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Abstract. The purpose of the article is to analyze the features of the world experience in the man-
agement of e-commerce enterprises as subjects of innovative entrepreneurship and study their content.
Methodology. The study used generalizations, comparisons and systematic methods. Results. In the ar-
ticle the specifics of the world experience in the management of e-commerce enterprises as subjects of
innovative entrepreneurship are analyzed. The experience of this topic in the leading countries of the
world is studied. The list of features of this question is defined. Practical meaning. It is argued that the
significant reorientation of world trade to online sales channels due to the impact of quarantine re-
strictions associated with the coronavirus pandemic in 2020 could significantly affect the real level of
sales in 2020, adjusting it upwards. It is noted that the industrial revolution turned agrarian societies into
production centers and changed people's work and the standard of living they could expect. The digital
revolution has also changed the way people communicate, shop and work. Referring to the experience
of e-commerce companies, which are directly affected by the digital transformation on the nature and
intensity of their activities in both strategic and operational dimensions, it should be noted that digital
business strategies continue to review traditional retail through multichannel capabilities. Prospects for
further research. Statistics show that mobile commerce, especially the use of mobile applications, is
becoming increasingly important in the development of online sales strategies. Yes, Amazon is the lead-
ing mobile application for online stores in the United States. At the same time, Amazon singles out a list
of development risks that are quite obvious to all retailers operating in the e-commerce environment,
primarily related to the implementation of international transactions, which the author cites in the article.
The author gives an example of successful European experience in managing an e-commerce company,
namely the company “C&A” - a Belgian-German-Dutch network of retail clothing stores. Also inter-
esting is the Chinese e-commerce platform Aliexpress, the international online platform Alibaba (aliex-
press.com), which was launched in 2010, and Taobao, the online platform Alibaba C2C (taobao.com),
which was founded in May 2003. It is noted that almost 80% of small and medium enterprises consider
sales on social networks as a proven strategy to increase revenue.
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0c06JIMBOCTi CBITOBOIO A0CBiAY 1040 YIIPaBJIiHHS NiANPUEMCTBAMHU
eJIEKTPOHHOI KoMep1ii SIK Cy6'€KTaMH iHHOBALiMHOTO NiANPUEMHMIITBA

Bosogumvup CepriitoBuu CumMakos!

Symakov V. S. Features of world experience in the management of e-commerce
enterprises as subjects of innovative entrepreneurship. EKOHOMIYHI 20pu30HMU.
2019. Ne 3(10). C. 74-82. DOI: 10.31499/2616-5236.3(10).2019.212851

