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SYSTEM MANAGEMENT
OF E-COMMERCE
ENTERPRISES

Modern system management has in its
arsenal a number of tools for effective design of
enterprise management based on digital techno-
logies and artificial intelligence. The synergy of
management subsystems of e-commerce enter-
prises is able to ensure the formation of the effect
of growth of business flexibility to changes in the
external environment, optimize business proces-
ses and positively influence the behavior of on-
line buyers. The aim of the article is to determine
the role of synergistic effects of the management
system of e-commerce enterprises in the context
of a circular business model. It is hypothesized
that the synergistic effects of e-commerce
enterprise management should be considered
through its analysis as a circular internal system
consisting of internal and external subsystems.
The circular business model essence of the e-
commerce enterprise is substantiated. Conce-
ptual approaches to the content of synergistic
management are defined. It is proposed to
consider the system management as a circular
self-reproducing system that has internal
(technological core) and external (organiza-
tional superstructure) subsystems. The content
of synergistic effects according to the signs of
their formation is disclosed. On the basis of a
cross-approach to the core and superstructure
subsystems, the products of their organic inte-
raction were identified. Through the introdu-
ction of technologies based on artificial intelli-
gence (AI) and through a combination
with effective management technologies, such
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CUCTEMHU/A MEHEIKMEHT
[IONPUEMCTB EJEKTPOHHOI
KOMEPIII

CyuacHuil cucmemHull MeEHeOHCMEeHM MA€E Y
CBOEMY aPCEHANE HUSKY THCIMPYMEHmi8 Olisi ehex-
MUBHO20  NPOEKMYBAHHA  YNPAGTIHHA — NIONpU-
emMcmeamu Ha OCHOBL YUPPOBUX MEXHONO02I |
wmyunoeo inmenexkmy. Cunepeisi niocucmem ynpaeg-
JiHHS nionpuemcms enexkmpornoi komepyii (I1EK)
CnpomodicHa 3abesneuumu Gopmysants egpexmy
pocmy eHyukocmi Oi3Hecy 00 3MIHU YMO8 306-
HIWHbO20 Ccepedosuwa, Onmumizyeamu OizHec-
npoyecu ma NO3UMUGHO BNIUBAMU HA NOBEOIHKY
ounauH-noxkynyie. Memoro cmammi € U3HAYEHHs
PO CUHEP2EMUYHUX BNIUBIE CUCIEMU MEHeOXHC-
MeHmy RiONpueEMcme eneKmpoHHoOi Komepyii 8
KOHmeKCmi YuUpKyIApHoi 6isnec-wodeni. Bucynymo
2inomesy, W0 CUHEPeMUYHI GNAUGU YNPAGIIHHA
THIEK OoyinbHo posensdamu uepes 1020 anai3 K
YUPKYIAPHOT THMEPHATILHOL CUCMEMU, SIKA CKIa0a-
EMbC 3 GHYMPIWHIX | 306HIUWHIX NIOCUCTEM.
Ob6tpynmosano cymuicms  YUpKyIApHOL  OizHec-
mooeni [IEK. Busnaueno xonyenmyanvHi nioxoou
00 3MiICIY CUHEPLeMUYUHO20 — MEHEONCMEHNY.
3anpononosaro poszenioamu - cucmemHull Me-
nedxcmenm TIEK Ak yupkynapHy camosiomeo-
DIOBAHY cucmemy, wo Mae 6HympiuHio (MexHono-
2iyHe 5A0po) 1 308HIWHIO (OpeaHizayilina HAO-
6y006a) niocucmemu. Poskpumo smicm cunepee-
muuHUX eqpexmie 3a o3naxamu ix gopmyeanns. Ha
OCHOBI nepexpectozo nioxody 00 niocucmem s10pa
1l HA0OYOOBU BUAGIEHO NPOOYKMU X OpeaHIYHOL
63aemo0ii. Lllsixom 6npoeadcentss mexHonoei
Ha 0cHOBI wimyynoeo inmenexkmy (L) ma uepes
NOEOHAHHS 3 OIEBUMU VIPAGTIHCOKUMU MEXHO-
JI02IAMU MAKT NPOOYKMU CHPOMO*CHI (hopmyeamu
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products are able to form synergistic effects that
will lead to an improvement in the quality of
value propositions, an increase in customer
trust, and an increase in turnover and profits. It
has been proven that the systematic approach to
the e-commerce enterprise management is based
on the synergistic interaction of external elements
(management of human resources, knowledge,
information technologies, financial and monetary
relations) and internal elements (management of
technical protection systems, data protection
of customers, personnel, contractors, website, and
databases) subsystems. Deepening the scientific
analysis of electronic commerce tools is of prac-
tical importance for the development of strate-
gically correct management decisions in view of
diversification of risks of loss of market position,
reduction of sales volumes and weakening of
competitive advantages. Conceptualization of the
synergistic effects of the system management will
improve the processes of analyzing the field of e-
commerce at the macro- and mega-economic levels
and forecasting the economic growth of the
industry.

