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Abstract  


In our reality it is crucial  for  businesses to develop and implement an e-commerce  service 
 which will provide a competitive strategy that will meet the business logic and match best 
 market trends. The general popularization of the internet networks increases the role of the 
 company’s activities in the network and creates competitive area to define the market share. 


Recent challenging situation relating to COVID–19 pandemic has even more noticeably put 
 forward the importance of e–commerce.  Well–structured e–business combined with good 
 online strategies will give an opportunity not only to achieve significant results in sales, but 
 also will provide a unique competitive advantage that will differentiate the business from other 
 competitors and help to build strong customer relationships.  


Based on  information from open sources, reports, available previous research, customer 
 surveys  and  company  interviews,  this  work  aims to study  e-commerce  as part of the 
 competitive advantage of retailers, highlights  its importance to business and identifies  the 
 importance of competitive strategies in this concept.  This  work  develops  specific 
 recommendations through examinations and empirical analysis, for the retail organizations to 
 develop  e-commerce  omnichannel marketing  strategies focused  on  customer approach  to 
 create prerequisites for competitive advantages over the competitors. To meet the goal of the 
 research, online customer behavior survey and company interviews were conducted having 
 concentration on retail sector in Russia, more precisely, the retail sector of Kaliningrad city. 


The results showed that according to competitive market and online customers preferences, 
 companies should focus on providing personalized offers, implement well–structured online 
 stores and customer service (omnichannel approach). The  implementation of e-commerce 
 addressed customers’ choices and builds loyalty. In its turn, leads to competitive advantage 
 over other participants of the market. The research results can be used in the development of 
 a new competitive retail strategy and in the decision to implement e–commerce. 


Keywords: Competitive advantage, Customer behavior, E–Commerce, Marketing strategies, 
Omnichannel approach, Retail sector in Russia, Retail sector of Kaliningrad 
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Introduction 


In recent years, there has been a transition to the global use of digital electronic means to 
 exchange information and conduct transactions. The modern development of world trade is 
 impossible without innovation. Electronic business is one of the key drivers of the development 
 of world trade in the modern world economy. The effective organization of the company’s 
 electronic business can increase its competitiveness in the context of modern scientific and 
 technological progress and increasing requirements for the speed of information exchange 
 between  trade  activities.  The  constantly  increasing  retail  market  demonstrate  an  essential 
 necessity for studying competitive strategies as the main factor affecting success of retail 
 companies in the market. However, the e-commerce market is growing multiple times faster 
 than retail, which tells us about its importance and relevance to be implemented. [38] 


Considering current challenging situation in the world regarding the COVID–19 pandemic, the 
 special attention is paid to e–commerce.  Starting  from  second  quarter  of  2020,  when  the 
 worldwide stores closure and anti–covid measures relating being in public places took place, 
 there were registered a huge increase in e-commerce demand.  


“The COVID–19 pandemic has accelerated the shift towards a more digital world. The changes 
 we make now will have lasting effects as the world economy begins to recover,” said UNCTAD 
 Secretary–General Mukhisa Kituyi. 


According to Digital Commerce360 online sales had a record breaking 43.7% increase. Almost 
 all retail stores without virtual store, started the development and implementation of online 
 stores which provides opportunity to manage web sites, marketing, sales and operations. Many 
 companies face difficulties of e-commerce  development, mainly regarding the factors that 
 interfere their work. The level of market readiness for entering the e-commerce can vary and 
 cause the problems and barriers to its development. The study is devoted to the investigation 
 of how the innovative e-commerce business and Covid–19 changed the way of consumption 
 and shopping amongst the population and understand the meaning of competitiveness and 
 how e commerce can enhance the  competitiveness  of the company’s retail and affects its 
 development. [22] 


The purpose of the study is to analyze the e-commerce marketing strategies, understand the 
 modern customers’ behavior, study the modern e-commerce approach of retail organizations, 
 and  justify how it helps to enhance the competitiveness of the company’s retail and reveal 
 recommendations for its development. 


The main task of the Thesis is to review the customers’ shopping behavior and e-commerce 
strategies of retail companies in Kaliningrad city formulating how the implementation of e-
commerce and  omnichannel  marketing  approach  helped  organizations  to  improve  their 
business and be competitive. The subtasks of the Thesis are:  
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•  To identify the relevance of e-commerce implementation for organizations in terms 
 of  possible  changes  in  customers’  online purchasing behavior since Covid–19 
 pandemic in Kaliningrad city 


•  To  formulate recommendations for organizations online channels based on 
 customers’ online purchasing behavior 


Retail companies were chosen as an object of research not by accident – today the trade sphere 
 is the fastest growing sphere of economic relations in the world. The study of impact of retail 
 factors for competitiveness is justified by the high relevance of the study of the retail as a whole 
 and attractive area for development. 


The subject of the study is the e-commerce in companies operating in the commercial sphere. 


For modern business retailing, the constant introduction of innovative technologies is 
 necessary, it contributes and accompanies its development. The e-commerce market has been 
 developing most dynamically over the past 15 years, due to the rapid growth in the number of 
 Internet users, the increase in the influence of social networks and other interactive online 
 platforms. As Internet technologies improve, businesses have more and more opportunities to 
 organize online stores. Companies that assume their product cannot be sold online, taking a 
 risk missing out on market entry and winning over customers before their competitors do.[89] 


Thus, e–commerce, which is developing faster than traditional commerce, is gradually 
 penetrating the farthest corners of the earth, reaching an increasing number of Internet users 
 and companies on the world stage. In the process of capturing the market, each company needs 
 to strengthen its competitive advantages and e-commerce only contributes to this process. 


The paper consists of four parts: the definition of the theoretical basis of the topic analysis of 
 the current state of electronic commerce in the world,  electronic commerce in Russia and 
 modern  e  commerce  marketing  models  (omnichannel approach), designed methodology  as 
 well as the empirical analysis of customers’ shopping behavior of Kaliningrad city and specific 
 examples  of big  and small  retail companies  applied  electronic commerce strategies of city 
 Kaliningrad. 


Chapter one  defines the theoretical basis of e-commerce  practices, describing  the term, 
 history of development and types of e–commerce, examines the essence and goals of various 
 competitive strategies applied by the companies and described by scientists M. Porter and I. 


Ansoff. Further the main competitive strategies in electronic commerce were described.  


