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The current state of Ukraine’s economy requires solving a number of fundamental
problems. Among the many issues facing the economic mechanism of Ukraine, the issue
of e-commerce development is the first to be addressed. Today, there are serious
prerequisites for the development of e-commerce in Ukraine. This statement is based on
the fact that we traditionally have a high level of education and, in addition, the supply
and demand in the Ukrainian IT sector is constantly increasing. In recent years, this
sector has become a significant market factor with sales growth rates of 15-25% per year.
The development of e-commerce improves market information: buyers and sellers receive
almost instantaneous information on prices, quality, and delivery terms of goods offered
by different competitors. E-commerce can have a positive impact on the structure and
functioning of the Ukrainian labor market by expanding it and utilizing skilled workers.
The need for customer service created by e-commerce is another common area of job
creation in Ukraine. In addition, the Internet economy will create related small businesses
in Ukraine, driven by the need for computer technology and administrative services,
including security, accounting, and transportation services for customers. E-commerce
can play a crucial role in marketing and selling the products of domestic enterprises,
while increasing exports of goods and services. Exports of goods and services can increase
manifold if legal restrictions do not impede this. As the domestic industry strengthens its
position and the quality of its products improves, Ukrainian companies can sell their
products in other countries. The main obstacles for small businesses in this area of
activity are imperfect customs legislation and the high cost of cargo transportation. The
development of e-commerce can increase the profitability of companies and allow them
to reduce costs, in particular, virtual stores and online contact addresses allow goods to
be stored closer to the place of their direct production, which speeds up the distribution
of goods and related costs.

Keywords: e-commerce, information technology, business, Internet economy, strategy,
competition, computer technology, services.

Introduction and problem statement
The current economy has undergone many

changes due to the rapid development of information
technology, one of which was the emergence of such
a phenomenon as e-commerce. Today, e-commerce
is a full-fledged market that is being improved
according to general economic principles and has its
own history. The Internet-based electronic exchange

of indicators is more efficient than usual based on
costs and the speed of information transmission. These
technologies allow networked entities to exchange
information, execute transactions, and make financial
and economic settlements in a timely manner.

Purpose of the article
The purpose of the article is to study the development

of e-commerce as a tool for ensuring business stability.
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Analysis of recent research and publications
An analysis of previous publications by both

domestic and foreign scholars on the role of
e-commerce shows that it has a positive impact on
the structure and functioning of the modern business
environment. The need for customer service created
by e-commerce is one of the most common areas for
job creation. Despite a significant number of domestic
and foreign studies and publications on e-commerce,
global e-commerce has not yet been sufficiently
studied. Some of its important aspects still remain
unexplored by researchers. Existing publications on
e-commerce still focus on the analysis of foreign
experience in e-commerce development, many aspects
of which cannot be blindly transferred to Ukrainian
realities due to their specifics and needs, but must be
critically rethought and adapted. Therefore, there is
an urgent need to systematize approaches to the study
of e-commerce development.

The virtual economy, which is being formed
on the basis of the Internet, is a new qualitative
stage in the development of the real economy, a
new and more efficient information and economic
environment for economic activity. Today, Ukraine
has a chance to restore its destroyed economy and
fully participate in the global information community
through the timely introduction of Internet
technologies into existing business processes. These
technologies, along with a significant increase in the
efficiency of economic activity, provide a real
opportunity to intensify regional and international
cooperation between various business entities and
attract foreign investment in Ukrainian Internet
projects that are already attracting interest from
venture capital companies.  In these circumstances,
the problem of adapting the Ukrainian economy to
the Internet environment is acute, and it can be
realized in a timely manner only if there is a broad
awareness of the prospects and a deep understanding
of its nature and features compared to the traditional
economic environment.

Main material
The beginning of the twentieth century was

marked by the development of economic globalization
due to the widespread use of information technology.
Global trends reinforce and complement each other
and largely change the traditional economic map of
the world. New information and communication
technologies act as “duplicators” of globalization.
Globalization, which has facilitated the exchange of
people, goods, capital, scientific ideas and knowledge,
has provided an unprecedented pace of technological
change in world history. Today, scientists are talking
about a new type of economic model, a new global

economy based on knowledge. The main elements of
the new economy today are, firstly, information and
communication technologies, secondly, intellectual
property and, thirdly, electronic databases. The main
difference between the new economy and the industrial
economy is that ideas and knowledge are valued much
higher than physical products, machines and raw
materials.

