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Abstract: The development of e-commerce is an integral part of the modern market for goods and services, and
against the background of the digitalization of companies, the introduction of sales of goods and promotion of ser-
vices through online channels creates additional conditions for the development of new markets and strengthening its
position in existing ones. After the COVID-19 pandemic, the promotion of products and services through the Inter-
net became an opportunity to maintain an audience and ensure stable sales even in the face of a lockdown. Accord-
ing to many scholars, partly due to e-commerce, markets were able to recover from the quarantine restrictions fairly
quickly. Given the importance of the problem in question, the purpose of this article is to define the role of e-
commerce in the process of digitalization of business based on the analysis of its development trends. The study is
built in the context of consideration of the peculiarities of e-commerce organization for both the B2B and B2C seg-
ments, focusing on determining the differences between these two types and the specifics of the use of e-commerce
for each of these areas. The study also realized an analysis of statistical material which proves the extreme im-
portance and steady growth of sales of goods and services with the use of electronic commerce. In addition, it is
found that the main players in the market of digital sales of goods and services are China and the United States, as
these are the countries where powerful sales platforms are registered and operate, viz: AliExpress and Amazon. As a
result of the systematization of scientists' views on the prospects of e-commerce development, promising directions
were formed and trends of development of this sphere in Ukraine in the period of post-war recovery were outlined,
the advantages received by manufacturers and trade intermediaries in case of using e-commerce were concretized.
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INTRODUCTION

The reality of today's goods and services market is that al-
most any product can be sold online, using the Internet, a
variety of online sales platforms, social networks, and mar-
ketplaces. In this context, modern commerce is no longer
based on classic stores or markets, but on the Internet. From

*Address correspondence to this author at the Department of Business and
Personnel Management Yuriy Fedkovych Chernivtsi National University,
Chernivtsi, Faculty of Economics, 2, Kotsyubynsky Str., 58012, Chernivtsi,
Ukraine.; E-mail: l.verbivska@chnu.edu.ua

the consumer's perspective, many consumers today can no
longer imagine their lives without online shopping because it
saves them time and resources. As a result, e-commerce has
penetrated most spheres of daily life, especially facilitated by
the lockdown associated with the onset of the COVID-19
pandemic. The active use of e-commerce is characteristic not
only for the sphere of goods and services for individuals
(B2C) but also for goods and services provided to businesses
(B2B).

It should be noted that largely due to e-commerce, the
COVID-19 pandemic did not provoke a devastating crisis
around the world and the economy was able to recover
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quickly. Manufacturers and distributors of goods online trad-
ing in a certain sense made life easier and led to an increase
in sales, but at the same time forced to build internal pro-
cesses depending on the market situation and be prepared for
rapid changes in the rules of the game in the online market.
After the COVID-19 pandemic in 2021-2022, the basic mar-
ket trends remain, therefore, e-commerce continues to
evolve, but trends are changing, while it is no longer enough
for manufacturers and distributors to present their goods in
the electronic space, they need to make them as competitive
and attractive to the consumer as possible.

Diving into the question of applying e-commerce to improve
business results, it should be emphasized that e-commerce is
a universal tool that can be used to develop a sales system
for almost any kind of business, because it involves the use
of a very wide range of online tools. In general, the sphere of
e-commerce is very diverse: in addition to the online sales
system itself, it includes a wide range of online banking,
which deals with online transactions, and Internet marketing,
which includes advertising and actions aimed at increasing
awareness of products or the company in general. The tech-
nical basis on which to build e-commerce is simple enough
and does not require the maintenance of a large staff of spe-
cialists who support the system to promote products over the
Internet. The technical content includes, according to the
construction of an e-commerce system: a website or an
online store, a database with products, a system of inventory
control, a CRM-system, a system of delivery of goods to the
buyer and more. Of course, this is a very simplified model,
because each of these categories can be described separately,
but the most important part of these will be well-functioning
and competently built server, because it depends on the
speed of loading the site.

According to the above, it is difficult to imagine a modern
business, which in one way or another has not used e-
commerce, because this direction of promotion and the for-
mation of a positive image is a requirement of time.

