
DOI: 10.4018/IJEEI.2021010104

International Journal of E-Entrepreneurship and Innovation
Volume 11 • Issue 1 • January-June 2021


Copyright©2021,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



55

Innovation Proposal in the E-Commerce 
of Exponential Handcrafted SMEs 
of Enterpreneur Women With the 
Interfaces of the Creative Economy
Jovanna Nathalie Cervantes-Guzmán, Universidad de Guadalajara, Mexico

Juan Mejía-Trejo, Universidad de Guadalajara, Mexico

Guillermo Vázquez-Ávila, Universidad de Guadalajara, Mexico

ABSTRACT

Themainpurposeof this research is todevelopaproposal for innovation in thee-commerceof
exponentialartisanalSMEsofwomenentrepreneursindevelopingcountriesusingtheinterfacesof
thecreativeeconomy.Themethodologyusedwasdeductive,exploratory,descriptive,correlational,
anddocumentary.Theresearchhasthepotentialtoexplainthephenomenathatareconsideredas
deviationfromthepredictionorbehavioralbiasofthedecision-makingmodels,toachievethegrowth
ofcompaniesonalargerscale.Thestudywasconductedusingastudygroup:businesswomen.
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INTRodUCTIoN

SMEsinMexicoconstitute95%ofestablishedcompaniesandcontribute23%toGDP,buttheyhave
aseriesofproblemsthatcause75%toclosetheiroperationsafter2yearsinthemarket(INEGI,
2010),andtheirchanceofsuccessisonaveragefrom25%to30%belowtheworldaveragethatis40%
(Fernández,2010).Itisappropriatetohighlightthat47%directedbythefemalegender,contributing
37%ofGDP,alsocontribute70%ofGDPandallocate70%oftheirincometothecommunityand
family(González,2016).Despitethis,LatinAmericahasthehighestrateofbusinessfailurerunby
women.InMexicoalone,2.2millionformalcompanies17.63%aredirectedbythefemalegender,in
addition,that50%haveaprofitoflessthan$50,000USDcomparedto25%ofthecompaniesthat
operatemen(Power&Magnoni,2010).

AccordingtotheUnitedNationsEducational,ScientificandCulturalOrganization(UNESCO,
2001),itstatesthatthehandcraftsectorhasapredominantroleineconomicdevelopmentandthe
fightagainstpoverty,buttheylackalongwaytogotoachievemaximumpotentialingenerating
employmentandincometoachievegreatereconomicgrowthindevelopingcountries.Thehandcraft
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sectorhasgreatuntappedpotentialine-commercethatcangenerateagreateramountofincomeand
jobsthatproduceasocialandeconomicimpactonentrepreneursworldwideandespeciallywomen
(Foote,2015).

The main purpose and mission of this research is to develop a proposal for innovation and
e-entrepreneurshipinthee-commerceofexponentialhandcraftSMEsofwomenentrepreneursusing
theinterfacesofthecreativeeconomy.

BACKGRoUNd

Statement of the Problem
AccordingtotheInternationalTelecommunicationUnion(2015),theinternetisusedby43.3%ofthe
world’spopulation,whichcorrespondsto3,200millionInternetusers.Thewayinwhichtheinternet
hasincreaseditspenetrationintheonlinemarkethascausedchangesinthewayinwhichbusiness
interactswithconsumers,developinge-commercecausingcompaniestoincreasethetotalnumber
ofsalesandanincreaseinonlineretailinteractionsofconsumers(VanderMeer,etal,2001).The
numberofdigitalbuyersworldwideisrapidlyexpandingfrom1.32billionin2014to1.66billion
in2017andisexpectedtoincreaseto2.14billionin2021(Statista,2018).Whattranslatesintoan
increaseinelectronicsalesofretailersgloballyfrom2014in1336trilliondollarsto2290trillion
dollarsin2017andanincreaseisforecastin4479trilliondollarsby2021(Statistica,2018).With
aparticipationinretaile-commerce2016intheAsiaandthePacificregionswith12.1%,Eastern
Europewith8.3%,NorthAmericawith8.1%,Central andEasternEuropewith3.4%andLatin
Americawith1.9%(Statista,2018).

Theincreaseinonlineshoppinghastransformedtheinternetintoapowerfulforce,beingatool
thathasagreatinfluenceonconsumerbehavior(McGaughey&Mason,1998),modifiedthewaythe
individualacquiresaproductbythelargeamountofinformationthatitprovides,makingiteasierfor
thepotentialclienttoevaluatetheproductsand/orservicesofdifferentsuppliers,whichmodifies
thetraditionalbuyingbehavior(Koufaris,2003).Becauseitallowsthepurchasethroughcrossed
channels,thistogetherwiththedevelopmentoftechnologicalcharacteristicssuchasthesearchfor
information,theevaluationofthedifferentalternativesofferedandtherealizationofthepurchase
(Constantinides,2004).

