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The e-commerce market in the world is growing at a rate of 23-25%, which is much faster than
traditional retail stores. The Ukrainian e-commerce market is growing at a rate of more than 30%,
ranking secoOnd in terms of pace in Europe. At the same time, similar rates can be maintained for a
long time, since the share of online sales in retail trade in Ukraine in general is 3.2%, while on aver-
age in Europe it is 8.8%, and in Britain it is 17.8%. A significant number of studies of the features of
e-commerce on the domestic market were conducted, while the strategic directions of the development
of e-commerce in Ukraine in the context of European integration processes do not have proper scien-
tific justification, which determines the relevance of the chosen research topic. Y cmammi
NPOAHANI308AHO OUUHAMIKY 00CS2Y PUHKY eAeKmpoHHOT Komepuii 6 Ykpaini 3a ocmanni poxu. The
algorithm for the formation of the Strategy for the development of e-commerce in Ukraine was con-
sidered. The following features of the development of the e-commerce development strategy of Ukraine
are highlighted, which distinguish it from other development strategies: the e-commerce development
strategy must be consistent with the current strategy of the country's economic development, individual
strategies of its innovative development, as evidenced by the experience of developed countries; e-com-
merce development strategy should take into account the current state of the formation of the digital
economy in society, the peculiarities of the mental space of perception of innovations by the population;
the e-commerce development strategy should be built taking into account world experience both in
terms of creating similar strategies and in terms of the specifics of the real consequences of the devel-
opment of digital technologies in developed countries; the strategy for the development of electronic
commerce should have in its structure a national vector of support for specific directions in the field of
information and communication technologies, in which Ukraine gradually plans to take leading posi-
tions in the world. It was determined that the harmonization of e-commerce procedures in Ukraine with
EU legislation is particularly relevant. Such harmonization is an important aspect of Ukraine's acces-
sion to the European Union. In the course of the research, it was established that the most effective and
systematic tool of state influence on the development of e-commerce, in addition to legislative regula-
tion, is the formation and implementation of the Strategy for the development of e-commerce. This
study proposes a scientifically based strategy formation algorithm, the use of which will have a positive
impact on the system of state regulation of electronic commerce and trade in general.
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®OPMYBAHHS CTPATETTI PO3BUTKY
EJIJEKTPOHHOI KOMEPIIIi B YKPATHI

