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The current trend in the development of the
world community in the face of challenges and
threats is the search for the most rational ways
to increase the competitiveness of economies.
Against the background of the pandemic and iso-
lation, international trade is extremely important
and dynamic as a form of the system of interna-
tional relations and, at the same time, an instru-
ment of integration and communication of states
and economic entities. The paper systematizes
the theoretical, scientific and practical achieve-
ments of foreign and domestic scientists on this
issue, summarizes the role and importance of
e-commerce from the standpoint of world experi-
ence. It also notes the prospects for growth of the
electronic market of Ukraine against the back-
ground of current trends and challenges. The
conclusions contain a vision of prospects and
proposals for the development of e-commerce
in Ukraine in order to strengthen the competitive
position of the state in the European and world
economic space.

Keywords: competitiveness, international
trade, e-commerce, Internet commerce, elec-
tronic retailing.

CoBpeMeHHbIM MPEHAOM  passumusi  MUpo-
B020 CoO06LEecmBa B YC/I0BUSIX BbI30BOB U

y2po3 s18A155emcsi MoucK Haubosiee payuoHaslb-
HbIX rlymel pocma KOHKypeHmocnocobHocmu
SKOHOMUK. Ha ¢boHe naHOemuu u u3onsyuu
ype3ssbIyaliHoO BaXXHOU U OUHaMUYHOU Bbicmy-
naem MexoyHapooHasi mopeos/isi, kak ghopma
cucmemMbl  MeXOYHaPOOHbIX OmHoweHUl U,
0OHOBPEMEHHO, UHCMPYMEHM UHMe2payuoH-
Holi KoMMyHUKayuu 2ocydapcms u cy6Gbekmos
xossiticmgeHHol desimesibHOCMu. B pabome
cucmemamu3uposaHbl  meopemuyeckue U
Hay4HO-npakmuyeckue doCMUXeHUs 3apy6ex-
HbIX U OMEYeCMBEHHbIX YH4eHbIX Mo daHHoU
rpobriemamuke, 0606WEHHO PO/ib U 3HaYeHUe
3/1EKMPOHHOU Mopeos/u ¢ no3uyuli MupoBso2o
onbima. Ommedaemcsi makxe 0 nepcrekmu-
Bax pocma 3/1IeKMPOHHO20 PbIHKa YKpauHb! Ha
¢hoHe cospemeHHbIX meHdeHyuli U BbI30B08.
BbiB0ObI codepxxam sudeHuUe repcrekmus u
NPedsIoxXeHuUsT 10 PassUMUI0  3/1eKMPOHHOU
KOMMepYUU 8 YKpauHe ¢ Ye/bio YKPEenaeHus
KOHKYpPeHmMHbIX no3uyull 2ocydapcmsa 8 e8po-
nelickoM U MUPOBOM 3KOHOMUYECKOM po-
cmpaHcmse.

KnioueBble CoBa: KOHKypeHMOoCrnoco6HOCMb,
MeXAyHapOAHasi MoP2oa/isi, /IEKMPOHHAsT KOM-
Mepyusi, UHMepPHeM-KOMMEPYUSI, 3/1eKMPOHHas
[PO3HUYHAS MOP20B/ISI.

