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MasopeHko OkcaHa BonogumunpisHa
KaHAMAAT eKOHOMIYHUX HayK, AOLEHT,
XapKiBCbKMI1 HaLiOHaIbHUIA eKOHOMIYHWI YHiBepcuTeT imeHi CemeHa Ky3Heus

The article is devoted to current problems of e-commerce development in modern conditions. Today, e-com-
merce has become not only one of the main areas of the economy, but also an integral part of people's economic and
social activities. The article identifies the key drivers of e-commerce — technological, political, social and economic
factors. The benefits of electronic commerce were considered as to affect three major stakeholders: organizations,
consumers and society. Also, the e-commerce features were defined: non-cash payment; 24/7 service availabil-
ity; advertising and marketing; improved sales; support; inventory management; communication improvement. It
is impossible to discuss 2020-2021 in e-commerce without discussing the topic of the COVID-19 pandemic. The
COVID-19 pushed world’s e-commerce sphere to the next level, Europe and Ukraine are no exception. The analysis
of statistical information identifies trends in the development of e-commerce in Europe and Ukraine. The article says
that European consumers estimate that they have spent 717 billion euros shopping online in 2020, while Ukrainian
e-commerce market amounted to about 107 billion UAH. The most popular products purchased online in Europe are
clothing and footwear, home electronics and books. The largest segments in Ukrainian e-commerce is electronics
and media, fashion, furniture and appliances. The article identifies the global reasons for the growth of e-commerce.
Particular attention is paid to the study of the impact of the COVID-19 pandemic on the development of e-commerce,
which allowed to identify new trends in e-commerce, to investigate changes caused by the pandemic and quaran-
tine in the behavior of consumers and entrepreneurs. In 2021, and in post-COVID-19 times, consumer purchasing
habits will persist. It is worth noting that the habit of buying online what was previously bought offline will continue
to grow, as e-commerce will continue to be the safest type of retail. At the same time, the list of categories of goods
purchased online will expand. These trends will allow retailers to create a stable market and consumers to meet their
needs through a wide selection of products and unique offers.
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CrarTa npucBAYeHa akTyaslbHUM NpobiemMam Po3BUTKY eIeKTPOHHOI KOMepLii B CyvyacHWX ymoBax. B crarTi
BM3HAYEHO OCHOBHI OCOG/MBOCTI, ApaliBepy Ta nepesary enekTPoHHO! koMepLii nepes TpaauuiiiHot. Ha ocHo-
BHi aHasi3y CTaTUCTUYHOI iHhopMaLyii BU3HAUEHO TeHAEHLT PO3BUTKY eNekTPOHHOT KoMepLii B €Bponi Ta YkpaiHi.
B cTarTi BU3Ha4eHO r106abHi NPUYKHM 3pOCTaHHA €1EKTPOHHOT kKomepuii. OcobnvBy yBary NpuAiNeHo gOCIgKEH-
HI0 BNAvBY naHgemii COVID-19 Ha po3BUTOK e1eKTPOHHOI KoMepL,i, WO A03BONNA0 BU3HAUYNTU HOBI TEHAEHLT po3-
BUTKY €1eKTPOHHOI KOMepLii, A4OCAIANTY 3MiHU, BUK/IMKaHI NaHAEMIED Ta KapaHTUHOM, B NOBEAiHL CNoXuBadiB Ta
nignpvemuis. BusHaueHi TeHAEHUT 403BONSATb TOPrOBLSM CTBOPUTMW CTabiNIbHWIA PUHOK, & CMOXK1BaYaM 3a10BOSIbHS-
TV CBOI NOTPe6Y 3aBASAKN LLIMPOKOMY BUOOPY TOBApIB Ta YHIKasIbHWX NPOMNO3MLLN.

KnouoBi cnoBa: enektpoHHa komepuis, COVID-19, naHgemisi, oHNaiiH TOPriBAs, MPOHWKHEHHS IHTEPHETY,
YkpaiHa, €spona.