B KOHTEKCTI €BPOIHTEIPALIITHUX ITPOIIECIB

Punoxk eaexmponnoi komepuii' y ceimi 3pocmac 3i wmeuoxicmio 23-25%, wio 3nauno weuouwe
3a KaacuuHi po3opioni maeasunu. YkpaincoKuil puHoK e-commerce 3p0cmac 3i wieuoKicmro nonao
30%, nocidarouu dpyeze micue 3a memnamu ¢ €eponi. Ilpu yvomy nodibni memnu moxcymo
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30epizamucs mpueaauil 4ac, 0CKiAbKU YACMKA OHAQUH-NPO0aAicié y po3opioniii mopeieai 3a2aiom
6 Ykpaini ckaadac 3,2%, moodi akx 6 cepeonvomy 6 Ceponi 8,8%, a y bpumanii — 17,8%.
Ilposoduaace 3nauna kiavkicmo 0ocaidxcenv ocobaueocmell eAeKmMpoOHHOI Komepuii Ha
GIMMU3HAHOMY PUHKY, NPU ULOMY CIMPAMEIMHI HANPAMKU PO3GUMKY eAeKMPOHHOI Komepuii 6
Ykpaini 6 konmexcmi eepoinmeepauyitinux npouecié He MArOMb HAAEHCHO20 HAYKOBO20
00TPYHMYGAHHA, WO GU3HAYAE AKMYAAbHICMb 00panoi memu 0ocaioxwcenns. Y cmammi
NPOAHAAI306aHO OUHAMIKY 00CA2Y PDUHKY eAeKmpOHHOI Komepuii 6 Ykpaiui 3a ocmanui poxu.
Pozeasnymo aszopumm hopmyeanns Cmpamezii po3eumky eaexmponnoi komepuii ¢ Ykpaini.
Buokpemaeno maxi ocobaueocmi po3pooxu Cmpamezii po3eumky eieKmpoHHOI Komepuii
Ykpainu, aki eupizuaromo ii ceped iHwmux cmpameeiii po3eumKy: cmpamezisi po3eUMKY
eAeKMPOHHOT KOMEPUIT NOBUHHA Y320014CYBAMUCS 3 0II040I0 CIPAMEZIEI0 eKOHOMIYHO20 PO3GUMKY
Kpainu, okpemux cmpameziii it IHHOBAUIIIHO20 PO3GUMKY, NPO WO CEIOMUNMDb 00CEI0 PO3GUHYMIUX
Kpain; cmpameeis po36UMKY eAeKMPOHHOI KoMepuii NOGUHHA 6PAX08Y6AMU CYHACHUI CMAH
CMAHOBACHHA UUPPOBOT eKOHOMIKU 6 CYCniabcmei, 0co0AU6OCH MEHMAAbHO20 NPOCHOPY
CHpUliHAMMSL H06068E0CHb HACCACHHAM; CINPAmMezisi po36UMKY eAeKmMPOHHOI Komepuii noeuHHa
Oydysamucs 3 ypaxy8anHAM c6imo6ozo 00ceidy AK y HacmuHi cmeopeHHs nodionux cmpamezii,
mak i 6 wacmuni o0cobaueocmeri peaivbHuUX HACAIOKI6 PO3GUMKY UUPPOGUX MeXHOa02il y
PO3GUHYMUX Kpainax; cmpamezisi po3eUMKy eieKmpoHHOI Komepuii, NOGUHHA Mamu y ceoil
CMpyKmypi, HaUiOHAAbHUI 6EKMOP NIOMPUMKU KOHKPEMHUX HANpamie 6 cgepi inghopmauiiino-
KOMYHIKQUIUHUX MexHoa02iil, 6 AKux YKpaina nocmynoéo NnAaHye nocicmu npoeiowi ceimoei
nosuuii. Buznaueno, wo 0co6aueo axmyaivbHoro € 2apMoHI3ayisn npoueodyp eAeKmpoHHoi Komepuii
6 Ykpaini i3 3axonodaecmeom €C. Taxa 2apmonizauis € 6axcauum acneKmom npouecy 6CImyny
Ykpainu 0o Eeponeiicokozo Corozy. B npoueci docaidyncenns ecmanoeaeno, wio HatiGisvut
epekmueHuM I cUCHIEMHUM IHCHPYMEHMOM 6NAUGY 0eplCcasU HA PO36UNIOK eAeKHPOHHOT
Komepuii, Kpim 3aKOH00a64020 pezyilo6aHHs, € (opmyeanns ma peaaizauis Cmpameeii
PO36UMKY eaeKmpPOHHOI Komepuii. B oOanomy 00caionceHHi nponoHyemuvcs Haykoeo
00Tpynmosanuil  aszopumm (Qpopmyeanns cmpameeii, BUKOPUCMAHHA K020 Mmamume
NO3UMUGHUI 6NAUG HA CUCMEMY 0EPHCABHO20 Pe2YAI0GAHHS eACKIMPOHHOI Komepuii ma mopeieai
3azaiom.

Karouosi caosa: enexmponna xomepuis, Cmpameeis poseumky esekmponnoi komepuii, €C,
depoicagie pe2yao6ans

Statement of the problem in a general form and its connection with important sci-
entific or practical assignments. The e-commerce market is growing at a rate of 23-
25% in the world, which is much faster than traditional retail stores. The Ukrainian
e-commerce market is growing at a rate of more than 30%, ranking second in terms
of pace in Europe. At the same time, similar rates can be maintained for a long time,
since the share of online sales in retail trade in Ukraine is 3.2% in general, while on
average in Europe it is 8.8%, and in Britain, it is 17.8%.

