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The article considers the trends of e-business in the current conditions of military aggression
against Ukraine and the consequences of the coronavirus pandemic. The urgency of the
issue of e-commerce development under the conditions of maximum adaptation to changes
in the external environment both in Ukraine and in the global space has been studied. The
main advantages and disadvantages of e-commerce as a key element of doing business are
emphasized. The total value of sales via the Internet in Ukraine and the world is analyzed,
it is determined that e-commerce is one of the fastest growing markets in the world; the
most attractive areas of e-business expansion are identified. It was studied that important
global trends that will affect the further development of domestic e-business include:
control of all means of communication with consumers, work with existing customers and
buyers, maximum automation of business processes, the ability to “move” Internet shoppers
offline-stores, interactivity of sites or pages in social networks, growth of purchases by
subscription, gradual increase of direct sales on sites of direct manufacturers as alternatives
of multi-brand marketplaces for consumers. It was found that e-business in the world is
somewhat deviating from the strategy of attracting new customers. It is quite expensive
and long. A new trend is research and collection of information about current consumers.
It is investigated that a number of e-business development projects were launched in
Ukraine, which took into account and were based on new world trends in this field.
However, initially the coronavirus pandemic, and now Russia’s military aggression against
Ukraine, significantly affected domestic e-commerce. If the impact of the pandemic can
rather be described as a push for business to shift the focus towards digitalization, the war,
on the contrary, destroyed the opportunities for many new projects and dramatically
slowed down the development of domestic e-business.
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Introduction and formulation of the problem

The  difficulties faced  Ukrainian
entrepreneurship today are unprecedented. With the
start of the Russian invasion, Ukraine’s one-time
losses were estimated at $ 564.9 billion, [8] including:
119 billion US dollars — loss of infrastructure
(destroyed and damaged almost 8 thousand km of
roads, dozens of railway stations, airports); $ 112
billion — GDP losses in 2022; $ 90.5 billion — loss
of civilian population (10 million square meters of
housing, 200,000 cars, food security for 5 million

© Gura V., Berdanova O., 2022

people); $ 80 billion — losses of enterprises and
organizations; $ 54 billion — loss of direct investment
in the Ukrainian economy; $ 48 billion — losses of
the state budget. Some companies were physically
destroyed (offices, equipment, etc.), others lost
workers who moved to safer regions. A significant
number of businesses cannot operate fully due to
logistical losses, migration of traditional consumers,
suppliers and customers. The whole business
environment, including e-business, is going through
difficult times. Yes, even the largest online retailer
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in the country — ROZETKA — has huge problems.
According to its founder Vladyslav Chechotkin, the
usual processes are very complicated, workers can
not always get to work, there is a lack of workers to
process orders, and logistics adds extra time.
ROZETKA’s monthly turnover dropped from UAH
4 billion per month to UAH 23 million in 3 weeks
of hostilities [1].

At the same time, it should be noted that
different segments of e-business reacted differently
to the current situation. Some companies did not
worsen their performance, and some even improved.
This was largely influenced by the geographical
affiliation of the business and its customers. There
are also many other factors that take time to study.
And today, due to lack of information, it is
inappropriate to talk about stable trends.

The new challenges have exacerbated the
already difficult state of entrepreneurship that has
arisen as a result of the coronavirus pandemic. Thus,
the domestic economy was locked for the first time
from March to May 2020, the second time - in
January 2021, in February 2022, adaptive quarantine
was introduced. Most businesses have been forced
to close offline and start working online. The difficult
time of «reboot» for everyone ended in different ways:
for some closure, reorganization, and for the most
creative new opportunities and prospects.

The urgency of e-business development is quite
obvious, because in any case we will all have to live
in new conditions and transform to changes in the
external environment both in the country and in the
global space at maximum speed. During this period,
entrepreneurs need to adapt to modern realities: to
adapt, change, improve and be extremely flexible to
the needs of customers and partners. Given the
current realities, consumers have shifted a significant
portion of their purchases from regular stores to
marketplaces and various Internet resources.

Analysis of recent studies and publications

The following domestic scientists study the
development of e-business and e-commerce:
V. Babenko, T. Zatonatska, O. Nazarenko,
I. Nazarenko, O. Mandych, M. Krutko,
L. Glinenko, Yu. Dainovskyi, S. Malovychko,
O. Melnychuk and others. Current trends in e-
commerce and trade in Ukraine in recent years have
been highlighted in the works of L. Glinenko,
Yu. Dainovskyi [2]. O. Melnychuk emphasizes that
in Ukraine the main need for the development of e-
business is to improve the legal system, namely the
creation of the Information Code of Ukraine,
development of the National Action Plan for regular
familiarization and implementation of e-commerce

systems of various types [3].