Cratbsl NOCBALLEHA aKkTyaslbHbIM Npo6/ieMaM pasBUTUA SNEKTPOHHOW KOMMEPLMK B COBPEMEHHbIX YCI0BUAX.
B cTartbe onpepeneHbl OCHOBHbIE 0COOEHHOCTH, ApaiiBepbl 1 NPerMyLLEeCcTBa 3NEKTPOHHOK KOMMepPLMW nepes Tpa-
OVLMOHHOW. Ha ocHOBe aHann3a cTaTucTuyeckoli MHGopMaLummn onpeaeneHbl TEHAEHUMN Pa3BUTUS 3M1EKTPOHHON
kommepuuu B EBpone n YkpaviHe. B cTaTbe onpefeneHbl rnobabHble NPUUKMHbI POCTa 3/1EKTPOHHON KOMMEpPLMK.
Oco60e BHUMaHWe yaeneHo nccnefoBaHuio BAMsHusA naHaemu COVID-19 Ha pa3BuTve 3/1EKTPOHHON KOMMepPLMK,
4TO NO3BO/IN/IO ONPEAENUTb HOBble TEHAEHLWN Pa3BUTUS 3/IEKTPOHHOR KOMMEpPLIMK, UCCNefoBaTb U3MEHEHUS, Bbl-
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3BaHHbIE NaHAEMMWEN Y KapaHTUHOM, B MOBEAEHNM NOTpebuTeneil n npeanpuHumareneii. BoiaBneHHble TeHAEHLMN
MO3BOMSAT TOProBLAM CO34aTb CTabW/bHbIA PbIHOK, & NOTPebUTENsIM YA0BNETBOPSATL CBOWM NOTPEBHOCTM nocpes-
CTBOM LUMPOKOr0 BbiGopa TOBAPOB U YHUKa/IbHbIX NPEAT0KEHWIA.

KntoueBble cnoBa: 3/1eKTpOHHas kommepuus, COVID-19, naHaemus, oHNaliiH TOProensl, NPOHUKHOBEHUE WH-

TepHeTa, YkpaunHa, Espona.

Problem statement. In the process of rapid
development of information technologies, the vol-
umes of the electronic commerce (e-commerce)
are growing at a significant pace. Today, e-com-
merce has become not only one of the main areas
of the economy, but also an integral part of peo-
ple's economic and social activities. In Ukraine,
there is a positive dynamic of growth of e-com-
merce in recent years, which indicates a signif-
icant potential for its development. Despite the
positive dynamics, until some time the share of
e-commerce in retail in Ukraine was insignificant.

But the COVID-19 pandemic and quarantine
restrictions have made significant adjustments
to the way retailers operate, as well as consum-
ers' attitudes towards online shopping. There-
fore, the study of the impact of the pandemic
and trends in the development of e-commerce is
relevant today.

Analysis of recent research and publica-
tions. The concept and features of e-commerce
were investigated by local and foreign scientists
and practitioners such as M. Kutz, G. Schneider,
S. Didenko and others. M. Kutz defined e-com-
merce as buying and selling goods and services
over the Internet [1]. E-commerce enables the
comprehensive digital execution of business
processes between the suppliers and their cus-
tomers via global public and private networks.

Statistics on the development of e-commerce
are presented to a greater extent in European
reports such as Europe 2020: Ecommerce
Region Report, Statista, E-commerce in Europe
2020, Euromonitor International etc. [2-5]. Sta-
tistical data on the development of e-commerce
in Ukraine are not sufficiently represented, they
are more often found in individual studies of sci-
entists and practitioners [6; 7] and on statistical
resources [3; 8].

Selection of previously unsolved parts of
the overall problem. The above sources make
it possible to compare the dynamics of the deve-
lopment of e-commerce in Europe and Ukraine,
to determine the key factors of influence and the
possibilities for its further development.

To date, the study of the impact of COVID-19 on
the state of e-commerce remains not sufficiently
researched. It is also advisable to identify the
main trends, changes in consumer behavior
caused by the pandemic.

Formulation of the goals of the article (task
statement). The purpose of the research is the-
oretical justification of e-commerce features and
distinguish trends and development opportuni-
ties of e-commerce in Europe and Ukraine due
to the pandemic COVID-19.

The main material of research. The key driv-
ers of e-commerce to allow a comparison between
different countries. These key drivers can be
measured by a number of criteria that can highlight
the stages of advancement of e-commerce in each
country. The criteria that can determine the level of
advancement of e-commerce are summarized in
Table 1 and can be categorized as [9]:

1. Technological factors — the degree of
advancement of the telecommunications infra-
structure which provides access to the new tech-
nology for business and consumers.

2. Political factors — including the role of gov-
ernment in creating government legislation, initia-
tives and funding to support the use and develop-
ment of e-commerce and information technology.

3. Social factors — incorporating the level and
advancement in IT education and training which
will enable both potential buyers and the work-
force to understand and use the new technology.

4. Economic factors — including the general
wealth and commercial health of the nation and
the elements that contribute to it.

