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(5)Introduction 


Globalization. One word, but plays such an important role in today’s business world. In 
 general, the globalization means scaling your business to international business, but the deep 
 meaning of this world is interdependency of countries and businesses. Price of each product 
 depends on its production/logistics/other costs and thanks to globalization we are able to drive 
 these costs lower and allow our company to enter a foreign market and develop the customer 
 segment in different countries. Therefore, we as customers can enjoy lower prices thanks to 
 this globalized world in which a company that produces a specific product leverages the 
 beauty of globalization in order to satisfy its customers and get its profits. Outsourcing your 
 production to countries like for example China who are a mass producer and therefore 
 cheaper on labor force, leveraging global logistics chains, and many others. Globalization 
 today is also supported by the different agreements among countries that drive trade and 
 stipulate the ease of doing business internationally, by reducing trade tariffs, by opening the 
 borders… As an example, can be introduced the European Union which is the biggest single 
 market area and one of its main principles is the free trade among the member countries. EU 
 has got many agreements with non-member countries, like for example the WTO (World 
 Trade Organization), and others, in order to stimulate the international business and to make 
 the customers benefit and take the advantage of the most of globalization. 


As already stated above, globalization has got advantages not only for the consumers, but also 
 for the producers, therefore, companies are looking for effective ways how to approach their 
 customers, and thereby they have to decide how to choose correctly the mode of entry. This 
 thesis is about if the e-commerce is a suitable mode of entry.    


We live in the era of digitalization. Thanks to the development and presence of technologies, 
the business models tend to change, because IT is not anymore just a department within a 
company, but IT is a business crucial part without your company would have troubles to 
survive in today’s modern technology-driven business world. Just few examples that can help 
us to visualize it are Uber, Booking, Airbnb, Tesla, Amazon, Netflix, etc… We can clearly 
see that there are different leaders of different industries which shows us that any business 
industry can be developed and monopolized by leveraging technologies. These technologies 
are leveraged in such business verticals like for example transportation, logistics, tourism, 
automotive, production plants, leisure & entertainment, shopping and many others.  



(6)We can observe that Internet starts to influence us every day more frequently. This also 
 impacts our purchase decision that we make. Thanks to internet we can actually buy almost 
 anything at any time. Online Shopping has got a positive linear growth and is becoming more 
 popular on daily basis. This is also pretty much influenced by the globalization that we have 
 today, where partner countries have got trading rules that stimulate trade and ease the way of 
 performing it.   


The thesis is split into two parts- theoretical and practical. 


Theoretical part is describing the development and history of traditional shopping that 
 transforms with flow of the time into more modern way of shopping. This new way of 
 shopping is the online shopping. History and development of Online shopping is also 
 described. Moreover, the trends and factors that influence development of online shopping 
 will be briefly introduced and the its impact will be analyzed. Both methods of shopping will 
 be compared and analyzed in order for us to able to understand in the second part of the 
 thesis, if online shopping/e-commerce is a suitable mode for entry to an international market.  


As already stated above, the second part of the thesis will be based on historical researches, 
 but also on personal interviews and researches in order to collect as many qualitative data 
 which would answer the main question of the topic that is described below. Selected 
 companies will be introduced and the way how they enter the international market will be 
 analyzed.  


This thesis will be focused on the shopping vertical showing what the trends in shopping are 
 and how it influences companies to change their way of thinking in the way of modern 
 customer behaviour.  


Thereby, leveraging all the pros and cons, the main aim of this thesis will be to show that e-
commerce is a suitable mode of entry to the international trade.   



(7)Theoretical Part 


1.  Development of Online Shopping  


1.1. History of Traditional Shopping 


In this part of the thesis, I would like to introduce briefly what shopping is and how it was 
 developed with the flow of the time and how it was impacted by at that time trends.  


It is not a secret to anybody, that shopping is important part of our life because anytime we 
 have some need that can be fulfilled by some good or a service, we go to the shop and 
 purchase the specific product that will satisfy us. This scales from regular water up to any 
 luxury product/housing/… The process of shopping is simple- you recognize a problem/need, 
 you search for information, you gather and evaluate alternatives, you make your purchase-
 decision and then you make a post-sales evaluation. There are different factors that influence 
 your purchase decision, there are also different factors that can impact you on the way to the 
 purchase the (as you already thought) by you desired product (as for example long queues, 
 discounts from competition, etc.)  


So how did actually shopping develop? The history starts back in the Antique Greece and 
 Rome. Shopping was performed at markets at which you had simple stands and sellers/buyers 
 traded. The problem was that all these markets were a bit chaotic and this is why it was 
 decided in the 2nd century to build a first block of marketplaces. Since the end of 16th century, 
 the constantly moving marketplaces evolved into stable shops that stipulated the shopping 
 interest and became a habit for people. Obviously, the marketplaces were getting more 
 developed in the central areas and this also pushed inhabitants of rural areas to move more 
 towards the city. Trade started growing from inside the country, but also was supported from 
 international trade as buyers from abroad were coming to perform tradeoffs. This 


development of trading/shopping influenced the what and how was sold. This means, that 
 sellers could have started developing its plan on how and whom to approach. One of the main 
 trading cities was London where the annual turnover amounted up to about 10 million 


pounds. Trading was getting more popular and more developed. The shops were gaining some 
 special designs and unemployment started to fall as demand was high and the owners of the 
 stands/shops couldn’t have made it on their own. There were also products that were 


expensive and not everybody could have afforded it, this is why as well locals were trying to 



(8)saturate the market with different production that would be affordable for everybody, and this 
 is how competition was created.  


One of the biggest impacts for traditional shopping was happening in the 19th century. The 
 Brothers Videau and partners Aristide and Margarite Boucicaut have introduced new form of 
 shopping which is called “Au Bon Marche”, meaning Cheap Goods from French translation. 


This was a huge evolution in shopping, and this was also visible on the linearly progressive 
 sales turnovers. The idea was to create nice and visually spacious store with different products 
 in one place. Also, there was no entrance fee to enter, you could have tried the clothes on, 
 prices were fixed by price tags, sales & discounts, customer service, catalogues, direct 
 marketing and advertisement and many others. This traditional way of shopping is being 
 leveraged until our days.  


