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In the evolving landscape of digital technology and global economic integration, the pivotal 

role of electronic business (E-business) in transforming traditional market structures and 

establishing new commercial paradigms has been increasingly recognized. This study 

focuses on the appraisal of E-business development amidst ongoing digitalization. Central 

to the investigation is the formulation of a contemporary information system model for E-

business evaluation. The research delineates the essential factors influencing E-business 

progression and identifies potential improvement areas. The primary subject of this analysis 

encompasses the modern information and technological systems underpinning electronic 

business operations. Evidence suggests that the technical state of a fundamental intangible 

asset, namely the E-commerce website, considerably influences cash flow generation. 

Notably, site visitors, whether organic, referred, or paid, do not uniformly convert into 

customers. This study establishes various criteria for the model's construction and 

introduces a comprehensive metric: an integral coefficient reflecting the website's technical 

condition, which directly affects visitor-to-customer conversion rates. A novel methodology 

for assessing internal factors impacting E-business cash flows has been developed. This 

approach enables the evaluation of an enterprise's technical features and the identification 

of deficiencies impeding potential sales, using the integral site condition coefficient. This 

research makes a significant contribution by presenting an innovative information model 

for E-business assessment in the tourism sector. 
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1. INTRODUCTION

1.1 Background 

In the dynamically evolving domain of tourism, which 

readily adapts to digital innovations, the imperative for 

devising an information system dedicated to the assessment of 

E-business has become increasingly pronounced. The

digitalization phenomenon serves as a catalyst,

revolutionizing traditional tourism methodologies and

enabling businesses to elevate their customer engagement and

process optimization. The conception and implementation of

such a system are crucial for the strategic planning of

enterprises aiming to consolidate their market presence,

enhance service quality, and introduce cutting-edge tourism

products.

The significance of this research lies in addressing the 

accelerated growth of E-business within the tourism sector. 

This growth is coupled with a deficiency in the financial 

management tools and methodologies necessary for effective 

cash flow management. Traditional methods for analyzing and 

evaluating cash flows in conventional marketing settings 

prove inadequate in the E-business context. This novel 

business sphere is distinguished not only by its unique sales 

modalities of goods and services but also by the particularities 

in cash flow generation. Amidst the rapid expansion of E-

business, the scrutiny of its financial activities, particularly 

cash flow analysis, gains paramount importance. Cash flows 

have emerged as a key performance metric, underpinning the 

enhancement of analytical and evaluative tools for E-business 

cash flows. Historically, the concept of E-business was 

subjected to critical assessment and debate in economic and 

legal discourse, lacking a definitive legal framework. 

Presently, E-business, particularly within small and medium-

sized tourism enterprises, is increasingly being legislated, 

offering new opportunities for state registration and regulatory 

compliance. This legislative progression has catalyzed the 

development of analytical and evaluative tools for businesses 

in this sector. 

Cash flows remain a pivotal financial category globally for 

assessing and analyzing E-businesses. The ongoing evolution 

of the IT industry and E-business underscores the growing 

significance of cash flow management. This study, therefore, 

focuses on elucidating the complexities of cash flow in E-
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business, particularly within the tourism industry, proposing 

innovative tools and methodologies for their effective analysis 

and management. 

 

1.2 Problem statement and study objectives 

 

The primary challenge in the rapidly evolving E-business 

landscape is the market's high dynamism and unpredictability, 

significantly influenced by external factors. This volatility 

complicates the forecasting of income and expenses, thereby 

impeding accurate determinations of a business's financial 

robustness and growth potential. Additionally, the risks 

associated with monetary fraud and currency fluctuations 

necessitate continuous vigilance and strategic development to 

mitigate such risks. 

Although cash flow in E-business has been extensively 

explored in both domestic and international literature, its 

unique characteristics in the context of electronic business, 

particularly through the lens of intangible assets requiring 

continual updates, have not been sufficiently examined. These 

characteristics yield distinct aspects in the formation, analysis, 

and evaluation of cash flows. 

