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Appendix A. Scopus search string
Database: Scopus (Elsevier)
Date of search: 13 June 2026
Fields searched: Title, abstract and keywords (TITLE-ABS-KEY)
Limits: Publication years 2016 to 2025; English language; document types article and review; final publication stage
Records retrieved: 253 (252 after removal of one duplicate); 80 studies included after screening
Supplementary searches: Backward and forward citation searching on every included study and a hand-search of 2016 to 2025 tables of contents of selected SME, information-systems, entrepreneurship and emerging-market journals yielded 15 further records, of which one (Wang & Thai, 2026) met the inclusion criteria and entered the qualitative synthesis only.
Search string:
( TITLE-ABS-KEY ( “platform business model*” OR “platform econom*” OR “digital platform*” OR “multi-sided platform*” OR “two-sided platform*” OR marketplace OR “gig econom*” OR “super-app*” OR “e-commerce platform*” OR “social commerce” ) AND TITLE-ABS-KEY ( SME OR SMEs OR “small and medium-sized enterprise*” OR “small and medium enterprise*” OR “small business*” OR microenterprise* OR “micro-enterprise*” OR MSME OR MSMEs ) AND TITLE-ABS-KEY ( “emerging market*” OR “emerging econom*” OR “developing countr*” OR “developing econom*” OR “global south” OR Indonesia OR India OR Brazil OR China OR “South Africa” OR Nigeria OR Mexico OR Philippines OR Vietnam OR Turkey OR Egypt OR Thailand OR Malaysia OR Colombia OR Chile OR Peru ) ) AND PUBYEAR > 2015 AND PUBYEAR < 2026 AND LANGUAGE ( english ) AND ( DOCTYPE ( ar ) OR DOCTYPE ( re ) )
Note: Country names in the third block widen recall; eligibility was then judged against the MSCI Emerging Markets list, by empirical context rather than author affiliation. The final publication stage limit was applied in the Scopus interface.

Appendix B. Data extraction for 80 included studies
Table S1. Data extraction table for the 80 included studies
The 80 Scopus-derived studies are grouped by content theme: T1 adoption and readiness determinants (n = 17); T2 platform capabilities, innovation and performance (n = 20); T3 platform-enabled internationalization and global value chains (n = 15); T4 governance, regulation and power asymmetry (n = 10); T5 platform-based finance and inclusion (n = 7); and T6 marketing, social commerce and customer value (n = 11). Role follows the adopter-hybrid-builder typology (Figure 15): an adopter sells through third-party platforms; a hybrid also builds or operates some platform functions; no included study examines a builder. Quality ratings are from Supplementary Table S2. The study added by citation searching (Wang & Thai, 2026) is reported in Table 2 of the main text and is not part of this coding table.
	No.
	Study
	Country
	Theme
	Role
	Design
	Key finding
	Quality

	1
	Alonzo & Abellana (2025)
	Philippines
	T1 Adoption & readiness
	Adopter
	Survey; PLS-SEM (TOE)
	Smaller agribusiness firms with prepared networks and internal capacities are more likely to adopt digital platforms (TOE supported)
	Moderate

	2
	Amornkitvikai et al. (2022)
	Thailand
	T1 Adoption & readiness
	Adopter
	Survey; readiness segmentation
	Thai MSMEs lack organisational readiness; technological, cultural, financial and logistical difficulties impede e-commerce
	Moderate

	3
	Budiono et al. (2020)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Survey; ITOE model
	ITOE framework validated; the individual construct positively affects the organisation construct in predicting e-marketplace adoption
	Moderate

	4
	Cao et al. (2024)
	China
	T1 Adoption & readiness
	Adopter
	Quasi-experiment; difference-in-differences
	E-commerce improved SME survival during the pandemic (quasi-natural experiment)
	High

	5
	Chatterjee et al. (2022)
	India
	T1 Adoption & readiness
	Adopter
	Survey; SEM
	Demographic factors moderate the digitalisation-entrepreneurship link among SME entrepreneurs
	High

	6
	Darsono et al. (2019)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Survey; TPB-based model
	Attitudes, subjective norms, behavioural control and spiritual intelligence significantly affect SME e-commerce marketing intention
	Low

	7
	Dewi & Ayuni (2021)
	Indonesia
	T1 Adoption & readiness
	Hybrid
	Design science; business process re-engineering
	Re-engineered tourism e-marketplace business model adds 'role' and 'activities' to prior models
	Moderate

	8
	Kaihatu et al. (2024)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Survey; PLS-SEM
	Digital technologies matter for the sustainability of women-owned tourism SMEs; identifies areas for policy intervention
	Moderate

	9
	Misra et al. (2022)
	India
	T1 Adoption & readiness
	Adopter
	Survey; UTAUT and protection motivation theory
	Performance expectancy and perceived vulnerability to business closure drive e-marketplace adoption among non-metro small sellers
	High

	10
	Nayak et al. (2025)
	India
	T1 Adoption & readiness
	Adopter
	Survey; PLS-SEM
	Digital platform adoption shapes the antecedents of entrepreneurial intention; the model explains about 63% of variance
	High

	11
	Nugroho et al. (2024)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Online survey; SEM mediation
	Government support raises SME performance through e-commerce adoption; policies should encourage adoption
	Moderate

	12
	Ortiz-Chávez et al. (2024)
	Peru
	T1 Adoption & readiness
	Adopter
	National survey data; probit and selection models
	Digital readiness was crucial for starting online sales but not for scaling them during the pandemic
	High

	13
	Purba et al. (2021)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Survey; PLS
	Digital marketing affects sustainability and financial performance; e-commerce affects sustainability but not financial performance
	Low

	14
	Santoso et al. (2022)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Survey; TOE, DOI and innovation-resistance model
	Perceived risk and behavioural control drive resistance; recommends simpler seller features and better digital literacy
	Moderate

	15
	Sri Subawa & Angellina Imaki (2020)
	Indonesia
	T1 Adoption & readiness
	Adopter
	Survey; PLS (UTAUT2/TOE)
	Organisational and environmental factors significantly drive behavioural intention to accept e-marketplaces
	Low

	16
	Sun & Abdullahi Usman (2025)
	China
	T1 Adoption & readiness
	Adopter
	Survey; SEM mediation
	Innovation capability mediates the effect of platform-ecosystem adoption drivers on financial and non-financial performance
	High

