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Prospects for e-commerce development under
the digitalization of logistics processes:
innovative technologies
and global brand business models in retail

Abstract. The article examines the prospects for e-commerce development in the retail market under
digitalisation of logistics processes by analysing innovative technologies, key implementation
challenges and comparing business models of leading global retail brands. The study draws on domestic
and international research in e-commerce development under digitalisation of retail logistics processes.
The information base includes scientific literature, works of leading domestic and foreign scientists,
methodological materials, information portals and periodicals. A combination of general scientific
and specialised methods was applied. In particular, methods of analysis and generalisation were used
to systematise innovative e-commerce technologies and assess their impact on retail trade. Comparative
analysis examined the business models of leading e-commerce companies (Amazon and Walmart)
to identify their strategic advantages and differences. Logical generalisation method was applied
to determine key challenges and outline promising directions for e-commerce development under digital
transformation.

The results include the systematisation of key innovative e-commerce technologies (artificial
intelligence, machine learning, augmented and virtual reality, mobile and voice commerce, modern
payment systems and cybersecurity technologies) that transform retail business processes. Adoption of
these technologies enhances personalisation, operational efficiency and online transaction security.
Major challenges, including intensified competition, rising consumer expectations regarding service and
delivery, cybersecurity issues, the complexity of integrating artificial intelligence while maintaining the
human factor, as well as logistical constraints, were identified. Comparative analysis revealed
differences between Amazon's digitally oriented, highly automated and personalised model
and Walmart's omnichannel model, which integrates online and offline sales with emphasis on logistics
and physical presence.

The scientific novelty of the study lies in a comprehensive substantiation of e-commerce development
prospects in the retail market through the lens of innovative technologies and challenges, considering
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the impact of digitally oriented and omnichannel strategies. The practical significance is aimed at
providing guidance for retail enterprises to adapt to the digital environment, implement innovative
solutions and increase the implementation of digital technologies in logistics business processes

Keywords: efficiency of digital solutions, omnichannel strategy, online retailing, supply chain
management, digital sales channels, logistics

Introduction

Innovative technologies have become a key catalyst for the transformation of e-commerce,
significantly changing approaches to running a business, organising trade processes and consumer
experience. Their implementation opens up new opportunities for personalising offers, improving
supply chain management efficiency, optimising marketing communications and improving
customer service quality. Modern digital solutions, such as artificial intelligence, big data, cloud
services, and automation, not only accelerate operational processes but also fundamentally
transform the competitive landscape, establishing new standards for market competitiveness.
With the growth of online commerce technological innovations are becoming a decisive factor in
the sustainable development of e-commerce companies. They enable businesses to adapt more
rapidly to changing market conditions, respond promptly to shifts in consumer behaviour and
preferences, and ensure effective integration of online and offline sales channels. Continuous
technological progress shapes the future development of e-commerce by encouraging companies to
regularly update their business models, implement innovative tools, and build long-term
competitive advantages within the digital economy.

Literature review
Issues related to development, tools, market statistics, e-commerce in the context of digital
transformation, marketplaces and digital platforms are actively researched by both domestic and
foreign scientists. For example, they can be grouped into several key areas: the development and
application of digital tools and technological innovations, the design of innovative business models
and marketing strategies, the impact of digital transformation on business performance and
sustainability, and international case studies and market analysis.

Issues related to digital control system tools in e-business have been examined by
S. Bondarenko et al. (2023), who identified advantages and disadvantages of various tools and
proposed strategies to optimise storage and inventory management. U. Balyk and Yu. Stevchak
(2024) highlighted the role of mobile devices, artificial intelligence, data analysis, and
personalization in shaping e-commerce markets, while C. Schultz (2025) discussed how emerging
technologies including Al, augmented reality (AR/VR), digital assistants, and smart systems are
transforming retail operations, customer experiences, and value chain sustainability.