ElectroniccommerceoffersgreatpotentialfortheexpansionofSMEsintointernationalmarkets
by intensifying the sales power by creating a new distribution channel to reach new customers,
developtheirownmarketingstrategiesandproducenewbusinessopportunities(Colvee2013).In
addition,e-commerceisapowerfultoolthatallowsSMEstomovefasterinthedevelopmentphasesby
positioningthecompanyintheworldmarket(Hussain,2013).Thepropermanagementofelectronic
commercewillallowhandcraftSMEstoincreasetheircompetitiveness(Aragon&Rubio,2005)in
asectorwhere,despitetheirsignificantparticipationandtheirannualgrowthrateofover4%,they
havenotbeenabletoincreaseit(FONART,2009).

OneofthebigproblemsfortheintegrationofSMEsine-commerceistoachieveefficiencyin
electronicplatformsduetoignoranceofcustomerbehaviorindecisionmaking(Sacristan,2013).

In the context of the above considerations, SMEs in Mexico constitute 95% of established
companiesandcontribute23%toGDP,buttheyhaveanumberofproblemsthatcause75%toclose
theiroperationsafter2yearsinthemarket(INEGI,2009),anditschanceofsuccessisonaverage
from25%to30%belowtheworldaveragewhichis40%(Fernández,2010).Attheinternationallevel,
thepercentageofsurvivalandthehalf-lifeofSMEsissimilarincountriessuchasSpain,wheremore
than70%doesnotexceed4yearsoflifeand80%ofSMEsfailwithinthefirst5years,inTheUnited
StatesofAmerica30%ofSMEsdonotreachthethirdyearandhaveanaveragelifeof6yearsand
intheunderdevelopedcountriesonlythefirst3yearsoflifesurvivebetween50%and75%.
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HandcraftSMEsareagreatengineoftheeconomywhere47%aredirectedbythefemalegender,
contributing37%ofGDP,theyalsoallocate70%oftheirincometothecommunityandthefamily,
unlikethemenwhocontributeonlybetween30%and40%(González,2016).Despitethis,Latin
Americahasthehighestrateofbusinessfailuresmanagedbywomen.InMexico,only2.2million
formalcompanies17.63%aredirectedbythefemalegender,inaddition,that50%haveaprofitof
lessthan$50,000USDagainst25%ofthecompaniesthatoperatemen(Power&Magnoni,2010).

AccordingtotheUnitedNationsOrganizationforEducation,ScienceandCulture(UNESCO,
2001),itstatesthatthehandcraftsectorhasapredominantroleineconomicdevelopmentandinthe
fightagainstpoverty.Inaddition,preferencesinmarketconsumptionarechangingbecausetheycare
abouttheoriginoftheproduct,whichtheyproduceandhowitwasmanufactured,changingtheir
preferencesformass-producedproductsathand,theonlyoneofitskindandindependentdesign
(INDEGOAfrica,2016).Theyhavealongwaytogotoachievetheirfullpotentialinemployment
andincomegenerationtoachievegreatereconomicgrowthindevelopingcountries.

Thehandcraft sectorhasgreatuntappedpotential in electronic commerce that cangenerate
agreateramountofincomeandjobsthatproduceasocialandeconomicimpactonentrepreneurs
aroundtheworldandespeciallywomen(Foote,2015).

Thiscanbeachievedthroughtheuseoftheinterfacesofthecreativeeconomy,whichisintegrated
accordingtotheUnitedNationsInstituteforTrainingandReseach(UNITAR)byeconomicsand
technology.Theresearchwillemployintheeconomicpartitssub-branchcalled“neuroeconomics”,
whichisintegratedbytheaspectsofbehavioralworkcarriedoutbyeconomists,psychologistsand
neuroscientists,forthedevelopmentofaunifiedtheoryofbehaviorchoice;andthetechnological
advancesthatallowustolookatthebrainwilleventuallyreplacethesimplemathematicalideasof
economicswithmoredetailedneuronaldescriptions,whichallowsthehumanbraintobeanalyzed
sothatbasicpostulatescanbeempiricallystudiedandlosetheaxiomaticcharacter(Glimcher,2003).
Andintheareaoftechnology,itwillfocusonelectroniccommerce;companiesusetheInformation
andCommunicationTechnologies(ICTs)asanewchannelforthedisseminationofproductsand
/orservices,appearingasecondgroupofservicesICTsformedbyelectroniccommercethatisa
wayofremotepurchasesthroughaTelecommunicationsnetworkthathasincreaseditspotentialby
adaptingpeoplewithnewtechnologies.