	17
	Yadav et al. (2022)
	India
	T1 Adoption & readiness
	Adopter
	Fuzzy DEMATEL; expert judgement
	Maps causal interdependencies among barriers to SME e-commerce adoption
	Low

	18
	Aashish et al. (2025)
	India
	T2 Capabilities & performance
	Adopter
	Survey; PLS-SEM
	Digital platform capabilities raise performance through business-model experimentation and competitive advantage in cultural-heritage SMEs
	High

	19
	Angkananon & Ploadaksorn (2025)
	Thailand
	T2 Capabilities & performance
	Adopter
	Mixed methods; system development and evaluation
	An accounting information system integrated with the Shopee API met user needs but remained confined to a single platform
	High

	20
	Chen et al. (2024)
	China
	T2 Capabilities & performance
	Adopter
	Survey; SEM
	SMEs embedded in platform ecosystems use data-driven dynamic capabilities to pursue responsible innovation
	High

	21
	Cueto et al. (2022)
	Philippines
	T2 Capabilities & performance
	Adopter
	Qualitative interviews; content analysis
	Pandemic adversity accelerated the shift of young entrepreneurs' businesses to digital platforms; intrinsic and extrinsic drivers identified
	High

	22
	Fitri et al. (2025)
	Indonesia
	T2 Capabilities & performance
	Adopter
	Survey; SEM
	Accounting information systems, knowledge management and digital platforms improve SME performance, mediated by digital innovation
	Low

	23
	Hendriyanto et al. (2023)
	Indonesia
	T2 Capabilities & performance
	Hybrid
	Case study with platform development
	Co-operative operations remain manual; a co-operative marketplace platform model digitises administration
	Low

	24
	Hong et al. (2024)
	China
	T2 Capabilities & performance
	Adopter
	Qualitative multiple-case study
	Core entrepreneurial-marketing practices persist, but online-marketplace conditions reshape entrepreneurial-marketing decisions
	High

	25
	Hu et al. (2025)
	China
	T2 Capabilities & performance
	Adopter
	Survey; fsQCA
	Configurations of capabilities and digital platforms drive sustainable digital innovation; the digital divide moderates
	High

	26
	Huiping & Ao (2025)
	China
	T2 Capabilities & performance
	Adopter
	Survey; SEM
	Organisational resilience mediates the effect of platform capability on digital innovation; the relationship is inverted U-shaped
	High

	27
	Jiang et al. (2023)
	China
	T2 Capabilities & performance
	Adopter
	Survey; SEM
	Digital platform capability enhances SME innovation performance (resource-orchestration view)
	High

	28
	Mittal & Kumar (2024)
	India
	T2 Capabilities & performance
	Adopter
	Survey
	Technological capabilities and digital marketing enhance the financial and operational performance of e-commerce SMEs
	Moderate

	29
	Probohudono et al. (2025)
	Indonesia
	T2 Capabilities & performance
	Adopter
	Survey; PLS mediation
	Innovation and digital IT capabilities mediate the link between business strategy and MSME performance
	High

	30
	Raharja et al. (2019)
	Indonesia
	T2 Capabilities & performance
	Adopter
	Descriptive survey
	Few SMEs actively pursue e-business; e-commerce use needs faster and more reliable ICT infrastructure
	Low

	31
	Ramdan et al. (2024)
	Malaysia
	T2 Capabilities & performance
	Adopter
	Survey; PLS moderation
	Absorptive capacity strengthens the effect of contextual ambidexterity and platform capability on performance
	High

	32
	Tang & Zhu (2020)
	China
	T2 Capabilities & performance
	Adopter
	Qualitative case study; documents and interviews
	The 'Taobao village' success narrative is overstated; e-commerce induces informality in rural industry
	Low

	33
	Wei & Pardo (2022)
	China
	T2 Capabilities & performance
	Adopter
	Qualitative case study; interviews
	Identifies three layers of interaction on an AI platform and six user roles, with knowledge as a conditional factor
	High

	34
	Xie et al. (2022)
	China
	T2 Capabilities & performance
	Adopter
	Survey; SEM
	Digital platforms foster SME business-model innovation, mediated by capability reconfiguration
	High

	35
	Xu et al. (2017)
	China
	T2 Capabilities & performance
	Adopter
	Panel of marketplace transaction data
	Market conditions and seller reputation drive reciprocal hyperlink formation among sellers; informs platform mechanism design
	High

	36
	Yahia Shams Eldin et al. (2025)
	Saudi Arabia
	T2 Capabilities & performance
	Adopter
	Survey; PLS-SEM
	Technological and environmental factors shape how SMEs create business value from social-media dynamic capabilities
	High

	37
	Yu et al. (2019)
	China
	T2 Capabilities & performance
	Adopter
	Survey; SEM
	Entrepreneurial bricolage helps SMEs work around resource constraints on third-party platforms, improving online store performance
	High

	38
	Amornkitvikai et al. (2025)
	Thailand
	T3 Internationalization & GVCs
	Adopter
	Survey; SEM (DTOE)
	Organisational barriers inhibit e-commerce use; exporting, e-commerce tools, government support and platforms enhance it
	Moderate

	39
	Astuti (2024)
	Indonesia
	T3 Internationalization & GVCs
	Adopter
	Qualitative multiple-case study
	International market knowledge, product-innovation knowledge and institutional networks drive internationalisation of born-digital SMEs
	High

	40
	Fan et al. (2023)
	China
	T3 Internationalization & GVCs
	Adopter
	Survey; multiple mediation
	Strategic flexibility partially mediates the effect of cross-border platform empowerment on SME export performance
	Moderate

	41
	Feng & Feng (2025)
	China
	T3 Internationalization & GVCs
	Hybrid
	Evolutionary game model with illustrative case
	SME-platform development has two stable states (mutual collaboration or non-collaboration); commission design shapes which emerges
	Not rated

	42
	Fodouop Kouam (2025)
	China
	T3 Internationalization & GVCs
	Adopter
	Mixed methods; survey and interviews
	SMEs improve efficiency and sustainability through cross-border platforms, analytics and CRM; operational resilience is central
	High

	43
	Guo et al. (2018)
	China
	T3 Internationalization & GVCs
	Adopter
	Survey; PLS
	Sellers' trust and perceived risk of chargeback fraud shape their intention to trade cross-border
	High

