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DEVELOPMENT OF E-COMMERCE IN UKRAINE
IN THE WAR AND POST-WAR CONDITIONS

Introduction. In the war conditions, when remote work becomes more relevant, an extremely important task is to
expand and improve the efficiency of domestic e-commerce.

Problem Statement. The Ukrainian e-commerce as an innovative business requires a complex approach to
increase its efficiency, especially in the emergency conditions.

Purpose. To study the trends in the Ukrainian e-commerce market and, based on the results, to build a descrip-
tive model of its expansion and efficiency improvement in the conditions of uncertainty caused by the Russian
aggression.

Material and Methods. The study is based on the statistical data of Statista, UNCTAD, and Promodo. The
methods of theoretical generalization of information, trend-based forecasting, comparative analysis, economic
and statistical analysis, and the construction of a descriptive model have been used.

Results. The dynamics of the development of the global and the Ukrainian e-commerce in the period before
the pandemic, during the corona crisis and during the Russian aggression have been studied. The threats to the
development of e-commerce in Ukraine under the adverse conditions in both cases are similar, namely: declining
business activity, increasing unemployment, decreasing income, and threat to life. The polynomial function has
been established to give the most accurate forecast with a probability of 97.69%. The main areas of expansion
and improvement of the efficiency of the Ukrainian e-commerce have been proposed and combined into three
groups. They are aimed at strengthening the position of Ukraine in the international e-commerce market, ensuring
the effective operation of Ukrainian enterprises, and protecting the consumers of goods and services in the Ukrai-
nian e-commerce market.

Conclusions. The proposed descriptive model of the expansion and improvement of the efficiency of the Ukrai-
nian e-commerce allows the comprehensive analysis of the trends of the studied phenomenon in the situation of
increased risks caused by Russian aggression.

Keywords: e-commerce, descriptive model, exogenous and endogenous factors, forecasting, russian aggression,
war and post-war periods.

Citation: Ilchuk, M. M., Kyrychenko, A. V., and Vodnitskyi, M. V. (2023). Development of e-Commerce in Ukrai-
ne in the War and Post-War Conditions. Sci. innov., 19(3), 3—14. https://doi.org/10.15407 /scine19.03.003

© Publisher PH “Akademperiodyka” of the NAS of Ukraine, 2023. This is an open access article under the
CC BY-NC-ND license (https://creativecommons.org/licenses/by-nc-nd /4.0/)

ISSN 2409-9066. Sci. innov. 2023. 19 (3) 3



lichuk, M. M., Kyrychenko, A. V., and Vodnitskyi, M. V.

E-commerce is a highly competitive environment
with constantly changing technologies. It has led
to transformation of business, more competitive
prices due to a wider offer, product variety, as well
as a growth in marketing strategies and made
consumers of goods and services more demanding.
The further development of e-commerce is sig-
nificantly influenced by the global pandemic of
COVID-19, which has spurred the rapid deve-
lopment of global retail trade. It should be noted
that the threats to the development under emer-
gency conditions of the corona crisis and the mar-
tial law in Ukraine are similar, in particular: threat
to life, a decline in business activity, an increase
in unemployment, and a decrease in income. The-
refore, the present-day realities, namely the Rus-
sian aggression, call for the expansion of product
sales channels with the help of e-commerce. This
trend is caused by the fact that e-commerce re-
quires smaller financial investments at the initial
stage as compared with the classic form of pro-
duct sales, and is also a more convenient and faster
way for the consumer to order and receive goods.
Studying the Ukrainian e-commerce and its pros-
pects in the context of the international e-com-
merce market development becomes relevant in
the situation of uncertainty caused by the full-
scale Russian-Ukrainian war.

