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E-COMMERCE STRATEGIES FOR GLOBAL
MARKET EXPANSION
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Abstract: In the digital age, e-commerce has become an effective tool for businesses looking to expand their market
worldwide. Online commerce has enabled international integration of businesses regardless of geographical limitations.
This study analyzed e-commerce strategies that help expand the e-commerce market worldwide.

In addition, the study highlights the importance of adapting to specific cultural nuances and preferences in different
markets. Secure payments and simplified supply chain management, as well as close customer support, contribute to
success in global e-commerce.

Key words: global market, market expansion, e-commerce, e-commerce strategies, international regulation, user
experience, supply chain management.

Annotatsiya: Ragamli asrda elektron tijorat o'z bozorini global migyosda kengaytirishga intilayotgan korxonalar uchun
ta’sirchan vosita sifatida paydo bo‘ldi. Onlayn tijorat jug‘rofiy cheklovlarni bilmay, korxonalarni xalgaro integratsiyalashu-
vini ta’minladi. Ushbu tadgigotda butun dunyo migyosida elektron tijorat bozorni kengaytirishga yordam beradigan elek-
tron tijorat strategiyalari tahlil qilindi.

Bundan tashqari, tadqgiqotda turli bozorlarda o‘ziga xos madaniy nuanslar va imtiyozlarga moslashish muhimligi ilgari
suriladi. Xavfsiz to‘lov va ta'minot zanjirini soddalashtirilgan tarzda boshqarish va mijozlarga yagindan yordam berish
global elektron tijorat sohasida muvaffagiyatli amalga oshirikishini qo‘llab-quvvatlaydi.

Kalit so‘zlar: global bozor, bozorni kengaytirish, elektron tijorat, elektron tijorat strategiyalari, xalqaro qoidalar, foydalanuv-
chi tajribasi, ta'minot zanjiri boshqgaruvi.

AHHOTauus: B anoxy undpoBbIX TEXHONOMUIA ANEKTPOHHAA KOMMepLUUs ctana 3deKTMBHBIM MHCTPYMEHTOM ANS npea-
NPUATUIA, CTPEMSALLMXCA paclUMpUTb CBOW PbIHOK MO BCeMy MUpy. VIHTepHeT-Toproens obecnevmna MexayHapoaHYHo
WHTErpauumio NpeanpuaTuin He3aBncMMo OT reorpadnyeckmx orpaHmdeHnii. B atom nccnegosanum 6uinv npoaHannsmpo-
BaHbl CTpaTerun areKTPOHHOW KOMMEPLMK, KOTOpbIE MOMOratoT pacluMpUTb PLIHOK 3NEKTPOHHON KOMMEpPLUM Mo BCEMY
MUpy.

Kpome TOro, nccnegosaHve nogvyepkuBaeT BaXKHOCTb afanTauMn K KOHKPETHLIM KyNbTYPHbIM HIO@HCaM 1 npeanoyTe-
HUSM Ha pasHblX pblHKax. besonacHble mnaTtexu n ynpoLleHHoe yrnpaBrieHue LienoykaMn NocTaBokK, a Takke TecHas
nogaepka KnnMeHToB cnocobCTBYIOT ycnexy B rnobanbHON aNeKTPOHHON KOMMEPLIN.

KntoueBble crnoBa: rnobanbHbIN PbIHOK, paclUMpEHME pPblHKA, 9MEKTPOHHAA KOMMEpPLUUs, CTpaTermm aneKTpoOHHOM KOM-
Mepuun, mexayHapoaHoe perynmposaHue, NoNb30BaTENbCKNA OMbIT, ynpasneHue Leno4ykamMmn nocTtaBoK.
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INTRODUCTION

E-commerce refers to online trade where payment for goods and services occurs electronically, followed
by offline delivery or digital delivery. The significance of this research lies in illuminating how e-commerce pos-
itively influences diverse socio-economic aspects, including labor productivity, employment, GDP, as well as
exports and imports.

This mode of commerce effectively bridges the gap between buyers and sellers across vast distances and
logistical barriers, ensuring transactions are rapid, convenient, and streamlined.

The pertinence of this study is underscored by the imperative to comprehensively investigate e-com-
merce, given its status as a favored business venture that generates substantial revenue. The integration of
cutting-edge IT technologies and leveraging the potential of the internet realm has notably enhanced the quality
of e-commerce networks, propelling this domain to a higher qualitative echelon.

