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Electronic commerce in the structure of electronic business

Abstract. Introduction. The appearance of the Internet at the end of the 20th century has led to the emergence of unique
additional opportunities for conducting business. The ability to conduct transactions remotely has become the basis for the
formation and development of a special form of business - electronic business, the main component of which is e-commerce.
However, along with the opportunity to enter electronic markets, a number of challenges have arisen for modern business entities,
related to the adaptation of information systems to the requirements of online interaction, strengthening data security, and the
peculiarities of promoting goods and services on the Internet.

Purpose. The purpose of the research is to identify the main components of electronic business, to examine the functional
characteristics of participants of the electronic market within the identified components, and to clarify the role of e-commerce in
the development of global electronic business.

Results. The article provides an overview of the main characteristics of electronic business. It is shown that this concept is
characterized by its component nature. It is clarified that the key component of electronic business is e-commerce. The essence of
the main models of online interaction between participants of the electronic market is revealed. The main advantages and
disadvantages of conducting business online are outlined. In particular, it is shown that when choosing this form of business, there
is no need to build or rent retail space, there is practically unlimited access to consumers in the geographical regions of the world,
and personnel costs are significantly reduced.

The research materials consist of works of foreign authors and domestic scientists, who study the functional features of
modern electronic business and e-commerce within its structure.

In the process of studying the structure of electronic business, the following scientific methods were used: theoretical
generalization and grouping (to characterize the main components of electronic business); analysis (to isolate the category of "e-
commerce” from the structure of electronic business); logical generalization of results (to formulate conclusions).

Conclusions. A comprehensive understanding of the key components of e-business, in particular e-commerce, allows to
make effective management decisions in e-markets. It is advisable to conduct further scientific research in the search for specific
management technologies to increase the efficiency of the activities of electronic market participants.
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YK 658.84

J3106iHa A.B., KaHAUJAT €KOHOMIYHUX HayK, JOLIEHT, JOIeHT KadeApu MeHeIKMEHTY opraHizamii,
HauioHanbHuM yHiBepcuTeT «JIbBiBCbKa MoJiiTexHika», M. JIbBiB, YkpaiHa

3enenwx O.P., acnipanT 1-ro poky o4yHoi ¢opMu HaBuaHHs, HanjoHanbHui yHiBepcuTeT «JIbBiBCbKa
noJiiTexHika», M. JIbBiB, YkpaiHa

EJIeKTpOHHA KOMep1Lisl Y CTPYKTYPi eJIeKTPOHHOTO0 GizHecy

Anomayis. Ilosisa Hanpukinyi XX cm. mepedxci Internet cnpusina 6UHUKHEHHKO YHIKA/AbHUX 000amKo8UX nepcnekmue
wodo eedeHHsa 6i3Hecy. Moxcausicms 3dilicHioeamu ducmaHyiiiHo mpaHcakyii cmaaa niorpyumsam 0as ¢popmysaHHs ma
po3sumky ocob.1ueoi popmu 2ocnodapro8aHHs — eAeKmpoHHO20 6i3Hecy, 0CHOBHOI CK/AAA080H0 K020 € e/1eKMPOHHA KOMEPYIs.
Ilpome pasom 3 nepcnekmugoi 8uxody HA eAeKMPOHHI PUHKU 3’SI8UAUCST YUC/AEHHI BUKAUKU 05 Cy4acHux cy6’ekmis
20CcN00apio8aHHs, W0 Noe’sa3aHi 3 npusedeHHSAM IH@opmayiliHux cucmem 00 8UMO2 OHAALUH-83AEMO0i], NOCUNEHHAM piBHs
6e3neku daHux, 0c06.1UB0CMSIMU NPOCYBAHHS mosapie ma nocayz y mepedci Internet.