The analysis of the research in the field of the
global and the Ukrainian e-commerce [1—27] has
made it possible to build a descriptive model of
the expansion and improvement of the efficiency
of domestic e-commerce, which includes the exo-
genous and endogenous factors of influence, the
forecast, and the main directions of improving the
Ukrainian e-commerce efficiency. The first stage
of building a descriptive model is the formation of
an information base for the development of e-com-
merce, which contains data on the static and dy-
namic indicators characterizing the domestic and
foreign markets of e-commerce. The second stage
is the static and dynamic assessment of the state
of the global and the Ukrainian e-commerce mar-
ket. The next stage is the assessment of the exo-
genous and endogenous factors that influence the
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development of the domestic e-commerce market
and the forecast of the development of e-com-
merce. Based on the results of the forecast and as-
sessment of the exogenous and endogenous fac-
tors, a descriptive model has been developed.

The purpose of this research is to study the trends
of the Ukrainian e-commerce and, based on the
study, to build a descriptive model of its expan-
sion and raising of its efficiency in the situation of
uncertainty caused by the Russian aggression.
Given the purpose, the following problems have
been solved: to analyze the trends of the develop-
ment of the global and the Ukrainian e-commerce in
the period before the pandemic, during the corona
crisis and during the Russian aggression; to assess
the exogenous and endogenous factors influenc-
ing the development of the domestic e-commerce
market; to develop a forecast for the development
of e-commerce; and to build a descriptive model
of the expansion and improvement of the efficiency
of the Ukrainian e-commerce in the situation of
increased risks caused by the Russian aggression.

The international e-commerce market started
developing rapidly even before the start of the pan-
demic, due to improving access to the Internet
worldwide. As a result, the number of online shop-
pers has been increasing every year. The rapid de-
velopment of information and communication tech-
nologies has contributed to the development of
e-commerce. Expanding the capabilities of the exis-
ting platforms for communication, in particular
Facebook, Instagram, Viber, WhatsApp, the online
conference platforms (ZOOM, Skype, GOOGLE
MEET) has made it possible to improve commu-
nications between business entities, to acquire
new knowledge, skills, and competencies for con-
sumers. During the COVID-19 pandemic, the In-
ternet became one of the important means of elec-
tronic business around the world [1, 41—42].

In 2021, worldwide, the e-retail sales exceed
USD 4.9 trillion. An important trend in e-com-
merce is the spread of mobile commerce (in 2020,
64% of Internet visits were made from smartpho-
nes) [2, 33]. The sales in the mobile e-commerce
market have been increasing rapidly in recent years.
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This growth is the result of a large smartphone
penetration worldwide rather than of the pan-
demic [3]. In 2019, the mobile phone users world-
wide totaled 5.6 billion people, while in 2021,
they reached 6.4 billion. In 2021, the mobile
means of communication, mostly represented by
smartphones, accounted for almost 70% of all vi-
sits of retail websites worldwide [4, 102]. The
share of the e-commerce retail sales in the total
sales increased within the reporting period from
13.6% to 19%, this growth was facilitated by the
pandemic and, as a result, the shift of a large
number of stores online. Having analyzed the ex-
pert data [5], we conclude that the online retail
sales grow by an average of 20% annually, while
the retail sales increase by as few as 3.5%. This is
due to the fact that more and more people in the
world have got access to the Internet and can use
it to buy goods and services online (Fig. 1).

The rapid growth of e-commerce caused by
COVID-19 has resulted in increasing share of the
online retail sales in the total retail sales world-
wide (Table 1).

The efficiency of e-commerce is characterized
by the following indicators: the rejection rate, the
average number of website visits per session, the
average time spent on website, the share of un-
viewed content, the average site scroll rate, and
the conversion rate.
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—— Share of e-commerce retail sales in the total sales

Fig. 1. Retail sales in e-commerce and mobile commerce
worldwide

Source: prepared by the authors based on materials [6].