Well-known foreign scholars studying e-
business trends are A. Operkent, J. Effendi,
M. Kinney, H. Shirley, M. Smith and others.
A. Operkent’s works are devoted to the study of the
legal system of one of the leading countries in this
field — the United States. In addition, A. Operkent
outlined the legal framework of different countries,
their advantages and disadvantages, provided
proposals for legal regulation of problematic issues
[12]. In their works, J. Effendi and M. Kinney
outlined the most profitable segments and the main
actors involved in this relationship [14]. The work
of H. Shirley and M. Smith noted how the
implementation of various online operations will
affect the economic situation of countries, especially
developing ones [13].

However, trends are constantly changing and,
accordingly, new trends that affect the development
of e-business in Ukraine need to be updated and
analyzed.

The purpose of the article

The purpose of the article is to identify trends
in the development of e-business in Ukraine in the
context of global trends and the impact on this
development of the coronavirus pandemic and
Russia’s military aggression against Ukraine.

Presentation of the main material

At present, the use of innovative technologies
is a key factor in the development of both
entrepreneurship and the state as a whole. After all,
the active introduction of innovative changes depends
on increasing productivity and creating new
opportunities for successful business. Our country
has a significant potential for innovative development
in the field of e-business based on the application of
already known international business models and its
own developments.

For a deeper understanding of the research
topic, let’s analyze the categorical apparatus. Thus,
most authors define e-business as any business activity
that is implemented using information and
communication technologies for profit. The main
components of e-business are e-document
management, e-payment system and e-commerce.
E-commerce should be considered as one of the
elements of e-business related to the implementation
of marketing functions, including the sale of goods
and services via the Internet to consumers. That is,
the identification of these two concepts is incorrect.

The Law of Ukraine “On Electronic
Commerce” defines the concept of “electronic
commerce” as “relations aimed at making a profit
arising from transactions for the acquisition, change
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or termination of civil rights and obligations, carried
out remotely using information and
telecommunications systems, as a result of which
the participants of such relations have rights and
obligations of a property nature” [5].

The e-commerce model, in which the consumer
chooses and orders goods via the Internet, and pays
by means of payment or electronic documents, can
be represented by the following elements (Fig. 1).

During the coronavirus pandemic, with limited
online contacts, e-commerce became a key
component of doing business. Increasingly,
companies are entering the electronic market to
provide services or sell goods.

The advantages and disadvantages of shifting
the emphasis in doing business are gradually
becoming apparent. The advantages should be
considered the optimization of entrepreneurs their
costs for the construction of shops, warehouses; the
ability to cover a wider geography of customers;
possibility of closer contacts with clients. Among
the disadvantages are the following: the customer is
deprived of the opportunity to verify the quality of
the goods at the time of purchase, increases the
waiting time for the desired product, there are some

difficulties in returning the product if it does not
come, more likely to receive low-skilled advice than
in a regular store.

E-commerce, despite its small share in total
sales, is confidently gaining momentum and
developing rapidly. Thus, since 2017, global annual
growth averages 20% (Fig. 2). In Europe, 81.5% of
all Internet sales come from three countries: the
United Kingdom, Germany and France. In
particular, every year on this indicator they show
stable growth [10].

In 2024, Internet sales are expected to reach $
6,388 billion. The real giants of global e-commerce
are Amazon, Google and Facebook. If before each
of them worked in their niche, now they are
increasingly competing with each other and pose a
threat to other brands and retailers.

Amazon is a leader in investment and
innovation: drone delivery, courier robots, and bitcoin
payments. Amazon’s sales make up almost half of
the US market. The company is growing by 20-30%
annually with sales of over $ 200 billion per year [6].

Amazon’s development is also an incentive for
Google to develop in the field of e-commerce,
because through the creation of various applications

Simplified e-commerce model

Holders of plastic cards that have access to virtual service providers via the Internet

Virtual service providers (online stores, banks, insurance companies, etc.) that provide access to their
service catalogs via computer networks

Payment system represented by issuing banks (cards), acquiring banks and processing companies and
centers

Reliable and quite cheap telecommunication infrastructure, developed system of standardization and
authentication of clients and information providers

Fig. 1. Simplified e-commerce model
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Fig. 2. Growth in online sales worldwide, in the billions of US dollars.