In terms of business models and marketing strategies, L. Shostak et al. (2025) analysed the
impact of e-commerce on business model development and integration of advanced sales
technologies, including Al, big data, and automation, emphasizing global economic changes and
future innovations that drive competitive advantages. X. Ma and X. Gu (2024) proposed a new
marketing strategy model for e-commerce enterprises, focusing on leveraging digital technologies,
data-driven tools, customer engagement, and innovative business practices to optimise online
market performance. Similarly, B. Rolando and H. Mulyono (2025) explored how e-commerce
marketing strategies contributed to the growth of the digital economy and supported MSME
development, addressing cybersecurity, digital inequality, and strategic roles of digital capabilities.

Regarding business performance, sustainability, and digital transformation, H. Giang
and L. Dung (2025) demonstrated through structural equation modelling that business
model transformation, mediated by digital capabilities, significantly enhances retailers’
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sustainability outcomes. N. Toni (2025) analysed the interplay between e-commerce adoption,
digital banking, and digital marketing on supply chain sustainability and SMEs’ financial
performance, highlighting digital commerce’s role in operational resilience and competitive
advantage, while V. Gvozdytskyi (2023) emphasised the evolutionary nature of trade
transformation in Ukraine and globally and the importance of implementing e-commerce tools
at all enterprise levels.

Finally, international case studies and market analyses provide additional insights: Z. Huo
(2024) examined Amazon’s recommendation systems using statistical and sentiment analysis to
identify key trends shaping e-commerce, A. Bagekari (2025) provided a comprehensive overview of
global e-commerce growth, business models, regional segmentation, and challenges such as
cybersecurity and logistics, D. Pirogov et al. (2025) explored forecasting and modelling techniques
for e-commerce within multi-level dynamic systems, and Z. Oman and S. Begum (2025)
highlighted the positive impacts of digital transformation on retail performance, consumer
satisfaction, and operational efficiency.

Despite the growing body of academic literature on e-commerce development and digital
technologies, existing studies remain fragmented and insufficiently integrated. Research primarily
addresses individual technological solutions, separate functional areas, or general market dynamics,
while the interdependence between innovative technologies, strategic business model design, and
sustainable competitiveness in retail e-commerce remains underexplored. In addition, comparative
empirical insights into how leading global retailers apply different technological and organisational
approaches to address market challenges are still limited. This lack of a holistic perspective
constrains the ability to assess the systemic impact of technological innovation on the evolution of
e-commerce and its long-term implications for retail markets.

So, the purpose of the article is to generalise and substantiate the directions of e-commerce
development in retail trade under digitalization of logistics processes based on innovative
technological solutions and contemporary retail practices. The main objectives are: 1) to analyse
modern innovative e-commerce technologies and determine their impact on the transformation of
retail trade; 2) to systematise key trends in the digital development of e-commerce and outline their
role in improving the efficiency of logistics business processes; 3) to identify the main challenges of
implementing e-commerce into the activities of retail enterprises; 4) to conduct a comparative
analysis of the business models of leading e-commerce companies (Amazon and Walmart); 5) to
identify promising directions for the development of e-commerce in the retail market under the
digital transformation of logistics processes.

Materials and methods

The methodological basis of the research is general scientific and special methods of cognition. In
particular, methods of analysis and generalisation were used to systematise innovative e-commerce
technologies and determine their impact on the development of retail trade. Comparative analysis
was used to compare the business models of leading e-commerce companies (Amazon and
Walmart) in order to identify their strategic advantages and differences. The method of logical
generalisation was used to identify the key challenges of e-commerce implementation and to form
promising directions for its development in the context of digital transformation.

Results and discussion
The e-commerce technology landscape is developing rapidly, driven by certain key trends that are
shaping the industry and driving innovation. These trends reflect the changing needs and
expectations of both consumers and businesses. They influence how online transactions are
conducted, managed and optimised.
Modern technologies and their impact on the purchase of goods or services are presented in
Table 1.
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Table 1. Trends affecting e-commerce

Technology /

Description and impact on e-commerce

Trend
Artificial - Use of chatbots and virtual assistants for prompt customer support.
intelligence  (AI) | - Personalisation of customer interactions based on big data analysis.
and machine | - Optimisation of supply chains and operational activities.
learning - Dynamic pricing based on market trends and customer behaviour.

