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Abstract. In the digital economy, selecting the right e-commerce platform is a
strategic decision with significant implications for efficiency and competitive-
ness. This paper applies a hybrid decision-making framework that integrates the
Analytic Hierarchy Process (AHP) and Net Worth Analysis (NWA) to evaluate five
popular e-commerce platforms: Magento, WooCommerce, Shopify, PrestaShop,
and OpenCart. AHP was used to derive weights for evaluation criteria, while
NWA incorporated expert assessments of alternatives. Results indicate that se-
curity (32%) and functionality (25%) are the most critical factors, followed by
maintenance costs (14%) and scalability (11%). The ranking shows Magento as
the leading platform (0.575), excelling in security and functionality, while Woo-
Commerce (0.567) is highly flexible and Shopify (0.563) stable though less cus-
tomizable. PrestaShop (0.505) and OpenCart (0.496) scored lower, making them
suitable for smaller businesses. The contribution of this study lies in the inte-
gration of AHP-derived weights into the NWA framework under a dual expert
panel structure, ensuring methodological independence and reducing bias. This
hybrid approach offers both practical implications for digital business strategy
and theoretical insights into combining hierarchical and network-based MCDM
methods, thereby addressing a research gap in e-commerce software evaluation.
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1. Introduction

In today’s business environment, digitalization and technological development have signifi-
cantly transformed how companies operate, communicate with clients, and deliver products
and services (Ritter & Pedersen, 2020). E-commerce, as one of the key segments of the
digital economy, has become an essential part of business strategies, enabling companies to
reach global markets, provide 24/7 product availability and deliver personalized user interac-
tions (Rosario & Raimundo, 2021). Its popularity and economic importance continue to grow
thanks to advantages such as sales process automation, business flexibility and customized
user experiences. However, despite its many benefits, selecting and implementing the ap-

Copyright © 2026 The Author(s). Published by Vilnius Gediminas Technical University

This is an Open Access article distributed under the terms of the Creative Commons Attribution License (http://creativecommons.org/
licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium, provided the original author and source

are credited.


http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://orcid.org/0009-0009-0436-5641
https://orcid.org/0000-0003-1653-7091
https://orcid.org/0000-0001-9147-8103
mailto:dejan.viduka@alfa.edu.rs
https://orcid.org/0009-0001-1307-0839
https://orcid.org/0009-0008-8602-7349

Journal of Business Economics and Management, 2026, 27(1), 38-57

propriate e-commerce software solution remains a complex challenge for organizations of
all sizes (Tarafdar & Vaidya, 2006).

Various e-commerce platforms offer specific functionalities tailored to different user
needs, but their effectiveness depends on alignment with business goals, integration with
existing systems and long-term scalability (Ajiga et al., 2024). The selection process is far from
trivial, as it requires the consideration of multiple factors, including functionality, security,
compatibility with payment systems, SEO optimization, customer support and maintenance
costs. A poor choice may lead to operational limitations, increased expenses and reduced
customer satisfaction, all of which can negatively affect a company’s performance and com-
petitiveness (Abdallah et al., 2016).

Due to the complexity of this process, it is essential to apply a systematic and method-
ologically grounded approach to the evaluation of e-commerce platforms (Abdallah et al.,
2016). Multi-Criteria Decision-Making (MCDM) offers an effective framework for making deci-
sions in situations where multiple alternatives need to be compared based on various criteria
(Taherdoost & Madanchian, 2023). Methods such as the Analytic Hierarchy Process (AHP) and
Net Worth Analysis (NWA) enable quantitative and structured analysis of software solutions,
with AHP providing a hierarchical decision structure (Munier & Hontoria, 2021) and NWA
allowing for the analysis of interdependencies among criteria. By integrating these methods
into a hybrid model, it is possible to achieve a more precise and reliable evaluation of soft-
ware solutions, thereby minimizing the risk of suboptimal decisions (Bonissone et al., 2009).

Beyond technical aspects, e-commerce is not only a technological but also a strategic
business challenge (Ehikioya & Guillemot, 2020). The need to optimize business processes,
adapt to digital trends and enhance the customer experience calls for a holistic approach that
includes not only an analysis of software features but also an evaluation of market trends,
regulatory requirements and consumer expectations. Mobile commerce (m-commerce), dig-
ital marketing, Al-driven personalization and blockchain security protocols are just some
of the trends shaping the future of e-commerce and must be considered when selecting a
platform (Saket et al., 2024).

The development of a hybrid model that integrates AHP and NWA aims not only to fa-
cilitate the decision-making process but also to provide practical insights to help businesses
optimize their digital sales strategies (Sanbella et al., 2024). This paper will thoroughly ana-
lyze key criteria for evaluating software solutions, including functionality, scalability, security,
payment system integration, SEO optimization, maintenance costs and customer support. The
ultimate goal of this research is to create a reliable and applicable decision-making model
that enables companies to make informed, objective and optimal decisions when selecting
an e-commerce software solution (Li et al., 2024). In addition to its practical application, this
study also contributes to the development of multi-criteria decision-making theory, demon-
strating how different methods can be integrated into an analytical tool for supporting busi-
ness decisions. In this way, the research delivers significant value to both academic and
business communities, contributing to the improvement of digital business practices and the
application of advanced methodologies in the e-commerce sector.