Source: compiled by the authors on the basis [10]
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(service for automatic sales of Shopping Actions,
tool for promoting online shopping Google Shopping,
virtual voice assistant Google Assistant) search engine
has become more effective in showing customers
who has the best product at the most attractive price,
as well as where it is available [4].

Becoming a leader among social networks,
Facebook with an audience of 2.7 billion active users
chooses e-commerce as the next stage of growth.
Sellers can use a variety of tools to access their target
audience — from targeted advertising to publishing
with built-in product cards. Instagram, based on
photo sharing, is currently one of the key drivers of
global e-commerce. About 78% of brands and
retailers successfully sell their products on Instagram
[4].

Due to the boom in the e-commerce market
in recent years, domestic retailers have a huge
selection of online sales channels. Large foreign
marketplaces are Amazon, eBay and Walmart, and
among the Ukrainian ones are ROZETKA, Prom,
Rozetka, OLX. There are now more than 100 sites
available to customers on the Internet, and this
number will only grow. It is worth noting that the
huge selection of platforms has led to a new trend.
It is no longer enough to place simply your product
on as many sites as possible. The winning strategy is
to develop the business within one of the most
popular categories, choosing a narrow niche-
subcategory for e-commerce [4].

The pandemic has further contributed to the
development of the e-business market in Ukraine:
months of self-isolation have led to the emergence
of 10 million new customers in online stores.
According to the Payoneer’s Global Seller Index,
Ukraine ranked sixth with the highest e-commerce
revenue growth, ahead of even leading countries such
as Vietnam, Israel, India and Japan [9]. Most users
continued to order goods online, even after the
restrictions were lifted. According to the CBR, the

top 3 categories that Ukrainians most often buy online
are clothing (47%), home appliances and electronics
(46%), cosmetics and perfumes (37%). Among
Ukrainian marketplaces and bulletin boards, OLX
ranks first in terms of both knowledge (94.3%) and
usage (79.9%). At the same time, the most popular
site for online shopping on foreign sites is
aliexpress.com, and the most popular social network
— facebook.com [11].

The largest company that develops software for
retail and online stores, Shopify published a report
on trends in 2021 [15]. The main trends in e-business
presented in Fig.3.

Messengers, bots, voice assistants, augmented
reality — all this is becoming a new trend — barrier-
free trade. Most shoppers use messengers to learn
more about products, and a significant proportion
of consumers turn to smartphones when they are
offline.

One of the interesting trends in e-business is
the growth of subscription purchases. The essence
of this trend is that the customer chooses a set of
goods that he buys regularly (grocery basket,
cosmetics, pet kit, etc.), and subscribes to them. In
particular, Amazon alone offers more than 150
options for this service. Subscription purchases have
grown by 40% in 2020, and by 2023, 75% of sellers
working directly with consumers will offer such
subscription Kkits [4].

Back in 2017, most people bought popular
brands on marketplaces, where you could order
everything at once. However, recent trends confirm
the fact that consumers are already choosing their
favorite brands on the websites of direct
manufacturers and support direct sales initiatives
through online stores, as this is how you can avoid
counterfeiting and fraud. At the same time, owners
of new brands should understand that their
independent promotion in classic retail and e-
commerce is complicated by unequal competition

Trends
TS * One-button
Barrier-free trade shopping
Growth of subscription Den;fgr aphic
purchases pect
v Direct sales from

Social networks as Delivery of the manufacturers

sales channels future

Fig. 3. Main trends in e-business 2020-2022

Source: compiled by the authors on the basis [15].
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with multi-brand projects. It is clear that a potential
buyer on a site with a wider range of products
performs more views, clicks etc. This, in turn,
increases the «trust» of search engines to this site.
Therefore, for the successful promotion of the brand
it is necessary to offer a quality, interesting and
relevant product; clearly understand your target
audience, its needs; to form the recognizability;
immediately set a serious budget for digital advertising
on various platforms, taking into account the
preferences of its consumers. Taking into account
these aspects by the owners of new brands will help
not only to attract customers, but also to retain them
in the long run.

You also need to pay attention not only to
how the purchase will be made, but also to who will
make it. For example, when choosing a seller, most
consumers born at the beginning of the XXI century
will choose the one who offers the option to buy
online. And a third of people born around 1982-
2004 trust social media advertising as a shopping
recommendation. A very promising area of customer-
oriented approach in e-commerce is the use of
Customer Data Platform (CDP) — a specially
designed system for storing data about site users.
CDP is primarily a tool for developing targeted
marketing business strategies. The system helps to
identify and differentiate the audience to personalize
the advertising campaign.

