Dear reviewer,

[bookmark: _GoBack]On behalf of the co-author and I, we would like to thank you for taking time to consider our work, and for all your constructive and interesting comments regarding our paper.
I list in the below my answers/explanations on your comments. I hope that it will convey satisfactory answers for your concerns.

Taking into account your comments regarding the suggested alternative method to use instead of PSM, we think that the choice of any method or model is always debatable in econometrics. Hence, it’s always better to try what you suggested in order to see the results. But unfortunately, we don’t have access anymore to the data. 
Access to databases is through the Secure Data Access Centre (CASD), created by the Organization of National Schools in Economics and Statistics (GENES), which is a device enabling researchers to work on individualized and very detailed data for a specific period of time (in general it’s limited to 3 years) and in order to have access again it will take a lot of time since the procedure to access confidential databases is very slow and complex (2 years and plus).  
https://www.casd.eu/  
https://www.comite-du-secret.fr/?page_id=984 

As for the literature, you suggested to mention the vintage capital and how the replacement of past vintage capital with new and more productive capital may hinder the productivity gains in micro firms. We agree with you on this point if in our paper we extended the longitudinal of the study to include a panel of micro businesses in order to study productivity and profitability impacts across several years. But, it’s beneficial to mention it in order to enrich the literature. 

On the topic of marketing practice with e-commerce, actually, the efficiency of marketing strategies gains are associated with the use of e-commerce, arising from reductions in small business costs and a rationalization of business processes. In addition to these gains, marketers at SMEs are using e-commerce in order to create added value by producing new products, adopting completely new business models, or changing the marketing communication in which they interact in the marketplace. Hence, realizing these marketing advantages depends to a large extent on the way in which small and medium firms integrate e-commerce applications into their marketing functions.

Regarding table1, we agree with you that it’s more appropriate to express all figures in percentage. So we will remove from the table “average amount of e-buying” and we keep it only in the text. 

Finally, we do agree with you regarding the results about interest rate and credit rationing, in order to insert conclusions it must be supported by evidence and literature. Further investigation must be addressed. 


