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Analyses of the E-Commerce Development in the World and China

Abstract. With the development of economic globalization, people’s lives have undergone earth-shaking changes. The
so-called economic globalization refers to the continuous development of production, accelerating technological progress, and the
continuing improvement of the socialization and internationalization of production. The business activities of countries and
regions in the world are increasingly beyond the scope of a country and region accompanied by the integration process of
connection and interdependence. E-commerce is a small development that offered a brand-new transaction method that uses an
electronic paperless method for operations. With the continuous development of information technology and the increasing
prosperity of global economic activities, e-commerce has played a vital role in the national economy.

Purpose. The main stages of e-commerce development in the world and China are summarized in this article together
with the positive and negative effects of globalization on e-commerce. Under the influence of globalization, e-commerce has
different characteristics and orientations. This article mainly focuses on the pros and cons of e-commerce, the general stages of its
development in the world, and China, directions, and conditions for upcoming growth.

Results. For e-commerce, now is the time for vigorous development. Therefore, it is necessary to improve and develop
some national strategies for electronic trading methods. The future development of e-commerce depends on strategy and the legal
system. First, we need to accelerate the construction of information networks, seek quality and standardization in development,
and build a reliable information development platform that satisfies the individual needs of all members of the society. Secondly,
it is needed to improve the legal system for online trade and take active measures to encourage and support more traditional
enterprises and relocating their products and services to online selling platforms. National authorities should strengthen planning
and guidance to ensure the healthy and stable development of e-commerce.

Conclusions. Globalized economic activities have brought a broader market to e-commerce, but it still has the potential
for future growth. For future business development, it is needed to control the integration processes and improve the system to
make it better to serve the public.

Keywords: e-commerce; globalization; economic growth; e-trade; B2B; B2C; stages of e-commerce development.
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Hogikoga 0. C., crapuuii Buk/aazad KkapeJpu eKOHOMIKM Ta mignpueMHUNTBa, CyMCbKMH HallioHAJIbHUN
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AHaJti3 po3BUTKY eJIeKTPOHHOI KoMepuii B cBiTi Ta KHP

AHomayia. Po3sumok ekoHoMi4HOI 2n06aai3ayii npuseie do cmpimko20 3pocmaHHsl 6HympiwHboi ma MixcHapooHoi
mopeieni. EkxoHomiuHa eno6anizayist npu yboMmy po3ensidaemucsi 8 KOHmMekcmi 6eanepepeHo20 800CKOHA/IEHHS 8UPO6HUYMEA,
npuwigudweHo20 mexHoa02iYHO20 npozpecy ma 6esnepepsHo20 NOKpAWeHHs coyianizayii ma inmepHayioHaaizayii ekoHoOMiIKU.
ExoHomiuHa akmusHicmb KpaiH ma pezioHie cgimy weudko euxodumbv 3a ceoi e2eozpaghiuHi medxnci i cynpogodicyemuvcs
iHmezpayiliiHuMu npoyecamu 83aeEMON08’s13aHOCMi ma e3aemo3anexcHocmi. Enekmponna kKomepyiss cama no co6i He €
YHIKAQ/IbHOI0 MEeXHO/02i€10, B0HA 58/5€ C06010 HOBIMHIU Memod 8UKOHAHHS MPAH3AKYIl 6e3 8BUKOPUCMAHHS nanepy WAsXOM
KOMyHIKayill uepe3 inmepHem 4u iHwi Mepedxci yugposoi nepedaui daHux. 3a8dssku nocmitiHomy po3sumky iHgopmayitiHux
mexHo/02ill ma dedasi GinbwoOMy 06cs2y c8imogoi mopeiesi esekmpoHHA Komepyis cmasaa eidizpagamu KjAw4Y08y poJb 8
eKoHoMmiyHomy 3pocmanHi KHP. I1id enausom zsa06aai3ayii enekmpoHHa komepyisi Ha6ysaa cneyu@ivuHux puc ma Hanpsimie
poszsumky. ['n106anizayia mana pisHull enaue Ha npoyecu esAeKmpoHHoi mopzieni, ase 24106a4bHULl eKOHOMIYHUL pO38UMOK
3a621c0u 3a1UWABCs1 OCHOBHUM ii pywieM i cymmeso enauHys Ha 8ci acnekmu /00cbko20 scumms. Y cmammi docaioxcyrombsest
8ci emanu po3gumky eAeKmpoHHoi mopzieAi ik y ceimi, mak i okpemo - 8 KHP, ocobausa ysaza npudisieHa oKpemMum meHOeHYisaM
ii poseumky ocmaHHimMu pokamu Ha emani 3pisocmi, koau 3a80aKu npoyecam iHmezpayii ma koHcoaidayii kanimanaie kKinbka
naamgopm 045 oHAAlH mopziei nocinu npogidHe Micye y ceimi 3a o6csizamu npodacie. Y docaidxiceHHI BUOKPEMAEHO OCHOBHI
nepesazu ma Hedo/iku makozo gudy mopzieni. EHepeiliHull po3sumok eqekmpoHHOI Komepyii Ha cy1acHomy emani 06yMo810€
HeobxidHicmb 800CKOHaiumu ma po3pobumu desiki HayioHa1bHi cmpamezii ma npasosy cucmemy. Ilo-nepue, npuwgudwumu
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no6ydosy 6asosux iHpopmayitiHux mepexc, domazamucs skocmi ma cmandapmusayii y pozsumky ma no6ydyeamu naamgpopmy
iHgopmayiliHozo po3sumky, sika 3a00804bHAE cycninbemeo. [1o-dpyze, 0ockoHaUMu npasogy cucmemy mopeaiei 8 [nmepHemi.
Heo6xidHo exicusamu akmusHux 3axodie 0151 3a0X04eHHs ma nidmpumku mpaduyiliiHux nionpuemMcme ma cnpusimu npooaxcy

