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E-BUSINESS IN UKRAINE: PECULIARITIES, TENDENCIES, PROSPECTS

Introduction. It is evident that the electronic business plays a central role in the economy development, facilitating
the exchange of information, goods, services, and payments. We feel very strongly that entrepreneurs who understand
the role and significance of e-business and are ready to meet the sharply expanding scale of cross-border e-commerce
will be the winners of tomorrow in the world market. An initial point to underline in connection with these tendencies
is that business which does not give some attention to e-business and e-marketing promotion could very easily loose its
place on the market. This explains the hyper attention to the e-business nowadays and as a result the necessity of
studying this question.

The purpose of the article is to study the characteristic features of e-business in Ukraine, to determine the latest
tendencies of its development and to propose the certain steps to increase its growth.

Results. Recent researches support the view that organizations can have a significant benefit of using e-business
tools in their everyday operations. The article examines the benefits, problems and limitations of e-business in Ukraine.
It has been distinguished that Ukraine is an attractive market for the development of e-commerce. It has a large
potential for e-business and its related activities. In 2018 Ukraine ranked the 2" place in the turnover growth of online
usage among European countries. A major factor stimulating Internet growth is the drastic improvement of the
telecommunications infrastructure in the country. Advantages and risks of new electronic marketing techniques were
considered in the article. The main strengths of online marketing system are high quality customer service, greater
reach, time saving customer loyalty, easy access to information, 24 hours access and personal contact with the
customer. Considering the risks, it was admitted that e-marketing requires considerable time investment to get the
results and it takes a long time to generate meaningful interactions. Conditions that should be arranged for successful e-
business model implementation were determined. It was pointed out that in order to increase the development of e-
business in Ukraine that certain steps such as harmonizing of essential laws and standards to the European ones,
enhancing the use of web analytics tools, providing an appropriate choice of communication channels and improving
administrative regulations regarding e-business procedures should be taken. In this regard, Ukrainian businesses need
all the support they can get from policymakers and regulators in order to be able to grow in an increasingly competitive
global market.

In conclusion, in order to stay effective, to improve operational efficiency, profitability, and to strengthen their
competitive position business organizations should definitely adopt e-business model. It is not enough to have high
quality products or services to operate successfully in the market; productive introduction of new e-business models is
vital in a computerised electronic environment. In this regard, if Ukrainian government wants its companies to fully
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play their role in a globalized world, it needs to create a harmonized market and a favourable environment where
domestic e-business companies can flourish. Prospects for further research can be seen in the analysis of the methods
of measuring the effectiveness of different e-business models.

Key words: e-business, e-commerce, e-marketing, business model, new technologies, exchange of information.

Jlunbry JIro60Bb,

JIOKTOP IKOHOMMYECKHX HAYK, mpodeccop,

BocTounoeBponeiickuii HAaUOHANBLHBINA YHUBepcUuTeT UMeHHu Jlecu Ykpaunku,
kadeapa IKOHOMHKHU, 6€30I1ACHOCTH U UHHOBALIMOHHOM /1eATeJILHOCTH,
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MoxHiok AHHA

KaHIHIAT YKOHOMHYECKHNX HAYK, T0LEHT,

BocrouHoeBponeiicknii HANMOHANbHBIN YHUBepcUTeT MeHu Jlecu YKkpanHckui,
kadeapa IKOHOMUKH, 0€30IIACHOCTH U MHHOBAIIMOHHOM 1esITeJIbHOCTH NpeInpUusATHs,
r. Jyuk

JEKTPOHHBIN BU3HEC B YKPAUHE: OCOBEHHOCTH, TEHIEHIINH,
HEPCIIEKTHUBbI

B craTbe packpbiTa CyIIHOCTh U IPEUMYIIECTBA MIEKTPOHHOI0 OM3HECa, 0 CPAaBHEHHIO C TPAJUIIMOHHBIMU €r0
Buiamu. OnHCaHbl poJib U MEPCIEKTHBBI 3JIEKTPOHHOrO OM3HEcCa Iyl TeX OW3Hec-OpraHM3alMi, KOTOPbIE MBITAIOTCS
BHEIPUTH COBPEMEHHBIE AICKTPOHHbBIE TEXHOJOTHH B CBOIO €KEIHEBHYIO JEATENbHOCTh. PacCMOTpEeHBI COBpEeMEHHOE
COCTOSIHHME, MEpCIEKTUBHI, MPOOIEMbl M OrpaHWYEHHs JJICKTPOHHOTO Ou3Heca B YkpauHe. [IpoaHamn3upoBaHbI
MIPEeUMyIecTBa M PUCKH HOBBIX METOIOB 3JEKTPOHHOTO MapkeTuHra. OTmpeiereHbl YCIOBHSA, CIIOCOOCTBYIOIIUE
YCIICITHOMY Pa3BUTHIO AJIEKTPOHHOTO O3Heca. [IpeioskeHbl MyTH COBEPLICHCTBOBAHUS JIEKTPOHHON OH3HEC-MO/IeNN
B YKpauHe.

