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Abstract. The article provides a review of scientific literature in order to generalize the
methodology for defining the concept of "electronic commerce". The main trends in the field of e-
commerce in small business are characterized. The data on the development of the e-commerce
market are analyzed and the following is emphasized: in the number of purchases from mobile
devices has increased; creation and widespread use of social media pages is a key factor in the
development of e-commerce by entrepreneurs. The advantages and disadvantages of using
electronic commerce by small businesses are systematized.

In given article authors shine a problem an analysis he shift toward online transactions and
digital platforms has been accelerated to adapt to the changing business landscape. Through the
review of scientific literature, a comprehensive understanding of e-commerce's impact on small
businesses has been highlighted. The article has delved into the main trends shaping the e-
commerce landscape for small businesses, emphasizing the significant increase in purchases made
through mobile devices. This trend underscores the importance of having a mobile-friendly online
presence for entrepreneurs to effectively reach their target audience.

E-commerce is a tool through which firms can attain competitive advantage. Therefore it is
interesting to further explore how firms exactly go about implementing e-commerce systems, and
which path firms take from e-commerce idea generation up to realization of e-commerce success.To
comprehensively understand the impact of e-commerce on small businesses, it is crucial to conduct
a multiple case studies analysis using a qualitative research design.

Small businesses experience challenges before, when, and after integrating e-commerce
into their operational structures internally and externally, such as perceiving the technology as an
unnecessary business cost, lack of resources to fund e-commerce infrastructure, and absence of
managerial support to adopting a radical approach to innovation and growth of the business. The
analysis of the impacts of e-commerce on small businesses helps to determine the opportunities
and challenges in the business operation process.
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analysis, digital information, enterprise, technology, benefit, strategy,small business.
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Introduction

The evolution of international trade in recent decades has indeed been rapid, reflecting the
dynamic nature of contemporary trends in global commerce. The increasing importance of e-
commerce in shaping the patterns of international trade is a clear testament to this trend; as
Burinskiené (2011) emphasizes, the use of information and communication technologies plays a
pivotal role in the development of both international trade and the broader economy in the context
of contemporary globalization The use of information and communication technologies plays a
crucial role in the development of both international trade and the broader economy in the context
of contemporary globalization.

Drawing from previous research on e-commerce by our peers, this section explores how e-
commerce has revolutionized the business sector and shares key insights into the opportunities and
challenges that smaller organizations experience when using this platform. With the rapid global
adoption of the Internet and supporting technologies such as big data, machine learning, and
artificial intelligence, e-commerce has helped many organizations, including giant corporations,
to dominate trade Xia & Lv (2021), in their work, describe e-commerce as the free flow of
information, capital acquisition, business transactions and logistics, and defines it as a business
with an organization-owned, Internet-dependent website that enhances trade competitiveness by
facilitating logistics. As Chen et a. (2023) show in their study, business processes are also critical
to overcoming challenges such as the COVID-19 pandemic, which led to the closure of traditional
outlets and reduced supply chain effectiveness for many organizations.

1. diffusion theory of innovation: a theory developed by E.M. Rogers in 1962 that posits that
new technologies spread within a social system over time according to the rate at which different
users perceive their usefulness and ease of use (Zhang et al., 2015). This theory describes SMEs
as laggards, i.e., entities that significantly delay acceptance of technology and fear that their
operations will become unstable due to doubts about revolutionary business processes (Dearing &
Cox, 2018). However, this theory is not applicable to this study because it does not address the
challenges faced by SMEs when attempting to adopt innovation.

2. organizational ecological theory: Hannan and Freeman originated the organizational
ecological theory, which views organizations as interconnected systems with routines that
facilitate information processing and incremental innovation techniques (Vargas-Hernandez et al.)
In organizational ecological theory, firms take time to The organizational ecological theory
assumes that firms collect knowledge over time and thereby increase their capabilities. However,
many organizations are hesitant to adopt new systems because they want to maintain their
knowledge and accept that it is outdated (Lindquist & Buttazzoni, 2021). Organizational ecology
theory is applicable to this paper because it highlights the limiting beliefs held by such
organizations and helps us understand why small businesses are hesitant to participate in e-
commerce.