	44
	Guo et al. (2023)
	China
	T3 Internationalization & GVCs
	Adopter
	Survey
	Horizontal and vertical knowledge integration both raise resilience; horizontal integration is more efficient for global business
	High

	45
	Guo et al. (2025)
	China
	T3 Internationalization & GVCs
	Adopter
	Survey; mediation
	Coupling AI adoption with strategic agility raises international marketing capabilities, product innovation and brand upgrading
	High

	46
	Huang & Kumarasinghe (2024)
	China (Sri Lanka comparator)
	T3 Internationalization & GVCs
	Adopter
	Qualitative; thematic analysis
	Chinese SMEs benefit from product popularity and advanced technology; Sri Lankan SMEs face finance and technology constraints
	High

	47
	Nurfaizal et al. (2025)
	Indonesia
	T3 Internationalization & GVCs
	Adopter
	Survey; PLS-SEM
	Digital platform use and ICT literacy improve global market access, mediated by digital business readiness
	Moderate

	48
	Sinha & Singh (2016)
	India
	T3 Internationalization & GVCs
	Adopter
	Conceptual; secondary data
	Citing secondary (KPMG) figures, argues that e-commerce gives SMEs higher revenue and wider market access; profit is not measured by the study
	Not rated

	49
	Srisomwongse et al. (2025)
	Thailand
	T3 Internationalization & GVCs
	Adopter
	Qualitative stage and survey
	Innovation, export persistence and knowledge acquisition raise export intensity, but intensive platform use is associated with lower export intensity
	High

	50
	Suzianti et al. (2024)
	Indonesia
	T3 Internationalization & GVCs
	Adopter
	Survey (small sample)
	Digital platform capability supports organisational agility among coffee exporters
	Low

	51
	Upadhyaya et al. (2017)
	India
	T3 Internationalization & GVCs
	Adopter
	Survey; binary logistic regression
	Identifies organisational, environmental, product and marketplace factors that drive B2B e-marketplace adoption
	Low

	52
	Zhang et al. (2025)
	China
	T3 Internationalization & GVCs
	Adopter
	Firm panel data
	Digital platforms both enable and constrain internationalisation; commercial and social platforms differ; internal digitalisation moderates
	High

	53
	Abbas & Ramadani (2025)
	Indonesia
	T4 Governance & regulation
	Adopter
	Normative legal research
	Tax compliance in social commerce is insufficient; proposes a framework that protects domestic MSMEs while securing state revenue
	Not rated

	54
	Ai (2025)
	China
	T4 Governance & regulation
	Hybrid
	Qualitative case study; interviews and site visits
	Shein combines digital supply-chain management with informal, low-wage manufacturing; the platform acts as both intermediary and manager
	Low

	55
	Elhan-Kayalar & Tolentino (2025)
	Indonesia
	T4 Governance & regulation
	Adopter
	Merchant survey and platform administrative data
	A surge of new entrants pressured the revenues of incumbents and entrants, with gendered competitive effects
	Moderate

	56
	Herani (2025)
	Indonesia
	T4 Governance & regulation
	Adopter
	Survey; mediation and moderation
	Regulatory effectiveness supports readiness only through government support; perceived algorithmic bias weakens this effect
	High

	57
	Mulyati & Murwadji (2025)
	Indonesia
	T4 Governance & regulation
	Adopter
	Normative legal research
	Local governments should develop and regulate regionally owned marketplaces to protect MSMEs
	Not rated

	58
	Muthitacharoen (2025)
	Thailand
	T4 Governance & regulation
	Adopter
	Quasi-experiment; difference-in-differences
	Sales gains came from a wider customer base rather than larger orders; effects persisted and were larger for smaller vendors
	High

	59
	Rohman et al. (2025)
	Indonesia
	T4 Governance & regulation
	Adopter
	Normative juridical research
	Regulating predatory pricing is needed to stabilise prices and protect MSMEs
	Not rated

	60
	Singh et al. (2023)
	India
	T4 Governance & regulation
	Adopter
	Qualitative multiple-case study
	Governments should reduce the compliance burden on smaller platform sellers; current Indian policy under-addresses paperwork
	High

	61
	Syahputra et al. (2025)
	Indonesia
	T4 Governance & regulation
	Adopter
	Normative legal analysis
	Shopee's tying of its own logistics may restrict market access for other providers; proposes an integrity pact
	Not rated

	62
	Zhou et al. (2024)
	China
	T4 Governance & regulation
	Adopter
	Platform administrative data
	The platform supported MSME business continuity, employment and wellbeing during and after pandemic containment
	High

	63
	Bankar et al. (2025)
	India
	T5 Finance & inclusion
	Adopter
	Mixed methods; survey and national statistics
	UPI and digital wallets cut transaction costs, speed payments and raise financial visibility for micro and small firms
	Moderate

	64
	Karambut (2021)
	Indonesia
	T5 Finance & inclusion
	Adopter
	Survey
	Marketing-mix perceptions shape e-marketplace merchants' intention to use online merchant financing
	Moderate

	65
	Li et al. (2023)
	China
	T5 Finance & inclusion
	Adopter
	Loan-level panel data
	Small-business borrowers learn to bid interest rates down; financial education matters for less-educated groups
	High

	66
	Msomi & Kandolo (2023)
	South Africa
	T5 Finance & inclusion
	Adopter
	Survey; correlation and regression
	SMEs need greater awareness of digital finance platforms to meet financing needs
	Low

	67
	Song et al. (2021)
	China
	T5 Finance & inclusion
	Adopter
	Archival data; neural networks and regression
	Platform-sponsored lenders use big-data analytics to assess borrower risk and customise supply-chain finance
	Moderate

	68
	Utami et al. (2025)
	Indonesia
	T5 Finance & inclusion
	Hybrid
	Qualitative interviews; thematic analysis
	A student-run funding platform offers accessible finance, but usability and information clarity limit first-time trust
	High

	69
	Wirdiyanti et al. (2023)
	Indonesia
	T5 Finance & inclusion
	Adopter
	Survey; two-stage least squares
	E-commerce adoption improves MSME performance, which in turn improves financial inclusion
	High