The remainder of this paper is structured as follows. Section 2 provides an overview of
e-commerce platforms, outlining their key functionalities, technologies and challenges related
to software selection. Section 3 reviews the application of MCDM methods, with particular
emphasis on the AHP and NWA models and their relevance in software evaluation. Section
4 describes the research methodology, detailing the hybrid AHP-NWA framework, selection
of evaluation criteria, expert data collection process and analytical procedures. Section 5
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presents the empirical results, including the AHP weight analysis, NWA-based ranking of
e-commerce platforms and consistency checks. Section 6 discusses the key findings, theo-
retical insights, practical implications and limitations, while Section 7 concludes the paper by
summarizing the main contributions and outlining directions for future research.

2. The use of software platforms in e-commerce

In recent decades, e-commerce has become a central part of the global economy, enabling
companies to expand their business beyond physical boundaries and offer customers a con-
venient, fast and personalized shopping experience (Bilgihan et al., 2016). The development
of e-commerce platforms plays a crucial role in this process, as it allows for the automation of
sales operations, optimization of user experience and increased business efficiency (Aitazaz,
2023). Without appropriate software solutions, companies face challenges such as inefficient
order processing, poor integration with payment systems, security risks, inadequate real-time
inventory tracking, difficult customer communication and reduced capacity for data-driven
strategic decision-making (Owusu-Berko, 2025).

Therefore, choosing the right e-commerce platform is of vital importance to the success
of any digital business model (Rohn et al., 2021; Lee, 2001). Beyond technical features, the
selection of e-commerce software also influences strategic business decisions, such as the
monetization model, the level of user experience personalization, and methods of data pro-
cessing (Sheth et al., 2025). Modern trends including the rise of mobile commerce, the use
of artificial intelligence for data analysis and logistics optimization further complicate the
platform selection process (Lu, 2019). Thus, a systematic approach to evaluating software
solutions is essential to minimize risks and ensure long-term business sustainability.

This section explores the core features of e-commerce platforms, key technologies shap-
ing the industry and the importance of making optimal decisions during the software selec-
tion process.

2.1. Specific characteristics of e-commerce platforms

E-commerce platforms serve as the backbone of digital business operations, allowing compa-
nies to efficiently manage all aspects of sales and customer interaction. (Lakshmi et al., 2020).
Their functionality covers a wide range of processes, including:

= Product Management — Enables the creation, editing, categorization and inventory con-

trol of products.

= Order and Payment Processing — Integration with various payment systems allows for

secure and fast transactions.

= Customer Support — Tools such as chatbots, support centers and automated communi-

cation enhance the user experience.

= User Experience Personalization — Recommendation algorithms and data analytics allow

for tailored content delivery based on user preferences.

One of the key requirements for modern e-commerce platforms is scalability, i.e., the
ability to support business growth without performance degradation (Ehikioya & Guillemot,
2020). As e-commerce becomes increasingly competitive, companies must ensure that their
software solutions are flexible and adaptable to market changes (Chillapalli, 2022).

In addition to scalability, security and integration with external services play critical roles.
Transaction security, customer data protection and compliance with regulatory standards
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such as PCI-DSS and GDPR are decisive factors when selecting software (Wang et al., 2024).
Furthermore, modern e-commerce solutions must enable seamless integration with payment
systems, CRM tools, analytics platforms and external marketing services (Karim et al., 2024).

Considering these factors, the selection of e-commerce software is not merely a techni-
cal challenge, but also a strategic decision that impacts the long-term business goals of a
company.

2.2. Technologies used in e-commerce solutions

Technological advancements have significantly enhanced the e-commerce sector, enabling
companies to improve operational efficiency, personalize user experiences and increase trans-
action security (Bediako, 2023). Some of the most important technologies shaping modern
e-commerce solutions include cloud computing, artificial intelligence, security and fraud de-
tection technologies, SEO optimization and digital marketing.

Cloud Computing enables companies to access IT resources quickly and flexibly without
the need for large infrastructure investments, significantly increasing scalability and opera-
tional efficiency (Karamchand, 2024). Leading providers such as Amazon Web Services (AWS),
Google Cloud, and Microsoft Azure offer high availability, security and reliability key require-
ments for the successful operation of e-commerce systems. Using models like Software-as-a-
Service (SaaS), companies can access software solutions via the internet without local hosting,
simplifying maintenance, reducing costs and allowing businesses to focus on core activities.

Artificial Intelligence (Al) and Machine Learning (ML) play a crucial role in modern e-com-
merce by enabling personalized user experiences through data analysis and real-time content
adaptation (Rane et al., 2024). E-commerce platforms use Al for product recommendations,
interface personalization and targeted promotions, enhancing user engagement and satisfac-
tion. Al-based chatbots and support systems facilitate effective communication and gather
customer feedback, contributing to continuous service improvement. Additionally, ML sup-
ports demand forecasting, price optimization and fraud detection, thereby increasing security
and operational effectiveness.

Security Technologies and Fraud Detection Systems are essential components of modern
e-commerce platforms (Khurana, 2020). SSL/TLS encryption ensures secure data transmission
between users and servers, protecting sensitive information and increasing customer trust
in transaction safety (Hazra et al., 2024). Moreover, advanced Al fraud detection algorithms
recognize suspicious behavior patterns and enable timely responses to potential abuse. The
introduction of blockchain technology further enhances security and transparency by validat-
ing transactions without intermediaries, reducing operational costs and risks of manipulation.