Shopping today is something totally different. It is not anymore just a regular shop where we 
 fulfill our need to purchase something, but thanks to today’s shopping malls that contain 
 different entertainment, shopping becomes a lifestyle. Parent now have the opportunity to take 
 their children with them to shopping mall and leave them in the children’s corner, grown-ups 
 can go to shopping mall to watch a movie and spend their whole weekend in the shopping 
 mall by entertaining themselves, adults can even go to gym. This all is done on the basis of 
 single-point-of-contact, which means that everything is basically under one roof. 12


      


1 A brief history of retail and mixed-use, ROBERT STEUTEVILLE, Public Square a CNU Journal, AUG. 26, 2019, [online: available at: 


https://www.cnu.org/publicsquare/2019/08/26/brief-history-retail-and-mixed-use] 


2 "A Brief History of the Mall", Richard A. Feinberg and Jennifer Meoli (1991) in NA - Advances in Consumer Research Volume 18, 
Association for Consumer Research, Pages: 426-427 [online; available at: http://acrwebsite.org/volumes/7196/volumes/v18/NA-18] 



(9)1.2. History of Online Shopping 34


We live in the era of automated platforms and technology-driven business. Online 


transactions are a booming emergency market, and that in many different verticals, like for 
 example transportation, tourism, food services, shopping, and many others. Online shopping 
 has positive growth and starts tackling the market share of traditional shopping. Yet, we 
 cannot say that traditional shopping starts to disappear. So how did it actually all start? E-
 Commerce and online shopping are all about convenience in which consumers can do 
 purchases from home. The rise in such method was firstly recognized in the 90s. Customers 
 were performing purchases by mail catalogues, TV via phone calls, etc… We got used to 
 online shopping, and we perceive it as something very obvious in today’s world, but let us go 
 step by step, and see how it developed. 


In the year 1960, IBM in cooperation with American Airlines managed to create an 
 automation system for seats booking in a plane. This is being considered as the first e-
 commerce. This allowed to people/potential customers/passengers to monitor the prices and 
 the situation around flights available on their own.  Not only the customers could have 
 benefited from this new model available on the market, but also the American Airlines, that 
 did not need other employees to book the seats for people, but on the other side, via the 
 automated system, it was possible for them to process even more bookings faster. E-


Commerce was getting more popular and shoppers, especially the ones in England who did 
 not like going out shopping in the rain, were demanding more opportunities how to ease their 
 life. An English IT inventor Michael Aldrich managed in the year 1979 to invent online 
 shopping by connecting a screen, phone and keyboard – this system got a name called 
 Videotex. This system became viral and got famous on the global level. Since 1981, the 
 system was active in the USSR and two years later it appeared in Canada and Australia.   


In the year 1995, the online shopping as we know it started by creation of Amazon. The 
 creator was Jeff Bezos who wanted to leverage the full potential of internet at those times, 
 when it already gave a lot to people. Having the idea that internet is connecting people, 
 allowing them to cooperate and trade. Hereby, he decided to start selling goods that do not 
       


3 E-commerce worldwide - Statistics & Facts, Published by J. Clement, Mar 12, 2019, Statista.com, [online; accessed on December 18, 2019, 
 available at: https://www.statista.com/topics/871/online-shopping/] 


4 Online Shopping, New World Encyklopedia, [online: accessed on December 24, 2019, [online; avaliable at: 


https://www.newworldencyclopedia.org/entry/online_shopping]



(10)require difficult inventory system, those first goods to be sold on internet were books and 
 CDs.  


With the development of online shopping, this new method of purchasing some products to 
 satisfy our needs has brought us also a new payment method that opened doors to other 
 businesses to be created. Since this moment, online shopping turnover started to grow and 
 was about few hundreds of millions USD in the beginning of the 21st century. 


Development of Online Shopping was much stronger in the USA then in Europe, which is 
 also given by the character of people, including the uncertainty avoidance which is one of the 
 factors describing the culture of a nation by Hofstede. The Americans were ready years before 
 us to start paying online with their credit card whereby the Europeans used to be more 


skeptical about it. The skepticism is still present in our countries. Just for comparison- in the 
 USA, if you buy online, it means you buy online. In Czech Republic, people if buy online, 
 they still have the opportunity to pay by cash when the delivery guy brings you your order to 
 the door. This is also one of the reasons why in Europe exist combinations of these two 
 methods of one store that gives you the opportunity of an e-store and also have a physical 
 store. This gives you an opportunity to start getting used to paying/buying online, but also to 
 get the goods that are not in stock to be ordered to your local physical store where you can 
 try/see/analyze this product and then purchase on spot5. (Statista.com) 


In today’s world, E-Commerce is perceived as online trading over the internet. The Market 
 Share keeps rising and covers wide range of trading activities. Online Shopping is done on 
 B2C, B2B and also B2G. We can observe on daily basis that either us or our friends do 
 personal purchases online because it is faster, easier and you do not have to travel anywhere. 


Corporations now have the tendency to do the same. Instead of employing hundreds of 
 employees, they just open an e-store that will be available to everybody and your potential 
 customer will be ordering as in the B2C model. Today’s online shopping is working on a 
 totally different scale as we can purchase not only books and CDs, but anything from a soft 
 drink to a house or any other luxury product. Our online life is easier with different online 
 platforms that collect cheapest prices on the market available and provide us with better 
       


5 E-commerce in the United States - Statistics & Facts 


Published by J. Clement, Mar 12, 2019, [online; available at: https://www.statista.com/topics/2443/us-ecommerce/]



(11)conditions. We can process not only one transaction, but we can even sign agreement in 
 which we will be receiving some particular service on a daily basis (so called recurring 
 business or orders; like for example cinema subscription, or food delivery subscription, or 
 Spotify subscription). Speaking about subscriptions, this is one of the most effective business 
 models today, in which companies give up on receiving additional margins on higher prices 
 by trading it off for stable forecastable business in which they lock in the customer for some 
 specific period of time. By subscription you as a customer do not own any of the products, 
 you are just allowed to be using this product for some specific period of time- and this is in 
 the end cheaper than paying for something. Let us see it on the example of Spotify. Usually, 
 you pay about 2 USD to download some song that will remain in your music list forever. In 
 case of Spotify, you pay about 10 USD and can be listening to any music as much as you 
 want, until the moment when you stop paying for this. Majority of businesses now tend to 
 move towards this business, like for example fitness clubs, software companies, cinemas, and 
 other companies that delivery some kind of service.  The whole online business is supported 
 by the fact, that people nowadays spend a vast amount of their time online and we are 
 exposed to online offers via online marketing in social media, games, browsers, etc…6  


1.3. Trends7


E-Commerce and Online Shopping is growing and is getting stronger with every month. 


There is a reason and different trends behind that, and not only for the consumers, but also for 
 the ones delivering specific product & service. Both can take advantage of these facts. In this 
 part of the thesis, trends of online shopping will be described.  