One of the criteria for the efficiency of e-com-
merce is the rejection rate, that is, the share of
transactions that do not end with payment. The
industry average rejection rate is 47% in 2020,
which means that almost half of visitors do not
purchase a product or service. The main reasons
for the rejections include: inconvenient site design,
insufficient information, slow download of page,
hidden payments, long or expensive delivery, in-
convenient payment methods, lack of trust in the
seller, etc. The average time spent on viewing the
page is 54 s. It shows the satisfaction of site visi-
tors with the existing content. The share of un-

Table 1. The Retail Sales of International e-Commerce, 2018—2020

Online retail sales, Total retail sales, Share of online retail sales
Country USD billion USD billion in total sales, %

2018 2019 2020 2018 2019 2020 2018 2019 2020
Ukraine 24 29 4.0 34.3 42.0 45.5 7.0 6.9 8.8
China 1060.4 1233.6 1414.3 5755.0 5957.0 5681.0 18.4 20.7 24.9
USD 519.6 598.0 791.7 5269.0 5452.0 5638.0 9.9 11.0 14.0
UK 84.0 89.0 130.6 565.0 564.0 560.0 14.9 15.8 23.3
Korea 76.8 84.3 104.4 423.0 406.0 403.0 18.2 20.8 259
Canada 13.9 16.5 281 467.0 462.0 452.0 3.0 3.6 6.2
Australia 13.5 14.4 229 239.0 229.0 242.0 5.6 6.3 94

Source: estimated by the authors based on [7, 8].
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Source: prepared by the authors based on materials [12].

viewed content is the percentage of the amount of
unviewed information to the total amount of infor-
mation on the site (in 2020, on average, it accounts
for 45%). In 2020, the page scroll rate is 56.8%, which
means that the pages should be optimized so that us-
ers do not stop halfway through the page and miss
content that could be valuable. The most influential
indicator characterizing the efficiency of e-commerce
is the conversion rate (CR). It is calculated as the ra-
tio of the number of people who do a targeted action
on the site to the total number of site visitors. In
the analyzed e-commerce sectors (communication
services, travelling, luxury goods, food, consumer
electronics, beauty and health, clothing), the average
conversion rate is 1.82%, in 2020 [2, 35].

All e-commerce efficiency indicators have been
adversely affected by the Russian aggression, but
the studies conducted by Promodo [9] have shown
that in Ukraine the conversion rate almost re-
turned to normal levels as soon as a month after
the invasion. The exception is automotive prod-
ucts, where the CR has increased significantly
earlier due to seasonality.

As for Europe, the e-commerce grew exponen-
tially during the COVID-19 pandemic, in 2020.

6

In these countries, the share of consumers who do
online shopping today more often than before the
pandemic is significant: 42%, in Poland; 38%, in
Austria; 33% in Germany; 30%, in Switzerland,;
24%, in Finland; 22%, in Norway; 22%, in Swe-
den; and 19%, in Denmark [10]. According to the
survey, in 2020, Internet users spent on online
shopping EUR 23.2 billion in Austria; 13.1 bil-
lion in Denmark; EUR 162 billion in Germany;
EUR 16.4 billion, in Norway; EUR 21.3 billion,
in Sweden; EUR 27 billion in Switzerland; EUR
22.2 billion in Poland; and EUR 11.8 billion in
Finland [11].

Figure 2 shows the share of Internet users and
Internet buyers from Ukraine by regions of Europe.

The share of Internet users and Internet buy-
ers depends on the region of Europe. The analysis
of Figure 3 has shown the prospects for attracting
new Internet buyers even without increasing the
number of involved Internet users. For example,
in 2021, in Ukraine, there were 65% of Internet
users, with only 44% of them being Internet buy-
ers. According to the forecast for 2022, it is ex-
pected to increase their number to 67% and 48%,
respectively. That is, both in Ukraine and in any
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Source: prepared by the authors based on materials [12].
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Source: prepared by the authors based on the materials [13].

region of Europe, there are opportunities to at-
tract a high share of already existing Internet us-
ers to online shopping (Fig. 3).

Western Europe is still the most advanced e-
commerce market in Europe. However, in Eastern
of Europe, there have been observed higher growth
rates. The analysis of the Eastern European e-
commerce market has given reasons to state that
the Ukrainian market showed the highest growth
rate (41%) in 2020 as compared with Ukraine’s
neighbors (Fig. 4).
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The share of e-commerce in Ukraine’s GDP is
2.6%. As for the annual per capita spending on
e-commerce, the low indicator for Ukraine can
be explained by the low income per capita and
the low purchasing power (Fig. 5).