Over the past two decades, E-business has emerged as a 

crucial element of the global economy, incrementally 

contributing to world GDP (Figure 1). This increasing 

significance underscores the need for a more nuanced 

understanding of E-business cash flows within the tourism 

sector. 

 

 
 

Figure 1. Importance of E-business in global GDP 

 

The existing literature on the assessment of tourism E-

business within the digital paradigm reveals potential gaps. 

The rapid evolution of technology and the tourism industry 

means that research findings from just a few years ago may 

now be outdated. The relentless progression of digitalization, 

coupled with emerging technologies like artificial intelligence, 

blockchain, and the Internet of Things, presents new 

opportunities and challenges for tourism E-businesses. These 

evolving dynamics have not been thoroughly explored in 

existing literature. 

The objective of this article is to assess the development of 

E-business in the realm of digitalization, with a focus on the 

modern information and technical systems that underpin 

electronic business. The approach undertaken can be 

visualized as a road map comprising the formation of a 

methodological approach, identification of assessment 

parameters, and the establishment of an information platform 

for conducting assessments. 

The structure of this article includes a comprehensive 

literature review and its analysis, an exploration of the 

methodology with detailed descriptions of all methods 

employed in the study, presentation of the principal findings, 

and a discussion of these results in the context of existing 

literature, culminating in the formulation of conclusions. 

 

 
2. LITERATURE REVIEW 

 

2.1 Key literature on the selected topic 

 

The conceptual scope of E-business, as delineated in the 

scientific and theoretical literature [1, 2], extends beyond mere 

commercial activity. It encompasses all business processes 

executed via the Internet, thereby defining electronic business 

as a profit-oriented relationship derived from remote 

transactions involving the creation, acquisition, modification, 

and improvement of civil rights and obligations, facilitated 

through information and telecommunication systems [3, 4]. 

In the domain of E-business cash flows, distinct formation 

characteristics are recognized [5, 6]. These are primarily 

attributed to the continual investments required for the 

development of electronic stores, such as content creation, 

product photography, site script adjustments, and video 

reviews. Although appearing operational, these expenditures 

actually enhance the state of an intangible asset (the electronic 

store), thus representing a perpetual initial investment in cash 

flow. 

The integration of E-business within travel companies 

facilitates extensive data collection on consumer behavior, 

which can be leveraged to refine marketing strategies and 

tailor products more effectively [7, 8]. Digital tools like mobile 

applications and social media are instrumental in fostering 

customer communication and nurturing long-term 

relationships [9, 10]. 

The online information environment and search engines, as 

platforms for electronic store operations, exert a significant 

impact on cash flows [11, 12]. In this digital milieu, 

competition is fostered, and markets for goods and consumers 

are developed. To generate cash flows, electronic stores 

require a consistent influx of visitors, primarily sourced from 

search engines, third-party site referrals, social networks, and 

direct website links. 

A general review of the literature [13, 14] reveals that E-

business management strategies markedly diverge from 

traditional approaches. The Internet environment, 

characterized by heightened dynamism compared to 

conventional product markets, and the rapidly expanding pool 

of competitors, necessitates innovative methods to stimulate 

cash flow growth. Additionally, the efficiency, 

informativeness, and speed of customer service in E-business 

are pivotal factors influencing the return of customers for 

subsequent purchases, thereby playing a crucial role in the 

formation of cash flows [15, 16]. 

 
2.2 Identifying gaps in the existing literature 

 

A critical analysis of the existing literature reveals notable 

gaps in the context of the development of E-commerce and E-

business. Predominantly, these studies fail to incorporate 

modern methodologies that could facilitate the formation of 

specific models or systems. A salient weakness observed is the 
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lack of specificity in the scope of research, often neglecting to 

concentrate on particular industries, such as tourism. 

While the breadth of topics covered in contemporary 

literature, ranging from information technology to E-business 

management strategies, is commendable for providing a 

holistic perspective, the diversity of methodological 

approaches poses challenges in comparing results across 

different studies. This inconsistency underscores the necessity 

for a unified, universally applicable approach. 