3. economic development theory: Another theory that can explain why small businesses are
hesitant to integrate into e-commerce websites is the economic development theory developed by
Joseph Schumpeter. Schumpeter argues that in the absence of new technologies that fundamentally
transform business processes, businesses will succeed temporarily. However, when new or
existing entrants develop new ways of doing business that revolutionize an industry and lose their
ability to do so, these organizations experience an economic shock (Tiberius et al.) Small
businesses that enjoyed a period of success before e-commerce existed, Schumpeter argues Small
businesses that enjoyed a period of success before e-commerce existed may find themselves stuck
in the new business development of radical transactional online innovations, as Schumpeter
argues.

In the current global climate, the application of information and communication technology
has emerged as a key driver of progress and innovation, transforming the way companies conduct
international trade and commerce. E-commerce in particular has had a significant impact on
international trade and logistics operations in recent years. The widespread use of e-commerce on



a global scale has put enormous pressure on logistics operations, forcing companies to quickly
adapt and restructure their strategies and processes.

Method and materials

Data collection and analysis indicate that e-commerce represents a valuable opportunity
for SMEs in developing economies, primarily on the African continent. However, most
interviewees indicated that challenges such as restrictive beliefs about the risks of e-commerce
platforms, perceived integration of the model into business processes as an additional cost, and
lack of capital to adopt new technologies deter their participation in e-commerce, as the survey
paper. They also feel that many businesses need to be made aware of the opportunities e-commerce
offers, such as increased profitability, increased capacity, more efficient supply chains, and
stronger customer and supplier relationships.

Therefore, there is a need to sensitize SMEs about the opportunities in the e-commerce
sector in order to motivate them to participate in the business process. The interviewees also
suggested that for the above steps to be successful, e-commerce vendors need to create attractive
design features with user-friendly interfaces that will make SMEs perceive online transactions as
valuable. Survey and interview results also indicate that SMEs' willingness to participate in e-
commerce increases the more likely they are to receive government subsidies to implement the
process.

The rapid growth of e-commerce has necessitated rapid adjustments in supply chain
management practices and warehouse operations to meet the demands of a digitally driven market.
Companies are increasingly leveraging technology and data analytics to optimize logistics
networks, streamline inventory management, and enhance order fulfillment processes. The
integration of e-commerce into international trade has ushered in a new era of competitiveness and
efficiency, making agility and innovation paramount to success in the global marketplace [3].

This transformation underscores the need for companies to continuously evolve and
embrace digital transformation in order to remain competitive and successful in the evolving
landscape of international trade. By leveraging technological advances and reshaping traditional
business models, companies can take advantage of the opportunities presented by e-commerce and
drive sustainable growth in today's interconnected global economy.

The evolution of logistics operations through the introduction of new technologies is truly
an important aspect of changing the face of international trade. Electronic commerce is recognized
as a key driver of these changes, reshaping the way companies engage in trade and commerce. It
is interesting to note that both B2B (business-to-business) and B2C (business-to-consumer)
models have been the focus of research and analysis in the area of e-commerce.

The distinction between B2B and B2C business models is crucial to understanding the
diverse dynamics of e-commerce and its impact on international trade. b2b e-commerce involves
transactions between businesses, including manufacturers, wholesalers, and retailers, that facilitate
the exchange of goods and services. E-commerce in this sector plays an important role in supply
chain management and procurement processes, increasing efficiency and facilitating cooperation
between businesses [2].

B2C e-commerce, on the other hand, refers to transactions between companies and
individual consumers, allowing for direct sales and end-user interaction The growth of B2C e-
commerce has transformed retail operations, allowing companies to reach a broader customer base
and provide personalized shopping experiences. The proliferation of online marketplaces and
digital platforms has revolutionized the way consumers shop, prompting the need for logistics
operations to innovate and respond to evolving consumer demands. In the context of international
trade, the convergence of B2B and B2C e-commerce models is reshaping supply chain dynamics,
accelerating the pace of global trade, and expanding companies' market reach. The integration of
e-commerce technologies has facilitated cross-border trade, enabling companies to access new
markets and leverage digital platforms for growth and competitiveness.