MATERIALS AND METHODOLOGY

The paper analyzes the essence of e-commerce and proves its
importance for the development of not only trading compa-
nies, but virtually all businesses in today's realities. For the
majority of economic entities today, the promotion of their
products and services via the Internet has become an oppor-
tunity to maintain an audience during the pandemic and eco-
nomic recovery after it, but also to discover new markets,
which previously were more difficult to master.

Separate attention in the work is devoted to the peculiarities
of e-commerce organization in the field of B2B and B2C, the
differences between the two types and the features of e-
commerce for each of these areas have been identified.

The analysis of statistical data, which confirms the growth
trends of sales of various groups of products through the
Internet and identified the main international and Ukrainian
sites for e-commerce.

The analysis of scientific literature determined that social
networks today are becoming a platform for e-commerce and
become the basis for business development without renting
an office or store.
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The importance of e-commerce for the development of small
and medium-sized businesses was determined and it was
identified how entrepreneurs can minimize the financial
costs of product promotion in the case of active use of e-
commerce tools and the active implementation of modern
digital tools. The positive impact of the implementation of
digitalization processes on the financial results obtained by
the business has been proved.

PURPOSE OF THE ARTICLE

Given the proven relevance of the problem of implementa-
tion and development of e-commerce, the purpose of this
article is to define the role of e-commerce in the process of
digitalization of business based on the analysis of trends in
its development.

LITERATURE REVIEW

With the development of digitalization and e-commerce,
scientists began to pay attention to how these processes in-
fuse financial results and generally how to use properly and
effectively a fairly new, but very effective tool of online
commerce.

The process of digitalization of the economy has been going
on for a long time and creates many opportunities for eco-
nomic development. Thus, some researchers (Battisti et al.,
2020; Endres et al., 2020) focus on the fact that the active
implementation of digital technologies leads to a change in
the business model of the enterprise and if successfully im-
plemented will improve the organizational and financial
structure of the business. Undoubtedly, digitalization affects
the business financing environment and capital opportuni-
ties, both at the microeconomic level (Hallikainen et al.,
2019) and at the large-scale impact of digital technology
implementation in business at the state level (Mentsiev et al.,
2020). Undoubtedly, the effectiveness of digital technology
implementation depends on proper planning and the rational-
ity of spending resources on its implementation (Keiningham
et al., 2020).

With the development of social networks and the active
spread of the Internet, e-commerce, which involves the sale
of goods and services through online stores, marketplaces,
and social networks, has emerged and is rapidly developing.
The first researchers of e-commerce (Gajewska et al., 2019;
Huang et al., 2019) determined that in some areas it can
completely replace offline commerce in the future for a
number of reasons:

consumers have the opportunity to buy products in different
countries from different manufacturers, without having to
visit stores in other countries (Hanninen et al., 2018);

for some groups of goods and services, it is not necessary to
spend time visiting a classic store; many household goods
can be ordered using time-saving e-commerce (Lin et al.,
2020);

using online stores, a shopper can quickly compare retailer
prices and choose the best value option for them (Roy et al.,
2017);

With e-commerce, shoppers can make more informed and
deliberate purchases because they can read reviews from
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other shoppers about the desired product and make an in-
formed decision about whether or not to buy it (Sun et al.,
2020).

The issue of e-commerce is particularly important for retail-
ers (Aversa et al., 2021) since they are primarily interested in
being able to reach as large an audience as possible and to
avoid a decline in sales. Therefore, retailers are investing
heavily in researching digitalization processes and exploring
the potential development of e-commerce tools (Lamba et
al., 2020). At the same time, the balanced use of digital tech-
nology also has a positive impact on a company's reputation
and its ability to build its own unique corporate culture
(Khan et al., 2021).