CyuacHUM mpeHOOM PO3BUMKY CBIMOB020 CyCrilbcmBsa 8 yMOoBax BUK/IUKIB Ma 3a2p03 € MowyK Hallbi/lbuw payioHaibHUX W/ISIXIB akmusayii eKOHOMIYHUX
npoyecis 3 MEemMoto NocmynasibHo20 BIOHOB/NEHHS] Ma 3POCMAaHHsI KOHKYPEHMOCTPOMOXHOCMI EKOHOMIK B depxasax Pi3HUX COUia/IbHO-eKOHOMIYHUX
munig. Ha myii naHoemii ma i3on1ayji HadguyaliHO BaX/1UBOK Ma OUHAMIYHOK BUCMYTIAE MiXKHaPOOHa Mopaig/is, sk ¢hopma cucmemu MiXKHapOOHUX BIOHO-
CUH ma, 00HOYacHo, IHcmpyMeHm iHmezpayitiHol KoMyHikauii 0epxas i cy6’ekmis 20crodapchbKol disi/ibHocmI. B po6omi cucmemamu3o8aHo meopemuyHi
ma HayKoBO-TIPaKMUYHi 00CsI2HEHHS1 3apyBKHUX i BIMYUSHSIHUX B4EHUX 3 OaHOI Mpob/ieMamuKu, y3a2a/lbHeHO Po/lb Ma 3HaYEHHS €/IeKMPOHHOT mopais/i
3 1o3uyili csimoso20 docsidy. NpoaHasli308aHo eKOHOMIYHI ma CyCrijibHO-2e02pabidHi YUHHUKU 20mOosHOCMI KpaiH 00 Be0eHHS €/1IeKMPOHHO20 BI3HeCy;
BU3HaYEHO kamezopii Halibisibw MoMy/IsPHUX moBsapig y Cc8imosili oHaliH-mopeaigni. Bio3HayeHo ousepcuchikosaHul xapakmep cucmemu oriamu 8
rpoyeci 30iiCHEHHS e/1eKMPOHHOI mopeis/i, Wo cnpusie i yHighikayjii. BUKIUKU cydacHo20 emarly 00B800siMb HEOBXIOHICMb PeBO/TOUITHUX 3MIH 8 2as1y3i
iHgbopmayjitiHux mexHosoeil, KoMyHikayitiHux cucmem, Wo Br/UBarMmb Ha PO3BUMOK e/1eKmPOHHOI mopeig/i. BiornosioHo, 8 cmammi Ha2o/10uWyemsCsi
Ha BaX/1uBOCMI MXKHaPOOHUX 3aKOHO0aBYUX akmig 8 cahepi pe2y/irosaHHs iIHmepHem-mopeis/i ma iHemumyuyitiHiti nidmpumyi 8iorosioHUX MKHaPOOHUX
opaaHizayill. 3a3Ha4aembCA MaKoX Mpo NepcrieKmusU 3pOCMaHHS €/IEKMPOHHO20 PUHKY YKpaiHu Ha Myl Cy4acHUX meHOeHYiti ma BUK/IUKIB, WO €
03UMUBHUM KPOKOM Ha Wyisixy 0o akmusayjii MKHapOOHUX 0BMIHIB ma rnodasibLomMy po3sumky iHghopmayitiHo-KoMyHikayitiHux cucmem i mexHosoait
3abesredeHHs1. BucHosku mMicmsimb 6a4eHHs epcriekmus ma nporo3uyii Wooo po3sUMKy efeKmpOoHHOT KOMepPUii 8 YKpaiHi 3 Memoro 3MiyHEHHST KOHKY-
PEeHmMHuUX no3uyili depxasu 8 e8porelicbkoMy ma c8imosoMy eKOHOMIYHOMY npocmopi. KopucHum 6yde spaxysaHHs1 3aC06I8 MOCU/IEHHST €/IEKMPOHHOT
mopeig/ni 8 depxasax cgimy 3 ypaxysaHHsIM Cy4acHUX BUK/IUKIB, WO Mae 8idobpasumucs Ha ousepcuchikosaHoOMy pO3BUMKY €/1eKMPOHHOI mopais/i
YkpaiHu Ha 0CHOBI 3MIUHEHHST 00BIpU Crioxusada 00 IHmepHem-ce2MeRmy Cy4acHo20 PUHKY.

KntouoBi cnoBa: KOHKypeHmMOoCIpOMOXHICMb, MiXKHaPOOHa MOp2ie/isi, e/IeKMPOHHa KOMEPYisi, IHMEePHem-KoMepUyis, e1eKMpPOHHa PO30pibHa mopaiessi.