	70
	Abdulla Ali et al. (2019)
	Malaysia
	T6 Marketing & social commerce
	Adopter
	Pilot survey; SEM
	Validates technological, organisational and trust factors influencing social-commerce adoption (exploratory pilot)
	Low

	71
	Ali et al. (2019)
	Malaysia
	T6 Marketing & social commerce
	Adopter
	Conceptual
	Identifies technological, organisational and trust factors expected to influence social-commerce adoption
	Not rated

	72
	Arista et al. (2023)
	Indonesia
	T6 Marketing & social commerce
	Adopter
	Survey; PLS-SEM (UTAUT2)
	Relative advantage, social support, facilitating conditions and government support drive intention to use social commerce
	Low

	73
	Chong et al. (2016)
	China
	T6 Marketing & social commerce
	Adopter
	Online survey
	E-marketing services strongly influence e-marketing performance; innovation mediates the relationship
	High

	74
	Fachriyan et al. (2022)
	Indonesia
	T6 Marketing & social commerce
	Adopter
	Survey; SEM
	Price is the most effective marketing-mix element for competitive advantage among food MSMEs on e-marketplaces
	Moderate

	75
	Hassan & Shahzad (2022)
	Malaysia
	T6 Marketing & social commerce
	Adopter
	Survey; PLS
	Social media use and trust relate to the social-commerce performance of micro and small enterprises
	Low

	76
	Kristianto et al. (2023)
	Indonesia
	T6 Marketing & social commerce
	Adopter
	Survey; SEM (signalling theory)
	The effect of market reach on sales becomes significant when mediated by influencer marketing
	Low

	77
	Sigauke & Erdis (2018)
	South Africa
	T6 Marketing & social commerce
	Adopter
	Survey with qualitative data
	E-marketplaces benefit bed-and-breakfast enterprises, but resources, competition and know-how hinder adoption
	Low

	78
	Sombultawee et al. (2025)
	Thailand
	T6 Marketing & social commerce
	Adopter
	Randomised experiment
	Signal consistency and credibility interact; one signalling attribute can substitute for another in e-marketplace communication
	High

	79
	Sorkun (2019)
	Turkey
	T6 Marketing & social commerce
	Adopter
	Marketplace data; SEM
	Product variety increases sales but lowers logistics service quality; transaction intensity weakens the negative effect
	Moderate

	80
	Vongsraluang & Bhatiasevi (2017)
	Thailand
	T6 Marketing & social commerce
	Adopter
	Survey; PLS-SEM (IS success model)
	System use and user satisfaction drive social-commerce success; system quality, service quality and trust work through satisfaction
	Moderate

	Note: DTOE = digital technology-organization-environment; DOI = diffusion of innovations; fsQCA = fuzzy-set qualitative comparative analysis; ITOE = individual-technology-organization-environment; PLS(-SEM) = partial least squares (structural equation modelling); SEM = structural equation modelling; TOE = technology-organization-environment; TPB = theory of planned behaviour; UTAUT(2) = unified theory of acceptance and use of technology (2). Source(s): Authors’ own work





Table S2. Business-model coding of the 80 included studies

We coded each study against explicit business-model dimensions in its full text. Numbering, study labels, themes (T1 to T6) and roles follow Appendix B. “Not reported” means the study does not address the dimension; “Not applicable” marks legal or policy studies without an SME business model. Summary: cost structure not reported in 63 of 80 studies; network effects and complementors not reported in 52; platform dependency not reported in 49; value delivery not reported in 15; revenue model not reported in 29; governance addressed in 32; five studies are platform-native. No study measures retained profit or margin as a distinct outcome; Sinha and Singh (2016) cite a secondary-source profit figure. We extracted codes with language-model assistance and checked them against the article texts. The study added by citation searching (Wang & Thai, 2026) was not coded (see Table 2 of the main text).

	No
	Study
	Th.
	Role
	Platform type
	Platform embeddedness
	Value delivery
	Revenue model
	Cost structure
	Network effects / complementors
	Platform dependency
	Value capture measured as
	Gov.
	Theoretical lens

	1
	Alonzo & Abellana (2025)
	T1
	Adopter
	E-commerce (agribusiness)
	Channel-only
	Online shopping, payments, digital transactions
	Product sales
	Network/connectivity costs (barrier)
	Not reported
	Not reported
	Adoption/intention
	N
	TOE framework

	2
	Amornkitvikai et al. (2022)
	T1
	Adopter
	E-commerce (social media, e-marketplaces, food delivery)
	Channel-only
	E-marketplaces/food delivery/online payments
	Revenues/profits (enhance revenues)
	Not reported
	Not reported
	Not reported
	Not clearly measured
	N
	TOE framework

	3
	Budiono et al. (2020)
	T1
	Adopter
	E-marketplace
	Channel-only
	Not specified
	Not reported
	Not reported
	Not reported
	Not reported
	Adoption/intention
	Y
	ITOE framework (Individual-Technology-Organisation-Environment; extended TOE)

	4
	Cao et al. (2024)
	T1
	Adopter
	E-commerce (general)
	Channel-to-capability
	Expands market scale; mitigates order declines/fulfilment
	Sales / firm survival
	Not reported
	Not reported
	Not reported
	Not clearly measured
	N
	Resource-Based Theory of the firm

	5
	Chatterjee et al. (2022)
	T1
	Adopter
	Digital platform (general)
	Channel-to-capability
	Not specified
	Sales / net revenue (up to ~16% higher)
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Theory of Planned Behaviour + Lazear's entrepreneurship theory

	6
	Darsono et al. (2019)
	T1
	Adopter
	E-commerce / marketplace
	Channel-only
	Online buying/selling + payment methods
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	N
	Theory of Planned Behaviour (TPB)

	7
	Dewi & Ayuni (2021)
	T1
	Hybrid
	E-marketplace (tourism)
	Platform-native (marketplace model design)
	Catalogue, inventory, order fulfilment, payment
	Not reported
	Not reported
	Multi-sided (SMEs–tourists–government)
	Not reported
	Not clearly measured
	Y
	Business Process Re-engineering (McKinsey BPR)

	8
	Kaihatu et al. (2024)
	T1
	Adopter
	Digital platform (tourism) / e-commerce
	Channel-to-capability (adoption)
	Not specified
	Not reported (sustainability focus)
	Not reported
	Two-sided (brings two or more groups)
	Not reported
	Not clearly measured
	Y
	Not clearly stated (performance factors; TPB-adjacent)