Keywords: synergistic effects, synergistic
management, circular business model, techno-
logical core, organizational superstructure, orga-
nic interaction.

JEL Classification: L. 29, L 81, D 21, O 32.

Introduction

cuHepzemuuni eghexmu, wo npugedyms 00 NOKpa-
UjeHHs1 AKOCMI YIHHICHUX NPONO3uyill, 3p0CmanHs
KIEHMCBKOT 008IpU, 301IbUIEHHS. MOBAPO0O0PONy
i npubymkie. Jloeedeno, wjo cucmemuuil nioxio 0o
menedncmenmy [IEK tpynmyemvcsi Ha cunepee-
MUYHIl  63AEMOOIT  eleMeHmi8  306HIUHbOT
(YNpaeuiHHA JHOOCOKUMU PeCypcamu, 3HAHHAMU,
iHghopmayitinumu  mexnonoeiamy,  QiHancoso-
ZpouiosumMy  BIOHOCUHAMU) MA  GHYMPIUHBLOL
(VNpaeninHA cucmemamyu MeXHIYHO20 3axucmy,
3axucmy OaHUX KIEHMI8, NEPCOHANY, KOHMpA-
2enmis, eebcatimom, bazamu OAHux) NiOCUCMEM.
THoenubnennss Haykogoeo amanizy iHCMpymeH-
mapiio eneKmpoHHOI KoMepyii Mae NpakmuyHe
3HAYeHHs. 0Nl PO3POOKU CMpPAmeziyHo  GIPHUX
VIPAGIIHCLKUX pIueHb 3 0210y Ha ousepcudi-
Kayilo  pusuKkie empamu  puHKOBOI  no3uyii,
CKOpOUeHHsl 00cs2i8 npooascy ma NnociaoneHHs
KOHKYpeHmHux nepesae. Konyenmyanizayia cunep-
2eMUYHUX eheKmi8 CUCMEMHO20 MEHeOHCMEHMY
HIEK yodockonanume npoyecu auanisy cgepu
@/IeKMPOHHOI KOMEPYIi HA MAKpPO- ma Me2aeKOHO-
MIYHOMY DIBHAX | NPOSHO3VEAHHA EeKOHOMIYHO20
3POCAHHS 24Ty 31.

Knouosi crnosa: cuHepreTHdHi BIUIMBH, CH-
HEepPreTUIHUI MEHEDKMEHT, IUPKYIIpHa Oi3Hec-
MOJIeITb, TEXHOJIOTIYHE PO, OpraHizalliiiHa Haj-
OymoBa, OpraHiuyHa B3a€MO/IIL.

The transition from the traditional form of business activity in the era

of globalization to the electronic one has become a natural technological
consequence. This progress has also ushered in a new era of globalization
known as "Globalization 4.0" (Motoryn et al., 2021).