Existing literature exhibits a significant deficiency in the in-

depth examination of cash flows within E-business, 

particularly in the context of the digitalization of travel 

companies. Consequently, all established methods of analysis 

and evaluation necessitate adaptation to the specific conditions 

of E-business operations. 

This study aims to develop an appropriate model that will 

enable the evaluation of factors influencing E-business 

development and identify potential areas for enhancement. It 

seeks to augment existing models, offering deeper insights into 

the dynamics and determinants of E-business valuation within 

the tourism sector. A critical observation is that current 

literature inadequately addresses the fundamental components 

of what constitutes an E-business assessment information 

model, indicating a need for a more clearly defined 

methodological approach. 

 

 

3. METHODOLOGY 

 

The main methodology of the article is the method of 

estimating internal factors. the question of the influence of 

internal (or microeconomic) factors on the activities of 

electronic stores in the scientific literature has not been 

sufficiently studied [17, 18]. 

Methods for assessing internal factors of influence are also 

different depending on the activities of enterprises, so each 

method has its own scientific and practical value (It was also 

possible to use the method of hierarchical ordering, but it has 

a number of disadvantages. First of all, what concerns the fact 

that there is active involvement of experts, and this is a very 

imprecise factor and a very subjective opinion can be obtained 

as a result). 

The chosen method is valid because it is meaningful, 

criterion-based and constructive. Its reliability is characterized 

by checking time and consistency. It can be used by other 

researchers as well. 

It should be noted that internal factors do not have a direct 

impact on E-business cash flows, but they do affect website 

traffic. To a greater extent, the generation of cash flows is 

influenced by internal factors. 

In electronic business, there are special factors of influence 

that may not be noticeable at first glance, but as a result, have 

a significant impact on the volume of proceeds from the sale 

of goods (works or services). These include: page loading 

speed; Mobile version of the site; design and graphic design; 

relevance of content to key queries. 

Thus, thanks to this method, it will be possible to form an 

information model for assessing the technical state of the 

introduction of electronic business for a tourism enterprise. 

Key parameters are presented in Table 1. 

The choice of this model is explained by the fact that if it is 

impossible to load the site at a certain moment, even with an 

ideal technical setup of the site, there will be no sales. Thus, to 

display the cumulative impact of all parameters on the site, it 

is proposed to calculate the integral coefficient of the technical 

condition of the site. 

The integral coefficient of the technical condition of the site 

(kts) is calculated by multiplying the parameters indicated in 

Table 1 in the coefficient expression Eq. (1): 

 

kts=(psp/100)* (pmv/100)* (pta/100)* (pgs/100) (1) 

 

where kts: coefficient of the technical condition of the site, 

relative units; 

psp: the probability of buying on the site due to the speed of 

loading the site, %;  

pmv: the likelihood of buying on the site due to the presence 

of a mobile version, %;  

pta: the probability of buying on the site due to text 

accompaniment, %;  

pgs: the probability of buying on the site due to graphic 

support, %. 

The kts coefficient takes a value from 0 to 1. If kts = 0, there 

will be no sales volume. If kts = 1, sales volumes are optimal. 

The normal value of the indicator is from 0.8 to 1. If the 

coefficient value is below 0.8, then the owners of the 

electronic store need to take measures to improve the site. 

What exactly needs to be improved is shown by the result of a 

technical audit according to the parameters indicated in Table 

1. Any value of the coefficient below one means that the E-

business is losing a certain percentage of buyers due to 

technical problems. Therefore, financial analysts and auditors 

have the opportunity to motivate owners to improve their 

project not only through the conclusions of the audit findings 

about the presence of problems, but also through the amount 

of losses from the shortfall in customer receipt in terms of 

value. 

For evaluation, we have chosen a really operating tourist 

enterprise "TangoTravel". His choice was not accidental, since 

E-commerce has recently appeared in them and they need a 

new methodological approach to the formation of an 

evaluating model. Some of the authors of the article also 

worked there. For effective and accurate analysis, the 

management of the selected enterprise is provided with all data. 

