The Baby Boomers (born 1946-1964), Generation X
(born 1965-1977), Generation Y (1978-1994), Generation Z (1995-2009), Generation Alpha
(born after 2010), and the Generation of Silence (born before 1945) are five generations of
people that have been recognized. Because they grew up with Internet access, the most
current generations—Gen Y, Z, and Alpha—are very important in electronic commerce.
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Gen Z, also referred to as "screen addictions” or the post-millennial generation, was raised
surrounded by social media, cellphones, tablets, wi-fi, and digital gaming. Knowledge of new
technology, inventiveness, zeal, and a drive to succeed define them, but these people are also
champions of long-term viability environmental issues, and high moral and philosophical
norms. They communicate their thoughts, views, and consumer preferences online (Fedushko,
and Ustyianovych, 2022).

Scientific data on newer generations is still in its infancy, despite the rise of curiosity in their
spending patterns. Nonetheless, they possess a big influence on purchasing in general, and
Generation Z is a big buyer group in the travel industry. In the near future, it is anticipated
that the total quantity of young customers will double (Bilinska-Reformat, and Dewalska-
Opitek, 2021).

Because they will eventually displace the still-dominant elder customer generations, the
current generation of buyers offers businesses a great deal of potential. Since this particular
audience will be the largest customer group in the next ten years, businesses must think about
the most effective interaction methods and platforms to use. Given this fact, online advertising
should be properly planned, and e-commerce is very important to these customers.

Methodology:

This study is based on the empirical research approach through which the sustainability and
success factors of e-commerce business models are analysed. As such, Empirical research
relies on the observations and data emanating from actual environments in the world, and
therefore, it is appropriate for analysing the current context of online businesses (Sheng et al.,
2021). To assess the financial, environmental and operational aspect of e-commerce firms, a
mixture of secondary data analysis and statistical techniques is used.

The qualitative data sources are mostly consisting of secondary data from credible sources
such as market research reports, financial statements, industry whitepapers and government
publications. There are reports from organizations like Statista, IBISWorld, and eMarketer
and so on that explain reports relating to e-commerce revenue trends, market segmentation,
customer preferences, and more. Financial statements of leading e-commerce companies such
as Amazon, Alibaba, and Shopify can also be used to evaluate the profitability, scalability and
investment patterns (Rahman, 2024). The academic research papers and case studies also help
in developing and understanding of how the consumer behaves in the sector and what
regulatory challenges and technological advancements are likely to face the sector.

Statistical methods like regression analysis, correlation analysis and clustering techniques are
applied for data analysis in the study. These factors including digital marketing expenditure,
logistics efficiency, customer engagement are used to determine impact on business
performance through regression analysis. Correlation analysis in this study provides us
insights into whether there are relationships between carbon footprint reduction, consumer
trust and brand loyalty. E-commerce companies are categorized by grouping or clustering
methods based to its strategic models and this makes it possible to do comparative evaluation
of business approaches (Yazdani et al., 2022).

This study provides a comprehensive, data driven analysis of e commerce business models by
leveraging metric based secondary data. Using large scale, verifiable datasets strengthens
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findings in reliability and offers practical insight for the ways in which the factors that
contribute to the long term success and sustainability of e-commerce for the entities.

Empirical Analysis:

Improvement in technology, together with change in behaviour of customers and change in
standards of market have resulted to E-commerce development (Matos et al., 2022). The
section conducts a complete analysis of e-commerce business model success elements by
effective empirical data analysis done through statistical methods. According to the research
framework, the evaluation method for e-commerce business sustainability is by regression
analysis correlations as well as secondary data.

Multiple regression analysis and correlation analysis are used as statistical methods for
analysing the effectiveness of e-commerce business model. Secondary research obtained from
financial reports, industry studies and academic papers serves as the data sources. Revenue
growth and profitability along with CO2 emissions and energy usage and customer
satisfaction and employee satisfaction function as the main independent variables in this study
(Jia et al., 2024). Long-term sustainability vector of e-commerce firms constitutes the study's
dependent variable.