SEO Optimization and Digital Marketing play a vital role in the success of e-commerce
platforms by improving visibility, user engagement and conversion rates (Purnomo, 2023).
Automated content optimization tools adjust keywords, metadata and page structures to
meet search engine requirements, increasing organic traffic without the need for major in-
vestments. The use of Big Data analytics allows companies to deeply analyze user behavior,
personalize marketing campaigns and offers, and make strategic decisions based on real data
(Erevelles et al., 2016). Additionally, integration with social media platforms such as Facebook
and Instagram enables direct sales and stronger user interaction (Fraccastoro et al., 2021)
contributing to brand development and increased sales performance.

The integration of these technologies into e-commerce solutions helps companies boost
conversion rates, enhance user experience and ensure data security (Saleem et al.,, 2019).
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2.3. The importance of optimizing e-commerce software selection

The choice of e-commerce software directly affects business efficiency, revenue growth and
customer satisfaction (BarSauskas et al.,, 2008). Making an inadequate decision can lead to
numerous issues, including:

= Increased operational costs — platforms with high maintenance expenses can reduce

profitability.

= Security risks — poorly protected systems may be vulnerable to cyberattacks and data

breaches.

= Poor user experience — lack of customized functionalities can decrease conversion rates

and lead to customer loss.

Therefore, a structured and methodologically grounded approach is essential for making
an optimal decision. By using MCDM methods, it is possible to analyze available options
through quantitative and objective criteria, thereby minimizing subjective factor during the
selection process (Aruldoss et al., 2013).

The following sections will present in detail the hybrid decision-making model based
on AHP and NWA methods, as well as the criteria that will enable a systematic evaluation
of e-commerce platforms. This approach provides both practical application and academic
contribution, offering companies concrete guidelines for optimizing operations in the digital
environment.

2.4. Research contributions

This research makes the following contributions:

= It develops a hybrid AHP-NWA decision-making model adapted to the evaluation of
e-commerce platforms.

= It introduces a dual expert panel structure that minimizes cognitive bias by separating
the weighting of criteria from the evaluation of alternatives.

= It provides a systematic comparison and ranking of five widely used e-commerce plat-
forms, offering practical insights for businesses.

= It contributes to MCDM theory by demonstrating how hierarchical and network-based
methods can be combined into a coherent analytical tool applicable to software selec-
tion problems.

3. Review of MCDM applications

The development of e-commerce platforms and the need to make optimal decisions regard-
ing the selection of appropriate software solutions (platforms) have stimulated numerous
studies in the field of MCDM (Lu et al., 2023). Selecting the right e-commerce software re-
quires the consideration of a large number of factors. To enable objective analysis, researchers
have developed numerous decision-making methods that support quantitative evaluation of
alternatives and informed decision-making (Aruldoss et al., 2013).

3.1. Overview of decision-making theories in the context of e-commerce

Decision-making theories provide the foundation for analytically and systematically solving
selection problems in complex environments (Gregory et al., 2012), including the evaluation
of software solutions for e-commerce. MCDM encompasses methods that allow for the as-
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sessment of multiple alternatives based on different criteria, with the assignment of appro-
priate weighting coefficients (Ayan et al., 2023).

The most commonly used MCDM methods in the field of e-commerce include:

= Analytic Hierarchy Process (AHP) — a structured method that enables hierarchical com-

parison of criteria through pairwise assessments.

= Technique for Order of Preference by Similarity to Ideal Solution (TOPSIS) — ranks alter-

natives based on their distance from the ideal and worst-case solutions.

= Decision-Making Trial and Evaluation Laboratory (DEMATEL) — used to analyze interde-

pendencies between criteria, providing better insight into how different factors influ-
ence the final decision.

= Best-Worst Method (BWM) — utilizes fewer pairwise comparisons than AHP, allowing for

quicker and more efficient analysis of criteria.

In the context of e-commerce, these methods are applied to evaluate platforms according
to parameters such as transaction security, customization flexibility, system reliability and cost
efficiency. A key challenge in applying these methods is the appropriate weighting of criteria
and consideration of interdependencies between factors, which traditional methods often fail
to adequately address.

3.2. Application of AHP and NWA models in software evaluation

AHP is one of the most popular MCDM methods, particularly in the evaluation of technolog-
ical solutions. This method enables:

= The structured breakdown of a problem into a hierarchical system of criteria and al-

ternatives.

= Pairwise comparison of criteria, where each criterion is assigned a relative weight.

= Consistency checking of decisions through the calculation of the Consistency Index (Cl)

and Consistency Ratio (CR).

Combining the AHP method with the Net Worth Analysis (NWA) method enables the in-
clusion of insights from a second expert group, consisting of 10 specialists from the software
industry and electronic business. This contributes to more objective results based on practical
experience with relevant software. The first expert group, composed of three independent
experts, defines the criteria and their interrelationships through consensus. Their work forms
the foundation for decision-making, while each group contributes according to its expertise,
integrating the model into a coherent whole.

By combining these scientific methods, it is possible to significantly improve the accuracy
of decision-making in the selection of e-commerce platforms. This integration enables a more
realistic assessment of software solutions and facilitates collaboration between two expert
groups, who in practice often struggle to reach joint objective decisions.