- Detection and prevention of fraud through transaction data analysis.

Augmented reality
(AR) and virtual
reality (VR)

- Virtual fitting of clothing, accessories and cosmetics.
- Creation of virtual showrooms for an interactive shopping experience.
- Visualisation of products in a real environment to improve shopping planning.

Mobile commerce
and progressive

- Buying and selling goods via mobile devices.
- Using PWA to combine the advantages of web and mobile applications.

web apps (PWA) - Offline mode and high download speed.

- Accessibility via regular URLs without the need to install applications.

- Making purchases using voice commands via virtual assistants (Alexa, Siri, Google
Assistant, Cortana).

- Improving the accessibility of electronic services for people with disabilities.

- A variety of payment methods: credit/debit cards, bank transfers, digital wallets
(Apple Pay, Google Pay, Amazon Pay), cryptocurrencies.

- The popularity of ‘buy now, pay later’ models, particularly in Ukraine through payment
be installments.

- Biometric authentication for identity verification.

Voice commerce

Payment options

E-commerce

security - Use of Blockchain technology for secure and transparent transactions.
technology - Tokenisation of confidential data to reduce the risk of theft.
- Cloud security solutions: web application firewalls, DDoS attack protection, threat
analysis, data encryption.
Sustainable - Implementation of environmental practices: use of environmentally friendly materials,
development and | renewable energy sources, environmentally friendly delivery options, sustainable
green packaging materials.

technologies - Increasing consumer loyalty to environmentally friendly brands.
Source: summarised by the authors based on (Hanak, 2026)

Therefore, innovative technologies in e-commerce contribute to business development,
increased security and convenience of purchases. They allow for improved customer interaction and
optimised operational processes, making the implementation of such technologies an important step
in ensuring the competitiveness of companies in the market, especially in the context of digital
transformation.

An important task is to consider the challenges of implementing e-commerce. Businesses
face many challenges when implement and develop e-commerce technologies. However, instead
of viewing the difficulties in the e-commerce sector as obstacles, companies should view them
as opportunities for growth. Undoubtedly, various departments face operational challenges, both
those related to customer service and those that directly involved in marketing and other
strategic functions. Managing large volumes of orders and ensuring uninterrupted payment
processing are difficult tasks. It is also important to consider about digital marketing trends,
which requires constant adaptation, significant funding and staff training. In addition,
businesses must also align their strategies with new consumer behaviour in order to remain
competitive.

Online stores have to deal with fluctuations in consumer demand, the desire for high
profitability, and the development of payment technologies. It is also difficult for them to stand out
in a crowded market where products have many substitutes. In addition, with the development of
digital technologies, barriers to market entry have significantly decreased, so companies must
constantly improve and update their products, services, and marketing strategies to remain
competitive. The e-commerce sector operates in a highly competitive environment due to the
proliferation of online businesses. It follows that companies must improve their propositions and
use new sales methods to attract more customers.
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As mentioned above, artificial intelligence and automation are trends that characterise the e-
commerce market. In addition to the advantages of using these tools, there are also certain
challenges. Many companies are trying to effectively implement Al-based chatbots,
recommendation systems, and automated supply chains. However, ensuring the successful
implementation of Al, while maintaining human contact when interacting with customers, requires
considerable effort, so this remains a major challenge.

In addition, customer satisfaction is important for the success of an online company.
However, researching changing consumer expectations and adjusting operations leads to
significant difficulties and challenges: customers want a wide range of payment options,
including fast order processing, complete transparency of order status, and flexible delivery
options, which requires funding, research, and innovation. Therefore, logistics and delivery
remain another challenge. High consumer expectations for speed and quality of delivery require
companies to optimise their logistics processes, which means significant costs and close
cooperation with partners. In addition, almost 30% of those who buy goods online return them
for various reasons (10 Challenges, 2025). This adds to the previous challenges the necessity to
develop a reverse logistics system.