All the advantages of e-commerce for busi-
ness were summarized by Schneider G. [10] in
one statement: e-commerce can increase sales
and decrease costs.

The benefits of e-commerce can be seen to
affect three major stakeholders: organizations,
consumers and society.

In general, as E-commerce tutorials [11] states,
e-commerce provides the following features: non-
cash payment; 24/7 service availability; advertising
and marketing; improved sales; support; inventory
management; communication improvement.

It is impossible to discuss 2020-2021 in
e-commerce without discussing the topic of the
COVID-19 pandemic. The COVID-19 pushed
world’s e-commerce sphere to the next level,
Europe and Ukraine are no exception. The pan-
demic has pushed companies into a quarantine
reality. While some offices and shops had to close,
others managed to adapt to tough conditions and
show significant growth. It forced sellers to be very
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Table 1
Key drivers of E-commerce

Key drivers

Measurement criteria

Technological
factors

Telecommunications infrastructure:

Backbone infrastructure and architecture

Industry players and competition

Pricing

Internet service providers

Range of services available (e.g. ADSL, ISDN)

Ownership (private or public sector)

— Access to new technology developments

— Bandwidth

— Speed of development and implementation of new technology by industry sector

Political factors

— Number and type of government incentives and programmes to support the
use and development of new technology

— Legislation — number and type of supportive or restrictive laws and policies
that govern electronic data, contacts and financial transactions.

— Public policies — whether government supports the growth of electronic
transactions and processes. For example, filing tax returns to the Inland

— Revenue electronically, the national education curriculum and training

Social factors

— Skills of workforce

— Number of users on-line

— Penetration rate of PCs

— Level of education; computer literacy and IT skills

— Culture of technophilia — a willingness and ability to adopt new technology
and the speed at which technology achieves critical mass as in Japan

Economic factors

— Economic growth — GDP

— Average income

— Cost of technology (hardware and software)

— Cost of access to telecommunications infrastructure — pricing structures and rates
— Commercial infrastructure — advancement of banking sector; payment systems
— Innovative business models.

Source: [9]

Table 2
Benefits of e-commerce

Benefits to organisation

Benefits to customer

Benefits to society

International marketplace

24/7 access.

Enables more flexible
working practices

Operational cost savings.

More choices.

Connects people.

Mass customisation.

Price comparisons.

Enables reduced inventories and
overheads

Improved delivery processes.

Lower telecommunications cost.

Digitisation of products and
processes.

No more 24-hour-time constraints.

An environment of competition

Facilitates delivery of public
services.

Source: [9]

flexible in many angles. According to statistics, at
a time when business activity in ordinary physical
locations stopped, the number of online orders for
home and kitchen appliances, groceries, personal
care products, toys, clothes and hobby products
increased by one and a half times [7].

According to Europe 2020: Ecommerce
Region Report [2] European consumers esti-
mate that they have spent 717 billion euros

shopping online in 2020. That would mean an
increase of 12,7% compared to the situation
last. Share of respondents in European coun-
tries who shopped online more often due to the
coronavirus pandemic in 2020 vary from 19% in
Denmark, to 30% in UK and to 44% in Spain [3].

The most popular products purchased online
in Europe are clothing and footwear, home elec-
tronics and books.
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1. Clothing and footwear 2. Home electronics 3. Books/Audio books
4. Cosme;\igisr,czlincare and 5. Home furnishings 6. Sports and leisure products
7. Children’s items 8. Toys 9. Food
10. Movies 11. Car accessories 12. Dietary Ssilrangrements and

Figure 1. Top product categories bought online by Europeans
Source: [9]

During coronavirus pandemic many consum-
ers have done more online shopping. They also
shop for different types of products. The product
categories that customers state that they bought
online most because of the pandemic include
fashion, groceries and pharmacy goods. While
shopping for fashion products online has always
been very popular, grocery and pharmacy prod-
ucts have become two notable newcomers.
Food in particular has very high sales figures in
certain countries. In Spain, as many as 30% say
they shopped online for groceries because of the
pandemic, followed by France (22%), the United
Kingdom (20%), and Italy (20%). Common to all
these countries is that they are relatively hard hit
by the pandemic [4].

Selling online can help business reach new
markets and increase its sales and revenues.
If company is interested in selling to other busi-
nesses, it can use the Internet to find sales
leads, announce calls for tender and offer prod-
ucts for sale either through its own website or
through an e-marketplace site. Organization can
use the Internet to find new suppliers, post buy-
ing requests or search for products and services.
Online trading networks can also be used to
support efficient information exchange between
buyers and sellers.