The Second chapter  of the Thesis devoted to the analysis applicable to the topic of the 
 paperwork based on secondary research information. The chapter includes the analysis of the 
 current state of the world’s  retail  electronic commerce,  specific features of e-commerce 
 development in Russia through the secondary quantitative analysis of the identified patters 
 and the e-commerce  development trends of retail  sector in Russia, the  necessity and 
 perspective expediency of the use of omnichannel model by international retailers and its 
 implementation strategies.  


The third chapter  discovers methodology which describes the steps and methods which 
were applied for writing the practical part of the Thesis and reach the main goals and subgoals.  
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The fourth chapter focuses  on direct analytical analysis and examines the empirical 
 analysis of customers’ shopping behavior in Kaliningrad and understanding  of main e-
 commerce implementation rationale and strategies of five retail companies in Kaliningrad. The 
 chapter includes primary information gathered from quantitative analysis of customers’ 


behavior survey where are described their shopping preferences, expectations and experience, 
 as well as interviewed companies’ profiles and qualitative research describing the main 
 findings from the conducted interviews.  


The conclusion summarizes the outcome reached with the means of the analysis performed 
in the fourth chapter.  
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1. E-commerce theoretical practices 


In this chapter the author focuses on the description of e-commerce the advocates of which 
 we all are today and the competitive advantage in today’s market. The paper presents the 
 definition and types of e–commerce, both traditional and innovative. Furthermore, the 
 reader is introduced to competitive advantage, its definition, and strategies and ways to gain 
 it. Last but not least, the author acquaints with strategies to gain competitive advantage in 
 E–Commerce.  



1.1. E-commerce and brief history of its development 


The term E-commerce or Electronic commerce refers to buying and selling goods, products, 
 and services over the internet or electronic network. However, in a broad sense it includes not 
 only money transactions and funds but also electronic document  flow, ordering goods and 
 services in real time. In other words, any commercial and financial activity in the global 
 network falls under the definition of e–commerce. The studies of e-commerce technologies can 
 vary. It includes such categories as: online sales, online banking, ticket and hotel reservations, 
 payment system transactions, internet marketing, supply chain, mobile commerce etc. [40] 


It is important to understand the difference between e-commerce and e–business. These two 
 have similarities and are interconnected, however e–business is a wider term than e-commerce 
 and every business transaction comprise  selling  or  purchasing goods or services. [44] 


Moreover, e-commerce solely refers to the transactions between sellers and consumers, while 
 e–business refers to the whole process of managing an online business.  


Fundamentally,  e-commerce  is the successor of Electronic Data Interchange (EDI) system 
 which appeared in 1960. The start points for e-commerce came with the first online store made 
 in the UK by Michael Aldrick in 1979. Later, online shopping began to be widely used by major 
 enterprises such as Ford, Nissan, General Motors etc. That means, that first virtual stores were 
 tailored to automotive industry. Since 1990 e-commerce has been used for enterprise resource 
 planning (ERP), data mining and data warehousing. Most of European and American 
 companies offering their services via internet begun developing a huge e-commerce network. 


A large number of internet companies was created in the 90s, for example Amazon, eBay, 
 Alibaba and others. At that time people thought that with the development of the internet, a 


„new economy“ era will start. For that reason, the emergence of a large number of internet 
companies led to the known economic term „dotcom bubble“ (1995 –2001). [11] The economic 
bubble formed as a result of dramatic increase of internet companies‘ shares. The dotcom 
bubble burst on March 10, 2000 when the NASDAQ2 index reached 5132.52 points, and at the 
close of trading fall 1.5 times, which in its turn led to the closure of a number of internet 
companies. At present, e-commerce is considered as a regular part of a society. Considering 
also anti–pandemic measures applied by governments due to the virus SARS–CoV–2, majority 
of people around the world order goods online. [8][11][85] 
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E-commerce  simplifies business processes across many industries. It gives opportunity to 
 reach a global market without large financial investment. Buyers and sellers can meet in virtual 
 world and geographic position is not a limitation for this type of commerce. Consumers can 
 make a global choice and obtain all the necessary information they need about the product. If 
 the product is digital, then the delivery service can be simplified at times. Therefore, 
 transaction costs will be lower which affects the price of the product.  



1.2. Types of E–commerce 


The e-commerce industry became very popular and fast growing for the last two decades. Most 
 of the companies nowadays apply for such a hybrid approach, where the sale of products and 
 services takes place both in offline and online stores. To align and analyze their capabilities to 
 be competitive in a market, firstly it is essential to determine the main types of business models 
 and their characteristics. In this section the author introduces the traditional and non–


traditional types of e-commerce business models.  


The e-commerce type classifications are done based on the types of participants involved on 
 both sides of transactions. [95] 


There are six traditional types of e-commerce by business models:  


•  Business to Business (B2B);  


•  Business to Consumer (B2C);  


•  Consumer to Consumer (C2C) 


•  Consumer to Business(C2B),  


•  Business to Administration or Business to Government (B2A or B2G) 


•  Consumer to Administration or Consumer to Government (C2B or C2A). [5] 


According to the B2B model, companies enter into transactions with each other on the 
 Internet. A B2B platform combines solutions for suppliers and buyers, forming a single system 
 in the form of an Internet portal. It is implemented on electronic trading platforms and 
 marketplaces and is also presented in the form of electronic trading warehouses (sales and 
 supply systems, e–procurement). 


The B2C model of interaction between the company and the consumer is the most popular 
 form of e-commerce that spans the online retail industry. The advantage of this e-commerce 
 model is the minimalization of the number of intermediaries when organizing sales. Sales are 
 made directly. It is implemented using models of web showcases, online stores, online 
 shopping systems. 


The C2C model connects consumers to each other to exchange goods or services. It can be 
done through third parties which are providing service to the users for transactions. They 
typically  make  their  money  by  charging  transactions  or  listing  fees  from  the  sellers,  also 
provide additional services for the ad promotion (to increase popularity by placing banners to 
the website) or provide their own shipment services.  For instance, eBay or Amazon are the 
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most known worldwide. On one hand, the C2C model can be beneficial due to motivated buyers 
 and  sellers.  On  the  other  hand,  it  faces  a  key  challenge  in  quality  control  and  technology 
 maintenance. This model of E-commerce can also be implemented using online auctions. 


The C2B model is consimilar to C2C.  Here the consumer acts as a seller and business acts as 
 a buyer. Nowadays it is very common for companies to buy advertisement from the influencers 
 and bloggers who have large audience for them to promote their product or service that they 
 provide to their audience. Many companies sign contracts with media personalities for image 
 and promotion.  For example, top streamers in Twitch (streaming platform provided by 
 Amazon) can have a direct partnership with Twitch (to have some profit from the paid 
 subscribers) and can also have contracts with other organizations and advertise their products.  