The emergence of global communication
networks, and primarily the Internet, has launched a
revolution in the field of commercial activity, and
e-commerce is an institution that demonstrates the
development of the digital economy. Some authors
argue that e-commerce as an economic phenomenon
emerged in the 1960s of the last century, when large
organizations began to use electronic technologies to
conduct transactions with each other [6].

In the initial stages of studying e-commerce as
a synonym, it has a positive impact on the structure
and functioning of the Ukrainian labor market through
its expansion and utilization of skilled workers. The
need for customer service created by e-commerce is
another common area of job creation in Ukraine
positive impact on the structure and functioning of
the Ukrainian labor market through its expansion
and the use of skilled workers. The need for customer
service created by e-commerce is another common
area of job creation in Ukraine This term has been
widely used in the past, along with the terms e-
business and e-commerce. However, at present, most
experts say that these terms refer to different
phenomena [5].

The most appropriate definition of e-business is
that it is any process that a business organization
carries out through a computerized network, as well
as a set of various business processes that use the
Internet and related telecommunications networks,
information and computer technologies that are a
prerequisite for the implementation and conduct of
one or more stages of business activity. In addition,
e-business is the connection of the most important
systems for solving commercial problems with
customers directly via the Internet, external and
internal company networks.

For ease of analysis, e-commerce can be
conditionally classified depending on the emphasis
placed.

The first group includes definitions that consider
e-commerce primarily as an activity.  One of the
shortest definitions of this group can be found in the
Joint Statement on E-Commerce of the U.S. and
Japanese Trade and Industry Councils, which states:
“E-commerce is defined simply as trade through
electronic communication” – e-commerce can be
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defined simply as trade conducted through an
electronic communication mechanism.

Definitions of the second group interpret
e-commerce as a series of transactions. In particular,
in the report of the Ministry of Finance of India on
the taxation of e-commerce published in September
2017 by the Indian Association of Software
Development Companies NASSCOM, e-commerce
is defined as “transactions in which the offer to sell
and acceptance of the offer are made electronically”.

The definitions in the third group focus on the
technological aspect of e-commerce. Here, there are
three subtypes of definitions that differ in scope. The
narrowest definitions are those that limit the technical
component of e-commerce to the Internet. This
approach has been adopted by Statistics Denmark,
which states that e-commerce “...is the sale of goods
or services via the Internet at any stage of the supply
chain, whether business-to-business, business-to-
consumer or public-private.” The sale is based on an
online order, but the final delivery of the product or
service may be made online or offline.”

As for the term “e-commerce,” most experts
today have come to the conclusion that it should be
understood to mean only sales transactions that take
place in the context of electronic commerce. Here is
the definition given by economists A. Summer and
R. Duncan: “E-commerce is the purchase and sale of
goods or services that contain all or part of the
commercial transaction cycle and are entered
electronically” [12].

E-commerce is a financial transaction and
agreement carried out via the Internet and private
communication networks related to the purchase and
sale of goods and services or the transfer of funds. An
e-commerce transaction can be as simple as digital
data transmission via telephone, television, or
information networks.

Generally, there are three segments of
e-commerce: business-to-consumer, consumer-to-
business, and consumer-to-consumer. The first one
characterizes general online commerce, such as selling
books on Amazon.com. The second, which is still in
its infancy, realizes the advantages of the Internet in
a different way when it comes to the prompt processing
of transactions. For example, potential passengers tell
airlines the prices at which they can buy a ticket
(Priceline.com) and leave it up to the airlines to
accept or reject these offers. The third segment is
characterized by the growing popularity of specialized
flea auctions.

Today, the basis for building a corporate business
on the Internet is an electronic trading platform, a
place where buyers and sellers make sales transactions.

In addition to the direct ability to publish orders for
the purchase/sale of goods and services, site participants
receive many additional services on a paid or free
basis: news and analytics, a mini-site, import of a
product catalog directly from the company, an
accounting system, marketing services (advertising,
e-mail), financial services - online payment systems,
applications for financial products (insurance, lending,
leasing). Based on the way they are created, electronic
trading platforms can be divided into three categories:
created by buyers, sellers, or a third party [3].

