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THE ROLE OF E-COMMERCE IN STIMULATING
INNOVATIVE BUSINESS DEVELOPMENT IN THE
CONDITIONS OF EUROPEAN INTEGRATION

ABSTRACT

Electronic commerce is of great importance for consumers, business founders and the
state. Users get the opportunity to order goods and services anywhere and anytime,
business founders have access to the global market and expanded sales opportunities.
In addition, e-commerce has a significant impact on the growth of the economy due to
its ever-increasing share in the GDP of countries. The purpose of this study is to deter-
mine the level of development of e-commerce in Ukraine compared to other countries
of the world and to study its impact on the innovative development of businesses in
modern conditions. The research used the following methods: economic-statistical anal-
ysis, comparative analysis, the method of establishing cause-and-effect relationships.
As a result of the study, the state of indicators of the development of e-commerce in
Ukraine at the current stage was characterized. The share of Internet users from the
total population in Ukraine was determined, and the percentage of those who make
purchases via the Internet was determined. The share of e-commerce in Ukraine's GDP
is characterized, as well as its dynamics over the last period. It was determined which
industries and web resources are the most popular in Ukraine and compared this data
with the global data. Global trends in the development of e-commerce in comparison
with Ukrainian trends are outlined. The ranking of countries according to key indicators
related to the development of e-commerce, the number of online buyers in the coun-
tries, the share of e-commerce in the GDP of countries, etc. is given. The obtained
results can be used by business founders for a general understanding of trends in the
field of e-commerce and when choosing a business direction.
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JEL Classification: 030, M310

INTRODUCTION

E-commerce is a powerful tool for achieving competitiveness in the marketplace and a
non-alternative way to further develop virtually any business. It is a way for entrepre-
neurs to increase online sales (Fatonah et al., 2018), serves as an effective way to
support businesses in the COVID-19 epidemic (Bhatti et al., 2020), creates new mar-
keting opportunities (Yadav & Rahman, 2018).

In the context of Ukraine's European integration, the development of e-commerce plays
a significant role in the innovative direction of businesses. E-commerce in Ukraine is
developing rapidly, but there is still a significant gap between the performance of the
country and the European Union states. Thus, the number of online buyers in countries
such as the United Kingdom of Great Britain, the Netherlands, Denmark, and Switzer-
land reaches more than 90% of Internet users, in Ukraine, the figure is about 40%
(European E-commerce Report 2021, 2021). In addition, there are significant differ-
ences in the development of legislative support for e-commerce, which in the EU coun-
tries and the USA is regulated by a much larger number of acts than in Ukraine. There-
fore, the Ukrainian legislation on the legal support of e-commerce and entrepreneurs
requires harmonization with international standards.

Given this, the actual topic of the research is to determine current trends in the devel-
opment of e-commerce in Ukraine and compare them with the trends in other countries.
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The results of this analysis should determine the impact of e-commerce on the innovative development of business in
Ukraine. This will determine the directions of further development of the sector while identifying the main risks that
accompany this process. Accurate identification and prediction of risks can maximize the effectiveness of preventive
measures and the development of business strategy on the Internet as a whole.

LITERATURE REVIEW

The studies of scientists are actively developing the issues of legal provision of e-commerce in Ukraine and its harmoniza-
tion with the norms of international law, the role of e-commerce in improving the efficiency of interaction between gov-
ernment and business, the importance of e-commerce for the development of the labor market, the barriers and prospects
of e-commerce. Thus, Yurchenko and Kostova (2022) identify the issues of legal provision of e-commerce in Ukraine and
other states. Researchers focus on the difference in views on the interpretation of e-commerce, which can be considered
both in a narrow sense (as e-commerce) and in a broad sense. Scholars are inclined to believe that the broad approach is
the most appropriate and provide the following interpretation: e-commerce is the most developed embodied component
of e-business, while e-commerce is only a direction of e-commerce. Legal, administrative and organizational aspects of e-
commerce are regulated by a number of international companies, in particular, the World Trade Organization, UNCITRAL,
the UN Commission on Trade and Development, etc. Scholars note that the legal framework of Ukraine regarding the
regulation of the e-commerce sector is narrower than, for example, in the U.S. and the EU, but it has advantages: greater
freedom of entrepreneurs in the Internet space.

Lytvyn et al. (2022) are also proponents of a broad approach and note that e-commerce includes not only e-commerce
but also information exchange, e-capital movement, e-commerce, e-money, e-marketing, e-banking, and e-insurance ser-
vices.