 

Table 1. Parameters of the information model according to the methodical approach 

 
Page Load Speed Not Loaded More than 20 Seconds 5-20 Seconds Less than 5 Seconds 

Purchase probability, % 0 26.4 45.1 100 

Mobile adaptation of 

layout 
No mobile version 

Inconvenient mobile 

version 
Minor design notes Quality mobile design 

Purchase probability, % 22.2 45.1 89.5 100 

Text description of 

products 

Outdated or missing 

text 
Text not search engines 

Minor remarks on the 

text 

High-quality and regular text 

content 

Purchase probability, % 22.7 46.5 78.9 100 

Graphic arts Outdated design Uncomfortable design Minor design notes High-quality graphic support 

Purchase probability, % 29.6 49.11 91 100 
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4. RESULTS OF RESEARCH  

 

Let's evaluate the technical characteristics of the site 

"TangoTravel", using the evaluation method proposed on the 

basis of the survey results in Table 2. 

The average probability of a purchase on the TangoTravel 

website is 45.1% out of 100 possible due to the lack of a well-

tuned mobile version of the site. It can be concluded that the 

site needs to implement measures to improve technical 

characteristics. As a result of their effective implementation, 

you can increase the conversion rate by 0.55 or 55%. 

Improving your website's SEO will not only help it rank higher 

in search engines, but will also provide better visibility and 

reach to your target audience. 

In order for the conversion rate to grow, it is necessary to 

develop a mobile version of the site, create an appropriate 

mobile design and implement it in the Internet service. 

According to preliminary estimates, the cost of these measures 

will be USD 12000 (Table 3). These insignificant costs will 

allow the enterprise not to lose a part of the visitors entering 

into mobile devices. 

An investment of $12,000 can pay for itself in about 2-3 

months. Please note that actual ROI may vary depending on 

many factors, including changes in traffic, seasonality of 

purchases, changes in user behavior, market competition and 

other economic conditions. 

The direct information model of the system for evaluating 

electronic services is presented in Table 4. 

According to Table 4, we can conclude that for 

«TangoTravel» we need to make a mobile version, update the 

content and work with the ease of use of the resource. 

Special mention should be made of technical aspects. 

Conducting a technical audit of a website may reveal technical 

problems, such as errors in the code, slow loading pages, 

broken links, etc., that require immediate resolution. 

The proposed system for evaluating internal factors makes 

it possible to determine the relationship between the technical 

condition of the site and the number of buyers for the study 

period. In turn, it is not difficult to determine the dependence 

of sales volumes on the number of buyers; for this, the number 

of buyers must be multiplied by the price of goods, works or 

services (for E-business, the size of the average bill). 

The results of the analysis are of practical importance, they 

can be used by auditors when analyzing the effectiveness of E-

commerce. To date, the audit practice of electronic stores has 

not created a toolkit that allows you to measure losses from 

inefficient site settings. The conducted studies can provide an 

economic justification for the expediency of eliminating 

technical errors. This can be done by calculating the potential 

change in the level of conversion of visitors as a result of 

technical work to improve the site. By multiplying the 

conversion rate by the number of visitors and the size of the 

average check, you can determine the potential level of sales 

of goods, works or services. The "TangoTravel" example 

served to obtain more accurate data for the information model. 

The results may, with certain variables, be applicable to other 

tourism businesses and their systems. We have informed 

consent from the management of the company. 

 

Table 2. The result of the technical evaluation of the site 

 
Probability Factors Indicator Data 

Page load speed, % 100 

Availability of website version mobility, % 45.1 

Availability of relevant text content, % 100 

Convenient design, % 100 

Integral coefficient of the technical condition of the site 0.45 

Potential increase in conversion rate 0.55 

 

Table 3. Estimate of creating a mobile design for the site 

 
No. Type of Work Executor Price 

1 Redesign of the mobile version Outsourcing 3600 

2 Layout of the mobile version of the site Outsourcing 5500 

3 Adaptation of the mobile version Staff 2900 

Full price 12000 

 