Scientificknowledgewillbeadvancedintheapplicationoftheinterfacesofthecreativeeconomy,
inthee-commerceofexponentialhandcraftSMEsofwomenentrepreneursindevelopingcountries,
havingthepotentialtoexplainthephenomenathatareconsideredasDeviationfromtheprediction
orbehavioralbiasofthedecision-makingmodelstoachievetheincreaseofitsmarketonalarger
scaleanditsgrowthregardlessofitssizeandlocation.

Thestudywillobtaininformationfromexpertsworkingoneofthemaininternationallyrecognized
NGOs“ArtisanAlliance”thatworkwithinternationallyrecognizedorganizationsthatsupportwomen
entrepreneursinthehandcraftindustryofdevelopingcountries.

LITERATURE REVIEW

Handcraft SMEs in the Economic Context of the Countries
According to the United Nations Educational, Scientific and Cultural Organization (UNESCO),
handcraft products have characteristics that define them as their usefulness, aesthetics, artistic,
creative, link to culture, decoration, functionality, traditional, symbolic and significantly social
(Etienne-Nugue,2009).

Handcraft SMEs in Developing Countries
Afteragriculture,thehandcraftsectoristhesecondemployerindevelopingcountries,mostlymade
upofwomenwhoperformtraditionalhandicraftstoobtaineconomicresources.Thesecountrieshave
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acompetitiveadvantagefortheirculturaltraditions,handcraftskillsandspecializedrawmaterials
(Foote,2015).

Thehandcraftsectorisaglobalcreativeeconomy,itcanbeexemplifiedbyrepresentingitasa
countrythatwouldsymbolizethefourthlargesteconomyandlaborforceintheworldaccordingto
theInter-AmericanDevelopmentBank(IDB).Itisaworldindustrythatgeneratesrevenuesof$34
billionperyear,withonlydevelopingcountriesproviding64%ofexportsworldwide.Accordingto
theUnitedNationsEducational,ScientificandCulturalOrganization(UNESCO,2001),itstatesthat
thehandcraftsectorhasapredominantroleineconomicdevelopmentandthefightagainstpoverty.
Inaddition,preferencesinmarketconsumptionarechangingbecausetheycareabouttheoriginof
theproduct,whomadeitandhowitwasmanufactured,changingtheirpreferencesformass-produced
productstothehandmade,theonlyoneofitskindandindependentdesign(INDEGOAFRICA,2016).

Problems and Realities of Handcraft SMEs 
SMEs are a great engine of the Mexican economy, 47% being directed by the female gender,
contributing37%ofGDP,alsoallocating70%oftheirincometothecommunityandfamilytoUnlike
menwhoonlycontributebetween30%and40%(González,2016).Despitethis,theyhaveaseriesof
challengesthathindertheirmanagement,suchasthelackofsupporttoachievethecompetitivenessof
thecompany,andtheresponsibilityofhavingabalancebetweenworkandfamilylife(Amigón,2014).

LatinAmericahas thehighest rateofbusiness failure runbywomen. InMexicoalone,2.2
millionformalcompanies17.63%aredirectedbythefemalegender,inadditiontheirsizeissmaller
since80%havelessthan15employeescomparedto48%ofcompaniesbelongingtomen,andonly
4%ofcompanieshavemorethan100employeesincontrastto17%ofthemalegender.Inaddition,
50%haveaprofitoflessthan$50,000USDcomparedto25%ofthecompaniesthatoperatemen
(Power&Magnoni,2010).

Wecanalsoaddtotheapproachoftheproblempresentedintheanalyzedinformationthatthe
handcraftsectorcompaniesaresmall,areundercapitalized,haverelativelynon-liquidinventories,
havelittleaccesstofinancialservices,alsopresentdifficultiesinsellinghandcraftproductssothey
dependonexternal(Fellowships,2016);sotheyhavealongwaytogotoachievetheirmaximum
potentialingeneratingemploymentandincometoachievegreatereconomicgrowthindeveloping
countries.Producinganopportunitytosupportartisansthebusinessskillsandtechnicalknowledge
necessarytomaintainandgrowtheirbusinesses.Thehandcraftsectorhasgreatuntappedpotential
thatcangenerateagreateramountofincomeandjobsthatproduceasocialandeconomicimpacton
entrepreneursworldwideandespeciallywomen(Foote,2015).

