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Abstract  

This study investigated how consumer perceptions, 
integrated marketing communication (IMC), and the 
whole e-commerce landscape were affected by TikTok 
Shop's relaunch. Customers were drawn to the 
platform's apparent novelty as a result of the relaunch's 
increased curiosity. Customer preferences changed as a 
result of improved features that increased confidence in 
TikTok Shop's dependability. IMC was essential in 
deliberately boosting brand awareness using a variety of 
platforms, including influencer marketing and short-
form films. This promoted a captivating customer 
experience and raised awareness and comprehension of 
the relaunch. Significant investment beyond TikTok 
Shop demonstrated dedication to e-commerce 
innovation, resulting in increased competition and 
industry-wide improvements. The strategic investment 
made by TikTok served as a catalyst, encouraging 
collaborations and platform innovation that could 
change the dynamics of e-commerce. TikTok's 
dedication, in short, launched the e-commerce industry 
as a whole into an exciting new era of opportunities. 
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1. Introduction 

The e-commerce landscape is constantly changing, impacted by rapid advances in digital 

technology and shifting customer behaviours. In this changing environment, TikTok Shop, a 

major operator, temporarily shut down its virtual doors on October 4, 2023. However, in an 

unexpected and smart move, the platform relaunched on December 12, 2023, timed to coincide 

with National Online Shopping Day. This resurgence, backed by a significant investment of 
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more than US$1.5 billion (approximately Rp23.27 trillion), not only demonstrates TikTok 

Shop's resilience but also highlights the critical role of integrated marketing communication 

(IMC) in the success of modern e-commerce businesses. This research aims to explore fully 

the ramifications of TikTok Shop's relaunch. 

The reopening of TikTok Shop raises several fascinating research questions, each acting 

as an important area of investigation. First and foremost, the relaunch raises questions about 

its impact on consumer perceptions and behaviours in the dynamic e-commerce market. As 

its second research objective, the study tries to identify the unique contributions of integrated 

marketing communication to the strategic rebirth of TikTok Shop. Finally, the study 

investigates the broader ramifications of TikTok's significant financial commitment, including 

its role in altering the e-commerce environment. Addressing these research issues becomes 

critical for developing a detailed understanding of the complex dynamics that shape the 

modern e-commerce ecosystem. 

This study aims to understand the various consequences of TikTok Shop's relaunch, 

including its intricate interplay with consumer behaviour, integrated marketing 

communication tactics, and the transformative influence of financial investments. The 

findings of this extensive analysis aim not only to improve scholarly understanding of e-

commerce dynamics but also to provide practical counsel for firms and governments 

navigating the ever-changing landscape of digital commerce. The diverse structure of this 

study makes it a valuable resource with the ability to affect both theoretical discussions and 

practical implementations in the ever-changing world of e-commerce. 

1.1. Research Problems 

In the ever-changing world of e-commerce, TikTok Shop's temporary closure and 

subsequent strategic relaunch have revealed a plethora of intriguing research questions. First 

and foremost, the relaunch invites an investigation of its enormous impact on consumer 

perceptions and behaviours in the rapidly evolving e-commerce sector. Understanding how 

the reopening affects customer choices, preferences, and interactions in this fast-changing 

world is an important component of our study. The second research challenge focuses on the 

unique contributions of integrated marketing communication (IMC) to TikTok Shop's 

strategic rebirth. Analyzing IMC's role in increasing brand visibility, engaging customers, and 

delivering a consistent message across several media will reveal the strategic intricacies that 

were critical to the platform's triumphant return. 

Furthermore, the study delves into the broader ramifications of TikTok's significant 

financial commitment, revealing its role in altering the e-commerce environment. 

Investigating how this major financial commitment influences industry-wide competition, 

inspires innovation among other platforms, and promotes collaborations and partnerships 

will provide complete insights into the transformative impact of financial investments in the 

e-commerce domain. 

Addressing these research issues is critical because it will lead to a more nuanced 

understanding of the complex forces that shape the modern e-commerce ecosystem. This 

study seeks to bridge the gap between theoretical ideas and actual applications by 

investigating the various ramifications of TikTok Shop's relaunch, providing vital insight for 

businesses and policymakers navigating the changing landscape of digital commerce.  The 

research's comprehensive nature positions it as a valuable resource with the potential to shape 
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discussions, inform strategies, and drive advancements in the ever-evolving realm of e-

commerce.  