A significant number of studies of the features of e-commerce on the domestic
market were conducted, while the strategic directions of the development for e-com-
merce in Ukraine in the context of European integration processes do not have prop-
er scientific justification, which determines the relevance of the chosen research
topic.

Analysis of recent research and publications. Various aspects of the process of
forming a strategy for the development of e-commerce and its components, the study
of the state of development of e-commerce in the world, and the specifics of making
managerial decisions regarding strategic online communications in the field of e-
commerce are the subject of research by many foreign and domestic economists. So,
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Karray S. and S.P. Siguii [1] identified which informational sites now are a priority for
retail organizations and manufacturers who seek to sell their products themselves
through e-commerce. They also proposed a methodical approach to the formation of
an e-commerce development strategy by choosing the most profitable site model
depending on the specifics of the product, to the strategic choice of the seller's online
communications and obtaining the effect of cross-pricing between online and off-line
channels of sales of goods. Cheng Y. and Z. Xiong [2] substantiated the prerequisites
for the formation of an e-commerce development strategy, which are optimal for the
opening of online stores by a manufacturer and a retailer. They also found that multi-
channel retailing is not always the best strategy for a retailer that dominates a partic-
ular market.

Domestic scientists A.M. Odarchenko and K.V. Mr. [3] identified the main prin-
ciples of e-commerce development strategy formation in Ukraine in the context of
European integration processes and substantiated the main directions of e-commerce
development in Ukraine. The principles and directions are substantiated by a thor-
ough analysis of the reasons limiting the development of e-commerce in Ukraine.

S.V. Malovichko [4] analyzed the development of international electronic trade
and proposed a scientific and methodological approach to researching the strategic
trajectory of the development of electronic trade in Ukraine, taking into account the
strengthening of the role of Ukraine in the international market of goods and serv-
ices.

A.A. Mazaraki and O.0. Kavun [5], studied the problems of forming a strategy
for the development of e-commerce in Ukraine in the context of European integra-
tion processes based on the analysis of an integrated model of the development of
electronic retail trade in Ukraine.

The purpose of the article. The purpose of the study is to substantiate the pecu-
liarities of the methodology for forming the strategy for the development of e-com-
merce in Ukraine in the context of European integration processes.

Setting objectives. The development of innovative and information technologies
in the field of e-commerce actualizes the need to create conditions in the country for
the activation of the functioning of business entities in the field of e-commerce by
forming a balanced and coordinated strategy for the development of this type of busi-
ness, which requires new scientific research in this direction.

Presentation of the main material of the study with a justification of the obtained
scientific results. E-commerce is conducting business online, which today is present
in the following four areas: direct sales of goods and services; banking and invoicing
(payment systems); safe placement of information; corporate purchases.

The essence of the concept of "electronic commerce” can be considered from
two points of view: economic (electronic economic activity related to the sale and
supply of goods (works, services)) and legal (a set of rules that regulate the procedure
for conducting relations between the customer and the supplier) [6, p. 62].

E-commerce is based on the structure of traditional commerce, and the use of
electronic networks adds flexibility to it. There are 5 main groups of e-commerce
subjects: consumers (C-consumer), natural persons; business organizations (B-busi-
ness); state bodies (G-government or A-administration); employees (E-employee);
financial institutions providing settlements between other e-commerce entities.
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Currently, e-commerce is divided into 5 main forms. Business models in the B2B
and B2C sphere (electronic suppliers (E-procurement), electronic platforms for col-
laboration (Collaboration platforms), information brokers (E-brokers), payment sys-
tems (E-payment systems), electronic stores (E-shop), electronic auction (E-auc-
tion), virtual communities (Virtual communities), etc.).