Piatnytska and Hryhorenko (2019) provide a comparison of B2C (business and consumer), B2B (business-to-business),
and B2G (business and government) e-commerce systems. Researchers focus on the B2C system, noting that through the
active development of information technology, companies' competitiveness primarily depended on internal characteristics,
such as the resources and organizational abilities of managers, as well as technological developments. Today, the most
successful firms are those that effectively apply e-commerce.

Nikitenko (2021) extends the preliminary research on the three e-commerce systems by supplementing it with models in
which each participant in the system meets each of the other participants, such as G2G (government and state-in body
coordination), G2C (government and consumers regarding) transfers), C2C (consumers and consumers in auctions), etc.

Nikiforova and Osavoliuk (2019) consider the impact of e-commerce on the modern business environment, in particular,
the researchers focus on marketing opportunities. In their view, the main advantages of Internet marketing are interactivity
- the ability to communicate directly with customers through the Internet, targeting - the ability to show advertising only
to the target audience, web analytics - conducting analysis of activities in order to determine the most or least effective
activities.

Danko examines the impact of e-commerce on the labor market in the development of the digital economy (2022a) and
in the pandemic COVID-19 (2022b). The researcher notes the significant and steady pace of e-commerce development
and cites some of the risks of structural changes in the labor market with the development of e-commerce. These risks
include the possibility of job losses by workers who are not qualified to work with electronic systems.

Smolii and Kostiuk (2021) broadly expose current trends in e-commerce. The researchers focus on revealing statistics
regarding the size of the global e-commerce marketplace, the leading e-commerce websites, the largest marketplaces in
the world, etc.

Alfonso et al. (2021) explore the development of e-commerce during the COVID-19 pandemic. The researchers identify
three major business challenges in a pandemic environment: product availability, logistics and shipping failures, and cus-
tomer protection. However, the adaptive solutions of individual companies allowed them to adapt to these challenges by
changing business models and expanding services. For example, industry giants such as Alibaba, Amazon, and JD have
begun using autonomous cars, drones, and robots to deliver goods to consumers contactless.

A number of studies consider the use of modern IT technology in e-commerce. Yes, Zhao et al. (2020), while noting the
rapid growth of the e-commerce sector, focus on related problems, identifying inefficient valuable logistics as one of the
main ones. The researchers see the solution to this problem in the application of extensive data technology. Vinoth et al.
(2022) reveal the benefits of using cloud technology in e-commerce while focusing on the associated risks. Treiblmaier
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and Sillaber (2021) explore the impact of blockchain technology on e-commerce, focusing mainly on the risks that tech-
nology brings to the sector. At the same time, other researchers are developing models using blockchain technology that
should increase the efficiency of e-commerce (Sekar et al., 2022).

The conducted literature review allows us to note a small nhumber of relevant scientific studies on the actual data of e-
commerce development in Ukraine and their comparison with the data of other countries. Such an analysis will help,
among other things, to determine the gap between the existing development of e-commerce in Ukraine and the EU
countries, as well as to determine the future directions of development.

AIMS AND OBJECTIVES

The article aims to determine the level of development of e-commerce in Ukraine in comparison with other countries of
the world and study of the impact on the innovative development of businesses in modern conditions. To achieve the
goals, it is necessary to solve the following set of tasks:

= to characterize the current level of e-commerce development based on statistical data;
= compare the level of e-commerce development in Ukraine with other countries of the world;
. determine the impact of e-commerce on the innovative development of business.

METHODS
During the study, the following methods were used: - economic and statistical analysis - to study statistical trends in

indicators, comparative analysis - to compare the performance of Ukraine with other countries of the world, the method
of establishing cause-effect relationships - to identify problems and prospects for e-commerce.

RESULTS

The current level of e-commerce development in Ukraine based on statistical data

This article focuses on the B2C e-commerce system. In order to assess the development of business-to-consumer rela-
tionships in this system, information on the number of people with Internet access is needed first (Figure 1).
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Figure 1. Percentage of the population accessing the internet. (Source: Furopean E-commerce Report 2021, 2021)

Analyzing Figure 1, we can see a significant increase in the percentage of users who have access to the Internet in Ukraine.
Thus, over the six years from 2015 to 2021, this growth was about 15%. It is obvious that the continuation of this trend
will play in favor of the development of e-commerce.

However, it should be noted that not all Internet users are inclined to shop online. Figure 2 shows the percentage of
Internet users who buy goods and services online.