Having compared the Ukrainian e-commerce
with other countries, we may state that it is still
at the stage of formation. Given that the Ukrain-
ian market is not mature, it will grow at a rapid
pace. At the same time, the retail trade market has
been evolving well, as it has grown by 3.9%. Also,
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Source: prepared by the authors based on materials [8, 13].

the number of offline stores has been constantly
decreasing in Ukraine, which has a positive effect on
the online trade. Despite the large annual growth,
Ukraine is still far from the leaders in the field of
e-commerce, although if we succeed in overcom-
ing some problems, the growth potential of our
country will be even greater. For example, in 2019,
the Internet coverage in Ukraine was only 67%
that was lower than the average one in Eastern
Europe, with the number of Internet buyers ac-
counting for only 21% [13]. In 2021, the number
of Internet buyers in Ukraine reached 44% (while
the average one for Eastern Europe is 46%) (see
Fig. 3). This significant growth can be explained
by the COVID-19 pandemic. Among the barriers
that hinder the development of the Ukrainian
e-commerce market there is limited access to cer-
tain international payment systems, such as Pay-
pal. The number of POS terminals per capita in
Ukraine is 3 times less than in Poland [14].
Until February 24, 2022, the Ukrainian e-com-
merce market was growing rapidly. In 2020, the
market share came to 8% of the retail sales (41%
year-on-year growth). On the day of the Russian
invasion, all the online stores lost, on average,

8

82.7% of visits and almost all revenue (92%, on
average), in the first week. From the mid-March,
the trend changed to a positive one, as there was
reported a noticeable increase in visits and in re-
venues [9, 15]. It should be noted that the trade
companies, despite the difficulties, have been adap-
ting to new conditions and improving the expec-
tations regarding their economic results, as the
sectoral index approached the neutral level and
made up 48.7, in July, 2022, as compared with
43.4,1in June 2022. The respondents intend to in-
crease the turnover [16]. It is difficult to predict
the distant consequences of the Russian-Ukrai-
nian war for the development of the global and the
Ukrainian e-commerce at this stage. The war has
significantly exacerbated inflation, led to increas-
ing energy prices, and disrupted the global supply
chains that had already been weakened by the
pandemic [17]. As for the aggressor, the e-com-
merce companies start suffering from the econo-
mic barriers imposed by the US and other states
and leaving the region. This concerns the e-com-
merce shippers and logistics companies (UPS,
FedEx, DHL, A.P. Moeller-Maersk, MSC) and the
e-commerce platforms (eBay, Sendle). In addition,
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Visa and Mastercard have stopped in Russia, which
seriously complicate e-commerce transactions in
Russia [18].

Among the drivers of the e-commerce growth
in Ukraine, we highlight the following factors: in-
creasing Internet penetration; increasing number
of smartphone users in Ukraine; the restrictions
caused by COVID-19; growing trust in the di-
gital payment systems; increasing variety and im-
proving payment methods; expanding geography
of delivery and shortening delivery terms; low cost
of delivery; growing individual consumption; in-
creasing reliability of online sellers; and develop-
ing innovation technologies [13].

Based on the results of the study, given the ana-
lyzed exogenous and endogenous factors [19—21]
that influence the development of the domestic
e-commerce market, we have offered a methodi-
cal approach to assessing the prospects for the
development of the Ukrainian e-commerce:

> EC - max,

where EC is the Ukrainian e-commerce market.

The market grows due to increasing number of
online buyers and online purchases.