In the conditions of globalization and increased competition, the task
of permanent improvement and optimization of business models is becoming
more urgent for e-commerce enterprises. E-commerce enterprises are
involved in the processes of production, distribution, marketing and delivery
of goods and services through electronic means, and are developing rapidly
thanks to information and technological progress, which provides consumers
with direct access to the online market (World Trade Report, 2018). Business
processes in e-commerce are based on the processing and transmission of
digital information, including texts, sounds and visual data, and system
management should contribute to the creation and maintenance of a dynamic
and inclusive ecosystem to achieve the goals of sustainable development
(E-commerce Strategies, 2018).

E-commerce (EC) is a "subset of e-business" that has a broader
definition that, in addition to direct commercial activities, includes business
partners, customer support, and job management (Dragomirov, 2020).
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Databases, e-mail, non-computer technology in the form of various
delivery systems, payment method are additional requirements for EC besides
network technologies (Kedah, 2023). Compared with the management of
traditional trade enterprises, the goal of e-commerce enterprise management is
to reduce the length of the trade cycle, the cost of projects, the equal distribution
of information, the reduction of the use of material resources, and the expansion
of market niche coverage (L1 & Zhang, 2021).

The positive impact of the organization on customer trust and loyalty
through the organic combination of subsystems with capital management,
personnel, website and technical level of trading platforms in a highly
dynamic market environment is able to produce synergistic effects that
increase the efficiency of the business model in general (Xue et al., 2022).

Determining the target audience in EC activities is a primary task in
developing a successful enterprise strategy, which will make it possible to
increase profits and increase the number of potential customers (Freyuk &
Fedotov, 2021).

The e-commerce enterprise management system is a complex entity that
develops under the influence of internal (forming the internal environment) and
external (forming the external environment) factors of the micro and
macroeconomic environment. In modern works, management systems are also
considered from the standpoint of the influence of internal factors (in particular,
training of employees, their creative potential) and external factors: partners, state
subsidies, state contracts (Ozen & Ozturk-Kose, 2023).

To move to a self-replicating circular business model, companies must
not only be aware of, but also engage in more sustainable practices, rethink
and innovate their business processes and the ways in which they deliver
value to their customers (Suchek et al., 2021).

In this context, e-commerce enterprise is the best alternative to
traditional enterprises and has wider prospects for the introduction of circular
models compared to them. Blockchain and IoT technologies have accelerated
the growth of e-commerce and the ability to create value through virtual
closed supply chains (Prajapati et al., 2022). New information technologies
exert a powerful influence on the action of synergistic effects, enhancing the
effects of blockchain technology and business process management
(Taherdoost & Madanchian, 2023), as well as the synergistic impact of
algorithms of intellectual analysis of association rules on EC and the digital
economy (Jiang, 2023).

By implementing technological innovations in the management of
business processes — processes related to HR, financial operations,
information resources, I'T support, etc. — e-commerce enterprises form a new
ecosystem of financial business, based on the effective management of
human resources, increasing the trust of counterparties, improving the quality
of financial services and value propositions. As a result, customer loyalty and
sales volumes increase. Such a new ecosystem objectively requires a
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rethinking of system management, a clear understanding of its structure,
which consists of an internal system (technological core, organizational
superstructure) and an external environment (Figure 1).
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Figure 1. The management ecosystem structure of e-commerce enterprises

Source: compiled by the author.

Synergy is the "holy grail" of any agreement, a separate independent
factor of production (Feix, 2020) and coordinated functioning of subsystems,
which gives such effects that would be unattainable if they worked
independently (Vodyanka & Yaskad, 2012).

In essence, synergy is a redundant concept (Feix, 2020). Synergistic
relationships between management subsystems can create difficulties in project
profitability management, which requires an analysis of the synergistic impact
on the management system of the talent of project managers, consumer
behavior, development potential, and material resources (Bai et al., 2023).

