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ABSTRACT

Marketplace is an ICT innovation that facilitates MSMEs to market their products on the internet. On one hand,
marketplace provides several benefits to MSMEs such as access to broader market, ability to enter supply chain
of large companies, access to information at single source and the like. Micro, Small and Medium Enterprise
(MSME) sector is the growth engine of Indian economy. It has received due attention of policy makers of the
country due to its share in national exports, employment and GDP. In manufacturing sector, MSMEs constitute
95 per cent of the total industrial units. Hence enhancing the competitiveness of this sector has become the
priority of the Government of India. On the other hand, researchers opine that marketplaces increase competition
among MSMEs and benefits of participation in marketplace are higher to large buyers. As use of marketplace
by MSME:s in India, is in growth stage, there is a need to understand the perceptions and experiences of MSMEs
with marketplaces. Even though there are empirical studies on adoption of e-business, majority of them either
focus on large firms or electronic business in general. There is lack of empirical studies on adoption of
marketplaces in India, especially in the context of small firms.

Keywords: Micro, Small and Medium Enterprise (MSME), Marketplace, manufacturing sector, national
exports, employment, e-business.

INTRODUCTION

E-commerce began with simple platforms that aimed to provide online sales services, but it has evolved with
the advancement of digital technology. E-commerce has expanded from being an additional sales channel to
becoming part of the current economic reality, using technologies such as electronic payments and smart supply
chain management. Digital transformations have enabled small businesses to access global markets with the
same efficiency as large companies. As business models have shifted, new platforms such as virtual
marketplaces have emerged, which have become central to connecting sellers with buyers across the world.
Artificial intelligence has become a pivotal technology in enhancing the efficiency of ecommerce and improving
the user experience. Technologies such as machine learning and data analytics play a role in improving
personalized recommendations, managing inventory more efficiently, and increasing customer engagement
through technologies such as chatbots. These technologies enable the analysis of user data to provide accurate
recommendations about products and services that suit their needs, which enhances customer satisfaction and
increases their loyalty to the brand. The use of artificial intelligence in operational processes, such as inventory
management and demand forecasting, contributes to reducing costs and improving the overall performance of
companies. Consumer behavior has undergone significant changes with the development of e-commerce.
Consumers have also become more eager for personalized and fast experiences that meet their needs. The use
of digital personalization has also made the shopping process more attractive and efficient, as recommendations
and services are provided according to the consumer’s interests.

LITERATURE REVIEW

Iman Youssif Ibrahim et al., (2025) Rapid technological developments intersect with changes in consumer
habits within the everchanging digital environment. This paper discusses future trends in e-commerce, where.
A literature review strategy was used in an attempt to identify gaps that companies can leverage to keep up with
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the rapid changes within the digital environment. It addressed the integration of digital and traditional channels
as a means to improve customer experiences. Secondly, the importance of artificial intelligence and
personalization in enhancing operational efficiency and customer experience through personalized suggestions
and big data management. Thirdly, it addressed the opportunity and challenges faced by emerging markets,
including issues related to digital infrastructure as well as differences in culture. The results showed that the
integration of digital and traditional channels is effective in improving user experience and that artificial
intelligence helps in improving service delivery through recommendations and big data management.

Yue Wang et al., (2024) This study systematically reviews the literature on the impact of technological
innovations in e-commerce on consumer behavior, using the SPAR-4-SLR methodology and TCCM framework.
It consolidates research across various technologies, including websites, social media, live streaming, AR/VR,
and Al. The analysis reveals a growing interest in this field post-2017, with a focus on websites and social
media, but highlights a research gap in emerging technologies. Key theoretical frameworks are identified,
emphasizing the need for integration to comprehensively understand consumer behavior. The review maps out
antecedents, mediators, moderators, and outcomes, stressing the importance of longitudinal studies and
advanced analytics. This approach aims to bridge research gaps and suggest future directions, enhancing
theoretical and practical understanding of e-commerce technological innovations, and contributing to a more
dynamic and consumer-centric e-commerce ecosystem.