The research has made it possible to identify
the most influential exogenous and endogenous
factors that have a positive and negative effect on
the Ukrainian e-commerce market. Having sub-
stituted the above-mentioned factors of influence
on the Ukrainian e-commerce market, we get the
equation like this:

y=a,ta -IP+a,-NOS+a, - AUR+
+a,-NMPU +a,-NDC +a,- VGDPPC +a_ - IR,

where parameters a,—a, are the size of the Ukrainian
e-commerce market; IP is the Internet penetration, %
of the population; NOS is the number of online buy-
ers, million people; AUR is the average unemploy-
ment rate, % of the population; NMPU is the number
of mobile phone users, million people; NDC is the
number of debit cards, million pcs.; VGDPPC is the
GDP per capita, USD; IR is the inflation rate, %.

With the help of the proposed methodology,
it is possible to assess the influence of the speci-
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fied factors on the size of the Ukrainian e-com-
merce market.

Our forecast of the global e-commerce market
has shown a steady growth trend and coincides
with the forecasts of Statista [6] and UNCTAD
[7], which suggest that this trend will continue in
the near future. The forecast has been calculated
for the trend based on polynomial, exponential,
power, and logarithmic functions. For the polyno-
mial function (y = 42.571x% + 135.17 x + 1128.4),
R?=0.9967; for the exponential function (y =
=1080.6e"1922) R? = (0.9953; for the power functi-
on (y = 1097.1x"6112) R? = (0.9131; for the logarith-
mic function (y = 1648.1In(x) + 637.62), R?=0.8092).
That is, the calculations have shown that the inter-
national e-commerce market will be growing un-
til 2025 with almost 100 percent probability.

According to the research, the Ukrainian e-com-
merce forecast, like the global one, shows a grow-
ing trend (Fig. 6) and has been confirmed by the
forecast by tech.liga [8]. The forecast is made for
the trend based on polynomial, exponential, pow-
er, and logarithmic functions. For the polynomial
function (y = 0.103x* — 0.4035x + 1.75), R*=0.9769;
for the exponential function (y = 0.9582¢°, 1862x),
R? = 0.8304; for the power function (y = 1.0925x
0.5038), R? = 0.611; for the logarithmic function
(y = 1.1209In(x) + 0.8306), R? = 0.5916. That is,
according to the calculations, the Ukrainian e-com-
merce market will be growing until 2025, with the
most significant probability (97.69%) correspon-
ding to the polynomial function.

Threats to the development of domestic e-
commerce during the corona crisis and in the
conditions of the martial law in Ukraine are simi-
lar. In particular, they include threat to life, de-
clining business activity, increasing unemploy-
ment, and decreasing income. Based on the anal-
ysis of the successful development of the e-com-
merce market during the pandemic, it is expected
that the mechanisms used by the enterprises in
this sphere will be employed during the Russian-
Ukrainian war. In addition, based on the research
results, we suggest that, given the exogenous and
endogenous factors, the main directions for the

9
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Fig. 6. Forecast of the Ukrainian e-commerce market growth until 2025, USD billion

Source: authors’ calculations.

Ukrainian e-commerce development may be grou-
ped as follows: to reduce the overload of online
store website in order to simplify its use by con-
sumers, to improve the logistics of e-commerce
and to harmonize the regulations in the field of
e-commerce with the EU rules that include the
list of the measures proposed below.

According to the data of the survey on the re-
jections of online purchases (2022, USA [22]),
many problems of e-commerce can be solved only
by making changes in the online store website
(the site requests to create an account (24%), too
long / complicated checkout process (17%), I can-
not see / calculate the total cost of the order in
advance (16%), site errors / failure (13%)). Other
problems are related to the organization of deli-
very (additional costs are too high (shipping,
taxes) (48%), delivery is too slow (22%)), but
these problems are solved by improving e-com-
merce logistics.