Table 4. The information model of the system for evaluating electronic services 

 
No. Type of Work TangoTravel 

1 Page load speed, % 100 

2 Availability of a mobile version of the site, % 45.1 

3 Availability of relevant texts,% 78.9 

4 Has a user-friendly design, % 49.11 

5 Integral coefficient of the technical condition of the site 0.17 

6 Potential increase in website conversion 0.83 

 

 

5. DISCUSSIONS 

 

As part of the discussion, it should be noted that our study 

should be compared with previous ones. For example, as a 

comparison, some scientists [19, 20] formed models of E-

business development trends through the creation of 

appropriate information systems. Trends in changing fashion 

for web design indicate that the appearance of the site must be 

updated at least once every 3 years. It is very important to 

study current trends in the development of payment systems. 

It is necessary to create the possibility of automated payment, 

which is made using simple, tested services. Social networks 

can become one of the regular suppliers of customers to an 

electronic store, so these systems cannot be neglected. For at 
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least a few more years, people will respond well to advertising 

on social networks, and therefore it can be safely used to 

develop an electronic store. In the direction of search engine 

optimization, the scope of work has no limit. It is possible to 

achieve the withdrawal of absolutely all possible keywords 

provided by the offer of goods to the first positions, and this 

requires constant expenditure of funds. 

Other scientists [21, 22], as an example for discussion, form 

life cycle models, where they demonstrate and determine the 

place of E-business. The stage of the life cycle of an enterprise, 

depending on which the formation of cash flows occurs in 

different ways. Particularly for new businesses, cash flow 

generation starts with large investments. In addition, to launch 

an electronic site, it is necessary to create conditions for 

attracting visitors; this takes money, which forms a significant 

part of the outgoing cash flow. Unlike new enterprises, 

functioning ones are engaged not so much in bringing visitors 

as in converting them into buyers. The investment activity of 

such enterprises is insignificant, but constant and regular. 

Another group of scientists [23-25], as a result, present 

models for the development of branding within the framework 

of E-business. The more the online store invests in branding, 

the higher the site conversion rate. Large companies try to get 

more buyers with the same number of visitors, for which work 

is regularly carried out to improve the service, call speed, 

speed and quality of delivery, etc. 

Discussing our results, it should be noted that there are both 

common and distinctive features. For example, such an 

opinion regarding the essence of E-business and cash flows 

can be considered common. E-business cash flows are 

understood as the movement of funds that occurs due to the 

operation of an electronic store (service), which allows you to 

create cash receipts and spend them to ensure an uninterrupted 

business process in the Internet environment. The differences 

lie in the very methodical approach to analysis and results. 

The key difference between the results presented by us is 

that the presented information model for analyzing the 

technical state of electronic business allows you to audit the 

weaknesses of the technical work of the site; explore ways to 

improve the e-shop; determine the potential growth in cash 

flows as a result of improving the technical work of the site. 

The result of our research clearly demonstrates that this is, first 

of all, an information model. We do not present “universal 

mechanisms” or approaches. We modeled with selected data 

and indicators (the very set of variables for the information 

model, where the author’s vision of such a list is). 

 

 

6. CONCLUSIONS 

 

The study has limitations and they lie in the fact that the E-

commerce system of only one of the industries was taken into 

account. Due to volume limitations, it was problematic to 

cover the specifics of E-business in each area. The 

consequences of this limitation is that the emphasis of the 

information presented in the article is only for the tourism 

business. The findings and recommendations may not be fully 

applicable to other sectors due to the unique nature of the 

industry being studied. 

The practical value of the results lies in the fact that they 

can be used in electronic work and any tourism enterprise. 

Prospects for further research should be directed to the 

formation of an effective evaluation system. The main purpose 

of assessing cash flows is to determine the solvency of the 

enterprise, the effectiveness of assets and investments. In 

modern management systems used for corporate governance 

and E-business, in particular, these indicators should be 

examined in terms of cash flows. The most informative 

indicators of liquidity in the context of types of liabilities. As 

for the asset coverage ratios, they can be supplemented and 

changed in accordance with the objects of research. Equally 

important are capital investment coverage ratios, which are 

vital to the e-tourism business. All of these indicators should 

be calculated taking into account the quadrant of interests, that 

is, in relation to the type of cash flow that is most effective for 

stakeholders at different stages of the life cycle of a tourism 

enterprise. 