The global volume of sales in e-commerce increases annually and in 2020, 20%
of purchases in the world were made via the Internet. If ordinary sales increased by
only 1% for the year, then on the Internet they increased by 24%. The positions of e-
commerce are strengthening all over the world and Ukraine was no exception (Fig. 1).
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Fig. 1. Dynamics of the e-commerce market volume in Ukraine for 2016-2020, billion
dollars USA. source: [7]

The spread of e-commerce largely depends on the penetration of the Internet.
According to research by the CBR company, at the end of 2020, 10.6 million people
in Ukraine regularly shopped on the Internet - this is a third of the population. These
are regular customers of online stores and trading platforms.

According to Deloitte survey data in Ukraine, on the eve of the war, for the sec-
ond year in a row, an important trend was observed in trade: a twofold predominance
of growth rates online over offline. 22% of respondents indicated that they started to
buy online, and only 9% shop more often offline. And this trend only intensified. In
large part, thanks to the consequences of the pandemic, which has accustomed many
people to buy online. As the research of "Soul Partners and Baker Tilly Ukraine"
showed, the volume of the e-commerce market in 2020 increased by 41% and reached
$4 billion, which was 8.8% of the total volume of retail trade in Ukraine. This share
was expected to be at the level of 9.2% or $4.4 billion by the end of 2021.

Three months after the war, Promodo experts analyzed how key indicators
changed in seven segments of Ukrainian e-commerce from February to May 2021.
Indicators paid attention to an advertising budget, income, users, customer acquisi-
tion cost, average check, and part of advertising costs. During the first week of the
war, Ukrainian online retailers lost almost all of their income. On average, it fell by
92%. However, already in mid-March, revenues began to grow along with a signifi-
cant increase in the number of sessions. At the end of May, some categories even
returned to pre-war indicators. It is predicted that as the country recovers, the top
sellers will be building materials, household goods, appliances, and electronics [8].

Ukraine is actively integrating into the European e-commerce regulatory sys-
tem. Thus, the Association Agreement with the EU contains agreements between the
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parties to promote the development of electronic trade between countries. Ukraine's
implementation of the Agreement provides for the implementation of the require-
ments of Directive No. 2000/31/EC of the European Parliament and the Council
dated June 8, 2000, on some legal aspects of information society services, in particu-
lar, electronic commerce in the Internal Market (Directive on Electronic
Commerce). The Law of Ukraine’s "On Electronic Commerce" generally complies
with this Directive [9].

Let's consider the algorithm that, based on the conducted analysis, we propose
for the formation of the Strategy for the development of e-commerce in Ukraine
(hereinafter the Strategy) (Fig. 2).

Creation of a working group by the Ministry of Economy of
Ukraine to develop the Strategy project

7 4L

[ Analysis of the international ] [ Analysis of the domestic ]

e-commerce market e-commerce market

4 4

[ Formation of strategic goals for the development }

of e-commerce in Ukraine

Development of e-commerce development
scenarios based on SWOT analysis

development strategy and their implementation

4

{ Monitoring, evaluation of Strategy }

[ Plan of measures for the implementation of the e-commerce ]

implementation and risk management

Fig. 2. Algorithm for the formation of the Strategy for the development of e-com-
merce in Ukraine, author's own elaboration

The preparation of the Strategy is proposed to be carried out taking into account
the Decree of the President of Ukraine No. 722/2019 "On the Goals of the
Sustainable Development of Ukraine for the Period Until 2030", which are guidelines
for the development of projects of forecasting and program documents, to ensure the
balance of the economic, social and environmental dimensions of the sustainable
development of Ukraine.

In our opinion, the decision to start the development of the project Strategy for
the Development of Electronic Commerce in Ukraine should be made by the
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Ministry of Economy of Ukraine in agreement with the Ministry of Digital
Transformation of Ukraine.

To prepare the draft Strategy, it is proposed to create a working group, which may
include representatives of executive authorities, public organizations, and associa-
tions, agencies. The Working Group may also include experts in relevant industries,
representatives of large trade corporations, and online stores that have significant
experience in e-commerce. The composition, main tasks, and powers of the Working
Group, as well as the procedure for organizing its work, must be regulated by the rel-
evant Regulations. To organize the process of preparing the Strategy project, the
responsible structural division of the Ministry of Economy of Ukraine should be
determined.