By focusing on both B2B and B2C business models in the e-commerce space, the report
sheds light on the multifaceted impact of technological innovation on logistics operations and



international trade. As companies continue to embrace digital transformation and adapt to the
evolving landscape of global commerce, the importance of e-commerce as a key driver of change
cannot be underestimated.

E-commerce can be viewed as a step-by-step process that goes beyond the reasons why
companies adopt e-commerce in the first place. In contrast to traditional commerce, e-commerce
has multiple advantages that are relatively applicable to all companies. For example, e-commerce
leads to the elimination of supply chain intermediaries, allowing companies to eliminate costly
sales agents and reduce costs. In addition, e-commerce is said to blur borders, thus providing
access to distant markets (Longenecker et al.) With the globalization of markets and the growing
importance of international business, it seems a rational decision for many companies to explore
e-commerce opportunities. The availability of e-commerce software and supporting institutions is
another factor in favor of e-commerce adoption [5].

The research questions can be illustrated in the research framework (Figure 1). The first
variable is the strategic business objectives of the company. By formulating the objectives, the
firm must answer why the business exists and what performance it hopes to achieve. The second
variable is called the e-commerce strategy and consists of the necessary steps a company should
take to achieve its e-commerce objectives. The third variable is the actual implementation of e-
commerce and consists of enablers and inhibitors of e-commerce.

As shown in Figure 1, the proposition is that the achievement of business goals, and thus
the desired e-commerce performance, is affected by the proper application of e-commerce best
practices. The relationship between strategy and corporate outcomes is further influenced by the
presence or absence of these necessary e-commerce drivers. If the enablers outweigh the
disincentives, the firm will benefit. The plus sign means that the presence of the relevant internal
factors has a positive impact on firm performance. The relationship between the variables shown
in Figure 2 can be explained as follows: if the objective of STS is identified as the development of
new customers, the e-commerce strategy must be designed so that STS can penetrate multiple
geographic markets. This means, for example, that the web store is accessible in multiple
languages, that payment and tax systems are available in more regions, and that online marketing
campaigns are targeted to multiple locations (operational strategy). This means that companies
need to have an international mindset (internal capabilities) as well as support from relevant third
parties (external environment).

Therefore, the purpose of this study is to investigate the challenges and opportunities of e-
commerce for SMEs, primarily in developing countries, through a conceptual framework and
several theoretical approaches. A comprehensive investigation of these factors will provide insight
into the e-commerce implications that SMEs experience when adopting e-commerce strategies,
how to take advantage of the opportunities, and how to overcome the challenges that limit their
entry into this business process.

A model is a representation of reality. Systems will always behave in complex ways due to
interactions with internal components and external interactions with the environment outside the
system. Therefore, due to this complexity, researchers need to understand, describe, and predict
the behavior of the system based on desired variables and parameters, create their models, apply
or modify them, and check the results. Our research model is analytic and content-analytic.
Regression predicts the effect of one or more independent variables on one or more dependent
variables. In a single regression model, all 16 independent variables and one dependent variable
are first entered into the software and the enter command is selected. Based on the collected data,
the hypothesis of the effect of e-commerce choices on business strategies in Iranian SMEs was
confirmed according to the results obtained as follows based on the research model and regression
outputs [4].

The research model in this study is mathematically as follows:

Y=B0+BIXES=B0+ (£l +0Q3+0Q3.... + 16 + Q16)



Results and discussion

SMEs experience internal and external challenges before, during, and after integrating e-
commerce into their business structure. For example, they perceive e-commerce technology as an
unnecessary business cost, they lack the resources to fund their e-commerce infrastructure, and
they lack the managerial support to adopt a radical approach to business innovation and growth.
Analyzing the impact of e-commerce on SMEs can help determine opportunities and challenges
in the business operation process (Fouskas, K et al., 2020).

Marketing is essential for high-tech firms; according to Mohr et al. (2009), high-tech firms
must perfectly implement basic marketing principles. Marketing activities are sometimes put on
the back burner of the product and technology development process or are not considered as
important as product and technology development. As a result, many innovative products fail.
Technological superiority alone is not sufficient to make a high-tech product successful. Rather,
high-tech companies must complement the technological process with a set of marketing
capabilities to maximize the probability of success.