Of course, along with the positive features of the digitaliza-
tion of the economy and the development of e-commerce,
scholars also draw attention to the negative features of these
processes. First, companies that move commerce online be-
come more vulnerable to competitors as a result of discover-
ing a significant amount of information about their own
products (Raguseo, 2018). Second, digitalization may require
a business to incur additional costs at certain stages to devel-
op optimal digital tools for a particular company, as well as
to support and maintain them (Hrynchyshyn, 2021). Third,
digital adoption and the active implementation of e-
commerce requires hiring or training appropriate profession-
als internally, so staffing changes are inevitable (Oliinyk et
al., 2021), in addition, a company may be forced to downsize
and lay off employees as a result of abandoning offline
stores (Alexander et al., 2020; Grewal et al., 2020). It should
also be noted that in the process of active digitalization of the
economy, companies need significant funding, so while the
digital architecture is being actively built, other projects in
the enterprise may be suspended (Aleksieienko et al., 2020).

In general, most researchers agree that digitalization and e-
commerce for the modern enterprise offers huge prospects
and, subject to reasonable and rational implementation, can
significantly improve the financial condition and financial
performance of the enterprise, and modern channels to pro-
mote products through social networks and generally through
the Internet reduce the dependence of sellers on market con-
ditions and the economic situation.

RESULTS

E-commerce started actively developing about ten years ago,
but the real boom occurred during the COVID-19 pandemic.
The practice of researching the specifics of an e-commerce
application allows us to highlight its basic characteristics, in
particular, it is a business associated with the purchase and
sale of goods and services via the Internet. Customers can
make purchases using various means of access to the Inter-
net: computers, smartphones, smart watches, and digital as-
sistants. E-commerce is booming in both the business-to-
consumer (B2C) segment (Ashok, 2018) and the business-to-
business (B2B) segment (Acharya et al., 2018). In the B2C
segment, a retailer or other company sells directly to end
customers. In the B2B segment, a company sells goods to
another company. In both cases, the goal of most companies
is to enable customers to buy what they want at any time
from any location using any digital device.
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Obviously, for businesses, e-commerce offers many benefits
that can have a positive impact on a company's financial per-
formance:

1. Creation of conditions for the automation of the sales pro-
cess. The e-commerce system will automate daily tasks:

placing customers' orders thanks to a personal account where
customers can place orders at their convenience (Bezrukova
etal., 2022);

providing customers with the most complete information
about the range of products and services through automated
marketing tools (e.g., automatic mailing of catalogs to email
and price lists) (Kovaliuk et al., 2020);

tracking and updating inventory information through the
integration of e-commerce systems with accounting pro-
grams (Bollweg et al., 2020; Gavrila et al., 2021);

using social media to promote products as well as to receive
feedback from customers (Gong et al., 2021; Oberoi et al.,
2017);

agreeing and signing documents accompanying an agree-
ment through electronic digital signatures (Riera et al.,
2019);

freeing up a significant amount of sales managers' work time
by reducing the time for communication with customers and
face-to-face meetings (Nitsenko et al., 2020; Pan et al.,
2021);

the possibility of automatic generation of reports on the re-
sults of sales via the Internet (Salvador et al., 2020).

2. Increased quality of service. By automating a large num-
ber of all processes related to sales and increasing the
amount of managers' time to communicate with customers,
errors are minimized, and the speed of order fulfillment in-
creases, as standard orders can be processed automatically.
However, there is a need to provide technical support to us-
ers and form a separate staff for technical maintenance of
sales.

3. Performing in-depth analysis of sales and marketing re-
sults. B2B e-commerce systems allow you to quickly down-
load reports and analytical data from the site at any time on
the volume of sales by category, customer, and period, on the
demand for each individual group of goods and services,
customer activity, and the number of orders. This infor-
mation allows you to make decisions on changes in the as-
sortment, pricing policy, marketing tools, ways to further
promote products (Kovalenko-Marchenkova et al., 2022).

4. Reduction of risks typical for offline sales. The company's
sales automation system will ensure the reduction of risks
associated with delivery disruptions, delivery time, and as a
result of decreased customer loyalty. For example, the ability
to see the availability of goods in stock online allows the
customer to reserve the necessary items in time while they
are available. And integration with payment systems signifi-
cantly speeds up order processing, since there is no need to
wait for additional confirmation from the manager about the
receipt of funds.