Cmammsi Haditiwna: 25.07.2019
Cmammsi nputiHsama: 28.08.2019

Anomauia. Memoto cmammi € aHaJli3 0COBJMBOCTEN CBITOBOTO JOCBIY 11010 YIIPABJIiHHS Mif-
MIPUEMCTBAMM €JIEKTPOHHOI KOMepIIii K cy6’eKTamy iHHOBAI[ifHOT'O IMiAIIPUEMHUIITBA Ta JOCiIKEHHS
IXHBOrO 3MicTy. Memodonozis. B xoni mocaigsKeHHsS BUKOPUCTOBYBAJIMCS y3araJbHEHHSI, IIOPiBHSIHHS
Ta CUCTEeMaTUUYHMI MeTomu. Pesynismamu. Y cTaTTi MpoaHasi30BaHO cCIienydiky CBITOBOrO JOCBiTY
IIOJIO YIIPaBJIiHHS MiAIPUEMCTBAMM €JIEKTPOHHOI KOMepIIii SIK Cy0’€KTamMy iHHOBAI[ilfHOTO IiApueM-
HuTBa. JowrimkeHo JOCBiA JaHOI TEMATHKM Y MPOBiTHMX KpaiHax cBiTy. BusHaueHo nepesik ocobsm-
BOCTE} JaHOTO MuTaHHA. [Ipakmuute 3HaueHHs. APTYMEHTY€EThCSI JYMKa, 1[0 3HaYHa IepeopieHTallis
CBITOBOI TOPTiBJIi HA OHJIAH-KaHa/IM ITPOasKy BHAC/IIOK BIUIMBY KapaHTUHHMX 0O6MesKeHb, I0B I3aHMUX
3 maHjeMi€ero KopoHaBipycy y 2020 porii Moske CyTTEBO BimoOpasUTICh Ha peaJbHOMY PiBHI ITOKa3HMUKA
nponaxiB y 2020 poiri, CKOpUTyBaBIlIM OTO B CTOPOHY 30iJIbIIIeHHS. 3a3HAYAETHCS, 110 MPOMMCIIOBA
PEBOJIIOLIIS TIEPETBOPMIIA arpapHi CYCITiIbCTBA Ha BUPOOHMYI LIEHTPH i 3MiHMIa poOOTY JItozei i piBeHb
SKUTTSI, SIKOTO BOHM MOI/IM yekaTu. LlndpoBa peBosOIiS TaKOX 3MiHMJIA Te, SIK JIIOOU CITUIKYIOThCS,
POOJISIT TMOKYTIKM i MPaIOI0Th. 3BEPTAaI0UMCh 10 TOCBiAY MiANprueMCTB chepy eIeKTPOHHOI KOMeDIIil,
III0 BiIUyBalOTh Oe3rnocepenHii BIUIUMB HM@POBOI TpaHchopMallil Ha XapaKTep Ta IHTEHCUBHICTbh CBO€E1
IiSUTBHOCTI SIK Y CTpaTerivHoMYy, TakK i B OINepaliifHoMy BUMipi, CJIif BiI3HauMTH, IO CTparerii 1mdpo-
BOro 6i3HeCy IpOAOBKYIOTh IEPEryISiAaT TPAaUIiMHy PO3ApiOHY TOPriB/IIO 3a JOIMOMOIOK OaraToka-
HaJIBHUX MOXKJIMBOCTeN. Ilepchekmusu nodanvuuux docnioxcenv. CTaTUCTUKA CBITUNUTD IIPO T€, IO MO-
6isTbHa KOMEDILisl, 0COOJMBO BUKOPUCTAHHS MOOITbHMX TOIaTKiB, HAOYBa€ Bce OI/IbIIIOrO 3HAUEHHS TP
po3po0b1i crparerii nponaxy B IHrepHeri. Tak, Amazon € IpoBigHMM MOOIJTbHMM JOZATKOM [IJIST iHTep-
Her-marasuHiB CIIIA. BomHouac, Amazon BMOKPEMITIOE TIepesTliK pU3UKiB PO3BUTKY, JOCUTb OUEBUITHUX
IJISL YCiX puUTeiepiB, Mpaliolounx B CepeIOBUILi eJIEKTPOHHOI KOMepIiii, mepenaycim MoB’s3aHi 3i 3/iii-
CHEHHSIM MIKHapOIHMX Orepallii, sIKi aBTOp HaBOAUTD B CTATTi. ABTOPOM HaBOAUTHCS MPUKJIAL YCITi-
IITHOTO €BPOIENCHKOTrO AOCBIY YIIPaBIiHHS MiAIIPMEMCTBOM €JIEKTPOHHOI KOMepIIii, a caMme KOMITaHis
«C&A» - 6esbriiicbKO-HiMEeIbKO-TOJIJIAaHCbKAa Mepeska MarasMHiB MOTHOTO OfAsTy B po3apib. Takoxk
I[iKaBMM JOCBIJIOM € KMUTalCbKa IaTdopMa esieKTpoHHOI KoMepilii Aliexpress — Mi>kKHapoHa OHJIAH-
miatdopma Alibaba (aliexpress.com), sika 6ysa 3amyiieHa y 2010 pori ta Taobao - 11e onnanH-IaT-
dopma Alibaba C2C (taobao.com), sika 6ysia 3acHoBaHa B TpaBHi 2003 poky. 3a3Ha4aeThCs, 1110 MaiiKe
80% manux i cepefHix MiAMPUEMCTB PO3IJISIAAIOTh MPOJAsKi B COIliaIbHUX Mepeykax B SIKOCTi repeBipe-
HOI cTparerii A1 30ibIlIeHHs JTOXO/IiB.

Kntouoesi cnoea: ypaBtiHHS, MAMPUEMCTBA €JIEKTPOHHOI KOMepIIii, iHHOBaIliliHe MiAIIpPUEMCTBO,
eJIeKTPOHHA TOPTiBJIs, KOMITaHis.

Kinvkicme datcepen: 20; kinvkicme mabauyw: 0; kinokicmo pucyHkia: 3; kinvkicmo gopmyn: 0.
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1. Introduction.