ixnvoi npodykyii ma nocaye uepes inmepHem.

Kawouoegi caoea: enekmponHa komepyis; 2n106a4i3ayisi; ekoHoMiYHe 3pOCMAHHS; eJleKmpoHHA mopeienas; B2B; B2C;

cmadii po3gumky eseKmpoHHOi Komepyii.

Formulation of the problem. E-commerce emerged in
the nineties and has quickly become the most dynamic
sphere of exchange facilitating the steady increase of the
Chinese economy together with other countries. They
managed to utilize its economic potential and achieve
perfect results of international trade both in B2B and B2C.
Innovative business models have transformed market
relationships and pushed out the frontier of online sales.
In this paper, general trends and important stages of e-
commerce development will be summarized.

Analysis of recent research and publications. The
topical issue of e-commerce development has been
thoroughly examined by the most outstanding economists
in the world. Schafer and Rayport [10] have been
analyzing the most primary stages of the origin of the
phenomenon. Further development was described in
detail by Peng Fei [8]. In this article, these ideas we used
as a basis for forecasting that supported with recent
statistics to make predictions for future development.

Formulation of research goals. Thus, the purpose of
the article is to outline basic trends in e-commerce
development, define key features of different stages and
strategies for benefiting from participation in e-commerce
together with primary benefits and drawbacks of e-
commerce growth for the economy.

Outline of the main research material. The concept
itself refers to a business model centered on commodity
exchanges using information network technology; it
includes the activities with transactions conducted and
related to services in the form of electronic operations on
the Internet, corporate intranets, and value-added
networks; all in all, according to [2] most commercial
activities provided using the Internet as a medium belongs
to the category of e-commerce.

E-commerce usually refers to a wide range of
commercial trade activities all over the world, in the open
network environment of the Internet, based on
client/server application methods, buyers and sellers
conduct various business activities without meeting each
other to facilitate consumers' online shopping, an
alternative type of business operating model for online
transactions and online electronic payments between
merchants[3], as well as various business activities,
transaction activities, financial activities and related
comprehensive service activities.

Stages of global e-commerce development were
summarized [4,6,9] and the following are being listed
below:

The first stage: Email stage. This stage appeared with
the introduction of digital means of communication in the

1970s, since then the average communication volume had
increased by several times within a few years.

Second stage: Information release stage. Since 1995,
the information publishing system represented by Web
technology has grown explosively and has become the
main application of the Internet. SMEs would shift the e-
commerce from "extensive" to "precise" marketing era.

The third stage: EC (Electronic Commerce), the e-
commerce stage itself. EC has modified the economy of
the United States. The reason why EC was listed as an
epoch-making phenomenon is that the ultimate
commercial use of the Internet is e-commerce. At the
same time, we could safely conclude that the business
information after a few years was mainly transmitted
through the Internet. The Internet was about to become
the nervous system of our business information society.
At the Fifth APEC Informal Summit (APEC) held in
Vancouver, Canada at the end of 1997, US President
Clinton appeared with a proposal to urge all countries to
jointly promote the development of e-commerce, which
attracted the attention of global industry leaders, such as
IBM, HP, and Sun. Vendors of information technology
have declared 1998 to be the year of e-commerce.

Fourth stage: The entire e-commerce stage. With the
emergence of the SaaS (Software as a Service) software
service model, the software has logged on to the Internet,
extending the e-commerce chain and forming the latest
"full e-commerce" conceptual model.