KnaioueBble ci10Ba: 3J1€KTPOHHBIN OHM3HEC, BJIEKTPOHHAs KOMMEPIMS, JJIEKTPOHHBI MapKeTHHT, OW3Hec-
MO/IeTIb, HOBBIE TEXHOJIOTHH, 0OMeH nHpopmanuei.
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Kadeapa eKoHOMIKHU, Oe3MeKH Ta iHHOBaliiiHOI AiAIbHOCTI,

M. Jlyubk

MoxHIOK AHHA

KaHIMJIAT eKOHOMIYHUX HAYK, JOLICHT,

CxigHoeBponeiicbknii HanioHaJLHMIA yHiBepeuTeT iMeni Jleci Ykpainku,
kadeapa ekoHOMiKH, Oe3nMeKH Ta iHHOBaLIHOI AisVILHOCTI MiNpHemMcTBa;
M. Jlynbk

EJJEKTPOHHUM BI3HEC B YKPATHI: OCOBJIUBOCTI, TEHIEHIIII,
HHEPCIIEKTUBH

B cratTi po3KpUTO CYTHICTH Ta MEpEeBard €JIEKTPOHHOTO Oi3Hecy, B MOPIBHSAHHI 3 TPaIUIIHHIMHU HOTO BHIAMHU.
OnmcaHo pojib Ta NEPCHEKTHBH €JIEKTPOHHOTO Oi3Hecy IS TMX OpraHi3alii, sKi HaMararoThCs BIPOBAIUTH CydYacHi
€JIEKTPOHHI TEXHOJIOTii y CBOIO MIOJEHHY JisUIbHICTh. PO3IJISIHYTO cydyacHWi CTaH, NMEPCNEKTHBH, NPOOJIeMH Ta
oOMeXeHHsSI eNleKTpoHHOro Oi3Hecy B YkpaiHi. B poOotTi mpoaHanmizoBaHO mHepeBard Ta PU3UKH HOBHUX METOJIB
€JIEKTPOHHOT0 MapkeTuHry. OueBHIHO, MO Oe3neka Ta KOH(INeHIIHHICTD € KIF0YOBUMH (PaKTOpPaMH, 10 BU3HAYAIOTh
PO3BHTOK ENIEKTPOHHHMX MOJIeNield TocrojapioBaHHs. BusHaueHo, mo YkpaiHa € npuBaOJIMBUM PHHKOM, IO Mae
BEJIMKUI NOTEHIiall Il PO3BUTKY €JIEKTPOHHOro Oi3Hecy Ta moB’si3aHoi 3 HUM AisuibHOCTI. Y 2018 poui Ykpaina
mociyia 2-e MicIie 3a 3pocTaHHSAM OOOpOTY KOpHCTyBaHHS I[HTEpHETOM cepesl €Bpomelchknx KpaiH. OCHOBHUM
(hakTopoM, IO CTUMYJIIOE 3pPOCTAaHHS BUKOPHUCTAaHHS I[HTEpHETY, € pi3ke BIOCKOHAJCHHS TEJIeKOMYHiKaliHHOT
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iHppacTpykTypu B KpaiHi. OgHaK iCHye mepemik mpobieM, oo MepemKomkae e(peKTHBHOMY PO3BHTKY €NEKTPOHHHUX
(opM rocmoapchKoi MisUTBHOCTI B YKpaiHi.