3.3. Research gap

Although various MCDM methods such as: AHP, TOPSIS, DEMATEL and BWM have been ap-
plied to e-commerce evaluation, prior studies often rely on a single methodology and fail to
address interdependencies among criteria. Moreover, most works focus on technical or cost-
based evaluation without considering structured integration of multiple expert perspectives.
There is limited research combining hierarchical weighting with network-based aggregation
in the context of widely adopted e-commerce platforms. This study addresses this gap by
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applying a hybrid AHP-NWA model, supported by dual expert groups, to provide both meth-
odological rigor and practical applicability in the digital economy.

4. Methodology and materials

The evaluation of e-commerce software solutions requires a systematic approach that
enables an objective and accurate assessment of various platforms. Given the complexity
of this issue, this study applies a hybrid decision-making model that combines AHP and
NWA. This combination allows for a detailed and comprehensive analysis of e-commerce
platforms.

4.1. Simplified method for assessing the relative importance of criteria (AHP-
NWA hybrid model)

It is important to note that the analysis relies exclusively on publicly available information
and expert evaluations of the selected platforms. No proprietary data or permissions from
software vendors were required, as all platforms are publicly accessible and widely docu-
mented in practice. The AHP-NWA hybrid model consists of seven main steps that provide a
quantitative assessment of criteria and the ranking of alternatives.

4.1.1. Analytic hierarchy process (AHP) method

The Analytic Hierarchy Process (AHP) is a structured decision-making method that helps
determine the relative importance of criteria and evaluate alternatives (Albayrak & Erensal,
2004). AHP enables pairwise comparison of both criteria and alternatives, with a consistency
check to ensure the reliability of the results (Martinez et al., 2014). This method is particularly
effective for solving complex decision-making problems involving multiple criteria and is
widely used across various fields.

Step 1. Defining the Problem and Forming the Hierarchical Structure

The decision-making problem is decomposed into a hierarchy consisting of:

Goal: The overall objective of the decision-making process.

Criteria: Key factors influencing the decision, denoted as C,, C,, ..., C

Alternatives: The possible options being evaluated.

Step 2. Pairwise Comparison of Criteria

The relative importance of the criteria is assessed through pairwise comparisons. Deci-
sion-makers assign numerical values to express the importance of one criterion over another,
using Saaty's scale (values from 1 to 9, where 1 indicates equal importance and 9 indicates
extreme importance) (Beynon, 2002). The pairwise comparison matrix A is constructed as
follows:
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Step 3. Normalization of the Pairwise Comparison Matrix
Each element of the pairwise comparison matrix A is divided by the sum of its respective

column to obtain the normalized matrix A, :

Skl 2 . _ %n
n n n
W S N
Zi=1 i =112 =1 "
vy 3 . @
n n n
Anorm = z ay Z a3, Z an | 2)
i=1 =1 i=1
a1 %2 . @nn
n n n
5 S T
_Zi=1 i =112 i=1 " |

Step 4. Calculation of Priority Weights
The relative weight w; of each criterion is obtained by computing the average value of
each row in the normalized matrix:

n

Z A71Anorm,ij
W= i=12.n. 3

Step 5. Consistency Check
Calculation of the consistency vector W:

W = Aw. )

Multiply the original comparison matrix by the weight vector.
Calculation of the Consistency Index (CI):

C1= tma =", 5)
n—-1
(W w
Max = Zi=1(n )' (6)

where An.x is the principal eigenvalue and n is the number of criteria.
Calculation of the Consistency Ratio (CR):

_a

CR ,
RI

(N
where, Rl is the Random Index based on the size of the matrix n. A CR value below 0.1 is
considered acceptable.

Step 6. Evaluation of Alternatives

The alternatives are evaluated using the same pairwise comparison and weight calculation
procedure within each criterion. The final ranking is determined by aggregating the weighted
scores of the alternatives. This systematic approach ensures that the decision-making process
is rational and consistent, enabling the selection of optimal solutions.
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4.1.2. NWA (Net Worth Analysis)

NWA is a multi-criteria decision-making approach based on analyzing the network rela-
tionships among decision elements (Marinovi¢ et al., 2025.). Unlike traditional hierarchical
methods such as AHP, which assume a linear structure of criteria, NWA allows modeling of
interdependencies and feedback loops that may occur in complex systems. In this way, NWA
introduces a higher level of realism in situations where criteria are not independent, but
instead interwoven and mutually reinforcing.

Step 7. Final Evaluation of Software

The final values, taking into account the significance factors, are calculated according to

the following equation:
N= Zgj Ny 8)

4.2. Criteria for evaluating e-commerce software solutions

The evaluation of e-commerce platforms in this study is based on seven key criteria, which
are presented in Table 1 together with their use in previous research.

Table 1. Criteria for evaluating e-commerce platforms and supporting literature

Criterion Supporting Literature (Internet)
Functionality Mahmudova and Jabrailova (2020)
Cost and Maintenance Ernst & Young (2021), IronPlane (2023)
Security and Data Protection Jayathilaka and Udara (2024)
Scalability and Flexibility Zbaski (2024)
Integration and Compatibility Miller (2025)
Performance Optimization Daniele (2025)
User Experience and Support Lichon (2023)

1. Functionality (F) — refers to the scope and quality of features that enable the manage-
ment of sales processes. Key elements include product management, order processing,
support for multiple currencies and languages and flexibility in customizing the user
interface. The platform should enable automation of business processes, thereby in-
creasing efficiency and reducing operational costs. Integration with various payment
methods and data analysis tools further enhances its usability. A high level of function-
ality improves competitive advantage, allowing businesses to better respond to market
demands.