Memoto OdocnidxceHHS1 € BUOKpeM/eHHS OCHOBHUX CK/1ad08UX e/eKmpOHHO20 6i3Hecy; 024150 ocobausocmell
YHKYIOHY8AHHS YUACHUKIB e/1eKMPOHHO20 PUHKY 8 MexNCax 8Usie/eHUX CKA1adosuUX; 3’ICY8AHHS POl e1eKmpPOHHOI Komepyil y
pO38UMKY C8IM08020 e/1eKMpPOHHO20 GI3HECY.

Y cmammi 3diiicheHo 024140 Kawoyosux ocobaugocmell esnekmpoHHoz20 6i3Hecy. Busiesneno, wjo daHe nonamms
Xapakmepusyembovcsi KOMNOHEHMHICMI0. 3’1C08AHO, WO KAI04080H0 CKAAJ08010 e/1eKMPOHHO20 BI3HECY € e1eKMPOHHA KoMepyisl.
Poskpumo 3micm ocHosHux modeell oHAalH 83aemO0ii Mixc cy6’ekmamu esekmpoHHo20 puHKy. OKpec1eHo 0OCHO8HI nepegazu ma
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Hedo.liku 8edeHHs1 6i3Hecy OHAAUH. 30KpeMa 3’51C08aHO, Wo npu 06paHHI suuje3asHayeHoi popmu 6i3Hecy 3HUKAE HEOOXIOHICMb Y
6ydieHuymei abo opeHdi mop208eabHUX N0U, 3’A819€EMbCA NPAKMUYHO HeobMedceHUull docmyn do cnoxcusauyis y 2eo2padivHux
pe2ioHax no 8CbOMY Cy4acHOMY c8imy ma 3Ha4HO CKOPO4YHMbCSl 8UMPAmMU Ha NePCOHAL

Mamepianamu docaidxceHHs € npayi 3akopdOHHUX asmopie ma 8IMYU3HSAHUX 84eHUX, ujo docaidxcyoms ocobaugocmi
@PYHKYIOHYBAHHS CYHACHO20 e1eKMPOHHO20 b6i3HECY ma esleKMPOHHOI Komepyii'y llo2zo cmpykmypi.

Y npoyeci docaidxceHHs cmpykmypu es1eKmpoHHO20 6i3Hecy 6Y./10 BUKOPUCMAHO Maki HaQykoei Memodu: meopemu4Ho20
y3aza/nbHeHHs ma 2pynysaHHs (0451 XapakmepucmuKku OCHOBHUX KOMNOHeHMie eseKmpoHHo20 6i3Hecy); aHanizy (045
BUOKDEM/IEHHS Kamezopii «eAeKmpoHHAa Komepyis» 31 cmpykmypu e/neKmpoHHO20 6i3Hecy); /102i4H020 y3a2a/1bHEHHS

pe3y/ibmamie (3 Memorw opMy/1H8aHHS BUCHOBKIB).

BcebiuHe po3yMIHHS K/A0Y08UX KOMNOHEHMI8 e/lekmpoHHO20 6i3Hecy, 30kpema enekmpoHHOi komepyii, do3eoaumsb
npuiiMmamu edpekmueHi ynpasaiHcoki piuleHHs: Ha eeKmpoHHUX puHKax. [lodaabwi Haykoei docaidxiceHHs1 doyinbHO nposodumu
Y po3pi3i nouwlyky o0cob6aAusux ynpaeaiHCbKux mexHo.102ill wodo nidsuweHHs egekmusHocmi OdisnbHocmi cy6’ekmis

€/1eKMpPOHHO20 PUHKY.

Kawouoei cnosa: enekmponHuil 6i3Hec; e1eKMPOHHA KOMepyisi; e/eKMPOHHUL PUHOK; e/1eKMPOHHUI MapKemuHe;

Internet.
JEL Classification: L81, M21

Formulation of the problem. The rapid development
of information and communication technologies in the
20th century has led to the emergence of a fundamentally
new form of business - electronic business. The modern
electronic space has significantly expanded the
possibilities for organizations to implement and promote
goods and services, which has resulted in a significant
increase in the activity of participants in the electronic
market. The emergence of various transactions in the
virtual environment requires solving the problem of clear
differentiation and identification of the main components
of electronic business in order to develop and apply
modern approaches to their management.