With the increasing availability of digital devices and increased access
to the Internet, the behavior of online shoppers is changing, they are starting
to use multiple devices, so retailers must operate and manage a variety
of online channel formats. Along with the individual capabilities of a single
online channel, interaction through electronic commerce channels
(e-channels) is important in creating a holistic online shopping experience
due to the synergy and complementarity effects between electronic channels
and their impact on online shopper behavior (Wagner et al., 2013). Therefore,
to increase their competitiveness, many dual-channel retailers have begun to
apply certain channel synergy strategies (Zhang et al., 2021). According
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to Western scholars, managing online stores with more than one electronic
channel requires coordinating management subsystems, online distribution
(website, mobile applications) and managing channel synergy and comple-
mentarity (Wagner et al., 2016).

In some works, the optimization of enterprise business models and
productivity in a dynamic business environment is impossible without the
synergy of education, science and knowledge management (Sudi et al., 2023).
In particular, an integration concept was developed based on the project
approach of integrated management systems and the realization of a synergistic
effect through a scientific approach to management and the approval of a social
model of management.

Depending on the sign (conditions for the emergence of synergistic
effects, management strategy), the research on synergistic management can
be characterized as multidimensional in approaches to its content. Concep-
tual analysis revealed among them organizational, digital, market, discount,
structural, marketing, scientific and educational (Table 1).

Table 1
Conceptual approaches classification of synergistic e-commerce enterprise
management €ssence

Sign Conceptual approach The essence of synergistic management
Dynamic Organizational Management of synergistic effects due to the
connections (Hrybyk, 2008; change in the behavior of the management

Shevtsova, 2012)

system and the mechanism of self-organization
through nonlinear dynamic relationships

Th? influence of Digital (Blake et al., The natural result of the digital transformation

digital . 2004) of the business model and the increase in the

technologies efficiency of business relations

Market share Market (Garzella & Managing synergies to capture market niches
Fiorentino, 2017) and target mergers and acquisitions.

Discounting of Discount o

financial flows (Feix, 2020; Bai et al., gﬁgﬁ?;ﬁ%ﬁ the present value of excess

2023)

New structural
elements

Structural (Voronkova,
2009; Zeng et al., 2007)

The result of the appearance of new structural
elements of the management system

Sales channels

Marketing
(Wagner, 2013, 2016;
Zeng et al., 2007; Brown
& Dant, 2014; Zhang et
al., 2021)

Ensuring multi-channel marketing,
implementation of sales channel synergy
strategies

Exchange of
knowledge,
scientific theories
of management

Scientific and educational
(Bashir & Farooq, 2019;
Lestari et al., 2020)

Management based on synergy from the
exchange of knowledge and scientific methods,
which generates management innovations and
strengthens the competitive advantages of e-
commerce enterprises

Source: compiled and supplemented by the author.
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Despite the existence of thorough research within the framework of
the mentioned approaches, the analysis of e-commerce enterprise business
models in the context of the circular economy needs to be deepened. The aim
of the article is to determine the role of synergistic effects of the management
system of e-commerce enterprises in the context of a circular business model.
The tasks of the research are conceptualization of synergistic management,
study of the content of synergistic effects of system management, analysis
of synergistic effects of internal and external subsystems of e-commerce
enterprise management.

The information base consists of analytical materials of the World
Trade Organization, UNCTAD on e-commerce strategies, modern scientific
publications, and business analytics materials.

It is hypothesized that the synergistic effects of e-commerce enterprise
management should be considered through its analysis as a circular internal
system consisting of internal and external subsystems.

The methodology for testing the hypothesis and its algorithm includes
the method of structural analysis in the study of synergistic effects of external
and internal subsystems of e-commerce enterprise management. On the basis
of a cross-approach to the core and superstructure subsystems, the products
of their organic interaction were identified.