Formulation of the problem. International trade
at the present stage of development of the world
economy is the main driver and powerful motivator
in the system of international economic relations.
This is an extremely dynamic form of IEA, which is
largely due to the development of specialization and
cooperation of production on an international scale,
the abolition of many restrictions on the free move-
ment of goods, and high rates of development of
commodity overproduction in some countries. The

growth rate of international trade prevails in compari-
son with the general rate of economic development
of the countries. At the same time, in the develop-
ment of international trade, the processes of inter-
national competition, strengthening existing and the
emergence of new tools of integration communication
that promote the movement of goods and capital are
intensifying. Thus, the purpose and objectives of the
study concern a powerful “activator”, which is online
commerce or so-called e-commerce. Its use provides
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businesses around the world with incredible oppor-
tunities to make money on the wave of demand. The
modern world exists in the conditions of revolution-
ary changes in the field of information support of life,
which transforms information technologies and com-
munication systems into a strategically important vital
value. The so-called “electronic economy” is emerg-
ing, which sets a fundamentally new dimension and
strategic direction for the development of the trade
sector, forming a new infrastructure of the service
system [1; 2]. One of the most powerful segments
of national economies in developed and developing
countries is Internet commerce, which allows to sig-
nificantly reduce the cost of production due to the loss
of needs for maintenance of retail space, staff, pur-
chase of appropriate equipment.

Analysis of recent research and publications.
World experience proves that for the stable develop-
ment of the national economy itis necessary to ensure
the optimal ratio between exports and imports, to sup-
port those segments of the service sector that have
a significant impact on the formation of a competitive
national economy. In modern research, competitive-
ness is often interpreted as the ability of an economic
entity to adapt flexibly to changing internal and exter-
nal conditions and its tendency to strengthen its own
competitive position. Competitiveness is associated
with the concept of relativity. Trends in the develop-
ment of international trade in services in the context
of global instability, the peculiarities of the formation
and tools for regulating trade flows are actively stud-
ied within the WTO, IMF, UNCTAD and OECD. The
scientific works of a large cohort of foreign scientists,
including D. Jobber, I. Dumoulin, P. Kotler, D. Nayara,
B. Render, K. Haxaver, and others, are also devoted
to these problems. Patterns of development of Ukrai-
nian foreign trade in services in the context of global
trends were studied by domestic economists, in
particular: R. Zablocka, Y. Kovalenko, A. Mazaraki,
A. Melnyk, Y. Melnyk, A. Rumyantsev, V. Tipanov,
T. Tsygankova and others. Some segments of foreign
trade in tourist services were the subject of research
by V. Zaitseva, A. Lytvyn (IT services), transport ser-
vices —A. Malovichko, insurance services — L. Nechy-
poruk, telecommunications services — V. Tronko,
outsourcing services — O. Rysovana and etc. With
regard to information and methodological support
for the analysis of international competitiveness of
goods and services, it should be noted the scientific
achievements of I. Honchar, G. Zayachkovskaya,
I. Kalachova, M. Lesnikova, V. Mikhailov, B. Shlyu-
sarchyk and others.