To ensure publicity and transparency in the process of developing the Strategy
project, the following is necessary:

- to inform through the official website and/or through mass media about the
start of work on the Strategy project, specifying the terms and form of submission of
proposals to it from interested parties;

- organize a public discussion of the draft Strategy and hold consultations with
interested parties;

- publish on the official website of the Ministry of Economy of Ukraine reports
on the results of consideration of the proposals of interested parties to the draft
Strategy.

The following structure of the project Strategy for the Development of
Electronic Commerce in Ukraine is proposed: introduction; analytical part; SWOT
analysis; scenarios of e-commerce development in Ukraine; the strategic vision of e-
commerce development in Ukraine; strategic, operational goals and objectives of e-
commerce development in Ukraine; monitoring, evaluation system of Strategy
implementation results and risk management.

The prerequisite for the development of the analytical part is the collection of
data according to the system of indicators that characterize the state of development
of e-commerce in Ukraine. When preparing analytical materials, it is advisable to
collect information about the needs (problems) of interested parties and the develop-
ment of certain segments of electronic commerce that require special attention from
the state.

Based on the SWOT analysis, logical relationships between internal (strengths
and weaknesses) and external (opportunities and threats) factors that are of strategic
importance for the development of e-commerce should be identified.

A prerequisite for the preparation of e-commerce development scenarios is fore-
casts based on statistically recorded trends and quantitative indicators, taking into
account the peculiarities of the functioning of those sectors and areas of the econo-
my that are most dependent on the development of e-commerce.

To determine strategic goals, it is recommended to use a comprehensive
approach, that is, create a system of 2-4 goals that will reflect the needs of interested
parties and guidelines for the development of e-commerce in various logistics chains.

In the section of the Strategy "Monitoring, evaluation of the implementation of
the Strategy and risk management”, a system of indicators, deadlines for monitoring,
and a plan for evaluating the implementation of the Strategy should be formed.
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The implementation of the Strategy for the Development of Electronic
Commerce of Ukraine should be carried out based on Plans of measures for its imple-
mentation. A plan of measures is developed to ensure the fulfillment of tasks defined
by the Strategy.

It is recommended that financial support for the implementation of the Strategy
and Action Plan be provided at the expense of state budget funds; funds of interna-
tional technical assistance of the EU, other international donors, and international
financial organizations; investors' funds, including on the terms of public-private
partnership; other sources not prohibited by law

It is possible to single out the following features of the development of the
Strategy for the Development of Electronic Commerce of Ukraine, which distinguish
it from other development strategies.

1. The e-commerce development strategy should be consistent with the current
strategy of the country's economic development, and individual strategies of its inno-
vative development, as evidenced by the experience of developed countries. For
example, in Australia today the Australian National Digital Economy Strategy [10] is
being implemented, in Great Britain - the Digital Economy Act 2017 [11]. It should
be noted that developed countries developed and are actively implementing national
strategies in the field of building an information society and digital economy several
years ago. [12].

In Ukraine, a similar strategy was also adopted in 2007 as the Law of Ukraine
"On the Basic Principles of Information Society Development in Ukraine for 2007-
2015" [13], but most of the goals and objectives in this strategy remained unrealized.
In addition, in the mentioned legislative act, more attention was paid to the develop-
ment of the information society in terms of the spread of new technologies in all
spheres of life, and economic issues were given a secondary role, which reduced the
level of attention to the development of measures to promote the development of e-
commerce.

2. The strategy for the development of electronic commerce should take into
account the current state of the formation of the digital economy in society and the
peculiarities of the mental space of perception of innovations by the population.

3. The e-commerce development strategy should be built taking into account
world experience both in terms of creating similar strategies and in terms of the
specifics of the real consequences of the development of digital technologies in devel-
oped countries.