For example, knowing how to select the right target market and clearly communicating the
benefits offered by 26 innovations compared to other solutions are important marketing
competencies. Well-developed marketing competencies include active consideration of the
customer during the development process, which helps guide technical specifications and
determine appropriate market segments. There is a link between the technology intensity of a
product and its competitive advantage. Many high-tech knowledge-intensive entrepreneurial firms
focus on their technological capabilities and generally tend to develop products that are brought to
market using a “push” strategy (Englis et al., 2011). In doing so, the firm and its downstream value
chain members push their technology to market with little regard for the consumer until the product
is in the hands of users. This often leads to product failure.B2B Marketing

Marketing techniques used in a B2B environment differ from those used in a B2C
environment. These differences can be categorized into differences in market structure, purchasing
behavior, and marketing (Canning et al.) First, B2B markets are characterized by derived demand.
This means that firms purchase goods only to facilitate the production of goods and services [7].

In addition, B2B markets are generally characterized by a higher concentration of demand
than consumer markets. Demand elasticity is important in B2B markets. Organizations tend to
have more specialized purchasing processes than consumers, and many are run by managers
specifically hired as purchasing specialists. Furthermore, the degree of interaction and the
importance of the relationship between B2B buyers and sellers is higher in a B2B environment.
This suggests that, in general, B2B buying behavior is more complex than B2C. Sales and
transaction volumes are also higher in business markets (Canning et al.) The authors suggest that
traditional consumer mass marketing tools are less appropriate. This corresponds with personal
selling, the most frequently used promotional tool in B2B marketing, while advertising is used
more frequently in the B2C context [7].

Business to Business and Business to Customer are important models in most markets;
Customer to Business and Customer to Customer are consumer-centered models; CtoB is a model
in which online courses, travel tickets CtoB refers to cases where individuals form buyer groups
for better bargains with online suppliers, such as online courses or travel tickets. Customer-to-
customer refers to a community formed to pursue a special interest and to exchange ideas, services,
and products as individuals. Examples include tori.fi and various topic-oriented forums. The last
three groups refer to government-to-government transactions between businesses, other
authorities, and consumers. However, some scholars include business-to-government in the
business-to-business category. governments are associated with business contractors. This study
makes this assumption and includes B2G in the B2B category.

This study will focus on the first two models: B2B and B2C. The reason for this is that
these two models have the greatest impact on the market and thus on global trade.



From data collection and analysis, e-commerce represents a valuable opportunity for
SMEs, mainly in the economically developing African continent. However, most interviewees
indicated that challenges such as restrictive beliefs about the risks of e-commerce platforms, the
perception of integration models into business processes as an additional cost, and the lack of
capital to adopt new technologies are what deter them from participating in e-commerce, as the
survey paper. Other interviewees felt that many companies need to be made aware of e-commerce
opportunities, such as increased profitability, increased capacity, efficient supply chains, and
stronger relationships with customers and suppliers [8].

Therefore, there is a need to sensitize SMEs about the opportunities in the e-commerce
sector in order to motivate them to participate in the business process. The interviewees also
suggested that for the above steps to be successful, e-commerce providers must also create
attractive design features with user-friendly interfaces that will make SMEs perceive online
transactions as valuable. Survey and interview results also indicate that SMEs' willingness to
participate in e-commerce increases the more likely they are to receive government subsidies to
implement the process.

The significance of this study to SMEs is that it provides strategies for adopting e-
commerce through a theory-based lens, extensive literature review, case study analysis, and real-
world examples. Another significance of this study is to encourage the adoption of e-commerce
by SMEs as a channel to reap enormous benefits from the opportunities the platform presents
(Mkansi, 2021). The results of this study will help identify the barriers to e-commerce experienced
by SMEs and generate solutions to improve the performance of their business processes after
moving their trading operations online. By leveraging the recommendations of this study, SMEs
can improve supply chain efficiency, achieve significant market growth, attract new customers
domestically and internationally, and enhance their competitiveness in the dynamic modern
marketplace.