For B2B and B2C, companies need a powerful, flexible, and
scalable e-commerce platform to meet the needs of custom-
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Table 1. Comparison of Positive Aspects and Risks of using Different e-commerce Platforms.

Characteristics of the Sales Concept

Advantages of E-commerce Applications

Potential Risks from the Use of e-Commerce

The versatility of e-commerce for B2B
and B2C spheres

If the company operates in both segments, the platform
used should support B2B and B2C sales, while ensuring
that the platform can be deployed using a hybrid cloud or
other models

The use of a universal platform for B2B and B2C
areas can complicate the process of technical support
and create conditions for confusion when processing
applications, but in the process of operation the tech-

nical experts should eliminate this confusion.

Reducing the cost of the sales process

Software-as-a-Service-for-sale subscription models are
more cost-effective than local platforms, which typically
require large and ongoing infrastructure and site architec-

ture costs for online stores

The company should plan for a fairly large one-time
cost during the transition to e-commerce, but the
ongoing maintenance costs will be negligible

User-buyer convenience

An e-commerce platform should be user-friendly so that
users can work with it, and companies should be able to
customize it to their needs. The user interface should be
simple and straightforward so that even employees with-
out a technical background can add pages and functions
without problems, which will make staff work easier.

Most platforms can be non-unique, and it sometimes
becomes difficult for customers to identify the plat-
form with a particular merchant, making it difficult
to maintain a unique company face, which is easier
to achieve when you can plan an offline store design.

Easy integration of e-commerce plat-
form into the enterprise sales system

To optimize costs, companies need to be able to easily
integrate their existing technology with an e-commerce
platform to reduce integration time and take advantage of
investments already made.

The company's own and customers' data protection
systems should be developed and integrated

Adaptability to the design and brand
image

The platform should be flexible and easily adaptable to a
recognizable design, a unique interface on the company
website, etc.

To develop and implement a unique design should
invest more money than might be necessary with
standard e-commerce templates

High speed of order placement and
processing

The company needs platforms with a self-service archi-
tecture and standards-based structure that are easy to
implement, easy to deploy, and easy to add programs and
features to as needed

The number of such platforms is limited to special-
ized ones that focus specifically on the development
of online store profiles, while promotion through
social networks and groups in messengers does not
provide such an opportunity.

Convenience and ease of use of the
platform without special knowledge and
skills

For optimal performance, e-commerce platforms must be
easy to maintain and monitor with automatic updates,
instant access to the most relevant features, and real-time
monitoring of performance metrics across the company.

The adaptability of the platform is typical for classic
companies for the mass sale of consumer goods
(clothing, food, technology), but for specific products
with a branched nomenclature, such as radio or elec-
tronics, standard platforms will need to adapt to the
specifics of the goods.

Achieving a high level of data protec-
tion

E-commerce platforms must provide the latest compre-
hensive security measures, as well as ensure compliance
with the Payment Card Industry Data Security Standard,
General Regulations for the Protection of Personal Data,
and other regulatory requirements, as customers not only

choose goods on the companies' website but also make

payments and disclose their financial data, requiring max-
imum protection

Potential loss of customer confidence if financial
data cannot be adequately protected

The ability of platforms to grow in
parallel with business development

One of the requirements for platforms is the ability to
scale quickly so that there are no delays in order service,
even in high-demand conditions or during peak hours on

the platform.

It is desirable to have a reserve in the form of a hot-
line in case the platform cannot quickly adjust to the
rapid growth of the load on the platform

Authors’ development.

ers today and in the future (Buriak et al., 2022). However, it
should be understood that along with the positive character-
istics of e-commerce, it also poses additional risks for active-
ly used companies. A comparison of the positives and risks
of using different e-commerce platforms is shown in Table 1.

So, as the systematization of the positive aspects of the use
of various platforms for online sales shows, with proper
planning of actions for the development of e-commerce,
companies that use it can be quite effective and have the
potential to develop and grow sales. In this context, it is log-
ical to proceed to the prospects of the use of e-commerce by
Ukrainian companies, with special emphasis on the use of

this modern type of trade by small and medium-sized busi-
nesses, as it forms the basis of the Ukrainian economy at war
because it is more flexible and allows to create jobs. jobs at
the expense of faster updates than large enterprises.