Analysis of recent research and publications.
Significant contributions to the development of effective
mechanisms for the functioning of e-commerce entities in
their scientific work have been made by the following
authors: Andronik O. L., Voronin A.V. [1], Vynohradova O.,
Yevtushenko N.O., Kriuchok LS. [2], Sklyar D.V. [3],
Shkryhun Yu.0. [4], Yarema O.R., Maletsky 0O.M.,
Havryshkiv O.V. [5], Al-Omoush K. S.[6], Leyton D., Pino J.
A., OchoaS. F. [7], LiuH., Ke W., Wei K. K., Lu Y. [8], Miceli
A., Hagen B., Riccardi M. P., Sotti F., Settembre-Blundo D.
[9], Pouloudi A., Ziouvelou X., Vassilopoulou K. [10].

At the same time, not enough attention has been paid
to solving the problems of applying modern management
technologies depending on the peculiarities of the
components of electronic business, which confirms the
relevance of research in this direction.

Formulation of research goals. The purpose of this
study was to identify the main components of electronic
business; to review the functional characteristics of
participants of the electronic market within the identified
components; to clarify the role of e-commerce in the
development of global electronic business.

The research materials consist of works of foreign
authors and domestic scientists, who study the functional
characteristics of modern electronic business and e-
commerce within its structure. In the process of studying
the structure of electronic business the following scientific
methods were used: theoretical generalization and
grouping (to characterize the main components of
electronic business); analysis (to isolate the category "e-

commerce" from the structure of electronic business);
logical generalization of results (to formulate
conclusions).

Outline of the main research material. The World
Wide Web plays a crucial role as a communication tool in
facilitating interactions among participants in the
electronic marketplace. In fact, the advent of the Internet
has revolutionized business practices and given rise to e-
business, which has become increasingly popular among
organizations due to its ability to foster effective
relationships between market participants, reduce
operational costs, enable rapid sales scalability, and
provide virtually unlimited geographical reach.

Any form of interaction between electronic market
participants using modern information technologies falls
under the broad concept of "e-business". The primary
objective of such interaction is to generate profits by
harnessing the networking capabilities of digital
technologies. E-business aims to improve the efficiency of
real-world business operations by integrating information
technologies into the daily activities of market entities,
thereby facilitating online interactions between
participants.

E-business should be viewed as an entrepreneurial
endeavor that leverages modern information and
communication technologies to increase profitability. At
its core, e-business is about leveraging these technologies
to optimize business processes and achieve financial
gains. By adopting e-business practices, organizations can
harness the power of digital technologies to streamline
operations, enhance customer experiences, and
ultimately improve their bottom line.

There are several components of e-business that need
to be distinguished:

- e-commerce, which involves the direct sale of
goods, services, and information over the Internet.

- electronic financial services, which encompass
activities such as banking, trading, insurance services, and
more.

- e-marketing, which focuses on persuading
consumers to buy goods and services by using Internet
technologies and promoting products online.
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- the creation and operation of virtual enterprises,
which are formed by the collaboration of geographically
dispersed employees using  information and
communication technologies for day-to-day activities.

In today's business landscape, e-commerce has
become an additional and sometimes essential
component of doing business. Modern businesses are
increasingly venturing into the realm of digital commerce
to offer their products and services. This approach offers
undeniable advantages, such as eliminating the need for
physical stores, resulting in reduced initial capital
investment and a corresponding reduction in the
manpower required to launch a business. It also provides
access to a wide range of goods and services without
geographic limitations. In addition, e-commerce facilitates
cost reduction and allows companies to adopt more
flexible pricing strategies. The ability to conduct
transactions around the clock is another significant
benefit.