Some scholars even perceive it as a gauge for gauging the advancement of the digital economy. It's worth
mentioning that with the progressive globalization and democratization of information dissemination, systems
and standards have evolved to be more open and international over time.

The urgency of this research stems from the rapidly evolving global e-commerce landscape and the
increasing importance of online platforms for business growth. The COVID-19 pandemic has accelerated the
shift towards digital commerce, making it critical for businesses to adapt and optimize their e-commerce strat-
egies for international markets swiftly. Understanding the unique challenges, opportunities, and best practices
for global market expansion in the e-commerce domain is crucial for businesses aiming to remain competitive
and thrive in the current and future business environment. This research aims to provide timely and valuable
insights to assist businesses in navigating the complexities of global e-commerce expansion effectively.

The objective of this research paper is to analyze and propose effective e-commerce strategies that facil-
itate the successful expansion of businesses into global markets. This study aims to identify key factors, chal-
lenges, and best practices for leveraging e-commerce platforms to reach a broader international audience.
Additionally, the paper seeks to provide practical recommendations and insights to assist businesses in opti-
mizing their e-commerce strategies for global growth.

E-commerce has transformed the way businesses operate and engage with customers, facilitating inter-
national trade and market expansion. Scholars like Chaffey and Ellis-Chadwick (2019) emphasize the rapid
growth and evolution of e-commerce, underlining its global potential.

Advancements in technology, including cloud computing, artificial intelligence, and big data analytics, sig-
nificantly influence e-commerce strategies (Li et al., 2020). These technologies enhance personalization, data
security, and operational efficiency, crucial for international success.

Understanding consumer behavior is paramount for effective global strategies. Studies by Hoffman and
Novak (2018) highlight how consumer preferences, cultural differences, and trust impact purchasing decisions
in international e-commerce.

Navigating diverse legal frameworks across countries presents a major hurdle (Matteo and Tietze, 2019).
Compliance with various regulations, such as GDPR in Europe, is imperative for international market entry.

Expanding globally raises logistical challenges in supply chain management (lvanov and Rozhkov, 2020).
Efficient last-mile delivery and effective inventory management are critical considerations for seamless cross-
border operations.

Studies by Cui and Liu (2019) suggest that companies can employ market entry strategies like joint ven-
tures, acquisitions, or strategic partnerships to navigate foreign markets and gain a competitive edge.

Localization of content and personalization of user experience based on cultural nuances can enhance
customer engagement (Srinivasan and Anderson, 2019). Tailoring strategies to local tastes and preferences is
essential.

Integrated digital marketing approaches, as highlighted by Smith and Zook (2019), encompassing SEO,
social media marketing, and email campaigns, can effectively reach a global audience and enhance brand
visibility.

Considering the evolving e-commerce landscape, it is essential to anticipate future trends and prepare for
upcoming challenges. Scholars like Lee and Kim (2020) underscore the importance of staying updated with
trends and continuously adapting strategies to remain competitive.

METHOD OF RESEARCH

Typically, two definitions are used in cross-border trade forums: the WTO definition and the OECD defi-
nition. The WTO, as a trade body, defines international e-commerce more broadly as “the production, distri-
bution, marketing, sale or supply of goods and services by electronic means. The OECD defines it as follows:
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An international electronic commerce transaction is the sale or purchase of goods or services carried out over
computer networks by methods specifically designed to receive or place orders. Goods or services are ordered
through these methods, but payment and final delivery of goods or services do not necessarily have to be made
online. An e-commerce transaction can be between businesses, households, individuals, governments and
other public or private organizations. It is noteworthy that some organizations (for example, the US International
Trade Commission or the Australian Department of Foreign Affairs and Trade) prefer to use the term “digital
trade”. However, it is noted that the concepts of e-commerce and digital trade are identical [1-4].

During our research we used qualitative approach. We collected the data by sites. The current state of
the economy is being transformed under the influence of digital technologies. The massive use of information
systems has affected all business processes in the economy.

In 2021, the growth of the global e-commerce market reached $4.5 trillion, and sales showed a growth rate
of 20%, compared to about $1.3 trillion in 2014 (Figure 1).
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Figure 1. Volume of the global e-commerce market, trillion dollars
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Figure 2. Share of e-commerce in retail sales, %

E-commerce had a significant global impact, constituting more than 18% of worldwide retail sales in 2021,
and increasing to 20% in 2022. The volume of internet sales in 2022 surged to a whopping $5.5 trillion, com-
pared to a mere 10.4% in 2017. Clearly, a positive growth trend in the e-commerce share of retail sales emerged
during this period.