Of course, e-commerce during and after martial law will be
more popular than offline stores because it does not require
renting retail space, which should be especially noted be-
cause there is a lot of destroyed real estate in eastern parts of
Ukraine, therefore it is harder to find space to rent offline
stores. In addition, with regular air raids and a lack of power
supply, it is more convenient for customers to shop online at
their convenience. In view of this, e-commerce in Ukraine
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Table 2. General Trends and Prospects for the Development of Electronic Commerce in Ukraine.

E-commerce Development Trend

Feature

A full-fledged alternative to online
shopping

The transition of some classic store sales to e-commerce, which can be considered a development of the marketing and
organizational component of the business

Opportunities to develop new mar-
kets

The e-commerce sector is growing worldwide, and companies are competing with each other for millions of new cus-
tomers in emerging and developed markets. There are more and more opportunities for Ukrainian companies to enter
European and global markets, especially against the backdrop of increased respect for the war in Ukraine.

Focusing on high personalization

Buyers and customers are always interested in personalized approaches, such as wanting discounts and special offers
on related products based on their purchase history. E-commerce platforms allow you to offer personalized loyalty
programs, resulting in more accurate purchase predictions and recommendations. A well-designed loyalty program can
have a qualitative impact on audience retention

Ensuring fast order processing and
delivery

Delivery within a day or even an hour through various courier and shipping companies and other means will become
increasingly popular, forcing companies to optimize their supply chains and speed up delivery to stay competitive.

Setting up regular purchases

Providing opportunities to buy recurring consumer products (food, household chemicals, household goods) and other
products by subscription, where select products will be supplied to demanding customers, is likely to attract an increas-
ing number of customers

Individual approach to the client

Smartphones are becoming a part of life, and as a result, shoppers will increasingly shop via phones, digital assistants,
and other digital devices, and online retailers will need to be able to provide the same high-quality experience across all
touchpoints, and the site interface must be displaying well. It is also desirable to have its own mobile app for conven-
ient commerce.

Introducing chatbots for fast cus-
tomer feedback

As commerce moves aggressively into social media and messengers, digital assistants, and other chatbots will become
even more technically advanced, allowing customers to communicate with them in a conversational mode thanks to
artificial intelligence capabilities, which will accelerate the interaction between buyer and seller.

Stores of impressions parallel to
classic entertainment

Customers need to experience positive emotions from shopping and integrate as much as possible into the product
selection process. With this in mind, traditional online stores will offer more experiences and opportunities with the
effect of presence and attract customers with digital kiosks, touch mirrors, virtual reality functions, and organize in-

store training. A positive point could be the opportunity, for example, to try on clothes for your type of figure.

Using different ways of visualiza-
tion

Online merchants will use virtual reality, 3D imaging tools, augmented reality, and other technologies to replicate for
shoppers the hands-on experience available only in conventional stores.

Using social networks to share
experiences among customers and

Sellers may be interested in creating a community of their customers, there themselves to build an audience of loyal

build communities of interest

customers who are guaranteed to come back to buy, which will provide a more stable income for the company

also opens up opportunities for the development of related
areas, such as information technology, technical support,
cloud technology, etc.

General trends and prospects for e-commerce in Ukraine are
presented in Table 2.

Consequently, a company's use of e-commerce offers it pro-
spects for development and audience expansion, but it should
also be understood that there are additional risks and the
need for associated costs required by the transition to elec-
tronic sales of its products. However, analysis of global ex-
perience indicates that e-commerce sales will grow.