So, in just four years, the number of online shoppers has more than doubled. In 2021, 44% of 64% of Internet users will
buy online. These statistics show a significant increase in the audience of e-commerce businesses, both actual buyers and
potential buyers.
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Figure 2. Percentage of internet users that bought goods or services online. (Source: European E-commerce Report 2021, 2021)

It is important to note that, based on the above data, 20% of Internet users remain “untapped” for e-commerce busi-
nesses. However, they are the audience that is most likely to join the customers of Internet businesses in the future.
Advertising plays an important role in this context. Yes, today's businesses use technology to show ads specifically to the
target audience. The relevance of advertising is determined based on the user's interest, that is, it uses information about
what products and services they have searched for and browsed the Internet.

Figure 3 shows the ranking of industries by share of the total production of promotional videos in Ukraine.
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Figure 3. Ranking of industries generating video advertising clips in Ukraine in March 2019, by share in the total volume of video adver-
tising clips. (Source: Statista, 2022)

As seen in Figure 3, the majority of promotional videos in Ukraine (as of March 2019) were for consumer goods, with e-
commerce itself in second place. In third place are Internet services.

Another super-important indicator characterizing the development of e-commerce is the percentage of GDP consisting of
e-commerce sales (Figure 4).
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Figure 4. The Gross Domestic Product (GDP) in €Billion and the percentage of GDP comprised of e-commerce sales. (Source: European E-
commerce Report 2021, 2021)
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As we can see from Figure 4, the percentage of GDP consisting of e-commerce sales has almost tripled in six years and is
2.56%. This is quite a significant share in the GDP structure, so we can conclude that e-commerce has a significant impact
on the growth of the economy as a whole, in particular on its innovative component.

The level of development of e-commerce in Ukraine compared to other countries of the world

The dynamics of e-commerce indicators in Ukraine demonstrates a noticeable growth, but it is possible to draw more
complete conclusions about the real situation in the sector only in comparison with other countries. Table 1 shows the
values of eight indices given in the European E-commerce Report 2021 (2021) for European countries. The report contains
indicators for a much larger number of countries, but for the purposes of the study the sample was reduced, so Table 1
contains only the leaders in Europe for individual ratings and Eastern European countries for comparison of their indicators.

Table 1: Infrastructure and logistics. Notes: Logistics Performance Index (LPI): designed to measure efficiency in the movement of goods along the
logistics supply chain; Ease of Doing Business Index: this index primarily reflects the regulatory aspects of setting up a new business in the country;
E-Government Development Index: shows the government's ability and desire to provide government services online; Inclusive Internet Index: bench-
mark is based on Internet accessibility, uniqueness, relevance, and transfer of people to use; Universal Postal Union Reliability Score: a measure of postal
development that takes into account factors such as reliability, reach, relevance and sustainability; UNCTAD B2C E-commerce Index Ranking reflects the
national economy's readiness to support e-commerce development; Environmental Performance Index: assesses the state of sustainability using 32 indica-
tors; Global Cybersecurity Index: assesses the state of cybersecurity across five pillars: legal, technical, organizational, capacity building, and cooperative
activities. (Source: European E-commerce Report 2021, 2021. Note: the table shows the rankings for each of the indicators, and therefore the most pre-
ferred value for countries is 1)

Py . UNCTAD Environ-
Logistics - - -
Pgrfor- Ease of Do- i:::g:_ Inclusive :;::a oirlsja:‘l_ B2C E- mental Ifell?sfz:lucri);:y
mance In- ing Busi- Internet - - commerce Perfor-
velopment ion Relia- Index
dex ness Index Index o Index mance In- N
Index bility Score . Ranking
201 (2020) (2020) (2021) (2020) Ranking dex Rank- (2020)
(2018) (2020) ing (2020)
Europe leaders
Germany 1 22 25 25 3 6 10 13
United Kingdom 9 8 7 9 8 5 4 2
Denmark 8 4 1 9 53 3 1 32
Sweden 2 10 6 1 24 15 8 26
Switzerland 13 36 16 20 1 1 3 42
Eastern Europe

Bulgaria 52 61 44 37 43 46 41 77
Croatia 49 51 39 53 33 25 34 33
North Macedonia 81 17 72 - 51 52 43 38
Romania 48 55 55 29 44 45 32 62
Serbia 65 44 58 - 29 43 45 39
Ukraine 66 64 69 48 30 51 60 78
Moldova 116 48 79 - 26 53 87 63
Russia 75 28 36 25 19 41 58 5

As seen from Table 1, Ukraine has generally lower ratings compared to the leading countries (except for postal develop-
ment compared to Denmark - Ukraine has a higher rating). In the region Ukraine has generally average values of indicators,
its gap in the other direction with other countries depends on a particular indicator. Thus, the lowest rating in the region
Ukraine has the Global Cybersecurity Index.