In the B2A or B2G model  the business actors are a commercial organization and public 
 administration or government agency. This business model is young but rapidly growing form 
 of commercial relationship which includes tenders or public procurement services. For 
 example, we see a B2A or B2G model when business does a license renewal or government fee 
 payment online. 


We talk about C2A or C2G model when an individual makes a payment to the government. 


(e.g. someone pays their parking fine online).  


Given the aim and the focus of this paper, it makes sense to concentrate on B2C type, which is 
 the most developed and universal in e–commerce. This business model is aimed for the E-
 commerce range which focuses on the transactions of companies with individuals or, in other 
 words, with potential consumers of goods or services. The B2C model of e-commerce 
 distinguishes the following main groups of actors. [44]: 


• online shops —  websites through which every person can find and go through 
 information about a particular good or service and then place an order, 


•  online  marketplaces  —  specialized intermediaries that automatically collect and 
 process data from different suppliers, whether they are online or offline, for various 
 groups of goods or services 


•  virtual  community  (or  showcase  networks) —  visual content which provides the 
 individual with an online catalogue of goods and services. This content can be posted 
 on a brand’s social media account (Facebook, Instagram etc.) to organize and promote 
 the sale of any goods.  


It is fair to say that there is no way to detect one best e-commerce type such as B2B. It is possible 
 to build a successful business with any of the models, given that the business strategy is well–


contemplated. Nevertheless, the global B2B E-commerce market was valued at 14.9 trillion 
 USD  in 2020, which is more than 5 times  that  of  the  B2C  market.  There  is  also  a  strong 
 statement by specialists that nowadays the vast majority of E-commerce market  is  B2B  in 
 nature. [20] 


Apart from the traditional types of e–commerce, it is worth to mention the most common non–


traditional or, in other words, innovative types of e-commerce such: 
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•  Mobile model (M–Commerce) 


•  Online–to–Offline (O2O) model [90] 


Mobile model has vastly come to place recently as E-commerce is continuously moving to 
 mobile devices, given the increased usage of portable electronic equipment. The use of mobile 
 devices has its own characteristics. The usage of versions of the sites adapted to mobile devices 
 leads to an increase in familiarity of the business and helps to develop competitiveness in the 
 market. In the segment of the market determined by users of mobile devices, the competition 
 is somewhat lower, since it does not include the stores that do not have a website available or 
 the site does not function correctly.[92] 


Thus, the growth of internet usage via mobile phones contributed to creation of m–commerce. 


Almost all the online stores, boutiques and brand stores have a mobile application version. 


Therefore, m–commerce can be considered as another type of e–commerce. For instance, 
 nowadays in B2C model order and payment can be done also by using a phone, which means 
 that, when a purchase takes place on a mobile device it can be considered as both B2C and m–


commerce.      


The O2O business model  is a new business approach that combines online and offline 
 transactions with the end customer. The new business model usually involves the provision of 
 information, services and discounts, fixing these discounts in the personal accounts of Internet 
 users who can actually receive them when making offline purchases. The new trading model is 
 especially suitable for selling consumer goods and services such as food and beverages, movies, 
 fitness and beauty services areas. [28] 


Paths to improve the functioning of the trading system based on the O2O model include: 


• Finding new ways to maintain a customer base and attracting new customers in the 
 global market, combined with the usage of aggressive competition methods, 


•  Developing new ways of translating product information and transferring its 
 characteristics into messages to generate and stimulate demand through target 
 advertisement. Given that business survival rates are the highest among innovation 
 firms, it is important for website designers to ensure that the customer's decision to buy 
 and enter all information into the system from day one is central.  


•  Interact with social media through a robust product and service promotion 
 strategy.[86] 



1.3. Competitive advantage 


To be unique, companies around the world are trying to develop an unconventional 
competition strategy. Throughout the time, a company's competitive activities developed from 
the specifics of its position in the market and the general situation in the industry. There are 
various options for competitive strategies – the existence of competitors creates ground for 
new competitive strategies. 
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Firstly, we should understand what competitive advantage means. Initially the term was used 
 by Professor Michael Porter of  Harvard  University  in  his  work  “Competitive  advantage” 


published in 1985. Competitive advantage is the set of values or qualities that helps the 
 organizations to be one or more steps ahead of the competitors and set them apart in the 
 market. As per Porter’s studies, there are three basic types of strategy that create competitive 
 advantage:  


• Cost leadership strategy  


• Differentiation strategy 


• Focus strategy  


Having the lowest cost or the product with the highest quality in the market are two different 
 strategies for competitive advantage.  


The main point is to understand why customers should choose the product of one firm over its 
 competitors. It is crucial to understand the importance of competitive spirit of companies from 
 the same industry, which is the driving force of the progress. It makes companies apply for 
 completely  new  strategies,  to  change  the  way  of  thinking  and  working,  always  seek  for 
 innovations and be the first in the use of the new technologies. [60] 


The term ‘competitive advantage’ is described and analyzed in the works of Michael Porter with 
 three basic approaches (strategies) in a following way: 


Strategy of cost leadership  


The company achieves a competitive advantage in two ways: 


• Increases profit by reducing expenses and keeping average market prices. 


•  Increases  market  share  by  reducing  prices,  while  continuing  get  profit  from  low 
 expenses.  


For example, this occurs when a store makes a request for a big supply with the below–market 
costs. Therefore, low prices in the market can serve as a barrier to the new competitors. 
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Cost reductions can be achieved in several ways depending on the industry – due to large–scale 
 production, technological innovation, new sources of raw materials, movement along the curve 
 of experience and other factors. [57] 


However, it is more difficult to become a market leader having the lowest costs, in case if the 
 same goal has also been set by competitors. Competition to reduce costs is fraught with not 
 only losses for an individual company, but also undermining the entire structure of the 
 industry. [57] 


Strategy of product differentiation 


A company that has chosen a differentiation strategy seeks to defeat its competitors with high 
 quality and consumer value of its product or service. To effectively combat competitors, the 
 company faces the challenge of ensuring that the consumer pays an additional price for the 
 uniqueness of its products. It is important to note that there should be clear understanding of 
 what services or what features can be the most relevant and essential for the customers. It is 
 crucial to consider how customers aggregate those features and extra services to a final decision 
 making, whether they buy the product/service or not. So, the product for customer should be 
 effective, whereas for the provider it should be efficient.  