As a result, the proposed methodological approach to 

assessing the impact of internal factors on E-business cash 

flows makes it possible to obtain information on how fully the 

company uses its potential and understand what part of the 

funds the entrepreneur loses from the fact that the site has 

certain technical problems. It has been proved that the 

technical condition of the main intangible asset - an electronic 

store, can influence the formation of cash flow, since the 

received, brought or purchased site visitors do not necessarily 

become 150 buyers. A number of characteristics for the 

formation of the model have been established. 

In the future, for example, attention should be paid to the 

development and implementation of machine learning 

algorithms and artificial intelligence for more accurate 

forecasting of demand, optimization of pricing and 

personalization of offers for customers. 

 

 

REFERENCES  

 

[1] Delina, R., Tkac, M. (2015). Role of E-business in the 

perception of ICT impact on revenue growth. Journal of 

Business Economics and Management, 16(6), 1140-

1153. https://doi.org/10.3846/16111699.2013.797012 

[2] Loukis, E.N., Charalabidis, Y.K. (2013). An empirical 

investigation of information systems interoperability 

business value in European firms. Computers in Industry, 

64(4), 412-420.  

https://doi.org/10.1016/j.compind.2013.01.005 

[3] Szromek, A. (2019). A business model in Spa tourism 

enterprises: Case study from Poland. Sustainability, 

11(10): 2880. https://doi.org/10.3390/su11102880 

[4] Kozak, Y., Derkach, T., Huz, D. (2019). Forming the 

strategy of integrated development of tourism enterprises. 

Baltic Journal of Economic Studies, 5(4): 105-115. 

https://doi.org/10.30525/2256-0742/2019-5-4-105-115 

[5] Perić, M., Vitezić, V., Mekinc, J. (2016). 

Conceptualising innovative business models for 

sustainable sport tourism. International Journal of 

Sustainable Development and Planning, 11(3): 469-482. 

https://doi.org/10.2495/SDP-V11-N3-469-482 

[6] Giordani, I., Archetti, F., Djordjevic, D., Sormani, R. 

(2018). Towards sustainable urban logistics: The 

evolution of digital marketplace. International Journal of 

Transport Development and Integration, 2(1): 71-83. 

https://doi.org/10.2495/TDI-V2-N1-71-83 

[7] Ollo-Lopez, A., Aramendia-Muneta, M.E. (2012). ICT 

impact on competitiveness, innovation and environment. 

Telematics and Informatic, 29(2): 204-210. 

https://doi.org/10.1016/j.tele.2011.08.002 

[8] Sylkin, O., Kryshtanovych, M., Zachepa, A., Bilous, S., 

1693



 

Krasko, A. (2019). Modeling the process of applying 

anti-crisis management in the system of ensuring 

financial security of the enterprise. Business: Theory and 

Practice, 20: 446-455. 

https://doi.org/10.3846/btp.2019.41  

[9] Alazzam, F.A.F., Alshunnaq, M.F.N. (2023). Formation 

of creative thinking of a lawyer in modern conditions of 

development including the influence of COVID-19 

pandemic. Creativity Studies, 16(1): 315-327. 

https://doi.org/10.3846/cs.2023.16117 

[10] Nikonenko, U., Hanushchyn, S., Boikivska, G., 

Andriichuk, Y., Kokhan, V. (2020). Influence of world 

commodity prices on the dynamics of income of 

exporting countries of natural resources under 

globalization. Business: Theory and Practice, 21(1): 440-

451. https://doi.org/10.3846/btp.2020.12202 

[11] Lin, R., Xie, Z., Hao, Y., Wang, J. (2020). Improving 

high-tech enterprise innovation in big data environment: 

a combinative view of internal and external governance. 