Financial Analysis and Business Model Efficiency
An e-commerce business model achieves success through its performance in financial
operations. The business sustainability indicators include revenue growth together with gross
margin and net profit margin. The statistical analysis reveals that e-commerce sustainability
depends on both return on investment (ROI) and operating profit margin because their impact
reaches statistical significance (p < 0.05).
Regression Model for E-Commerce Business Sustainability:

S= Po+ B1F + [E + [3SE+ ¢

S = Sustainability index of the firm

F = Financial performance indicators (ROI, Operating Profit Margin)

E = Environmental factors (carbon footprint, energy efficiency)

SE = Social engagement factors (CSR initiatives, customer engagement)

p0, 1, 52, 3= Regression coefficients

¢ = Error term

Businesses that achieve ROI between 15% and 20% show better long-term financial stability
since effective capital distribution and high profitability leads to e-commerce success.
Sustainable growth across market cycles depends on companies that achieve at least 10
percent operating profit margin with high performance. The financial strength of digital
infrastructure and optimized supply chains and improved customer engagement continues to
boost business continuity.

Key Financial Metrics for E-Commerce Sustainability

Financial Indicator High-Performing Firms Low-Performing Firms
ROI (%) >15% <10%
Operating Profit Margin (%) >10% <5%
Revenue Growth (%) >20% YoY <10% YoY
Gross Margin (%) > 40% < 30%
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Beyond financial factors, environmental and social engagement also influence e-commerce
sustainability. A company's powerful CSR activities combined with minimal environmental
impact attracts socially conscious shoppers who become brand loyal and enjoy reduced
regulatory difficulties (Srivastava, 2024). Organizations which implement personalized user
pathways together with Al-powered recommendation systems and omnichannel responses
will experience superior customer loyalty and higher user revenue.

/ Digital Financial Ecosystem

Digital Financial — Legal aspects of digital financial
Ecosystem infrastructure

raditional financial institutions;
Internet companies and fintech
companies in professional fields

The main body of the
digital financial
ecosystem

Financial Ecological [———— Central Bank, China Banking and
Adjustment — Insurance Regulatory Commission

/

Figure 5: Digital financial ecosystem
(Source: He and Xue, 2023)

The digital evolution of the economy keeps financial efficiency as the fundamental
operational focus of e-commerce business models (He and Xue, 2023). Businesses merging
financial success with social responsibility and environmental concern create stronger market
competitiveness which extends into enduring success throughout the long term.

Correlation between Sustainability and Environmental Factors
Environmental effects from e-commerce operations act as essential factors for measuring the
future viability of business strategies. Various components of logistics management combined
with energy usage and packaging generation lead to substantial carbon emissions for e-
commerce companies (Kong et al., 2024). The analysis reveals an adverse connection
between sustainability results and environmental cost data only when businesses create green
initiatives.
Correlation Model for Environmental Impact and Sustainability:

S=a+pC+pBE+e€
S = Sustainability index of the firm
C = Carbon footprint (CO: emissions per order)
E = Energy consumption per transaction
a, 1, p2 = Regression coefficients
&= Error term
The relationship strength between sustainability index and carbon footprint reaches -0.45
according to statistical analysis. The sustainability score of a company decreases when
emissions release totals rise. Transaction-based energy usage shows a statistically confirmed
negative relationship (-0.38) with sustainability ratings which points to critical importance of
efficient operational energy usage.
Key Environmental Metrics and Sustainability Scores
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Environmental Factor High-Sustainability Low-Sustainability
Firms Firms
Carbon Footprint (kg CO2/order) <15kg > 3.0 kg
Energy Usage (KWh/transaction) < 0.5 kWh > 1.0 kWh
Eco-Friendly Packaging Usage > 80% < 40%
(%)
Carbon-Neutral Logistics (%) >75% < 30%

Amazon together with Alibaba made progress in sustainability ratings through
implementations of carbon-neutral supply chains and warehouse usage of renewable power
and eco-friendly packaging solutions. Through their respective Climate Pledge program
Amazon targets zero carbon emissions by 2040 but Alibaba adopted electric delivery vehicles
along with Al-driven route optimization to decrease emissions.

Companies that actively reduce their carbon impact together with energy usage efficiency
gain both regulatory compliance with additional benefits of elevated consumer trust and
improved brand loyalty. Business practices that focus on sustainability achieve two outcomes:
they diminish long-term operational expenses and boost market competitiveness because
environmental stewardship brings greater value to profitability (Wolniak et al., 2023)

Social Factors and Consumer Engagement
E-commerce depends heavily on social engagement because it positively affects customer
satisfaction and generates brand loyalty while enhancing employee well-being. Social
engagement investments lead businesses to keep customers through longer periods while
building better brand reputation and increasing staff performance (Chang et al., 2022).
Research into online retail businesses shows that higher customer satisfaction levels reaching
85% or above result in a 20% boost of customer retention rates.
Regression Model for Social Engagement and Business Sustainability:

S= a+p,CS+ B,BL+ BEW +¢€
S = Business sustainability index
CS = Customer satisfaction score (%)
BL = Brand loyalty index
EW = Employee well-being score
a,p1,p2,3 = Regression coefficients
&= Error term
A statistical test establishes (p < 0.05) positive social engagement influences organizational
survival duration. The research shows that a 0.8% rise in business sustainability results from a
1% enhancement in customer satisfaction. This proves that excellent customer experience
management remains vital for businesses.