The study of theoretical and scientific applied
aspects of e-commerce was carried out, in particular,
by such foreign scientists as G. Duncan, W. Zwass,
D. Cozier, A. Summer, L. Stewart, W. Triez, as well
as domestic economists: V. Apopii, O. Bublichenko,
V. Drachova, |. Dakhno, T. Dubovik, V. Kravets,
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V. Pleskach, V. Sobolev, N. Tenytska, N. Tyagu-
nova, O. Shaleva and others [4; 5]. Economic and
geographical aspects of trade in Ukraine are initiated
in the works by K. Vobly, O. Dibrova, V. Yurkivsky,
V. Kutsenko. In the works of V.V. Apopii and V.M. Kra-
vets, they examine in detail the main problems and
prospects for the development of Internet commerce
in Ukraine [5]. The research uses a system-structural
approach, a number of general scientific methods,
in particular, analytical and synthetic, inductive and
deductive, method of comparison, statistical and
descriptive methods. At the same time, the theory of
the studied problem is at the intersection of the sys-
tem of economic, sociological, economic and geo-
graphical knowledge, which allows a more objective
understanding of the interdisciplinary nature of this
scientific problem [2; 3]. Macroeconomic processes
occurring in the world economy, international eco-
nomic relations correlate with the interests of modern
society, the problems of today and a number of chal-
lenges and threats (COVID-19). Against this back-
ground, the development of e-commerce in the world
and in Ukraine looks like a phenomenon, however,
quite natural. In the light of the world’s destructive pro-
cesses, the first positive developments are emerging,
including e-commerce, which is of scientific interest in
economic and socio-geographical research.

Setting objectives. The purpose of the presented
research is to generalize theoretical and method-
ological approaches to the study of current trends in
international trade and e-commerce. The importance
of the task is to determine the role of e-commerce in
the world and in Ukraine against the background of
modern threats and pandemics.

Presentation of the main research material.
In today's world, the development of e-business has
a positive impact on the world economy, as it accel-
erates economic growth, reduces inflation, increases
productivity and improves employment. E-commerce
is most developed in countries with the highest
level of readiness for e-business (the USA, Hong
Kong, Singapore, the EU countries). The most pop-
ular product categories in the world of online com-
merce are clothing and footwear, home electronics
and books, computers and accessories, software,
cosmetics and perfumes, food, and baby products.
E-commerce tools are telephone, electronic data
exchange, Internet, electronic payment system, inter-
active television, PC, digital and electronic money,
electronic data exchange, electronic signature [4, 5].
As you know, the readiness of countries to conduct
e-business depends on a number of economic and
socio-geographical factors: 1) the state of basic infra-
structure and technologies, access to infrastructure,
speed, prices, reliability, availability of equipment for
Internet access, market information and telecom-
munication equipment); 2) access to the necessary
infrastructure; 3) distribution and delivery channels;



m CBITOBE rOCNOAAPCTBO | MDKHAPOAHI EKOHOMIYHI BIAHOCUHN

4) the current level of use of the Internet by the pri-
vate sector and business, 5) the availability of con-
sulting services; 6) quality of human resources;
7) state regulation of electronic commerce, etc. [5].

The first e-commerce systems in their simplest
form appeared in the 1960s in the United States and
were used by transportation companies to order tick-
ets and exchange information between transportation
services before preparing for flights. For example,
American Airlines introduced a system for automat-
ing the procedure for booking seats for flights [5].
Initially, e-commerce relied on communications that
did not belong to the Internet and were character-
ized by the use of various autonomous standards.
With the development of the Internet in the 1990s,
a form of e-commerce emerged in the form of online
stores, where users could order goods and services
with payment by bank cards. The development of the
Internet has led to a significant reduction in the cost of
using e-commerce due to the low cost of information
exchange. It also stimulated the further development
of e-commerce, the structure of which determined the
following levels of its purpose: Business-to-Business
(B2B — Business-to-Business), Business-Consumer
(B2C — Business-to-Customer) and others [4]. The
payment system for e-commerce looks diversified
in modern conditions. The first place among the
desired methods of payment confidently holds such
a method as the use of a bank card. In the CIS coun-
tries, cash payment upon receipt is in the lead. More
than 30% of all online transactions are made using
mobile devices, and this figure continues to grow.
In the structure of e-commerce promotion channels
it looks like this: in the first place — search market-
ing (SEO), the second place is occupied by contex-
tual and media advertising, closes the top three such
channels as price aggregators [5; 6]. Progress pro-
vides constant improvement and search for the most
rational channels of communication.