2.Cost and Maintenance (T) — includes initial investments, monthly fees, upgrades, and
additional technical support expenses. Open-source solutions often have lower up-
front costs but require greater investment in customization and security updates. SaaS
(Software-as-a-Service) platforms offer easier implementation but may have hidden
costs such as transaction fees and paid modules. Long-term costs include server main-
tenance, technical support and security updates, which can significantly impact prof-
itability. An optimal solution should balance service quality and cost, enabling stable
business growth.
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3.Security and Data Protection (G) — is critical for safeguarding user data, preventing
cyberattacks and ensuring secure transactions. The platform should support SSL/TLS
encryption, PCI-DSS compliance, multi-factor authentication, and protection against
DDoS attacks. The growing threat of cyber risks requires regular software updates and
the implementation of Al-driven fraud detection systems. GDPR and other regulatory
frameworks impose strict requirements for data management and storage, meaning
platforms must have clearly defined security policies. A reliable security infrastructure
increases customer trust and reduces the risk of financial loss.

4. Scalability and Flexibility (S) — refers to the platform’s ability to adapt to business growth
and market changes. It must support an increasing number of products, users and
transactions without performance degradation. Flexibility includes the ability to custom-
ize design, extend functionality and integrate with additional services. SaaS solutions
offer easier scalability via cloud infrastructure, while standalone solutions require man-
ual server adjustments and database optimization. Good scalability enables long-term
growth without frequent platform changes.

5.Integration and Compeatibility (I) — platforms must be compatible with various tools and
services, including inventory management systems, analytics, CRM and payment proces-
sors. Effective integration allows for process automation, reduces errors and improves
user experience. APl compatibility enables easy connection with external applications,
while modular platform design simplifies the addition of new features. Integration is
especially important for large enterprises using multiple interconnected systems, but
also for small businesses aiming to optimize operations without major technical in-
terventions. Efficient integration streamlines operations, enhances data analysis and
improves operational performance.

6. Performance Optimization (O) — refers to page load speed, system stability and platform
efficiency under load. Slow platforms negatively impact conversions and SEO ranking, as
users expect load times under three seconds. Optimization includes caching, reducing
HTTP requests, database optimization and image compression. Cloud hosting solutions
provide better performance scalability, while self-hosted platforms require ongoing in-
frastructure monitoring and optimization. Strong performance optimization improves
user experience and increases conversion rates.

7.User Experience (UX) and Support (K) — are key factors for customer retention and
sales growth. Intuitive design, easy navigation and mobile responsiveness enhance user
engagement and reduce bounce rates. In addition to the interface, good customer
support, such as live chat, phone assistance and knowledge base FAQs increases user
satisfaction. Automated options like chatbots and Al-powered support can reduce wait
times and improve communication. An e-commerce platform with tailored UX solutions
and efficient support ensures more repeat purchases and customer loyalty.

By applying the AHP-NWA methodology, each of these criteria is quantitative-
ly evaluated, enabling a systematic and precise assessment of various software solutions.
This approach ensures a comprehensive ranking of e-commerce platforms, allowing business-
es to make informed decisions when selecting the optimal software for their needs.

4.3. Expert evaluation and data collection

Two independent expert panels were involved in the evaluation process. The first group con-
sisted of three academic experts specializing in information systems and e-commerce (5-10



“ R. Rakic et al. Multi-criteria decision analysis of e-commerce software selection using AHP-NWA hybrid model

years of research experience), who were responsible for defining the criteria and conducting
pairwise comparisons in the AHP stage. The second group comprised ten industry practition-
ers, including e-commerce managers, IT consultants and software developers with 7-15 years
of professional experience. This group evaluated the software platforms according to the de-
fined criteria using the NWA method. Data were collected through structured questionnaires,
distributed electronically and consolidated through consensus discussions. This dual-panel
approach ensured methodological independence, reduced cognitive bias and enhanced the
robustness of the results.

4.4. Analyzed e-commerce software solutions

This study analyzes five of the most popular e-commerce platforms widely used in digital
business. Each of these platforms has specific strengths and weaknesses, evaluated based on
the key criteria used in this research:
= Magento — One of the most powerful e-commerce platforms, known for its high level
of customization and scalability. It is suitable for medium and large enterprises that
require advanced functionalities, security and flexibility. However, it demands significant
technical resources for implementation and maintenance.
= WooCommerce — A popular plugin for WordPress that allows easy integration with existing
websites. Ideal for small and medium-sized businesses due to its flexibility, though it may
face limitations in scalability and performance for large-scale e-commerce sites.
= Shopify — A SaaS (Software-as-a-Service) platform that enables quick and easy e-com-
merce deployment. It offers a stable and secure environment with a wide range of
plugins but may be limited in customization and can incur additional costs through
transaction fees.
= PrestaShop — An open-source platform with good flexibility and a wide selection of
modules. It is suitable for medium-sized entrepreneurs seeking a customizable solution
with lower costs, though it may require additional technical resources for optimization
and maintenance.
= OpenCart — A lightweight and easy-to-use e-commerce system that allows for rapid
implementation. It is an ideal solution for small businesses but lacks the advanced
features found in platforms like Magento and WooCommerce.
Each of these platforms has been evaluated according to the AHP-NWA model criteria,
enabling an objective ranking and identification of the most optimal solution for various
user needs.