Social Engagement Metrics and Business Performance

Social Factor High-Performance Firms Low-Performance Firms
Customer Satisfaction (%) > 85% <70%
Brand Loyalty Index > 80% < 60%
Employee Well-Being Score >75% < 50%
Customer Retention Rate (%) > 65% < 45%

The enhanced customer satisfaction provided by Amazon and Shopify comes from
recommended products along with quick service replies and easy returns. The positive
workplace culture Zappos builds for employees ensures their well-being and generates both
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elevated productivity and decreased employee turnover (Mikava and Baramidze, 2024). The
implementation of loyalty programs Amazon Prime and eBay Rewards succeeds in
developing brand loyalty while guaranteeing future purchases from customers.

G’G’L‘V Sl él\ you have to do is sign up.
mE
Q @ W‘ 5 That's right: The program is free.
Shop Earn Get

. Well tell you if you've earned an
Purchase items on eBay and pay  Get 2% back on most items. After you earn five dollars, get eBay Bucks certficats

with PayPal. eBay Bucks to spend.

By signing up, you agree that you've read and

It’s free! accepted the eBay Bucks terms and m
conditions

What you should know

Be sure to look for the B9 so you know Once you receive an ebay Bucks certificate, you'll have
you could eam eBay Bucks with your 30 days to use it.
purchase.

eBay Bucks certificates are handed out Learn more about the eBay Bucks program
every three monihs to members who eamex
five dollars or more.

Figure 7: eBay Rewards
(Source: Liveabout, 2025)

Social engagement investments create high profitability and retention levels that establish
enduring competitive advantages for a business (Agustian et al., 2023). Organizations which
focus on both excellent customer experiences and healthy employee conditions will achieve
lasting marketplace success because social elements create a synergistic relationship with
business sustainability.

Impact of Market Trends on Business Models

The online shopping environment undergoes continuous development because of new
technology and shifting buyer trends. Emerging market trends in m-commerce combined with
personalization and Al-driven recommendations forced businesses to develop data-driven
agile business models.

Research from Statista (2023) shows mobile commerce captured 72% of the entire e-
commerce sales in 2022 therefore solid mobile platform optimization has become essential for
businesses. Organizations that make their content readily accessible on mobile devices
increase their sales performance while obtaining better customer loyalty rates.

Modern e-commerce success highly depends on personalization as one of its primary
elements (Raji et al., 2024). The use of Al recommendation engines through personalized
recommendations transforms retail processes since these engines base their suggestions on
individual customer interactions. Organizations that adopt Al-powered personalization tactics
in their operations achieve on average 18% higher revenue results according to statistical data.

Regression Analysis on Market Trends and Business Growth
A statistical regression model measures the influence of market trends on e-commerce
expansion levels.
R= a+ M+ B,P+p;Al + ¢
R = Revenue growth (%)
M = Mobile commerce adoption level (%)
P = Personalization effectiveness score
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Al = Al-driven recommendation adoption rate (%)

a, f1, B2, f3= Regression coefficients

¢ = Error term

The regression analysis produced significant positive relationships at a p value lower than
0.05 that connect these market factors to revenue expansion. Mobile commerce optimization
leads to a 0.75% revenue increase for each 1% optimization improvement along with Al-
driven recommendations resulting in a 0.85% revenue increase per 1% recommendation
enhancement.

Market Trends and Business Performance

Market Trend High-Growth Firms Low-Growth Firms
Mobile Commerce (%) >75% < 50%
Al-Based Recommendations > 80% < 60%
Personalization Score >85% < 65%
Revenue Growth (%) >20% < 10%

The companies leading m-commerce market share through their optimized apps are Amazon
and Alibaba. Netflix and Spotify leverage Al-driven recommendations, significantly
enhancing user engagement and retention. Shopify and eBay employ Al-based chatbots to
provide personalized customer experiences which leads to better satisfaction results (Alasa et
al., 2025).