1.2. E-Commerce Evolution 

The digital revolution has revolutionized consumer behaviour and expectations, causing 

a considerable evolution in e-commerce (Gefen et al., 2003). The introduction of information 

technologies and the transition to the digital economy have accelerated the global growth of 

e-commerce (Gusarova et al., 2021). This transition has had an influence not just on businesses, 

but also on consumers who want hassle-free purchase experiences (Amiruddin & Romdhony, 

2020). As a result, a variety of variables have influenced the expansion of e-commerce, 

including technological advancements, government subsidies, and the use of logistics 

automation technologies (Guo et al., 2021; Liu & Lixia, 2022; Halibas et al., 2023). growth of 

the sector (Cloete & Doens, 2008; Budiarti & Akbar, 2021).  

The impact of e-commerce extends beyond business operations, influencing various 

aspects of society, including start-up ecosystems, agricultural practices, and manufacturing 

clusters (Alyoubi et al., 2020; Altarturi et al., 2023; Qiu & Yang, 2021). Furthermore, the 

adoption of e-commerce has been instrumental in enhancing customer and consumer 

relationship management, thereby contributing to the development of e-business strategies 

(Kondepudi, 2017). The Chinese government's establishment of a policy system adapted to 

the characteristics of cross-border e-commerce reflects the need for sustainable policy 

frameworks to support the growth of e-commerce (Su et al., 2019). The evolution of e-

commerce has also been accompanied by challenges, such as credit problems and the 

identification of e-commerce-related threats, emphasizing the importance of addressing 

security and financial issues in the digital marketplace (Haruna et al., 2020; Zhang & Zheng, 

2022). Additionally, the readiness of e-commerce to support SMEs in various sectors, 

including tourism and globalizing business environments, highlights the potential for e-

commerce to drive economic growth and competitiveness (Lubis et al., 2019; Savrul et al., 

2014). The evolution of e-commerce platforms has also been influenced by the increasing 

popularity of the Social Web, leading to the transition of e-commerce transactions to social 

web services (Lackermair, 2015).  

Furthermore, the development of intelligent e-vendor relationship management has 

enhanced global B2C e-commerce ecosystems, offering convenience and individualized 

products and services to consumers (Lam et al., 2021). However, the evolution of e-commerce 

platforms has also posed challenges to traditional business models, as they face competition 

from new participants in the digital marketplace (Du, 2023). In conclusion, the evolution of e-

commerce has been shaped by technological advancements, changing consumer behaviours, 

and the emergence of new business models. While e-commerce has provided opportunities 

for global market access and enhanced customer relationships, it has also presented 

challenges related to security, credit, and competition. Understanding the multifaceted 

evolution of e-commerce is essential for businesses and policymakers to adapt their strategies 

and policies to the dynamic digital marketplace. 

1.3. Integrated Marketing Communication in E-Commerce: 

As e-commerce continues to dominate the commercial environment, effective 

communication methods have become increasingly important. Integrated Marketing 

Communication (IMC) emerges as a critical component in the success of e-commerce 
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businesses. This literature study examines existing research and scholarly works, 

emphasizing the importance of IMC in increasing brand awareness, engaging consumers, and 

developing long-term connections in the competitive world of e-commerce. Integrated 

Marketing Communication is a strategy technique that entails seamlessly integrating 

numerous communication platforms to present a coherent and effective brand message 

(Kitchen & Schultz, 1999). 

In the e-commerce world, this entails coordinating efforts across several channels such as 

social networking, email marketing, content production, and advertising to establish a 

consistent brand image. In the e-commerce business, where consumers are bombarded with 

options, having a cohesive and consistent brand presence is essential. IMC is critical in 

developing a consistent brand image that resonates across several channels, resulting in 

increased brand visibility (Schultz & Schultz, 2016). Duncan and Moriarty (1998) found that a 

strong and recognizable brand presence can considerably affect consumer perceptions and 

decisions in the online shopping environment. Engagement is at the heart of successful e-

commerce initiatives, and IMC assists in reaching this goal. Through the integration of many 

communication channels, such as interactive website elements and social media through the 

integration of diverse communication channels, such as interactive website features, social 

media interactions, and personalized content, IMC facilitates meaningful engagement with 

consumers (Smith, Berry, & Pulford, 2002). By creating a consistent and interactive brand 

experience, IMC contributes to capturing and maintaining consumer attention in the highly 

competitive digital marketplace. 