Definitely, one of the strongest trends is the increasing usage of devices like for example our 
 smartphones. We can observe that majority of our daily personal- and even work tasks can be 
 managed over the phone. According to Statista.com, we spend daily 3.25 hours a day on our 
 phone, and the number will keep rising because we are exposed to the need of the increased 
 usage of our smart devices. While having our unblocked device in our hands, we can do 
       


6 Why Every Business Will Soon Be a Subscription Business, August 17, 2018|by Jenny Luna, [online; available at: 


https://www.gsb.stanford.edu/insights/why-every-business-will-soon-be-subscription-business] 


7  Statista.com, Number of smartphone users worldwide from 2016 to 2021, Published by Arne Holst, Nov 11, 2019, [online; available at: 


https://www.statista.com/statistics/330695/number-of-smartphone-users-worldwide/



(12)different activities, such as- taking pictures, calling, processing some document, buy & sell 
 stocks, but also surf the internet and thereby absorb marketing communication and ads, we 
 can buy online, use applications created by different businesses in order to be more connected 
 with specific brand, etc… This all impacts the online purchases made, and according to 
 Statista.com, this type of purchase over the smartphones have increased by approximately 
 15% since the year 2016, including the fact that about ¾ of all purchases made online will be 
 performed over any type of a smartphone. We can observe that companies are aware of it and 
 are targeting its customers over the interconnection over a mobile device. Speaking about 
 application, these applications can be used in order to make the customer to be part of the 
 brand, or if some company pushes an application to the world, it can be a paid one that shows 
 that company’s intention is to be gaining profits by potential customers buying this 


application. This can be for example any type of application that includes useful information, 
 or some can perform special activities. This can be for instance a company that created an 
 application containing tips, videos, stories, etc… about how to gain muscles, stay fit, lose fat, 
 get in shape or just any type of fitness/health advices. Other type of paid applications can be, 
 for instance, photoshop applications. These applications are mostly used by professional 
 photographers, but also millennials and other type of users because many of them are using 
 social media on which they want to share pictures with their followers. Important part of that 
 is to post a picture that is good enough in order to retain your followers and to attract new 
 followers with great content. In order to do that, such an application is very important to this 
 type of social media user.  


Usually, brands or any type of online shops are creating an application that is free for being 
downloaded. When the user downloads the application, then just one click separates it from 
being present at the company’s communication tool/page/marketing/etc. In this moment, 
online shopping comes into the role, as it is the applications/webpages aim to push the 
customer to purchase a product, and this is interconnected with many different decisive 
factors. Is the customer opening the application/webpage just to see what is new and has no 
intention to purchase? Or is the customer opening the application/webpage on purpose with 
the intention to purchase? It is important that the online store must be available in the version 
for mobile phones. It is not possible to have the same design version as for computer version 
and as for the mobile version because if you launch design, that is created for big screens, and 
you implement it for the small mobile screens, it simply will not be comfortable for the 
mobile user and therefore this brand might lose to competition because its mobile version 
might be much easier and understandable for the user. The online store or the application 



(13)must definitely work properly from the IT perspective, but moreover, it is important to create 
 a friendly GUI which is the interface of the online store. This is crucial, as it is needed to have 
 such design of the page in order to make it easy for the customer to purchase. This factor is 
 already impacted from the first click as the customer opens the application/online store- 
 overview of offerings, what is discounted, what is trending, what is for men, what is for 
 women- simply clear and visible filters for the customer. Customer should have different 
 ways how to filter offerings, and not only the whole product offerings filters, but also after 
 clicking for specific products, it should be able to filter the most popular product of that type, 
 to search from the cheapest or most expensive price, or by the color, and other type of filters. 


After the process of deciding which product to be purchased, the customer should enter the 
 phase of easy payment. As already stated above in the thesis, the online payments method has 
 become very popular since the introduction of online shopping. Customer should have 


different options how to process the booking- either it has the opportunity to pay online by 
 card or by card/cash in the real life when the delivery person delivers the desired product to 
 your door.  


Online payments in general are becoming more popular and do make the life of the customer 
 easier. You can now simply link your card to different suppliers/businesses/vendors and set 
 up your monthly regular payments or so-called subscriptions without any need to be travelling 
 somewhere to process a payment. This method is used in different industries and in different 
 type of need satisfaction. We can see that on the already mentioned case of Spotify where 
 from your account a monthly payment is withdrawn and you can simply listen to music in 
 such amount in which you need it without any restrictions. This is a case of a regular small 
 payment that we do not really feel as a big cost, similar as with our subscriptions for 


additional cloud storage, fitness subscription and others. Online payments have made our life 
 also easier in terms of luxury purchases. In case of a car purchase, even if it is an installment 
 purchase, now it is not needed to process time-consuming money transfers, you just simply 
 agree on regular online payments that are automatically withdrawn from your account. 


Thanks to the evolution of online payments, we do not need to bother with processing and 
 remembering of these payments.8


      


8 Personal Interview with IT Leader of Czech branch of the company Global Payments  



(14)Evolution in Social Media9


As already stated above, we can clearly see that the amount of smartphone users keeps 
 growing and in step with that, the amount of social media users increases as well. According 
 to Statista.com, about 2.45 billion users are having an account on Facebook and 1 billion 
 users are having an account on Instagram. Definitely, based on that and the time spent daily 
 on social media, we can say- social media do affect us and also the way how we are 


influenced by online shopping. Ads that are on social media can help companies to target their 
 target segment easily, which is by the cookies, pages/people followed, “likes” activities, etc… 


For example, imagine you are searching for a product X on your browser. Thanks to the IT 
 cookies, the producer of the product X can easily target you via the ads on social media and 
 you will see advertisement of this product in your feed. Or another example could be, for 
 example some famous idol of some specific audience. Like for instance the followers of a 
 famous footballer mostly followed by boys who want to become once as their idol. Therefore, 
 a company can advertise football clothes over this footballer in order to show that he became 
 so good thanks to this product. Thanks to all the social media platforms, it is also possible 
 now to interconnect your social media platform with specific online shops in order to make it 
 easier for you to purchase online. Let us see few examples of how this can be possible in the 
 part of the thesis below. 


The opportunity of companies to position their product on social media rises with every 
 update. One of the biggest evolutions was the button “Buy” on Facebook that allows users to 
 process their purchase easier. Another option how to target your target audience and another 
 potential buyer is the new update on Instagram where companies can position their product 
 over a paid advertisement in the users feed. The advertisement comes in form of a picture and 
 on specific spots of the picture there are depicted dots or points that attract the user’s attention 
 straight away. Users can click on the dots and at the moment of clicking on the dot, a window 
 pops out. This window shows the overview of all dots that are purposely located on the 
 product that the company offers. Together with the overview also come prices and potential 
 sales promotions in order to attract the customer. 


      


9 Number of global social network users 2010-2021 


Published by J. Clement, Aug 14, 2019, Statista.com, online [available at: 


https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/] 



(15)It is clearly visible that the development and increase in usage of social media contributes to 
 online shopping as a trend that provides businesses with new and creative opportunities how 
 to target their audience and how to push them to make a purchase decision.  