The personalization technologies are now very
common in e-commerce, because every customer
wants to feel special and receive interesting of-
fers. Over time, the role of an individual approach
to each customer will become even greater, so this
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factor shall be taken into account by online stores.
Using chatbots on websites and apps that help
customers get the information they need enables
speeding up addressing the customer problems.
Individual approach to each customer, including
personalized news feed and offers. Round-the-
clock customer support that helps customers get
answers to all questions quickly, at any time [23].
The e-commerce business includes product sto-
rage and safe and proper packaging of ordered
products. The e-commerce supply chain is essen-
tial for an online store, it needs to be organized
efficiently so that the customers continue order-
ing products from that store. It is mandatory to
set up process automation in order to optimize
the supply chain. Packaging the orders is an im-
portant step in the logistics process; well-chosen
material is more cost-effective and can perform a
marketing function. Reducing the shipping costs
can be achieved in many ways. The easiest ship-
ping method is to use post office, but in this case
the store has to pay the full cost of shipping the
product to customer. Also there is an option to
make a contract with a regional carrier and to get
small discounts on delivery, but in this case, the

ISSN 2409-9066. Sci. innov. 2023. 19 (3)
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seller still has to pay for logistics. It is advisable
to use the above delivery methods if there is
enough volume to get the best offers from postal
and transport carriers. Also, there are such meth-
ods of supply chain optimization as outsourcing,
fulfillment, and dropshipping [24].

The preparations for Ukraine’s accession to the
EU continue at a faster pace. Therefore, given
Ukraine’s signature of the Association Agree-
ment and the announced intention to join the EU
Digital Single Market, the European model of in-
stitutional regulation in the field of e-commerce
should be applied in Ukraine. It provides for clear
regulation of all its aspects, the procedure for the
operation of all subjects in this field and the sys-
tem of government and market supervision. To-
day, the EU is one of the largest e-commerce mar-
kets in the world. Therefore, taking steps to inte-
grate into the European market will have a posi-
tive effect for both national business and consu-
mers [25]. To this end, it is necessary to take the
following steps: to oblige online marketplaces to
clearly inform consumers about the main criteria
for selecting goods, the selling price and change
in it; the consumers shall have the same rights,
regardless of which of the EU countries the seller
is located in; to ensure equal access to the online
store or to the services provided on the Internet,
that is, nationality and place of residence cannot
be used to deny access; to regulate the supply of
digital content and digital services at the govern-
ment level; to reflect in the legislation of Ukraine
the taxation of remotely purchased goods/ser-
vices at the destination with the obligation to ap-
ply VAT in customer’s country if the cross-border
B2C sale exceeds EUR 10,000. It is also impor-
tant to focus on improving e-commerce logistics,
namely: the implementation of advanced techno-
logical trends in the global e-commerce market;
the personalization and cooperation with clients;
and the optimization of supply chains [26, 27].

In the conditions of military operations in
Ukraine, which led to the disruption of logistics
chains, a fall in Ukraine’s GDP and in the popula-
tion incomes, and an increase in the unemploy-
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ment rate, there was an urgent need to develop a
model that includes the modern realities of the
Ukrainian e-commerce development under the
influence of exogenous and endogenous factors,
to forecast the future trends, and to propose the
main areas for raising the e-commerce efficiency.
So, having studied the modern global and Ukrai-
nian realities in the field of e-commerce and the
potential opportunities, we offer a descriptive
model for the expansion and improvement of the
Ukrainian e-commerce efficiency in the condi-
tions of uncertainty caused by the Russian ag-
gression. This model helps to continue the trend
of the Ukrainian e-commerce development: the
Internet companies may employ it for implement-
ing their corporate strategies, market position-
ing, marketing, cost savings, profit maximization,
raising the efficiency and customer loyalty; the
consumers in the field of e- commerce get protec-
tion of their rights at the government level, con-
venience of service, cost savings and quality of
goods and services (Fig. 7).

The research has given reasons to state that in
the conditions of COVID-19 there was an in-
crease in e-commerce all over the world. The
Russian-Ukrainian war will further contribute to
the transfer of a large number of companies on-
line. It has been emphasized that the threats to
the e-commerce development during both unfa-
vorable conditions in Ukraine are similar, in par-
ticular: threat to life, declining business activity,
increasing unemployment rate, and dropping in-
come. In Eastern Europe, it was the Ukrainian
market that had the highest growth rate (41%),
in 2020. Despite the large annual growth, Ukraine
is still far from the leaders in the field of e-com-
merce, although if we succeed in overcoming
some problems, the growth potential of our coun-
try will be higher.