Building long-term relationships with customers is critical for the success of e-commerce 

businesses. IMC strategies that focus on relationship-building initiatives help to increase 

customer loyalty and retention (Schultz, 1991). Kitchen and Schultz (2001) found that 

continuous and coordinated communication is critical for creating trust and rapport with 

consumers, which leads to long-term brand loyalty in the e-commerce scenario. The e-

commerce sector is marked by fierce rivalry, needing novel techniques to stand out in a 

crowded market. IMC, with its emphasis on integration and consistency, offers a strategy 

framework for overcoming the problems of the competitive e-commerce market (Percy & 

Rosenbaum-Elliott, 2012). The literature suggests that a well-executed IMC strategy can serve 

as a competitive advantage, enabling e-commerce businesses to differentiate themselves and 

effectively communicate their value proposition (Smith, 2008). 

2. Research Methods 

Qualitative research plays a critical role in uncovering the intricacies inherent in e-

commerce's revolutionary landscape, with a focus on TikTok Shop and the integration of 

marketing communication. Focusing on the human dimension, qualitative research is useful 

in understanding the perceptions, motives, and experiences of those involved in this 

groundbreaking e-commerce initiative. In contrast to quantitative data, qualitative methods 

allow for in-depth analysis, capturing nuanced insights that go beyond numerical measures. 

Researchers using qualitative methods can find underlying reasons and complicated 

dynamics that quantitative data may miss, resulting in a more comprehensive understanding 

of TikTok Shop's impact on e-commerce. In-depth interviews, focus group discussions, social 

media content analysis, observational research, and theme analysis of user input are all key 

qualitative research approaches for this inquiry. These techniques contribute to a thorough 
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understanding of the qualitative elements that influence the evolution of e-commerce on 

platforms such as TikTok Shop (Creswell & Creswell, 2017; Patton, 2015; Miles et al., 2019). 

Using these tools, researchers can unearth the deep interaction of human experiences and 

motivations, adding to the story of marketing communication's integration into the dynamic 

world of e-commerce. This study used in-depth interviews, observation, and theme analysis 

of user feedback. 

In-depth interviews with key stakeholders, such as consumers, marketing professionals, 

and TikTok Shop representatives, revealed nuanced insights into their viewpoints and 

experiences. These interviews looked into the motivations for TikTok Shop's relaunch, the 

perceived impact of IMC techniques, and the obstacles and possibilities that arose. Open-

ended questions allow academics to elicit complex narratives that contribute to a 

comprehensive knowledge of the e-commerce revolution. Observing consumer behaviour on 

the TikTok Shop platform and analyzing interaction patterns can provide useful qualitative 

insights. Researchers can look into how people navigate the site, interact with content, and 

respond to IMC aspects. This observational technique gives a contextual knowledge of 

customer interactions and throws light on TikTok Shop's use of marketing communication to 

shape user experiences. 

Collecting and analyzing user feedback, reviews, and testimonials is a qualitative way to 

determine the impact of TikTok Shop's relaunch. Thematic analysis can help find repeating 

themes in user input, categorize sentiments, and uncover underlying trends. This method 

provides a systematic approach to investigating the qualitative elements of user experiences 

and attitudes of TikTok Shop's efforts. 

3. Result and Discussion  

3.1. Impact on Consumer Perceptions and Behaviors: 

TikTok Shop's relaunch piques consumers' interest and curiosity, encouraging them to 

explore the platform more thoroughly. This fresh interest stems from the idea that TikTok 

Shop has matured into a more inventive and interesting e-commerce option, potentially 

leading to a change in consumer preferences. The impact goes beyond basic curiosity and 

influences consumer trust in TikTok Shop. Enhanced features and upgrades offered during 

the relaunch contribute to a higher sense of the platform's dependability, which influences 

consumer attitudes and behaviours in the e-commerce sector. 

TikTok Shop's relaunch success is dependent on the execution of integrated marketing 

communication (IMC), a strategic method that increases brand visibility across several 

channels. By maintaining a consistent and captivating message, IMC strengthens TikTok 

Shop's position in the competitive e-commerce landscape. The use of various communication 

channels, such as short-form films and influencer marketing, is critical in creating an engaging 

and dynamic consumer experience. These IMC techniques, in turn, raise consumer knowledge 

and understanding of TikTok Shop's relaunch, which influences their propensity to explore 

and transact. 