Differentiation strategy is a reliable and long–term strategy aiming to achieve profits above 
 average level in the industry, because customers who prefer the same brand are less sensitive 
 to price. [58] 


Focusing strategy 


In this case, the company focuses its efforts on certain segments of the market, ignoring all the 
 others. Consumers in these segments must present such specific product requirements that the 
 ability to meet these requirements becomes a real competitive advantage. The focus strategy is 
 divided into focus on costs and focus on product differentiation. [57]  


This competitive strategy of M. Porter can also be considered as growth strategy. Some authors 
 identify this type of growth strategy, as a "pioneer", which means that the company offers to 
 the market a completely new product or service and gets the advantage of "first mover" in this 
 business, or in a particular region. New markets emerge, usually because of the discovery of 
 new technologies, the emergence of new requests from customers, the emergence of new 
 financial instruments, etc. [59] 


Nevertheless, there are other growth strategies for the companies. The typologies of growth 
 strategies are most structurally described by I. Ansoff in his analytical tool for strategic 
 planning. The Ansoff matrix, also called the "product–market" matrix, is a model that describes 
 possible growth strategies for a company on the market. [2][87] 


The idea of the matrix is that there must be a relationship between the existing and future 
products of the company and the markets on which it operates. Any industry assumes a very 
wide choice of products that can be produced and markets where the company can work, so 
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the company has a wide range of growth directions. Thus, the company's strategy is determined 
 by three main factors:  


• Existing position as a combination of the products and markets on which the company 
 is currently operating 


•  Growth vector that sets the direction of the company's development based on its 
 existing position 


• Competitive advantage – a key feature of existing and future products and markets that 
 can provide the firm with a strong competitive position 


The Ansoff matrix is a square formed by two axes: 


• Horizontal axis –  the company's products, which are divided into existing and new 
 ones, 


•  The vertical axis is the company's markets, which are also subdivided into existing and 
 new ones [Table 1]. 


Existing product  New product 
 Existing market  Market penetration 


strategy 


Product development 
 strategy 


New market  Market expansion 


strategy  Diversification strategy 


Table 1. Ansoff's "product–market" matrix. Source: [2] 


1)  The strategy of penetration to the market is a strategy for companies that are already present 
 on the market and set the main goal to increase their sales. The main tool there is improving 
 the competitiveness of products, so the focus of this strategy should be to improve the efficiency 
 of business processes, that can increase both the consumption of products by existing 
 consumers, and the attraction of new customers. 


2)  The strategy of expanding the  market  is  good  for  companies  that  are  trying  to  adapt  their 
 existing  products  to  new  markets.  To  do  this,  it  is  necessary  to  identify  new  potential 
 consumers of existing products. 


3)  The product development strategy is possible by growing in the existing market products that 
 have characteristics updated in such a way that the compliance with the market is improved. 


4)  The strategy of diversification is the riskiest for the company because it implies the release of 
 a fundamentally new territory for it with a new product. Diversification, in its turn, can take 
 one of the following forms: 


• Horizontal, when the company remains within the existing external environment. Its 
new line of business complements the existing business lines, which allows using the 
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synergy effect by using existing channels of distribution, promotion, and other 
 marketing tools. 


•  Vertical, when the company's activities go to the previous or next stage of production 
 or sale of existing products of the company. 


• Concentric, when the development of the existing product line is due to the inclusion 
 of products that are close to it,  having  technological  or  marketing  differences  from 
 existing products, but focused on new customers. 


• Conglomerate, when the new direction of the company is not connected with the 
 existing ones. [2] 


Ansoff's matrix is widely used in practice in the process of strategic management of the 
 enterprise and is often the most actual theoretical basis for building a strategy of the company 
 operating in any market, including retail [14]. 


It is known that all the approaches to the development strategy of the organization are reduced 
 to theoretical analysis combined with intuition development. This in the first place should be 
 the subject of detailing and implementing the strategy. From this it follows that the strategy 
 suitable for all occasions in the market and for all the industries does not exist, but experience 
 suggests a few possible areas of development. 


Competitive strategy is a tool in the hands of enterprise managers, which allows to achieve the 
 intended purpose. Developing a plan for the implementation of competitive strategy helps 
 everyone in the organization to clearly understand what function they must perform when 
 working with each segment of the market and how to behave in case of certain actions from 
 competitors. In other words, it creates the conditions for the coordinated work of managers of 
 various departments to achieve common corporate objectives [26].  


The function of competitive strategic planning in the enterprise is carried out with the help of 
 the basic principles of the formation and implementation of the strategy in the market, such as 
 the continuity and accumulation, the sequence of steps performed and cyclicality. [41] 


The development and further implementation of the competitive strategy is carried out 
 through the consistent implementation of eight main stages: 


1)  Definition of the strategic business zone of the company – mission and corporate development 
 strategy of the company 


2)  Formulation of preliminary tasks and objectives in a competitive market –These are based on 
 previous experience and corporate strategy and set the direction of action in the competition. 


3)  Collecting information about the external and internal environment of the company, 
 structuring of information and subsequent analysis 


4)  Development of competitive strategy and selection of strategic alternatives 


5)  Comparison of the developed strategy and initial objectives and analysis of the chosen strategic 
 alternative 


6)  Implementation of a competitive strategy developed within the framework of the plan 
 7)  Control of achievement of the set goals and the fulfillment of the plan 


8)  Analyzing the experience gained, as well as adjusting or developing a new, more effective 
strategy to realize the goals set by the corporate strategy for the company [41] 
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It is important to note, that since in the strategic planning hierarchy a competitive strategy is 
 lower  than  the  company  development  strategy,  it  makes  sense  to  start  the  development  of 
 competitive strategy after the completion of the company–wide development strategy. 


Preliminary  tasks  in  the  competition  on  the  market  are  formulated  in  accordance  with  the 
 corporate goals and directions of development of the company. At this stage, it is necessary to 
 determine the nature of competing, such as offensive or defensive. This approach allows to 
 compete globally through local conflicts with direct competitors. [51] 


The next point in the development of a competitive business strategy is the analysis of 
 environment, including the collection of information, analysis of the strengths and weaknesses 
 of the company, as well as its potential based on available internal and external information 
 [52].  


For the analysis of the external environment the often–used  marketing  tool  is  PESTLE 
 analysis, which allows to examine the group of issues related to the environment, dividing them 
 into several sub–groups for the relevant definitions and classifications. For realization of this 
 analysis, each company must have its list of key environmental factors that have a significant 
 impact on its business and contain potential threats or opportunities for the development of 
 the organization. 