	9
	Misra et al. (2022)
	T1
	Adopter
	Electronic marketplace
	Channel-only
	Not reported
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	N
	UTAUT + Protection Motivation Theory

	10
	Nayak et al. (2025)
	T1
	Adopter
	Digital platforms (general)
	Channel-to-capability
	Not reported
	Product sales (platform can raise revenue ~16%)
	Not reported
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	N
	Theory of Planned Behaviour (TPB)

	11
	Nugroho et al. (2024)
	T1
	Adopter
	E-commerce (general)
	Channel-to-capability
	Not reported
	Product sales (implied)
	Not reported
	Not reported
	Not reported
	Adoption/intention
	Y
	Not clearly stated (government support–performance)

	12
	Ortiz-Chávez et al. (2024)
	T1
	Adopter
	E-commerce (online sales)
	Channel-only
	Online sales + electronic banking/payment cards
	Product sales
	Not reported
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	N
	Diffusion of Innovations (DOI) Theory

	13
	Purba et al. (2021)
	T1
	Adopter
	Marketplace / e-commerce
	Channel-only
	Not reported
	Product sales
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Not clearly stated (digital marketing–performance)

	14
	Santoso et al. (2022)
	T1
	Adopter
	Online marketplace (+ social commerce)
	Channel-only
	Marketplace features for sellers
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	N
	TOE + Diffusion of Innovations + Innovation Resistance Model

	15
	Sri Subawa & Angellina Imaki (2020)
	T1
	Adopter
	E-marketplace (Lazada, Shopee, eBay)
	Channel-only
	Not reported
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	N
	TOE framework

	16
	Sun & Abdullahi Usman (2025)
	T1
	Adopter
	Platform ecosystem (Alibaba/Taobao/Jingdong/Meituan)
	Capability-embedded (ecosystem adoption + innovation capability)
	Not specified
	Financial & non-financial performance
	Cost effectiveness
	Network effects; broader market outreach
	Moderate (depends on external conditions)
	Adoption/intention
	Y
	Resource-Based View (RBV)

	17
	Yadav et al. (2022)
	T1
	Adopter
	E-commerce (general)
	Channel-only
	Not specified
	Revenues / business opportunities
	Not reported
	Not reported
	Interdependent barriers (DEMATEL)
	Adoption/intention
	N
	Fuzzy Set Theory + DEMATEL (decision method; not a BM theory)

	18
	Aashish et al. (2025)
	T2
	Adopter
	Digital platform (cultural-heritage/craft e-commerce)
	Capability-embedded (drives business-model experimentation)
	Not specified
	Firm performance (via competitive advantage)
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	RBV + Dynamic Capabilities (business-model experimentation)

	19
	Angkananon & Ploadaksorn (2025)
	T2
	Adopter
	Marketplace (Shopee) + accounting-information-system integration
	Capability-embedded (Shopee API integrated into AIS)
	Shopee marketplace + integrated payment/financial management
	Product sales
	Not reported
	Not reported
	Moderate (Shopee API dependence; reliance on govt support)
	Sales/reach/revenue (creation-side)
	Y
	Technology Acceptance Model (TAM)

	20
	Chen et al. (2024)
	T2
	Adopter
	Digital platform ecosystem
	Capability-embedded (platform embedding; value creation)
	Not specified
	Sustainable-development performance
	Not reported
	Platform ecosystem
	Institutional pressure (moderate)
	Performance/innovation
	Y
	Dynamic Capabilities Theory + Neo-institutional theory

	21
	Cueto et al. (2022)
	T2
	Adopter
	Digital platforms / e-commerce (social media)
	Channel-to-capability
	Not specified
	Not reported
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Effectuation Theory (+ dynamic capabilities, resilience)

	22
	Fitri et al. (2025)
	T2
	Adopter
	Digital platforms + accounting information systems
	Capability-embedded (AIS + digital platform capability)
	Not specified
	Not reported (performance)
	Not reported
	Internal data/functional interdependencies
	Not reported
	Performance/innovation
	N
	Resource-Based View (RBV)

	23
	Hendriyanto et al. (2023)
	T2
	Hybrid
	Marketplace + e-cooperative platform
	Platform-native (builds MSME marketplace)
	App-based marketplace
	Not reported
	Not reported
	Multi-sided (interdependent buyer–supplier groups)
	Not reported
	Not clearly measured
	Y
	Not clearly stated (platform design; Industry 4.0)

	24
	Hong et al. (2024)
	T2
	Adopter
	E-commerce platform (pure-play e-retail)
	Platform-native (online-only pure-play retailer)
	Online marketplace selling
	Product sales (online retail)
	Not reported
	Not reported
	High (fully online, platform-based)
	Not clearly measured
	N
	Entrepreneurial Marketing (EM) framework

	25
	Hu et al. (2025)
	T2
	Adopter
	Digital platform (mediating variable)
	Capability-embedded (platform mediates DT→innovation)
	Not reported
	Not reported
	Not reported
	Not reported
	Digital divide (access asymmetry, moderator)
	Performance/innovation
	Y
	Dynamic Capabilities View (+ digital divide)

	26
	Huiping & Ao (2025)
	T2
	Adopter
	Digital platform (general)
	Capability-embedded (digital platform capability)
	Not reported
	Not reported
	Not reported
	Not reported
	Over-use risk (inverted-U of platform capability)
	Adoption/intention
	N
	Resource Orchestration Theory (+ organizational resilience)

	27
	Jiang et al. (2023)
	T2
	Adopter
	Digital platform (general)
	Capability-embedded (platform capability + value co-creation)
	Not specified
	Innovation performance
	Not reported
	Network effects (cross-border integration)
	Not reported
	Performance/innovation
	N
	Resource Orchestration Theory + ecological institutional norms

	28
	Mittal & Kumar (2024)
	T2
	Adopter
	E-commerce / online services platform
	Capability-embedded (technological capabilities)
	Digital marketing + digital payment
	Financial/operational efficiency (sales)
	Not reported
	Network effects; economies of scale
	Not reported
	Performance/innovation
	N
	Resource/capability-based (technological capabilities)