International Journal of Information Management, 50: 

575-585. 

https://doi.org/10.1016/j.ijinfomgt.2018.11.009 

[12] Bazyliuk, V., Shtangret, A., Sylkin, O., Bezpalko, I. 

(2019). Comparison of institutional dynamics of regional 

development publishing and printing activities in 

Ukraine: methodological and practical aspects. Business: 

Theory and Practice, 20: 116-122. 

https://doi.org/10.3846/btp.2019.11  

[13] Kryshtanovych, M., Filippova, V., Huba, M., Kartashova, 

O., Molnar, O. (2020). Evaluation of the implementation 

of the circular economy in EU countries in the context of 

sustainable development. Business: Theory and Practice, 

21(2): 704-712. https://doi.org/10.3846/btp.2020.12482 

[14] Koellinger, P. (2008). The relationship between 

technology, innovation, and firm performance: empirical 

evidence from E-business in Europe, Research Policy 

37(8): 1317-1328. 

https://doi.org/10.1016/j.respol.2008.04.024 

[15] Cardona, M., Kretschmer, T., Strobel, T. (2013). ICT and 

productivity: conclusions from the empirical literature. 

Information Economics and policy, 25(3), 109-125. 

https://doi.org/10.1016/j.infoecopol.2012.12.002 

[16] Alazzam, F.A.F., Saleh A., Aldou Kh. (2020). Impact of 

pandemic COVID-19 on the legal regulation of world 

trade activity using the example of the medical supplies. 

Wiadomości Lekarskie, 23(7): 1521-1527. 

https://doi.org/10.36740/WLek202007139  

[17] Sylkin, O., Shtangret, A., Ogirko, O., Melnikov, A. 

(2018). Assessing the financial security of the 

engineering enterprises as preconditions of application of 

anti-crisis management: Practical aspect. Business and 

Economic Horizons, 14(4): 926-940. 

https://doi.org/10.15208/beh.2018.63 

[18] Kryshtanovych, S., Kindzer, B., Goryn, M., Kravchenko, 

A., Frunza, S. (2020). Management of socio-economic 

development of tourism enterprises. Business: Theory 

and Practice, 21(1): 420-426. 

https://doi.org/10.3846/btp.2020.12162 

[19] Bayo-Moriones, A., Billon, M., Lera-Lopez, F. (2013). 

Perceived performance effects of ICT in manufacturing 

SMEs. Industrial Management & Data Systems, 113(1): 

117-135. https://doi.org/10.1108/02635571311289700 

[20] Kryshtanovych, S., Kornieieva, T., Malinovska, O., 

Sokolik, L., Bortnikova, M. (2022). SMART 

management of sustainable development of the region in 

the context of globalization. International Journal of 

Sustainable Development and Planning, 17(6): 1765-

1772. https://doi.org/10.18280/ijsdp.170610 

[21] Chittithaworn, C., Islam, A., Keawchana, A., Mund 

Yusuf, H. (2011). Factors affecting business success of 

small and medium enterprises (SMEs) in Thailand, 

Asian Social Science, 7(5):  180-190. 

https://doi.org/10.5539/ass.v7n5p180 

[22] Yildiz, T. (2016). The exploration of the relationships 

between the global competitiveness, the ICT and 

education. Business, Management and Economics 

Engineering, 14(2): 249-274. 

https://doi.org/10.3846/bme.2016.320 

[23] Aesaert, K., Van Braak, J. (2015). Gender and 

socioeconomic related differences in performance based 

ICT competences. Computers & Education, 84: 8-25. 

https://doi.org/10.1016/j.compedu.2014.12.017 

[24] Devolder, A., Vanderlinde, R., Van Braak, J., Tondeur, J. 

(2010). Identifying multiple roles of ICT coordinators. 

Computers & Education, 55(4): 1651-1655.. 

https://doi.org/10.1016/j.compedu.2010.07.007 

[25] Al Azzam, F. (2019). The adequacy of the international 

cooperation means for combating cybercrime and ways 

to modernize it. JANUS.NET e-journal of International 

Relations, 10(1): 66-83. https://doi.org/10.26619/1647-

7251.10.1.5 

 

1694