The growth rate of e-commerce turnover in
Ukraine is one of the highest in the world, as is
the rate of mastering advanced digital payment
technologies. Three key drivers stimulate these
processes: the continued migration of classic
retail to online, the rise in Internet penetration,
and the active promotion of digital secure pay-
ments [12].

In 2020, the e-commerce market in Ukraine
grew by 40% and amounted to about 107 billion
UAH. The pandemic has significantly adjusted
the expectations of business and analysts. Many
new players began to trade via the Internet — from
mini-factories to cafes. Large online and offline
stores and marketplaces have strengthened their
positions to a greater extent. Now almost 9% of all
purchases in Ukraine take place online — on mar-
ketplaces, online stores and social networks. It

should be noted that in 2019 the share of e-com-
merce in retail in Ukraine was estimated at 7%,
and then the market grew by 17% per year [6].

The share of e-commerce in Eastern Europe
in 2020 amounted to 10% of total retail sales,
which is 36% more compared to 2019, while
Ukraine recorded the highest growth rate, by
about 45%, to 8% of total retail sales in the coun-
try, follows from a study by Euromonitor Interna-
tional [5].

There are two global reasons, besides
COVID-19, for the rapid increase in the cash turn-
over of Ukrainian e-commerce. This is the transi-
tion from classic retail to online and an increase in
the number of Internet users in the country (such
an indicator as Internet penetration).

As for Internet penetration, this indicator is
low in Ukraine, only 52% (Table 3).

Table 3
Internet penetration in Ukraine
and European countries

Country Internet penetration rate, %
Ukraine 93
Norway 98
Austria 88
Poland 78
Russia 81

Italy 92
Spain 93
France 92

Germany 96

United Kingdom 95

Source: [13]

The largest segment in Ukrainian e-com-
merce is Electronics and Media. It generates
28% of the ecommerce revenue in Ukraine.
Then comes Fashion with 26%. It is following
by Furniture and Appliances with 20% of ecom-
merce revenue. The last two, Toys, Hobby with
15% and Food and Personal Care with 10%
[14]. Leaders ranking by e-commerce net sales
in 2019 is given in Table 4.
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Table 4
TOP online the e-commerce market stores
in Ukraine by e-commerce net sales

Ne Online Store Netmsizlalllig?‘ '332820’
1 |apple.com 87
2 |makeup.com.ua 78
3 |apteka91l.com.ua 76
4 |comfy.ua 46
5 |kasta.ua 36

Source: [14]

For Ukrainian consumers, price is the main
determining factor. They are also interested in
foreign-made goods, which are considered to be
of better quality and more difficult to obtain. The
main difference between foreign companies and
Ukrainian ones is the availability and quality of
after-sales service. In Ukraine, for example, the
return of goods is very rare, which significantly
affects the perception of domestic brands and
stores.

The growth of e-commerce can be explained
by quarantine — online has become an outlet for
many businesses that have lost their usual earn-
ing opportunities.

Conclusions. As a result of research
[3; 4; 6-8], the following trends in the develop-
ment of e-commerce in the era of COVID-19
were determined:

1. A lot of companies and individual entre-
preneurs have appeared who actually had to
engage in online trade.

2. A tremendous increase in the number of
people who buy online. During 2020, the num-

ber of online shoppers exceeded 2 billion peo-
ple, which is more than a quarter of the world's
population. For those who have not used online
shopping before, this has become commonplace
during the quarantine period.

3. Unconventional new habits in e-commerce.
These habits include buying fruits and vegeta-
bles online, traveling online, visiting theaters,
museums, etc.

4. Developed delivery ecosystems. Now com-
panies deliver everything without exception and
in a wide variety of ways. New players appear in
this market, and retailers create their own deliv-
ery services.

In 2021, and in post-COVID-19 times, con-
sumer purchasing habits will persist.

It is worth noting that the habit of buying
online what was previously bought offline will
continue to grow, as e-commerce will continue
to be the safest type of retail. At the same time,
the list of categories of goods purchased online
will expand.

Also, high-quality service will become an
extremely important part of any business. Con-
sumers are not ready to put up with low-quality
service, they will simply go to competitors.

The competition itself online will become
tougher, so companies should prepare special
offers and services in order to attract consumers.

Quarantine has also taught consumers how
to make rational purchases, so responsible con-
sumption will become an important habit in con-
sumer behavior.

The above trends will allow retailers to cre-
ate a stable market, but consumers get a huge
selection of products and unique offerings.
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