	29
	Probohudono et al. (2025)
	T2
	Adopter
	E-commerce marketplaces (Shopee/Tokopedia/Bukalapak/Lazada) + social commerce
	Capability-embedded (digital IT capabilities)
	Marketplace & social-commerce channels
	Product sales
	Not reported
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	N
	Resource-Based View + Dynamic Capability Theory

	30
	Raharja et al. (2019)
	T2
	Adopter
	E-commerce / marketplace + websites
	Channel-only
	Online payments (bank deposit, cards)
	Product sales
	Not reported
	Not reported
	Not reported
	Not clearly measured
	N
	Not clearly stated (e-commerce utilisation; Fintech reference)

	31
	Ramdan et al. (2024)
	T2
	Adopter
	Digital platform (general)
	Capability-embedded (digital platform capability)
	Not reported
	Not reported
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Dynamic Capability Theory + Organisational Learning Theory

	32
	Tang & Zhu (2020)
	T2
	Adopter
	E-commerce marketplace (Taobao) – rural clusters
	Platform-dependent (Taobao villages organised around platform)
	Taobao online shops
	Sales (rural producers)
	Not reported
	Cluster/agglomeration effects (Taobao villages)
	High (rural economy organised around Taobao)
	Sales/reach/revenue (creation-side)
	Y
	Not clearly stated (informality; rural governance; economic geography)

	33
	Wei & Pardo (2022)
	T2
	Adopter
	AI digital platform (multi-sided, modular)
	Capability-embedded (AI integration via platform)
	AI algorithms/infrastructure via cloud modules
	Not reported
	Not reported
	Multi-sided modular (platform, user firms, external module providers/complementors)
	Moderate (module/complementor dependence)
	Not clearly measured
	Y
	Service-Dominant Logic (SDL); service-platform framework

	34
	Xie et al. (2022)
	T2
	Adopter
	Digital platforms (general)
	Capability-embedded (drives business-model innovation)
	Not specified
	Not reported (value-creation focus)
	Not reported
	Network effects; strategic alliances
	Moderate (reliance on platforms for BMI)
	Performance/innovation
	N
	Dynamic Capabilities (capability reconfiguration) – explicit BM-innovation lens

	35
	Xu et al. (2017)
	T2
	Adopter
	E-marketplace (Taobao/Alibaba)
	Capability-embedded (seller strategy)
	Search ranking/visibility (reciprocal hyperlinks)
	Product sales
	Transaction costs
	Same-side (seller alliances/complementarity)
	Moderate (ranking-algorithm dependent)
	Not clearly measured
	Y
	Resource-Based View + Transaction Cost Economics

	36
	Yahia Shams Eldin et al. (2025)
	T2
	Adopter
	Social media / digital platforms
	Capability-embedded (social-media dynamic capabilities)
	Social media
	Business value creation
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Resource-Based View + Dynamic Capabilities

	37
	Yu et al. (2019)
	T2
	Adopter
	Third-party e-commerce platform (Taobao/eBay)
	Channel-to-capability (bricolage on platform)
	Online store selling
	Efficiency & sales performance
	Resource-constrained (input bricolage)
	Not reported
	High (reliance on third-party platform; >90% stores on Taobao)
	Performance/innovation
	N
	Entrepreneurial Bricolage theory (+ RBV)

	38
	Amornkitvikai et al. (2025)
	T3
	Adopter
	E-commerce (general)
	Channel-only
	Not reported
	Product sales
	Not reported
	Not reported
	Not reported
	Internationalisation/exports
	Y
	DTOE framework (extended TOE) + TAM/DOI/TPB

	39
	Astuti (2024)
	T3
	Adopter
	Digital platform (born-digital; games distribution)
	Platform-native (born-digital firm)
	Digital distribution
	Not reported (internationalisation focus)
	Not reported
	Not reported
	High (dependence on digital infrastructure)
	Internationalisation/exports
	Y
	Effectuation theory

	40
	Fan et al. (2023)
	T3
	Adopter
	Cross-border e-commerce platform (Alibaba-type)
	Capability-embedded (platform empowerment across value chain)
	Stock, sales, customs, logistics, payment, forex (full service)
	Sales / exports
	Not reported
	Platform ecosystem (value-chain services)
	High (platform-empowered value chain)
	Internationalisation/exports
	N
	Empowerment theory + Value-chain theory

	41
	Feng & Feng (2025)
	T3
	Hybrid
	Cross-border e-commerce marketplace (Amazon/Alibaba/eBay/Etsy)
	Channel-to-capability (cross-border)
	Cross-border marketplace + logistics/supply chain
	Product sales / exports
	Not reported
	Cross-side (buyers–sellers); SME–platform synergy
	High (reliance on established platforms)
	Not clearly measured
	Y
	Synergy theory + evolutionary game model

	42
	Fodouop Kouam (2025)
	T3
	Adopter
	Cross-border e-commerce marketplace (Amazon/Alibaba) + e-marketing tools
	Capability-embedded (digital transformation)
	Cross-border logistics & marketplaces
	Online export sales
	Logistics/operational costs
	Not reported
	Not reported
	Performance/innovation
	N
	Not clearly stated (digital transformation–resilience)

	43
	Guo et al. (2018)
	T3
	Adopter
	Cross-border e-marketplace
	Channel-only
	Online transactions/payment (credit card, PayPal)
	Product sales (cross-border)
	Chargeback fees, fraud losses
	Not reported
	Moderate (trust/institutional safeguards)
	Adoption/intention
	N
	Institutional theory (trust/perceived risk mechanisms)

	44
	Guo et al. (2023)
	T3
	Adopter
	Global digital platform (Alibaba, MFG.COM)
	Capability-embedded (knowledge integration via platforms)
	Cross-border platform access
	Not reported (resilience focus)
	Not reported
	Not reported
	Not reported
	Performance/innovation
	Y
	Affordance theory (platform affordances)

	45
	Guo et al. (2025)
	T3
	Adopter
	Cross-border digital platform (multisided marketplace)
	Capability-embedded (platform affordances + dynamic capabilities)
	Recommendation algorithms; GVC support
	GVC upgrading / exports
	Not reported
	Multi-sided marketplaces
	Lock-in risk (low-end GVC lock-in)
	Adoption/intention
	Y
	Dynamic Capabilities hierarchy + platform affordances + international marketing capability