DISCUSSION AND RESULTS

Economic and political challenges to the world economy in
recent years require businesses to create and implement the
latest trade technologies to sell goods and services, regard-
less of pandemics, hostilities, relocation of producers and
consumers, etc. In addition, trends toward globalization and
the integration of Ukrainian enterprises in international mar-
kets also stimulate the use of modern technologies to ensure
the possibility of shopping from anywhere in the world that
is possible with the use of e-commerce. The paper proves
that to date, e-commerce is a powerful tool for the develop-
ment of not only trading companies, but also producers, as it
reduces the number of intermediaries and the sale directly

from producer to buyer. It was also found that e-commerce is
part of the digitalization process for B2B and B2C segments,
while in both areas it is effective and has significant pro-
spects for further development.

The article focuses on the opportunities offered by the use of
e-commerce, modern companies. As in any other sphere, e-
commerce has its advantages and disadvantages. The obvi-
ous advantages for business are the following characteristics:

1. Reducing the amount of monetary costs. E-commerce
makes many processes simpler - it is no longer necessary to
rent space, look for employees, and arrange for shipping to
open a sales floor. All the aforementioned can be organized
online, as a result the costs of selling products become lower,
so that the company has reserves for development and accu-
mulation of funds.

2. The dynamic growth of e-commerce. The international e-
commerce market is growing every year. Users gradually get
used to making purchases on the Internet, more and more
services aimed at improving the efficiency of businessmen
appear, as a result of which online shopping is becoming an
integral part of most consumers' lives.

3. Wide coverage of the audience, without reference to the
borders of countries. Through e-commerce, it is easier to
enter international markets. If a company sells physical
goods, it is only necessary to plan how the product will be
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delivered to the buyer, namely, to determine the carrier com-
pany and offer different delivery options to the buyer.

4. Reducing the number of intermediaries. You can contact
directly with the manufacturer of the goods, completely
eliminating the involvement of third parties.

5. Visible analytics and tracking. Business and possibilities
of its promotion are completely under control of e-commerce
specialists.

While there are unconditional advantages, e-commerce also
has disadvantages, certainly debatable, but it is worth point-
ing them out.

1. Technological dependence. Various malfunctions in tech-
nology or difficulties with access to the Internet will have a
negative impact on the results of e-commerce.

2. The necessity to take into consideration the specifics of
working with payment systems. For fast money transfer, it is
necessary to choose a reliable bank and provide high protec-
tion characteristics of the financial information.

3. The need to ensure high characteristics of client data secu-
rity. The requirements of the modern market for companies,
which promote products using e-commerce approaches, are
one of the priorities of information protection and privacy of
buyers. Otherwise, the company may not only lose its reputa-
tion, but may attract the attention of regulatory authorities.

In the course of the study, an analysis of statistical material
was conducted, which proves that e-commerce will continue
to develop, and the potential for its expansion should be used
in favor of trade and manufacturing companies. Also, a com-
parison of the positive aspects and risks of using different e-
commerce platforms was made, proving that the introduction
of e-commerce requires competent preparation and having a
balanced plan of action.

The general trends and prospects of e-commerce develop-
ment in Ukraine in the context of economic recovery after
active hostilities and on the way to further European integra-
tion were also identified.

REFERENCES

Acharya, A., Singh, S. K., Pereira, V., & Singh, P. (2018). Big data,
knowledge co-creation, and decision-making in fashion industry.
International Journal of Information Management, 42, 90-101.

Aleksieienko, I., Poltinina, O., Leliuk, S. (2020). Data visualization in the
financial project management. Economy and Society, 26, 79-86.
https://economyandsociety.in.ua/index.php/journal/article/view/397

Aleksieienko, 1., Poltinina, O., Leliuk, S. (2020). Information and communi-
cation support for project and cost management processes. Devel-
opment Management, 18(3), 1-13

Alexander, B., & Cano, M. B. (2020). Store of the future: Towards a (re)
invention and (re) imagination of physical store space in an omni-
channel context. Journal of Retailing and Consumer Services, 5,
101-113.

Ashok, M. (2018). Role of digitisation in enabling co-creation of value in
KIBS firms. IFIP Adv. Inf. Commun. Technol., 527, 145-154.

Aversa, J., Hernandez, T., & Doherty, S. (2021). Incorporating big data
within retail organizations: A case study approach. Journal of Re-
tailing and Consumer Services, 60, 102-147.