4. The strategy for the development of electronic commerce, in our opinion,
should have in its structure a national vector of support for specific areas in the field
of information and communication technologies, in which Ukraine gradually plans
to take leading positions in the world. This leads to an objective need to search for a
national idea with the subsequent creation of conditions for taking the first positions
in certain spheres, industries, areas of the economy, and in the field of information
and communication technologies. [12].

Thus, taking into account the essence of the "strategy” category and the present-
ed features of the formation of strategic determinants of the development of entre-
preneurial activity based on the use of modern e-commerce technologies, it is possi-
ble to consider the strategic development of the e-commerce system as a purposeful

ACTUAL PROBLEMS OF ECONOMICS, # 7 (265), 2023



106 MDKHAPO/LHI EKOHOMIYHI BIJHOCUHU

process of forming positive transformations of the e-commerce infrastructure to
ensure the transition to a qualitatively new state economic development of the coun-
try in general in the post-war period.

Conclusions. For the successful post-war recovery and development of Ukraine's
economy, strengthening the role of the state in e-commerce processes is an important
task. Harmonization of e-commerce procedures in Ukraine with EU legislation is
particularly relevant. Such harmonization is an important aspect of Ukraine's acces-
sion to the European Union. In the course of the research, it was established that the
most effective and systematic tool of state influence on the development of e-com-
merce, in addition to legislative regulation, is the formation and implementation of
the Strategy for the development of e-commerce. This study proposes a scientifically
based strategy formation algorithm, the use of which will have a positive impact on
the system of state regulation of electronic commerce and trade in general.

1. Karray S., Siguii S. P. Informational and / or transactional websites: Strategic choices in a distri-
bution channel. Electronic Commerce Research and Applications. 2018. Vol. 27. P. 11-22.

2. Cheng Y., Xiong Z. Strategic conditions for opening an Internet store and pricing policies in a
retailer-dominant supply chain. Mathematical Problems in Engineering. 2015. URL: https://www.hin-
dawi.com/journals/mpe/2015/640719

3. OpapueHko A. M. OcoGMBOCTi eJIEKTPOHHOI KOMEPLIil Ta NepCreKTUBU ii pO3BUTKY B YKpaiHi.
biznec-Indopm. 2015. Ne 1. C. 342—346.

4. Manosuuko C. B. AHasi3 cTaHy Ta OCOOJMBOCTEIl PO3BUTKY MiKHApOJHOI €JIEKTPOHHOI
toprisii. EkoHomiunuit yaconme-XXI. 2015. Ne 7-8(1). C. 17—19.

5. BayrpiurHs Toprinst Ykpainu: moHorpadis. Kuis: Kuis. Hail. Topr.-ekoH. yH-T, 2016. 864 c.

6. Jlerenuyk C. ®@. CyTHiCTh €JeKTPOHHOI KoMmepllii: oonikoBuilt BuMip. Bicauk XKIATY. Cepis:
Exonomiuni Hayku. 2011. Ne 4 (58). C. 59-65.

7. JepxaBHa ciyx0a creuiaipHOro 3B’s3Ky Ta 3axucty iHdopmauii Ykpainu. URL:
https://cip.gov.ua

8. BruiuB BiifHM Ha iHTEPHET-TOPTIBIIIO: K 3MiHIOBAJIUCS OHJIAH-TIPOJaXi piTeitiepiB npoTsarom I
niBpivust 2022 poky. URL: https://rau.ua/novyni/vpliv-vijni-na-internet

9. Ilpo enexTpoHHY KoMmepilito: 3akoH Ykpainu Bim 03 Bep. 2015 p. Ne 675-VIII. URL:
http://zakon(.rada.gov.ua/laws/show/675-19

10. National Digital Economy Strategy. Digital Economy and Convergence Strategy Branch
Department of Broadband, Communications and the Digital Economy. URL:
https://apo.org.au/sites/default/files/resourcefiles/2011-05/apo-nid227751.pdf

11. Digital Economy Act 2017. Parliament of the United Kingdom. URL: https://www.legisla-
tion.gov.uk/ukpga/2017/30/contents/enacted

12. Bep6iscbka JI. B. Crpareriunuii po3BUTOK €JIEKTPOHHOTO Oi3Hecy B CUCTeMi HallioHaJbHOL
€KOHOMIKM YKpaiHU: Teopisi, MeTojoJioris, npaktuka: MoHorpadis. Kuis: 3BO «MixHapoaHuit
HayKOBO-TEXHIYHUI1 yHiBepcuTeT iMeHi akaaemika IOpis Byras», 2021. 320 c.