Confidentiality is not the least important issue in customer engagement. Cybercriminals are
prone to fraud and theft of users' personal data. Many people also use fake identification data and
stolen credit card numbers, phone numbers, and addresses to carry out transactions. In addition,
consumers expect a high level of security from online stores, so any security breaches can lead to a
loss of reputation and customers. That is why it is important to pay attention to the authentication of
each website user. Another important aspect is the effective and omnichannel operation of
technological tools. For e-commerce to function successfully, it is necessary to ensure the stable
operation of websites, mobile applications, online payment systems, and logistics services. Failures
in these systems can lead to a loss of sales and customer satisfaction. The issue of legislative
regulation is no less important. Countries have specific requirements for consumer protection,
taxation, personal data processing, and electronic transactions, which complicates the activities of
companies at the international level.

Consequently, the development of e-commerce is accompanied by numerous challenges;
however, despite these challenges, it provides wide opportunities for businesses to implement a
systematic approach to problem solving and investment in innovation, security, and customer
service quality.

Taking into account the challenges and opportunities accompanying the development of e-
commerce, it is advisable to consider specific examples of the implementation of innovative
technologies and business strategies by leading market players. To this end, we will conduct a
comparative analysis of the business models of Amazon and Walmart to identify their approaches to
digital transformation, process automation, service personalisation, and the integration of online and
offline sales channels. Amazon is one of the world's largest companies in the field of e-commerce
and cloud technologies. It was founded by Jeff Bezos in 1994 in the United States. Amazon started
out as an online bookstore, but over time has evolved into a global platform selling millions of
products, from electronics and clothing to food and digital services.

Amazon's net income in 2022 was $513.98 billion, Amazon's annual net income is close
to $514 billion (Buck, 2025), and in 2024 was $637.959 billion (Amazon, 2025). However, only
little more than half of Amazon's revenue actually comes from e-commerce. The company
generates $220 billion in net revenue from online store sales, as well as $117.72 billion
from services related to external sellers (a significant portion of which is commission
and fulfilment fees). The rest comes from advertising, subscription services (such as Amazon
Prime fees) and revenue from Amazon Web Services (AWS). Amazon's revenue by category is
shown in Fig. 1.
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Figure 1. Amazon's global net revenue in 2014-2024 by product group, billion US dollars
Source: (Global, 2025).

Amazon's gross merchandise value (GMV) is $692.8 billion. Overall, in 2023, Amazon's
trading platforms generated a total value of about $728.8 billion, which includes transactions across
all 22 domains Amazon makes worldwide (Fig. 2).
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Figure 2. Amazon GMV marketplaces and share by top domains
Source: (Amazon GMV, 2024)
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More than half of this volume is generated by the US market ($362.7 billion GMV,
52.35% of total sales), with Japan in second place ($64.9 billion GMV, 9.37% of total
sales) (Fig. 3).

A

9%

® amazon.com  ® amazon.co.jp amazon.co.uk amazon.de  ®amazon.ca ® Other domains

Figure 3. Amazon GMV share by domain, %
Source: (Amazon GMV, 2024)

It is worth noting that Amazon is growing by 10% annually. Among the top 15 e-commerce
retail companies in the United States, Amazon ranks 4th among the fastest-growing companies. The
company is expected to grow by 9.9% in 2023 and 11.7% in 2024, which would place it second
among the fastest-growing companies at that time (Buck, 2025).