Battisti, S., &Brem, A. (2020). Digital entrepreneurs in technology-based
spinoffs: An analysis of hybrid value creation in retail public-
private partnerships to tackle showrooming. Journal of Business &
Industrial Marketing, 13, 48-69. https://doi.org/ 10.1108/jbim-01-
2020-0051

Verbivska et al.

Bezrukova, N., Huk, L., Chmil, H., Verbivska, L., Komchatnykh, O., Ko-
zlovskyi, Y. (2022). Digitalization as a Trend of Modern Develop-
ment of the World Economy. WSEAS Transactions on Environment
and Development. 18, 120-129.

Bollweg, L., Lackes, R., Siepermann, M., & Weber, P. (2020). Drivers and
barriers of the digitalization of local owner operated retail outlets.
Journal of Small Business & Entrepreneurship, 32(2), 173-201.

Buriak, 1., Nechyporenko , K., Chychun , V., Polianko , H., &Milman, L.
(2022). Trends in the development of management and business
technology in the formation of the modern Ukrainian economy. Fu-
turity Economics&Law, 2(4), 29-35.
https://doi.org/10.57125/FEL.2022.12.25.04

Edvardsson, B., &Enquist, B. (2021). The service excellence and innovation
model: Lessons from IKEA and other service frontiers. Total Qual-
ity Management & Business Excellence, 22(5), 535-551.
https://doi.org/10.1080/14783363.2011.568242

Endres, H., Stoiber, K., &Wenzl, N. M. (2019). Managing digital transfor-
mation through hybrid business models. Journal of Business Strat-
egy., 41(6), 49-56.

Gajewska, T., Zimon, D., &Kaczor, G. (2019). The impact of the level of
customer satisfaction on the quality of e-commerce services. Inter-
national journal of productivity and performance management,
69(4), 666-684.

Gavrila, S. G., & de Lucas Ancillo, A. (2021). Spanish SMEs’ digitalization
enablers: E- Receipt applications to the offline retail market. Tech-
nological Forecasting and Social Change, 162, Article 120-181.

Gong, C.; Ribiere, V. (2021). Developing a unified definition of digital
transformation. Technovation, 102, 102-217.

Grewal, D., Kroschke, M., Mende, M., Roggeveen, A. L, & Scott, M. L.
(2020). Frontline Cyborgs at Your Service: How Human Enhance-
ment Technologies Affect Customer Experiences in Retail, Sales,
and Service Settings. Journal of Interactive Marketing, 51, 9-25.

Ha, L.T. (2022). Effects of digitalization on financialization: Empirical
evidence from European countries. Technol. Soc. 2022, 68, 101-
151.

Hallikainen, H., Alamaki, A., & Laukkanen, T. (2019). Individual prefer-
ences of digital touchpoints: A latent class analysis. Journal of Re-
tailing and Consumer Services, 50, 386-393.

Hanninen, M., Smedlund, A., &Mitronen, L. (2018). Digitalization in retail-
ing: Multisided platforms as drivers of industry transformation.
Baltic Journal of Management, 13(2), 152-168.

Hrynchyshyn, Y. (2021). The infrastructure of the Internet services market
of the future: analysis of the problems of formation. Futurity Eco-
nomics&Law, 1(2), 12-16.
https://doi.org/10.57125/FEL.2021.06.25.2

Huang, Sh. -L., & Chang, Ya-C. (2019). Cross-border e-commerce: con-
sumers' intention to shop on foreign websites. Internet research,
29(6), 1256-1279.

Keiningham, T., Aksoy, L., Bruce, H. L., Cadet, F., Clennell, N., Hodgkin-
son, I. R., & Kearney, T. (2020). Customer experience driven busi-
ness model innovation. Journal of Business Research, 116, 431-
440.