13. TIpo OcHOBHI 3acaau po3BUTKY iHbopMalliiiHoro cycrnisibeTBa B YKpaiHi Ha 2007-2015 poku:
3akoH Ykpainu Bin 9 ciu. 2007 p. Ne 537-V. URL: https://zakon.rada.gov.ua/laws/show/537-16#n14

1. Karray S. & Siguit S. P. (2018). Informational and/or transactional websites: Strategic choices in
a distribution channel. Electronic Commerce Research and Applications. Vol. 27. P. 11-22.

2. Cheng Y. & Xiong Z. (2015). Strategic conditions for opening an Internet store and pricing poli-
cies in a retailer-dominant supply chain. Mathematical Problems in Engineering. Retrieved from:
https://www.hindawi.com/journals/mpe/2015/640719/

3. Odarchenko A. M. (2015). Features of e-commerce and prospects for its development in Ukraine.
Biznes-Inform. Ne 1. P. 342—346 [in Ukrainian].

4. Malovychko S. V. (2015). Analysis of the state and peculiarities of international e-commerce
development. Ekonomichnyi chasopys-KhKhlI. Ne 7-8(1). P. 17—19 [in Ukrainian].

5.(2016) Vnutrishnia torhivlia Ukrainy: monohrafiia. Kyiv: Kyiv. nats. torh.-ekon. un-t, 864 p [in Ukrainian].

AKTYAIJIbHI TPOBJIEMU EKOHOMIKU Ne 7 (265), 2023



INTERNATIONAL ECONOMIC RELATION 107

6. Lehenchuk S.E (2011). The essence of e-commerce: the accounting dimension. Visnyk
ZhDTU. Seriia: Ekonomichni nauky. Ne 4 (58). S. 59-65 [in Ukrainian].

7. (2023) Derzhavna sluzhba spetsialnoho zviazku ta zakhystu informatsii Ukrainy. Retrieved
from: https://cip.gov.ua

8. (2023) The impact of the war on e-commerce: how retailers' online sales changed in the first half
of 2022. Retrieved from: https://rau.ua/novyni/vpliv-vijni-na-internet [in Ukrainian]

9. Verkhovna Rada of Ukraine (2015). On Electronic Commerce (Act No. 675-VIII, September
3). Retrieved from: http://zakon0.rada.gov.ua/laws/show/675-19 [in Ukarainian]

10. (2011) National Digital Economy Strategy. Digital Economy and Convergence Strategy Branch
Department of Broadband, Communications, and the Digital Economy. Retrieved from:
https://apo.org.au/sites/default/files/resourcefiles/2011-05/apo-nid227751.pdf

11. (2017) Digital Economy Act 2017. Parliament of the United Kingdom. Retrieved from:
https://www.legislation.gov.uk/ukpga/2017/30/contents/enacted

12. Verbivska L.V. (2021) Stratehichnyi rozvytok elektronnoho biznesu v systemi natsionalnoi
ekonomiky Ukrainy: teoriia, metodolohiia, praktyka: monohrafiia. Kyiv: ZVO «Mizhnarodnyi naukovo-
tekhnichnyi universytet imeni akademika Yuriia Buhaia». 320 s.

13. Verkhovna Rada of Ukraine (2007). On the Basic Principles for the Development of an
Information-Oriented Society in Ukraine for 2007—2015 (Act No. 537-V, January 9). Retrieved from:
https://zakon.rada.gov.ua/laws/show/537-16#n14 [in Ukrainian]

ACTUAL PROBLEMS OF ECONOMICS, # 7 (265), 2023