Amazon delivers over 1.6 million parcels every day — that's over 66,000 parcels per hour
or over 1,000 per minute. Small and medium-sized American businesses sell over 4,000 items
per minute through the platform, making up part of over 2 million third-party sellers on
Amazon Marketplace, which offers a total of over 350 million items. In addition, Amazon itself
sells over 12.2 million products through its own brands. The company has over 300 million
active users in more than 100 countries and receives over 230 million unique visitors to its
websites every month.

The Amazon app is ranked 3rd in the Apple App Store for the US and 4th in Google Play, and
it's consistently one of the most downloaded shopping apps in the App Store, especially in the US.
It should be noted that in August 2022, the app set a new record for monthly downloads in the US,
with 5.5 million new downloads, more than 65% from last year.

Every year, more than 150 million people make purchases on the Amazon app, and the
monthly audience of the Amazon app is 98 million active users (Buck, 2025). The most common
reason why people buy products on Amazon is fast and free delivery, which is a driving factor for
79.8% of Amazon customers. 68.9% of people shop on Amazon because it offers a wide selection
of products (Fig. 4).

Thus, Amazon continues to expand its capabilities, changing the global market for retail,
technology and online services.

The next step will be to compare Amazon's performance with its main competitor, Walmart
(Table 2).
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Figure 4. Reasons for buying through Amazon
Source: (Demand, 2020)

Table 2. Comparative analysis of Amazon and Walmart performance
Element

n Walmart Amazon
of comparison
Year of foundation 1962 1994
Headquarters Bentonville, Arkansas Seattle, Washington
Number of employees 2,1 million 1,52 million

Income

665.035 billion US dollars (2024 financial
year)

604.334 billion US dollars (2024
financial year)

Market share

~6.4% (US e-commerce)

~37,6% (US e-commerce)

Business model

Retail trade wusing brick-and-mortar
stores and e-commerce

E-commerce marketplace and cloud
services

Revenue streams Sales of products, membership fees | Product sales, subscription services
(Sems Club), financial services, | (Prime), cloud services (AWS),
advertising advertising

Customer segments Regular consumers, families, budget- | General consumers, tech-savvy
conscious shoppers, business customers shoppers, businesses, content

consumers

Value proposition Low prices, convenience, wide selection | Wide selection, fast and free

of products, community involvement

delivery, innovative technologies,
personalised shopping experience

Source: compiled by the authors based on (Haleem, 2025)

Next, we should compare the share of e-commerce sales in the United States (Fig. 5) and e-
commerce sales in the United States by year (Fig. 6). As we can see, in 2024 Amazon demonstrated
extremely strong results in e-commerce: its sales amounted to approximately $447 billion, which is
almost equal to the total sales of all other categories in the TOP 2000, excluding mass retailers —
$503.8 billion. Although Amazon and Walmart together account for the largest share of the Mass
Merchant category, Amazon retains its leading position, as its online sales were more than three
times higher than Walmart's.
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Figure 5. Share of e-commerce sales in the United States
Source: (Haleem, 2025)
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Figure 6. E-commerce sales in the United States by year, billion dollars
Source: (Haleem, 2025)

It should be noted that in 2024 and 2023, Amazon's online sales exceeded the combined sales
of the next 51 retailers in the TOP 2000 ranking, while in 2022, they exceeded the combined figures
of the next 42 companies. This clearly illustrates the company's dominance in the e-commerce
market. For comparison, in 2024, Walmart's online sales exceeded the combined sales of the next
five retailers in the same ranking. In 2023, this gap was four companies, and in 2022, it was three,
indicating Walmart's consistent growth in digital commerce (Fig. 7).
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Figure 7. Market share of Amazon and Walmart, % of global e-commerce sales

of the 2,000 largest North American retailers
Source: (Haleem, 2025)

The annual market share of both companies in e-commerce is presented in Table 3.