Khan, R.U., Saienko, V., &Tolchieva, H. (2021). Dependence of the com-
pany’s reputation and the quality of customer relations. Ikonomich-
eskilzsledvania [Economic Studies journal], 2, 159-176. (Scopus)

Kovaliuk, T., Kobets, N., Ivashchenko, D., &Kushnarov, V. (2020). Envi-
ronmental monitoring and population protection from environmen-
tal factors. doi:10.1007/978-3-030-48939-7_6"

Lin, X., Zhou, Y.-W., &Xie, W. (2020). Pricing and Product-bundling Strat-
egies for E-commerce Platforms with Competition. European jour-
nal of operational research, 283(3), 1026-1039.

Mentsiev, A. U., Engel, M. V., Tsamaev, A. M., Abubakarov, M. V.,
&Yushaeva, R. S.-E. (2020). The Concept of Digitalization and Its
Impact on the Modern Economy. Proceedings of the International
Scientific Conference Far East Con (ISCFEC 2020), 128, 2960-
2965.

Mentsiev, A. U., Khaliev, M. S.-U., Guzueva, E. R., &Ashakhanova, M. Z.
(2020). Digitalization as a New Stage in the Formation of Econom-
ic Relations. Proceedings of the International Scientific Conference
Far East Con (ISCFEC 2020), 128, 3096-3100

Nitsenko, V., Kotenko, S., Hanzhurenko, I., Mardani, A., Stashkevych, 1., &
Karakai, M. (2020). Mathematical modeling of multimodal trans-
portation risks. doi:10.1007/978-3-030-36056-6_41


https://economyandsociety.in.ua/index.php/journal/article/view/397
https://doi.org/
https://doi.org/10.1080/14783363.2011.568242

The Development of E-commerce

Oberoi, P., Patel, C., &Haon, C. (2017). Technology sourcing for website
personalization and social media marketing: A study of e-retailing
industry. Journal of Business Research, 80, 10-23.

Oliinyk, O., Bilan, Y., Mishchuk, H., Akimov, O., & Vasa, L. (2021). The
impact of migration of highly skilled workers on the country’s
competitiveness and economic growth. Montenegrin Journal of
Economics, 17(3), 7-19. doi:10.14254/1800-5845/2021.17-3.1

Pan, Chung & Yu, Yilin & Zhou, Weikeng & Zheng, Wenli&Ou, Chujing&
Xu, Haonan. (2021). Research on Digitizing and E-commerce in
the Era of the Digital Economy, 4, 189-192.

Raguseo, E. (2018). Big data technologies: An empirical investigation on
their adoption, benefits and risks for companies. International
Journal of Information Management, 38 (1), 187-195.

Riera, Ch., &lijima, J. (2019). The Role of IT and Organizational Capabili-
ties on Digital Business Value. Pacific Asia journal of the associa-
tion for information systems, 11(2), 67-95.

Roy, S. K., Balaji, M. S., Sadeque, S., Nguyen, B., & Melewar, T. C.
(2017). Constituents and consequences of smart customer experi-

Review of Economics and Finance, 2023, Vol. 21, No. 1 583

ence in retailing. Technological Forecasting and Social Change,
124, 257-270. https://doi.Org/10.1016/j.techfore.2016.09.022

Salvador, R., Barros, M. V., da Luz, L. M., Piekarski, C. M., & de
Francisco, A. C. (2020). Circular business models: Current aspects
that influence implementation and unaddressed subjects. Journal of
Cleaner Production, 250, 255-311.

Sun, Y., Yang, C., Shen, X. L, & Wang, N. (2020). When digitalized cus-
tomers meet digitalized services: A digitalized social cognitive per-
spective of omnichannel service usage. International Journal of In-
formation Management, 54, 207-263.

Ye. Kovalenko-Marchenkova, N. Verkhoglyadova, I. Kononova, Ye. Moro-
zova, O. Kubetska. (2022). Management of structural changes in
the system of economic formation of sustainable development.
Naukovyi Visnyk Natsionalnoho Hirnychoho Universytetu, Econo-
my and management, 2. 135-141.

Received: Feb 20, 2023

Copyright © 2023— All Rights Reserved
This is an open-access article.

Revised: Feb 27, 2023

Accepted: May 22, 2023


https://doi.org/10.1016/j.techfore.2016.09.022

