
42 ISSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2024. № 2

 

 

ENTERPRISE 
 

 
 

0 

TSILVIK Oleg,  
Master, Postgraduate 
Student at the Department  
of Management 
State University of Trade and Economics 
19, Kyoto St., Kyiv, 02156, Ukraine 
 
ORCID: 0000-0002-6652-7193 
o.tsilvik@knute.edu.ua 
 

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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СИСТЕМНИЙ МЕНЕДЖМЕНТ 
ПІДПРИЄМСТВ ЕЛЕКТРОННОЇ 

КОМЕРЦІЇ 
 

Сучасний системний менеджмент має у 
своєму арсеналі низку інструментів для ефек-
тивного проєктування управління підпри-
ємствами на основі цифрових технологій і 
штучного інтелекту. Синергія підсистем управ-
ління підприємств електронної комерції (ПЕК) 
спроможна забезпечити формування ефекту 
росту гнучкості бізнесу до зміни умов зов-
нішнього середовища, оптимізувати бізнес-
процеси та позитивно впливати на поведінку 
онлайн-покупців. Метою статті є визначення 
ролі синергетичних впливів системи менедж-
менту підприємств електронної комерції в 
контексті циркулярної бізнес-моделі. Висунуто 
гіпотезу, що синергетичні впливи управління 
ПЕК доцільно розглядати через його аналіз як 
циркулярної інтернальної системи, яка склада-
ється з внутрішніх і зовнішніх підсистем. 
Обґрунтовано сутність циркулярної бізнес-
моделі ПЕК. Визначено концептуальні підходи 
до змісту синергетичного менеджменту. 
Запропоновано розглядати системний ме-
неджмент ПЕК як циркулярну самовідтво-
рювану систему, що має внутрішню (техноло-
гічне ядро) і зовнішню (організаційна над-
будова) підсистеми. Розкрито зміст синерге-
тичних ефектів за ознаками їх формування. На 
основі перехресного підходу до підсистем ядра 
й надбудови виявлено продукти їх органічної 
взаємодії. Шляхом впровадження технологій 
на основі штучного інтелекту (ШІ) та через 
поєднання з дієвими управлінськими техно-
логіями такі продукти спроможні формувати 
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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. 

синергетичні ефекти, що приведуть до покра-
щення якості ціннісних пропозицій, зростання 
клієнтської довіри, збільшення товарообороту 
і прибутків. Доведено, що системний підхід до 
менеджменту ПЕК ґрунтується на синерге-
тичній взаємодії елементів зовнішньої 
(управління людськими ресурсами, знаннями, 
інформаційними технологіями, фінансово-
грошовими відносинами) та внутрішньої 
(управління системами технічного захисту, 
захисту даних клієнтів, персоналу, контра-
гентів, вебсайтом, базами даних) підсистем. 
Поглиблення наукового аналізу інструмен-
тарію електронної комерції має практичне 
значення для розробки стратегічно вірних 
управлінських рішень з огляду на диверсифі-
кацію ризиків втрати ринкової позиції, 
скорочення обсягів продажу та послаблення 
конкурентних переваг. Концептуалізація синер-
гетичних ефектів системного менеджменту 
ПЕК удосконалить процеси аналізу сфери 
електронної комерції на макро- та мегаеконо-
мічному рівнях і прогнозування економічного 
зростання галузі. 

 
Ключові слова: синергетичні впливи, си-

нергетичний менеджмент, циркулярна бізнес-
модель, технологічне ядро, організаційна над-
будова, органічна взаємодія. 

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

Introduction  
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).  



ENTERPRISE  

 

44 ISSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2024. № 3

 

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 (Li & 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, IT 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). 

 
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 essence 
Sign Conceptual approach The essence of synergistic management 

Dynamic 
connections 

Organizational 
(Hrybyk, 2008; 

Shevtsova, 2012) 

Management of synergistic effects due to the 
change in the behavior of the management 
system and the mechanism of self-organization 
through nonlinear dynamic relationships 

The influence of 
digital 
technologies 

Digital (Blake et al., 
2004) 

The natural result of the digital transformation 
of the business model and the increase in the 
efficiency of business relations 

Market share Market (Garzella & 
Fiorentino, 2017) 

Managing synergies to capture market niches 
and target mergers and acquisitions. 

Discounting of 
financial flows 

Discount  
(Feix, 2020; Bai et al., 

2023) 

Determination of the present value of excess 
financial flows 

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 elements1. 

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 
is important for its analysis at the macro- and mega-economic levels and 
forecasting the economic growth of this industry. The system management  

                                                           
1 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). 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

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

 
Source: compiled by the author. 
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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. 

 

 
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. 

 

Data protection of customers, 
suppliers, and staff 

Technical protection 
 

Growth in sales  
and profits 

 

Increasing the quality of 
financial services 

Improving the customer 
experience 

Growing trust of 
stakeholders 

 
Database 

 

 
Website of  

an e-commerce 
company 

 St
an

da
rd

s  
Protection  

system 

 
Financial services 

 Payment gateway 
 

 
Authorization 

 
Authentication 



ENTERPRISE 

 

ISSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2024. № 3 51 
 

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 AI, 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 AI-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. 

 
Figure 4. Synergistic effects of the organizational superstructure subsystems  

of the e-commerce enterprise management 
Source: compiled by the author. 
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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. AI 
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. 

AI 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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