Table 3. Amazon and Walmart's share of the e-commerce market, %

Year Amazon Walmart Top 2000 Share
2017 36,4 4,4 40,8
2018 37,0 52 42,2
2019 37,3 6,9 44,2
2020 36,9 7,9 44,8
2021 37,0 7,6 44,6
2022 36,8 8,1 44,9
2023 38,1 9,2 47,3
2024 39,7 10,6 50,3

Source: summarised by the authors based on (Haleem, 2025)

In this way, comparing Amazon and Walmart as e-commerce leaders demonstrates two
different approaches to doing business in the digital age. Amazon is an example of a technology-
driven company that has focused on innovation, automation, cloud services, and global expansion.
Its strategy is based on scaling, personalising the user experience and creating a digital ecosystem
that encompasses not only online commerce, but also logistics, IT and artificial intelligence.
Walmart, on the other hand, while maintaining its position as a traditional retail giant, is
successfully adapted to digital challenges by combining its physical presence with the development
of online sales. The company actively invest in omnichannel retailing and expanding its own digital
services, but at the same time emphasises maintaining a competitive advantage in pricing, last-mile
logistics and local availability.

In general, both companies demonstrate the effectiveness of different strategic models in the
field of e-commerce. Their experience proves that success in modern trade is determined not only
by the volume of investment in technology, but also by the company's ability to respond to
changing consumer expectations, use its own strengths and transform in time.

Hence, the conducted study of the prospects for the development of e-commerce in the
conditions of digitalization demonstrates a high degree of correlation with the developments of the
analysis of domestic and foreign authors.
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In particular, the conclusions of S. Bondarenko et al. (2023) regarding the role of digital
control tools in electronic business are generally confirmed by research, in particular, in terms of
the feasibility of implementing innovative solutions to increase operational efficiency and optimise
inventory management. At the same time, the work pays attention to a wider range of digital
technologies of e-commerce, which form the competitive advantages of retail companies, in
contrast to the emphasis of these authors on control systems as a separate management tool.

In addition, the provisions formulated by L. Shostak et al. (2025) regarding the impact of e-
commerce on the transformation of business models and the integration of innovative technologies,
they are confirmed in the results we have formed, especially in terms of the analysis of artificial
intelligence, big data and automation of operations. At the same time, this study paid less attention
to the macroeconomic aspects of global change, instead focusing on practical models of the
functioning of leading e-commerce platforms.

The approaches of U.Balyk and Yu. Stevchak (2024) regarding the role of mobile
technologies, artificial intelligence, and personalisation are fully confirmed by the results of the
work, where these tools are identified as key drivers of e-commerce development.

Recommendations for the transformation of traditional business models through the effect of
digitalization completely coincide with the results of V. Gvozdytskyi (2023), who substantiated the
evolutionary nature of processes in international trade. At the same time, our statement about the
growth of consumer satisfaction, loyalty and operational efficiency as a result of automation is
confirmed in a thorough analysis of Z. Oman and S. Begum (2025), who proved the beneficial
effect of digitalization integration on the level of customer satisfaction.

Conclusions

So, based on the analysis of innovative technologies and challenges, taking into account the
peculiarities of e-commerce, the authors determined promising directions for the development of e-
commerce under the digital transformation of retail logistics processes: 1) flexible personalization
(the platform interface can change in real time depending on the user's actions and preferences,
especially in mobile versions, where competition for attention is especially high); 2) active
transformation of social networks from an advertising channel to a full-fledged point of sale — with
the possibility of making a purchase directly in the feed, since according to research, we have a
significant potential of social commerce; 3) digital transparency (building a system of reviews,
order statuses, compensation for non-conformity of the product, its damage, which increases trust in
online trade, as trust is a critical factor for Ukrainian consumers; 4) systematic analysis of user
behaviour to adapt marketing messages not only to search activity, but also to the client's interests.

It is confirmed that the prospects of e-commerce are largely related to the introduction of
innovative technologies, namely: artificial intelligence, augmented reality, mobile applications,
voice assistants and secure payment systems. At the same time, the development of the industry is
accompanied by numerous challenges: increased competition, cyber security issues, adaptation to
changes in consumer behaviour, compliance with international standards for regulating digital trade,
which can both hinder business development and contribute to its rapid modernization.