Dr. Farheen Ahmad et al., (2024) The rapid evolution of technology has propelled the e-commerce industry
into a dynamic landscape, prompting continuous transformations in consumer behavior, business strategies, and
technological innovations. This review research paper explores the current state of e-commerce and delves into
the anticipated trends and predictions that are expected to shape its future trajectory. Drawing upon an extensive
analysis of scholarly articles, industry reports, and expert opinions, this paper identifies key factors influencing
the e-commerce landscape, including advancements in artificial intelligence, the rise of omnichannel retailing,
the impact of mobile commerce, and the growing significance of sustainability in consumer choices. The paper
provides an in-depth examination of the role of emerging technologies such as augmented reality (AR) and
virtual reality (VR) in enhancing the online shopping experience. Additionally, it investigates the evolving
dynamics of customer expectations, personalization, and the importance of data-driven insights for businesses
to remain competitive in the digital marketplace. Furthermore, the research scrutinizes the challenges and
opportunities posed by regulatory frameworks, cybersecurity concerns, and the globalization of e-commerce.
Rahul Sharma et al., (2023) In the dynamic landscape of modern commerce, the symbiotic relationship
between e-commerce and digital transformation has become a cornerstone of business evolution. E-commerce,
facilitated by the internet, has revolutionized the buying and selling of goods and services, transcending
geographical boundaries and reshaping traditional business models. Simultaneously, digital transformation
represents a strategic response to the digital age, encompassing the integration of digital technologies into all
aspects of business operations. This study rigorously examines the interconnected domains of ecommerce and
digital transformation, uncovering evolving trends, persistent challenges, and far-reaching implications.
Examining consumer behaviour patterns in the context of digital transformation, we highlight the shift towards
Omni-channel experiences and personalized interactions. Through industry case studies, we showcase
successful transformation instances and their outcomes. The fusion of e-commerce and digital transformation
has redefined modern commerce. E-commerce's evolution and digital transformation's strategic integration of
technology have reshaped business paradigms.

Swamy Sai Krishna Kireeti Athamakuri et al., (2014) The future of e-commerce is being significantly shaped
by emerging technologies and evolving trends that are revolutionizing the online retail landscape. As consumer
behavior continues to shift towards more personalized and seamless shopping experiences, advancements in
artificial intelligence (AI), machine learning (ML), augmented reality (AR), and blockchain are paving the way
for a new era of online retail. Al and ML are enabling more precise customer segmentation, tailored
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recommendations, and enhanced supply chain optimization. AR is transforming product visualization, allowing
customers to interact with products virtually before making a purchase, thereby reducing return rates.
Meanwhile, blockchain is enhancing transparency and security in transactions, fostering trust between
consumers and retailers. Additionally, the rise of voice commerce, social commerce, and the expansion of
mobile shopping are further contributing to the reshaping of ecommerce. As these technologies continue to
advance, retailers must adapt to meet the growing demand for convenience, personalization, and efficiency in
the ever-competitive online marketplace.

The Rise of Artificial Intelligence and Machine Learning in E-commerce

Artificial intelligence and machine learning are perhaps the most influential technologies driving the future of
ecommerce. Over the past few years, these technologies have advanced rapidly, and their impact on online retail
is profound. Al and ML enable businesses to gain deeper insights into consumer behavior, personalize shopping
experiences, and optimize operations across the supply chain. One of the most significant contributions of Al
in ecommerce is its ability to offer personalized recommendations. By analyzing vast amounts of data, Al can
identify patterns in consumer preferences, behaviors, and purchase history. This allows e-commerce platforms
to provide tailored recommendations that enhance the shopping experience and increase sales. For example,
platforms like Amazon and Netflix utilize sophisticated Al algorithms to suggest products and content based on
users' past behaviors, creating a more personalized and engaging experience. Machine learning algorithms also
play a crucial role in inventory management, demand forecasting, and supply chain optimization. By analyzing
historical data, machine learning can predict future demand, allowing retailers to better manage their stock levels
and reduce instances of overstocking or stockouts. Additionally, Al-powered chatbots and virtual assistants are
becoming increasingly common in e-commerce, providing real-time customer support and enhancing customer
service efficiency. The combination of Al and ML enables dynamic pricing, where prices can be adjusted in
real-time based on factors such as demand fluctuations, competitor pricing, and consumer behavior. This pricing
flexibility enhances the customer experience by offering competitive pricing and promotions, driving
conversion rates and boosting sales.