The content structure of the main part of the article consists of the
following elements: a study of the content of synergistic effects of e-
commerce enterprise system management in the context of a circular
business model; analysis of the synergistic effects of the subsystems of the
technological core of the e-commerce enterprise management; analysis of
synergistic effects of subsystems of its organizational superstructure.

1. Research on the content of synergistic effects of e-commerce
enterprise system management in the context of a circular business
model

In the framework of the study, abstracting from the factors of the
external environment, attention is focused on the analysis of the management
system as an internal circular system consisting of internal subsystems, the
basis (processes of optimization of the website, databases, protection system,
payment gateway) and external subsystems according to the basis, related to
processes in the sphere of monetary and financial, labor relations and the
introduction of information technologies into them.

The EC circular business model as a conceptual construction of value
creation is based on the self-reproduction of the business system and is aimed at
increasing the competitiveness of the value proposition, improving public welfare
through the use of fewer materials, energy resources, etc. (Sun et al., 2021).

The circular business model also provides new opportunities for
employment, human resource management, fair economic distribution and a
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global contribution to the general well-being of society. In such a model,
resource use, waste generation, emissions, and energy leaks are minimized
by slowing down, closing, and narrowing material and energy cycles
(Trifonov et al., 2019).

Since EC differs from traditional commerce in the implementation of
commodity and monetary exchange through information technologies and
Internet networks, we examine its management system in the context of the
crucial role of the information technology component, which allows avoiding
direct communications with customers and counterparties in physical space,
minimizing resource costs, in particular and time The e-commerce enterprise
management system is considered as a circular internal system consisting of a
technological core and an organizational superstructure, the functioning of
which is aimed at mutual ensuring of efficiency. The technological core is an
internal subsystem of website optimization processes, an information protection
system, and a database. The organizational superstructure is a subsystem
external to the core and represents a set of processes that arise due to
organizational and economic relations regarding the effective use of labor,
information, and financial resources.

In order to analyze the synergistic effects of system management, a
cross-sectional approach is used, according to which it is possible to reveal
the effects of the organic interaction of the constituent subsystems of the core
and the superstructure (Figure 2).

According to our approach, synergistic impact, in contrast to
comparable economic, social, environmental effects, which are calculated as
the ratio of benefits to costs, is not a quantitative indicator — it is only about
the qualitative aggregated impact of synergy. As a result of the optimal
combination of system elements, the laid down unique technology of
resource use, managerial talent, a synergistic effect occurs that exceeds the
simple sum of these elements'.

Each shown in Figure 2, the result of interaction has qualitative
indicators of measurement, which is expressed through the criteria of
presence at the enterprise and work efficiency (with a maximum value of
100%). The results in the form of knowledge and digital competences can
have both a qualitative (the deeper and better the knowledge, the more
effective their implementation in business processes) and quantitative (for
example, the share of employees with digital knowledge and competences in
the total number) expression.

The study of the interaction products of the subsystems of the
technological core and the organizational superstructure of management in EC
i1s important for its analysis at the macro- and mega-economic levels and
forecasting the economic growth of this industry. The system management

! For example, paints are separate elements and their mechanical mixing will not give a
result in the form of a picture, notes are separate elements, melody is a musical work, employees in
the staff are separate individuals with knowledge and competences, the final intellectual product
created as a result of their teamwork and management talent is a manifestation of synergy
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of e-commerce enterprises is much more complex compared to traditional
enterprises, because its structure is changing due to the strengthening of the role
of artificial intelligence and the technological core and the emergence of new
effects in the subsystems of the organizational superstructure (see Figure 2).

Subsystem of the technological core

2 o 55 £z
= B~ 5% g 2
< S 3 Ea 58
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Personnel HR-portal of the Personnel Virtual
Work with database enterprise security payroll system
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avor employees
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A7 Electronic Financial Deep learning Protocol of
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a programs support
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A7 ) Peripheral Site optimization Cyber security Cryptosystem
S Information intelligence and encryption
o Technology
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o
.-
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:
S o Database Site Management Management
S Digital management management of protection of payment
competences systems channels

Figure 2. Interaction products of technological core subsystems and the
organizational superstructure of the e-commerce enterprise management system

Source: compiled by the author.