The importance of using e-commerce in the retail market is emphasised based on a comparative
analysis of the world's largest platforms, Amazon and Walmart. Prospects for further research may be
directed towards developing practical recommendations for forming an optimal structure of
distribution channels in e-commerce, taking into account current challenges and market trends.
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MepcneKTUBM PpO3BUTKY €JZIEKTPOHHOI KoOMepuii
B yMoBax uudgposisayii N1OrictTM4HMX npouecis:
iIHHOBaLWinHi TexHonorii
Ta 6i3Hec-Mmopaeni cBiToBuX 6peHAaiB-puTennepis

AHoTauifs. CraTtst mprcBsiMeHa OOIPYHTYBAHHIO MEPCIEKTHB PO3BUTKY EJIEKTPOHHOI KOMEPIIii HA PHHKY
po3apiOHOI TopriBii B yMmoBax Hu(pOBI3alii JIOTICTUYHUX NPOIECIB HUIIXOM aHaji3y IHHOBAIIHUX
TEXHOJIOT'H, KIIOYOBHX BHKIHMKIB iX YIIPOBa/PKEHHS Ta TOPIBHSIIBHOI OMIHKM CYYacHUX Oi3Hec-Mojeiei
MPOBIJIHUX CBITOBUX OpeHiB-pHTelepiB. TeopeTHuHy Ta METOJONIOTYHY OCHOBY JOCIIJDKEHHSI CTAHOBJISATH
pOOOTH BITYM3HAHUX 1 3apyODLKHMX YUEHUX Y chepl PO3BUTKY CIIEKTPOHHOI KOMEPITii B yMOBaX ITUPKUATAII3AIT i
JIOTICTHYHHMX TIpOLeCiB po3ApiOHoi Toprieii. [Hdopmariiiny 0a3y CTaHOBIATH HAyKOBa, CKOHOMIYHA Ta
JIOBIZIKOBa JIiTeparypa, POOOTH MPOBIAHUX BITUYM3HAHMX Ta 3apyODKHUX BYCHHX, METOIMYHI MaTepiajm,
iHpOopMaITiiiHi TOpTav, TePiOANYHI BUAAHHS. BUKOPHCTAaHO CYKYITHICTH METOIB 1 IMIIXOMIB: 3araJlbHOHAYKOBI
Ta CrHemiaabHi METOMH MMi3HAHHA. 30KpeMa, METOMIM aHaJli3y Ta y3arajlbHeHHSI BUKOPHCTAHO LTS CHCTEMAaTH3aIlii
IHHOBAITIMHUX TEXHOJIOTIN €JIEeKTPOHHOI KOMEpITii Ta BU3HAYCHHS iX BIUIMBY HAa PO3BHUTOK PO3PiOHOI TOPTiBIIL.
[TopiBHSITBHME aHaJi3 3aCTOCOBAHO JUIA 3iCTaBICHHS Oi3HEC-MOJENCH MPOBIMHUX KOMITAHINA eJIeKTPOHHOI
komeprtii (Amazon ta Walmart) 3 MeTor0 BHSBIICHHS iX CTpaTeTiYHHMX TIepeBar i BimMiHHOCTeH. Meton
JIOTTYHOTO y3araJlbHEHHS BUKOPHCTAHO UIS iMeHTH(IKAIil KII0Y0BUX BHUKIHKIB YIPOBADKEHHS EIEKTPOHHOL
KoMepIii Ta ¢opMyBaHHS TIEPCIIEKTHBHAX HAMPAMIB ii PO3BUTKY B YMOBax IuQpoBoi Tparchopmaiiii. OCHOBHI