Among the modern world-leading sites engaged in
Internet commerce, the largest are:

1. Amazon. This Internet portal is considered the old-
est, designed for online shopping. Its operation began
in 1995. Amazon deals with a variety of new and used
products, including appliances, books, clothing and
even vehicles. Amazon is headquartered in Washing-
ton, D.C., however, it operates worldwide. The value of
the company is estimated at about 35 billion USD.

2. eBay is next in importance after the Amazon
online store; it is not only the largest website, but also
an auction. Here you can buy new and used goods,
as well as sell old things. eBay is estimated by experts
to be worth about 10 billion USD. It is also one of the
oldest online companies, launched in 1995.

3. Alibaba is a Chinese e-commerce company that
started its work relatively recently (2007). It has mil-
lions in revenue and is among the top 100 websites
in the world [4; 7].

These are the most important online and money-
generating websites, where consumers from all over
the world make purchases and sellers use resources
to promote goods, increase customers and increase
sales. Companies are the most visible competitors,
although the ways of selling goods through eBay and
Amazon and the methods of their activities differ sig-
nificantly.

According to current forecasts, by the end of 2020,
total sales of online stores worldwide could reach
2 trillion USD. Growth, compared to 2019, will be
+ 6%. China accounts for almost half of all e-commerce
sales (47%). In monetary terms, this is about 900 bil-
lion USD. Thus, this country “will take first place in the
world in terms of sales in e-commerce, overtaking the
United States. The second largest regional market in
e-commerce is North America. This year, sales in the
United States and other countries in the region are
projected at 423 billion USD, showing an increase of
+ 15.6%. The Asia-Pacific region is projected to remain
the largest regional market for e-commerce, with an
estimated turnover of 2.5 trillion USD to 2.7 trillion
USD. By the end of 2020, the total sales of e-com-
merce in the world should double and reach 2 trillion
USD. According to Eurostat experts, in the European
Union, the online trade segment accounts for more
than 15% of all retail sales in the B2C segment” [7; 8].
The key e-commerce country in Europe is the United
Kingdom. The volume of online sales in the B2C sector
is three times higher than in the second largest market
in the EU (Germany). The leading platform is Amazon,
which accounts for 54% of all sales.

The main organizations carrying out regulatory
activities in the field of Internet commerce are: WTO,
UNCITRAL, UNCTAD, WMO, OECD, EU, etc. The
main international legislation in the field of regulation
of Internet commerce is the Law “On Electronic Com-
merce”, the Declaration on Global E-Commerce, the
Convention “On the Use of Electronic Communica-
tions in International Agreements” and others [5].