Sites created by buyers. One or more large
companies create their own marketplace to attract
many subcontractors. This concept of marketplaces
arose out of the need of large companies to streamline
the procurement process, expand commercial contacts
and supply chains.

The platforms are created by traders. In addition
to large buyers, large sellers also play an active role in
the development of electronic trading platforms.

Marketplaces created and operated by third parties
are designed to bring buyers and sellers together.
Usually, such sites are created by people familiar with
this business area and the business processes that take
place in it. Based on neutral intermediation, many of
these online platforms are approached by leading
companies. However, this creates potential problems
with attracting other companies to the market and
controlling large industrial investors.

As a rule, the emergence of certain types of
electronic trading platforms depends on the level of
influence of buyers and sellers in this area. If it is a
buyer’s market, then by integrating their own supply
chain systems, they can create electronic trading
platforms that meet their needs. If it is a seller’s
market, the seller avoids intermediaries by
communicating directly with a large number of buyers
on the electronic trading platform he has organized
and thus can receive a portion of his profit. On the
other hand, “independent trading platforms” are
effective in highly fragmented markets where there is
no dominant buyer or seller.

In order to achieve the critical mass of
participants necessary for the effective operation of
the trading platform, it is necessary to ensure equal
and easy access to information and services for all
participants. In particular, these requirements include
an intuitive web interface with easy page navigation
and a simple user registration process.

The success of the trading platform is closely
related to the quality of the catalog management
process: adding new information, changing old
information, searching the catalog. The integration of
an e-commerce platform should support all aspects of
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e-commerce, from transaction execution to supply
chain support and business-to-business collaboration.
This simplifies workflow and paperwork, which
increases the benefits of the participants and,
consequently, the trading platform.

Another aspect of integration is the organization
of interaction with business processes and business
systems of participants, especially with systems and
other enterprise process management systems. This
helps companies optimize planning, forecasting,
resource management, and marketplace management
to receive data from external applications in real time,
which certainly affects their performance. The trading
platform should not only provide its participants with
various information necessary for doing business, but
also analyze this data. In addition, the services should
include the ability to monitor business activity in the
trading floor and generate various reports that will
allow participants to analyze the market situation,
identify new trends, and respond to customer requests.

To generate additional revenue and attract more
buyers and sellers, a marketplace can offer a number
of subscription-based services that are of interest to
individual participants. Such services include, for
example, auctions, financial services such as depositing
or consolidating monthly payments, organizing
logistics, etc.

Domestic e-business experts and analysts are
increasingly coming to the conclusion that the ultra-
high growth rate of our e-commerce may not last
long. The indicators available today show, first of all,
that this trade area is still in the initial stages of its
development, which is always and everywhere
characterized by rapid growth and rapid advancement
in all directions. The second scheme of interaction
gives the consumer the opportunity to set the price of
goods and services offered by companies. This type of
e-commerce is currently the least developed.

Currently, about 90% of Ukraine’s largest
companies have access to the Internet, and more than
150 electronic trading platforms operate on the market.
The use of the Internet has allowed many companies
to place orders and deliver goods themselves, rather
than outsourcing these functions to retailers who use
the “virtual environment” themselves, replacing the
physical placement of goods in warehouses and their
movement by online specialists.

The creation of an electronic trading system for
the procurement of goods and services for public needs
is extremely important for modern Ukraine. The
development of e-commerce for public purposes is a
necessary step for Ukraine to become a full-fledged
participant in the rapidly developing global e-commerce
system [3]. Several years ago, Ukraine embarked on

a path of reorientation of public procurement towards
the widespread use of the Internet and modern
information technologies. Public procurement of goods
and services is a significant part of the national
economy, with a volume of about $2,100 million in
2021.

Today, there are serious prerequisites for the
development of e-commerce in Ukraine. This
statement is based on the fact that we have a
traditionally high level of education and, in addition,
the supply and demand in the Ukrainian IT sector is
constantly increasing. This sector has proven to have
high potential and has become a significant market
factor over the past five years, with sales growing at
15-25% per year.