pe3yNbTaT! MOCIIDKEHHS MOJSTAIOTh Y CHCTEMATH3allii KIIFOUOBUX IHHOBAIIMHUX TEXHOIIOTIA B €EKTPOHHIN
KoMepIii (ITyJIHUH IHTENeKT, MAaIllnHHE HaBYaHHS, TOIOBHEHA Ta BipTyalbHa peajbHICTh, MOOLIbHA 1 TOIOCOBA
KOMEPIIis, CyJacHI IJIATDKHI CHCTEMH Ta TEXHONOTI KibepOe3mnekn), 10 BU3HAYal0Th TpaHcopMarliro Oi3Hec-
TIPOLIECiB Y po3piOHiil TopriBmi. BussieHo, 10 BIIpOBaPKEHHS 3a3HAYCHUX TEXHOJNOTIN CIIPHSE MiABUIICHHIO
piBHS TIepcoHai3amii, omepamiiiHoi eheKTHBHOCTI Ta Oe3meKkr OHNIANH-TpaH3akmid. JlociipkeHO OCHOBHI
BUKJIMKH PO3BHUTKY €JIEKTPOHHOI KOMEpIii, cepel SKUX IOCHJICHHS KOHKYPEHIIii, 3pOCTaHHS OYiKyBaHb
CIIOKMBAYIB MO0 CEPBICY Ta AOCTaBKH, MPOOIeMH KiOepOe3eKH, CKIaHICTh HTerpallii ITYIHOro HTEeIeKTY
31 30epeKeHHIM JIIOJICHKOTO (haKTopa, a TaKOX JIOTICTWYHI oOMexeHHA. [IpoBeneHO MOpIBHSUIBHUE aHawi3
Oi3HEc-MoJienell CBITOBHX OpeHiB eNeKTpoHHOi Komepiii Amazon i Walmart, mo BHUSBUB BiIMIHHOCTI Y
MiX0AaX IO PO3BUTKY EMEKTPOHHOI KOMEPIIii, 30KkpeMa opieHTalliro Amazon Ha Ii(pPOBO-0piEHTOBAHY MOJENb
i3 BUCOKMM piBHEM aBTOMAaTH3allii Ta mepcoHamizarii, Tofl sk Walmart peanizye OMHIKaHaJIbHY MOJIEIb,
IHTErpylo4n OHJaWH- Ta oduialiH-kaHamu 30yTy 3 aKIEHTOM Ha JIOTICTUYHY iH(QPacTpyKTypy Ta (isuunHy
NPHUCYTHICTH y perioHax. HaykoBa HOBH3HA molsirae B KOMIUIEKCHOMY OOIPYHTYBaHHI MEPCIEKTHB PO3BUTKY
EIIEKTPOHHOI KOMEPIIii Ha PHHKY PO3ApiOHOI TOPTiBIi Yepe3 MpU3My iHHOBAIIHHUX TEXHOJOTIH Ta BUKIHKIB iX
3aCTOCYBaHHS 3 YpaxyBaHHSIM BIUTHBY LIH(POBO-OpIEHTOBAHOI Ta OMHIKaHAJILHOI CTpaTeriii PO3BUTKY B yMOBax
mapkuTanizamii.  [IpaktmaHa 3HaYMMICTH  JOCTIDKEHHS cOpsMoBaHa Ha  (OpMyBaHHS  OpIEHTHPIB
MiATIPUEMCTBAM po3apiOHOro Oi3HECy IUIA ajanTailii 10 U(pPOBOTO CEpPeOBUINA, 3aCTOCYBaHHS IHHOBAIIHHIX
pillIeHb Ta 3pOCTaHHsI PiBHSI BIPOBALKEHHS HIM(PPOBUX TEXHOMOTIH Y JOTiCTHYHI Oi3HEeC-IpoLiecH

KnwouoBi cnosa: edpekruBHiCTh UU(PPOBUX pillicHb, OMHIKAHAIBHA CTpATEris, OHJIAWH-TOPTIBIIS,
yIpaBJIiHHS JaHLIOTaMH IMOCTa4aHHs, HU(PPOB1 KaHAIN 30yTy, JOTiCTHKA
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