Conclusion

SMEs, primarily in developing countries, must take advantage of the platform's
opportunities by integrating online transactions and e-commerce into their business processes.
despite challenges such as insufficient resources to launch and maintain e-commerce, SMEs can
learn from organizations such as Amazon.com organizations to learn the value of being early
adopters of new technologies. However, there is a significant research gap in this area, and future
studies should be conducted to determine how the government can help SMEs adopt e-commerce.
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INAFBIH BU3HECKE 2JIEKTPOH/IbI KOMMEPIUAHBIH OCEPI

AnHoTanusa: Maxkanana "S7eKTpPOHABIK KOMMEpPHHs'" YFBIMBIH aHBIKTAy OIICTEMECiH
JKaJITbIIay MaKCaThIH/IA FRUTBIME 97icoueTTepre moiry oepisnres. [llarsiH Ou3HeCTer1 3JEKTPOH/IBIK
KOMMEPIIMSI CaJIAChIH/IAFbl HETI3T1 TEHICHIUSIApP CUIATTANAIbl. JIEKTPOHABIK KOMMEPIIHUs
HapBIFBIHBIH JaMybl Typajibl MOJIMETTEp TallJaHaJbl >KOHE TeMeHJeriiepre Oaca Hazap
ayJapbliaabl: MOOMIBAI KYPBUIFbUIAPJAH CATHIN alyjlap CaHbl apTThl; QJICYMETTIK Keliieperi
napakTapApl Kypy JKOHE KEHIHEH KOJJaHy KOCIKEpIepIiH SJIEKTPOHIBIK KOMMEPIUSHBI
JMAMBITYBIHBIH HeETi3Ti (akTopsl Oonbim TaObuiaAbl. IllaFbIH KOCIMKEPTIKTIH AICKTPOHIBIK
KOMMEPLHSIHBI KOJIJaHYIbIH apTHIKIIBUIBIKTAPbl MEH KEMIIUTIKTEP1 KYieleHTeH.

byn makanana aBTopiap OHBIH OHJAMH TpaH3aKIMsIap MEH HU(PIBIK mIaTgopmanapra
aybICYBIH TallJjay e3repMelii OusHec JaHamadThiHA OeHiMAeNy VIINIH >KEISIJACTUITeHIH arall
kepcereni. FeutbiMu onmebuerTepre moiry »kacay OapbIChIHIA SJIEKTPOHIBIK KOMMEPIUSHBIH
IIaFblH OM3HECKE ocepl Typalsibl ’KaH-)KaKThl TYCIHIK Oepinai. Makanaaa miarblH OW3HEC YIIiH
DJIEKTPOHMBIK ~ KOMMEpIMs  JIaHAIA()TBIH  KaJNbIITACTHIPATBIH  HETI3TI  TEHJACHUUsIIAp
KapacTbIPbUIBI, MOOUIIBI1 KYPBUIFbUIAP apKbUIbI CAThIN alyJlapblH alTapibIKTall ©CKEHIH aTall
oTTi. ByJ TeHJeHLUs KOCIIKepiepAiH MakKcaTThl ayIUTOpUsFa THUIMAI KOJ JKeTKi3yl YIIiH
MOOWJIBA1 KYPBUIFbUIAPFA bIHFANIIBI OHJIAIH KaThICYBIHBIH MAaHbI3AbUIBIFBIH KOPCETEI].

DNEeKTPOHIBIK KOMMEpLUA-0yI1 pupmanap 09ceKenecTiK apThIKIIBUIBIKTapFa KOJI KETKi3e
anatelH Kypaid. CoHABIKTaH (GUPMaTApAbIH SJIEKTPOHABIK KOMMEPIUS IKYHelepiH Kayan
SHTI3€TiHIH oHE (QupManapIblH 3JIEKTPOHIBIK KOMMEpPLHUS HICSUIapbIH KalbIITACTHIPYdaH
OacTan 3JIeKTPOHIBIK KOMMEPIIMSHBI JKYy3€Te achlpyFa JEHIHT1 KaHIal KOJMEH KYPEeTiHIH opi
Kapail 3epTTey KbI3bIKTHI success. To 3JeKTPOHIBIK KOMMEPIHSIHBIH MAFBIH OM3HECKE 9CEPiH jKaH-
JKaKThl TYCIHY YVIIIH camanbl 3epTTey AW3alHBIH KOJIJIaHAa OTBIPHIN, OIpHEIIe >KaFdailyIbIK
3epTTeyJepre Tanaay kacay eTe MaHbI3/IbI.