However, the current pace of development of e-commerce and information technology in Ukraine can quickly change the
situation for the better. The creation of the Ministry of Digital Transformation in 2019, the implementation of the state
platform “Action”, the availability of human potential in Ukraine, the rapid development of science and technology are
important for this.

The next step of the study is to compare the statistical characteristics on e-commerce in Ukraine and other countries.
Figure 5 shows the share of the total European e-commerce turnover by region.
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Figure 5. Share of total European e-commerce turnover by region, 2020. (Source: European E-commerce Report 2021, 2021)

As seen in Figure 5, the largest share of e-commerce turnover is in Western Europe (64%). Compared to this value, the
share of Eastern Europe is very small (6%).

Figure 6 shows the share of people who shop online out of the total number of Internet users.
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Figure 6. E-shoppers per country, 2020. (Source: European E-commerce Report 2021, 2021)

As seen in Figure 6, the percentage of Internet shoppers exceeds 90% in the leading countries in this indicator, and
Ukraine is almost at the end of the ranking with a value of 40%.

Figure 7 shows the growth rate of e-commerce by country in 2020. The highest rates are characteristic of Greece and
Moldova (77% and 49% respectively). Ukraine is in the middle of the list with a value of 22% - the same values have
Finland, Slovakia, and Malta.
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Figure 7. B2C e-commerce growth rate by country, 2020. (Source: European E-commerce Report 2021, 2021)
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Figure 8 shows the share of e-commerce in countries' GDP.
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Figure 8. E-GDP by country, 2020. (Source: European E-commerce Report 2021, 2021)

As shown in Figure 8, the United Kingdom has the highest share of e-commerce (about 10%) in GDP. Denmark (7.29%),
Estonia (6.78), and Greece (6.65%), which have a very fast e-commerce growth rate, have high values.

Figures 9, 10, and 11 show the popularity of individual economic sectors and websites in Ukraine and globally.
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Figure 9. The number of pages seen at buying sessions worldwide in 2021, by vertical. (Source: Statista, 2022)
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Figure 10. Most visited online retail websites worldwide in 2022, by monthly traffic (in million visits). (Source: Statista, 2022)
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Figure 11. Ranking of most visited international online stores in Ukraine in 2018, by share of the audience. (Source: Statista, 2022)

Figure 9 shows the most popular sectors in which online shoppers shop. Leaders include grocery, fashion, beauty, and
health. In continuation of this theme, Figure 10 shows the most visited websites worldwide and Figure 11 shows the most
popular online stores in Ukraine. It can be noted that in Ukraine, as well as in the rest of the world, the online stores
AliExpress, Amazon, and eBay are highly popular - with the difference that in Ukraine the absolute superiority of AliExpress,
and in the world - Amazon.

DISCUSSION

The analysis carried out in the article allows us to determine the rapid pace of the development of e-commerce in Ukraine.
However, compared to EU countries, e-commerce in Ukraine is not as widespread and has a lower percentage in the
formation of GDP. The main obstacles to the development of e-commerce in Ukraine are the imperfect infrastructure and
inaccessibility of the Internet in some areas, users' lack of confidence in online purchases, customers' desire to first eval-
uate the goods in person, fraud (creating fictitious stores, etc.), cybercrime, lack of state support for new businesses, the
lack of funding, etc. However, the development of e-commerce also has significant prospects, given the human potential,
a large number of young people with entrepreneurial ability, capable of easy perception, and generation of innovation,
research, and technology development. In addition, innovative technologies that can be used to develop e-commerce are
widespread in Ukraine: blockchain, big data, cloud computing, etc.

The results obtained in the course of the article are reflected in the studies of other scientists. Thus, Yurchenko and
Kostova (2022) among the main obstacles to the development of e-commerce in Ukraine note cybercrime associated with
the theft of user information and the creation of fictitious online stores. The main directions of development of e-commerce
sector scientists determine the improvement of the legislative framework of e-commerce market regulation rules, stimu-
lating the development of e-commerce by the state, the development of infrastructure, etc. Piatnytska and Hryhorenko
(2019) conclude that at the current stage of development e-commerce in Ukraine has good prospects for development. E-
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commerce brings benefits both to consumers (in the form of the ability to purchase goods anywhere and at any time) and
business owners (through the presence in the global market, and enhanced control capabilities).