JlocmipkeHO YMOBH, IO CHPHATHMYTH YCIIITHOMY PO3BUTKY CIIEKTPOHHOTO Oi3HeCy. 3ampoNOHOBAaHO IIJISXH
BIIOCKOHAJICHHS €JICKTPOHHOI Oi3Hec-Moneni B YkpaiHi. Mu BBakaeMo, 1o po3poOka e(eKTUBHOI CTpaTeTii pO3BUTKY
PUHKY, PO3IIMPEHHS BUKOPHCTAHHS 1HCTPYMCHTIB BeO-aHANITHUKH, IO JO3BOJSE, TOYHO OIHUTH €(EeKTHBHICTH
3[MIMCHEHNX OHJIAWH-1HII[IaTUB, MiBHUILEHHS JIOBIPH HACEJIECHHs JI0 OHJIAWH-OIepaliii, rapMOHi3allis OCHOBHHX 3aKOHIB
Ta CTaHAAPTIB TPOBEACHHS EIEKTPOHHMX OIepalliid, CHPUSHHS NPIOPUTETHOCTI IHBECTHIIH y HOBI TexXHONOrii Ta
uQpoBy OCBITY, YAOCKOHAJICHHS aJIMIHICTPATHBHUX MpPOLEAYP BEIEHHs Oi3Hecy, a TaKoX MiABHIIEHHS HaIiHHOCTI
CHCTEM OIUIATH J03BOJITH CYTTEBO ITIIBUIIMTH PIBEHb PO3BUTKY BITYM3HSHOTO PHHKY €IEKTPOHHOTO Oi3HeCy.

TakuMm YMHOM IS MiABHIICHHS ¢()EKTUBHOCTI MisTIBHOCTI Ta 3MIIHCHHS CBOIX KOHKYPCHTHHUX MO3MIINA Oi3Hec-
opranizaiiii 000B'I3KOBO TOBHHHI NPUAHATH MOJEIHL CICKTPOHHOTO Oi3Hecy. [ ycmimHOT poOOTH HAa PHHKY
HEIOCTATHHO BHCOKOSKICHUX TOBAapIiB YU TMOCIYT; MPOAYKTHBHE BIPOBAPKCHHSI HOBHX MOJIEIICH €NEeKTPOHHOTO Oi3HeCy
€ Ha/I3BUYaiiHO BXKITUBUM B KOMIT FOTEPH30BAHOMY €IEKTPOHHOMY CEepPEIOBHIIL.

[lepcriekTHBY MONANBIIMX JOCTI/KCHb BOAJaEMO Y JMIarHOCTYBaHHI e(eKTHUBHOCTI pIi3HUX Mojenei
CJICKTPOHHOTO Oi3HECy.

KoaiouoBi cioBa: enexkTpoHHHH Gi3HEC, €JEKTPOHHA KOMEPIIis, €IEKTPOHHUH MapKeTHHT, Oi3Hec-Moesb, HOBI
TEXHOJIOTI1, 00MiH 1H(pOpPMAIII€TO.

Introduction. Nowadays people of all ages and nationalities are spending more and more time online.
They are not just reading news, but are using online shopping, online banking, web communities, social
networks, chats and a lot of other things that the web makes possible. In this respect the growth of
globalization and cooperation, the continuous development of new technologies and dynamic changes of the
environment lead managers to find innovative strategies for improving business performance. To be
effective in the modern competitive market all factors of production such as land, labour, capital and
entrepreneur skills should be managed in a progressive way. Clearly, contemporary society has faster access
to information which definitely increases the speed of doing business. It is evident that the electronic
business plays a central role in the economy development, facilitating the exchange of information, goods,
services, and payments. It propels productivity and competitiveness and subsequently increases enterprise
performance.

Literature review. One of the first scientific analysis in the sphere of e-business was conducted by
Albert and Sanders [1]. The scholars defined e-business as a concept and process of adapting the relevant
and current technologies to the philosophy of marketing and management. Focused attention on the areas of
e-commerce, business intelligence, customer relationship management, supply chain management, and
enterprise resource planning provide a framework for effective performance. As well as that the concept of
e-business marketing leads to the realization that traditional marketing tools and approaches have to be
transformed into electronic media. Many scholars determine the need for moving elements of traditional
marketing strategies and activities to a modern computerized, networked environment such as the Internet
[2,p118].

E-marketing is defined by Joseph P.T. as any marketing activity that is conducted online through
digital, networked environment such as the Internet. E- Marketing is a mixture of all the activities of
advertising, promotion publicity deciding the look and feel of the product, how it will be sold and sent to the
customer [3].

Kokolanski et all declare that the expansion of the Internet allows for greater availability of
information, but on the other hand the expansion leads to opportunities for placement of misinformation,
because it is an open system for anyone to publish data and information [4].