Augmented Reality: Transforming the Online Shopping Experience

Another technology that is set to play a pivotal role in the future of e-commerce is augmented reality (AR). AR
has the potential to significantly alter how consumers interact with products online, providing an immersive and
interactive shopping experience that was previously only available in physical stores. In traditional e-commerce,
consumers often face challenges when trying to visualize how a product will look in their homes or on their
bodies. AR helps bridge this gap by allowing consumers to virtually "try on" products before making a purchase.
For example, furniture retailers like IKEA and Wayfair have developed AR apps that allow customers to see
how furniture would fit into their homes by overlaying 3D models of products into their living spaces through
their smartphones or tablets. Similarly, fashion brands like ASOS and Gucci are utilizing AR to let consumers
try on clothes and accessories virtually, helping them make more informed purchasing decisions. AR technology
also facilitates more engaging and interactive product descriptions. Consumers can view detailed 3D models of
products, examine them from different angles, and even zoom in to explore finer details. This level of
interactivity creates a richer shopping experience that increases consumer confidence in their purchase decisions
and reduces the likelihood of returns.

Voice Commerce: The Rise of Shopping with Voice Assistants

The rapid adoption of voice-activated devices, such as Amazon Alexa, Google Assistant, and Apple Siri, is
giving rise to voice commerce, or v-commerce. Voice assistants are becoming an integral part of consumers'
daily lives, enabling them to shop online using simple voice commands. The convenience and hands-free nature
of voice shopping make it an appealing option for busy consumers who want to quickly reorder products, check
prices, or compare items without having to interact with a screen. Voice commerce is poised to transform the
online shopping experience by enabling faster and more convenient purchases. Consumers can add items to
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their shopping carts, inquire about product availability, and even make transactions—all through voice
commands. This trend is particularly important in the context of the growing popularity of smart home devices
and voice-enabled appliances, which are expected to play a significant role in the future of e-commerce.
Blockchain Technology: Enhancing Transparency and Security

Blockchain technology is another emerging innovation that is poised to impact e-commerce in the near future.
Blockchain is a decentralized, distributed ledger system that enables secure, transparent, and tamper-proof
transactions. Its potential applications in e-commerce extend beyond cryptocurrency payments, offering
solutions for improving transaction security, reducing fraud, and enhancing supply chain transparency. In e-
commerce, blockchain can be used to create secure and transparent transaction records, ensuring that consumers'
personal and financial data are protected. By leveraging blockchain for payments, retailers can reduce the risk
of fraud and chargebacks, as each transaction is securely recorded on the blockchain and cannot be altered or
tampered with. Moreover, blockchain has the potential to revolutionize supply chain management by providing
real-time tracking and verification of goods as they move through the supply chain. This level of transparency
can help retailers ensure the authenticity of products, prevent counterfeiting, and build trust with consumers
who are increasingly concerned about the origins and quality of the products they purchase.

Adapting to the Future of E-commerce

The future of e-commerce is an exciting landscape marked by rapid technological advancements and evolving
consumer preferences. Retailers must adapt to these changes by embracing emerging technologies like AI, ML,
AR, blockchain, voice commerce, and social commerce to stay competitive and meet the ever-changing
demands of consumers. At the same time, they must remain agile in navigating the challenges and opportunities
these technologies bring. As the online retail industry continues to evolve, businesses that can harness the power
of these technologies to deliver personalized, secure, and seamless shopping experiences will be well-positioned
for success. The future of e-commerce promises to be more immersive, efficient, and customer centric than ever
before, offering retailers the tools they need to thrive in a rapidly changing digital world.

RESEARCH METHODOLOGY

Participation in the study will be voluntary, with participants having the option to withdraw at any time without
consequence. Data collection will be carried out using a combination of primary and secondary sources to ensure
the comprehensive nature of the study. The simulation will be conducted using various tools and technologies.
Case studies will be analyzed qualitatively to identify best practices and successful strategies for adopting
emerging technologies. A structured online survey will be distributed to e-commerce businesses to gather
insights into their use of emerging technologies. The use of a mixed-methods approach is appropriate for this
research as it allows for a broad exploration of the subject while also providing measurable data to support the
findings. The qualitative phase will focus on understanding the experiences, challenges, and opportunities faced
by e-commerce businesses in integrating emerging technologies like AI, ML, AR, blockchain, voice commerce,
and social commerce. The quantitative phase will focus on the analysis of data obtained from surveys, industry
reports, and secondary data sources to assess the impact of these technologies on consumer behavior, business
performance, and market trends. Future plans for further technological adoption and innovation. For the primary
data collection, purposive sampling will be employed to target e-commerce businesses, technology
professionals, and industry experts who are familiar with the use of emerging technologies in retail.
RESULTS AND DISCUSSIONS