Another global trend of e-commerce, which
was manifested in Ukraine in the pre-war period, is
that the best position held by the seller who organized
convenient and fast delivery of goods. Therefore,
online stores are improving their own automated
home delivery systems, cooperating with specialized
delivery services, increasing opportunities for self-
pickup from points of sale.

However, with the onset of hostilities, the
development of delivery systems in Ukraine has
stalled, and in some regions they simply been
destroyed, which has led to a significant reduction
in their activities. Thus, of the three largest players
in the shipping market during the war, two remained
— the Estonian Bolt and Glovo. Rocket delivery
service has left the Ukrainian market. Glovo has
lost almost two-thirds of its couriers and it is too
early to predict a full recovery.

Many retail chains in Ukraine now focused on
recording losses in order to recover them in court
from the aggressor’s country. Such a procedure has
already been put in place to compensate for the war
in Angola, some African countries, Kosovo and
Donbas. Along with this, work is underway to relocate
warehouses, open new distribution centers, and

intensify online orders for goods that can be picked
up at open outlets.

E-commerce in Ukraine is gradually recovering,
although one should not expect the pre-war level to
reach quickly. The result will be the suspension of
many new projects in this area, focusing on major
areas, supporting the largest marketplaces.

Conclusions

The study found that e-commerce is one of
the fastest growing markets in the world. Good
reasons are forcing sellers to move from offline to
online sales: reduced maintenance costs, consumer
access to a wide range of goods, ease of shopping,
wider customer reach, etc.

The desires and expectations of online store
customers are increasing every year, and sellers are
trying to improve the conditions for purchasing goods.
Finding the best solution always encourages the
development and emergence of new trends.

Important global trends that will affect the
further development of domestic e-business include:
control of all means of communication with
consumers, work with existing customers and buyers,
maximum automation of business processes, the
ability to “move” Internet shoppers to offline stores,
interactivity of sites or pages in social networks,
growth of subscription purchases, gradual increase
of direct sales on the sites of direct manufacturers as
an alternative to multi-brand marketplaces for
consumers.

It is noticeable that e-business in the world
deviates slightly from the strategy of attracting new
customers. It is quite expensive and time consuming.
A new trend is research and collection of information
about current consumers. Most brands are beginning
to create virtual portraits of their customers: features
of online behavior, channels of communication with
online stores, consumer settings using augmented
reality technologies, the use of special storage systems,
etc. Such personalization when making a purchase
leads to the fact that the global Internet, studying
the customer and knowing all his desires, will offer
exactly what needed. However, whether this will have
positive or negative consequences remains an issue
for future research. The world is becoming digital
and virtual.

A number of e-business development projects
been launched in Ukraine, taking into account and
based on new global trends in this field. At the same
time, the study found that initially the coronavirus
pandemic, and now Russia’s military aggression
against Ukraine, had a significant impact on domestic
e-commerce. If the impact of the pandemic can
rather be described as a push for business to shift the
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focus towards digitalization, the war, on the contrary,
destroyed the opportunities for many new projects
and dramatically slowed down the development of
domestic e-business.

The difficulties faced e-business in Ukraine will
be overcome, its further development will be in line
with global trends.
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TPEHJIM EJIEKTPOHHOTI'O BI3BHECY B HOBHUX
PEAJIIAX

Iypa B.JI., bepoanosa O.B.