Beyond the immediate scope of TikTok Shop, TikTok's significant investment 

demonstrates a clear commitment to innovation in the e-commerce market. This commitment 

has the potential to spread throughout the industry, encouraging other e-commerce platforms 

to improve their services and overall customer experiences. As a result, this financial 

commitment increases competition among e-commerce platforms, forcing them to 
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differentiate themselves and provide better value propositions to customers. The 

transformative impact of TikTok's investment extends beyond individual platforms, with the 

potential to foster industry-wide collaborations, partnerships, and the emergence of new 

trends as stakeholders respond to TikTok's significant commitment to reshaping the e-

commerce landscape. 

3.2. Role of Integrated Marketing Communication: 

The makeover of TikTok Shop presents a renewed and lively appearance, attracting the 

attention of consumers and generating good perceptions. TikTok Shop emerges as a 

trendsetter, influencing consumer expectations and preferences for interactive and visually 

appealing e-commerce platforms. The refreshed image displayed during the relaunch piques 

consumer interest while also having the potential to affect broader attitudes, potentially 

leading to a major shift in total online shopping behaviours. 

Integrated marketing communication (IMC) is critical to ensure that TikTok Shop's brand 

messaging remains consistent and compelling throughout its relaunch. IMC techniques help 

to maintain a consistent brand image by presenting TikTok Shop as a united and engaging 

platform. 

The strategic use of several communication channels, such as social media, short-form 

films, and influencer marketing, helps to increase brand visibility and consumer engagement. 

IMC's vital role goes beyond communication strategies; it actively constructs the story 

surrounding TikTok Shop's relaunch, affecting consumer views and creating a good and 

memorable brand identity, which is critical for long-term success. 

TikTok's huge investment demonstrates a commitment to improving the e-commerce 

experience, with the potential to set new industry benchmarks. Beyond TikTok Shop, this 

huge financial commitment serves as a catalyst, encouraging other e-commerce platforms to 

develop and improve their services to remain competitive in a rapidly changing landscape. 

The broader implications encompass the potential for industry-wide collaborations, 

partnerships, and the emergence of novel trends, all driven by the transformative influence of 

TikTok's substantial financial commitment to reshaping and redefining the contours of the e-

commerce sector. 

3.3. Broader Implications of Investment 

TikTok's huge investment in the relaunch expands its reach far beyond its platform, 

having a significant impact on the broader e-commerce landscape. Financial data and expert 

interviews provide insights into the investment's broader implications. Among the 

repercussions are increased levels of rivalry, as the infusion of significant capital drives other 

e-commerce businesses to strengthen their strategy and services. Furthermore, the investment 

encourages the formation of dynamic industry relationships, potentially redefining the 

collaborative environment of e-commerce. 

Beyond the financial consequences, TikTok's significant investment indicates the 

possibility for a paradigm shift in the underlying mechanisms that drive e-commerce. The 

influx of capital not only raises the stakes for individual platforms but also sparks a collective 

rethinking of industry norms and standards. This revolutionary influence has the potential to 

revolutionize the way e-commerce operates, promoting innovation and pushing boundaries 

to build a more robust and competitive ecosystem. In essence, TikTok's strategic investment 
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in the relaunch acts as a catalyst for a variety of developments, moving the whole e-commerce 

sector into a new era of opportunities and joint partnerships. 

4. Conclusion 

In conclusion, the purpose of this study was to provide a full understanding of the crucial 

role of integrated marketing communication (IMC) in the e-commerce revolution. The 

relaunch of TikTok Shop is an instructive case study, demonstrating the complex relationships 

between consumer perceptions, IMC strategies, and significant financial investments that 

contribute to altering the e-commerce industry. The findings of this study have larger 

implications, appealing to academics, practitioners, and policymakers alike, as they provide 

essential perspectives for navigating the dynamic and continually changing character of 

modern e-commerce ecosystems. 

The analysis of TikTok Shop's relaunch as a case study provides a comprehensive look at 

how IMC, consumer perceptions, and financial investments interact to determine the 

trajectory of e-commerce platforms. By investigating these links, the study not only adds to 

academic knowledge but also provides practitioners with usable insights. For academics, the 

findings add to the existing body of information on the revolutionary potential of IMC in the 

e-commerce area, encouraging a better understanding of the synergies that drive success in 

this digital age. 