Challenges of Female Gender Entrepreneurship
Incountrieswherethereisagreaternumberofwomenentrepreneursthereisgreatereconomicgrowth,
incontrasttocountrieswhereitisrestrictedthereisastagnanteconomy,thereisalsoanimpacton
thesocialenvironment(UNIDO,2011).Inspiteofthis,therearecurrentlytwiceasmuchmaleas
femaleentrepreneurship(Reynolds,etal,2002).

Thefemalegenderdecidestoundertaketoobtaintheirownincome,developaninnovative
idea, move up in their work careers, flexibility between work, family (Heller, 2010) and by
necessity, thisbeinga factor thathasadirect relationshipbetween the levelofdevelopment
andthebusinessdevelopmentrategeneratingacorrelationbetweenthedevelopingcountries
thathaveahigherrateasopposedtothemoredevelopedcountrieshavealowerrateshowinga
concordancebetweenthelevelsofloweconomicremunerationandthecreationofacompany
developedbywomen(ECLAC,2004).

Entrepreneurs From Developing Countries
ResearchinemergingcountriesbytheNationalFoundationforWomenBusinessOwners(NFWBO)
foundthatwomenwhoownbusinesseshavecommoncharacteristicsregardlessofthebusiness,its
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establishment,administration,operation,andgoalsdiffersfromthatofthemalegendersincethey
areaimedatowningsmallbusinesses,makingdecisionsbasedondiversecriteria,higherpriorityto
qualityoflifeinsteadofincreasingbusinessincome,investmentscontrolledbythelackofsupport
forpartoftheinstitutionstoobtaincredit,limitedcapital,andmainlyseektoreconcilethedifferent
aspectsoftheirlife;incontrasttotheircounterpartsthatfocusonfinancialandeconomicaspects
orientedtowardsprofitability.Theyhavesimilarproblemsforthegrowthoftheircompanies,having
commonneedstoachievethisasaccesstoinformation,training,technologicalassistanceandaccess
tonationalandinternationalmarkets.

ThecontributionofwomenintheeconomyofLatinAmericaandtheCaribbeanhadanincrease
of35%in1980to53%in2007promotingeconomicgrowth,financialsecurityinthefamily,increase
inconsumptioncapacityandreductioninpovertyoftheregion(Pages&Piras,2010).

Despitetheincreaseinfemalelaborparticipation,itcontinuestohaveseveralproblems,according
totheWorldEconomicForum(WEF)accordingtothereportontheGlobalGenderGap2016that
genderequalityineconomicactivityandLaborwillbepossiblein170years(Hernández,2016).
Similarly,the2009reportindicatesthatthegendergapswiththegreatestdegreeofrelevanceinLatin
AmericaandtheCaribbeanareinthesub-indicesofeconomicandpoliticalparticipation.

Thegendergapinthebusinesssectorincreasesindevelopingcountries,thesebeingthemajority
of the countries of theLatinAmerican andCaribbean region,whereonly22%ofwomenwork
independently(Hellen,2010).

SMEsthatareledby51%bywomenentrepreneursgenerateanimportantcontributiontothe
economyrepresenting31%to38%,whichconstitutes8to10million,informalSMEsindeveloping
countries.Femaleentrepreneurshipiscomposedofmicro-sizedSMEs32%to39%,smallsize30%
to36%,medium-sized17%to21%(Shukla,2011).

Support to Women Entrepreneurs in Developing Countries
Next,theorganizationthatwasusedintheresearchisexposed,thisisoneoftheNGOswith
thehighestinternationalrecognitionthatdrivewomenentrepreneurstohelpclosethegender
gapinthebusinessenvironment,providingsupporttoaccessthemarkets.Withinoneofits
areas,theyfocusonsupportingwomenentrepreneursofexponentialSMEsinthehandcraft
sectorindevelopingcountries

ARTISAN ALLIANCE

ArtisanAlliance isan initiativeof theAspenGlobal InnovatorsGroupat theAspen Institute, it
focusesonincreasingeconomicvalueandthesustainablegrowthofthehandicraftsectorineconomic
disadvantage for its integration into global trade. Through formal business training, networking
platform,financing,coachingandevents(ArtisanAllianceEnterprise,2016).