Clearly, new information and communication technologies are becoming more and more important in
the life of individuals today. E-commerce continues to expand in Europe and today as many as 270 million
Europeans say that they regularly shop online [5]. In parallel with consumers’ growing online shopping
habits, another trend is emerging and becoming clearer year by year: more and more people are buying from
outside the borders of their own country. Against that background, it is important for e-sellers to adapt their
offering to more international consumers, who are always seeking the best offering in terms of everything
from products to simplicity, delivery and service.

Problem statement and research objectives. It’s evident that customers’ expectations and needs
change over time; therefore, a company must be ready to update its system in a new technological way in
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order to meet the changing demand of the marketplace. We feel very strongly that entrepreneurs who
understand the role and significance of e-business and are ready to meet the sharply expanding scale of
cross-border e-commerce will be the winners of tomorrow in the world market. An initial point to underline
in connection with these tendencies is that company which does not give some attention to e-business and e-
marketing promotion could very easily loose its place on the market. This explains the hyper attention to the
e-business nowadays and as a result the necessity of studying this question.

Thus, our primary objective is to identify the characteristic features of e-business in Ukraine, to
determine the latest tendencies of its development and to propose the certain steps to increase its growth.

Key results. The use of the Internet allows businessmen to communicate with clients and conversely
interact with consumers at anytime and anywhere. It is clear that the Internet has changed the way people
communicate, conduct business and manage their daily lives. What’s more the evolution of internet
technologies launched new types of electronic business, or e-business models. In the internet environment,
four distinct electronic marketplaces have developed: B2B (Business-to-Business where business sells to
other businesses, such as intermediaries, suppliers, and distributors), B2C (Business-to-Consumer where a
business sells directly to the final customer or end user), C2C (Consumer-to-Consumer where a customer
sells directly to the final customer or end user) and C2B ( Customer-to-Business where customers approach
the business on their own terms or generate content to support the business).

By integrating e-business activities with the corporate website, companies can sell products online,
have online billing and payments, provide customer service, and inform the customer about new sales and
promotion.

Recent researches support the view that organizations can have a significant benefit of using
information technology. Global communication helps businesses to achieve maximum number of users and
provide them with information about their company and products. The Internet allows consumers to
immediate access to information 24 hours per day, 7 days per week with one click. Operating “real-time”
means that users are free to decide when to send and receive information. Space on the Internet is infinite
and the information could be published without any restrictions or the amount of printing and publishing
costs. To say nothing of two-way communication, where users receive and send information, is the
explanation of interactivity.

The e-business model gives the user more control over transactions and gives the ability to learn more
about the company, product and brand. Furthermore, such kind of model makes it possible to communicate
with consumers using different formats (3D media) that involve users in more visual and attractive world.
To understand the behaviour of consumers, it is necessary to identify the reasons which encourage the
Internet users to become e-customers.

One of the advantages of conducting business online is that it is convenient for the customer to order
and in return, this feature of business could increase sales volume.

Clearly the two main issues for conducting business online are privacy and security. Various surveys
have indicated that online shoppers are concerned about their privacy, in particular about the confidentiality
of the personal data they provide to online retailers. It’s equally important to understand and comply with
legislation and regulations applying to e-business, marketing and personal data management in the countries
where you have operations. An initial point to underline is that before venturing into e-business, many
factors such as cost, change of corporate culture, security, availability of resources, resistance to change by
employees, and integration of e-business into business activities should be considered by managers.

Now let us zoom in on electronic marketing technologies. Clearly, companies involved in the
commercial production of goods and services need advertising in order to publicize and promote their
products to the customers all over the world thereby helping to improve sales. In the globalized
environment, electronic marketing technologies are the most influential factors that shape consumer’s tastes,
choices and life in general.

It would be difficult to neglect the dynamic changes in the way companies promote their brands. The
traditional marketing approaches are giving way to modern e-marketing techniques.

The network marketing is that we can use Internet making continuously services in every step of
products pre-selling, products selling and products after-selling. It runs in the whole process of business
operations and includes the search for new customers, service for old customers [6].

77



Exonomiunuii uaconuc CxioHo€8poneicbKo2o Hauionanbhoz2o ynieepcumemy imeni Jleci Yxpainku

These technologies include the Internet media and other digital media such as wireless mobile media,
cable and satellite. The service quality is defined as the ability of the organization to meet or exceed
customer expectations. Internet marketing will include the use of a company web site in conjunction with
online promotional techniques such as search engines, banner advertising, direct e-mail and links or services
from other web sites [7].