Technology Development 


As already stated in the text above, technology keeps growing and thanks to it the 
 opportunities in online shopping develop hand in hand with the IT evolution in the e-
 commerce. It is all about who can deliver a better customer experience. This competition 
 leads for further developments and evolutions which is a positive information for the 
 customer. In the future, we as customers can expect new features that will help us in the 
 decision-making process over the online shopping. One of these features is the augmented 
 reality which will allow the buyer to visualize the product which is desired. As an example, a 
 regular shop with clothes can be introduced in which you can put a picture of yourself and try 
 to mix already existing products offered by this brand in order to see how it fits to you and 
 with what type of clothes this specific product can be combined with. In the online store you 
 can’t try the clothes on to see if it fits you, but thanks to this feature, it can be clearly visible. 


This is also very important from the perspective of safe environment. Online shopping can be 
 observed as a form of shopping that is greener then the regular shopping in which clothes, 
 food, books, and any other type of tangible products on the market are being transported, 
 stored, relocated, etc., energy is being spent in the shops, and thereby impact and pollute our 
 planet. The reality is that online shopping does not reduce the impact on our environment, as 
 another decisive factors arise. Customers tend to order their products to the closest shop in 
 order for them to have the opportunity to try that clothes on. This leads to increased pollution 
 as now you order something that has to be transported to a shop to which you have to 


commute as well. In case the product does not fit you, you start ordering via the same process 
another size and pollution doubles. Another option is when you order a product right to your 
home and figure out that it does not fit you. At this moment, the customer sends it via the 
delivery person back to the store and orders a new product. Moreover, customers tend to order 
different products on different platforms over different logistics chains which leads again to 
increased transportation. The online shopping as a greener way of trade would start in the 
moment when customers stop purchasing products online by small pieces, but create a list of 
what everything is needed and order the whole needed amount at once in order to have the 



(16)whole basket delivered via one transportation object. Coming back to our augmented reality, 
 we can see, that thanks to the technology, the amount of returned orders can decrease and 
 have a positive effect on reduction of pollution.  


The beauty of the technology is also the fact that without any interaction with people, you can 
 have a look on how a product can be customized for your need. Online you can create your 
 own mix of details that will create your final product and its price. As an example, we can 
 think of a customized car. Car producers give us the opportunity to have a look how our 
 future car can look like. We can order a car in which we decide what color it will have, what 
 type of lights it will have, tires, details under the bonnet and the design from the inside of the 
 car. This also impacts our online shopping as the trends are present not only in the automotive 
 industry, but we can create our own customized product in different industries as well.   


If we sum up this part of the thesis, we can conclude that technology advancements in the 
 online shopping industry can be very beneficial for the customer, for the seller and also for 
 the planet.  


Logistics and Online Shopping10


Online shopping opens doors to new businesses that not only automate, develop and 


modernize processes in the new trend of online purchases, but also brings new opportunities 
 to companies supporting the flow of the business starting from simple IT maintenance to 
 delivery of a product to the end customer. In this part of the thesis, the new opportunities for 
 logistics and type of deliveries will be described. 


Many companies are focused on just delivering the product from the seller to the buyer, and 
 these companies can work on local and also international level. These companies delivering 
       


10 Vrabcová, Z. (2016). Zrealizovali sme prieskum nákupného správania Čechov na internete, online [available 
at: http://blog.pricemania.sk/pre-e-shopy/69-zrealizovali-sme- prieskum-nakupneho-spravania-cechov-na-
internete] 



(17)such a service must also be able well-known and work on their image as the customer, when 
 ordering a product online, has the opportunity to decide who will be the company that is 
 going to deliver the product to their door. Different delivery companies provide different 
 service, and therefore you can always decide from different suppliers. Some of them offer just 
 online payments, others offer also the option paying cash on delivery, these companies also 
 differ in the speed of delivery. Let us see the example of Czech Republic, in which the 
 customers mostly use the service of the Czech post due to the price reasons. Other, more 
 reliable and more costly companies like for example PPL are also in very competitive 
 position. Both companies are winning on their image based on the time being present in the 
 Czech the market, as Czech post was created in the year 1993 and PPL in the year 1995. Both 
 companies are Czech, and as Czech people support national products, new companies like for 
 example Zásilkovna are being created. This can also be viewed as the effect of growing 
 opportunities in online shopping. Czech consumers are also buying products coming outside 
 of the Czech Republic and also outside of EU. In this case, many global suppliers like for 
 example DHL, UPS, and others. Thanks to the trade policies and trade agreements that make 
 the international trade easier and possible, the global logistics companies can deliver us a 
 product with stating the approximate day and time of delivery in advance which increases the 
 customers satisfaction as the customers can compare different service and evaluate the 
 alternatives as it will be stated in the part “Customer Behaviour/ Behaviour of a traditional 
 shopper”. Big online sellers that sell accumulated products from one platform (like for 


example Amazon) are setting a specific period of time for global logistics chains in which the 
 customer should expect the product. This all is done in order to deliver the best service and 
 experience to the customer and for the customer to know who can provide them the best 
 service in the future. On this, we can also see that this opens again space for technology 
 development, as these sellers have to modernize and automate their warehouses and 


distribution centers. Amazon, one of the biggest e-commerce platforms, has its warehouses all 
 over the world. These warehouses can have no outages, it has to be working without breaking 
 in order to be able to deliver the product on time to the customer. This would be too costly if 
 everything would have to be done by people during the day and night shifts. Therefore, 
 Amazon has requested in a tender a solution that would automate their warehouses, and now 
 the products and part of the logistics is being managed and owned by the moving robots. 


These robots are interconnected with online bookings and know where exactly the product is 
located in the warehouse. As soon as the booking is made, the robots start moving towards the 
product, upload it and bring to the next phase of logistics chain. Amazon, thereby, can save 



(18)money by investing into new technologies and can ensure stable and sustainable business. The 
 E-commerce platforms/shops open new opportunities for not only logistics companies, but 
 also companies that maintain, automate and develop a specific part within the logistics 
 chain.11


Unified Digital Market 


The Online Shopping is getting also supported from different trade policies within specific 
 trade areas, like for example European Union, in which one of the most important topics 
 within the e-commerce area is the unified digital market. This unified digital market should 
 support the customers and vendors on the digital market as on the traditional market. All of 
 this is about the fair online trade and limitation of barriers in which the buyers and sellers 
 would be able to trade freely and would gain continuous and fair access to products and 
 services regardless the location within the EU. (European Commission, 2017) 


According to the same source, logistics companies, as already stated above, are developing 
 with the development of online shopping and get new opportunities where to grow, but the 
 vendors itself (like Amazon) are already agreeing on specific milestones with the suppliers in 
 order from one side to increase customer satisfaction, and from the other side to protect the 
 customer, as the suppliers are not always on time and the prices are not transparent. This is 
 one of the points that want to be tackled by the European Commission, whereby it wants to 
 increase the transparency of prices of the service delivered, and it also is aiming to increase 
 the level of product delivery tracking. On this example, we can see how European 


Commission is protecting not only the customers, but also the small and medium sized 
 companies. Thanks to the regulations, the smaller e-commerce traders have more 
 opportunities how to fight against its bigger competitors.  (European Commission) 


      


11 Amazon is rolling out new warehouse robots, Nicholas Shields  May 15, 2019, Business INsider, online 
[available at: https://www.businessinsider.com/amazon-introduces-new-warehouse-robots-2019-5]  



(19)1.4. Customer Behaviour12


In this part of the thesis, the focus falls on the customer behaviour. It will introduce the 


comparison between online and offline shoppers, including the way how companies can target 
 their audience in specific shopping regime, what influences shopper’s decision, and how the 
 data of customers behaviour can be tracked.  