AccordingtotheimpactreportAllianceforArtisanEntrerprise(2016)areintegrated:

• 128memberorganizations:
◦ 58%handcraftbusinesses
◦ 32%organizationsthatsupportartisans
◦ 10%corporations,foundationsandothers

• Workin108countries
• Incontactwith81,045artisans
• 89%womenentrepreneurialartisansreached
• 35organizationsfromdevelopingcountries
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THEoRETICAL FRAMEWoRK

Thesuccessofacompanyinelectroniccommerce,fromthebusinessperspectivedependsonvarious
factorsfoundclassifiedinto3maincategories:

1. Webpagedesign
2. Consumersatisfaction
3. Informationcontained

Web Page design
Thewebpagedesignisintegratedbynavigation,appearanceandclarityofinformation.

Navigation
Thenavigationelementanalyzesthewayinwhichthewebpagecanbenavigated,becausethesuccess
ofasitedependstoagreaterextentontheeaseofsearchingandobtainingtheinformationthatits
content,becauseiftherearedifficultiesinthefirstpersonwillleavethewebsite.

Forthis,astructuringmustbeestablishedwithroutesthatareclearintheirlinkingandeasyto
followlinksthatareabletofacilitatenavigationandfindinformationforuserswhoareatdifferent
levelsofunderstanding(McKinney,etal,2002).

Appearance
Theappearanceofthewebpagemustbeattractivetogenerateandpreservetheinterestoftheaudience
(Badre,2002).Thiscanbedonethroughhedonismbyexposingexciting,interestingandentertaining
featuresthatallowustocapturetheuser’sattentiontogetitsdistinctionfromotherwebsitesand
achievecustomersatisfaction(Zhang&VonDran,2000).

Byprovidingapleasantonlinevisualexperienceincreasesparticipation,enthusiasm,promotion
andconcentration,causinganincreaseinconfidenceinthecompany’swebsiteandgeneratingan
increaseintheintentiontopurchase(Liu&Arnett,2000).

CLARITy oF INFoRMATIoN

AccordingtoRosenandPurinton(2004)theclarityofinformationisintegratedbythecategoriesof:

• Consistency:Thesupersaturationofinformationshouldbeavoidedsothatitcanbeclearwhen
reading.

• Complexity:Youmustgiveanorderandclassifytheinformationprovidedondifferenttopics.
• Readability:Peoplemustbeabletoreadandunderstandinformationinasimpleway.

Consumer Satisfaction
Consumersatisfactionisthebestindicatorofacompany’ssuccessandfuturegrowth(Kotler,1991).
Itisintegratedbytrust,commitmentandloyalty.

Trust
Trust is defined as the willingness to trust the seller to make decisions in circumstances where
theconsumerhasacertaindegreeofvulnerabilitytotheseller(Jarvenpaa,etal,1999).Likewise,
Chaudhuri&Holbrook(2001)conceptualizeitasemotionalbondingandconnectionwithacompany
thatleadstoconsumersatisfaction.
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Trustfromthecontextofanonlineclientisconsideredasacognitivecomponentfocusedonthe
brand-consumerrelationship,developingapositiveexchangerelationshipbetweenthetwo(Matzler,
etal,2008).

Commitment
The commitment is conceptualized by Rusbult, Johnson and Morrow (1986) as the intention of
maintainingalong-termrelationshipwiththecompany.

Onlineparticipationisacognitiveandaffectivecommitmenttogenerateanactiverelationship
with thebrandandcommunicate itsvalue, this is integratedbytheutilityandrelevanceandthe
experientialvalueofemotionalcongruence(Mollen&Wilson,2010).Whenthissocializationexists,
theshoppingexperiencesignificantlyimproves(Srinivasan,etal,2002)

Loyalty
Loyaltyisconsideredasthepsychologicallinkbetweentheconsumerandthecompany(Chaudhuri
&Holbrook,2001).FromatechnologicalpointofviewaccordingtoDianne(2008),onlineloyalty
istheintentionofthecustomertobuyonawebsiteandrevisitthesiteinthefuture.

Itisakeyfactortoachievethesuccessofabrandanditsfuturedevelopment(Casalo,etal,
2007),causingthereductioninpricesensitivity,stabilityinretainingcustomersandgreaterbenefits
forthecompany(Lynch&Ariely,2000).

Contained Information
As develop their website to provide information about your company and this content vital to
determiningthesuccessofthesite;Thisisintegratedbybrandinformation,productinformation
ande-services.

Brand Information
Consumercognitiveparticipationonlinereferstobeingpresentinthecompanyenvironmentand
learningabouttheirbrandandtheproducttheyoffer(mission,goals,productoffer,philanthropic
efforts, etc.), through carrying out the actions of searching, interpreting and analyzing the
informationpresentedonthewebsite.Whenusersfocuscognitivelyonabrand,theirknowledgeof
thecompanyincreasesgeneratingemotionalbondingandconnectioncausinggeneralsatisfaction
(Shang,etal,2006).