The top ten countries, major players in e-commerce, held a substantial 88.6% of the total global volume of
this industry. Among them, China, the USA, and the UK collectively accounted for about 75.9%. China stood as
the unequivocal leader in online trading, with online sales skyrocketing from $2.3 trillion in 2020 to nearly $2.8
trillion in 2021, and approximately $3.1 trillion in 2022.

For comparison, the e-commerce market in the United States in late 2021 ranged from $870 to $930 billion,
demonstrating a noteworthy increase of 14.2% compared to 2020. While digital sales in China continued to
grow, e-commerce did not entirely dominate retail, comprising only 23.1%. Leading brands in China, including
AliBaba, JD.com, and the Pinduoduo marketplace, showcased the immense potential of the e-commerce land-
scape. Cross-border ordering was prevalent in China, with roughly 42% of online shoppers frequently ordering
goods from countries such as Japan and the United States. These international purchases accounted for a
significant 58% of China’s e-commerce market, amounting to a staggering $696 billion.
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China witnessed a surge in online shopping through mobile devices, constituting a significant three-quar-
ters of total purchases and resulting in $873.3 billion in sales. This figure was projected to grow by 28.8% per
year, especially with the increasing number of smartphone users, which stood at 852.2 million, covering 59.9%
of the country’s population. Anticipated growth in smartphone users was predicted with the widespread adop-
tion of 5G communications. Remarkably, 67% of mobile purchases were made through mobile applications.
The population swiftly adapted to the innovative concept of a mobile super-app, notably exemplified by the
transformation of the WeChat social network, with its 980 million users, into a comprehensive trading platform
and marketplace.

China rapidly embraced the trend of electronic wallets, accounting for 54% of digital purchases in the
market, totaling $620.5 billion. Prominent brands in this sector included AliPay, responsible for processing all
transactions on the AliBaba marketplace, and WeChat Pay. Notably, card payments and bank transfers fol-
lowed, constituting 21% and 11% of all online purchases, respectively. China prioritized security and authenti-
cation for online shoppers, notably holding buyers, rather than sellers, accountable for fraudulent transactions.
This approach was distinct from the reverse trend observed in the US and Europe. As a result, multi-step
authentication became commonplace and was readily accepted by card users to ensure security.

In India, the online shopping market witnessed significant growth, reaching a valuation of $36.5 billion,
with a projected growth rate of 26.5% by 2023. This growth was driven by increased disposable income,
higher smartphone ownership, and concerted marketing efforts by brands and governments to promote online
shopping. However, despite this upward trajectory, digital purchases accounted for only 2.9% of total retail pur-
chases, primarily due to limited internet access, impacting about 3/4 of the Indian population. The government
initiated programs like “Digital India” to accelerate digitalization, with enterprises, including Google, actively
addressing digital connectivity challenges in remote areas of the country. Despite only 36.7% of the population
(502.2 million) owning smartphones, India led globally in mobile app payments. Mobile devices accounted for
46% of all online purchases (16.8 billion), with mobile app downloads experiencing a substantial 165% growth
between 2016 and 2018. Projected growth indicated that mobile shopping would reach $49.8 billion by 2023.
Key applications like Amazon, Flipkart, and Myntra contributed significantly to mobile commerce transactions,
comprising a substantial 82.4%. Payment methods for online purchases were diverse, with bank cards, elec-
tronic wallets, and bank transfers constituting 29%, 25%, and 20%, respectively. Furthermore, shopping from
abroad constituted a significant 74% of Indian e-commerce ($27 billion). Citizens of the country frequently pur-
chased high-quality foreign electronics from countries like the USA, UAE, and Hong Kong. New e-commerce
rules further encouraged international businesses to participate in the Indian market, driving direct investment
and modernizing digital commerce operations.

E-commerce has rapidly become an integral part of everyday life, facilitated through business-to-consumer
platforms. The undisputed leader among countries in this realm is the United States. However, while the USA,
Europe, and China are prominent leaders in the business-to-consumer (B2C) segment, Russia stands as a
leader in terms of the number of participants across all segments of the e-commerce sphere (B2B, B2C, B2G,
G2B).