Behaviour of a traditional shopper13


In this part of the thesis, it will be described how a traditional user decides during the 
 decision-making process and how companies can track its behaviour and implement its 
 marketing communication. 


The first step in the decision-making process is the problem recognition. The potential buyer 
 understands that it has some specific need that can be satisfied by purchasing a specific 
 product or service.  


At this moment, the shopper enters the second step and decides to start searching for 
 information required in order to understand what is the best option on the market. This 
 analysis includes budget possibilities, design of the product, features, service, warranty, 
 offerings, etc. The crucial moment comes into play during the moment in which the customer 
 decides how to search the information. The role of the seller in here arises right in this 


moment when it is supposed to be able to target potential customers at this stage because 
 customer can be either searching information from mediums like tv, magazines, radio, city 
 lights, etc., WOM (word of mouth), but also from its memory. As an example, we as potential 
 buyers can remember that once we saw some advertisement that reminded us of this particular 
 seller, or that we were walking through a shop and a promoter with a flyer or a sample has 
 approached us. The amount of information loaded into the mediums, customers, market has to 
 be just enough in order not to overload and become too dull, but on the other side to stay in 
 the mind of potential buyer.   


      


12 Hennig-Hanf C, von Wersebe B, 1994, ‘Price, quality and consumer behaviour’, Journal of Consumer Policy, 
 vol 17, pp 337-351  


13 Applebaum W, 1951, ‘Studying consumer behaviour in retail stores’, Journal of Marketing, vol 16, pp 174- 
180 



(20)After enough information has been accumulated, the shopper starts to evaluate the alternatives 
 available. On the basis of information collected from the previous step, the customer will have 
 the options how to decide. Therefore, the availability of information and communication style 
 is important. Customer will compare different products from different sellers and based on 
 that it will come to the next step which is the purchase decision.  


At this stage, the customer performs the actual purchase of the desired product.  


The last stage is the so-called post-purchase analysis or evaluation in which the end consumer 
 and the customer can evaluate if the product met the desired effect, satisfaction and result. For 
 the seller, this stage is very important as it might help to lock-in the customer for future 
 purchases because the next time when the customer will search for information of a product 
 that will have to satisfy the same need, the customer will know based on its previous purchase 
 that this specific product is the one. Moreover, the customer will be the one sharing its 


experience with this product. This stage will not only impact your future purchases made 
 from this customer, but also might impact the development of your sales in the future. What if 
 the customer that purchased your product is a publicly well-known person that can influence 
 people’s decision-making process? 


How can a company track the customer behaviour in the traditional shopping environment 
 and how can it target its customers?  


Companies in traditional shopping were used to collect quantitative and qualitative 


information from secondary data which were conducted by retail stores or other companies; 


and from primary data that were more relevant for the sellers as it was the most accurate data 
that were needed. Customers are asked in the real life about their shopping experience, open-
ended questions that will help to understand the needs better. Nevertheless, this is a time-
consuming and expensive process in which companies have to collect, analyze and process 
data that are available. Through these questions and analyses, companies can track the 
behaviour of the customer, the needs of the customer, what the customer likes and dislikes, 
what the shopping experience is, etc. All of this is important to make the average size of the 
purchase to increase and to bring new customers. With the flow of time, technology develops 
and the digital world of shopping starts bringing new opportunities for traditional companies 
how to target their audience and how to collect this data. First of all, there are different 
technologies that can track the number of customers entering the store. Based on this data, 
stores can easily understand what the peak times are and when how many employees are 



(21)required to serve the customers. This type of technology can help companies to start saving 
 money on salaries by setting the appropriate number of workers and scheduling the working 
 time slots properly. Imagine a situation in a retail store in which about 30 cash desks are 
 available. During the day, when most of the people are at work, not a lot of customers are 
 present in the store, but all of the 30 cash desks are active. This is an unnecessary cost as the 
 store can save money on having just exact amount of cash desks active that will be able to 
 serve the customers. Definitely, the store itself can hire more employees to stay at the 


entrance and count how many people entered the shop, but processing and analyzing the data 
 will be time-consuming and the flow of customers can be changing with the period of the year 
 or some special occasions, therefore an automated system is required that will make the life of 
 management and its decisions easier. 


Moreover, the marketing department can also benefit from the technological advancements. 


Thanks to the innovations in IT, it possible not only to count how many and when do 
 customers enter your store, but also to track their location. We are coming back to the 
 smartphones story, in which we can clearly observe that devices used by a person keeps 
 growing and a vast majority of people has a smartphone. Majority of stores do also have 
 access points that provide the Wi-Fi for the customers. These access points can see where the 
 device is actually located in the store, and if there are just enough access points available in 
 the store, the customer will have not only a great experience with the continuous unbreakable 
 Wi-Fi connection while shopping, but the also the seller can ensure that it has the opportunity 
 to accurately track the location of the device and thereby the shopper. Why is it actually 
 important for the store to be able to track the customer? Many departments within the 


company can benefit from the tracking data available- that is finance team, procurement, HR, 
 IT, but also Marketing. The information that tells you where your customer is located is very 
 rare as the marketing department will know what the interest of the customer is. Shelves, 
 rows, products- all of that has some logical position and location within the shop- it can be a 
 retail store, a shopping mall, clothing store, luxury shops, etc., and from that the seller will 
 know in which location the user is approximately located. From that, the marketing team will 
 be able to target its customer and send sales promotions, news, offers, and many other 


innovative ideas which aim is to increase the customer satisfaction. 