5. Research results

In this study, the AHP analysis was applied to assign weight factors to each criterion. A con-
sistency check was then conducted to ensure that the assigned values were logically con-
sistent. Finally, the NWA method was applied to further enhance the accuracy of evaluating
the alternatives.

The following tables present the results of the analyses, including the AHP matrix with
normalized values, consistency checks and the final ranking of e-commerce platforms based
on the obtained weight factors. These analyses clearly highlight the key strengths and weak-
nesses of various software solutions, thereby facilitating the decision-making process in a
business context.
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5.1. AHP matrix (pairwise comparison + normalized values)

The results of the AHP analysis, shown in Table 2, clearly indicate the relative importance of
different criteria in the decision-making process for selecting an e-commerce software plat-
form. Security and data protection (32%) and functionality (25%) are dominant, suggesting
that scalability, adaptability and platform security are critical factors in the selection process.
This finding is especially important for companies planning long-term growth and business
expansion, as system stability under heavy load proves to be essential.

Functionality (F) is the second most important criterion, accounting for 25% of the total
weight, confirming that the number and type of available features are key to the platform’s
operational efficiency. Systems that support advanced automation of business processes, easy
inventory management and flexibility in order processing have a clear advantage. On the
other hand, cost and maintenance (T) account for 14% of the importance, highlighting the
balance between quality and cost-effectiveness. While costs play a significant role, companies
are willing to invest in more reliable and scalable solutions if they bring long-term value.

Security and data protection (G), with 32% importance, confirms that transaction and
customer data protection play an almost decisive role. Integration with external systems (I)
and performance optimization (O) carry lower weights (5% and 8%, respectively), indicating
that while important, these issues are often solvable through customized modules. User ex-
perience and support (K) ranks last with only 4% importance, suggesting that while UX is
relevant, it is not a primary factor in the initial phase of platform selection.

Table 2. AHP analysis (pairwise comparison + normalized values) (source: author’s research)

Weighting
F T S G 6} K Factor
(%)
1 3 2 1/2 5 5 5
F 25%
0.226 0.308 0.270 0.181 0.267 0.269 0.200
1/3 1 1/2 1/3 4 4 4
T 14%
0.075 0.103 0.067 0.120 0.213 0.215 0.160
1/2 2 1 1/3 1/4 3 4
5 1%
0.113 0.205 0.135 0.120 0.013 0.161 0.006
2 3 3 1 5 5 5
G 32%
0.451 0.308 0.404 0.361 0.267 0.269 0.200
1/5 1/4 1/3 1/5 1 1/3 2
5%
0.045 0.026 0.045 0.072 0.053 0.018 0.080 ’
1/5 1/4 1/3 1/5 3 1 4
o 8%
0.045 0.026 0.045 0.072 0.160 0.054 0.160
1/5 1/4 1/4 1/5 1/2 1/4 1
K 4%
0.045 0.026 0.034 0.072 0.027 0.013 0.040
4433 9.750 7417 2.767 18.750 18.583 25.000
h2 100%
1.000 1.000 1.000 1.000 1.000 1.000 1.000
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These results indicate that in business environments, the most valued aspects when se-
lecting software solutions are security, flexibility and operational capabilities of the platform,
while costs and integration are considered secondary. This systematic approach enables more
precise and objective decision-making, aligning technical requirements with the strategic
goals of the enterprise.

5.2. Consistency check of the AHP matrix

The results of the AHP matrix consistency check, presented in Table 3, show that the final
Consistency Ratio (CR) was 0.06, which is below the threshold of 0.10, indicating only minimal
inconsistency in the comparison of criteria. According to established consistency standards,
the ideal case would be CR = 0.00, which would signify complete consistency in the evalua-
tions. However, given the subjectivity inherent in human decision-making, some deviations
are expected and acceptable. Since the obtained result is well below the limit of 0.20, we can
conclude that the pairwise comparisons are sufficiently consistent and valid for decision-mak-
ing, and there is no need for reevaluation. If the CR had fallen between 0.20 and 0.80, it would
be advisable to reconsider the assessments, while values above 0.80 would indicate random
judgments and data unreliability. Given that the result lies within acceptable boundaries, we
conclude that the calculated criterion weights can be reliably used in further analysis and the
overall decision-making process.