[arplH Ou3HEC SJIEKTPOHIBIK KOMMEPLHSIHBI 1IIKI KOHE CBIPTKHI OIEPaIUsIIBIK
KYpBUIBIMAApbIHA OipiKTipreHre NeiiH, KalllaH XKOHE OJlaH KeWiH KHUBIHABIKTapFa Tam Ooapbl,
MBICQJIBI, TEXHOJIOTHSIHBI KaKETCi3 OM3HEC IIBIFBIHAAPEI PETIHAE KaObUIIAy, AJICKTPOHIIBIK
KOMMEpIHsT MHPPAKYPBUIBIMBIH Kap>KbUIAHJBIPY YLIIH PECypCTapAbIH KETICIEYUIUIrl KoHe
WHHOBAIMsJIap MEH OM3HECTIH OCyiHe TyOereisi Ke3kapacThl KaObUIaay YIIiH 0acKapylIbUTbIK
KOJIJayAbIH 0OJIMaybl. DIEKTPOHIBIK KOMMEPIIMSHBIH IIaFbIH OM3HECKe dcepiH Tangay OM3HecTi
JKYPri3y MpoIeciHae MYMKIHIIKTEp MEH KHBIHIBIKTAPIbl aHBIKTayFa KOMEKTECE/I].



Tyilinai ce3mep: aBTOMAaTTaHIBIPBUIFAH AKMAPATTHIK TEXHOJOTHSIIAP, SJIEKTPOHIBIK
KOMMEpIIHS, MAFbIH OW3HEC, MApKETUHT, Taljaay, UUQPIBIK aKnapaT, KOCIMOPBIH, TEXHOJIOTHS,
nana,cTpaTerus, IIarbiH OU3HeC.
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BJIUSHUE SJIEKTPOHHOM TOPI'OBJIM O MAJIOM BU3HECE

DJeKTpoHHAsE KOMMEpIHS pruodpera 0codoe 3HaYCHUE I pa3BUTHsI MaJloro Ou3Heca B
IPOLUIOM TOJYy B CBSI3M C OTPAaHUYEHUSIMHU, BBEICHHBIMHU B CBS3U C PaclpOCTpaHEHHEM HOBOM
KOpOHAaBUPYCHOW WHGeEKIuH. B crarbe mpeacraBieH 0030p HAy4yHOW JMTEPATyphl C IIENBIO
000011IeHNA METOI0JIOTHH onpeesICHUs TIOHATHUS "371eKTpOHHAs KoMmepus'.
OxapakTepr30BaHbl OCHOBHBIE TCHICHIIUU B c(hepe dIEKTPOHHON KOMMEPIIUY B MajioM OU3HEce.
[Ipoananu3upoBaHbl JaHHbIE O PA3BUTUU PBHIHKA JJIEKTPOHHONM KOMMEPLUHMHM M TOJYEPKHYTO
crenyroniee: B Poccun yBeInMunaoch KOJMYECTBO MOKYIIOK C MOOMIIBHBIX YCTPOUCTB; CO3JaHHE U
HIMPOKOE HCIOJb30BaHUE CTPAHMI] B COLHUAIbHBIX CETSAX SBISETCS KIIOYEBBIM (HDaKTOpOM
pa3BUTHUS DJIGKTPOHHOH KOMMEPIIMU cpeau npeanpuHumMareneii. CucTteMaTH3upOBaHBI
OpeUMyIIecTBA U  HEJOCTAaTKH  KCIOJb30BaHUS  JJIEKTPOHHOM  KOMMEPLHU  MajbIMU
PEIIPUITHIMH.