Ukrainian courier services expect that in the
near future about 20% of all express deliveries will be
made via the Internet. In addition, according to
research, more than 300,000 people in Kyiv alone
are potential customers of online banking services,
while no more than 4,000 people currently use them.
Ukraine, with its territory and trends, is simply
doomed to the widespread use of web-based practices
in all areas of life related to state identity. At the
same time, it is necessary to clearly understand the
conservatism and small size of the modern Ukrainian
electronics market, which creates difficulties in
introducing innovations and poses a global challenge
for Ukraine to find a place in the global system of
division of labor in the information technology
industry.

According to the National Association of
E-Commerce Participants (NAUET), in 2021, the
volume of the Ukrainian e-commerce market reached
USD 4.474 billion, exceeding the previous year’s
figures (USD 3.233 billion) by 38%. In 2019, the
market amounted to only USD 937 million, in 2018
– USD 517 million, and in 2017 – USD 317 million.

Segment 2017 2018 2019 2020 2021 2022 
B2c 218.3 317.5 480.4 662 1020 1450 
B2b 99 189 316.2 442 1 300 6150 
B2g – 10.8 141 2130 2174 2450

In general: 317 517 937 3233 4474 10050 

Dynamics of e-commerce in Ukraine (USD million)

According to Google, in 2022, the volume of
the Ukrainian retail e-commerce market in the B2C
segment grew by 42% to $1450 million. The
compound annual growth rate of the entire e-commerce
market in 2019–2021 was 40–50%, and in 2022 it
will be 50–60%, according to expert estimates of
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market participants.  Such high growth rates are due
to the development of all segments of this market: in
particular, in 2020, public procurement increased by
1500% (b2g segment), in 2021, the turnover of the
inter-corporate segment (b2b segment) increased by
194%, and retail trade (b2c segment) is growing steadily
by 40–50%.

Despite the positive dynamics of Ukrainian e-
commerce, the volume of retail sales via the Internet
in Ukraine still accounts for less than 1% of total
retail sales. For comparison, the U.S. currently
accounts for about 15%. Although domestic e-
commerce lags behind Western e-commerce in terms
of the level and pace of development, it is similar in
many ways. As in Western Europe and the United
States, digital and computer equipment, audio and
video equipment (20% of all sales), books, magazines,
CDs, DVDs (10%), cars and spare parts (10%),
household goods (9%), and goods for children (9%)
are the most popular items.) Recently, the sale of
theater and movie tickets via the Internet has become
widespread in Kyiv. In these areas, e-commerce can
replace traditional sales channels.

The Internet offers great opportunities for
promoting goods and services to consumers. Recently,
online stores have emerged that successfully compete
with traditional retailers in terms of size and efficiency.
According to CNews Analytics, the average daily
turnover (revenue) of an online store in Ukraine is
$5.8 thousand, but it still lags behind retailers. The
average cost of one purchase in an online store is
already at the level of traditional stores in terms of
cost compatibility. A few years ago, some online stores
were based primarily in Kyiv and delivered goods
only within the center of Ukraine. Today, a number
of companies selling online have warehouses in almost
all regions of the country, and many Ukrainian cities
have long had their own local players in the online
retail market. At the same time, the interest in online
shopping among residents of the capital remains much
higher than among residents of the regions. According
to Google web search, Kyiv residents visit online
stores more often than others. In 2022, the share of
their visits to online shopping sites among users from
all regions of Ukraine was 62%.

The fact that metropolitan users are more
interested in online shopping than residents of the
regions confirms the different method of evaluation.
Inquiries from residents of the central region of
Ukraine are more likely to contain information
indicating that the user is interested in obtaining
information about a product or making a purchase
than the Ukrainian Internet population as a whole.

According to the research firm Gartner, online
commerce in America lost $2 billion in 2022 due to
user concerns about the security of electronic payments.
For Ukraine, this problem is not yet so acute, as
most Ukrainian online stores operate mainly on a
cash-on-delivery model. At the same time,
e-commerce has other, more serious barriers. According
to the Google.Market service, in 2022, Ukrainian
online shoppers cited the lack of the selected product
in the online store’s assortment as the main problem
they faced. Users are also dissatisfied with false (low)
prices advertised in store offers.

One of the main problems currently hindering
the development of e-commerce in Ukraine is the
“trust problem”, which is related to the lack of
complete and reliable information about online sellers
among potential buyers. This problem is caused by
the fear of being deceived, the fear of possible fraud
with payment funds or unauthorized use of personal
data, etc.