Nikitenko (2021) complements the list of prospects for e-commerce development and cites the prospects of B2C system
success, in particular the availability of an extensive network of pickup and delivery points, a developed transportation
infrastructure, postal services, and the efficiency and reliability of payment systems. On some points, this list contradicts
the results of the article, for example, the development of transport infrastructure. According to the author, there are
areas in Ukraine where transport infrastructure is underdeveloped. During the development of e-commerce, these factors
must be taken into account.

The study paid attention to the importance of marketing in the development of e-commerce. Nikiforova and Osavoliuk
(2019) also focus on Internet marketing as a means of reaching only the target audience, as well as a way to manage
advertising communications with maximum flexibility.

A study by Smolii and Kostiuk (2021), similar to the author's article, conducted a detailed analysis of e-commerce statistics
in the world. Summarizing the results, the researchers note the benefits of using e-commerce. These benefits include
savings, job creation, sales growth, and a wide reach of potential customers. To the main risks, scientists refer an increase
in the risk of cybercrime, fraud, high competition, the possibility of purchasing low-quality goods and services. The analysis
of statistical trends allowed the researchers to identify a trend of further growth of business operations in e-commerce,
which is consistent with the results obtained in the author's article. But, in contrast to the current study, the researchers
also characterize the latest technologies and the possibilities of their application in e-commerce. They refer to such tech-
nologies as the development of online communications such as chatbots, mobile applications, voice search technology,
and augmented reality. In addition, the scientists determined that the further development of e-commerce should be
accompanied by the improvement of the relevant legal framework and that e-commerce is a non-alternative way to main-
tain business competitiveness.

Separate studies are devoted to the study of the development of e-commerce in a pandemic, which was not focused on
in this article. In examining the development of e-commerce in a pandemic, Alfonso et al. (2021) found that the shift to
online sales has brought companies both increased revenues and led to increased costs. The costs are primarily due to
the need for new technology and more staff to serve customers online.

Some researchers dedicate their work entirely to researching the adoption of the latest technologies in e-commerce. Given
that these technologies are relatively new, researchers primarily focus on the risks of using such technologies and ways
to minimize them. Yes, Vinoth et al. (2022) note that the risks associated with the use of cloud computing can be signifi-
cantly reduced through appropriate planning and anticipation of risks, threats, and weaknesses. Once potential risks are
identified, solutions must be identified for each possible problem. Treiblmaier and Sillaber (2021) note the high risks of
applying blockchain technology to e-commerce, but given the relative newness of the technology, scholars are inclined not
to draw preliminary conclusions and continue research in this area. In contrast to this view, Sekar et al. (2022) note that
blockchain is an advanced technology that can be extremely effective for developing autonomous transaction systems for
e-commerce applications. Blockchain promotes efficiency, and accuracy, reduces human interaction, provides a platform
for data storage, and improves security.

Other researchers, on the contrary, believe that the latest technology can solve a number of problems in the development
of e-commerce. Zhao et al. (2020) note that the problem of logistics can be solved by the application of big data technology
in e-commerce. This technology can accumulate data on traffic conditions, price factors, the number of consumers, demand
growth, etc. This will help to form a flexible logistics scheme to improve the distribution efficiency of logisticians, which
will save time and promote customer satisfaction through fast and quality service.

Such research on the use of the latest technology in e-commerce is a harmonious complement to this article on the
definition of the role of e-commerce in the innovative development of businesses. However, in the article e-commerce
itself was considered as a way of innovative development, so areas for further research could be the study of the application
of individual latest technologies in the innovative development of businesses.

CONCLUSIONS

As a result of the study, it was determined that e-commerce in Ukraine is developing rapidly, but there is still a significant
gap between Ukrainian e-commerce rates and those of most Western European countries. Thus, the number of online
buyers in some countries of Western Europe is more than 90% of the total number of Internet users, while in Ukraine the
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figure is 40%. Also, there is a significant difference in the share of e-commerce in the GDP of the countries: in the UK,
this share is almost 10%, in Denmark, Estonia, and Greece - about 7%, and in Ukraine - more than 2% (as of 2020).