Scholars distinguish several e-marketing methods (sometimes called types) such as search engine
market (SEM), online PR, e-mail marketing, banner advertisement, viral market, and blog market [2]. We
feel very strongly that social media marketing should be distinguished as a separate type of brand
promotion.

Now we consider benefits and risks of e-marketing. The main strengths of online marketing system are
high quality customer service, greater reach, time saving customer loyalty, easy access to information, 24
hours access and personal contact with the customer. Considering the risks, we must admit that e-marketing
requires considerable time investment to get the results and it takes a long time to generate meaningful
interactions. Because customers and critics can engage with the brand openly, companies no longer have full
control over the marketing message of the product or service. At the same time, it is clear that a single e-
marketing tool is not as effective as accurately planed e-marketing campaign. Whereas traditional marketing
is about carrying the brand message to the customer, e-marketing implies a communication between the
company and the consumer. Unlike most of traditional marketing, where an advert or promotion will expire
after a certain amount of time, internet marketing is all about long-term, ongoing projects. Online brand
promotion requires more planning and will remain active much longer than a traditional marketing
campaign. At the same time, internet marketing also includes one-off projects like online adverts and
promotional content. This means that internet marketing requires a unique and distinct approach, that
improves the overall business performance.

We would like to mention some important conditions in the e-marketing model such as strong
communication network with high reliability, high level of technical knowledge, professional management,
customer relationship management, proper responsiveness and high security level that affect the efficiency
of electronic marketing.

It is evident that every business organisation should identify and choose the e-business model tools that
will most effectively use scarce resources to achieve critical company objectives. For instance, the use of e-
commerce methods in business such as promotion and advertising of products, services and capabilities
through Internet, communication with customers and other innovative techniques improve market share and
build positive view and awareness of the brand in the market.

It has been calculated that in Europe enterprises total turnover from E-commerce reached 15% in 2014,
growing to 19% in 2017 [8].

Ukraine has a very low internet penetration. In fact, data from the Ecommerce Foundation shows that
its share of 64 percent is the lowest in Europe in 2018 [9]. What is more Ukraine has the lowest share of
consumers using the internet who shopped online (22% in comparison with 88% in Switzerland). According
to information from ecommercenews.eu, the local ecommerce industry consists of about a hundred
companies and several thousand employees. Ecommerce is said to represent just 2 percent of total retail
sales [10].

At the same time, we strongly believe that Ukraine is an attractive market for the development of e-
commerce. It has a large potential for e-business and its related activities. In 2018 Ukraine ranked the 2"
place in the turnover growth of 15% of online usage among European countries. A major factor stimulating
Internet growth is the drastic improvement of the telecommunications infrastructure in the country [9].

Thus, the e-business in Ukraine has a great potential, the following steps are proposed to increase its
further development:

— to harmonize essential laws and standards so that European businesses can rely on single sets of
rules when operating cross-border

— to develop an accurate strategy for e-business and especially for e-marketing activities;

— to increase the use of web analytics tools that allows, among others, to meet customer behavior
and evaluate the effectiveness of the undertaken online initiatives;

—  to change the approach to the social media and its potentialities;
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— to provide an appropriate choice of communication channels, including more and conscious use of
different techniques;

— to propel investments in new technologies and in digital education, so that e-commerce businesses
are empowered to shape Ukraine’s digital future;

—  to improve administrative regulations regarding e-business procedures.

This in turn will force a change in the perception of e-business. Companies that have become aware of
this fact will be in a far better situation. In this regard, Ukrainian businesses need all the support they can get
from policymakers and regulators in order to be able to grow in an increasingly competitive global market.
If Ukrainian government wants its companies to fully play their role in a globalized world, it needs to create
a harmonized market and a favourable environment where domestic e-business companies can flourish.

Conclusions and future research prospects. To sum up, in order to stay effective, to improve
operational efficiency, profitability, and to strengthen their competitive position business organizations
should definitely adopt e-business model. In other words, to attract more customers and survive in the global
market entrepreneurs have also had to change means of managing a business to the progressive ones. It is
not enough to have high quality products or services to operate successfully in the market; productive
introduction of new e-business models is vital in a computerised electronic environment.

Beyond the points which have been discussed above, it will be necessary to devote future research to an
exploration of the methods of measuring the effectiveness of different e-business models.
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