Y ecmammi poszeasnymo mendenyii enexmponHoeo 6izHecy 6
CYMACHUX YM08axX 80€HHOI aepecii npomu Ykpainu ma Hacaiokie
nandemii koponasipycy. Jlocaidxnceno akmyanvHicmes npobaemamu-
KU PO3BUMKY eAeKMPOHHOI KOMepYii 3a yM08 MAKCUMANbHO20 NPU-
CcMocysanHs 00 3MIiH 306HIUHb0O2O cepedoguya K 6 Yxpaini, mak i
8 enobanvHomy npocmopi. Iliokpecaeno ochogHi nepesaeu ma Hedo-
JIKU eneKmMPOHHOI KoMepUii K KAH408020 eseMeHmy 6edeHHsl bizHecy.
IIpoananizosaro 3aeanvhy eeauury npodadicie uepes mepesicy Inmep-
Hem 6 Ykpaini ma ceimi, euzHa4eHo, w0 e1eKmpoHHA KOMepyis €
O0HUM 3 HaUOiAbUW WEUOKO3POCMAIOMUX PUHKIE Y ceimi, eudiieHo
Haubinbw npueabauei cepu po3uUpeHHs eaeKmpoHHO20 Oi3Hecy.
Jlocaidacero, wo 0o 8axcausux ceimosux mpenoie, wo eniueamu-
MYMb HA NOOAALUIUIL PO3GUMOK GIMHU3HAHO20 eAeKMPOHHOR0 Oi3Hecy,
caid gidnecmu: KOHMPOAb 6CiX 3acobie KomMyHIKayii 3i cnoxcusa4a-
Mu, poboma exice 3 HAAGHUMU KAIEHMAMU MA NOKYNUAMU, MAKCU-
ManvHa agmomamusayis 6i3Hec-npoyecie, MONCAUBICIYb «nepemilleH-
H» InmepHem-nokynys @ o@aaiin-maeazunu, iHMepaKmueHicms
catimie abo cCMopiHOK Y COYIaNbHUX MepPedcax, 3pOCMaHHs NOKYNoK
3a nepeonaamoro, NOCMynoge 30iNbUieHHs NPAMUX NPoOaxNCie Ha
catimax b6e3nocepedHix 8UPOOHUKIG K ANbMePHAMUBU MYAbMUOPeH-
dosux mapkemnaelicie 0 cnoxcugauie. Busgneno, wjo erexkmpon-
Hull 6i3Hec y ceimi deujo sidcmynae 6id cmpameeii 3a1y4eHHs HOBUX
nokynuie. lle docums 3ampamno ma doeeo. Hosuii mpeno — doca-
i0xcenns ma 30ip ingopmayii npo nomourux cnoxcusaie. Jocaio-
JIceHo, wo 6 Yxpaini 6ya0 3ano4amkoeaHo uiny HU3Ky HpPOEKmMIie
DO36UMKY eAeKMPOHHOR0 Oi3HeCy, ujo 8paxogysanu ma 6a3y6anrucs
Ha Hosux ceimosux mpeHoax y uitl cgpepi. O0nak cnouamiy navoe-
Mist KOpoHasipycy, a 3apa3 eoeHHa aepecis Pocii npomu Ykpainu
CYMMEBO BNAUHYAU HA BIMHUBHAHY e-Komepyiro. SKkujo eniue nau-
demii ckopiw MoXCHA oxapakmepusyeamu K noumosx bizxecy 0o
3miueHHs akyenmie y Oik Odidycumanizayii, mo 6iliHa, Haenaxu,
3pYUHY8aNa MoXNCAUBOCMI peanizayii 6aeamvoxX HOBUX NPOEKMIG i
Di3K0 3a2a1bMy6ana po36UMOK GiMUUHAHOR0 eAeKMPOHHO20 Oi3He-

cy.

KatouoBi ciaoBa: eneXTpoHHUI Oi3Hec, eJeKTpOHHa
KOMePILisl, IHHOBAIIiiTHA MisUTbHICTh, BOEHHA arpecisi, maHaeMis.
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TPEH/JIbI DJIEKTPOHHOI'O BU3HECA B HOBBIX
PEAJTUAX

Iypa B.JI., bepoanosa O.B.