Despite the low level of Internet and business
coverage at the beginning of the 21st century, com-
puterization and increasing interest in the latest infor-
mation technologies have led to the growth of the
electronic market of Ukraine several times in a short
period of time. The volume of the e-commerce market
of Ukraine has a growing dynamics in line with global
trends. The leaders of the Ukrainian e-commerce
market in recent years are Rozetka, Allo, Fotos,
Mobilluck, Foxtrot, Fotomag, Deshevshe, Comfy, Cit-
rus, Eldorado, Sokol, and Foxmart. The undisputed
leader is the online store Rozetka.ua (marketplace
with 1.5 million items) which has won more than
half of the electronic market of Ukraine [6; 7]. It is
reported that compared to the previous reporting
period, the number of online buyers of clothing, foot-
wear, household chemicals, furniture and household
goods, ready meals and food, automotive products,
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construction materials and animal products has
increased in Ukraine. It was in 2020 that there was
a certain shift of emphasis in trade and increasing
the influence of e-commerce. Ukrainian online shop-
pers in an interesting way reflect their commitment
to online shopping by region: event — 24%; center —
24%; south — 16%; east — 13%; north — 12%; Kyiv —
11%. At the same time, the age category of buyers is
important. Among them, most of the age group are
26-45 years old, and young people aged 16-25 are
especially active. The level of income of the popu-
lation is also indicated. In particular, the population
with the income of 15-25 thousand UAH a month on a
family gives preference in the order of smartphones,
optics and spare parts for a car. At the same time, the
population with an income of more than 25 thousand
UAH a month per family buys goods from almost all
categories. Monitoring the delivery of goods to the
consumer represents among the most popular ways:
receiving purchases by courier service — 35%; 18%
used the courier service of the store, 10% visited the
point of delivery of the online store for this purpose,
5% used the independent courier service and 4% —
the post office and self-service terminal. So, as for
Ukraine, until recently it was difficult to imagine a situ-
ation where a resident of a Ukrainian small town or
village orders or sells goods online. However, with
the development of payment systems, everyone has
almost unlimited opportunities to access the Internet
across the country. At the present stage, there is every
reason to believe that the coronavirus pandemic will
serve as an additional impetus for the development
of online commerce. After all, in this situation, more
and more people around the world are forced to buy
online what they used to go to the store. Accustomed
to shopping in one click, the population is unlikely to
spend more time on it in the future. Therefore, we
expect further growth of e-commerce both in Ukraine
and in the world. According to the German statistical
online portal Statista, by the end of 2021 the global
e-commerce market will reach 4.9 trillion USD a year.
According to analysts, the volume of online sales in
the world in 2016—-2019 grew by an average of 20%
per year [1; 7]. At the same time, offline retail sales
increased by 3.5% for the year. Given that this trend
will continue (the challenges of 2020 confirm this), the
volume of the global e-commerce market will exceed
the volume of the traditional retail market by 2036.
Conclusions. 1) The development of e-com-
merce has significant potential in both national and
foreign markets. This type of commercial activity not
only allows start-ups to find their place in the market,
but also helps bring the consumer closer to goods
and services, which is the result of the best world
experience. 2) In order to increase the competitive-
ness of domestic trade in world markets and the inter-
est of foreign partners in cooperation it is necessary
to: change the structure of exports and imports in the
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direction of knowledge-intensive services, promote a
mechanism for effective capitalization of intellectual
potential and innovation institutions; give priority to
the development of those market segments that have
a significant impact on the process of forming a com-
petitive national economy and increase its degree of
involvement in global trends. 3) Competitive e-com-
merce is becoming one of the components of eco-
nomic security of the country in today’s challenges
(pandemic, economic isolation) and will significantly
strengthen the position of producers of goods and
services in domestic and foreign markets. 4) One of
the urgent tasks is to create an institutional environ-
ment conducive to the development of national ser-
vice companies, their interaction with foreign multi-
national corporations and independent entry into the
international market through a commercial presence.
5) The growth of the competitiveness of the national
economy and the strengthening of Ukraine’s for-
eign economic position are undeniably important in
the context of its European choice. 6) Accordingly,
e-commerce in the world and in Ukraine has signifi-
cant prospects. The positive dynamics is explained
by the increase in consumer confidence in the work of
online stores, the impact of global trends, the growth
of information and communication technologies and
social challenges. It is one of the forms of interna-
tional trade relations, which serves both to activate
all modern international exchanges and to increase
the competitiveness of economic trade entities and
strengthen the trust and interaction of national econo-
mies of the world.

REFERENCES:

1. Gryniuk D.Yu. (2018) Ekonomichnyi potentsial ta
yoho vplyv nf konkurentospromozhnist Kyivskoi oblasti
[ Economic potential and its impact on the competitive-
ness of Kyiv region]. Naukovyi visnyk Khersonskoho
derzhavnoho universytetu “Heohrafichni nauky”, vol. 8,
pp. 118-128.

2. Gryniuk D.Yu. (2019) Rozvytok rynkovoi koni-
unktury u formuvanni konkurentnykh perevah rehionu
[Development of market conditions and formation of
competitive advantages of the region]. Proceedings
of the Rehion — 2019: Stratehiia optymalnoho roz-
vytku. Materialy mizhnarodnoi nauk.-prakt. konferent-
sii (Ukraine, Kharkiv, October 16-17, 2019 r.) Kharkiv,
pp. 90-93.