PESTLE  analysis  evaluates  the  external  environment  for  a  business  by  breaking  down 
 opportunities and threats into the forces that influence the business: Political, Economic, 
 Social, Technological, Legal and Environmental.  This  Framework  is  effective  to  use  in 
 corporate strategy planning, as it shows the pros and cons of a business strategy. [11] 


After analyzing the external environment, it is necessary to study the immediate surroundings 
 of organization, all stakeholders of the company, as well as the industry itself, in which the 
 company operates. It is advisable to start with the consumers, when analyzing the stakeholders. 


The main objective in the analysis of consumer is to identify the target group and meet its needs 
 in a better way than the competitor.  


No organization can afford to ignore the actual and the possible reaction of its competitors. 


Knowing the strengths and weaknesses of competitors, it is possible to assess their potential, 
 purpose, present and future strategy. Consequently, the company can accurately determine the 
 weaknesses and strengths. The company should concentrate its strengths on the weaknesses 
 of competitors. At this stage, it is necessary to conduct a competitive analysis of the industry, 
 which includes the definition of the main characteristics of the economic sector, the driving 
 forces of the industry's development, evaluation of competitive strength and competitive 
 position of rival companies, the analysis of its closest competitors, evaluation of prospects for 
 development of the industry, and key success factors, that are common to all business factors, 
 the implementation of which offers the prospect of improving their competitive position.  


Analysis of the competitive situation in the sector may be carried out as follows: 


1)  General characteristics of the sector: at what stage of development it is, what are the strategies 
used as long as the demand depends on the price 
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2)  The classification of competitors (active, passive, potential competitors on product, marketing, 
 price, communications) 


3)  Determine the number of competitors in the industry, the size of competitors’ companies, the 
 combined share of 3 largest firms in the market as a percentage, the special services offered by 
 competitors, strengths and weaknesses of competitors' locations. 


4)  Analysis of the main competitor: the objectives and strategies, product characteristics, the 
 flexibility  of  the  structure,  the  organization  of  logistics,  marketing  capabilities,  production 
 capacity, financial opportunities, economic indicators, the level of research, and so on. 


5)  The probability of entry of new competitors and substitute products. It is defined by entry 
 barriers and potential responses to existing businesses. The possibility of substitute products 
 limits the profit potential of the industry, which could lead to price pressure on existing 
 products. [1][52][70] 


For the analysis of competition in the industry the "Porter’s Five Forces" model by M. Porter is 
 used, which assesses the attractiveness of the industry given: 


•  threat of substitute products 


•  the potential of new entrants into the industry 


•  the power of suppliers  


•  the power of customers  


•  the competition in the industry [48] 


The final step in the analysis is to evaluate the prospects of the industry development. Among 
 many possible ways, particular attention should be given to the potential growth of the industry 
 and the possibility of entrance or exit of large firms and its consequences.  It is worth to closely 
 examine the stability of demand for products and factors that contribute to its fluctuations, the 
 uncertainty of future industry and the investment related risk assessment. 


Analysis of the internal environment opens the possibilities and the potential with which the 
 company can compete while reaching its goals. The internal environment is analyzed in the 
 following areas:  company  personnel,  their  potential,  skills,  interests,  etc.;  management  of 
 organization; production, including organizational, operational, technical, and technological 
 characteristics  and  scientific  research  and  development;  company's  finances;  marketing; 


organizational culture. 


To get a clear assessment of internal company factors and the situation on the market, there is 
 a  SWOT–analysis. With this method, it is possible to determine the advantages and 
 disadvantages of the organization, market opportunities (e.g. environmental factors, the use of 
 which will create value to the organization in the market), as well as threats (factors that can 
 potentially harm the situation of the organization in the market).[6] 


Next, a competitive advantage must be found. The concept of sustainable competitive 
advantage  has  been  extensively  studied  and  reviewed  by  Michael  Porter.  Sustainable 
competitive advantage – is a unique characteristic, which only a particular company and no 
one else has in the market. This differentiates the company from others. To make a competitive 
advantage long–term and strong, it must fit into four criteria:  
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•  benefit the company 


•  be unique 


•  be difficult to be copied and legally protected 


•  have a high value for the target audience of the company [55]. 


The result of the analysis of the environment is to obtain information which represents 
 reasonable facts, trends and forecasts based on which the company  can  make  strategic 
 decisions. 


After the analysis phase, company can proceed to the first step of formation of competitive 
 strategy: select the method of competition within the industry. This method determines the 
 competition and all further actions of the company in relation to competitors. Therefore, the 
 company chooses one of the competitive strategies of Michael Porter or creates its own 
 strategy.  


Furthermore, it is necessary to implement the chosen strategy, implement a set of concrete 
 actions to develop the competencies and capabilities of the organization, finance, develop 
 support policies, motivate employees, create a corporate culture, and properly manage. Also, 
 control should be conducted over the implementation of the plan and the achievement of the 
 set goals. 


The final stage is the analysis and evaluation of the results. As a result of these activities the 
 company gains experience. The company clearly sees the prospects of development, the 
 situation on the market that provides new opportunities and, consequently, creates new ideas. 


This is the reason for the adjustment of strategic vision, global objectives, strategy, and 
 implementation.  


The sequence of the described actions can help in determining the competitive strategy given 
 the economic situation in the market which can affect greatly the resources of the organization. 


This action plan reduces the risk of overlooking important issues and reveals the assumptions 
 on which the strategy is based, and the resources are allocated. [54] 



1.4. Competitive advantage in E–commerce 


According to recent studies, and, regardless of the different types of e-commerce mentioned in 
 the second part of this chapter, the global e-commerce market value is expected to be 27 trillion 
 USD in 2027. [47] This means that from 2020 to 2027 it is expected to have a growth of 80% 


in the market value of e–commerce.  


Given the technological awareness among people and the widespread usage of portable devices, 
 digital content, electronic financial services and more, the numbers above can be quite realistic. 


Additionally, 4G and 5G technologies provide faster browsing possibilities to user and this in 
 its turn supports the growth of e–commerce.  


It would be logical to assume that moving towards e-commerce business will lead to broader 
customer base, as suppliers, consumers and other stakeholders will be reachable faster online.  
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Whether the company is in e-commerce business only or also has a physical store, having an 
 online store brings significant power. However, the market currently is very saturated, and it 
 is important that companies manage to have e-commerce site that will stand out among others.  


To tackle this, it is considered that there are four strategies to gain competitive advantage in E-
 commerce [75]:  


●  Use E-commerce Metrics 


It is important to firstly understand what the data is telling about the site. One of the most 
 significant steps in gaining a competitive advantage is understanding where the performance 
 and processes can be optimized and what are the KPIs of the company.  