B nanHOl cTraThe aBTOPHI OCBEIIAIOT MPOOJIEMY, 3aKJIIOYAIOIIYIOCS B TOM, YTO aHAJIU3,
OCHOBaHHBII Ha MEPex0/ie K OHIAWH-TPAH3AKIUSAM U MUPPOBLIM 11aTdhopMam, ObUT YCKOPEH AJIst
aZlanTalyy K MeHsroriemMycs onsnec-nanamadry. biraromaps 0630py HaydHOUH TUTEPATYPHI, OBLIO
MOJTy4€HO BCECTOPOHHEE MPEACTABICHUE O BIUSHUY AIEKTPOHHONH KOMMEPIIMH HA Majblii OU3HEC.
B crarbe paccMaTpuBaroTCsi OCHOBHBIE TEHICHIMH, (opMupyromue JaHaAmapT 37IeKTPOHHON
KOMMEPIIMH TS MaJIoro OM3Heca, MOUYEPKUBACTCS 3HAUUTEIBHBIA POCT MOKYIOK, COBEPIIAEMBIX
C TOMOIIBI0 MOOWJIBHBIX YCTPOMCTB. DTa TEHIEHIUS MOJYEPKHUBAET BA)KHOCTh MPHUCYTCTBUS
npennpuHIMareseii B THTepHeTe ¢ moMOIbi0 MOOMITBHBIX yCTPOUCTB AJist 3 PEeKTUBHOTO 0XBaTa
UX LEJIEBOM ayIUTOPHUH.

DNeKTpOHHAs KOMMEpPIHs - 3TO WHCTPYMEHT, C IMOMOIIBI0 KOTOPOTO (DUPMBI MOTYT
TOOUTHCS KOHKYPEHTHBIX IpernMyinecTB. [1oaToMy MHTEpecHO MPOAOIKUTh U3yUYEeHUE TOTO0, KakK
UMEHHO (PHPMBI BHEAPSIOT CUCTEMBI SJIEKTPOHHOW KOMMEPIIMH M KaKOH MyTh BEIOMPAIOT (GUPMBI
OT TEHepaluu UJEH OHIEKTPOHHOW KOMMEPIMU [0 peaM3allMu YClexa B 3JIEKTPOHHOMN
KoMMepIuu. UTOOBI BCECTOPOHHE MOHSTH BIUSHUE DJIEKTPOHHONW KOMMEPIIMU Ha Majblii Ou3HecC,
KpaiiHe Ba)XKHO MPOBECTU aHAJIN3 MHOXKECTBA TEMAaTHUYECKHX HCCIEIOBAHUM C MCIOJIb30BaHUEM
KaueCTBEHHOT'O MCCIIEI0OBATEIBCKOIO MOIX0/1a.

Manble npeanpuaTys CTAIKUBAIOTCA ¢ IpobiieMaMu 10, BO BpeMs U IOCIe UHTETrpaliu
AIIEKTPOHHON KOMMEPIIMH B CBOU OTNIEPALIMOHHBIC CTPYKTYPhI KaKk BHYTPH KOMITAHUHU, TaK U 3a €
npenenaMy, TaKUMU KakK BOCTIPUSITUE TEXHOJIOTMH KaK HEHYXHBIX OW3Hec-3aTpaT, HexBaTKa
pecypcoB s (UHAHCUPOBAHUS HHPPACTPYKTYPHI AIEKTPOHHOW KOMMEPIIMHU U OTCYTCTBHE
YOpaBIE€HYECKONW MOANEPKKH IJIsl MPUHATHS PAAMKAIBHOIO MOJAXO0Ja K MHHOBALUSAM U POCTY
Ou3Heca. AHANU3 BIUSHUS AJIEKTPOHHOW KOMMEpPIIMHM Ha Majblii OM3HEC TIOMOTAeT OMpEelIuTh
BO3MOKHOCTH ¥ TIPOOJIEMBI B TIpoOIiecce BEACHUS OM3Heca.

KiroueBble c10Ba: aBTOMaTU3UPOBAHHBIC HHPOPMAIIMOHHBIE TEXHOJIOTHH, JIEKTPOHHAS
KOMMEpIIUS, MaJlblii OW3HEC, MAapKEeTHHT. aHaiu3, mnudpoBas uHOOpMAIUs, TPEATPUSITHE,
TEXHOJIOTHS, BBITOJIA, CTPATETHs, MBI OU3HEC.
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