Fifth stage: Wisdom stage. In 2011, Internet
information  fragmentation and cloud computing
technology became more and more mature, and that was
when an active Internet marketing model appeared. I-
Commerce (individual Commerce) took advantage of the
trend. It moved to the Internet, having got rid of the
traditional sales model. In-depth communication with
users from multiple perspectives such as user care. Among
them, ICE proposed by IZP Technology Group is the most
representative.

These processes, although started later, are strongly
connected with similar trends happening in China which
you are presented in Table 1 below. Researchers have also
separated China's e-commerce development into phases.
Based on the development of the main e-commerce
platforms in China, Wang Y., Shen H [11] outlined six
stages: germination, growth, accelerate, mature,
outbreak, and transformation but the last two still could
be summarized within the stage of maturity. We’ve
connected them to the basic events in state regulation in
tabl.1.
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Table 1. The main historical stages of e-commerce development in China

Initial stage
1990-1993 The era of electronic data workflow has become the beginning of China's e-commerce
Preliminary stage
1993-1997 The government led the way to carry out the "Three Golden Project" stage, laying a solid foundation for the
development of e-commerce
1996 The State Council’s National Informatization Work Leading Group was established and headed by the Vice
Premier with the active participation of more than 20 ministries and commissions to lead and organize China’s
informatization construction
1996 Jingiao Network and the Internet were officially introduced to common usage
1997 The Information Office organized relevant departments to draft and prepare China's informatization plan;
advertisers began to use online advertising; China Goods Order System (CGOS) began to operate
Development period
1998-2000 During the development stage of Internet e-commerce, China’s first Internet transactions were successfully
performed
1998 The State Economic and Trade Commission and the Ministry of Information Industry jointly announced the
launch of a project with electronic trade as the main content
1999 B2C websites such as 8848 were officially opened, and online shopping has entered the practical application
stage
Stable growth stage
2000-2009 E-commerce has gradually become the main body of traditional industry B2B, marking that e-commerce has
entered a stable period of sustainable development
Mature stage
2009-... I E-commerce has been valued by national senior officials and has been elevated to the national strategic level.

Source: summarized by author based on [6,7]

Starting from 2010 China’s e-commerce has entered
the stage of maturity, which can be characterized by
stable economic growth, rigid features of separate
subdivisions, careful strategic planning. The Government
of China has played a key role in the process of growth and
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development by creating an environment for e-commerce
to progress and putting in place regulations and policies
to support this sphere, which accompanied its growth.
Since that time it continued to flourish, which is supported
by recent statistical data, presented in fig. 1.
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Figure 1 — Gross merchandise volume of China's e-commerce market in 2010-2019

Source: summarized by author based on [12]

According to the information presented in the chart 1,
the gross merchandise value, which is the total value of
merchandise sold through customer-to-customer
distribution channels, has grown from 702.98 billion
dollars in 2010 up to 4740.16 billion dollars in 2019. The
average yearly growth rate was 23,91%, this number

indicates e-commerce has good marketing, and it also
proves the strong positions of China on the global market.

China's B2B e-commerce has shown a strong growth
trend from 2012 to 2017, while the market size was
rapidly growing, which is illustrated in fig. 2.
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Figure 2 — The transaction volume of B2B e-commerce in China 2012-2019

Source: summarized by author based on [13, 16]

The transaction volume of B2B commerce presented
in Chart 2 shows that the scale of the B2B market in the
Chinese market has grown from 922.05 billion dollars in
2012 to 3624 billion dollars in 2019, with an average
annual growth rate of 25,4%. Through the trend line, we
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can find that the growth trend will continue, which shows
that China’s B2B e-commerce has matured.

The data shows that China’s B2B transactions are
mainly conducted through several platforms, as shown in
fig. 3.
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Figure 3 — B2B online platforms' market share in China in 2018

Source: author's research based on [14]

As we can find in Chart 3 in the B2B e-commerce
market share Alibaba can be considered to be the market
leader, followed by the HC360 platform. These two
platforms account for more than 40% of the market share,
but it can also be seen that other platforms are also
actively participating, which shows that China’s B2B e-
commerce shows a trend of common development, which
is more conducive to the healthy development of China's
e-commerce

As an important branch in the modern service
industry, e-commerce not only has the characteristics of
high technology content, high human capital, and added
value, but also has significant features including new
technologies, new formats, and new methods. On the
whole, the development of global e-commerce is showing
a trend of rapid growth. According to data released by the
Statista [16] total global online retail transaction volume
in 2019 amounted to 3.53 trillion U.S. dollars and e-retail
revenues are expected to grow to 6.54 trillion US dollars
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in 2022 with a growth speed higher, than the general retail
trade increase. The U.S. Department of Commerce reports
that e-commerce as a percent of all retail sales increased
from 11.8% in the first quarter of 2020 to 16.1% in the
second quarter, representing a 31.8% increase to $211.5
billion. In 2014, a survey of online purchase intentions
showed that global netizens' online purchase intentions
doubled in three years. Among them, online browsing in
Latin America is the highest in the world, and online
shopping is the highest in the Asia-Pacific region.