The effectiveness of management in each subsystem affects
the optimization of the entire e-commerce enterprise business model,
therefore, synergistic effects should be taken into account in its management
system and adjusted according to the specifics of its business processes and
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strategic goals. This approach should minimize the risks of the uncertainty
of the external environment and maximize the competitive advantages of the
enterprise, create an impetus for the development of e-commerce enterprises
thanks to the synergistic effects of system management, preserve and expand
its market positions.

2. Synergistic effect analysis of the technological core subsystems
of the e-commerce enterprise management

Integrated management solutions for optimization of business
processes of e-commerce enterprises should also take into account their
internal system elements, which are related to the technological core (see
Figure 2). The synergy of the productive interaction of such internal
subsystems is capable of producing many results. In figure 3 shows the
synergistic effects of the internal management subsystems of an e-commerce
enterprise.

Increasing the quality of Improving the customer Growing trust of
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E 0 Website of
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R
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Data protection of customers, Technical protection and profits

suppliers, and staff

Figure 3. Synergistic effects of internal e-commerce enterprise
management subsystems

Source: compiled by the author.

Mechanism of protection system in interaction with databases, website
based on standardization through payment gateway tools improves the
quality of financial products provided by financial services. The organic
interaction of these elements provides simultaneous effects of client,
personnel, partner and technical protection.
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Protection of personal data, control of big data risks, comfort for
customers, partners, contractors and other stakeholders of the EC business
model are ensured.

Websites transform electronic catalogs of goods and services; expand
customer choice, opportunities for instant purchases, increasing sales and
profits. Authorization automates the process of determining the availability
of the required amounts of money on client accounts at the prepayment stage.
The authentication procedure allows you to verify the identity of the payer
and the owner of the payment card. With the help of technical protection, the
payment service is tied to the user's phone number and IP address, and
encryption protocols minimize the risks of fraud. The complex effect of
growth in the quality of financial services, better customer experience and
the trust of stakeholders’ results are increased in the sales volume and profits
of e-commerce enterprises.

3. Synergistic effect analysis of the organizational superstructure
subsystems of the e-commerce enterprise management

E-commerce enterprise system management should take advantage of
the introduction of modern technologies, in particular based on Al, to
organize an effective trade process, manage transactions, take into account
the norms of legal regulation and promote the most effective interaction of
all involved subjects. Cognitive, in particular, analytical abilities of managers
lead to the emergence of a final management decision as a result of the
interaction of the management subsystem with executive subsystems. Due
to such interaction, the management subjects expect the solution of the
current or strategic problem and the achievement of the expected results.

The ability of the e-commerce enterprise management system to
produce balanced management decisions depends on the effects of synergy,
that is, the aggregated quality products of the interaction of management
subsystems, which is much greater than the effect of the action of each
subsystem in the form of their simple sum. Awareness of this motivates
managers to respond more precisely to any changes in the market space,
productively and systematically monitoring the influence of external and
internal factors on the management model.

It is worth emphasizing that EC system management involves the
implementation of Al-based technologies to achieve a better customer
experience, find new customers, effectively manage the supply chain, increa-
se operational efficiency and reduce costs at the same time (Pallathadka
et al., 2023).

The organizational structure of the e-commerce enterprise manage-
ment system includes the following elements: HR management (work with
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personnel, planning, organization, work motivation, control, and knowledge
management); management of monetary and financial relations — which is
implemented through information technologies.

In Figure 4 shows the synergistic effects of the subsystems of the
organizational superstructure of the e-commerce enterprise management.

|
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Figure 4. Synergistic effects of the organizational superstructure subsystems
of the e-commerce enterprise management

.\/

Source: compiled by the author.