3. Hryniuk D. (2020) Economic and geographi-
cal aspects of the study of the competitiveness of the
region. Economic Development: Global Trends and
National Peculiarities. Collective monograph. Kielce,
Poland: Publishing House “Baltija Publishing”, vol. 2,
pp. 302-318.

4. lllyashenko S.M., Ivanova T.Ye. (2014) Perspek-
tyvy ta osnovni problemy rozvytku internet-torhivli v
Ukraini [Prospects and main problems of e-commerce
development in Ukraine]. Mechanism of Economic
Regulation, vol. 3, pp. 72-81.



m CBITOBE rOCNOAAPCTBO | MDKHAPOAHI EKOHOMIYHI BIAHOCUHN

5. Osaczka Yu.Ye. (2016) Mizhnarodna torhivlia:
suchasnyi stan ta perspektyvy rozvytku [International
trade: current status and development prospects]. Molo-
dyi vchenyi, vol. 12(39), pp. 814-816.

6. Ofitsiinyi sait Asotsiatsii Ryteileriv  Ukrainy.
Available at: https://rau.ua/uk/novyni/onlajn-diktaturakE-
commerce/

7. The Statistics Portal. Amazon.com. Available at:
https://www.statista.com/statistics/266282/annual-net-
revenue-of-amazon

8. The Statistics Portal. eBay. Available at:
https://www.statista.com/statistics/507881/ebays-annu-
al-net-revenue/

BIBMIOrPA®IYHNIA CMINCOK:

1. Mpuniok O.HO. EKOHOMIYHMIA noTeHujan Ta i#oro
BMN/IMB HA KOHKYPEHTOCMPOMOXHICTb KMIBCbKOI 061acTi.
Haykosuli BicHUK XepCOHCbKO20 0ep)asHO20 yHiBep-
cumemy. Cepis «[eoepadpidHi Hayku». 2018. Bun. 8.
C. 118-128.

2. TpyHiok [O.HO. P03BUTOK PUHKOBOT KOH'IOHKTYPW Y
hopmyBaHHI KOHKYPEHTHWUX NnepeBar perioHy. Pe2ioH —

2019: Cmpameeisi onmumMasibHo20 pPo3sumky : MarTe-
piann  MiKHApPOAHOI HayK.-MpakT. KOH(., M. Xapkis,
16-17 xoBTHSA 2019 p. Xapkis, 2019. C. 90-93.

3. Hryniuk D. Economic and geographical aspects of
the study of the competitiveness of the region. Economic
Development: Global Trends and National Peculiarities.
Collective monograph. Kielce, Poland: “Publishing
House “Baltija Publishing”, 2020. Vol. 2. P. 302-318.

4. InnaweHko C.M., IBaHoBa T.€. [llepcnektvBu Ta
OCHOBHI MPO61EMU PO3BUTKY IHTEPHET-TOPiBAI B YKpaiHi.
Mechanism of Economic Regulation. 2014. Ne 3. C. 72-81.

5. Ocaubka H0.€. MixHapogHa TopriBng: cydac-
HWI CTaH Ta NepcrnekTMBM Po3BUTKY. Mosoouli syeHul.
2016. Ne 12(39). C. 814-816.

6. OdpiviiHnin caint Acoujauii Putelinepis Ykpainu.
URL: https://rau.ua/uk/novyni/onlajn-diktaturaE-commerce/
(nata 3BepHeHHs: 05.07.2021).

7. The Statistics Portal. Amazoncom.
URL: https:/iwww.statista.com/statistics/266282/annual-net-
revenue-of-amazoncom/ (gata 3BepHeHHst: 18.05.2021).

8. The Statistics Portal. eBay. URL: https:/iwww.statista.
com/statistics/507881/ebays-annual-net-revenue/ (aata
3BepHeHHs: 16.05.2021).