Product Information
Toincreasethenumberofcustomersandsales,ananalyticaldescriptionoftheproductsofferedon
thesitemustbeoffered(Cunningham,2000).

Thequalityofproductinformationisdefinedby(Ou&Sia,2010)asaconsumer’sperception
oftheproductbasedonasetofjudgmentcriteriathatincludesaccuracy,relevanceandimpartial
measures;Thisinfluencesconsumerbehaviorforevaluationandpurchaseintention(Cao,etal,2005).

E-Services
Oneoftheimportantaspectsthatthewebsiteshouldhavetoimprovecustomersatisfaction
istheelectronicservicethatmustbeintegratedbythesupport,forums,onlineregistrations,
frequentlyaskedquestionsandsecurity.Beingthelastoneofthemostimportantaspectsthat
morethan70%ofuserstakeintoconsideration,sobrandsmustofferstatementsofsecurity
and privacy of their data for their transactions and thereby increase customer satisfaction
(Charles,2001).



International Journal of E-Entrepreneurship and Innovation
Volume 11 • Issue 1 • January-June 2021

62

METHodoLoGy

Basedontheneedsofthestudybasedontheinformationobtainedfromresearchfiles,themethodology
usedintheworkwasasfollows:

• Documentaryresearch.Theresearchisdocumentary,dependingonwhatwasproposedbyPasteur
(2013)usesdocuments,collectsinformation,analyzesandpresentsresults.Itwasusedinthestudy
inordertocollectthedocumentsthatmaybeessentialtounderstandandcontextualizethestudy.

• CorrelationalResearch.Itallowstorelatethevariablesoftheprobleminaparticularcontext
(Baptista,etal,2010).Oneofitsmaincharacteristicsisthatitallowsexaminingtherelationship
betweenthevariableslookingfortheirassociationbutitisnotnecessarytofindtheircausal
relationships(Bernal,2010).

• QuantitativeApproach.ItisdefinedbyTamayo(2010)asthemeasurementofthevariablesand
theirrelationshipthroughaverificationtotestthehypothesisandvalidatetheirtheories,offering
thepossibilityofhavingabroaderapproachtowomenindevelopingcountries.

• The samplewaswomenentrepreneurswho lead exponential handcraftSMEs indeveloping
countries,certifiedbyArtisanAlliance.

Matrix of operationalization of the Variables
Fortherealizationofthemodel(Table1),itincludeddatacollectionthroughsurveysusingthemodified
Delphimethodthatintegratesneuroeconomicstoanalyzetheparticipants’perceptionofaseriesof
questions,beingusedforthedevelopmentofcausalrelationshipsincomplexsocialandeconomic
phenomena.Thiswasdonethroughaliteraturereviewofpreviousworkonthesubject,suchas:

Table 1. Operationalization of the variables

Subject General 
Objective

General 
Research

Specific 
Objectives

Specific 
Question

Variables Hypothesis Methodological 
Analysis

Innovation
proposal
inthe
e-commerce
ofexponential
handcraft
SMEsof
women
entrepreneurs
withthe
interfacesof
thecreative
economy

Developan
innovation
proposal
inthe
e-commerce
ofexponential
handcraft
SMEsof
women
entrepreneurs
usingthe
interfacesof
thecreative
economy

Whatisthe
impactofa
proposalfor
innovation
inthe
e-commerce
ofexponential
handcraft
SMEsof
women
entrepreneurs
usingthe
interfacesof
thecreative
economy

Exposethe
economiccontext
ofhandcraft
SMEsandthe
challengesof
genderequity
indeveloping
countries

Howisthe
economiccontext
ofhandcraft
SMEsandthe
challengesof
genderequity
indeveloping
countries?

Designof
theweb
page

Thedesign
oftheweb
pagehas
apositive
relationship
withthe
intentionto
purchase

Quantitative
(modified
DephiMethod
thatintegrates
neuroeconomics)

Analyzefrom
aquantitative
perspective
usingmodified
Delphymethod
thatintegrates
neuroeconomics,
theopinionof
founder’sexperts
andCEOs
thataremade
upofwomen
entrepreneurs
whorun
exponential
SMEsinthe
handcraftindustry
indeveloping
countriesthatare
certified.

Howisitfrom
aquantitative
perspective,
usingamodified
Delphymethod
thatintegrates
neuroeconomics,
theopinionof
expertsfrom
foundersand
CEOswho
aremadeup
ofwomen
entrepreneurs
whorun
exponential
SMEsinthe
handcraftindustry
indeveloping
countriesthatare
certified?