In combination with the effect of information technologies, personnel
management in EC companies is being improved; new forms of recruitment,
training, in particular outsourcing, outstaffing, and leasing, coaching,
headhunting of personnel — reach a new and higher level of development. An
automated personnel management information system, professionally
oriented software and hardware complexes containing new technical tools of
digitization and informational organizational forms of human resources
management are being formed. In addition, the effectiveness of such
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management should entirely depend on the employees' awareness of their
own contribution to the overall result and the degree of compliance with the
company's goals. Staff motivation should include not only monetary rewards,
but also giving them the opportunity to express their own ideas and
expectations regarding the implementation of the company's strategic goals.

At the same time, the effectiveness of monetary and financial relations
increases through the formation of a new ecosystem of financial business:
payments are accelerated, their commission costs are reduced, access to
financial transactions from various digital devices is expanded, instant
identification of clients and personalization of financial services occurs. Al
improves the quality of financial accounting and resource integration of
electronic trading platforms. Traditional financial products are rapidly migrating
to the Internet, forming a new financial business model of capital movement,
electronic payments, online investments and information services.

The synergy of the effects of such improved management of personnel
and financial relations ensures greater flexibility of business processes,
growth of turnover and, accordingly, profits.

Conclusions

EC's circular business model is based on the principle of self-
reproduction and ensures the deepening of the qualitative properties of the
value proposition, the achievement of social and environmental effects
thanks to the virtualization of business processes and the optimization of the
use of resources and technologies.

The hypothesis put forward in the course of the research is confirmed:
the approach to the system management of e-commerce enterprises as a
circular internal system (technological core and organizational superstruc-
ture) contributes to an in-depth analysis of its synergistic effects. The analysis
of the source base made it possible to identify seven basic approaches to the
synergistic management of EC enterprises: organizational, digital, market,
discount, structural, marketing, scientific and educational. Through the cross-
method, the products of organic interaction of subsystems of the
technological core and the organizational superstructure of the management
system were identified: personnel database, HR portal, personnel security,
virtual payroll system, intelligent HR platforms, remote work organization,
information protection of employees, electronic registration cards, electronic
counterparty accounting programs, financial platforms with blockchain
support, deep learning algorithms, e-payment protocols, peripheral intelli-
gence, site optimization, cyber security, cryptosystem and encryption, special
knowledge and digital competencies in database management, site, security
systems, payment channels.

The synergistic effects of the e-commerce enterprises management
system are qualitative products of the organic interaction of internal and
external management subsystems, which give a much more significant result
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than the sum of the effects of the subsystems as such. This is explained by
the introduction into management of special management technologies based
on managerial talent, information technologies and artificial intelligence.

Al technologies and digital automation of e-commerce enterprise
business processes significantly improve the results of managing its labor
resources and financial and monetary relations with all stakeholders of the
business environment in which the enterprise operates. The synergistic
effects produced in the organizational superstructure as a result of
the automated management of personnel and finances increase the maneuve-
rability of the management system and its resistance to fluctuations in the
external environment, provide better labor productivity and a new, more
efficient ecosystem of financial relations. Ultimately, this will contribute to
the growth of sales volumes and profits. Synergistic effects in the techno-
logical core of the management system — the subsystem of the interaction of
databases, the website, protection systems — increase the transparency, speed
and quality of financial services, the level of client, personnel, partner and
technical protection, improve the client experience, the trust of clients and
partners, and also contribute to growth profits in the long term.

The scientific contribution consists in the development of a new
conceptual approach to the analysis of synergistic effects in the management
of e-commerce enterprises in the context of a circular business model;
the practical value of the research results is in the possibility of implementing
this approach for the development of management strategies and increasing
the efficiency of business process management of e-commerce enterprises.

Prospects for further research are deepening the analysis of the
assessment of synergistic effects of the management system of e-commerce
enterprises and the development of a criterion approach to their assessment.
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