However, it is important to recognize that e-commerce
also has some drawbacks. One such disadvantage is the
inability to physically inspect the quality of goods at the
time of purchase. In addition, customers often have to
endure waiting periods for delivery of their purchases,
which can range from a few hours to several months. In
addition, the process of returning goods or claiming
warranty service can be complex and cumbersome,
especially when items must be transported to distant
locations. Finally, shoppers are less likely to have access to
expert assistance in selecting goods.

Despite these challenges, e-commerce continues to
reshape the business landscape and offers numerous
benefits that cannot be overlooked. As technology
advances and consumer behavior evolves, it is critical for
businesses to adapt and harness the potential of e-
commerce while effectively addressing its limitations.

There are several well-known models of e-commerce,
including:

- B2B (business-to-business) - This model involves
interactions between legal entities, specifically between
businesses.

- B2C (business-to-consumer) - This model focuses
on the interaction between legal entities and end
consumers. It involves the sale of goods and services.

- C2C (consumer-to-consumer) - This model is a
unique type of interaction between end consumers. It
primarily revolves around online platforms and auctions
for the buying and selling of goods and services.

- B2G (business-to-government) - This model
involves interactions between business entities and
government organizations. Itincludes agreements for the
purchase and sale of goods and services, as well as the
performance of various works.

Each of the above models requires specific approaches
to establishing effective means of interaction between the
relevant participants in the electronic marketplace.

The development of e-commerce, particularly in the
area of electronic financial services, is aimed at fostering

links between participants in the electronic financial
market. Specifically, e-banking involves banking
institutions offering a wide range of services to customers
over the Internet. Electronic trading enables participants
to trade on stock, commodity and currency exchanges via
the Internet. This network also serves as the basis for
interaction between insurers and policyholders in the
online sale of insurance policies.

E-marketing is based on the following components:
website development; online advertising of goods and
services (including contextual, banner, video and social
network advertising); a range of public relations activities
conducted on the Internet (such as writing and publishing
news and articles, disseminating information about goods
and services, and promoting brands).

An advanced facet of e-commerce involves the
creation and operation of virtual businesses that are
formed by the integration of individuals across networks.

Many people mistakenly use the terms e-commerce
and e-business interchangeably, but they have different
focuses and scopes. E-commerce is primarily concerned
with online transactions, specifically the exchange of
goods and services over the Internet. It includes activities
such as establishing online retail platforms, showcasing
products or services, and facilitating electronic purchases.
The impact of e-commerce on consumer shopping habits
and business sales has been significant, with platforms
such as Amazon, Taobao, eBay, Aliexpress, and Shopify
leading the way.

On the other hand, e-business takes a broader
approach. It involves not only buying and selling, but also
the integration of electronic technology into various
internal and external business processes. This integration
includes electronic interactions with suppliers, partners,

and customers, ultimately leading to improved
operational efficiencies and well-informed strategic
decisions.

It is important to note that an e-business does not
necessarily engage in e-commerce activities, but an e-
commerce operation will always include an e-business
component.

Conclusions. Breaking down the complex realm of e-
business into distinct components allows for effective
management decision-making, strategic prioritization,
and increased profitability for each individual element.
Each component requires a unique management
approach, and it is important to note that there is no one-
size-fits-all  formula  for  successful e-business
development. Management decisions in this area should
be based on a thorough evaluation of potential
alternatives and their associated risks. It is critical for
employees in modern organizations to critically examine
the need to enter the electronic marketplace, as it will
undoubtedly change the nature of their work through the
use of networking.

A comprehensive understanding of the key
components of e-business serves as the basis for
conducting extensive research on the interactions among
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e-m

arket participants. This research is aimed at optimizing  and achieving profitability through the use of advanced

efficiency, discovering new ways to meet societal needs, information and communication technologies.

10.
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