Thus, e-commerce is the main engine driving the growth of innovation and digital technologies. Foreign
countries are demonstrating high rates of development of e-commerce. Technologies of digital marketing, elec-
tronic data exchange and automated collection of such data, processing of online transactions, and logistics
management systems are necessary conditions for the growth of e-commerce [5-18].

The Internet offers customers increasing opportunities to purchase goods and services, and commercial
organizations are increasing their presence in this network when carrying out business activities. E-commerce
is becoming an integral part of the modern economy[19-37].

The development of e-commerce involves determining the format of interaction with the target audience,
creating the necessary infrastructure for working in the online market, choosing an Internet platform, setting up
Internet marketing channels and tools, and a number of other actions whose goal is to make a profit.

Let’s consider digital technologies in e-commerce:

1. Online services, which include:

* an online store is an Internet representation of a web service for the sale of goods and services by
Internet users;

. international and local marketplaces are an online platform where a wide range of goods are pur-
chased and sold.

Naturally, the increase in sales in recent years in the world has seen a trend towards an increase in digital
buyers; from 2014 to 2021, their number reached 2.34 billion people. Considering that the world population in
2021 is 7.9 billion people, about 30% of them are online shoppers.

When analyzing the e-commerce market, it is necessary to consider popular marketplaces in the world.
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Table 1. Analyzing the e-commerce market of marketplaces.

Marketplace Country Market share (%) Characteristics

The world’s largest in the markets of e-commerce platforms
and public cloud computing by revenue and market

AR i 14 capitalization. Market capitalization — $1 trillion.

Sales volume 2021 — 466.8 billion dollars.

The main activities are trading operations between
Alibaba China 9.4 companies according to the B2B scheme and online retail

trade. Alibaba‘'s 2022 market capitalization is $282 billion.
2021 sales volume: $807 billion.

Engaged in e-commerce, as well as logistics, retail and
JD.com China 8,1 marketing. Market capitalization $120 billion
2021 sales volume: $19 billion.

International marketplace of clothing, shoes, electronics,
children’s goods, household goods and other goods.
Market capitalization — $14.5 million.

Sales volume 2021 — 336.5 billion rubles.

Wildberries Russia 8

Online store of clothing and cosmetics. Market
ASOS Great Britain 6 capitalization — $604 million.
Sales volume 2021 — 106.1 billion dollars.

Providing services in the areas of online auctions and
eBay USA 4,2 online stores. Market capitalization — $23 million.
Sales volume 2021 — $26 billion.

2. Using mobile devices to search for products online is one of the most prominent
trends in e-commerce. M-commerce (Mobile commerce - mobile commerce) allows you to
buy goods from your smartphone, making shopping more accessible. Mobile retail sales as
a percentage of total e-commerce retail sales worldwide from 2016 to 2021. presented in
Table 2.

Table 2. Mobile retail sales as a percentage of total e-commerce retail sales worldwide from 2016 to 2021.

el el S5l os e 2016 2017 2018 2019 2020 2021

a percentage of total

e-commerce retail sales 52,4 % 58,9 % 63,5 % 67,2 % 70,4 % 72,9 %
worldwide from 2016 to 2021

In 2021, the number of telephone users in the world reached almost 5 billion, which is 2/3 of the world’s
population. In 2021 alone, total revenue from purchases made through mobile devices amounted to about
$337 million, which is 2.5 times higher than in 2018 [35]. The reason for such changes is the temporary lack
of alternatives: the coronavirus pandemic has made adjustments to the usual course of life, as well as the way
of making purchases; due to self-isolation, both businesses and customers have moved to the online space.

By early 2022, more than 50% of online sales will come from mobile commerce. The number of installed
applications is growing by 10% annually. The market size exceeds $3.5 trillion in 2021, and in 2019 — $1.9 tril-
lion. It is noted that the share of purchases made from mobile devices exceeded 60%. According to data from
recent years, people are increasingly using store applications rather than their websites [26].

3. Electronic funds transfers are the electronic transfer of money from one bank account to another [38-45].
Today, this technology is very popular among users. Mobile payments help you make purchases using digital
wallets such as Google, Apple Pay, allowing you to buy goods without needing cash.

It is worth noting that the “by card” transfer function occupies the main share in the overall structure.
According to Frank RG, in 2021 their share was about 83.3%, in 2020 — 84.2%.