The companies can pay attention to conversion rates, cart abandonment rates, traffic, average 
 transaction value (ATV) etc.  


It is worth to examine of there are cases when customers get to the shopping card and find out 
 about high delivery fee. In this case, can the company offer free delivery, or can the delivery fee 
 information be available on the product pages, so that it is not a surprise to the customer?  


Understanding this will help the company to better understand the users, their expectations, 
 and thoughts. This will also give clear picture of the drivers that lead the customers to the 
 company’s website.  


●  Focus on the Customer Experience 


Another important step towards competitive advantage is paying close attention to user 
 experience (UX). This will help to create transactions and have loyal customers.  This metric 
 refers to optimizing the website design and implementing secure payment facilities.  


The great user experience includes clean & focused design and usability, simplicity of product 
 selection, organized, easy–to–use navigation, immediate access to information on out–of–


stock products, a list of favorite purchases etc. [12] 


In fact, as the e-commerce  business does not include face–to–face transactions, it is also 
 important to have high level of trust in customers. Trust brings success in e-commerce world. 


[31] 


●  Target a Specific Audience 


As mentioned earlier, the e-commerce market is quite saturated, which leads to having more 
 users, which would mean having more competitors in the market. This in its turn could create 
 more spending behind it for the companies. Long–term gains can be achieved if companies 
 used  targeted  marketing,  which  would  mean  finding  a  specific  audience  and  focusing  their 
 spending on a smaller range of people who are more likely to come back to them. It is very 
 much possible that to do this the companies would need to use more than one E-commerce 
 channels, such as social media, emails, chat bots, etc.  


●  Invest in SEO (Search Engine Optimization)  
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The research conducted in Zumstein & Kotowski (20206 stated that SEO is the most significant 
 marketing tool for almost all e–retailers (see Figure 1.4.1).  


Figure 1.4. 1 Relevance of Marketing Instruments in e–commerce. Source: [96] 


All steps and activities that aim towards bringing the website to the top of search engines will 
 greatly increase the company’s traffic. SEO will increase the number of customers who are able 
 to find the product or service, which in its turn will make the company successful in positioning 
 itself in the competitive e-commerce environment.   


To summarize, if the companies aim at gaining significant competitive advantage and 
 successful position in e–commerce, it is important to understand who the audience is, what 
 the audience wants and to reach to the audience to meet their needs.  


Nowadays consumers are more demanding because they are better–informed, more 
knowledgeable,  and  they  constantly  improve  themselves.  Hence,  the  companies  should 
constantly work on their strategies and development, to comply with the e-commerce industry, 
which is constantly adapting itself to the needs of consumers. Using different E-commerce 
channels can make this mission more plausible and achievable. 
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2. The current e-commerce state in the retail  industry 


This chapter is aiming at reviewing the e-commerce  in more detail, providing a solid 
 foundation for the Diploma Thesis research. Firstly, the reader is presented to the current 
 situation in e–commerce, its share in retail industry and countries that represent the biggest 
 e-commerce share in the world. A more detailed market development of US, China and Russia 
 is also discussed. Furthermore, there is focus on the strategy of e-commerce development in 
 Russia. More importantly, the chapter touches the topic of omnichannel approach and its 
 advantages. Finally, there is detailed analysis of the implementation of omnichannel strategy 
 and key points worth paying attention to during this process.   



2.1. The analysis of world e-commerce market 


In the digital age, the economy undergoes significant transformations, gradually moving from 


"real" to "electronic." Nowadays online commerce has become a substantial part of the 
 economy of any country. Just a few years ago people were worrying about buying goods via 
 Internet, whereas now it is difficult to find a person who would not have used the online store 
 at least once. The number of transactions in this field are growing incredibly fast, and it has 
 made an increasing and greater impact on the world economy. 


Additionally, following the coronavirus pandemic, more consumers shifted to e-commerce as 
 they started buying products online that they previously were reluctant to do and preferred 
 only the physical store. This trend is very likely to continue into the years ahead. [45] 


There are many factors that drive this turn to e–commerce. Firstly, people feel more 
 comfortable in purchasing products in additional categories online, including food and 
 household appliances. Retailers, in their turn, began offering online options and promoting 
 shopping on the internet. Furthermore, as many people spent more time at home, they started 
 searching  for  convenient  shopping  experience  with  quick  delivery  options.  As  a  result, 
 consumers are more focused on online services and experiences than ever before.  


As of 31st of March 2021, the number of active Internet users in the world is 5.1 billion people 
 that is more than half of the world's population. Most of users were concentrated in Asia– about 
 2.7 billion users were located there, while in Europe and Africa there were around 0.7 billion 
 and 0.6 billion online users respectively. [Appendix C.I] The most constraining factor of the 
 rapid spread of the Internet is the uneven distribution of the bandwidth of international 
 Internet traffic. Thus, in percentage terms, the largest penetration of the Internet  were  in 
 Europe and North America about 88% and 94%, whereas in Africa there was only around 43% 


of internet penetration rate. [27] 
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Nevertheless, the prevalence of the Internet is progressing, the number of users increase every 
 day. In the nearest future, according to PwC analysis, ubiquitous Internet access at the global 
 level  will  allow  7%  of  the  world's  population  to  overcome  the  level  of poverty  (500  million 
 people), and following this, world GDP will increase by 6.7 trillion USD. [26] 


With the active growth of the Internet audience, the volume of the e-commerce market is also 
 growing. This is evidenced by the fact that, according to the World Trade Organization (WTO), 
 the growth rate of global virtual trade exceeds the growth of world real trade in general. For 
 example, in 2020, the pace of e-commerce development in the world was 27.6% compared to 
 the previous year, while the world trade turnover according to WTO fell by 9% compared to 
 previous year. In 2021, according to E–Marketer analysts, the average growth rate of the global 
 e-commerce market in retail will be around 17.1%. [Appendix C.II] [18] 


According to Statista E-commerce share of retail sales statistics the online retail market share 
 in 2019 was 13.6%. That means that every customer that spends 100 USD, the 13.6 USD were 
 spent in the internet. In 2021 the index is expected to grow up to 19.5% which is 4.891 trillion 
 USD in global e-commerce sales. Moreover, it is forecasted that upward trend will remain and 
 by 2024 will reach 21.8%. The figure below demonstrates the e-commerce share of global retail 
 sales from 2015 to 2024. (See Figure 2.1.1.) 