It can be concluded that global e-commerce has
several trends in development:

Regionalization trend: Looking at the global e-
commerce market, the development of various regions is
not balanced. As the first country to develop e-commerce,
the United States has naturally become the most mature
country for e-commerce development. Many e-commerce
trends started in the United States and gradually became
popular around the world; although Europe and other
countries started later than the United States, however,
under the active promotion of the European Union, the
development speed of e-commerce has been maintained
at a relatively fast level of development; Asia is
represented by China, and it has been a market with huge
potential since the beginning of the development of e-
commerce. Compared with other parts of the world, the
share is not ideal.

Integration trend: As the results of the analysis and
research on the development of e-commerce in recent
years show, global Internet companies are currently in a
stage of cooperation, mergers, and reorganizations based
on the Internet, relying on the industry and taking the
value chain as the core[6]. The mergers between similar
websites will continue. For example, Dangdang entered
Taobao Mall, Alibaba integrated Meituan, etc. These
mergers and acquisitions have almost the same website
positioning, and the consumer products they can provide
are similar to the corresponding consumer groups in a
certain sense. Therefore, the merger and reorganization
between them can reduce competitors in the same
market, diminish waste of resources, and jointly improve
competitiveness. Different websites will complement and
improve each other. The advantages and disadvantages of
each e-commerce company are different, which
encourages many websites with different sales profiles to
be merged, making full use of their respective resources,
customer sources, and other complementary advantages
to reduce shortcomings.

Mobile trend: In 2018, global e-commerce reached
2.47 trillion U.S. dollars. Thanks to mobile internet, more
and more consumers can easily purchase and provide
payment through mobile devices. The application of
mobile devices has increased the use of e-banking and e-
payment, which has stimulated the development of e-
commerce to a large extent and also provided consumers
with the possibility to purchase more goods and services

[10]. On the day of Double Eleven in 2019, mobile Taobao
single-day active users more than US$500 million, It also
created a turnover of 14.5 billion US dollars 1 hour after
the opening. In the end, the transaction amount on this
day was a record of US $38.9 billion, an increase of 20.8%
over the US $32.2 billion in 2018. These data indicate e-
commerce is in the midst of a new period of explosive
entrepreneurial activity focusing on on-demand services,
social networks, and the mobile platform created by
smartphones and tablet computers.

Diversification trend: E-commerce is experiencing an
effect of diversified payment methods. As early as 1998,
Peter Thiel and Max Levchin established Paypal, the
world's largest online payment company. In the
beginning, it was mainly an account type designed for
users with international payment needs [16]. In 2019,
PayPal platform transaction volume reached US$711.9
billion (2012-19 CAGR 25%), operating income reached
USS$17.8 billion (CAGR 18%), and non-GAAP net profit
reached US$37 billion (CAGR 21%) [17]. This shows that
mobile payment has become an important part of e-
commerce. There are a variety of options in the
development of electronic payment today. We can choose
Paypal, cross-border Visa cards, cryptocurrency, many
international websites that can use Alipay designed by
Taobao to implement cross-border payment functions.

For e-commerce, now is the time for vigorous
development. Therefore, it is necessary to improve and
develop some national strategies for electronic methods.
The future development of e-commerce depends on
strategy and the legal system. Firstly, we need to speed
up the construction of basic information networks, seek
quality and standardization in development, and build an
information development platform that satisfies the
growing needs of society. Secondly, it is needed to
improve the legal system for online trade and take active
measures to encourage and support more traditional
enterprises and the electronification of their products and
services trade activities. National authorities should
strengthen planning and guidance to ensure the healthy
and stable development of e-commerce.

Conclusion. Having classified between four general
trends in e-commerce development we can conclude that
despite rapid growth in the last 30 years there is still a
potential for future increase. Despite globalization, its
development has strong regional features with strong
market positions of the American companies as pioneers
of e-commerce which were subsequently outpaced by the
platforms from China. Due to strong government support
and integration, they managed to obtain 4 740,16 billion
of gross merchandise volume in 2019 with a concentration
rate of 66% of the market occupied by the two biggest
platforms. With a recent mobile trend and diversification
of the methods of payment, it is projected to continue
growing at double-digit rates over the next five years,
remaining the fastest growing form of commerce.
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