We can clearly see that thanks to an investment into IT, companies can start benefiting from 
reduced operating expenses, which is unnecessary number of employees on a specific place at 



(22)a specific time, wrong distribution of workload, energy expenses, utility costs, marketing 
 costs, etc. The problem arises at the moment of the purchase, as companies see investment 
 into IT not as an investment, but an expense because the initial payment is usually high and 
 companies focus on Capital Expenses, and not on the Operational expenses and the total cost 
 of ownership in the end. These innovations and development can help not only to reduce the 
 expenses, but also will increase the customer satisfaction, bring new customers, spread Word 
 of Mouth, lock-in already existing base of loyal customers, increase the rating in the industry 
 you work at and will differentiate you from your competition.  


Behaviour of an online shopper14


According to a survey from eMarketer, 2009, in the United States of America, 87% out of all 
 shoppers are users of the internet, and 73% out of these internet users are purchasing online 
 and 15% are just the ones who are searching for production online, but are purchasing offline. 


In order to get a comparison of this situation with the situation in current times from European 
 countries like Czech Republic and Germany, I conducted my own research in which I have 
 asked respondents, who were millennials, about their purchasing style today. In Czech 
 Republic, 8 girls out of 10 shared that they purchase online, 3 out of 10 purchase via the 
 traditional way, but on the other hand, the offline users shared that in case when they know 
 the taste/size/smell/and other decisive factors, they have no reason not to purchase online. On 
 the other side, one of the respondent groups was also group of women who are above 50. 


Surprisingly, 6 women out of 10 are also purchasing online, and the 4 that purchase offline 
 had their own reasons not to purchase online. These reasons were mostly very similar. The 
 main two reasons were that shopping is already a tradition, and also that they are not 


concerned about the security of online payments.  In Germany, the situation is very similar, in 
 which the only difference was that in the women above 50 respondents’ groups, it was 7 out 
 of 10 who purchase online. From the perspective of the male millennial respondents (both 
 from CZ and Germany combined), 17 out of 20 responded that they purchase online 
 regardless the type of product- online games are not purchased anymore on CDs, but you 
 either buy online version, or subscribe as described in the part History of Online Shopping, 
 food in bigger amounts is purchased over delivery service (like for example Košík.cz), clothes 
       


14 Dange U, Kumar V, 2012, ‘A study of factors affecting online buying behaviour: a conceptual model’, SSRN 
Electronic Journal, available from www.researchgate.net,  



(23)are purchased by family members/girlfriend. Czech Male respondents who are above 50 years 
 old tend to be more traditional, as 3 out of 10 purchase online, as they do not really trust 
 something they cannot feel/see in the real life. This is an example of a country with a high 
 uncertainty avoidance, where this factor is influenced by the history and past events that 
 impacted the countries culture. On the other side, 6/10 respondents of the same age category 
 from Germany have responded, that online shopping is something that makes their life easier 
 and are using it on a regular basis- as for electronics, customized clothes, and food delivery.  


We can clearly observe that with flow of time, the number of online buyers keeps increasing. 


There are different reasons which stop shoppers to start purchasing online. These reasons are 
 mainly the concerns about online payments, privacy data, expensive and unreliable delivery 
 services, need to be able to touch the product before purchasing, and others. Countries, trade 
 areas, and others are fighting for the safety and protection of the consumers, and therefore 
 always create such incentives that will ensure the data privacy, safe online payments, and 
 prevent leakages of sensitive information. As an example, we can introduce the European 
 Union’s incentive called GDPR 15(General Data Protection Regulation) which main aim is to 
 protect data and privacy of the customers (online x offline), and to ensure safe data transfer 
 within the EU. In case of breaches or data leakages, the responsible sellers will be 


responsible. (European Commission)  


Online shoppers in CZ are therefore also just ordering online and paying cash on delivery in 
 order to ensure that they see the product and can safely pay to the delivery person.  


      


15 EU data protection Rules, European Commission , online, available at: 


https://ec.europa.eu/info/priorities/justice-and-fundamental-rights/data-protection/2018-reform-eu-data-
protection-rules/eu-data-protection-rules_en 



(24)2.  Forms of Entry to Foreign Markets 


Any business decides on its own how it wants to enter a specific market. Is it over resellers, 
 piggybacking, Joint Venture, exporting, e-commerce, or anything else? What is the aim of the 
 internationalization? Is it market seeking, resource seeking or efficiency seeking?  Every 
 company should consider the trends on the market, clearly state the target audience, pros and 
 cons of each type of potentially suitable mode of entry, and undertake action. 


Choosing Target Market 


There are different factors that need to be taken into consideration when choosing a strategy 
 for deciding which market is going to be targeted.  


These factors are following:16


a)  Political Environment: Businesses have to analyze for stability of the political 
 system, what multinational agreements and with whom has the country signed, 
 connected with that are the international relations with countries on political level; 


b)  Trade Policy conditions: Businesses should be aware of the Tariff and non-
 tariff trade policy instruments, the exchange rate policy and customs 


c)  Economic Environment: definitely this is one of the most important factors 
 that should be analyzed as this indicates what is the economic situation on the market, 
 including the inflation, unemployment, investments, and economic growth in general 
 d)  Legal Environment: businesses should be aware how stable the legal 


environment is, in order also to be able to predict how the conditions may influence 
 businesses from exporting countries, how to operate with cash flow and repatriation of 
 profits, employers and employees’ rights, potential dispute settlement, and many 
 others; 


There are also different factors that are important to be analyzed; these are for example the 
 limitations and different rules for different types of products. Mostly it also depends what is 
 the aim of such business- is it market seeking, resource seeking or efficiency seeking? Then 
 from that the businesses can prioritize what has to be analyzed- is it the access of the country 
       


16 Sato Alexej, Halík Jaroslav, Hinčica Vít: International Business Operations ISBN 978-80-245-2205-0, VŠE 



(25)to raw materials; is it the economic growth; diversity of distributors/partners; geographical 
 locations, etc….  


First-Movers and Late-Movers   


What also is distinguished, is the timing of entering the market. There are the so called first 
 movers and late movers. The first movers are the ones who enter the market as one of the first 
 ones and get the advantage of loyal customers, low competition, and create potential burden 
 and difficulties for late movers to enter the market. The late movers are the ones to enter the 
 market later, but on the other side they learn from mistakes of the first movers, leverage theirs 
 marketing investments, and enjoy the disadvantages of first movers as their advantage.17  


2.1.  General characteristics of market entry 


There are different ways how companies want to reach international markets. These types of 
 forms are distinguished in three different groups: 


Export/Import of Goods and Services 


This type of entry mode is one of the oldest, simplest and traditional ones. Companies do not 
 require large investments and spending on research and development, hiring sales people and 
 marketing activities. Exporting Companies, on the other side, have to invest into research on 
 which method on how to enter a market to choose as their decision will fully depend on the 
 correctness of its international business strategy. Companies that choose this method as their 
 market enter strategy cooperate closely with partners within the target countries. These 
 partners have conducted their market research already, have the knowledge of the market, 
 already existing channel network, loyal customers, and other partnerships that make them the 
 perfect partner for exporting companies. There are different partners and methods which way 
 to go: Export over Wholesalers and Retailers, Exclusive Distributors, Sales Representatives 
 (Commercial Agents, Commission Agent), Brokerage Contract, Mandate Contract, 


Piggybacking.  