The experience of managing e-com-
merce enterprises as subjects of innovative en-
trepreneurship is characterized by the practice
of enterprises in the development and applica-
tion of management tools, as well as respond-
ing to interaction with customers, focused on
meeting or exceeding their expectations. The
positive experience of such interaction, as
practice shows, is related to any of its forms -
from the creation of an Internet site with infor-
mation about the product being sold on it, to
the software used to serve customers (eMar-
keter, 2018).

The transformation of the modern e-com-
merce market and the change in the nature and
priorities of enterprises working in this field
are the result of a significant set of technolog-
ical changes, which, in our opinion, to some
extent characterize how business treats and in-
teracts with customers and business. imple-
ments processes and changes them.

Thus, the development of agriculture in
the Neolithic era led to a complete rethink of
where and how people lived and worked. The
industrial revolution transformed agrarian so-
cieties into centers of production and changed
the work of the people and the standard of liv-
ing they could expect. The digital revolution
has also changed the way people communi-
cate, shop and work, as exemplified by the
emergence and development of e-commerce
and the organizational and managerial changes
that businesses are forced to make in order to
remain competitive and achieve their strategic
and tactical goals.

2. Literature review.

Management of e-commerce enterprises
as subjects of innovative entrepreneurship and
research of their content is one of the main is-
sues that scientists ask themselves, teaching
modern realities. Example, N. Serebryakova,
E. Titova,  G. Beliaeva, = N. Ponomareva,
O. Lukina and E. Savvina (2019);
S. Drobyazko, A. Barwinska-Matajowicz,
B. Slusarczyk, L.Zavidna and M. Danylo-
vych-Kropyvnytska (2019). Some researchers
O. Sohaiba, M. Naderpourab, W. Hussaina

and L. Martinez (2019) choose useless compu-
ting models for e-commerce enterprises — us-
ing new methods. Research of forecasting sys-
tems for sales information of e-commerce en-
terprises based on time series models (Liu, Liu,
Zhang and Xu, 2019), or other methods im-
prove the management functions at the enter-
prise (Akhmetshin, Vasilev, Vlasova, Kazakov,
Kotova and Ilyasov, 2019).

3. Methodology.

The study used generalizations, compar-
isons and systematic methods.

4. Research objectives.

The purpose of the article is to analyze
the features of world experience in the man-
agement of e-commerce enterprises as subjects
of innovative entrepreneurship and study their
content.

5. Results and discussions.

According to the statistical portal “Sta-
tista”, in 2019 sales in the global e-commerce
market reached $ 3.5 trillion and accounted for
14% of total retail sales in the world. Global e-
commerce sales are projected to reach $ 4.2
trillion by the end of 2020, accounting for 16%
of total retail sales (Statista, 2019b).

At the same time, the significant reorien-
tation of world trade to online sales channels
due to the impact of quarantine restrictions re-
lated to the coronavirus pandemic in 2020 may
have a significant impact on the real level of
sales in 2020, adjusting it upwards. These fig-
ures, according to forecasts, will only grow
(Figure 1).

These data confirm current trends (Euro-
stat, 2019; Statista, 2014), which are due, in
our opinion, largely to the activity of specific
players in the e-commerce market — companies
that use certain management tools. An im-
portant scientific and practical task is to high-
light the world experience of managing e-com-
merce enterprises as subjects of innovative en-
trepreneurship in the context of existing trends
in this area, problems and prospects of enter-
prise development and the potential for im-
proving management tools they use in prac-
tice.
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In all these cases, it is changes in technol-
ogy that are the catalyst for the development of
society (Merkulova, Lubenets and Yan-
holenko, 2019). Today’s companies that adapt
to these changes are forced to innovate and in-
vest in the latest effective management strate-
gies to adapt to both new technologies and the
already fundamental market changes. Compa-
nies need to adapt because change is happen-
ing and will happen around them anyway.

According to the International Data Cor-
poration (IDC, 2019), 85% of business deci-
sion-makers see the need to significantly ad-
vance the digital transformation in their com-
panies over the next two years.

In this context, the transformation of en-
terprises in the e-commerce market means ad-
aptation not only to new available technolo-
gies, but also to changes in customer expecta-
tions, changes in society and industry. In
response to these changes, businesses need to
become more customer-oriented, flexible,
adaptable to new opportunities and efficient to
remain competitive. Digital transformation is
how they can grow to meet these expectations
on a scale.