Consumer Satisfaction
hasa
positive
relationship
withthe
intentionto
purchase

Quantitative
(Modified
Dephimethod
thatintegrates
neuroeconomics)

Information
contained

The
information
contained
hasa
positive
relationship
withthe
intentionto
purchase

Quantitative
(Modified
Dephimethod
thatintegrates
neuroeconomics)
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• Master’s thesiswith the theme“Internetmarketing,websitedesignandconsumerbehavior”
(Elia,2009),fromtheUniversityofManchester.

• PhDthesiswiththetheme“Onlineconsumerengagement:understandingtheantecedentsand
outcomes”(Rene,2012),fromtheColoradoStateUniversity.

Usingasabasis the researchof thedoctoral thesisofNada(2013)with the theme“Project
approvaldecisions:exploringsuccess factors”;The researchanalyzes the interactionofdecision
makers,takingintoaccountexecutivesandprojectleadersthroughsurveysusingthemodifiedDelphi
methodthatintegratesneuroeconomics(Figure1).

OncetheinformationiscollectedinadatabaseinMicrosoftExcel,theSPSSstatisticalprogram
wasappliedtoperformtheprocessingandanalysisoftheresults.

Theanalysiscomprisedtwostages:

1. Statisticalrepresentationofdata
2. Methodforsortingandpresentingdata

Fortheanalysis,theinferentialstatisticsthatareresponsiblefororganizingandsummarizing
thedata(Munch&Angeles,2006).

Figure 1. Proposed model



International Journal of E-Entrepreneurship and Innovation
Volume 11 • Issue 1 • January-June 2021

64

ANALySIS oF RESEARCH ANd RESULTS

ItwasusedthesurveyusingthemodifiedDelphimethodthatintegratesneuroeconomics,forthe
analysisoftheinteractionofdecisionmakers.ThepanelofexpertsismadeupoftheCEOsand
foundersofhandcraftSMEsrunbywomenentrepreneursindevelopingcountriesthatarecertified
bytheArtisanAlliance.

Thiswasconsideredpertinentastherewastheopportunitytoaccesstoarelevantnumberof
expertsintheprofessionalandsocialenvironmentoftheobjectofstudy.

Forthequantitativeanalysiswereused:
Thequantitativeanalysiswasusedinferentialstatisticsthatwasperformedwithatotalof46

items,fromthisanalysisitisdeterminedthatthelevelofconsistencyandreliability.
Of the proposed factors, Cronbach’s Apha, KMO, Bartlett’s Test and T-test in each of the

dimensionswereanalyzed.Andforthehypothesistest,theWilcoxontestwasanalyzed.
In each of the dimensions, several parametric tests were carried out to analyze its validity,

reliabilityandreliability
WeightstoassessreliabilitythroughtheCronbachAlpha.Intermsofinternalconsistency,there

areseveralreportsontheacceptedvaluesofalpharangingfrom0.70to0.90(Dennick&Tavakol,
2011).Cronbach’sAlphacoefficientwascalculated.Inthesamplethatwas0.925becauseitisvalues
closetotheunit,adatacollectioninstrumentisexcellent.(SeeTable2).

Inaddition,theKaiser-Meyer-Olkin(KMO)testwasperformedfortheanalysisofcomponents
withVarimaxrotationthatthecloserto1thevalueobtainedimpliesthattherelationshipbetweenthe
variablesishigh(Benavente,etal,2011).ThevalueofKMOis0.828whichisconsideredremarkable.
Likewise,theBartlettsphericitytestwasperformed,where,ifitislessthan0.05,itisacceptedasa
nullhypothesis,sothatthefactoranalysiscanbeapplied(ibid,2011).Itssignificanceis0.000,so
factoranalysiscanbeapplied(seeTable3).

Fortheevaluationoftheapplicabilityofthequestionnaire,itbeginswiththefactoranalysis
withvarimaxrotationdefinedasthesimplicityofafactorbythevarianceofthesquaresofitsfactor
loadsintheobservablevariables(Perez,etal,2004),thisisfortheinterpretationofthefactorsina
fasterway,becauseexaminingthecharacteristicsofthevariablesofagroupassociatedwithacertain
factorallowsfindingthecommontraitsthatallowtheidentificationofthefactorandprovidethe
denominationthatrespondstothecommontraits(Pérez,etal,2004)

Inaddition,theTtestwascarriedouttobeusedtotestwhethertheaverageofapopulation
differssignificantlyfromaknowngivenvalueorhypothetizedWhenHo(nullhypothesis)isrejected
andHa(alternativehypothesis)isacceptedastrue,becausethevalueof“p”thatindicateswhether
theassociationisstatisticallysignificant,becausep<0.05expressesthatthereislittleprobability