      


17 “Global Business“, Mike W. Peng, South-western Educational Publishing, (2008), p. 286      
ISBN : 978-0324360738 



(26) Equity Mode of Entry 


This type of mode of entry requires capital investments to enter the foreign market, as the 
 company that is willing to go abroad is investing into branches/sites in the desired 


market/countries. Typical example of a business entering a foreign market over capital 
 intensive (equity) based mode of entry is the automotive industry. Large amount of money is 
 being invested, with also expectancy of high returns and profit generation. In the case of 
 Equity mode of entry, the businesses tend to be closer to its customers thanks to the 
 availability of direct contact.  There are different types of Equity Modes of Entry.  


Foreign Direct Investment  


This type of mode of entry is usually used by financially strong companies as the Foreign 
 Direct investment is one of the most capital-intensive methods.  As already stated above, 
 Equity modes of entry allow businesses to have direct contact with its customers, and FDI is 
 not an exception. Moreover, thanks to the investments abroad, it has full control over the 
 profits and market incentives. Foreign Direct Investment plays a big role in todays’ globalized 
 world, as it positively influences the development of developing countries. When a business 
 invests in a foreign country (from developing country), it also exports the know-how, 
 technology, infrastructure, but also creates jobs and increases the local salaries. There are 
 different types of FDI: Acquisition, Merger, Greenfield Investments, Join Ventures, Strategic 
 Alliance. 


Portfolio Investment 


Portfolio investment is the purchase of stocks, government bonds, treasury bills, and other 
 financial assets for which a return is expected 


Non-Equity mode of entry1819


This is the mode of entry that does not require equity investment on the foreign market. It 
 works in the way, where “exporting” country leverages its know-how to reach the 


      


18 Sato Alexej, Halík Jaroslav, Hinčica Vít: International Business Operations ISBN 978-80-245-2205-0, VŠE 


19 Unctad, World Investment Report: NON-EQUITY MODES OF INTERNATIONAL PRODUCTION AND DEVELOPMENT, Chapter 
IV, 2011 [online, available at: https://unctad.org/en/PublicationChapters/wir2011ch4_en.pdf] 



(27)“importing” country over its already available channels. Non-Equity modes deliver tangible 
 and intangible assets to the importing country whereby it influences different factors, like for 
 example: employment, GDP, Export/Import, Know-How and Technology transfer, building 
 long-term relationships, etc… There are different types of Non-Equity Modes of entry- 
 franchising, licensing, management contract and others. In this part of the thesis, we will have 
 a glance on the above three mentioned types of non-equity modes of entry. 


Franchising 


In franchising, the franchisor (seller) ensures the franchisee (buyer) with licenses, access to 
 trademarks, know-hows, training, equipment, and many other for capital investment and 
 regular royalties. For the franchisee, one of the main benefits is the fact that allows the 
 franchisee to enter the market with already existing brand, delivered training and system of 
 business – such as the economics of scale, distribution channels, system of operations, 


advertisement, etc. One of the main reasons for businesses to fail are lack of concrete business 
 system, not being competitive, lack of personal growth, dependency on one vendor and one 
 customer, lack of transparency, understanding of the market and its needs, ineffective 
 leadership and others.20 Franchising is a perfect opportunity to overcome these potential 
 burdens, as franchising as already stated above provides you with management and training 
 support, product with developed image, international advertisement, service assistance 
 (financial, HR, IT,….). Franchisees experience also disadvantages of franchise in form of the 
 regular royalties which represent a specific percentage of the sales revenue. The percentage 
 may vary according to the agreement. Moreover, the license is given per product and in case 
 the franchisee wants to challenge current trend in the market- it just won’t be able before it 
 won’t be approved, which might take longer than the trend in the country. Franchisor can also 
 find its advantages hidden in the quick expansion for little money invested whereby the 
 franchisor can leverage the franchisee’s knowledge, customers base and the research of local 
 market. Moreover, the franchisees are more responsible than regular employees and the 
 regular royalties keep them motivated. On the other side, the franchisees have got higher 
 power and lower control than the employees which can be harmful for the franchisor; which 
 can lead in a terrible situation in case one of the franchisees ruins company’s reputation. 


      


20 Business Management Degree, TOP 10 Reasons Why Businesses Fail, [online, available at: https://www.business-management-
degree.net/top-reasons-why-businesses-fail/]



(28)Licensing 


In case of licensing, the licensor (“seller”) is providing the licensee (“buyer”) the permission 
 to produce and manufacture the goods and products that are protected by patents. It actually 
 allows the buyer to use the intangible product (such as brand).  


The buyer can have different reasons why to do so. One of those reasons is the lack of R&D 
 budget, whereas the owner of the license already went through the process of research and 
 development; and the buyer will enter the market with already established product. The seller, 
 on the other side, can easily target a new market where it previously had little or no access. In 
 addition, the reach of the new market will require a little investment. The risk that the licensor 
 experiences is the low control over the licensee where even the licensor’s license can become 
 its own competitor. In case of licensing, the licensor puts its intellectual property at risk, as it 
 grants the information and know-how to the licensee.  


Licensing becomes more popular and is one of the important sources of income for many 
 companies. 


Management Contract 


Management Contract is another type of non-equity mode of entry that allows companies to 
enter foreign markets with the help of intangible asset. This is an agreement in which a 
company that lacks management skills hires a company that is going to perform management 
tasks for the initiator of the project. Usually such situation occurs between companies from 
developed countries and companies from less developed countries. In exchange for the 
transfer of skills and knowledge, the management company gets rewarded in form of 
commission, fixed percentage from profits, or even by the form of shares. 



(29)2.2.  E-Commerce as Market Entry Mode 


IT is not anymore just a regular department within a company. Today, IT is one of the most 
 important and business critical departments because thanks to E-Commerce they can easily 
 target new customers and reach already existing customer cheaper.  


E-Commerce can be perceived as selling your products online in the digital world over 


internet. This method of expanding the way on how to reach new markets/customers can have 
 two reasons. The first reason is purely online business when a business’s pure idea and vision 
 will be just selling online. As an example, I can introduce a company of my friend called 


“Lington”21. This company is active only on-line and the products can be delivered anywhere 
 in CEE (Central and Eastern Europe). The benefits of such a company will be described in the 
 subchapter Advantages of E-Commerce Already existing companies that have regular and 
 physical shops, can use e-commerce as additional way on how to sell products. This can have 
 different reasons- a reason for the customer to see something online in order to go the shop 
 and buy more than desired, or the physical shop can serve as a place for pick-up of the 
 purchased product online.  