Based on the analysis of the exogenous and en-
dogenous factors that influence the development
of the domestic e-commerce market, the metho-
dical approach to assessing the prospects for the
Ukrainian e-commerce development has been
proposed. Having employed the trend based fore-
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Effect of the exogenous and endogenous factors on the e-commerce development in Ukraine:

y,=a,+a,-IP+a,-NOS + a,- AUR + a, - NMPU + g, - NDC +a,- VGDPPC + 4, - IR,

where

parameters are the size of Ukraine's e-commerce market; IP is the Internet penetration, % of the population;
NOS is the number of online buyers, million people; AUR is the average unemployment rate, % of the population;
NMPU is the number of mobile phone users, million people;

NDC is the number of Visa and Mastercard debit cards, million pcs.;

VGDPPC is the GDP per capita, USD; IR is the inflation rate, %

Forecast of Ukraine’s e-commerce development:

Polynomial function y = 0.103x” — 0.4035x + 1.75
with a probability of 97.69% predicts Ukraine's e-commerce market to grow until 2025

To reduce an overload
of online store site for
making the use of site
simpler and more convenient
for customers

Maximum harmonization
of the e-commerce
regulations
with the EU rules

Groups of directions for expanding
the e-commerce market and raising its efficiency

Improvement
of e-commerce logistics

Strengthening
Ukraine’s positions Y EC— USD 12 billion in 2025
in the international
e-commerce market

Efficient operation
of Ukrainian e-commerce
companies

Protection of consumers of e-commerce
goods and services in Ukraine

Fig. 7. Descriptive model for expanding the Ukrainian e-commerce and raising its efficiency in the conditions of uncertainty
caused by the Russian aggression

Source: developed by the authors.

casting we conclude that the most accurate fore-

cast with a probability of 97.69% is given by the | will continue in the near future.

polynomial function. The forecast has shown a
steady trend towards the growth of the Ukraini-
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an e-commerce market and assumes that this trend

The main directions for improving the Ukrai-
nian e-commerce efficiency, which are combined
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into three groups and aimed at the enhance-
ment of Ukraine’s position in the international
e-commerce market, the effective operation of
Ukrainian enterprises, and the protection of
consumers of goods and services in the Ukrai-
nian e-commerce market, have been proposed.
The implementation of the proposed steps helps
bring a large part of the Ukrainian e-commerce
market out of the shadows and to adapt it to the
European market. All of the listed proposals can

radically change the situation in the field of
e-commerce in Ukraine as early as in 2025, given
that the Ukrainian e-commerce has been boost-
ed by the COVID-19 pandemic and before the
full-scale war demonstrated the highest growth
rates as compared with the Eastern Europe
countries.

The further research in this direction is to
study Ukraine’s e-commerce market during the
post-war development of Ukraine’s economy.
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HauionanbHuii yHiBepcurer 6iopecypcis i IPUPOJOKOPUCTYBaHHST YKpaiHH,
ByJ1. Tepois O6oponu, 11, Kuis, 03041, Ykpaina,
+380 44 527 8570, +380 44 527 8660, organizing chair@nubip.edu.ua

PO3BUTOK EJEKTPOHHOI KOMEPIIIT B YKPATHI B YMOBAX BOEHHOTO
TA IIICJIABOEHHOI'O ITEPIO/IIB

Beryn. B ymoBax BOEHHOTO 1epioy, KoJiu AncTaniliiina po6oTa HabyBae 1ie GibIIoi aKTyalbHOCTI, HAA3BUYANHO BaXKJIMBUM
3aBAAHHIM € PO3NTUPEHHS Ta TiIBUIIEHHS e(eKTUBHOCTI BITUN3HIHOI €/IEKTPOHHOT KOMEPTIii.