Table 3. AHP matrix consistency check (source: author’s research)

F T S G | 0 K |Matrix| ¢ |tambda
Max
1 3 2 12 5 5 5
F 186 | 757 | 108
0.246 | 0409 | 0216 | 0.161 | 0242 | 0.401 | 0.183
13 1 12 | 13 4 4 4
Y / / 104 | 764 | 109
0.082 | 0136 | 0.054 | 0.108 | 0.194 | 0.321 | 0.147
12 2 1 13 | 14 3 4
s | / / 101 | 938 | 134
0.123 | 0273 | 0.108 | 0.108 | 0012 | 0.241 | 0.147
2 3 3 1 5 5 5
G 237 | 735 | 105
0491 | 0409 | 0323 | 0323 | 0242 | 0401 | 0.183
s | e | s | s 1 13 2
Y ! / ! / 033 | 686 | 098
0.049 | 0034 | 0036 | 0.065 | 0048 | 0.027 | 0.073
s | o4 | s | s 3 1 4
ol Y ! ! / 052 | 653 | 093
0.049 | 0034 | 0.004 | 0.065 | 0.145 | 0.080 | 0.147
s | s | ova | s | o2 | s 1
K | / ! / / / 026 | 697 | 1.00
0.049 | 0.034 | 0027 | 0065 | 0.024 | 0020 | 0037
z 5229 | 747 |0.06

5.3. Final calculation results using the NWA method

The final calculation results using the NWA method, shown in Table 3, incorporate the influ-
ence factors obtained through the AHP method and enable the determination of the final



Journal of Business Economics and Management, 2026, 27(1), 38-57

ranking of e-commerce software platforms. Based on the total score, Magento ranked first,
while OpenCart was assessed as the least competitive platform.

Magento achieved the highest overall score (0.575) and leads in the categories of func-
tionality (1.130 points) and security (0.496 points), making it the most reliable choice for
advanced and scalable e-commerce systems. Although it received slightly lower ratings in
performance optimization, this did not significantly affect its overall advantage.

WooCommerce took second place with a total score of 0.567, emerging as the top plat-
form in the scalability and flexibility criterion (1.421 points). However, it scored somewhat
lower in security, which may be a concern for businesses that require high levels of transac-
tion protection.

Shopify was ranked third with a score of 0.563, showing solid performance in functionality
and security, but lower results in integration and scalability.

PrestaShop ranked fourth with a score of 0.505, demonstrating moderate performance
across all categories, but not excelling in any of the key areas. This makes it suitable for
smaller businesses with lower technical requirements.

OpencCart received the lowest score (0.496), with its main weaknesses identified in scala-
bility and security, making it less suitable for businesses with high transaction volumes.

5.4. Final results

Based on the AHP-NWA model, Magento has proven to be the best choice for e-commerce
systems requiring high functionality, security and flexibility, while WooCommerce and Shopify
also represent solid options depending on specific user needs. PrestaShop and OpenCart
offer certain advantages but receive lower scores in key criteria, making them less competi-
tive overall. These results confirm in Table 4. that structured decision-making models such as
AHP-NWA enable more accurate assessment of software solutions, minimize subjective bias
and support informed business decisions.

Table 4. final calculation results using the NWA method (source: author’s research)

Crite- | Weight Shopify WooCommerce Magento PrestaShop OpenCart
ria (%) experts | points | experts | points | experts | points | experts | points | experts | points
F 25% 43 1.056 3.9 0.958 4.6 1.130 34 0.835 4.0 0.982
T 14% 33 0.450 3.6 0.491 3.2 0.436 33 0.450 34 0.463
S 11% 43 0.463 38 0410 4.6 0.496 33 0.356 34 0.366
G 32% 42 1.356 44 1421 43 1.389 38 1.227 33 1.066
| 5% 37 0.179 43 0.208 37 0.179 4.0 0.194 38 0.184
O 8% 38 0.305 43 0.345 34 0.273 4.2 0337 34 0.273
K 4% 35 0.128 38 0.139 34 0.125 38 0.139 38 0.139

Sum 100% 387 | 0563 | 4.01 0.567 389 |[0575| 3.69 |0.505| 3.59 |0496

Score 3 2 1 4 5

6. Discussion

The AHP method analysis revealed that security (32%) and functionality (25%) are the most
important criteria when selecting a software solution, while scalability (11%) and maintenance
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costs (14%) are also considered significant factors. These results indicate that companies seek
long-term solutions that support growth and adaptability, while cost aspects are regarded
as more important than user experience (4%). The application of the NWA method further
enhanced the precision of the decision by incorporating expert opinions and delivering final
results and a ranking of software solutions according to the defined criteria. Naturally, the
outcomes of this model may vary depending on how each decision-maker assigns weight
to the criteria.

The final results show that Magento achieved the highest score (0.575), positioning it as
the best platform for advanced e-commerce systems. WooCommerce ranked second (0.567)
due to its high flexibility and scalability, while Shopify took third place (0.563) with strong
functionality performance but some limitations in customization. PrestaShop and OpenCart
received the lowest scores, suggesting they are not optimal choices for businesses with com-
plex operational needs.

These findings support the claim that structured decision-making methods can be effec-
tively applied to analyze e-commerce platforms, reducing subjective factors and enabling
informed business decisions. An additional advantage of the AHP-NWA model is its applica-
bility to other areas of digital business. The methodology used in this study can be applied
to the selection of cloud solutions, ERP systems and other software platforms that require
quantitative evaluation.

Based on the results, it can be concluded that the application of MCDM methods is es-
sential in modern digital business, as it enables a detailed analysis of the factors influencing
the success of e-commerce systems. This study provides practical guidelines for companies
aiming to optimize their software selection process, as well as an academic contribution to
the field of MCDM.

Future research should include a greater number of software solutions and examine ad-
ditional factors such as the reliability of technical support and long-term cost-effectiveness
in order to develop even more accurate evaluation models.