Buyers often do not have information about a
number of online stores, and many of them are
involved in fraud. According to the Internet Fraud
Analysis Center (IFCC), online auctioneers are the
most common victims of computer fraud.

The largest percentage of Internet users belongs
to the 18–24 age group – 51%. As respondents get
older, the share of Internet users among them decreases.
The average age of Internet users in 2007 was 31 (in
the fourth quarter of 2022, the average age was 33).
People aged 35 to 44 are the least active, with
significantly fewer of them accessing the Internet on
a daily basis. The majority of virtual store customers
make purchases with the following frequency: less
than once a month – 72%, about once a month –
17%. Only 10% of respondents make purchases twice
or thrice a month.

For 44% of Internet users, it is important to see
the product “live”; these respondents also noted the
lack of information about the product on the website.
Almost the same number of Ukrainian Internet users
(42%) do not see the need for such an unusual way of
buying goods. Less than one-third of respondents
(27%) fear problems with home delivery, and 25% of
respondents consider the online shopping process to
be overly complicated. According to the study, when
asked “Will you shop online in the future?”, Ukrainian
Internet users demonstrated a high willingness to shop
online. 33% of respondents said they would definitely
use online shopping services in the future. Another
42% of respondents are likely to shop online. Those
with an income of UAH 25,000 or more (45%) were
the most likely to shop online (48%), which is
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significantly higher than the overall sample. Only
12% of respondents said that they do not plan to buy
online yet. And only 2% of Ukrainian Internet users
are categorically against online shopping: they will
definitely not buy goods online.

The process of buying from an online store is
complicated, unlike in a brick-and-mortar store. A
customer usually searches for a product on several
websites and compares prices and delivery terms. Once
selected, his order is sent to the online store manager
or the order administrator of the outlet. They, in
turn, contact the warehouse, place an order, or contact
the customer to clarify the details of the transaction.

If the owner of an online store is initially
convinced of individual sales volumes, then a regular
online catalog page, e-mail, and a manager who can
combine online transaction processing with regular
phone orders are enough for such a scheme. If the
website is properly positioned in search engines and
thematic catalogs, the customer will find such a store
and place an order. When the assortment of goods
exceeds 5000 items, the site must already meet certain
requirements: a user-friendly interface and design to
match the theme of the store, a target audience that
can withstand the load of visits, offer various payment
systems, and have real-time communication with
accounting and warehouse.

The leading product group in terms of the average
number of purchases (completed orders) in the online
store per day is Books, Newspapers, Magazines, CDs,
DVDs, VHS (468 per day), with the average order
value in this product group being UAH 150.

The category “Tickets to cultural events” has a
particularly large number of purchases compared to
other product groups (110 per day). At the same time,
the average cost of an order in this product group is
much higher and amounts to 1200 UAH. The average
number of completed orders per day allows us to
assess the degree of importance for a company
operating in a particular product niche of the problems
associated with organizing logistics (receiving orders,
delivering goods, storing them, etc.). Obviously, a
perfect logistics system that minimizes the cost of an
order is an undeniable competitive advantage in this
product group.

Many companies that have opened their
marketplaces on the Internet have faced the problem
of order delivery, which forced them to turn to them.
In addition, many organizations are forced to return
to using their own warehouses, which they once
abandoned in favor of large distribution warehouses.

According to Google.Market, in 2022, users were
most interested in computers, electronics, photographic
products, mobile phones, and household appliances.

Although Ukrainian Internet users are still most
interested in offers from the electronics and photo
group, the growth rate of this interest in 2022 was
lower than in other product categories. As a result,
the share of transitions to the product offerings of
stores in this group in the Ukrainian online retail
market decreased by 12% over the year. “Electronics
and Photo” can be called the most mature market
segment: searching for goods in this group on the
Internet has already become a ‘common place’ for
many Ukrainian Internet users, and demand is
completely ‘closed’ by offers. From the very beginning,
they developed and focused on meeting consumer
needs. In addition, significant investments were made
in these companies, which allowed them to invite
qualified specialists and form a solid advertising budget,
which contributed to the successful development of
these companies.