IIpo6aemaTuka. YKpaiHChKa eJeKTPOHHA KOMEPIA SK iIHHOBAIHUI BUL I IIPUEMHUIIBKOI AisIbHOCTI BUMArae KOMII-
JIEKCHOTO TT/IXO/Y TIO/I0 TH/ABHUIIEHHS T e(heKTHBHOCTI, 0COOIMBO B yMOBAX HaJI3BUYAITHOTO CTAHY.

Mera. /locaiuTu TpEHAM YKPAIHCHKOI €JIEKTPOHHOI KOMEPIlii Ta CTBOPUTH JIECKPUIITUBHY MO/JIeJIb 11 pO3ITUPEHHS # 11i/1-
BUIIEHHST e(heKTUBHOCTI Y CUTYallil HEBU3HAYEHOCTi, CIPUYUHEHO] BiiiCbKOBUM CTAaHOM.

Marepiamm it metoau. Indopmariiiinoro 6a3010 TOCHIKEHHS cTaiu cTaTucTuyHi mani Statista, UNCTAD, Promodo. Bu-
KOPHUCTAHO METOM TECOPETUYHOTO y3arajabHeHHs indopMaliii, Iporno3yBaHHs Ha OCHOBI TPeH/Ly, HOPiBHAJILHOTO aHaJli3y,
€KOHOMIKO-CTaTHCTUYHOTO aHAi3y, MOOY0Ba IeCKPUITITUBHOI MOJIEJI.

PeayabraTi. /lociijskeHo [uHaMIKy PO3BUTKY CBITOBOI Ta yKPaiHCBKOI eJIeKTPOHHOI KOMEpIIil B Iepioj 0 maHzaeMii
COVID-19, nipu KopoHaKpu3i Ta Iij yac pociiicbkoi arpecii. ITikpeciieHo, 1o 3arpo3u Jisi PO3BUTKY 11ijl 4ac 060X HeCIIPH-
STJIIUBUX CTaHIB B YKPaiHi € CXOKUMMU: 3HIKEHHST [I.I0BOT aKTUBHOCTI, 3pOCTaHHst 6e3p0o06iTTs, CIIajl JOXOIiB, 3arpo3a JKUTTIO.
BusnaveHo, 1110 HaTOUHIIINIT TPOTHO3 3 BiporianicTio 97,69 % neMoHcTpye nosriHoMianbaa HyHKILiS. 3apOIIOHOBAHO OCHOB-
Hi HATIPSIMU PO3IIUPEHHST T M BUIIECHHS e(heKTHBHOCTI YKPATHCHKOI €IeKTPOHHOI KOMEPITi, siKi 00’€AHaHO B TP IPYIIH Ta
CIPSIMOBAHO HA 3MIIHEHHS MO3UIIH YKpaiH! HA Mi’KHAPO/THOMY PUHKY eJIEKTPOHHOI KoMepIlii, eeKTuBHE (DyHKIIIOHYBaH-
HS YKPAiHCHKUX IT/IITPUEMCTB Ta 3aXUIICHICTD CIIOKUBAYiB TOBAPIB Ta MOCIYT Y cepi yKpaiHChKOI elleKTPOHHOT KOMEPITii.

BucHoBku. 3arporoHoBaHa IeCKPUNITUBHA MO/IEJTh TIEPCIIEKTUB PO3ITUPEHHs Ta I IBUIIEHHST e(PEKTUBHOCTI YKPaiHChKOT
€JIEKTPOHHOI KOMEDIIii T03BOJISIE KOMILJIEKCHO OLIHUTU TPEHIH AOCITI/IPKYBAHOTO SIBUIIA Y CUTYAIlii TiIBUIIEHNX PU3UKIB.

Kniouosi crnosa: enekTpoHHA KOMEPILisl, IECKPUIITUBHA MO/JIEJIb, €EK30T€HHI Ta eH/I0TeHH1 (haKTOPH, TIPOTHO3YBaHHS, POCiiichka
arpecisi, BOEHHUI Ta MiCAIBOEHHUI TTEPIOIU.
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