6.1. Theoretical insights

From a theoretical perspective, this research demonstrates the value of integrating hierar-
chical (AHP) and network-based (NWA) methods within the broader framework of decision
theory. While AHP provides a consistent mechanism for weighting criteria, NWA captures
interdependencies and practical trade-offs across alternatives. The use of dual expert groups
further strengthens the model by separating subjective weighting from applied evaluation,
aligning with recent debates in MCDM theory on reducing bias and enhancing replicability.
Thus, the study contributes to bridging methodological advances with practical applications
in digital business environments.

6.2. Limitations and recommendations for future research

Although the results demonstrated the usefulness of the hybrid AHP-NWA model for eval-
uating e-commerce platforms, there are certain limitations of this study that should be con-
sidered when interpreting the results and planning future research.

The focus of this study was on five popular e-commerce software platforms (Shopify,
WooCommerce, Magento, PrestaShop and OpenCart), while future research could include a
broader range of software solutions.
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The AHP method, although providing a clear structural framework for evaluation, relies
on expert judgments, which may introduce a certain degree of subjectivity into the results.
Future studies could incorporate machine learning and statistical methods to further reduce
subjective influence and enhance the objectivity of evaluations.

This model did not directly take into account economic and market factors, such as changes
in licensing costs, availability of technical support, long-term demand trends, and the impact of
global digital transformation, all of which can also play a critical role in platform selection.

Given these limitations, recommendations for future research include the development
of more advanced hybrid models that integrate AHP, NWA and Al-based methods to enable
a more precise analysis of interdependencies between criteria and automated evaluation of
alternatives. Empirical studies involving real-world business entities would be particularly
valuable for validating the proposed model under real operating conditions, enabling direct
application of the methodology within the e-commerce industry.

Additionally, incorporating dynamic market factors, such as changes in consumer pref-
erences, regulatory requirements and technological innovations, would enable analysis of
the long-term sustainability of software solutions and more accurate forecasting of future
e-commerce trends.

These research directions could contribute to the development of more comprehensive
and adaptable decision-making methods, helping companies improve their digital transfor-
mation strategies and optimize the software selection process.

In addition, future research may extend the proposed hybrid framework by integrating
fuzzy logic, Delphi method or Al-based evaluation models to further reduce subjectivity and
enhance predictive accuracy in software selection problems.

6.3. Practical application of results

The obtained results can be practically applied in the business sector, where companies can
utilize the proposed AHP-NWA model to make informed decisions regarding the selection
of e-commerce software. This model enables quantitative evaluation of different alternatives,
thereby reducing subjectivity in the decision-making process and increasing the accuracy
of software selection in line with specific business needs. Companies can use the model to
optimize costs, improve operational efficiency and enhance digital business strategies.
The benefits of applying the AHP-NWA model include:
= More accurate analysis of costs and performance of various e-commerce platforms,
enabling better budget control and long-term return on investment.
= Clearly defined criteria for selecting a software solution, ensuring that the chosen plat-
form meets the business’s functional, security and technical requirements.
= Minimization of the risk of selecting inadequate software, directly contributing to re-
duced operational costs and preventing later complications related to integration, scal-
ability or system security.
= Support for strategic decision-making related to business digitalization, allowing com-
panies to adapt to market trends and technological innovations.
= Improved competitive advantage, as it enables faster and more efficient evaluation of
software options, thereby shortening the time required for implementing the optimal
solution.
The application of MCDM methods such as AHP and NWA provides a systemat-
ic, objective and analytical approach to selecting e-commerce platforms. This reduces
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subjectivity in the decision-making process and ensures that companies align software
capabilities with their business goals. Such an approach not only contributes to process
optimization, but also enables businesses to increase efficiency and long-term sustaina-
bility in the digital environment.

7. Conclusions

This study has demonstrated that selecting an e-commerce platform is a complex process
that requires a systematic and quantitative decision-making approach. The application of
the hybrid AHP-NWA model enabled the objective ranking of software solutions based
on a multi-criteria analysis, identifying Magento, WooCommerce and Shopify as the best
choices for digital commerce operations. Magento stood out as the most optimal plat-
form due to its high functionality, security and scalability, while WooCommerce proved
to be the best in terms of flexibility and ease of integration with WordPress. Shopify
demonstrated excellent stability and ease of use, though with certain limitations in terms
of customization and cost.

The use of the AHP method allowed for precise weighting of the criteria, with security
(32%) and functionality (25%) recognized as the most important decision factors. On the
other hand, scalability (11%) and maintenance costs (14%) had a notable influence but were
not dominant compared to the platform’s growth and adaptability capabilities. The consist-
ency check results showed a final consistency ratio of 0.06, confirming the reliability of the
obtained outcomes.

The research findings confirm that MCDM models can be successfully applied in the
analysis of e-commerce software solutions, enabling companies to make informed and op-
timal decisions based on quantitative analyses. This approach not only improves the deci-
sion-making process but also reduces the risks associated with choosing inadequate software
solutions. This approach not only improves the decision-making process but also reduces the
risks associated with choosing inadequate software solutions. The technical novelty lies in the
integration of AHP-derived weights into the NWA framework under a dual expert panel struc-
ture, ensuring methodological independence and reducing bias, an approach not commonly
applied in previous e-commerce evaluation studies.
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