Table 2. Cronbach’s alpha

Cronbach’s Alpha N of Elements

.925 45

Table 3. KMO and Bartlett test

Kaiser-Meyer-Olkinofsamplingadequacy .828

Bartlettsphericitytest Approx.Chi-square 32,191

gl 6

Sig. .000
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thatchancewasresponsibleforsaidassociation.Onthecontrary,ifp>0.05,Hoisaccepted,soitis
shownthatthevariablesarenotassociatedorcorrelatedandchancemaybetheexplanationofthis
finding(RubioandBerlanga,2012).(SeeTable5).

Finally,theverificationofthehypotheticalassumptionsthatdemonstratethefundamentalsof
thethesiswork,increasingthevalidityofthemethodologicalconstruct,beingdefined,wasevaluated
bytheWilcoxontest,beinganon-parametricanalysis.Asthenon-parametricequivalenceoftheT
testforrelatedsamples.Itwasusedtotestthehypotheseswhenexposingifthereisadifference
betweenthemedians,whenthevalueoftheprobabilityassociatedwiththestatisticisabovethelevel
ofsignificanceof5%or0.05thenullhypothesisofhomogeneityisacceptedanditisnotpossible
affirmthealternativehypothesisofdifferences(Reidl,atel,2010).(SeeTable4).

Table 4. Analysis of the variables

Dimension Cronbach’s Alpha KMO Barlett’s Test 
(Significance)

Wilcoxon

Websitedesign 0.842 0.770 0.000 Z:-0.182B

Sig:0.855

Consumersatisfaction 0.765 0.714 0.000 Z:-.319c

Sig:0.750

Informationcontained 0.888 0.705 0.000 Z:-.159b

Sig:0.873

Source: Prepared

Table 5. Test T

-- -- Significance Variable Item Significance Variable Item Significance

Web
page
designs

1 .000 Consumer
satisfaction

29 .000 Information
contained

13 .000

2 .000 30 .000 14 .000

3 .000 31 .000 15 .000

4 .000 32 .000 16 .000

5 .000 33 .000 17 .000

6 .000 34 .000 18 .000

7 .000 35 .000 19 .000

8 .000 36 .000 20 .000

9 .000 37 .000 21 .000

10 .000 38 .000 22 .000

11 .000 39 .000 23 .000

12 .000 40 .000 24 .000

41 .000 25 .000

42 .000 26 .000

27 .000

28 .000
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dISCUSIoN

Hypothesis Test 1
Thereisnosignificantdifferencebetweenthepurchaseintentandthedesignofthewebsite.

Thenullhypothesisisacceptedbecausethereisabilateralasymptoticsignificancegreaterthan
0.05witharesultof0.855,sothereishomogeneitybetweentheintentiontopurchaseandthedesign
ofthewebsite.

Hypothesis Test 2
Thereisnosignificantdifferencebetweentheintenttopurchaseandtheinformationcontained.

Thenullhypothesisisacceptedbecausethereisabilateralasymptoticsignificancegreaterthan
0.05witharesultof0.750,sothereishomogeneitybetweenthepurchaseintentandtheinformation
contained.

Hypothesis Test 3 
Thereisnosignificantdifferencebetweenpurchaseintentandconsumersatisfaction.

The null hypothesis is accepted because there is a bilateral asymptotic significance greater
than0.05witharesultof0.873,sothereishomogeneitybetweentheintentiontopurchaseandthe
consumer’ssatisfaction.

CoNCLUSIoN

Taking into consideration the process and aspects that influence the decision-making of the
entrepreneurintheelectronicbusinessico.

Thisstudyisveryusefulbecauseitisalineofresearchthatoffersthepossibilityofdesigning
innovativeactionsthatgenerateagreaterinfluenceonclientsandthereforeanincreaseinsalesin
SMEsforthedevelopmentandgrowthofwomenincountrieswhereprocessofdevelopment.

Generating the possibility of increasing the creative economy of companies to increase the
inclusivenessoftheworkforceindevelopingcountriesandpreserveimportantculturaltraditions.

Practicalimplicationsofthestudywereconductedusingastudygroup:millenials.
Limitationsareinthisarticletheuseofanyneurosciencetechniquewasnotinvolved,sothis

particularaspectofthemodelregardingourcurrentstudycannotbefullyillustrated.
Futuredirectionswillbetousemachinelearningtoincreaseitsdevelopmentine-commerce.
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