Conclusions
The development of e-commerce leads to

significant changes in the organization of trade by
companies that produce goods and services. Eliminating
the cost of renting and maintaining retail space allows
small businesses to compete with large sellers. The
quality of customer service is the most important
criterion for online commerce. The main indicators
of customer service quality are response time, delivery
time, speed, complaint resolution, etc. Such indicators
as the reliability of information about the availability
of goods and their characteristics, the convenience of
ordering goods, and the convenience of delivery and
payment methods are also extremely important.
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ÅËÅÊÒÐÎÍÍÀ ÊÎÌÅÐÖ²ß ßÊ ÑÓ×ÀÑÍÀ ÔÎÐÌÀ
ÎÐÃÀÍ²ÇÀÖ²¯ Á²ÇÍÅÑÓ

Òêà÷åíêî À. Ì., Äåì÷åíêî Î. Ì.

Ñó÷àñíèé ñòàí åêîíîì³êè Óêðà¿íè ïîòðåáóº âèð³øåííÿ
íèçêè êàðäèíàëüíèõ  ïðîáëåì. Ñåðåä áàãàòüîõ ïèòàíü, ÿê³
ñòàëè ïåðåä ãîñïîäàðñüêèì ìåõàí³çìîì Óêðà¿íè â ïåðøó ÷åðãó
ïîòðåáóº  óâàãè ïèòàííÿ ùîäî ðîçâèòêó åëåêòðîííî¿ êî-
ìåðö³¿.  Íèí³ º ñåðéîçí³ ïåðåäóìîâè  ðîçâèòêó åëåêòðîííî¿
êîìåðö³¿ ó Óêðà¿íè. Öå òâåðäæåííÿ ´ðóíòóºòüñÿ íà òîìó,
ùî ó íàñ òðàäèö³éíî âèñîêèé ð³âåíü îñâ³òè ³, êð³ì òîãî,
ïîïèò òà ïðîïîçèö³ÿ ó óêðà¿íñüê³é ñôåð³ ³íôîðìàö³éíèõ òåõ-
íîëîã³é ïîñò³éíî çá³ëüøóºòüñÿ. Öåé ñåêòîð  â îñòàíí³ ðîêè
ñòàâ çíà÷íèì ðèíêîâèì ÷èííèêîì ç òåìïàìè çðîñòàííÿ ïðî-
äàæ³â 15-25% â ð³ê. Ðîçâèòîê åëåêòðîííî¿ êîìåðö³¿ ïîêðà-
ùóº ³íôîðìàö³éíå çàáåçïå÷åííÿ ðèíêó: ïîêóïö³ òà ïðîäàâö³
ïðàêòè÷íî ìèòòºâî îòðèìóþòü ³íôîðìàö³þ ïðî ö³íè, ÿê³ñòü
òà óìîâè ïîñòà÷àííÿ òîâàð³â, ùî ïðîïîíóþòüñÿ ð³çíèìè
êîíêóðåíòàìè. Åëåêòðîííà êîìåðö³ÿ ìîæå ìàòè ïîçèòèâ-
íèé âïëèâ íà ñòðóêòóðó òà ôóíêö³îíóâàííÿ óêðà¿íñüêîãî ðèíêó
ïðàö³ çà ðàõóíîê éîãî ðîçøèðåííÿ òà âèêîðèñòàííÿ   êâàë³-
ô³êîâàíèõ ïðàö³âíèê³â. Ïîòðåáà îáñëóãîâóâàííÿ êë³ºíò³â,
ñòâîðþâàíà åëåêòðîííîþ êîìåðö³ºþ, - ùå îäíà ïîøèðåíà
ñôåðà ñòâîðåííÿ ðîáî÷èõ ì³ñöü ó Óêðà¿íè. Êð³ì òîãî, ³íòåð-
íåò-åêîíîì³êà ñòâîðèòü â Óêðà¿í³  ñóïóòí³ ìàë³ ï³äïðèºì-
ñòâà, ùî âèêëèêàíî ïîòðåáîþ â êîìï’þòåðíèõ òåõíîëîã³ÿõ
òà àäì³í³ñòðàòèâíèõ ïîñëóãàõ, ó òîìó ÷èñë³ â îõîðîííèõ,
áóõãàëòåðñüêèõ òà òðàíñïîðòíèõ ïîñëóãàõ äëÿ êë³ºíò³â. Åëåê-
òðîííà êîìåðö³ÿ ìîæå ç³ãðàòè âèð³øàëüíó ðîëü ó ìàðêåòèí-
ãó òà ïðîäàæ³ ïðîäóêö³¿ â³ò÷èçíÿíèõ ï³äïðèºìñòâ  çá³ëüøóþ-
÷è ïðè öüîìó åêñïîðò òîâàð³â òà ïîñëóã. Åêñïîðò òîâàð³â ³
ïîñëóã ìîæå çá³ëüøèòèñü áàãàòîðàçîâî, ÿêùî öüîìó íå ïå-
ðåøêîäæàþòü ïðàâîâ³ îáìåæåííÿ. Çà ì³ðîþ çì³öíåííÿ ïî-
çèö³é â³ò÷èçíÿíî¿ ïðîìèñëîâîñò³ òà ï³äâèùåííÿ ÿêîñò³ òî-
âàð³â óêðà¿íñüê³ êîìïàí³¿ ìîæóòü ðåàë³çîâóâàòè ñâîþ ïðî-
äóêö³þ â ³íøèõ êðà¿íàõ. Îñíîâíîþ ïåðåøêîäîþ äëÿ ìàëîãî
á³çíåñó ó ö³é ñôåð³ ä³ÿëüíîñò³ º íåäîñêîíàë³ñòü ìèòíîãî çà-
êîíîäàâñòâà òà äîðîæíå÷à ïåðåâåçåííÿ âàíòàæ³â. Ðîçâè-
òîê åëåêòðîííî¿ êîìåðö³¿ ìîæå ï³äâèùèòè ïðèáóòêîâ³ñòü
êîìïàí³é ³ äîçâîëèòè ¿ì ñêîðîòèòè âèòðàòè, çîêðåìà  â³ðòó-
àëüí³ ìàãàçèíè ³ êîíòàêòí³ àäðåñè â ²íòåðíåò³ äîçâîëÿþòü
çáåð³ãàòè òîâàðè áëèæ÷å äî ì³ñöÿ ¿õ áåçïîñåðåäíüîãî âèðîá-
íèöòâà, ùî ïðèñêîðþº ïîøèðåííÿ òîâàð³â. òà ïîâ’ÿçàí³ ç
öèì âèòðàòè.