4. E-commerce supply chain management (logistics) is a complex, multi-step process that an e-commerce
brand uses to deliver an order from the warehouse to the customer. E-commerce logistics includes inventory
management and pricing, packaging, and shipping of online orders.

In 2021, $1.6 billion of parcels were delivered, an increase relative to 2020 of 78%.
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Logistics includes the following functions: order processing, delivery and warehouse management. Each of
these elements plays an important role in the efficient operation of an e-commerce supply chain. For example,
FedEx Sensaware is a company that decided to develop sensor logistics. This direction allows you to control
deliveries in real time [45, p. 50].

Thus, we can conclude that the online platform opens up endless possibilities for new ideas. The e-com-
merce market is represented by the combination of all online services, platforms and online stores where the
process of electronic funds transfer is carried out, as well as logistics, which organizes online delivery from one
country to another, Internet marketing, which develops and presents ways to promote goods and services on
the Internet; This chain of technologies describes the e-commerce process. Each technology strives to improve
its features to attract customers to shop online and thereby grow the e-commerce business.

Another technology that affects e-commerce is blockchain technology.

Next, | would like to look at how artificial intelligence (Al) is used in e-commerce, as these technologies
gradually begin to spread in this area.

The global market for artificial intelligence in marketing and advertising in 2020 was estimated at more than
$12 billion. By 2028, it will exceed $107 billion. In 2018, scientists predicted that 52% of the world’s top compa-
nies will use Al in 2019. According to new forecasts, by the end of 2023, over 80% of operations in the field of
customer service alone will be carried out without human intervention, which will reduce the costs of companies
on communication with the client by 40%.

According to IDC, at the end of 2020, the volume of the Russian artificial intelligence market amounted to
$291 million, which is 22.4% more than in 2019.

It is important to note that artificial intelligence in itself is not a product, but rather a powerful tool for cre-
ating better products that meet customer needs and create a personalized customer experience.

Artificial intelligence is widely used in e-commerce. It helps companies personalize customer experiences,
improve internal workflows, and create innovative ways to delight customers. As a result, e-commerce busi-
nesses can maintain a competitive advantage in the market.

Following Al is virtual reality (AR). By the end of 2023, the global augmented reality market will reach 2.4
billion users.

Augmented reality allows customers to explore a product in more detail. This is its main advantage.

In e-commerce, this technology is especially popular in the fashion, beauty and home decor sectors. For
example, brands like Warby Parker and IKEA are using AR to bridge the gap between offline and online expe-
riences.

Companies can use virtual reality to revolutionize their marketing campaigns and advertise to potential
customers much more effectively. VR is also being explored to create an entirely new way for shoppers to buy
products directly from online sellers, further expanding its benefits for e-commerce companies.

AR shopping allows customers to learn more about a product, interact with it without leaving home, person-
alize it or customize the design to their liking, and immerse themselves in emotions with the brand. This makes
the buyer feel more confident when choosing a product. Aimost all the benefits of AR can be reaped by those
retailers who sell standardized products with customization capabilities.

Analytics helps online retailers understand which products and options customers prefer. By measuring
time spent with each virtual product and user actions, companies can tailor their offering to each customer’s
needs. According to SalesForce, 63% of buyers, understanding the capabilities of services and applications in
tracking actions and behavior, expect companies to adapt their offerings.

Online stores can use AR service to learn more about their customers: for example, clarify clothing sizes,
save consumer preferences and tailor marketing campaigns and offers.

We can say that new technologies are very quickly entering people’s daily lives. Driven by technology,
e-commerce will continue to develop and gain momentum. In the future, online shopping may become much
more convenient. Also, using new technologies in e-commerce, the range will constantly expand and logistics
will improve.

Lack or underdevelopment of the regulatory framework, which creates problems with the protection of
intellectual property rights for goods sold through e-commerce, as well as contractual and financial problems.
The consequence of all this is distrust on the part of investors and potential buyers, and a slowdown in the pace
of development.

The problem of electronic money and Internet payments. This problem appeared immediately with the
advent of e-commerce.

In November 2021, StormWall published statistics according to which the intensity of attacks on commer-
cial projects increased 4 times compared to last year.

An e-business must have an appropriate payment system - electronic or virtual. Digital money technologies
are also attracting attention as a way to implement micropayments. You have to pay very little (for example, to
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view the page of an electronic newspaper), so micropayment systems are being developed not only by new
companies, but also by computer giants such as DEC, now part of Compagq, or IBM.