Furthermore, the study's consequences extend beyond academia to practitioners and 

policymakers involved in the e-commerce sector. The findings on the linked dynamics of 

consumer perceptions, IMC tactics, and financial investments provide practical advice for 

organizations looking to succeed in the competitive e-commerce landscape. Understanding 

the shifting nature of these dynamics can help policymakers develop regulations that promote 

innovation and long-term success in the e-commerce business. In summary, this research aims 

to serve as a catalyst for educated decision-making among diverse stakeholders, adding 

valuable insights to the ongoing discussion about the e-commerce revolution. 

This study offers valuable insights, but numerous opportunities for future research exist. 

A longitudinal analysis could monitor the enduring effects of TikTok Shop's relaunch over an 

extended period. Comparative studies with other e-commerce platforms would shed light on 

the distinctive contributions of TikTok's integrated marketing communication (IMC) 

strategies. Further exploration could delve into the evolving role of social media platforms, 

unravelling their impact on consumer behaviours and trends in the e-commerce landscape. 

References 

Altarturi, H., Nor, A., Jaafar, N., & Anuar, N. (2023). A bibliometric and content analysis of 

technological advancement applications in agricultural e-commerce. Electronic 

Commerce Research. https://doi.org/10.1007/s10660-023-09670-z 

Alyoubi, B., Alharbi, I., Alyoubi, A., Qaffas, A., & Almazmomi, N. (2020). Management of e-

commerce: impact on start-up ecosystem. Marketing and Management of Innovations, 

(2), 247-255. https://doi.org/10.21272/mmi.2020.2-18 

Amiruddin, B. and Romdhony, D. (2020). A study on the application of automation 

technology in logistics and its effect on e-commerce.. 

https://doi.org/10.31224/osf.io/vs9yg 

https://doi.org/10.59889/ijembis.v3i3.329


Revolutionizing E-Commerce: TikTok Shop and Power of Integrated Marketing Communication 
Berewot, & Ariyani 

 https://doi.org/10.59889/ijembis.v3i3.329          Page 153 of 154    

Budiarti, I. and Akbar, A. (2021). E-commerce for the development of small and medium 

enterprises. International Journal of Research and Applied Technology, 1(2), 13-17. 

https://doi.org/10.34010/injuratech.v1i2.5906 

Cloete, E. and Doens, M. (2008). B2b e-marketplace adoption in South African agriculture. 

Information Technology for Development, 14(3), 184-196. 

https://doi.org/10.1002/itdj.20105 

Creswell, J. W., & Creswell, J. D. (2017). Research Design: Qualitative, Quantitative, and Mixed 

Methods Approaches. Sage Publications. 

Du, S. (2023). Symbiosis evolution of e-commerce platform ecosystem with cooperative and 

competitive effect: an extended population density logistic model-based simulation. 

Modelling and Simulation in Engineering, 2023, 1-17. 

https://doi.org/10.1155/2023/2472618 

Duncan, T., & Moriarty, S. E. (1998). A Communication-Based Marketing Model for Managing 

Relationships. Journal of Marketing, 62(2), 1-13. 

Gefen, D., Karahanna, E., & Straub, D. (2003). Inexperience and experience with online stores: 

the importance of tam and trust. Ieee Transactions on Engineering Management, 50(3), 

307-321. https://doi.org/10.1109/tem.2003.817277 

Guo, Y., Gong-li, L., & Hou, G. (2021). Research on the evolution of the express packaging 

recycling strategy, considering government subsidies and synergy benefits. International 

Journal of Environmental Research and Public Health, 18(3), 1144. 

https://doi.org/10.3390/ijerph18031144 

Gusarova, S., Gusarov, I., & Smeretchinskiy, M. (2021). E-commerce trends and opportunities 

in brics countries. SHS Web of Conferences, 93, 04012. 

https://doi.org/10.1051/shsconf/20219304012 

Halibas, A., Nguyen, A., Akbari, M., Akram, U., & Hoang, M. (2023). Developing trends in 

showrooming, webrooming, and omnichannel shopping behaviors: performance 

analysis, conceptual mapping, and future directions. Journal of Consumer Behaviour, 

22(5), 1237-1264. https://doi.org/10.1002/cb.2186 

Haruna, S., Akinyede, R., & Kehinde, B. (2020). Neuro-fuzzy data mining system for 

identifying e-commerce related threats. Malaysian Journal of Computing, 5(2), 537. 

https://doi.org/10.24191/mjoc.v5i2.8642 

He, H. and Zhu, L. (2020). Online shopping green product quality supervision strategy with 

consumer feedback and collusion behavior. Plos One, 15(3), e0229471. 

https://doi.org/10.1371/journal.pone.0229471 

Kitchen, P. J., & Schultz, D. E. (1999). A Multi-Country Comparison of the Drive for IMC. 