	46
	Huang & Kumarasinghe (2024)
	T3
	Adopter
	Cross-border e-commerce platforms
	Channel-to-capability
	Cross-border e-commerce
	Internationalisation / exports
	Not reported
	Digital ecosystem (interdependencies among actors)
	Not reported
	Internationalisation/exports
	Y
	Digital Ecosystem Theory + Diffusion of Innovation

	47
	Nurfaizal et al. (2025)
	T3
	Adopter
	E-commerce + mobile payment + digital logistics; regional marketplace (Lapak Banyumas)
	Capability-embedded (digital readiness)
	E-commerce + mobile payment + digital logistics
	Not reported (global market access)
	Not reported
	Not reported
	Not reported
	Internationalisation/exports
	Y
	TOE-adjacent (technology–organisation–institutional support)

	48
	Sinha & Singh (2016)
	T3
	Adopter
	Virtual marketplace / e-commerce
	Channel-only
	Online marketplace + cash-on-delivery
	Product sales; +51% revenue, +49% PROFIT (rare profit measure)
	Reduced traditional expenses
	Marketplace (commission from sellers; buyers–sellers)
	Not reported
	Secondary-source figure (not measured)
	Y
	Not clearly stated (descriptive/conceptual)

	49
	Srisomwongse et al. (2025)
	T3
	Adopter
	Digital platform (export/e-commerce)
	Capability-embedded (capabilities-based)
	Not specified
	Export intensity
	Not reported
	Not reported
	Moderate (platform-specific technical requirements)
	Internationalisation/exports
	N
	Resource-Based Theory + Contingency theory (capabilities-based view)

	50
	Suzianti et al. (2024)
	T3
	Adopter
	Digital platform (supply chain)
	Capability-embedded (digital platform capability)
	Supply-chain coordination
	Not reported
	Not reported
	Not reported
	Not reported
	Internationalisation/exports
	N
	Dynamic Capabilities Theory (capability dynamism)

	51
	Upadhyaya et al. (2017)
	T3
	Adopter
	B2B e-marketplace
	Channel-only
	Not reported
	Product sales (B2B)
	Not reported
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	N
	Not fully retrievable (adoption frameworks; paywalled preview)

	52
	Zhang et al. (2025)
	T3
	Adopter
	Commercial e-marketplaces (Amazon/Alibaba) + social platforms
	Channel-to-capability (external resources for internationalisation)
	Cross-border access, logistics, customer insights
	Internationalisation / exports
	Reduces internationalisation costs
	Multi-sided (global buyers–sellers)
	Dual (enabler AND constraint); over-reliance risk
	Internationalisation/exports
	N
	SME internationalisation + IB theory (Dunning OLI) + platform literature

	53
	Abbas & Ramadani (2025)
	T4
	Adopter
	Social commerce platform
	Not applicable (regulatory/legal study)
	Not reported
	Not reported (state tax-revenue focus)
	Not reported
	Not reported
	High (platform competition threatens MSMEs)
	Sales/reach/revenue (creation-side)
	Y
	Not clearly stated (legal; competition & taxation)

	54
	Ai (2025)
	T4
	Hybrid
	Fast-fashion digital labour platform (Shein)
	Platform-dependent (informal producers co-opted into managed supply chain)
	Algorithmic supply-chain coordination/outsourcing
	Not reported (suppliers); platform generates tax revenue/jobs
	Not reported
	Supply-chain ecosystem (algorithmic coordination of suppliers)
	High (managed dependence; algorithmic governance)
	Not clearly measured
	Y
	Platformization / platform capitalism (critical-institutional; digital labour + informality)

	55
	Elhan-Kayalar & Tolentino (2025)
	T4
	Adopter
	Gig / food-delivery super-app (GoFood)
	Channel (merchant on delivery platform)
	Food-delivery logistics/fulfilment
	Product sales (food) via platform
	Platform competition/commission pressure
	Cross-side (merchants–consumers) + same-side congestion
	High (revenue pressure from platform competition)
	Sales/reach/revenue (creation-side)
	Y
	Not clearly stated (competition/gender economics)

	56
	Herani (2025)
	T4
	Adopter
	E-commerce platform (platform-mediated entrepreneurship)
	Channel-to-capability
	Not reported
	Not reported
	Not reported
	Not reported
	Governance-sensitive (algorithmic bias)
	Not clearly measured
	Y
	Algorithmic Justice Theory

	57
	Mulyati & Murwadji (2025)
	T4
	Adopter
	Marketplace
	Not applicable (regulatory/legal study)
	Not reported
	Not reported
	Rising commission fees
	Not reported
	High (platform power over MSMEs)
	Not clearly measured
	Y
	Welfare-state theory (institutional/regulatory)

	58
	Muthitacharoen (2025)
	T4
	Adopter
	Digital payment platform (govt co-payment app)
	Channel-only (payment platform)
	Digital payment/subsidy
	Sales (total sales outcome)
	Not reported
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	Y
	Not clearly stated (public economics; difference-in-differences)

	59
	Rohman et al. (2025)
	T4
	Adopter
	Marketplace + social-media platforms
	Not applicable (regulatory/legal study)
	Not reported
	Not reported
	Predatory pricing (below-cost competition)
	Not reported
	High (predatory pricing by dominant platforms)
	Performance/innovation
	Y
	Maslahah theory (Islamic law) + predatory-pricing/competition theory

	60
	Singh et al. (2023)
	T4
	Adopter
	Cross-border e-commerce marketplace
	Channel-to-capability (internationalisation)
	Cross-border market access
	Product sales / exports
	Not reported
	Multi-sided (buyers–sellers)
	Moderate–high (anticompetitive concerns)
	Internationalisation/exports
	Y
	Institutional theory / IB (institutions & internationalisation)

	61
	Syahputra et al. (2025)
	T4
	Adopter
	Marketplace (Shopee) + logistics (Shopee Express)
	Not applicable (legal analysis)
	Platform logistics (Shopee Express, bundled)
	Not reported
	Predatory pricing; logistics bundling
	Not reported
	High (self-preferencing; vertical integration)
	Sales/reach/revenue (creation-side)
	Y
	Competition law (predatory pricing; monopoly) – normative legal