The adopter MSMEs are in different stages of adoption and their details are shown in Table 1. It is observed
from the adopter’s profile that majority of the adopters (56 per cent) are in exploratory stage followed by 27 per
cent of adopters in trial stage and only 17 per cent of the adopters are in commitment stage. As the adoption of
e-marketplace in India is in growth stage, MSMEs have registered with the e-marketplaces and exploring the
possibilities of using the e-marketplace.
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Table 1: Profile of adopter MSMEs

Adoption Stage N Percent
Exploratory Stage 37 56
Trial Stage 18 27
Commitment Stage 11 17

Total adopters in the Sample: 66
Previous studies on adoption of innovation have reported differences in adoption of innovation based on firm
size. Therefore, the pattern of adoption based on firm size is explored to understand the influence of the firm’s
level of investment on the adoption of e-marketplace. A cross tabulation of firm size wise adoption is shown in
Table 2. It is observed that out of the total 30 micro firms, eighty per cent of the micro firms are non-adopters.
Table 2: Cross tabulation representing firm size and adoption of e-marketplace

\Adopters (n=66) Frequency| Non-Adopters (n=56) Frequency
Firm Size (column percentage) (column percentage)
Micro 6(9) 24 (43)
Small-Groupl 10 (16) 18 (32)
Small-Group2 26 (39) 7 (12.5)
Medium 24 (37) 7 (12.5)

It is observed that, out of 66 adopters, 39 per cent of the adopters belonged to Small-Group2 (investment range:
more than one crore rupees and less than five crore rupees) and 37 per cent of the adopters are medium
enterprises (investment range more than five crore rupees and less than ten crore rupees). This group of adopters
(firm’s investment more than one crore rupees and less than ten crore rupees) constituted for more than 76 per
cent of the adopters. The remaining 24 per cent of the MSME adopters belonged to group less than one crore

rupees investment.

Table 3: Comparison of e-marketplace awareness level (means) among adopters and non- adopters

Adoption Aware of e- | Aware of Firm Firm Firm
markets competitor' |Recognizes the| understands [understan
relevant to suse of e- | opportunities | services and ds
business market and threats of| business benefits
e-markets models of of e-
e-markets | markets
Non-Adopter | Mean 3.54 3.32 2.96 2.88 3.12
n=56 S.D. 1.293 1.377 1.525 1.502 1.415
Adopter n=66 | Mean 4.65 4.56 4.56 4.55 4.53
S.D. 480 .682 611 532 561
Total N=122 Mean 4.14 3.99 3.83 3.78 3.89
S.D. 1.093 1.223 1.377 1.370 1.254
t-value 6.111* 6.128* 7.348* 7.912% 6.981*
*p<0.01
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The independent samples t-test results Table 3 revealed that awareness level differed significantly (p<0.01)
between the two groups: adopters and non-adopters in all the aspects of awareness. This indicates that non-
adopters are aware of the e-marketplaces relevant to their business, but do not have in-depth understanding of
possible opportunities that can be explored through e-marketplaces.

CONCLUSIONS

The study highlights that emerging technologies such as Al and machine learning are not merely trends but
crucial drivers of success in the e-commerce industry. Companies that adopt these technologies and implement
them thoughtfully—while maintaining ethical standards—are poised to gain a competitive edge. This provides
valuable insights into how emerging technologies, particularly Al-powered recommendation systems, are
reshaping the landscape of e-commerce. The hybrid model, combining Al-driven personalization with manual
interventions, appears to offer the most effective strategy for businesses aiming to optimize customer
experiences and achieve sustainable growth. Through a simulated analysis comparing three distinct scenarios—
baseline, Al-powered recommendations, and a hybrid model combining Al with manual promotions—the
findings highlight the transformative potential of these technologies in improving business performance,
customer experience, and long-term profitability. This improvement in conversion rates, combined with
increased Average Order Value (AOV), illustrates the power of Al in not only driving more sales but also
increasing the value of each transaction. As the e-commerce landscape continues to evolve, businesses must
adapt to these technological advancements to meet changing consumer expectations and stay ahead in an
increasingly digital marketplace.
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