Logistics is a significant problem. The most important stage in the interaction between buyer and seller is
delivery of goods. There are several ways to organize delivery, and each of them has its pros and cons.

The management of the store chain adheres to the following policy: the store returns money upon request
if the buyer refuses the product, including without explanation. The store management makes such expenses
so that people do not have a biased attitude towards online stores. Delivery is a much bigger problem than
payment. It is precisely because of difficulties with delivery that companies sell much fewer goods in the regions
than in the centers. If we take the total number of product refusals, then only 3% of them happen due to the fact
that it is not possible to pay with credit cards, due to the fact that there is no delivery system - 70%. Western
experience shows that online stores are used to a much greater extent by consumers located far from large
cities.

Organizing your own warehouse and courier service allows you to solve the problem of delivery speed, but
is associated with huge costs in the form of rent and wages. In addition, the audience of online stores is rarely
limited to one region, and with sufficient audience coverage, you will still have to use other delivery methods.
Internet businessmen have to deal with issues of fast delivery.

The problem of organization is no less pressing. Managing multiple products in a catalog at the same time
is really challenging. The specificity of e-commerce is based on receiving customer orders. There may not be
any products in stock, but if you present only products in stock on the site, the number of offers will be sharply
reduced. The situation is aggravated by a large number of unscrupulous suppliers who can delay delivery times
to the store, and the store, accordingly, will not be able to deliver the goods to the client on time.

An online store loses the need for good communication channels, hardware and software, and the share
of delivery in the cost increases significantly.

Problems also arise due to the “distrust syndrome”, since the buyer in online trading is less protected from
an unscrupulous seller; the hacking factor, which is constantly present on the Internet, significantly increases
the risk of the transaction. In ordinary trade, the buyer is accustomed to the opportunity to visually evaluate
a product, determine its quality and find out its characteristics. In e-commerce there is no direct contact with
customers. An online store cannot provide the client with a tactile assessment of the quality of the product, even
with the help of modern technologies, which deprives them of a number of advantages. This is especially true
when sensory information and environment are key factors in product selection.

Information overload and disorganization of websites, which makes it difficult to attract and retain potential
customers, is an equally pressing problem. It is difficult for a buyer to find a product or service, the necessary
information about the characteristics of goods and services of interest to him. All this leaves his need unsatis-
fied, and time spent searching among a large flow of information turns into costs.

RESULTS

The e-commerce sphere is constantly changing and developing, so it is necessary to monitor current
trends and build business strategies based on them.

E-commerce trends include:

1. Mobile commerce. In recent years, applications have been created for mobile devices, which are much
more convenient to work with than accessing a web page through a browser. The growth of mobile commerce
is due to its accessibility: from your phone you can read reviews, study product descriptions and place orders
anywhere and at any time. For vendors on marketplaces, phone versions provide greater mobility to control and
manage content and operations on the site, which means increased efficiency and sales.

2. Description of goods and visual component. Even the best quality product needs competent presenta-
tion. Suppliers have begun to pay much more attention to the descriptions of their products. To optimize product
descriptions, automatic tools are increasingly being introduced. For example, algorithms inside marketplaces
are able to independently compare supplier product cards for compliance and look for errors and inaccuracies.

Especially in 2022, a lot of resources are being invested in visual content. In addition to photos, video con-
tent is also developing. According to the Content Marketing Institute, in 2022, about 69% of B2B investments
will go into video content creation. According to estimates, 44% of purchases are made thanks to advertising
and the correct presentation of content.

3. Artificial intelligence. Platform visitors pay attention to the work of artificial intelligence. Marketplace
owners are taking a range of measures: all kinds of individual recommendations, chat bots, voice assistants,
smart search and other work with visitor data help to retain the client’s attention. Research shows that 71%
of shoppers continue to explore a site when they encounter personalized offers based on their search history.

4. Reduced delivery times and costs. Since the pandemic, the delivery industry has become very in
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demand; For many customers, the ability to order goods home has become necessary. Fast and cheap (or free)
shipping gives you a competitive advantage over other suppliers. It is worth noting that 18% of buyers refuse to
make a purchase due to slow delivery, and 60% because of high additional costs, including delivery of goods.
Integration of the marketplace with popular logistics services can be a significant advantage.

The experience of China is interesting. JD.com is testing delivery to remote parts of the country using
drones, thereby tapping into one of the key trends in the future of e-commerce.