	62
	Zhou et al. (2024)
	T4
	Adopter
	On-demand food-delivery platform (Alibaba Ele.me/Koubei)
	Channel (merchant on delivery platform)
	Food-delivery logistics
	Merchant revenue and costs (studied)
	Platform commission + delivery fees
	Two-sided (merchants–consumers)
	Moderate–high (commission/fee dependence)
	Not clearly measured
	Y
	Not clearly stated (development economics; SDGs; difference-in-differences)

	63
	Bankar et al. (2025)
	T5
	Adopter
	Digital payment platform (UPI, digital wallets) / fintech
	Capability-embedded (digital payment adoption)
	Digital payments; creditworthiness; access to finance
	Not reported
	Reduced transaction cost
	Payment ecosystem (two-sided)
	Not reported
	Finance access/cost
	N
	Not clearly stated (financial inclusion; fintech adoption)

	64
	Karambut (2021)
	T5
	Adopter
	E-marketplace with embedded merchant financing (microcredit; P2P lending partners)
	Capability-embedded (financing feature)
	Credit application via marketplace platform
	Not reported (borrower SME)
	Not reported
	Multi-sided (merchants–financial institutions/P2P lenders)
	Not reported
	Finance access/cost
	N
	Marketing-mix framework (behavioural intention)

	65
	Li et al. (2023)
	T5
	Adopter
	P2P lending marketplace (renrendai)
	Channel (borrower bidding on lending platform)
	Online loan bidding/matching
	Not reported (borrower-cost focus)
	Financing cost (interest rate)
	Two-sided (borrowers–lenders)
	Not reported
	Not clearly measured
	N
	Learning theory (learning behaviour in markets)

	66
	Msomi & Kandolo (2023)
	T5
	Adopter
	Digital finance / mobile-payment / Fintech platform
	Capability-embedded (digital finance access)
	Mobile payment, digital credit
	Not reported
	Not reported
	Not reported
	Access-dependent (digital finance availability)
	Finance access/cost
	N
	Not clearly stated (positivist; financial inclusion)

	67
	Song et al. (2021)
	T5
	Adopter
	Digital platform (supply-chain finance; big data analytics)
	Capability-embedded (BDA-based SCF platform)
	Supply-chain credit assessment/financing
	Not reported (financing access)
	Not reported
	Multi-sided (focal firm–FSPs–SMEs)
	Not reported
	Finance access/cost
	Y
	Information signalling + platform theory

	68
	Utami et al. (2025)
	T5
	Hybrid
	Crowdfunding / fintech platform (GEMAH; investor–MSME matching)
	Platform-native (funding platform)
	Online funding/investment matching
	Not reported (funding access)
	Not reported
	Two-sided (investors–student MSMEs)
	Institutional-support dependent (universities/finance)
	Finance access/cost
	N
	Diffusion of Innovation (DOI)

	69
	Wirdiyanti et al. (2023)
	T5
	Adopter
	E-commerce platforms + financial institutions
	Channel-to-capability
	E-commerce + financial products
	Monthly revenue; financial inclusion
	Not reported
	Multi-sided (merchants–financial institutions–platforms)
	Not reported
	Finance access/cost
	N
	Compared adoption theories (resource-based)

	70
	Abdulla Ali et al. (2019)
	T6
	Adopter
	Social commerce (social media)
	Channel-only
	Social-media selling
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	N
	TOE + trust factors (IS-success adjacent)

	71
	Ali et al. (2019)
	T6
	Adopter
	Social commerce
	Channel-only
	Not reported (conceptual)
	Not reported
	Cost reduction & wider reach (claimed)
	Not reported
	Not reported
	Adoption/intention
	N
	UTAUT + IS Success Model + TOE

	72
	Arista et al. (2023)
	T6
	Adopter
	Social commerce (e-commerce platform)
	Channel-to-capability
	Social-media selling
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	Y
	UTAUT2 (extended)

	73
	Chong et al. (2016)
	T6
	Adopter
	B2B e-marketplace
	Channel-to-capability
	E-marketing services in marketplace
	Firm growth/sales
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Organisational/contingency (innovation, knowledge complexity, environmental turbulence)

	74
	Fachriyan et al. (2022)
	T6
	Adopter
	E-marketplace (Tokopedia/Shopee/Bukalapak)
	Channel-only
	Marketplace selling
	Product sales (competitive advantage)
	Not reported
	Not reported
	Not reported
	Performance/innovation
	N
	Marketing-mix (7P) / competitive-advantage framework

	75
	Hassan & Shahzad (2022)
	T6
	Adopter
	Social commerce (social media)
	Channel-to-capability
	Social-media promotion & selling
	Product sales
	Not reported
	Not reported
	Not reported
	Adoption/intention
	N
	TAM / IS-success constructs

	76
	Kristianto et al. (2023)
	T6
	Adopter
	Online marketplace + influencer/social
	Channel-only (marketing/sales)
	Market reach via advertising & influencers
	Product sales
	Influencer/advertising spend
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	N
	Signaling theory

	77
	Sigauke & Erdis (2018)
	T6
	Adopter
	E-marketplace (hospitality/tourism)
	Channel-only (marketing channel)
	Online trading/marketing channel
	Bookings/sales
	Not reported
	Not reported
	Competition barrier from established firms
	Adoption/intention
	N
	Not clearly stated (qualitative/exploratory)

	78
	Sombultawee et al. (2025)
	T6
	Adopter
	B2B e-marketplace
	Channel-only
	Supplier communication/signals on marketplace
	Not reported (engagement/trust)
	Not reported
	Not reported
	Not reported
	Not clearly measured
	N
	Signalling theory

	79
	Sorkun (2019)
	T6
	Adopter
	B2C e-marketplace (N11.com)
	Channel-only
	Logistics service quality / fulfilment
	Product sales
	Not reported
	Not reported
	Not reported
	Sales/reach/revenue (creation-side)
	N
	Not clearly stated (logistics service quality)

	80
	Vongsraluang & Bhatiasevi (2017)
	T6
	Adopter
	Social commerce (Facebook, Instagram, LINE)
	Channel-to-capability
	Social-commerce system (use, satisfaction)
	Product sales
	Not reported
	Not reported
	Not reported
	Not clearly measured
	N
	DeLone & McLean IS Success Model

	Note: Th. = theme (Appendix B); Gov. = governance of the platform or state (commissions, ranking, competition, regulation, public support) addressed (Y) or not (N). Source(s): Authors’ own work
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