Journal of Advertising Research, 39(1), 21-38. 

Kitchen, P. J., & Schultz, D. E. (2001). A Response to the Call for Reconceptualising 

Advertising. Journal of Advertising Research, 41(5), 51-53. 

Kondepudi, K. (2017). Customer and consumer relationship management towards e-business 

strategies. International Journal of Research -Granthaalayah, 5(2), 357-362. 

https://doi.org/10.29121/granthaalayah.v5.i2.2017.1747 

Lackermair, G. (2015). Detecting microblogging communication strategies used by online 

retailers. Anwendungen Und Konzepte Der Wirtschaftsinformatik, (3), 6. 

https://doi.org/10.26034/lu.akwi.2015.3162 

https://doi.org/10.59889/ijembis.v3i3.329
https://doi.org/10.29121/granthaalayah.v5.i2.2017.1747


Revolutionizing E-Commerce: TikTok Shop and Power of Integrated Marketing Communication 
Berewot, & Ariyani 

 https://doi.org/10.59889/ijembis.v3i3.329          Page 154 of 154    

Lam, H., Tsang, Y., Wu, C., & Chan, C. (2021). Intelligent e-vendor relationship management 

for enhancing global b2c e-commerce ecosystems. Journal of Global Information 

Management, 29(3), 1-25. https://doi.org/10.4018/jgim.2021050101 

Liu, Z. and Lixia, Z. (2022). Game analysis on the influence of participants’ psychology on 

value co-creation in community e-commerce platform supply chain. Computational 

Intelligence and Neuroscience, 2022, 1-17. https://doi.org/10.1155/2022/4684068 

Lubis, A., Lumbanraja, P., & Hasibuan, B. (2019). E-commerce readiness to support smes in 

tourism area: case of north Sumatera.. https://doi.org/10.4108/eai.8-10-2018.2288732 

Miles, M. B., Huberman, A. M., & Saldana, J. (2019). Qualitative Data Analysis: A Methods 

Sourcebook. Sage Publications. 

Patton, M. Q. (2015). Qualitative Research & Evaluation Methods: Integrating Theory and 

Practice. Sage Publications. 

Percy, L., & Rosenbaum-Elliott, R. (2012). Strategic Advertising Management. Oxford, UK: 

Oxford University Press. 

Qiu, L. and Yang, L. (2021). The research of co-evolution mechanisms between cross-border 

e-commerce and manufacturing cluster: an agent-based model. E3s Web of Conferences, 

235, 03048. https://doi.org/10.1051/e3sconf/202123503048 

Savrul, M., Incekara, A., & Şener, S. (2014). The potential of e-commerce for SMEs in a 

globalizing business environment. Procedia - Social and Behavioral Sciences, 150, 35-45. 

https://doi.org/10.1016/j.sbspro.2014.09.005 

Schultz, D. E. (1991). Integrated marketing communications: Maybe definition is in the point 

of view. Marketing News, 25(14), 4. 

Schultz, D. E., & Schultz, H. F. (2016). IMC, new media and the changing role of the consumer. 

Journal of Direct, Data and Digital Marketing Practice, 17(4), 241-250. 

Smith, A. N. (2008). Marketing Communications: Critiques and Challenges. In Handbook of 

Consumer Behavior, Tourism, and the Internet (pp. 272-288). Routledge. 

Smith, A. N., Berry, C., & Pulford, A. (2002). Strategic segmentation in digital, direct markets. 

European Journal of Marketing, 36(1/2), 230-248. 

Sofyan, M., & Fantini, E. (2021). Magetan Regency MSME Strategy in The New 

Normal. INTERNATIONAL JOURNAL OF ECONOMICS, MANAGEMENT, BUSINESS, 

AND SOCIAL SCIENCE (IJEMBIS), 1(1), 121-125. 

Su, W., Wang, Y., Lan, Q., Zeng, S., Baležentis, T., & Streimikiene, D. (2019). Creating a 

sustainable policy framework for cross-border e-commerce in China. Sustainability, 11(4), 

943. https://doi.org/10.3390/su11040943 

Zhang, H. and Zheng, X. (2022). E-commerce credit network control strategy from a critical 

perspective. Mathematical Problems in Engineering, 2022, 1-9. 

https://doi.org/10.1155/2022/7010020 

 

 

https://doi.org/10.59889/ijembis.v3i3.329