As businesses undergo digital transfor-
mation, they implement technologies, pro-
cesses, and data to address traditional business
challenges. These digitized strategies and new
business models open up the potential for new

2018

2019 2020° 2021 202

2023

Fig. 1. Retail sales of e- commerce enterprises in the world in 2014-2023 (2020-2023
forecast), in billions of dollars USA

revenue streams, new partnerships, and
broader brand reach.

Referring to the experience of e-com-
merce enterprises, which are directly affected
by the digital transformation on the nature and
intensity of their activities in both strategic and
operational dimensions, it should be noted that
digital business strategies continue to review
traditional retail through multichannel capabil-
ities that change boundaries. between markets,
online stores and traditional retail. In response,
e-commerce companies create flexible com-
mercial environments based on customer satis-
faction.

Characterizing the world experience of e-
commerce companies should show the state
and trends of the largest of these companies -
Amazon, which last year had:

- more than 5 billion goods annually
shipped worldwide;

- more than 560,000 employees;

- More than 100 million users of Amazon
Prime (paid subscription company), which re-
ceives more than 10 billion US dollars in sub-
scription revenue annually (Moore, 2019).

Statistics show that mobile commerce,
especially the use of mobile applications, is be-
coming increasingly important in the develop-
ment of online sales strategies. Yes, Amazon
is the leading mobile application for US online
stores (Figure 2).
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Fig. 2. The most popular mobile applications of e-commerce companies in the United
States in 2019

Source: (Statista, 2019b).

The data show that Amazon’s sales rose
from $ 135 billion to $ 178 billion between
2016 and 2017 alone (Figure 3).

At the same time, Amazon identifies a
list of development risks that are quite obvious
to all retailers operating in the e-commerce en-
vironment (Moore, 2019), primarily related to
international transactions:

- Local economic / political conditions.
Every international relationship is subject to
the nuances of ever-changing economic and
political conditions. This includes geopolitical
events such as terrorism and war.

- International rules in the field of e-com-
merce: from protective measures by governing
bodies to taxes and export laws, it is important
to monitor the risks associated with

international sales.

- Business licensing. Certain types of im-
ports and exports may require certification, li-
censes, or permits. Failure to receive these
documents can have negative consequences
for business.

- Currency exchange restrictions: there
are many restrictions on investment and / or re-
strictions on foreign exchange, as well as the
value of the exchange rate.

- Linguistic / cultural differences. Under-
standing of linguistic and cultural differences
is associated with a certain risk related to com-
munication restrictions and misunderstanding
of marketing and advertising ideas by the local
population (or even complete rejection of
them).
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- Network neutrality and Internet access.
Net neutrality and Internet access in general
can pose a serious threat to the viability of e-
commerce businesses that depend on an Inter-
net connection. For example, China and India,
in the case of Amazon, regulate sales through
Amazon and its affiliates.

Along with the rapid growth, Amazon
has had particular problems optimizing its data
centers. This is an important issue for any fast
growing online store. With this in mind, the
company has identified the importance of an
optimized infrastructure to help reduce deliv-
ery center costs and increase margins, and ef-
ficient logistics are crucial for shipping com-
panies and other carriers. Because Amazon re-
lies on third-party carriers to deliver parcels
with its brand, it relies on cost-effective and re-
liable delivery and high-quality customer ser-
vice based on a contractual agreement with
clearly defined terms.

The rapid growth of Amazon’s customer
base involves intensifying the company’s ac-
tions in the field of:

- demand forecasting;

- planning to increase the cost of deliv-
ery;

- minimizing the risk of site failure due to
increased traffic;

- additional staffing.

The transformation of e-commerce has
even resulted in a transformation in the ship-
ping industry, where haulers are under increas-
ing competitive pressure and are constantly
improving their efficiency as consumers ex-
pect faster delivery of ordered goods via Am-
azon and other major online retailers. all over
the world.

An example of successful European ex-
perience in managing an e-commerce com-
pany is C&A, a Belgian-German-Dutch chain
of retail clothing stores that has been actively
expanding its online business in recent years.
C&A positions itself as one of the most sus-
tainable and innovative clothing retailers in the
world, offering quality, affordable clothing to
100 million customers each year. An interest-
ing management decision of the brand is to fo-
cus on the environmental friendliness of pro-
duction and sales, in particular, the company
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offers a departure from the current model of
“take, do, throw away” to a cyclical approach,
in which nothing is spent on creating or dis-
posing of clothing. C&A’s goal is to foster in-
novation in the supply chain and deliver inno-
vation from the cradle to the wider industry for
far-reaching positive change. And in this
sense, the activation of e-commerce is an im-
portant step towards achieving this goal (En-
terprise Europe Network, 2018).