B cmamuve paccmompernsr mendenyuu 3nexkmponHoeo 6usHe-
€A 6 COBPEMEHHBIX YCAOBUSX 0EHHOU agpeccu npomue YKpauHvl u
nocaedcmeutl nandemuu Koponasupyca. Mccaedosana akmyansHocmo
npobaemamuku pazeumusi I1eKmpoOHHOL KOMMEPUUY 8 KOHMeKCme
U3MeHeHUs. SKOHOMUYECK020 NPOCMPAHCMEa Kak 6 Yxpaune, max u
6 mupe. [loouepkHymol 0CHOGHbIE npeumyulecmea U HedoCmamKku
2/1eKMPOHHOU KOMMEPUUU KaK KA4ee020 anemenma 6usneca. Ilpo-
AHANUBUPOBAHA 00WAs 6eAUUHA NPodadic yepe3 cemb Mnmeprem ¢
Ykpaune u mupe, onpedenero, umo s1eKmpOHHAS KOMMEPYUS 5651~
emcst 00HUM U3 Haubonee ObIcMPoOPacmyuux PoiHK08 6 mMupe, bloe-
JleHbl Haubonee npugieKamensHvle cghepvl pacUUperus I1eKmpoH-
H020 Ousneca. Hccredogaro, umo K 6adlNCHbIM MUPOBLIM MPEHOAM,
GAUSIOWUM Ha JanbHelulee pasgumue OmevecmeeHH020 I1eKmpOH-
HO20 Ou3Heca, credyem OmHeCmu: KOHMPOAb 6Cex CPedcme KOMMY-
HUKQUuU ¢ nompedumensmu, paboma ¢ yice UMerOUUMUCS KAUEH-
mamu u noKynamensimu, MaKCUMAanbHas agmomamu3ayus oustec-
npouyeccos, 603MONCHOCMY «nepemeuerus» Humeprem-nokyname-
A5 8 0QPPAAUH-MAA3UHbL, UHMEPAKMUBHOCMb CAUIMO08 UAU CIMpa-
HUY 8 COUUANbHBIX CEMSX, POCH HOKYHOK N0 NOONUCKe, NOCHEeNeH-
HOe yeeauteHue nNpAmMblX Npooajic HA caumax HenocpeoCcmeeHHbIX
npouszeodumeneti KaK aAbmepHamuesl 0415 nompeoumeneli Myavmu-
6perdogbim mapkemnaelicam. YcmaHoeaeHo, YMo 34eKMPOHHbLU
Ou3Hec 6 Mupe HeCKOAbKO OMCmynaem om cmpameeuu npueieye-
HUsl HOBbIX noKynamenetl. Imo 00601bHO 3ampamuo u doaeo. Ho-
6blll mpeHd — uccaedoganue u coop uHGopmayuu 0 MmexKyuux no-
mpebumensix. Hccaedosano, umo 6 Yxpaune 6oi1 Hauam yeawiil psio
NPOEKmMoe pazgumusi I1eKmpoHHO20 OU3Heca, KOMopble yuumlean
u 6a3upoBanucy Ha HOBbIX MUPOBLIX mpeHdax 6 smoll cghepe. OdHa-
KO CHa4ana nandemusi KOPOHABUPYCA, A CelYac 60eHHAs aepeccus
Poccuu npomue Yxpaunst, cyuecmeeHHo noGAUsSAU HA OMeHeCmEeH-
Hyr0 3-Kommepyuro. Ecau eausuue nandemuu ckopee MoxucHO oxa-
DaKmepu308ams KaKk moA4oK OU3Heca K CMeU|eHUur) aKueHmos 6
CHOPOHY OUONCUMANUZAUUU, MO BOLIHA, HANPOMUE, PA3DPYUILUAA 603~
MOJNCHOCMU Peanu3ayuy MHO2UX HOBbIX NPOEKMO8 U Pe3K0 3amop-
MO3UAQ pasgumue Ome4ecmeeHH020 IAeKMPOHHO20 OU3Hecd.

KioueBbie cj10Ba: 3JIEKTPOHHBIN OM3HEC, BJIEKTPOHHAsK
KOMMEpLIMsI, UHHOBALIMOHHAST IESITEIbHOCTh, BOGHHAsI arpeccusl,
MaHAeMUs.
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The article considers the trends of e-business in the current
conditions of military aggression against Ukraine and the consequences
of the coronavirus pandemic. The urgency of the issue of e-commerce
development under the conditions of maximum adaptation to changes
in the external environment both in Ukraine and in the global space
has been studied. The main advantages and disadvantages of e-
commerce as a key element of doing business are emphasized. The
total value of sales via the Internet in Ukraine and the world is
analyzed, it is determined that e-commerce is one of the fastest
growing markets in the world; the most attractive areas of e-business
expansion are identified. It was studied that important global trends
that will affect the further development of domestic e-business include:
control of all means of communication with consumers, work with
existing customers and buyers, maximum automation of business
processes, the ability to “move” Internet shoppers offline-stores,
interactivity of sites or pages in social networks, growth of purchases
by subscription, gradual increase of direct sales on sites of direct
manufacturers as alternatives of multi-brand marketplaces for
consumers. It was found that e-business in the world is somewhat
deviating from the strategy of attracting new customers. It is quite
expensive and long. A new trend is research and collection of
information about current consumers. It is investigated that a number
of e-business development projects were launched in Ukraine, which
took into account and were based on new world trends in this field.
However, initially the coronavirus pandemic, and now Russia’s
military aggression against Ukraine, significantly affected domestic
e-commerce. If the impact of the pandemic can rather be described
as a push for business to shift the focus towards digitalization, the
war, on the contrary, destroyed the opportunities for many new projects
and dramatically slowed down the development of domestic e-business.

Keywords: e-business, e-commerce, innovation, military
aggression, pandemic.
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