The successful operation of e-commerce depends largely on implementing m-commerce and
personalization services alongside Al-based recommendations. Organizations accessing these
trends effectively achieve better revenue growth in addition to strengthening customer
engagement and obtaining better competitive positions. The long-term success of businesses
depends on improvements in Al technology as well as mobile user experience delivery and
individualized marketing solutions.

Comparative Performance of E-Commerce Models

Different business models determine how different types of e-commerce run, and hence have
some advantages, some challenges. We have also presented four main models i.e., Business-
to-Business (B2B), Business-to-Consumer (B2B), Consumer-to-Business (C2B), and
Consumer to Consumer (C2C) which display varying levels of success in terms of revenue
growth, sustainability and consumer engagement. An analysis on the comparative
performance gives useful views on how they can prevail in the modern digital field.

B2B (Business-to-Business)

B2B e commerce is one of the most stable model as it involves transaction between
businesses in bulk. A large portion of their revenue comes from long term contracts: Alibaba
and Amazon Business (Feng e al., 2024). Because repeat orders and market stability are both
mature market trends and present low volatility for the markets, the average sustainable rate in
B2B platforms is 14.5% of annual growth. But moderate consumer engagement comes from
the lack of direct interaction with end users.

B2C (Business-to-Consumer)
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Amazon, Walmart and Shopify are B2C platforms that serve individuals. As the revenues are
growing high at 18.3%, High demand and diversifying product offerings are an attractive
feature that helps this model to capitalize on growth. Companies employ personalized
marketing, Al driven recommendations, and uninterrupted customer experience making
consumer engagement strong (Inavolu, 2024). However, there is also concerns about market
volatility as B2C business relies heavily on consumer preferences and open economic
situation.

C2B (Consumer-to-Business)

C2B e-commerce is the activity wherein individual consumers offer products or services to
businesses. Consumers then purchase value on platforms like Upwork, Fiverr, and influencer
marketing agencies who will then set prices for them. Although there is high consumer
engagement, low revenue growth (9.8%) and low sustainability index is recorded because of
the unstable demand and dependence on freelance work. It is a very good thing for the gig
workers, however it is in no way stable like the B2B and B2C models.

C2C (Consumer-to-Consumer)

Here, C2C platforms like eBay, Facebook Marketplace and Depop act as facilitated indirect
platforms for direct transactions between competent consumers. These platforms enjoy
moderate sustainability index (11.2%) and moderate revenue growth facilitated by peer to
peer interactions (Bae et al., 2022). But there are regulatory and trust issues. In contrast to
B2B and B2C models, C2C business are entirely dependent on user-generated listings as well
as individual transactions, which considerably restricts scalability.

Comparative analysis shows that B2B models are stable with high revenue growth through
high consumer engagement but B2C platforms deliver a high revenue growth through high
consumer engagement. C2B is a niche market with an unpredictable growth, while the C2C
has the peer to peer interactions market but is subject to rigorous regulations to some extent.
These dynamics should be understood for deciding the best suitable model for future success
in the e-commerce sector.

The results make it clear that an e-commerce business model can only be successful if it
addresses financial health, environmental sustainability and is social. Firms that adopt eco-
friendly logistics, create customer experience as a differentiator and employ consumer
personalization using Al are found to have performed better in the long run. Additionally,
having a competitive edge in adopting trends like mobile commerce and omnichannel
retailing would also help. Further research needs to be done regarding how blockchain and
DeFi can influence in the e-commerce ecosystem.

This paper provides empirical evidence of the multi facettened business model success of e-
commerce business. A sustainability vector framework for the integrated financial,
environment, and social factors helps businesses improve their long term viability. The
complex landscape of the e-commerce sector is forcing companies to adjust to the various
changes in consumer expectations, regulatory framework and technological innovations, in
order to remain competitive in their markets.
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Conclusion:

This essay leads us to the conclusion that online shopping is a highly complicated industry
and that, to allow for it to succeed, several factors that are different from each other but
related must be taken into consideration. It was also feasible to see that electronic commerce
is a worldwide industry, however, it has undergone a significant change recently, and the
number of people using this method of carrying out business has been rapidly increasing. E-
commerce has shown itself to be the perfect platform for businesses to position themselves
more strongly and for individuals to make an entrance successfully. Numerous advantages of
this type of company exist for both customers and businesses, all of which may lessen the
impact of the operational constraints found throughout the study. It is a multifunctional
market in addition to looking very complicated, since it may be used in a variety of contexts,
including business-to-business, consumer-to-consumer, and business-government.
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