Chinese e-commerce platform Aliex-
press — Alibaba’s international online platform
(aliexpress.com), launched in 2010, the main
sellers on Aliexpress are small and medium en-
terprises in China. Products sold on Aliexpress
include computers, communications and con-
sumer electronics, clothing, furniture, clothing
and car accessories (Semerddovd and Wein-
lich, 2019, p. 88). Customer engagement strat-
egies used on the Aliexpress platform include:

- translation services;

- online communication;

- flexible return policy;

- free delivery of some small packages;

- incentive registration programs (Seme-
radova and Weinlich, 2019, p. 88).

Taobao is an online platform of Alibaba
C2C (taobao.com), which was founded in May
2003. As of August 2018, there are 634 million
active monthly users and 576 million active
annual users. Gross sales of Taobao goods
reached 428 billion US dollars in fiscal year
2018. Taobao is the largest online market in
the world (Semerddova and Weinlich, 2019, p.
85-86).

Taobao’s success is due to its customer
engagement strategies:

1) Taobao transactions are supported by
its unique communication application
TradeManager, which allows instant commu-
nication between buyers, sellers and market
managers; Taobao also supports live chat,
making it easy to communicate between sellers
and buyers;

2) Although most stores on Taobao have
a similar design, a personalized store is also
supported, allowing sellers to customize their
stores to attract specific customers; Taobao

also provides data on purchasing trends to its
sellers through the Taobao Index service,
which allows sellers to better navigate the con-
sumer market with certain products at certain
times or during certain events;

3) With the support of Alipay (Alibaba
payment system), the buyer’s payment is
transferred to a third party - first to the Alibaba
account, after the goods are delivered and con-
firmed by the buyer, the payment is transferred
from Alipay to the seller’s account. This mech-
anism provides higher efficiency of delivery
and quality control of goods (Semerddova and
Weinlich, 2019, p. 86-87).

Taobao has also implemented other strat-
egies to attract customers, such as working
with commercial TV channels to create pro-
grams to promote their stores and products to
customers, the introduction of VR (virtual re-
ality) shopping in some stores (Semerddovd
and Weinlich, 2019, p. 86-87).

At the same time, for example, emerging
technologies on a global scale, such as virtual
reality and e-commerce chats, are still not pop-
ular with small businesses due to the lack of a
proven return on investment in the near future.
Instead, small and medium business owners
plan to use channels and tactics such as social
advertising (51%), SEO improvements
(46.28%) and e-marketing (40.27%) to stimu-
late revenue growth (Wallace, 2019b; Meyer,
2019).

The figures below show the percentage
of SMEs surveyed who believe that each
online channel or tactic will be a major factor
in revenue growth:

- Social advertising - 51%;

- SEO - 46.28%;

- Postal marketing - 40.27%;

- Website redesign — 31.98%;

- Google Shopping - 24.86%;

- Sales on Amazon - 19.46%;

- Sales on eBay - 15.22%.

In addition, 73.23% of small and me-
dium-sized businesses are considering expand-
ing sales to Amazon or Ebay (Wallace, 2019c).

In fact, survey data show that almost 80%
of SMEs view social media sales as a proven
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strategy to increase revenue. In particular,
75.62% believe that Facebook and Instagram
have the greatest potential for growth; 49.11%
believe that only Instagram has the highest po-
tential for growth; 14.41% believe that Pinter-
est has the highest potential for growth; 9.43%
believe that other channels (such as YouTube)
have the highest potential for growth; 0.53%
believe that Snapchat has the highest potential
for growth (Wallace, 2019a).

6. Conclusions.

Thus, the features of the world
experience in the management of e-commerce

entrepreneurship, according to the author, are
the focus on the introduction of the latest tech-
nological solutions and modern management
approaches that create more opportunities for:

- increasing the speed of interaction with
customers, reducing the duration of interaction
during the selection and execution of orders
and delivery times;

- reduction of transaction and overhead
costs of the e-commerce enterprise;

- increase the consumer’s choice (pay-
ment options, delivery methods, product
range, etc.).

enterprises as subjects of innovative
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