E-Commerce can be described as the (R)evolution of shopping; and is not only perfect for the 
 fact that you can reach your customers (vice versa) without the need for the direct contact, but 
 it also is changing the way how marketing is performed. More described in the chapter 


History of Online Shopping. Companies cannot only track what customers are looking for on 
 the internet, but also can send them attractive offers in order to achieve higher profits. Thanks 
 to the internet, companies can reach customers globally  


E-Commerce has got different communication methods, and one of them is e-shop and so-
 called m-shop. E-Shop is a regular Web application to which we connect over the internet and 
 can find all the information about the company, assortment that a company is offering and is 
 about to start offering, news about the company, and many more. Customer can easily decide 
 which product it wants, place the order by paying safely online and choose the delivery 
 service. On the other side, M-Shop is very similar, but the only visible difference is that 
 customers enter the m-shop over mobile device. The usage of the M-shops is constantly 
       


21 https://www.lington.cz 



(30)increasing because as already described above, the daily usage of phone and the time being 
 spent on social media is increasing. Social Media is connected with M-shops, internet browser 
 and games are always giving you some advertisements that connect you to m-shops, etc….  


The beauty of E-Commerce is the different types of forms it can have. In total, there are 5 
 forms. The first one is the B2C (Business to Consumer). This form is being considered as one 
 of the most common ones. This is the type in which we as individuals purchase online 


different products. The advantages for customers are the price comparison, description and 
 reviews of the product, etc…On the other side, seller can have direct contact/relationship with 
 its customer. Second form of E-Commerce is the so called B2B (Business to Business); in 
 which the business relationship is created among two companies. As an example, a regular 
 vendor- distributor relationship can be used. Another form of E-Commerce is the C2C 
 (Consumer to Consumer), where a trade relationship is being established between two 
 consumers. As an example, the platform called Vinted.CZ22 can be introduced, where people 
 can trade off clothes.  Next form of E-Commerce is the G2B (Government to Business), 
 where the business relationship is being established among the government and a company. 


The fifth form of E-Commerce is the G2C model (Government to Citizen) where the business 
 relationship is being established between the government or public institutions and citizens. 


There are different examples of G2C, but it can be for example the publicly available 
 information provided from government to citizens. Another example could be auction of 
 government property. 


      


22 https://www.vinted.cz 



(31)Global E-Commerce sales grow with every year. As we can observe on the Picture 1 below, 
 E-Commerce sales worldwide have only increased and never experienced a negative growth. 


According to Statista.com, E-commerce Sales Worldwide in the year 2014 were 1 336 billion 
 USD and based on the history of growth between the year 2014-2019, the expected sales in 
 the year 2023 are 6 542 billion USD. 23


Picture 1 E-commerce sales worldwide from 2014 to 2023


24


On this example, we can observe how rapidly the e-commerce becomes more popular every 
 year. The reason for that is (as already described above) the technology development, the 
 trends, usage of smartphones and social media, the change in the shopping trend, variety of 
 different delivery services, etc..  


      


23 Statista.com, e-commerce sales worldwide from 2014 to 2023, [online; retrieved 
 at:https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/] 


24 Statista.com, e-commerce sales worldwide from 2014 to 2023, [online; retrieved 
at:https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/] 



(32)Picture 2 Regional share of total ecommerce turnover 


25


According to Ecommerce Foundation, and its findings on the Picture 2, we can observe which 
 region in the biggest contributor to the worldwide    E-commerce turnover. It is clearly 


visible, that one the biggest contributor into the E-Commerce global turnover are the Asia & 


Oceania Countries. What has to be taken into consideration is also the population. As we can 
 see on the Picture 3 below, Asia & Oceania also leads on the highest population amount in the 
 world.  


      


25 Ecommerce Foundation: Ecommerce Report: Global 2019, [online; retrieved at: 


https://www.ecommercewiki.org/reports/807/ecommerce-report-global-2019] 



(33)Picture 3 Share of population, by region (2019) (Source: Ecommerce Foundation) 
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Not only the number of population plays role in the E-Commerce world’s turnover share. The 
 fact is, that Asia & Oceania is one of the mostly developed countries in terms of technology 
 advancements, and the usage of online payments/mobile banking/M-shops/… and the speed 
 of internet. 27 Asia & Oceania consists also from countries like Afghanistan, Brunei 


Darussalam, Cambodia, Tajikistan, Turkmenistan, Mongolia and others, in which the level of 
 E-commerce development is low, therefore, the potential of Asia & Oceania is vastly 


untapped. Statista.com has also forecasted the expected turnover from E-Commerce sales in 
 Asia & Oceania, and on the Picture 4, we can see the results. 


      


26 Ecommerce Foundation: Ecommerce Report: Global 2019, [online; retrieved at: 


https://www.ecommercewiki.org/reports/807/ecommerce-report-global-2019] 


27 United Nations Economic and Social Commission for Asia and the Pacific, EMBRACING THE E-
 COMMERCE REVOLUTION IN ASIA AND THE PACIFIC, June 2018, [online; retrieved at: 


https://www.unescap.org/sites/default/files/embracing-e-commerce-revolution.pdf 



(34)Picture 4 Total E-Commerce Revenue in Asia & Oceania 


28


We can observe, that growth of total revenue will continue, but on the other hand the YoY 
 (Year over year) will tend to decrease which can be impacted by different reasons.  


Situation in Europe 29


On the Picture 5, we can observe the internet usage and Online Purchase of European 


countries in the year 2019.30 All in all, 88% of whole European population had internet access 
 and 63% purchased online within the last 12 months. Just for comparison, in the year 2016, 
 84% of whole European population had internet access and 55% purchased online within the 
 last 12 months. (Eurostat,2016). Just in three years, the online purchases have increased by 
 8%, which shows us that the e-commerce is getting more desired. These statistics show us 
 that online purchases are mostly being performed in the United Kingdom with the 87% of 
 penetration rate, followed by Denmark with 84% and Norway/Sweden with 82%. The lowest 
 penetration ratio is in the countries like Montenegro 16%, Romania 23 % and Turkey 30%. 


      


28 Statista.com, eCommerce Asia, [online, retrieved at: 


https://www.statista.com/outlook/243/101/ecommerce/asia] 


29  Eurostat, E-Commerce Statistics for Individuals, [online; retrieved at: https://ec.europa.eu/eurostat/statistics-
 explained/index.php?title=E-commerce_statistics_for_individuals#General_overview] 


30 Eurostat, E-Commerce Statistics for Individuals, [online; retrieved at: https://ec.europa.eu/eurostat/statistics-
explained/index.php?title=E-commerce_statistics_for_individuals#General_overview] 
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