Êëþ÷îâ³ ñëîâà: åëåêòðîííà êîìåðö³ÿ, ³íôîðìàö³éí³
òåõíîëîã³¿, á³çíåñ, ³íòåðíåò-åêîíîì³êà, ñòðàòåã³ÿ,
êîíêóðåíö³ÿ, êîìï’þòåðí³ òåõíîëîã³¿, ïîñëóãè.
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The current state of Ukraine’s economy requires solving a
number of fundamental problems. Among the many issues facing
the economic mechanism of Ukraine, the issue of e-commerce
development is the first to be addressed. Today, there are serious
prerequisites for the development of e-commerce in Ukraine. This
statement is based on the fact that we traditionally have a high
level of education and, in addition, the supply and demand in the
Ukrainian IT sector is constantly increasing. In recent years, this
sector has become a significant market factor with sales growth
rates of 15-25% per year. The development of e-commerce improves
market information: buyers and sellers receive almost instantaneous
information on prices, quality, and delivery terms of goods offered
by different competitors. E-commerce can have a positive impact
on the structure and functioning of the Ukrainian labor market by
expanding it and utilizing skilled workers. The need for customer
service created by e-commerce is another common area of job
creation in Ukraine. In addition, the Internet economy will create
related small businesses in Ukraine, driven by the need for computer
technology and administrative services, including security,
accounting, and transportation services for customers. E-commerce
can play a crucial role in marketing and selling the products of
domestic enterprises, while increasing exports of goods and services.
Exports of goods and services can increase manifold if legal
restrictions do not impede this. As the domestic industry strengthens
its position and the quality of its products improves, Ukrainian
companies can sell their products in other countries. The main
obstacles for small businesses in this area of activity are imperfect
customs legislation and the high cost of cargo transportation. The
development of e-commerce can increase the profitability of
companies and allow them to reduce costs, in particular, virtual
stores and online contact addresses allow goods to be stored closer
to the place of their direct production, which speeds up the
distribution of goods and related costs.

Keywords: e-commerce, information technology, business,
Internet economy, strategy, competition, computer technology,
services.
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