5. Development of payment services. It is important for the buyer to have the opportunity to choose a pay-
ment system. In 2023, the situation with a variety of payment options is very relevant. This could be traditional
payment using bank cards or some more modern methods: payment via QR code, FPS (fast payment system),
electronic wallets.

For example, many marketplaces use the “Safe Transaction” service. Also, the technology of the built-in
billing module allows you to make and keep records of payment transactions as efficiently as possible; The
platform supports all necessary international data security standards. Recently, such a payment method as
“buy now, pay later” BNPL (buy now, pay later) has been gaining momentum; Globally, the user base for BNPL
services grew by 85% year over year between 2020 and 2022.

6. The D2C (direct to customer) model is a new business model in which the manufacturer directly commu-
nicates with the buyer, eliminating intermediaries. This model represents the automation of processes in logis-
tics and e-commerce, as well as the integration of all interaction channels within a single platform. For example,
at Nike, the team established direct interaction with customers at the product design stage, customizing the
design of shoes before production began.

7. Conversion optimization. In 2022, the popular trend of CRO (conversion rate optimization) helps to make
the process of online purchases on marketplaces more comfortable, due to which customers form a positive
opinion about the suppliers of goods and about the company that owns the marketplace. Conducting a variety
of research and analytics helps increase profits, reduce the risks of making wrong decisions and gain more
customer loyalty.

8. Implementation of PWA. PWA (Progressive Web App) is a website that looks like a mobile application.
You can use it even in the absence of the Internet. Creation and support are cheaper for the company: now you
don’t have to create a web resource and an application for smartphones (iOS, Android) separately. According
to AliExpress, PWA increased the site’s conversion rate by 104%.

9. Introduction of a voice assistant. The leader in this area is Amazon’s voice assistant called Alexa, which
is installed in smart speakers and other home devices. With its help, the client can make a purchase through
voice without leaving home. In India, Alexa is also available in Hindi. The Times of India reported that Indian
consumers use voice assistants more than 10 million times a week, much more than the UK or US (Times of
India, 2020). Amazon also introduced the Dash Button device, which allows you to place regular orders with
the click of a button. This technology is most in demand in the field of selling everyday goods. Thus, we can
conclude that e-commerce continues to develop every year, as a result of which problems arise that relate, to
a greater extent, to the information, technical and regulatory factors of doing business in this area. It is worth
noting: in order to maintain positions in a highly competitive e-commerce market, it is necessary to quickly
respond to new trends and customer expectations. The further development of the e-commerce business is
exclusively related to the development of innovations that improve the company’s efficiency and the quality of
customer service. Therefore, pursuing e-commerce development trends guarantees success, as well as oppor-
tunity to take a leading position in the market.

CONCLUSION

In conclusion, e-commerce stands as a fundamental sector within the economy, encompassing financial,
trade, and business operations conducted over the Internet. Its pervasive growth and evolution have firmly
integrated it into our daily lives. With diverse types and specialized directions, e-commerce is continuously
evolving, propelled by the increasing number of online users.

E-commerce plays a pivotal role in both domestic and international business landscapes, affording compa-
nies heightened efficiency and adaptability in their operations. Bridging gaps between consumers and suppliers
across global markets, it transcends geographical constraints. However, its legal framework remains a complex
issue due to varying degrees of legal coordination in different countries. Effective legal regulations are impera-
tive to ensure compliance and deter violations.

The recent surge in e-commerce, accelerated by the COVID-19 pandemic, underscores its dynamic growth.
Forecasts for the e-commerce market depict a staggering volume of $4.5 trillion in 2022, with a concentration of
market share in a few leading countries. China, the USA, and the UK collectively dominate the industry, though
e-commerce is not the sole retail type in all regions.
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Notable growth is observed in emerging markets like India and countries such as Uzbekistan, Kazakhstan,
Mongolia, and Qatar, projecting a promising trajectory. The e-commerce market is a confluence of online ser-
vices, platforms, and logistics, encapsulating the entire electronic funds transfer process and internet marketing
strategies.

Remaining competitive in this swiftly evolving market demands swift adaptation to emerging trends and
evolving customer expectations. The continuous innovation and enhancement of operational efficiency are key
factors for sustained success in e-commerce. Ultimately, the evolutionary journey of e-commerce positions it as
one of the most thriving sectors in contemporary business, continuously adapting and flourishing in response
to changing times.
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