Figure 2.1. 1 E-commerce share of total global retail sales from 2015 to 2024 Source: [79] 


With a detailed examination of the global e-commerce market, presented in the Table 2, more 
than 60% falls on the countries of the Asia–Pacific region, with more than 2448 billion dollars 
in 2020. North America possesses almost 20% of the world market – 749 billion USD, followed 
by Western Europe with around 13% share. Then, less than 10% of the global online market 
falls on the remaining regions: Central and Eastern Europe, Latin America and Africa [Table 
2]. 
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   E-commerce sales 


worldwide, billions USD  Share of the world 
 turnover, % 


Asia–Pacific  2448,33  62,5% 


North America  749,50  19,1% 


Western Europe  498,32  12,7% 


Central & Eastern Europe  92,91  2,3% 


Latin America  83,63  2,1% 


Middle East & Africa  41,56  1,3% 


Worldwide  3915,00    


Table 2 – B2C E-commerce Sales Worldwide, by Region in 2020, billions and Share of World Turnover, 


% Source [61] 


The expected informatization of the Asia–Pacific region in the future will also contribute to the 
 growth of world trade. A key factor in the growth of e-commerce in this region is the increase 
 in the number of mobile users and venture investments. 


According to the analysis of the main components of the global e-commerce market, below is 
 a chart, that shows the ten largest global e–retailers’ markets in 2020 (Figure 2.1.2) 


Figure 2.1. 2 The volume of the online market, 2020, billion USD, Source [14] 


Based on analyzes of key market indicators of the world's countries with the largest volume of 
 e-commerce in retail, the peculiarities of some of these markets were revealed. 


A large share in the Asia–Pacific region is represented by China – its annual turnover in 2020 
amounted to 2295.95 billion dollars. China is the largest e-commerce market in  the world, 
because of the population among other reasons. There are around 1 billion Internet users. The 
fastest growing online activity in the country is shopping, and the most popular products in 
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online stores in this region are clothing and footwear. According to Statista around 780 million 
 people use internet for online shopping in China.[65][82] 


The US market has about 90% of Internet users, but only two thirds of them are online buyers. 


The US market is the second in the world in terms of online sales, since more than half of stores 
 work online due to anti–covid measures (67.4%). The largest retail chains in the US open their 
 offices on the Internet. The USA now sets the standard for the entire e-commerce market in 
 the world – Russia will reach the changes taking place today in US in 3–5 years. 


Great Britain is one of the most developed countries in Europe that uses the advantage of e–


commerce. According to Retail Research, the country has a turnover of Internet sales of about 
 26% amongst all European countries sales. Despite the relatively small number of Internet 
 users, online sales exceeded £99 million, representing more than 13% of the country's retail 
 sales. Thus, online sales are accounted for more than 30% of total retail sales. [57] 


In Japan, almost the entire Internet audience, which accounts for 92% of the total population, 
 makes purchases in online stores according to DataReportal. In the country, it is the second 
 most popular online activity after reading e–mail. [14] 


E-commerce has rapidly become a significant part of the economy of developing countries such 
 as India, Brazil, Argentina, Mexico, which during the past few years continue to show strong 
 growth in e–commerce.  


Also, this group includes Russia, where the growth is linked with the development of regions 
 among other reasons. There, the number of online buyers increased due to the available 
 broadband and mobile Internet. The audience of Internet users in Russia at the age of 16 and 
 older significantly increases for the last 2 years. The percentage of internet users’ penetration 
 was estimated as 80.4% by 2020, which is about 118 million people. As of 2015 only about 13% 


of  Russians  made  purchases  on  the  Internet.  However,  according  to  Bloomberg  survey, 
 COVID–19  brought up 10 million more consumers to internet platform. For now, the 
 percentage  reached  to  40%.  According  to  analysts  of  the  research  agency  Data  Insight,  the 
 largest  number  of  online  orders  took  place  during  the  existence  of  electronic  commerce  in 
 Russia. According to the ACIT report, for the first half of 2020 the volume of the Internet trade 
 market increased to 1160 billion RUB (17 billion USD). By the end of the year the sales reached 
 to 2500 billion RUB  (32 billion USD). Thus, according to Euromonitor experts the annual 
 online sales will experience stable growth at the level of 40% this year, then by 10–15% per year 
 for the following 5 years. It is forecasted that by 2023 the volume of the Russian e-commerce 
 market will be more than 5700 billion RUB (70 billion USD) (Figure2.1.3). [19][ 23] [42][59] 


Analyzing the dynamics of the Russian online purchases during the period of 2015–2020, it 
 was found out that the annual growth rate is increasing by geometric progression (Figure 2.1.3). 


In the first half of 2019 the e-commerce market in Russia was expanded by 26% to about 750 
billion RUB (11 billion USD). There was a yearly positive trend from 2011 to 2015, when the 
growth rate experienced slight decrease and continued upward movement. Consequently, the 
situation created by COVID–19 pandemic caused a dramatic increase of e-commerce sales in 
the country.  
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Figure 2.1. 3 Dynamics of Russian E-commerce Sales, 2011–2023, Billion RUB Source: [26] 


The figure below displays the most popular product categories in online stores in Russia in 
 2020 according to Statista.  From the bar chart can be said that Household and gardening 
 goods occupied one third of Russian online market as of 29%. Hobby items were the second 
 with 22% and 3 categories of ‘Products for children’, ‘Gifts and souvenirs’ and ‘Electronics’ with 
 slightly less percentage of 20%. Food and clothing categories occupy 15% of the online market. 


Figure 2.1. 4 Most popular product categories in online stores, Russia, 2020 Source: [76]  


Next figure aims to show the total share of e-commerce sales of popular categories from the 
figure 2.1.4. As we can see the most sales share were Clothing, footwear and accessories with 
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24% of sales in 2020. Next was Electronics with 18.6% and cosmetics with 10.3%. Food sector 
 had 6.2%, a bit lower share than books, music and video that showed gained 6.5% of total share.  