Obstacles to the development of e-commerce in Ukraine are cybersecurity risks, fraud, lack of public confidence in online
stores, insufficient infrastructure development, and lack of government support. However, Ukraine has a great potential
for e-commerce development, which lies in the presence of human capital and entrepreneurial ability of the young popu-
lation of Ukraine, the development of science and technology in the country. In addition, the establishment of the Ministry
of Digital Transformation in 2019 and the introduction of the state platform Diia are important factors to stimulate the

development of e-commerce.
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Bepbisceka /1., Xyk O., €Bceesa O., Kyumivioa T., CaeHko B.

POJIb ENEKTPOHHOI KOMEPLIi B CTUMY/TIOBAHHI IHHOBAL{INHOIO PO3BUTKY BI3HECY B
YMOBAX €BPOIHTEIPALIIL

EnekTpoHHa KOMepLisi Ma€ BENNKE 3HAYeHHS A1 CNOXMBaYiB, 3aCHOBHWMKIB 6i3Hecy Ta aepaBu. Tak, KOPUCTyBadi OTpu-
MYIOTb MOXJIMBICTb 3aMOBNSTU TOBapW 1 nocsyry 6yab-ae Ta 6yAb-Konu, 3aCHOBHUKM Gi3HECY MaloTb AOCTYN Ha CBITOBUI
PVHOK Ta PO3LUMPEHi MOXMBOCTI 3 nNpofaxy. OKpiM TOro, eneKTpoHHa KOMepLisi Ma€ CyTTEBUI BM/IMB HA 3POCTaHHS eKo-
HOMiKM Yepe3 aeaani 3pocTarody ii YacTky y BBIT kpaiH. MeToto uboro AoCNimKeHHS € BUSHAYEHHS PiBHS PO3BUTKY €NeKT-
POHHOI KOMepLji B YKpaiHi NOPIBHAHO 3 iHWMMK KpaiHaMu CBIiTy Ta AOCHIAKEHHS ii BNMBY Ha iHHOBALiHWI PO3BUTOK
6i3HECIB Y Cy4YacHMX yMOBAX. Y AOCNIAXKEHHI BUKOPUCTAHO TaKi METOAWN: EKOHOMIKO-CTAaTUCTUUHUIA aHani3, NopiBHSANbHUIA
aHani3, MeToA yCTaHOB/IEHHS MPUYMHHO-HACNIAKOBUX 3B'A3KIiB. Y pe3ynbTaTi AOCNiMKEHHS OXapaKTepu30BaHO CTaH noka-
3HWKIB PO3BUTKY €NEKTPOHHOI KOMepLii B YKpaiHi Ha cy4yacHoMy eTani. Bu3HaueHo 4acTky kopucTysadiB IHTepHeTy BiA
3aranbHOi KiNbKOCTi HaceneHHs YKpaiHW, a 3 HUX BIACOTOK TUX, XTO pobuTb 3aKkynu yepe3 IHTepHeT. OxapakTepu30BaHO
YacTKy enleKTpoHHOI koMepuii y BBIM YkpaiHu, a Takox il AMHaMiKy 3a OCTaHHiM nepioa. BusHayeHo, aki ranysi Ta ski
Bebpecypcy € HanbinbLL NoNyNspHUMK B YKpaiHi Ta NOPIBHSIHO Ui AaHi i3 3aranbHOCBITOBMMM,. OKPECNeHo CBITOBI TeHAEHLT
PO3BUTKY €MEKTPOHHOI KOMepLii NOPIBHSIHO 3 YKPAIHCbKMMMW TpeHAaMWU. HaBeieHO PENTUHI KpaiH 3a KIY0BUMK iHAMKA-
TOPaMW CTOCOBHO PO3BUTKY €NeKTPOHHOI KOMepLii, KifIbKiCTb OHMaNH-MOKYNUIB Yy KpaiHaX, YacTKu eneKTpoHHOI koMepLii y
BBIN kpaiH Towo. OTpMMaHi pe3ynbTaTv MOXXHa BUKOPUCTOBYBATU 3aCHOBHMKAM bi3HeCy Ans 3arafibHOro po3yMiHHSI TEH-
[EeHLN Y LapvHi enekTpoHHOT KoMepLii Ta Npu BUBOpI crpsiMyBaHHS 6i3Hecy.

KnouoBi cnoBa: efleKTpoHHa KoMepLis, iHHOBaLi, 6i3Hec, IHTEpPHET, OHNANH-NOKYNL, LiflboBa ayauTopis

JEL Knacudpikauia: 030, M310
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