The most popular product category from the Figure 2.1.4 Household and gardening products 
 occupied only 7.6% of total online shales. Whereas the second most popular category ‘Hobby’ 


took the smallest share of 1.9%. The third ‘Products for children’ positioned as 4th category of 
 the largest share of online sales with 9.4%. [46] 


From these 2 bar charts we can conclude that popularity in online stores does not guarantee 
 the big share of total sales. Customers intended to buy more online only certain category of 
 goods  from  the  brands  they  know  and  trust.  Electronics  and  Food  categories  have  lower 
 popularity in online stores as of just 20% and 15% respectively, however holds leading positions 
 of total online sales. While the second most popular category hobby shows the least total online 
 sales. This can be explained by the facts, that household and gardening goods as we;; as  hobby 
 products are more narrowly focused and listed in very big amount in online stores but with 
 lower prices and quality. [17][66] 


Figure 2.1. 5 Total share of E-commerce sales by products category, Russia, 2020 Source: [30]  


It should be noted that the increase of the volume of online trading in Russia is largely carried 
 out by the rapid growth of sales of goods from foreign online stores. The cross–border segment 
 is significantly ahead of the local segment in terms of growth rates. As of 2017, the volume of 
 cross–border trade amounted to 374.3 billion RUB, which is 24% more than in the year of 
 2016. According to J’son & Partners Consulting, by 2021 the trade amount will be 177% more 
 compared to 2017. Foreign online stores occupied a third of the market, dominated by Chinese 
 retailers,  including  AliExpress.  They  account  for  90%  of  all  cross–border purchases in 
 quantitative and approximately half in monetary terms, while the share of parcels from the 
 European Union is 4%, and that of the US is 2%. For comparison, in the Russian market the 
 number of orders in 2019 had grown by 22%. In this case, in monetary terms, China would 
 hold 52%, the European Union – 23% and the United States – 12%. This indicates a low average 
 purchase check in China. In general, more than 64% of purchases (transactions) in foreign 
 stores do not exceed the cost of 22 euros. More than 96% do not exceed the cost of 150 euros. 
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Thus, in the online retail market, the process of shifting demand towards cheaper goods and 
 product categories continues. [29][30] 


In China, the share of e-commerce in the total retail market volume exceeds 20%, but in Russia 
 the e-commerce market is underdeveloped. It is about 7– 10% of the total retail of the country. 


In the United States and other developed countries, this figure reaches 15–19%. The average 
 level in the world is about 18%. It is important to note, that before the pandemic the e–retail 
 sales accounted for only 6% of all retail sales worldwide. According to the forecasts of Statista, 
 in the coming years the share of e-commerce will make up to 22% of the world retail turnover 
 by 2024 (see figure 2.1.1). [64] 


The chart below shows the five largest companies in the US, China and Russia operating in the 
 field of electronic commerce (Figure 2.1.5). The companies are selected based on their annual 
 turnover, indicated in annual reports, expressed in millions of US dollars. So, it can be seen 
 how much such giants of e–commerce, as Amazon, eBay, Tmall, are leading other companies. 


Their turnover capital is ten times higher than the turnover of the largest companies of Russia. 


However, this only indicates that Russia has just embarked on the path of e-commerce raise, 
 and it is awaiting a great development soon. 


      
 Figure 2.1. 6 Online Sales in Top Companies in US, China, Russia, million, in USD Source: [39] 


In general, even though the online sector is not so large yet, it is growing rapidly and soon will 
 take an increasing share of the market from the offline sector. The main drivers of this progress 
 are the following facts: 


•  Internet users become more experienced (media online experience on average is more 
 than 7 years) 


• The psychological barrier of shopping on the Internet decreases as there appear more 
 people who already have experience in making online purchases 


•  Internet access is becoming ubiquitous and round the clock 
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•  Delivery becomes faster, more reliable and cheaper 


•  Offline shops close or shorten their range [36] 


E-commerce is a specific internet technology that provides system participants (actors) with 
 several capabilities.   


It helps manufacturers and suppliers of goods and services: 


•  to place and sell the goods and services via internet  


•  to accept and process customer orders via internet  
 For the buyers, it brings forward the following capabilities: 


• to have catalogs and price lists of offered goods and services through internet browsers 


• to make orders of interested products via internet  


It is worth to mention, that electronic payment systems are very important component of e–


commerce. In this case bank becomes one of the participants of the system. The majority of 
 population makes payments by credit/debit cards, so online payment can be truly considered 
 as the main components of e–commerce. According to survey of AP news Global Online 
 Payment report in 2020, one fifth of online buyers in the world would leave the website without 
 completing the order, if their preferred payment method was not offered. The figure below 
 demonstrates the global share of transaction volume in 2020 by payment method. [56] 


Figure 2.1. 7 Share of payment methods as percentage of transaction worldwide in 2020 Source [63] 
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Therefore, we can formulate that e-commerce is carried out on virtual platforms on the internet 
 and involves the use of information and communication technologies for the implementation 
 of information and transactional interaction. E-commerce  is a special form of commercial 
 activities that involves the use of the internet and electronic or digital technologies in general 
 for execution of commercial transactions. 



2.2. The strategy of e-commerce development of retail sector in  Russia 


Nowadays, more and more online retailers come to the market, realizing the advantages of 
 online  business,  such  as:  access  to  the  global  market,  which  allows  to expand the range of 
 distribution of goods and the number of buyers, low entry threshold, automation and 
 optimization of electronic financial and trading programs, profitability due to cost reduction, 
 the trend of growth in market volumes and so on. All the advantages show that the potential of 
 the electronic commerce market in the world, including Russia, is quite high and is developing 
 rapidly. 


Despite the large number of online stores and the trend of growth in market volumes, online 
 retail in Russia is still in its infancy and faces many challenges that hamper its development. 


Competition  with  foreign  online  shops,  shortcomings  in  the  work  of  logistics,  bans  on  the 
 remote sale of drugs and alcohol, low level of skills and e-commerce services in general, the 
 ignorance of a part of the population about the possibility of purchasing goods and services via 
 the Internet, as well as the population's distrust of "virtual” purchases lead to a curbing of the 
 growth rates of e-commerce market volumes in the country [30]. 


Nevertheless, the situation on the e-commerce market  in  Russia  is  still  favorable,  thereby 
 determining the great potential for its development. The number of buyers in online stores is 
 growing, and this in turn, leads to an increase in the number of orders and, correspondingly, 
 an increase in the share of e-commerce in the economy. 


Coping with the problems that hinder the full potential of Russia disclosed in e-commerce will 
 help to develop the right strategy for the growth of this market in each of the sectors. Hence, 
 the future of this sector in Russia will largely depend on the decision of market participants to 
 resolve issues that address all the above problems. [68] 


Understanding the importance of the e-commerce sector in the country's economy, the state is 
 implementing a draft e-commerce development strategy in Russia in conjunction with leading 
 e-commerce market participants. The strategy pays attention to three areas, with the goal to 
 create the most balanced conditions for the development of the market. 


Firstly, there is a concentration on the comprehensive development of business while ensuring 
the rights of consumers. Also, payment and logistics systems are developing. Secondly, there 
is an equalization of competitive conditions of Russian and foreign retailers. Thirdly, the 
strategy concerns the export trade of Russian goods and technologies and taxation for export. 
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